"My Health Communication Plan"

Phase 1 – Describe Problem


1.1
Write the problem statement.

Problem: 

Start text for step 1.1 here. 


1.2
Assess the problem’s relevance to your program.

Relevance to Program:

Start text for step 1.2 here.


1.3
Explore who should be on the planning team and how the team members will interact.

Planning Team:

Start text for step 1.3 here.   


1.4
Examine and/or conduct necessary research to describe the problem.

Groups Affected:

Start text for step 1.4 here.


1.5
Determine and describe distinct subgroups affected by the problem.

Distinct Subgroups:

Start text for step 1.5 here.


1.6
Write a new problem statement for each subgroup you plan to consider further.

Problem Statement For Specific Subgroup:

Start text for step 1.6 here.


1.7
Gather information necessary to describe each subproblem definedin the new problem statement.

Subproblem Description:

Start text for step 1.7 here.


1.8
Assess factors and variables that can affect the project's direction.

Possible Factors and Variables to Project Direction:

Start text for step 1.8 here.

PHASE 2:
Analyze Problem


2.1
List the direct and indirect causes of each subproblem that may require intervention(s).

Direct and Indirect Causes of    ____:

Start text for step 2.1 here.


2.2
Prioritize and select subproblems that need intervention(s).

Subproblem Prioritization:

Start text for step 2.2 here.


2.3
Write goals for each subproblem.

Subproblem Goals:

Start text for step 2.3 here.


2.4
Exampine relevant theories and best practices for potential intervention(s).

Discussion of Relevant Theories and Best Practices: 

Start text for step 2.4 here.


2.5
Consider SWOT and ethics of intervention options.

Strengths:

Start text for step 2.5 here. 

Weaknesses:

Start text for step 2.5 here.

Opportunities:

Start text for step 2.5 here.

Threats:

Start text for step 2.5 here.

Ethical Considerations:

Start text for step 2.5 here.


2.6
For each subproblem, select the intervention(s) you plan to use.

Subproblem Interventions:

Start text for step 2.6 here.


2.7
Explore additional resources and new partners.

Resources/New Partners:

Start text for step 2.7 here.


2.8
Acquire funding and solidify partnerships.

Interactions for Staff and Partners:

Start text for step 2.8 here.

Phase 3: Plan intervention


3.1
For each subproblem, determine if intervention is dominate or supportive.

Intervention Dominance:

Start text for step 3.1 here.


3.2
Determine whether potential audiences contain any subgroups (audience segments).

Audience Segments:

Start text for step 3.2 here.


3.3
Finalize intended audiences.

Intended Audience Description:

Start text for step 3.3 here.


3.4
Write communication goals for each audience segment.

Communications Goals for _____:

Start text for step 3.4 here.


3.5
Examine and decide on communication relevant theories and models.

Communication Theories and Models:

Start text for step 3.5 here.


3.6
Undertake formative research.

Formative Research:

Start text for step 3.6 here.


3.7
Write profiles for each audience segment.

Audience Profile for _____:

Start text for step 3.7 here.


3.8
Rewrite goals as measureable communication objectives.

Communication Objectives:

Start text for step 3.8 here.


3.9
Write creative briefs.

Creative Briefs:

Start text for step 3.9 here.


3.10
Confirm plans with stakeholders.

Evaluation, Time, Resource Requirements:

Start text for step 3.10 here.

Phase 4: develop intervention


4.1
Draft timetable, budget and plan for developing and testing communication mix.

Timetable, budget, and development plan:

Start text for step 4.1 here.


4.2
Develop and test creative concepts.

Summary of creative concepts test:

Start text for step 4.2 here.


4.3
Develop and pretest messages.

Messages and Pretest Results:

Start text for step 4.3 here.


4.4
Pretest and select settings.

Settings:

Start text for step 4.4 here.


4.5
Select, integrate, and test channel-specific communication activities.

Channel-Specific Communication Activities:

Start text for step 4.5 here.


4.6
Identify and/or develop, pretest and select materials.

Materials:

Start text for step 4.6 here.


4.7
Decide on roles and responsibilities of staff and partners.

Staff and Partner Responsibilities:

Start text for step 4.7 here.


4.8
Produce materials for dissemination.

Materials for Production and Dissemination:

Start text for step 4.8 here.


4.9
Finalize and briefly summarize the communication plan.

Communication Plan Summary:

Start text for step 4.9 here.


4.10
Share and confirm communcaiton plan with appropriate stakeholders.

Stakeholder Confirmations:

Start text for step 4.10 here.

phase 5: plan evaluation


5.1
Identify and engage stakeholders.

Stakeholders:

Start text for step 5.1 here.


5.2
Describe the program.

Communication Plan Description:

Start text for step 5.2 here.


5.3
Determine what information stakeholders need and when they needed.

Information Needed From Evaluation Phase:

Start text for step 5.3 here.


5.4
Write intervention standards that correspond with the different types of evaluation.

Intervention Standards:

Start text for step 5.4 here.


5.5
Determine sources and methods that will be usd to gather data.

Data Gathering Methods and Sources:

Start text for step 5.5 here.


5.6
Develop an evaluation design.

Evaluation Design:

Start text for step 5.6 here.


5.7
Develop a data analysis and reporting plan.

Data Analysis and Reporting Plan Description:

Start text for step 5.7 here.


5.8
Formalize agreements and develop an internal and external communication plan.

Internal and External Communication Plan:

Start text for step 5.8 here.


5.9
Develop an evaluation timetable and budget.

Evaluation Timetable and Budget:

Start text for step 5.9 here.


5.10
Sumarize the evalution implementation planan share it with staff and stakeholders.

Evaluation Implementation Summary:

Start text for step 5.10 here.

phase 6:  implement plan


6.1
Integrate communicatiaon and evaluation plans.

Communication and Evaluation Plan Integration:

Start text for step 6.1 here.


6.2
Execute communication and evaluation plans.

Launch Plans:

Start text for step 6.2 here.


6.3
Manage the communication and evaluation activites.

Management Issues/Tactics:

Start text for step 6.3 here.


6.4
Document feedback and lesson learned.

Feedback and Lessons Learned:

Start text for step 6.4 here.


6.5
Modify program components based on evaluation feedback.

Modification List:

Start text for step 6.5 here.


6.6
Disseminate lessons learned and evaluation findings.

Dissemination Plans for Lessons Learned and Evaluation Findings:

Start text for step 6.6 here.

�Step 1.1.  Write your problem statement.  It should only be one or two sentences.  It should explicitly state a discrepancy between a given situation or condition and what is acceptable based on the values of the planning team.





This and other problem statements you will write will help keep planning on track by serving as a focal point throughout the process. That is, whenever you see things beginning to veer off track you can refer back to what problem it is your are attempting to either mitigate or eliminate altogether.








�Step 1.2.  Write a rationale describing why your agency should address this problem.  Your answer should yield one or two paragraphs of text.





Before moving too far into the planning process it is important to do a reality check and determine whether you have a good rationale for addressing the problem you are concerned about. 


You also want to make sure that the problem meets your agency's mission and objectives. 


If the problem is a priority, a mandate, or a response to public outcry, and it is relevant to the your agency's mission, you have an excellent rationale for proceeding. 


However, before proceeding further, you also want to make sure that your agency has the capacity, resources, and authority to go forward with addressing the problem. 








�PAGE \# "'Page: '#'�'"  ��Step 1.3. Partnerships are the key in planning to address public health problems! 


They mean that you're not tackling a very large issue all by yourself. That's because other people who know the problem firsthand are also at the table. 


THEREFORE, before going any further in your planning, take time to identify internal and external partners. 


You should look for partners that will strengthen your efforts and provide diverse perspectives and expertise. 





�PAGE \# "'Page: '#'�'"  ��Step 1.4. In this step, you will explore the problem further to learn more about the extent of the problem and its characteristics. 


This entails using descriptive epidemiologic methods to create a detailed picture of the problem. 





�PAGE \# "'Page: '#'�'"  ��Step 1.5. Oftentimes describing a problem reveals that there are subgroups within a population that are disproportionately affected by the problem. 


To identify relevant subgroups, epidemiologists and biostatisticians typically stratify the population who experience the health problem or who are at risk for it in an attempt to identify subgroups that are large enough and different enough to justify consideration. 





�PAGE \# "'Page: '#'�'"  ��Step 1.6. This step asks you to now describe the health problem as it relates to specific and unique subgroups. 


You'll probably note that although some parts of our original problem statement remain the same, some will change and a new picture will emerge for each group. In writing new statements of the problem, you'll follow procedures similar to those described in the first step. 





�PAGE \# "'Page: '#'�'"  ��Step 1.7. Now that you've clearly articulated new problem statements that relate to the various subgroups you're focusing on, it's necessary to once again describe these subproblems. 


Being able to describe details of these subproblems will help you plan intended solutions to the problems. 





�Step 1.8. Here, you'll identify variables that are perhaps not obvious, but that are capable of either assisting or undermining your program's effectiveness. Its important to take time now to anticipate problems as well as opportunities related to your project. 


Then you can respond effectively and appropriately to these potential influences. 


A common method of discovering factors that can help or harm your project is a SWOT analysis-in which you identify strengths, weaknesses, opportunities, and threats that might affect your program. 


.





�PAGE \# "'Page: '#'�'"  ��Step 2.1. Examine both direct and indirect causes of the health problem. Often we tend to look at the most immediate cause of a problem, such as individual behavior. But, often social, environmental or political factors create a situation where this "troublesome" behavior is a logical choice. This step asks you to think about the "downstream" or root causes of health problems as well as what is most obvious. 





�PAGE \# "'Page: '#'�'"  ��Step 2.2. Making choices about which sub-problems you will address, and in what order, can be hard. It may seem you are ignoring certain groups of people, or their problems. How you prioritize will depend on your organization's responsibilities and resources. 





But the truth is that every program has constraints on how much it can accomplish. 





And it is better to do a few things well this year -and then build from this success in the following years. 





�PAGE \# "'Page: '#'�'"  ��Step 2.3. When you think about the health problem, where do you want to be a year from now? Five years from now? You're obviously in this business to make a difference, and in this step, you define just what you hope to achieve. A goal is a general statement of intent that provides direction to everyone involved in your program. Your goal does not need to be specific or measurable-you'll apply these conditions to your objectives. Keep in mind that realistic goals in terms of a time frame contribute to a program's credibility. And, you'd rather be celebrating your incremental successes than not reaching the same goal year after year.





�Step 2.4: Examine relevant theories, intervention models, and best practices for potential interventions: ~~~


Health Communication/ Education   ~~~Health Policy/ Enforcement   ~~~Media Advocacy   ~~~Health Engineering    ~~~Health-Related Community Service                      


In the last step you determined where you want to go. In this step, you'll look at some of the best ways to get there. Few of us would go on a long and complicated journey without a guide, or at least a map. The theories, models and best practices reviewed in this section are the closest thing to a map that we have-given that your situation will be unique in some ways. So, we recommend that you spend some time studying this map before you go much further on your journey.





�PAGE \# "'Page: '#'�'"  ��Step 2.5. You've come to a point in your planning where several intervention options might be possible. This step asks you to consider the strengths, weaknesses, opportunities and threats of each of these options. You'll need to balance potential impact against costs; the willingness of leaders or other organizations to support an option; whether timing is on your side? You also need to think about the ethics of each approach and try to anticipate all potential outcomes-positive and negative. By weighing the pros and cons for each option, you will create a strong rationale for selecting your intervention strategy in the next step. 





�Step 2.6. For each subproblem, select the intervention(s) you plan to use and develop a logic model that illustrates how each selected intervention will address the causal factors of the problem.


This is a turning point in your program. Having set a goal; examined recommended theories and methods; and weighed the pros and cons of your intervention options, it's time to take the plunge. Here you'll select the lead intervention for each sub-problem you plan to address. If you opt for "engineering" to be the lead intervention, you might still use communication and policies to support this approach. Similarly, a program with communication at its heart will probably require some level of community services to be effective. Share the information you prepared in the previous steps with your colleagues and partners so they can help you make a wise decision. 








�Step 2.7.  What happens when you don't have enough money, personnel or other resources to accomplish your program goals? You could put everything on hold; you could go over budget; or do half of what you hoped to do. Or, you could find more partners. If they believe in your goals, many organizations will be willing to contribute something to a clearly defined and well-planned effort. Potential partners may share your goal for a particular group of people. They might have resources, or access, or be able to build bridges that you cannot. When approaching new partners, allow enough time to really explore how the partnership could benefit them and the people they serve. It is likely you will need to adjust your goals or strategies after this decision. 








�PAGE \# "'Page: '#'�'"  ��Step 2.8.  In this last step of Phase 2, you want to make sure that you're on a firm footing with your partners as well as your own organization. You might want to begin drafting agreements that allow for more specific commitments as your plans take shape. Involving your partners in the formative research steps that come next is an excellent way to build understanding and cement your relationships. With a buy-in from the beginning, partners will also be more willing to share in the costs of program implementation later on. This step encourages you to work out the logistics of how you will interact with your partners. It is likely to change as your work progresses. 





�Step 3.1 For each subproblem, decide whether communication is needed as a dominant intervention or as support for other intervention(s).


If communication is used as a dominant intervention, list possible audiences. 


If communication is to be used to support Community Services, Engineering, and/or Policy/Enforcement interventions, list possible audiences to be reached in support of each selected intervention.


This step is the central function of Cynergy-communication. In the previous phase, you selected interventions for addressing the health subproblems you've selected. You're now ready to determine how communication will be used in your interventions. 


Communication can be used as a direct intervention-for example, a health communication campaign-Or it can be used to support other interventions. 





�PAGE \# "'Page: '#'�'"  ��Step 3.2. This step will help you refine those audiences delineated in the previous step. 


You'll determine whether those audience groups contain any subgroups large enough and unique enough to justify a separate communication intervention. 


To do this, you'll segment the audiences by using segmentation criteria. 


Segmentation decisions can be based on variables such as block groups, census tracks, or zip codes--or you can use syndicated market research data or psychographics. 


You should think of segmentation as an opportunity-you're ultimately looking for ways to target your communication efforts--to identify and reach those who most need to hear and respond to your message. 





�PAGE \# "'Page: '#'�'"  ��Step 3.3.  At this point you'll make some potentially tough decisions about who will be the focus of your communication interventions. 


Although many audience segments may be candidates for resources, you generally increase efficiency by narrowing your scope to a single priority audience segment. 





In some cases, you may target multiple audience segments, but only if you have adequate resources, staff, and partners to develop, manage, evaluate, and report results of multiple programs. 





Regardless of the number of audience segments you select, you'll need to determine an appropriate partnership structure. 





Targeting certain audience segments may involve other organizations that have proprietary, legal, or assumed responsibility for those audiences. 





�PAGE \# "'Page: '#'�'"  ��Step 3.4.  You will now need to think carefully about the effects you want your communications to have over time. 


Once you have decided on the intended effects of your communication, write clear, concise communication goals! THESE Goals will form an important cornerstone for effective program planning. 





�Step 3.5: Examine and decide on communication-relevant theories and models to gain insight into 1) ways to achieve your communication goals and 2) direction for your formative research. 


Before rushing to meet your goals, you should take time to lay the best foundation you can to ensure the success of your communication efforts. 


You can ground your communications efforts by becoming knowledgeable in communication theories and models. 


Your theoretical knowledge will help ensure that you make informed decisions about the best way to achieve your communication goals. 


You can anticipate probable outcomes because you'll know what can be expected from your communication interventions. 





�PAGE \# "'Page: '#'�'"  ��Step 3.6. In this step, you'll conduct formative research to find out details about your target audience's wants, needs, knowledge, attitudes, and behaviors. 


You may already have some assumptions about your audiences, but often, when you conduct formative research, those assumptions are shattered. 





�Step 3.7. For each audience segment, write profiles that elaborate on relevant theories and practices and that summarize the results of your formative research, including information on possible concepts/messages, settings, channel-specific activities, and support materials.


An audience profile is a descriptive, concise analysis of an audience segment. It is a snapshot showing clear links between the audience and key characteristics related to the health problem and its contributing factors. 


The profile describes each audience's demographic and geographic characteristics as well as key information pertaining to the health problem, including consumer preferences, opportunities, barriers, and competitors. It should include communication variables such as settings, channels, and messages that are enticing and appropriate for each segment. 





�Step 3.8.  This step will help you begin to think in terms of measuring the success of your health communications. 


In a previous step, you developed communication goals for each audience segment. You can now rewrite those goals as communication objectives. 


Your objectives should include information about who will be affected, what will change, how much change will occur, where the change will occur, and when the change will occur. 


Your objectives also form the basis of your evaluation and thus are key indicators of the success of your program.








�PAGE \# "'Page: '#'�'"  ��Step 3.9. The brief is in essence a short summary of your communication strategies. It's useful for organizing your planning process, and it also provides an overview of plans for partners and stakeholders. 


In writing the brief, allow yourself to be creative as you identify factors that will lead to effective communication messages and activities for your target audience.





�PAGE \# "'Page: '#'�'"  ��Step 3.10.  Now that you have done much data collection, analysis, and summary. Chances are, you have made some logical decisions based on good data. 


However, you should avoid moving the planning process ahead of your partners. Despite your good work, they will undoubtedly have some changes and helpful insights to recommend. 


It's also important to pay attention to the details of how you communicate with staff, stakeholders, and partners. 





Making sure that mechanisms for interaction with them are in place and functioning pays high dividends in clarity of assignments, reporting, and accountability. 





�PAGE \# "'Page: '#'�'"  ��Step 4.1.  When constructing your timeline, you may want to make use of the timetable you discussed with your partners at the end of Phase Three. Working backwards from the time that interventions are evaluated may help you decide how much time can be devoted to each task--including developing and testing your concepts, messages, settings, activities, and materials. Collaboration with partners in this planning process is also important to clarify budget needs and identify who will pay for what. 





�Step 4.2.


Concepts should be based on your theoretical focus and the results of your formative research. What is the most important thing you can do when you want to drive a point home? You can repeat yourself-not necessarily with the same words but with the same idea. In your communication planning, you are now at the important step of deciding the substance of what you want to communicate. Using your research thus far, you will now develop the creative concept-an abstract idea that is the central theme of your communication effort. The concept differs from a message-concepts are less specific--but all your messages should relate to the concept. Concepts and messages are not interchangeable. --You can develop messages only after you develop concepts. When developing concepts, you're not writing final copy or producing polished images. Instead, you're identifying potential "hooks" that the audience can relate to. Concepts can also be described as "doorways" through which health communicators enter on their way to developing specific messages. 








�Step 4.3.  How do you know what messages your audience hears, likes, or takes seriously? You go to audience members and ask them!! You've already talked with audience members in your concept testing, so you're now better prepared to design health messages based on audience wants and needs. Your audience research thus far helps ensure that the messages you develop will resonate with audience members. It also increases the likelihood that they will respond to your messages in the ways you want them to. But, to make certain, you will test your messages with your audience segments to look for ways to improve the messages' clarity, consistency, tone, or relevancy for each target audience. 











�PAGE \# "'Page: '#'�'"  ��Step 4.4.  Settings include the places where you hope to expose your audience to the message. 


How do you make sure you reach someone with your message? You go where they go. Identifying appropriate settings for your health message can make the difference in whether your communication efforts succeed. A setting is a location or environment where the target audience can be reached with a communication effort. This step represents your attempt to find the best places to communicate with your target audience. Those places may be work, home, school, church, or even grocery stores. In fact, you may be more successful by being innovative in the places where you will deliver your messages. In this step, your goal is to make strategic decisions that best serve your target audience. 





�PAGE \# "'Page: '#'�'"  ��Step 4.5.  At this point you need to select, integrate and test channel-specific communication activities to deliver your messages to your intended audiences. 





Communication activities are strategies used within a channel to deliver a message like holding training classes to help seniors start their own walking clubs, advocating for safer streets, organizing major networks to include information about designated driver concept in prime time programs.





�PAGE \# "'Page: '#'�'"  ��Step 4.6.  This step represents a critical task in the health communication process. You must decide the materials you will use--or the form you want your messages to take. Materials are tangible products that contain the messages to be delivered to the target audience. This step also involves interaction with the target audience to test the materials that you want to use to communicate with them. Will they hear and heed a radio public service announcement, will they read a brochure or ad, will a poster catch their eye? Selecting materials provides you with an opportunity to be creative as you have a vast range of materials to choose from. But it also requires that you consider the needs and wants of your target audiences-for example, their literacy, their entertainment preferences, their main sources of information. Selecting and testing materials to find those most appealing and appropriate for your audience is at the heart of effective health communication. 





�PAGE \# "'Page: '#'�'"  ��Step 4.7.  Now that your messages, activities, and materials are planned and tested, you are ready to discuss the execution of your communication plan with key partners. In this step, you're reminded of how important the roles of your internal staff and external partners are to the success of your plan. And you'll want to make sure to clarify the roles and responsibilities of all involved. Recognizing ways to maximize support and feedback from others as you prepare to implement your communication program is likely critical to its success. 





�PAGE \# "'Page: '#'�'"  ��Step 4.8.  You're now ready to produce materials for dissemination.  These materials will be the media through which your audience members receive your message, so be sure that all materials serve the needs and desires of your target audience.  Select vendors who will work with you to produce the high quality materials you need. 





�PAGE \# "'Page: '#'�'"  ��Step 4.9.  In this step, you will summarize key points of your planning efforts to create a blueprint of your communication program. This summary document is the communication plan. It specifically explains what you, your staff, and your partners will do--as well as when and how you will do it. It also illustrates how you will roll out the program to your target audience. 





�PAGE \# "'Page: '#'�'"  ��Step 4.10.  Before launching your efforts, you need to ensure that your partners and stakeholders agree with the plans so that you can rest assured that you have covered your bases and have no unnecessary surprises.   You should not think of this as an unnecessary delay. Although everything may appear to be in order, this is a time when you or your partners may find small or large items that still need attention or confirmation.





�PAGE \# "'Page: '#'�'"  ��Step 5.1  A necessary first step to help ensure a successful evaluation is to seek input from stakeholders who have a vested interest in the program and its evaluation.   If you don't seek the viewpoints of stakeholders, your evaluation may overlook important elements that should have been evaluated.  Or worse, your evaluation findings may be ignored, criticized, or resisted because you failed to consider stakeholder perspectives. 





�PAGE \# "'Page: '#'�'"  ��Step 5.2.  Obviously, evaluators can't evaluate a program they don't understand.  Hence, if you want to have a successful evaluation, your evaluation planners need a basic understanding of the program components. 





�PAGE \# "'Page: '#'�'"  ��Step 5.3.  Because of limited time and resources, you'll need to be selective about the program components that you choose to evaluate.  The most useful program evaluation is designed with the information needs of stakeholders in view. 





�PAGE \# "'Page: '#'�'"  ��Step 5.4.  This step will guide you in establishing standards by which your program can be judged. Most evaluations gather data related to key indicators of program performance. These data, in turn, are compared against standards of performance. This comparison identifies gaps between what is expected according to a performance standard and what is observed in the evaluation





�Step 5.5.  Sources of evaluation evidence include the persons, documents, or observations that provide information for the inquiry. And-more than one source of information can be used to gather evidence for each indicator you want to measure. Data collection methods are numerous and are often classified as either qualitative or quantitative. Qualitative methods typically produce descriptive information-while quantitative methods generate numbers such as frequencies, percentages, or rates. 








�Step 5.6.  At this point in the process you'll develop an evaluation design that describes who will do what, when, and how often in the data collection process.  This includes a description of how questions, methods, and overall processes of the evaluation are constructed and executed. 











�PAGE \# "'Page: '#'�'"  ��Step 5.7.  In this step, you'll formulate a plan for analyzing evaluation data and reporting it back to stakeholders. 


This plan should outline how both qualitative and quantitative data will be analyzed, synthesized, and reported for all evaluation questions and performance standards. 





�PAGE \# "'Page: '#'�'"  ��Step 5.8.  This step encourages you to formalize agreements about procedures, roles, and responsibilities among those executing the evaluation. 


Agreements should describe the evaluation implementation, including use of money, personnel, time and information. 


They should also state what safeguards are in place to protect individuals who agree to participate in the research. 





�PAGE \# "'Page: '#'�'"  ��Step 5.9.  A timeline visually organizes the evaluation of your communication activities, materials, and other tasks. You should develop a budget in the format preferred by your agency or your funding agency. Budgets should be built from the ground up-that is, they are based on your goals and objectives as well as your methods and choices of interventions. Your goals, objectives, and methods should justify your budget and vice versa. 





�PAGE \# "'Page: '#'�'"  ��Step 5.10.  This plan serves as a blueprint of your evaluation efforts.  This plan helps program staff, partners, and stakeholders who may be interested in or need to know details of your evaluation activities and methods.  The plan should be tailored and disseminated to the audiences specified in your internal and external communication plan. 





�PAGE \# "'Page: '#'�'"  ��Step 6.1.  In this step you will need to merge your intervention and evaluation plans from the previous two phases.    This is to ensure that your communication and evaluation processes are executed as one integrated plan.  Whereas, the details of your communication plan provide information needed to make your evaluation as objective as possible.  





The details of your evaluation activities provide insights into the design of your communication interventions and timelines. 





For example, baseline data for evaluation should be gathered before communication occurs and becomes part of the formative research. 





It's also helpful to identify the knowledge, attitudes, and behaviors of the target audiences before planning communication objectives and strategies. This information can also be considered part of the baseline data to be used in evaluating outcomes.





�PAGE \# "'Page: '#'�'"  ��Step 6.2.  In most cases it is important to get attention for the launch of your communication plans.  The best way to do that is to release new information about the health issue.  Trying to make your launch news all by itself usually doesn't work.  Then use the publicity generated around your kick-off to help publicize your health message. 


Remember, implementing your communication and evaluation activities should occur simultaneously. That is, as soon as the communication plan gets off the ground, you should be measuring how well it's progressing and how the target audience is responding. 





Your evaluation helps ensure that communication objectives and related interventions are implemented as intended. It also helps determine which behaviors have been changed as a result of your interventions, and the extent that the health problem itself has been affected.








�PAGE \# "'Page: '#'�'"  ��Step 6.3.  At this stage in the process you should have mechanisms in place to scan the political, social, and health environment where you can detect expected and unexpected factors that might impact your program. 





Be prepared to maximize unexpected opportunities and to diffuse potential threats.  Unexpected problems will almost certainly arise in implementing programs. 





Managing threats as well as opportunities requires that you communicate effectively with partners and other stakeholders so that everyone is aware of adjustments being made to original plans.





�PAGE \# "'Page: '#'�'"  ��Step 6.4.  This step stresses the need to document evaluation and feedback from your program efforts.   The lessons you learn are valuable, not just for you but also for other programs that could benefit from your experiences.  The outcome report should discuss what you learned from the experience of planning and implementing your health communication plan. 





Having a plan to document feedback on your program and having a strategy to identify lessons learned will make evaluation feedback more efficient.





