














A woman in Nuwara Eliya, Sri Lanka, lets water out of her water tank to help municipal staff empty
her septic tank. Monitoring the use, maintenance, and continued acceptance of new ideas and
technologies is an important step in ensuring the sustainability of promotion efforts.
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STEP 9: MONITOR

We know that monitoring refers to the continual review and supervision
of activities, as well as the use of the findings to improve implementation.
Monitoring provides us with a valuable tool to identify and correct program
problems, direction, and priorities early enough to make changes that
maximize the impact of programming efforts.
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ACTIVITY 9.1: DEVELOP PROMOTION-SPECIFIC MONITORING AND
EVALUATION PLAN

An effective monitoring and evaluation plan should enable its users to quickly identify and remedy
any gaps in the design of the promotion plan, and evaluate the impact of the overall program. While
the boundaries of monitoring and evaluation often overlap, they answer different questions and have

different purposes. The following table illustrates these differences.

TABLE | 1: MONITORING VS. EVALUATION

Monitoring

Evaluation

Answers these questions:

What is happening to the delivery system/training?
Why is it happening? (flaws, gaps)

What are the interim effects? (in the target
audience, in the personnel, in the service)

How can it be fixed, corrected, redesigned?

Answers these questions:
What happened as a result of the intervention?
What behavior changes took place?

What portion of the target audience adopted the
new behavior?

Why did they adopt it?
What was the impact on target audience?

Purposes:
Correct, reorient, or redesign delivery systems.

Readjust strategy and messages.

Purposes:
Demonstrate the impact of program.

Determine the level of behavior adoption.

Monitoring Timeline and Staff Responsibilities

Evaluation Timeline and Staff Responsibilities

v’ Monitoring begins as soon as possible when a
plan is implemented and continues through the
intervention.

v Data are collected periodically, and frequently, at
preset intervals or when the occasion permits.

v’ The same people implementing the activities
customarily do monitoring.

v'Data are analyzed as needed and used
immediately for program correction.

v'Data are generally collected at different points
that permit a comparison; baseline and end line.

v Data collection is planned to allow sufficient time
for intervention impact to take place.

v Researchers, internal or external, are not directly
involved in the activities most often conduct
research.

v'Data are analyzed and used at a central level after
program completion.

To watch and assess the monitoring and evaluation plan, three types of direct indicators are generally
used: (1) impact, (2) outcome, and (3) process. All three indicators should flow directly from the
promotional and behavioral objectives developed in the Promotion Plan.

. IMPACT

Impact indicators assess a direct result of the outcomes and the process, are much broader in scope
than outcomes, and require a long-term monitoring program (at least five years) for results. For
example, impact indicators measure a change in overall program objectives:
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e Status: percentage increase of child growth rate, percentage decrease in diarrheal diseases;

e Morbidity and mortality; percentage decrease in child morbidity due to diarrheal diseases;
and

e Economic status: percentage decrease in monthly household expenditures on diarrheal
disease-related products/activities.

2. OUTCOME

Outcome indicators assess a change in something as a result of the promotion program. Outcomes
are more specific in scope based on the purpose of the promotion, and evaluate changes in:

e Awareness: percentage of people who can cite hand washing with soap as an important
hygiene practice;

¢ Knowledge: number of people who can name the five critical times to wash hands;

e Attitude: percentage of people who state that hand washing with soap is a vital means to
reduce diarrhea;

e Skills: percentage of people who demonstrate the ability to wash their hands properly
(properly being well-defined); and

e Behavior: percentage of people who report or are observed washing their hands with soap
after defecation.

3. PROCESS

Process indicators assess how well a program is being implemented:

e Training conducted: number of trainings fully completed, number of personnel trained,
number of personnel certified;

e Activities conducted: number of activities fully carried out, percentage of target audience
participation at these activities;

e Distribution of materials: number of materials distributed/aired (where, when, and according
to plan); and

e Distribution of products required: number of products distributed (where, when, and
according to plan).

The promotion program needs ten tol5 well-defined and formulated indicators for monitoring
and evaluation that cover process, outcomes, and impact. More than |5 are too time consuming
and costly to collect data and less than ten provides insufficient indication of impact, outcome, and
process of the promotion.
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ACTIVITY 9.2: DETAIL MONITORING SPECIFICS

Process and certain aspects of outcome indicators, such as knowledge, attitudes, and skills, can and
should be monitored throughout the life of the promotion program. For a short promotion program
of eight months, it is necessary to monitor and report findings monthly, or as often as possible, so that
immediate action can be taken to correct activities as needed, and to ensure that distribution, airing,
and conduct of activities are taking place on time. Combine monitoring with other regular ongoing
activities and develop simple monitoring forms.

ACTIVITY 9.3: MONITOR REGULARLY

Once the monitoring form is ready, it is critical to train all supervisors who will be required to use
it. Training should emphasize how to ask the questions, effective listening, shorthand for completing
the form, adding observations of important information not included on the form, and completion
and submission of form. If possible, visit at least four different sites every month. Lastly, review the
monitoring results within four days of conducting the supervision and monitoring visit.

ACTIVITY 9.4: PREPARE MONITORING REPORTS AND SUGGEST PROGRAM
CHANGES

Periodic monitoring reports allow the promotion team to make needed corrections and adjustments
immediately before the promotion effort has been completed. Most importantly, monitoring can
help avoid negative impacts that affect the outcome of the entire promotion program.

SUMMARY

We have been carefully watching to see how our program will be carried out, how our audience
responds to our promotion, and if we are succeeding at having any initial impact or behavioral
outcomes. Now we can move to our next step and fully assess the impact and outcomes of our
promotional effort.
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These school boys show off their clean hands at the Water, Sanitation, and Hygiene (WASH) Day
event in Marikina City, Philippines. Conducting an evaluation after such an event helps assess the
success of the promotion campaign, and identify areas for improvement in future campaigns.
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STEP 10: EVALUATE AND IMPROVE

We know that the purpose of evaluation is to determine to what extent
our intervention has been effective. Evaluation findings strengthen the
credibility of the methodology, the implementing department, and the
overall Promotion Plan. Findings that demonstrate the success of our
intervention help to justify the time and care invested in research and
planning. All interventions teach something. Mistakes can be detected
and avoided. Successes can be shared with others and built upon.
Demonstrated impact helps decision makers wisely allocate funds and
resources for future programming.

Step 10: Evaluate Program Success and Improve
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ACTIVITY 10.1: DETAIL EVALUATION SPECIFICS

An evaluation answers the following questions:
*  What change occurred?

*  How, when, and with which audiences did the changes occur?
*  What aspects of the effort contributed to these changes?
*  What aspects of the effort should be changed to improve results/management?

e  How cost-effective was the effort?

* How did the results of the intervention compare with results of other similar

interventions?

Many of the questions from the original research used to design the promotion program can be
applied to the evaluation, with some modifications (see Table 12 below for an example).

TABLE 12: SAMPLE RESEARCH INSTRUMENT ADAPTED FOR EVALUATION

Original Research Questions

Adapted for Evaluation Purposes

SURVEY

I. How is it cleaned?

2. How do you reduce the odor in your latrine?
3. How would you describe a “good” latrine?

FOCUS GROUP DISCUSSION

I. What is a real life hero/leader? How would you
define him/her? Why?

2. What does this person do within the community?
The neighborhood? Your family? Why? How?

INTERVIEW

I. Who is responsible for hygiene within your
community? Why?

2. Who should be responsible? Why? How?

. Name three cleaning products available to clean

your latrine?

2. Which one(s) do you use?

3. What do you use to reduce the odor in your

latrine?

. Cite three words you would use to describe a

“good” latrine.

. Who is presently a leader in sanitation and

hygiene? Why?

What sanitation and hygiene activities or tasks
does this leader promote/carry out within the
community? The neighborhood? Why? How?

. Who is responsible for hygiene within your

community? Why?
What activities do they carry out? Why? How?
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ACTIVITY 10.2: ORGANIZE EVALUATION

Develop a plan for conducting evaluation(s) of the promotions program that includes a calendar, list
of responsibilities and a budget for the evaluation activities. The promotion program team should
develop a draft evaluation plan and draft evaluation report format to ensure that the expectations
from the evaluation are clear and that the program receives what it needs from the evaluation
results.

It is recommended to plan two evaluations during the promotions program — one at the halfway
point (interim evaluation) and another at the end of the program (final evaluation).

ACTIVITY 10.3: SELECT OUTSIDE SOURCE TO CONDUCT EVALUATION

To ensure unbiased results and objective recommendations, the promotion program team should
consider working with an outside source to conduct the evaluation(s). It is important that the
promotion program team develops draft tools, draft monitoring and evaluation plan, and draft report
format before working with an outside source. The team needs to take full ownership of the results
and clearly guide the evaluation process.

ACTIVITY 10.4: CONDUCT EVALUATION AND PREPARE REPORTS

Evaluation report preparation and finalization should take one month or less.

ACTIVITY 10.5: DEVELOP FINAL PROMOTION PROGRAM
RECOMMENDATIONS

As a final step, it is important to: (1) be prepared to learn the results of a promotion program
evaluation and effectively apply them; (2) have the flexibility to make the results work for the
populations served; and (3) share success stories—the team’s success, as well as the successes of the
target audiences.

SUMMARY

This last step has enabled us to thoroughly evaluate our program and determine the overall
effectiveness of our intervention. We now can see how successful we have been, and know how to
continue implementing this promotion program campaign. Having completed all 10 steps, we are
ready to build on this success and apply lessons learned to a new promotional phase or program.
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LIST OF DECISION MAKING TOOLS IN THE FULL
TOOLKIT

Decision Making Tool I.1: Identifying Organizational Priorities

Decision Making Tool |.2: Detailing Problem Elements

Decision Making Tool 1.3: Identifying Audience Characteristics

Decision Making Tool |.4: Identifying Ideal Behaviors

Decision Making Tool 2.1: Determining Information Required to Design Promotion Program
Decision Making Tool 2.2: Choosing Our Information Gathering Methods

Decision Making Tool 2.3: Detailing Audience Characteristic Demographics

Decision Making Tool 2.4: Determining an Appropriate Sample Size

Decision Making Tool 2.5: Stratifying the Sample Sizes by Audience Characteristics

Decision Making Tool 2.6: Sample Quantitative Survey for Water; Sanitation and Hygiene
Decision Making Tool 2.7: Sample Focus Group Topic Guide on Role Models

Decision Making Tool 2.8: Sample Interview Guide on Sanitation and Hygiene within the Community
Decision Making Tool 2.9: Sample Survey for Households on Septage Management

Decision Making Tool 2.10: Keeping in Mind Research Conduct Issues

Decision Making Tool 2.1 1: Developing a Research Budget

Decision Making Tool 2.12: Synthesizing Findings by Ability, Influence, and Motivation Categories
Decision Making Tool 3.1: Placing Potential Target Audiences on the Behavior Stage Scale
Decision Making Tool 3.2: Refining the Problem

Decision Making Tool 3.3: Detailing Target Audiences

Decision Making Tool 3.4: Identifying ONE Feasible Practice

Decision Making Tool 3.5: Developing Doable Steps

Decision Making Tool 3.6: Choosing Promotional Approaches

Decision Making Tool 4.1: Formulating a Change Strategy Goal

Decision Making Tool 4.2: Developing Behavioral Strategy Objectives

58  10-STEP PROMOTION PROGRAM TOOLKIT



Decision Making Tool 5.1: Developing Promotion-Specific Objectives

Decision Making Tool 5.2: Developing a Key Promise and Message

Decision Making Tool 5.3: Defining Tone(s) of Promotion

Decision Making Tool 5.4: Choosing Appropriate Media Types and Channels/Forms
Decision Making Tool 5.5: Reducing the Number of Media Forms

Decision Making Tool 5.6: Detailing the Promotion Program Budget

Decision Making Tool 6.1: Thinking Creatively

Decision Making Tool 6.2: Designing a Storyboard

Decision Making Tool 6.3: Texting/Scripting the Materials and Activities

Decision Making Tool 7.1: Pretest Guide for Individuals and Print Materials

Decision Making Tool 7.2: Pretest Guide for Groups and Print Materials

Decision Making Tool 7.3: Pretest Guide for Individuals or Groups and Non-Print Materials
Decision Making Tool 7.4: Pretest Guide for Groups and Activities

Decision Making Tool 7.5: Pretest Individual or Group Participant Screening
Decision Making Tool 7.6: Pretest Demographics Sheet

Decision Making Tool 7.7: Pretest Recording Form

Decision Making Tool 7.8: Pretest Supervision Oversight

Decision Making Tool 7.9: Pretest Summary of Results

Decision Making Tool 7.10: Pretest Analysis and Revision Form

Decision Making Tool 7.1 I: Producing Final Materials

Decision Making Tool 8.1: Considering Implementation Issues

Decision Making Tool 9.1: Developing Promotion-Specific Monitoring and Evaluation Indicators
Decision Making Tool 9.2: Selecting Methods for Monitoring and Evaluating
Decision Making Tool 9.3: Sample Supervision and Monitoring Collection Form
Decision Making Tool 9.4: Sample Monitoring Report Form

Decision Making Tool 10.1: Sample Evaluation Report Outline

LIST OF DECISION MAKING TOOLS
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LIST OF FINAL TOOLKIT PRODUCTS

These products are essential to the success of a promotion program. They enable the promotion
team to effectively direct the promotion efforts.

Product |: Eight-Month Plan of Action

Product 2: Overview of Research, Sections A, B, and C
Product 3: Behavioral Analysis

Product 4: Broad Behavior Change Strategy

Product 5-Brief I: Promotion Plan

Product 5-Brief 2: Marketing Tactics (Promotion Plan)
Product 5-Brief 3: Training Direction (Promotion Plan)
Product 5-Brief 4: Advocacy Techniques (Promotion Plan)
Product 5-Brief 5: Mobilization Schemes (Promotion Plan)
Product 6: Media Plan

Product 7: Promotion Program Implementation Plan
Product 8: Promotion-Specific Monitoring and Evaluation Plan

Product 9: Suggested Promotion Program Changes
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The full 10-Step Promotion Program Toolkit is available online at:

www.waterlinks.org/promotion

United States Agency for International Development (USAID)
Regional Development Mission for Asia

GPF Towers, Tower A
93/1 Wireless Road
Bangkok 10330, Thailand
Tel: +66 2 263 7400
Fax: +66 2 263 7499
http://usaid.eco-asia.org




