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This document is Part 10 of the Toolkit for Making Written Material Clear and Effective. The Toolkit
has 11 Parts. It was written for the Centers for Medicare & Medicaid Services (CMS) by Jeanne
McGee, McGee & Evers Consulting, Inc. The guidelines and other parts of the Toolkit reflect the
views of the writer. CMS offers this Toolkit as practical assistance to help you make your written
material clear and effective (not as requirements from CMS).



TOOLKIT for Making Written Material Clear and Effective
SECTION 4: Special topics for writing and design

PART 10: “Before and after” example: Using this Toolkit’s guidelines to revise a brochure 1

Introduction

Background on the Toolkit

The Toolkit for Making Written Material Clear and Effective is an 11-part health literacy resource from
the Centers for Medicare & Medicaid Services (CMS). For background on the Toolkit, see Toolkit Part
1, About the Toolkit and how it can help you, and Toolkit Part 2, Using a reader-centered approach to
develop and test written material.

In earlier parts of this Toolkit, we offer a detailed set of guidelines for writing and design (the full list is in
Toolkit Part 3, Summary List of the “Toolkit Guidelines for Writing and Design”). The Toolkit discusses
each guideline, one at a time, telling why it is important, how you can apply it to your own materials, and
giving examples (see Toolkit Part 4, Understanding and using the “Toolkit Guidelines for Writing” and
Toolkit Part 5, Understanding and using the “Toolkit Guidelines for Graphic Design”).

When you go through the guidelines one-by-one, as we do in other parts of the Toolkit, it can be hard to
envision the combined impact of applying them to a written piece. This Toolkit Part 10 may help. It has a
“before and after” example that uses selected guidelines to analyze and improve a brochure for a state-
operated tobacco quit line.

About this makeover example

We are grateful to the Tobacco Prevention and Education Program at the Oregon Department of Human
Services for supplying the Oregon Tobacco Quit Line brochure and allowing us to use it as a “makeover”
example in this Toolkit. (For further acknowledgments, see the end of this document.)

Here is some background about the brochure:

® The purpose of this brochure is to inform Oregonians about the quit line and encourage
them to use it. This particular brochure is the general brochure for the Quit Line. It was written
for a diverse audience of Oregon residents that includes people with low literacy skills. In
addition to this general brochure, the State of Oregon uses other means and materials to publicize
the quit line, including brochures written for specific subgroups such as teen smokers.

® The brochure is a standard size tri-fold, designed to fit in a literature rack. The brochure is
printed on both sides of a sheet of paper that is approximately 8 2 by 11 inches. It has three
narrow panels on each side. When folded, it measures 3 % by 8 2 inches. Since it’s important that
the brochure fit in a literature rack, we needed to maintain the tri-fold design and size in our
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makeover. (For discussion of the navigation challenges of tri-fold brochures, see Figure 5-2-f in
Toolkit Part 5, Chapter 2, Guidelines for overall design and page layout.)

Here are some things to keep in mind about the way we show the Quit Line brochure:

® In this book, the brochure (including the size of the print) looks smaller than it really is.
The pages of this Toolkit are not large enough for us to reproduce the brochure in actual size.
When you examine such things as size of print, please bear in mind that the pages we reproduce
are smaller than the actual brochure.

® The brochure is printed in orange and black, but we can only show it in shades of gray.
Since this part of the Toolkit is designed to be printed using black with an accent color of green,
we are not able to show you the orange and black color scheme of the original brochure. Instead,
we show it in shades of gray and describe the color scheme in words.

® Although we can’t show the original brochure in color, we do show the revised version in
color. We do this in order to illustrate how you might use an accent color. For this purpose, we
use black with green (because these are the colors of this part of the Toolkit).

Panel-by-panel commentary on the original brochure

Figure 10-a below shows the brochure that we used as our starting point (for convenience, we sometimes
call this the “BEFORE” version).

® First, an overview. Figure 10-a below starts by showing you the panels of the brochure in
miniature size. This will give you a general sense of how it looks and show you how it opens. For
easy reference, we’ve labeled the panels of the brochure with letters from “A” to “F.”

® Then a panel-by-panel commentary on the brochure. The commentary in Figure 10-a includes
many references to specific guidelines that are part of the “Toolkit Guidelines for Writing and
Design.” For easy reference, all Toolkit guidelines it mentions are included in a later section of
this document that begins on page 29.
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Al Original cover

Main title text is fine, but
formatting makes it hard to read

Want Sﬁme o The title text 15 infonm ative and has a fendly
tone. It gives readers aclear signal aboutthe
HElI]' TU' purpose of the brochure.

Ql“t Smﬂl'llﬂg ® Confrast is weak between the light orange

{]r EhEWi“E? title text and the background photoin a
L duotone of orange and gray.

» Pnntingthe title on top ofthe photo makes it

harder to read. Also, capitalizing all words of
the title makes 1t harder to read.

See Toold Guddelines 5.2 6.5 6.6 6.7 and 6.8,

The subtitle stands out best

Frinted in white, thiz sublitle pops out because it
has the greatest contrast on the page. Since it 1s
more promuinent than the man title, it may draw
attention first, and could cause some readers to
overlook the man title.

See Toolkit Gurdelines 5.3 and 6.7

What the cover photo is showing
is unclear at first glance

This photois an extreme close-up of
fingers stubhing out a o garette. Vou
hawe to study it for a moment to figure
this out (especially 1fthe cover textis
not there to give you clues).

Fhotos that are unclear at first gance
hawe less impact and tend to distract and
confise readers.

See Toolki Guidelines 9.7 and 9 2
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Al Onginal cover, conrinves

Want Some
Help To

Quit Smeking
Or Chewing?

Printing the numbers sideways
makes them hard to read

When text is printed adeways, readers have to
tnalte at extra effort to read it. Ifthey don't malze
this effort, then the text is essentially decorative
rather than fundional.

See Toolklt Guliceiing 6.4,

Formatting the numbkers in such
different ways obscures the
conhection between them

The small phone number at the topisinlight
orange type on a black background.

Thelarge phone number is in white o a medium
oratige solid backaround (thiz combination
shows up better here in black and white than it

does in colot).

These are actudly two versions of the same
phone mumber, one in all munbers, the other with
the word “Stop™ But separating them and
fonmatting them in such different ways breals the
linds between therm. This mi ght malkze a reader
pause to ponder why there are two fambers.

It's best to avoid doing anything that oo ght
distract your readers,

Soe Toolkt Gulceiings 6.7 and 6.5,



TOOLKIT for Making Written Material Clear and Effective
SECTION 4: Special topics for writing and design

PART 10: “Before and after” example: Using this Toolkit's guidelines to revise a brochure

Original - here are the panels you see
when you first open the brochure

B C

Size, contrast, and the
surrounding white space
help make this title in
the upper left corner an
entry point into this
two-page spread.

N

Get The Help
You Need,
When You

Dial toll-free 1-877-270-7867.
Staff will offer you
counseling and a quit kit.

Oregon Department of Huma
R rvices Tobacco Preventiongl.
ation Program.

R s See Toolkit Guidelines 2.1,
O\ feel great about yourself! 5.3. and 6.5.

anytime you want to!
Get more help whenever
you need it! Celebrate being
free of tobacco!

:) "eed |t. . Lsz:m :abnul ways l'.:'tlujt. i CapltallZlng Ol’lly the
- what su| 1l s, with .
< [ and without health insurance. first word of the title would
t Is The Oregon « Make a quit plan whe . .
ey youre ready, make it easier to read.
. » Learn how to help your
= igf ot all, it is free of AN~ — friend or family member.
.m anywhere in Oregon! ! r""-’.—‘ . .
(@) / hen the time is right for you. 3. Find help in your auit kit T It is hard for this block
The Quit Line offers you free - n,‘
(- h(l?p lr:JJIrn FL::’;J!:‘T:I)\UU:”O':: for r.fa[vlngs. \ Of unbrOken text that
/| oute Boing h. Whe * Get i i : :
<7 JNA i mecications 1 help you qui. follows the main heading
personalized advice and support. gl OUTithe Swimy Sies :
(s And it is confidential. ?nr::c::jhz lr}r‘alkla‘agcscl:)) g if to Compete Wlth the StI"OHg
c: Our helpful staff is here for you six there is a nearby class to try. VlSual interest on the rlght
days a week. And if you call after .
B hours, vou can Itlla\'arﬁ-'t:ur Tumli\)(‘.'r 4 M m tl stw 2 hand Slde Readel‘s may
and someone will call you back i o . .
within one business day. There are ?TI*'; L1 m . Sklp over this text and g0
also recorded quit tips to help get ;.I;'ci:ll':;‘“! RIS T .
s vou started. ‘:Jan 2 rc;vard ok ; strai ght to pal’lel C
) The Quit Line is provided by th yourself!
D
| |
o
=)

There’s alot going on here —where do you look first?

The illustrations and photograph break up the text and add appeal.
Did they draw your eye first? What did you look at next?

Readers of text written in English typically start at the top left
corner and work their way back and forth across the page until they
reach the bottom right corner. This is called “reading gravity;” see
Figures 5-2-c and 5-2-d in Toolkit Part 5, Chapter 2 (page layout).
Keeping your layout consistent with reading gravity helps readers
notice everything on the page.
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Original - here are the panels you see
when you first open the brochure, contined:
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Poor contrast m akes the
text in panel C harder to read

The heading at the top *How does it worke?" 15
prnted in orange aganst ablack background.
Contrastis so weak that vou hardly notice it
The rest of panel C1is printed aganst alight
orange shaded hackoround:

* This coloted backeground does two things
that are helpfial: it sets panel © apart from
panel B, and it draws attention (though the
images do thiz well enough on their own).

# However, these advantages are outwe ghed
hy the problem it canzes the shading
reduces the contrast considerahly, making

the testt harder read. Compare, for example,

how easyit is to read the regul ar text on
panel B compared to panel C.

See Toolld Guddlelines 6.7 6.8, and 8.2,

The step-by-step approach on
panel C is helpful and appealing

» Breaking aprocess down into a series
of steps makes 1t seem more
tnanageable and helps people
understand what they need to do.

¢ Headings for each step are prominent
and informative. The brieftest and
bulleted points make it easy for
re aders to pick up the man points,

# The combinati on of good headings,
brieftext, and bulleted points
increases the appedl of this panel and
makes it easy to skam (much easier to

sleitm than panel B on the left sde).

See Tooldt Guidelines 27, 22 2.3 2.4,
71,72 and 7.3

The step-by-step guidance on
panel C disappears when people
open the brochure all the way

Panel Cis the one that folds back Thus
panel 15 not a good place to put cruca
information or points that should remain
wahle for easy reference as people go
through the brochure.

oee Tookd Fart 8, Chapler 2, Figure 5-2-F

Wk it is trnichy to design a tri-fold for ease
of navigaton”
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Original - here are the panels vou see
when you first open the brochure, continved:

Get The Help
You Need,
When You
Need It.

Wit ks The Oregon
Tohactn (il Line?

OREGON TOBACCO QUIT LINE

g artund gy rags

= s s st plam b

"I i o Ry
e
b

e a1

3. Find belp in yoer quit kit
* Leadd hawe W g
Lol
i oo o

| This image is hard to

kS
™

The position of this pheto is problematic

This photo 15 printed across the fold and soitishaf-ludden
until the brochure 1z full v opened. Printingimages or text
across a fold in this way 1s distracting and reduces their impact.

understand at first glance

Could you tell immedi ately that this
image 15 part of a finger pushing akey
of1 the phone?

Itnages of body patts in isolation or that
are cropped (tnmmed) in odd ways can
he confusing and unappeaing to readers.
The kevpadis also0 show in 120l ation
frotn the telephone. Showing it out of
context malkes it harder to recogmze at a
quick gl ance.

Sea Tooldt Guieine 4.7,

Alszo, notice the wzsual impact of placdng the smiling man nght

next tothe illustration ofthe hand hol ding a phone:

# The two images are not in good proportion to each other
(the hand 15 ashig as the man’s head) and the styles are
gquite different (photo v line drawang). These differences
distract from the impact of both images.

* 5o does placing them so dlose together. (andif you
glance very quickdy, it might seem that ahandis coming
out of the man’s shoulder)

See Toolit Guidelnes 9.7, 0.2 and G.7.
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Original - here are the panels you see
when the brochure is fully opened

D

Get The Help
You Need,
When You
Need It.

What Is The Oregon
Tobaces Quit Line?
First o alll, it is feoe of chaspe

fron armewhere in Ovegon! Call
wehien the: time is right for you,

Thie Chuit Liree offers vou frose
|'\r'||'| froems pecplie s knosw
whal you're going through. When
you o @ loved one call, you get
personalized advice and suppor.
And it is confidential

Char hedpiul aff is hise for you six
dans & week, And if vou call alBer
Petsuars, i can bsave vour numsher
and someone will call vou hadk
wilhin one business day. There ane
abso recorded quit tips to help ge
YO 'nl.l'lL'(I

The: Qi Line is provided by
Chregon Department of Hum gn
Servioes Tobaooo Provendir f and
Ffucation Program.

Lo
=
R
—
p—
-
-
L
L
T
(= o]
-
| —
=
O
o
[ -
| = =
(e

/

Text is simple and supportive

Thistext is fiendlyand informative.
It irerites people to call, whatever

their stage ofreadiness to quit.
Wiiting style is clear and simple,
direct and specific.

Sea Tooll Gudelnes 1.3 2.7 3.2

2.3 338 38 4.4, andd 3

PN

o Can The Quit Lime Help Me?

= A you rud; l‘]-m.lil{ Now can el a
personalized quit plan, which includes
a counseling session and a it kit

Yoru can also get names
of classes and suppon
BRORIPS WY yOur i)

* Are you nol quile
ready 1o quit?

Chsit Line expets can
help you with your next
shoeps, and will send you
Faterials 1o hedp you plan
= Have you already quit! B you reed
some help b stay sobacco-lree, Quil
Line® comsnselons can |'u'||'| VO OO,
* Does a friemd or family
member smoke? I you'd like
o ke Birey you can bielp,
WA CaN e YOU Soimee Hips,
ad abso send you some

L LaCrande

“Viow proplic
wnnalerfulr”

What Do | Do First?

Jusst call the soll-dree number and
talk v a Cluit Lirse eogpet, Yo'l

b sk o fwe qriestions (o find
ol what vour needs are, and then
vour'Hl et the heelp that's just righs
lor yosi. Yous can get niormation
send 1o you in the mail, a conseling
session, of a referal o fesounces
iF WO COSmemunity

Tall Free 1-877-270-T867

Uses testimonial quotations to reassure;
uses OZA to address possible questions

Uphbeat quotations help reassure readers abot the
it Line. The message they cotrrey is, * Other
people have had good experiences — I will, too”
The Q&A anticipates two questions readers may
hawe and repeats the answers here for emphasis.

See Toolkl Guiceiines 1.2, 3.1, and 4.2,
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Ol“igil‘lﬂl - fl.l"]l" DPEﬂEd, continued:
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The faces and gquotations help sighal that the Quit Line is
for aif Oregonians

# Besides adding wartnth and wisual interest, the faces reflect
diversity ofage, gender, and race. Including a couple and a mother-
daughter in the images may help reinforce that message that
quitting benefits your family, too, and that the Quit Line assists
people who want to support aloved one who is trying to quit.

o Thetestimontal quotations are from people wholive in a vanety of
urban and rural locati onz throughout the state of Oregon.
See Toolklt Guidelne 9.3

The poses have a weak connection to the subject matter
of the brochure

Since images have such strongimpact, it's helpful to choose images that
telate closely tothe topics you cover and help reinforee main points.
Theimages on these panels simply show people stmiling into the camera.

See Tookl Guidelines 9.1 and 8.4,
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Ol"lglﬂﬂl - fl.l"}f DPEﬂEd, cantinued:
D E

B (Cam Tig Qs Lime By M

[ ——— H
* b 1

What b | D First?

ol Fove 1-4T7-2T0-TRET

u

OREGON TOBACCO QUIT LINE
{
I

s

This text is hard to read

This test is printed o a bright orange backoround.
Thizadds color to the layout, but at the expense

of reducing the contrast g gnificantly, Foor contrast
tnakes the words hard to read, and people often
ldp owver text thatis hard to read.

See Toolkkit Guidelinge 6.7,

Checking on suitability of images

When you choose images for witten material | it
can behard to tell how readers will interpret and
telate to thetn. For exatple, in this brochure, is the
young mothet’ s hairstyle too extretne? Is that man
who is cartving something across his shoulders a

cofstiact on wotker or a soldier? Do readers find the

pose ofthe couple appealing? To chedlk on the
cultural appropriateness of images, it’s important to
get feedback directly from yourintended readers.

See Tooll Guidelines 97, 22 93894 9 7 ahad 9.8

This image is hard to
understand at first glance

Can you tell immediately that this
itmage shows someone throwing
away a can of chewing tobacco?

This image looks awloward (a hand
cut off at the wi st floating above
the rest ofthe image) and 15 hard to
interpret (that curve is apparently
the edge ofa wastebhasket).

Including animage that’s not clear
reduces the impact of the image.

It al s0 slows readers down and
may distract them from the

Al messages.

aee Taolklt Guidelines 9. and 0.2

11
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F| Original back cover

NO kj\ ]

See Toollkt Gudelings 1.7, 7.0, 7.2, 9.1, and 9.4,

Photo adds visual interest
and a friendly touch

B showing an operator with a
headset, this photo reinforces
the content ofthe brochure.

It helps that she looks pleasant
and approachable,

This word pops out

Other than the photo, it’ s the
word “HOWT that stands out the
tmost on this page.

since high contrast dravws
readers” attenti on, it's best to use
itto reinforce the most important
points. Does putting so much
etnphasis on “NOW™ de-
etnphasize other important
informati on on this page?

Good place forthe logo

Theback coverisa good place to
put acknowledgments and contact
informati on for the organization
that 1ssued the brochure. s also
the place to put a publication
tnber and date.

12
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F| Original back cover, continued:

Important information is buried here
on the back cover

The back cover of a brochureisnot ina
profinent postion, and readers sometitnes
ovetlook it. This meansthat the back coveris
not a good place to put wital informati on or to
put answersto questions that may come up
when people begin reading the brochure.

# The back cover is the only place inthe
brochure that shows the alternate mimbers
for Spanish spealcers and the TTY number
for people with hearing limitati ons.

# The back cover 15 al so the only place on
the brochure that gives the Quit Line hours,

Poor contrast makes everything on this
page hard to read

Thetextis black onabnght orange background
Frintingtest ot a shaded background reduces
the contrast and mmakes it hard to read BMuch

of the print 15 relati vely small, which makes it
even harderto read.

Lack ¢f headings or other emphasis
makes the block of numbers hard to skim

Because there ate 1o headings or test
etrphadis to draw atention to key words such
as “Bpanish” and “TTY,” people who don’t
happen to read through the whole block of
rarbers may miss this information.

The orange and black color
scheme is intense

With the medium orange background
and band ofblack at the top, color
tends to dominates this page and
distract fromthe content. To some
readers, this combinati on may
suggest Halloween

See Tookt Guidelines 2.2 2.9, 2.4 53 64 6.7 7.4, 7.2 8.4, 8.2 and 8.3,

_ Source: Oregon Tobacco Quit Line brochure. Used with permission from the State of
Oregon. Commentary added for use in this Toolkit.

13
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Changes to be made in revising the brochure

There are many strengths to build on

As you can see from the panel-by-panel commentary in Figure 10-a above, there are numerous strengths
to build on in revising the Quit Line brochure. These include:

® Content that was chosen based on knowledge of the intended readers

® Content that focuses on main messages

® Content that anticipates and answers questions the reader may have

® C(Clear and simple text that addresses the reader directly and has a friendly and supportive tone

®  Use of devices that are helpful to readers, such as bulleted points and step-by-step explanations
®  Use of images to help break up the text and add visual interest

®  Sensitivity to issues of cultural appropriateness in choice of images

Improvements focused on two main areas

The commentary in Figure 10-a also suggests two main areas where improvements could be made.
One involves how the material is organized, and the other involves making the text more readable by
improving contrast.
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Reorganize the content to create a tighter,
1 smoother, and more logical flow of information

Before:

In the original brochure, a lot of the information about who should call the Quit Line, how to
call, what happens when you call, and who sponsors the Quit Line is scattered and repeated in
different places in the brochure. Some of the most important content is placed in the least
prominent positions. For example, the step-by-step sequence is on panel C, which disappears
from view when the brochure is fully opened. The calling hours and information for Spanish
speakers and people with disabilities are on the back cover.

After:

As part of revising the brochure, we streamlined the content by reducing repetition and
concentrating discussion of a given topic in just one place. We changed the way the content is
grouped, labeled, and sequenced so that there is now one straight path through each panel of the
brochure. Content that was set apart from the main text in the original brochure (such as the
quotations and the sidebar on chewing tobacco) are now fully integrated into a single flow of
text. We consolidated all of the information on hours and phone numbers into the step-by-step
instructions and formatted this section to stand out clearly. To make the material easier to skim,
we added more headings and more text emphasis (such as using boldface for the first sentence
in a series of bulleted points).

Put all text on a white background
2 to make it more readable

Before:

As shown in Figure 10-a, a good deal of the text in the original brochure is either printed in
black on top of a shaded background (light orange or bright orange) or printed in light-colored
text on top of a darker background. Both of these ways of printing text reduce the contrast and
make it harder to read.

After:

To improve ease of reading, all text in the revised brochure is printed on a white background.
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3 A few other changes, too

As you will see in Figure 10-b below, which shows the revised brochure, we made some other
changes as well:

Changes in design. We made a major change in the cover design. We also added a number of
new design elements, including the spiral pad to emphasize the Quit Line hours and numbers, and
the callouts on the back cover to emphasize the testimonial quotations.

® Changes in content. Working with staff members at the State of Oregon Tobacco Prevention
and Education Program, we took advantage of this makeover opportunity to add some
clarifications and updates to the content. These included the following edits:

o Rewriting the description of what happens when people call the Quit Line to
focus more on the personalized response and less on the Quit Kit.

o Dropping the words “counselor” and “counseling” from the text.
o Clarifying that a// services provided by the Quit Line are free (not just the call).

o Deleting the text that invited callers to leave a message if they call after hours
(this practice had not worked well).

Figure 10-b below shows the revised Quit Line brochure. This figure includes a panel-by-panel
commentary that explains the reasons for the changes and refers to specific Toolkit guidelines (the
guidelines it mentions are listed in a later section of this document that begins on page 29).
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Panel-by-panel commentary on the revised brochure
m 10-b. The revised Quit Line brochure (shown first in miniature, and then
followed by a panel-by-panel commentary).

Cover Panels you see when it's first opened

A B ¢

Should pou cal the Quit Line? 5 PG
In this position,
open cover
m:t eEBmg / pCll"IB'
free .‘ n .
aa > is hiding panels
friendly &
RN B xd (E)
N smoking
y aor chewing? .‘
R ’Q
&
®
L 4
&
Oregon Tebaces Cht Ling B .’
t- 877 - 270 - TEET &
&
*e
L
*
*
L Y
[
a
; . a
Fold back panel — it disappears as panels @ and @ appear «
&
&
"lllllllIIIIIIlll. @
l'. ........."'HII-------II".
Panels you see when it's fully opened Back cover
v e e ot L Re-fold and S
& ﬁ turn it over e ma
] to see the
back cover

e

and cele,.
O sy O,

'
£y beter ezt
P et bt e |

1F o ever need more
hilp, cal us again

‘|IIIII.’
"




TOOLKIT for Making Written Material Clear and Effective
SECTION 4: Special topics for writing and design

PART 10: “Before and after” example: Using this Toolkit’s guidelines to revise a brochure

Al REVISED cover

First impression: clean, friendly, uncluttered

A smple cover design with a few visual and
color accents to lend interest.

See Toolkt Gukielines 1.1 and 5.2

Want
some
free Sparing use of color as an accent to
and emphasize the most important information
friendly
help Instead ofusing colorto decorate, this cover uzes
to quit color to help guide readers and emphasize ey
srmokirig tnesgages. The splagh of colored text at the bottom
or chewing? ofthe cover helps draws the eve downward
through all ofthe tesxt, and it hi ghlight s the
- invitation to call.
Call us!
Wie can make it easier for you See Toolkt Guidelines 5.3, 7.4, and 3.2,

£ it o goad

-~ Only one phone number

\ For a dean and simple loolk, the cover shaows
orly the mumeti c version of the Quit Line
phone nummber (not the 1-877-270-3TOF
verasiomn), and it spreads the numbers out for
easy reading and emphasiz,

® The all-numbers version is easiest to dial;
mnting onthe dialing keypad for the
tmimbers that correspondto letters of a
word slowes people down

g Moreover, changing the number from
1-877-270-78a67 to 1-877-270-3TOF
doez not smplify it enough to make it
easy to remember.

See Toolklt Guidelines 2.7, 7.2, and 7.4,
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REVISED cover, continued:

Want
SOe
free
and
friendly
I:u:'lp
to guit
SaRING

or chewing ®

t_’:aﬁ us!

Guided by feedback from readers, the cover text
was revised to be more suppeortive in tone and to
address possible barriers

Focus group research by the State of Oregon showed
why some tobacco users were reluctant to call:

# Concerns about cost. They understood that a call
tothe Quit Line was toll-fee, but fi gured there
might be a charge for Chuit Line services.

» Concerns about being scolded. Some thought the
help from the Quit Line might be accompanied by
criticistn for using tobacen.

» Skeptical that anything could help. 5ome people
with a Wistory ofunsuccesshial attempts to quit saw
little point to making a call.

Tohelp address these concerns and encourage peopl e
to call the (it Line:

® Weadded the key words “free™ and “friendly”
tothe original title (which was “Want some help
to quit smoking or chewing?™ ).

# We also added a new tag line: “We can make it
gasier for you to quit for good™ (Mote that we
used the word “easiet” rather than “easy™)

Besdes reinforcng important messages, these additions
tothe text help establish a frendly and supportive tone
before readers even open the brochure.

See Toolil Guideines 1.2, 2.1, 3.3, 4.1, and 4.6,

A friendly yet readable font

For the cover text and main headings on the inside, we chose
a font (*Wastrel™) that looks friendly and approachable bit iz
also highly readable. Unlike many decorative fonts, Wastrel
cotnes in maltiple weights and styles. The “expanded” style
izused to accent the words, “Call usl®

See Tooiilt Guidelines 6.2, 6.3, 6.4, 6.5, and 6.6.
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A | REVISED cover, contined:

The title is spread out across multiple lines
and curved to follow the plume of smoke

This treatment of the title draws the eye and helps
guide 1t down toward the rest of the text on the cover.

Want

S see Toolit Gurdeline 5.3,
a:;e Howevet, in puthing just a word or two on eachline, this
friendly effect sacnfices some ease ofreading For discussion of
help appropriate line length, see Toolidt Guideline 647, This
;;j:i::g muideline adwvises against maldng lines of text either too

shott ortoo long,

or chewing ?

Call us! The image of the cigarette being crushed

W cart rmake B easier fae yeu

This clip att of a ctrushed cdgarette has appeared in
fevacen @ Lin previous Cuit Line material, and many Cregomans
o connect this image waththe Cuit Line To
capitalize on this recognition, we put the image on
the cover of the brochure.

Itiz challenging to find appropaate images to
convey tobacco cessation, and using thisimage
raises a couple of concems:

o Ldight it tngger a desire to smoke rather than a
desire to quit?

* Does itemphasize o garettes too much? Even
though chewang tohacco 12 also mentionedin the
title (“snoking or chewang™), the impact of the
image might outwet gh the words.

These concerns ahout the particul ar image that was
chozen could be explored by getting feedhack from

the intended readers. See Toolkd Fart 6, How fo
collect and use feedback from readers See also
Toolkit Guidelines 9.7, 9.3 and 9.8,
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REVISED Panels B & C (these are the

panels you see when you first open the brochure)

C

Should you call the Quit Line?

W AR v sy bo gEit? {all asd well belp
wou msakee voul plan

m Kot guite ready o guit? Call asd sl
beclp oo gt started

W Haree you Eried Bo guit and IE dide
wik? [ can take mom han one iy g
Tor ol Dot by disccarrageed. Call

W'l bl vom maks 3 mow plan
W Want to help somaone geit? all sl
nell g vou g

W Haree you aiready quit? o knos ji's hand
T o whike I yom noodl some bclp o st
obacto-Frer, please call e

Whether you smoke or cheaw,
wi can help you quit for good

B W kew wirps bo ke 18 saslar
e give vou ey supgso aml
il Baps dhal peally work

B Fou'll ge1 help chat Bis your feeds.
Frrrvhedy is &ffercet, The bedp we give
i prersnalipod Fiw your s

o The Guit Line really works. e ph
who et belp leom (b Ol Lme are
i as Dkely b g Tod good

Cuer hitlp Is free and confidential

o P ol Bree. The call is froe. oer belp i
Fror, andl the it of matenals s Tree. The
Ui Laie oo o by b st msd pasd Tod
P siale lashacon laves

u 'We respect your privacy. {all s the

i Line arg condidoaiial

y N

To enhance impact and minimiz e distraction, the photos

are grouped and placed at the beginning

A clean look, with
lots of white space
The tidy layout and large
amount of white space

on these two pages gives
an open and easy feel,
and encourages people to
leeep reading. The style is
clearand conai stent
throughout the brochure.

See Toolt Guldelines
3.2 5.3 and 5.4,

Thiz block of photos isin the upper left corner, the spot where readers tendtoloolk first as
they enter a new page. Putting the photos in this top left-hand coner helps encourage readers
tolook at the photos first and then read the text that follows. Far more on this topic see the

sz Basion of “reading gravity™ in Tooiit Part 5, Chapter 2, Guideling 5.2 and Figure 5-2-c.

Ity contrast, if the photos werte at the bottom of the panel instead, they might draw the
reader’s eye immediately to the bottom of the panel. When readers start by looldng at the
hottom of the panel, they are lesslikely to notice and read the text that appears immediately
above. There is an Hiustration of this sarme broc hure with the photos roved o the boltorm n

Tooliit Part 5, Chapler 2, Figure 5-2-d
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REVISED Panels B & € (the panels

you see when you first open the brochure), contined:

C

Should you call the Guit Line?

Wharther you smoke of Chire,

wa el belp you guit for geod

P r————
u S ————-

praciaal b i wah vk

o S W p] Bk st Bin e meed
Disviady o ddlonad. Tl b s
pore s asa

s heip Is fres aed confisstiol
wned i o od materiahs o fmw T
Sy e o s

BT ey peivacy ¢
po i e oo

<

Wl e, Tha sl s (v, o Bl

Easy to skim — headings and key
sentences are prominent and inform ative

It thi g two-panel layout, someone who reads
ofly the bol ded test wall pick up &l ofthe

tait points.

Sea Toolldt Guidelnes 7.7 and 7.2,

Bulleted points are formatted
for easy skimming

These bulleted points foll owthe
Toollat™s gudelines for formatting
bulleted points {see Toolkit Gurdeline
7.3 and Toollit Fart &, Chapler 4,
Figure 5-d-c).

This fortnatting makes the material
easier to slam and helps reveal its
undetd ving orgamzation to the reader,
Features include:

#* Indenting the block of hulleted
points under each heading

® Ample line space between each
bulleted point

® Extraline space hefore the main
headings to help s gnal the start
of anew section ofbulleted points
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REVISED Panels B & C (the panels

you see when you first open the brochure), contined:

B C

Should you call the Quit Line?

- ITJ' o e o g o s Panel C states important
cgw A 1 " e o et e messages in a clear and
i~ &
) T &

T e e s simple way

T Guit] L sy mmshek.

o o i s 1 L In atri-fold brochure such as ths,
m ! - panel C 15 the panel that
‘ = :'.n.l;:#f‘ o — “thsappears” when the brochure 13
o e fully opened. It's a good place to put
informati on that readers should see
o at an early stage but won't need for

e e iy bt T

L L I P S

S ——— reference after they have fully
o e sty b 1 opened the brochure.
. The content for thiz panel 12 hazed
o research findings thatidentified
A cost, confidents ality, and
These faces reflect diversity, add visual individualized assistance as 1ssues

for potential users of the Quit Line.
To encourage people to read this
panel before they flip open the

interest, and reinforce the topic
These poses reflect the subject matter of the

brochure. All ofthe people are talking on the hrochure, the text that addresses
phone, as 1fthey were calling the Quit Line. these issues is very brief and
{But one concern: do somne ofthe phones look formatted for ease of skimming.
too dated ¥

) Sea Toolkt Gudelines 6.9 and 7.3
These photos show arange of fand

expressons that seem plauable for someone
calling a Cit Line. In selecting these photos,
we avoided poses with gloomy looks or huge
stiles into the camera

Tohelp convey the message that the Quit Line
1z for all Oregonians, the photos reflect a mix of
age, race, and gender. Are these good photos
for thiz purpose? To find out, you could get
feedback from readers.

See Toolki Guidelnes 9.7, 92 9.3, and 9.4, See also
Tooligt Part 6, How to collect and wse feedback from readers.
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REVISED Pancls B& D & E
(the panels you see when the brochure is fully opened)

Should you call the Quit Line?

W e you mady o guit? Call aml we'll belp
yum gk yoar pla

= Wot quits ready to gueit? Call ol well
belp you g daried

m Have you (fed 1o geit and il didn't
ok T It can tako mosr than e iy i e
fow poad. Dot be dincvsaraged. Call ws
W T elp ol il i o il

= Want 1o help someone gat? 0 asl
well pive jou lips

= Have you alresdy quit? ™ keos o'y hard
For @ whal, |1 yom mood s Bl o i
behmiieier, please call s

nambErs
11 e uarrisers T fres
I LIS L

| - L gl
i L

| H‘I'T-Tmmﬂ L ‘
| arraneased e e
I ke o o

II LETTTTTASH T ..:.:-v
| o poophl I raw Tl

| gtk Line g ng - Trasni®
i am 80 B 07 L

B w40 & g

| g a0 1 oM Laron

gle:Mﬂi:tMUntnpu‘t

W Laaras o hal yovs'se
pomng ihrough We doa't
nag oo bocture

a W belp vow Tocl mag

g conlueal shoat quiting
Tor pood

Maki @ quit plan that will work for you
There are many delleren ways o gl We'll
hely viou indd & way ihai's jusd mghi Tor you

* Wl e o tips om whal 1 do when
oo e thee wige b sk of Chew

= W'l Lk abewt mas and ubsatcoa:
when you ussally smeoke of chiew,
bl wiays % change ihese st
when vou qui

* 11 yourve wned wo quil, we Tl ik
atoar whal basnt workeod and now
things you coald 1

= W1 vl yoan bt meedications that
can belp you quit

et more help from

your Guit kit

We'll semd & Froe kil oof saasersals o
Bielp you it We chose these
materials jue for vou

Ask for support and
plan your rewards
= Tell your sy assl friesds

ahoal yoar it plan and ask for
s supgast

= [ rowasds Tiw visrscll !

w and celep,.
GL"-:"" S monsy |
Ergoy bubber haath |
Fesl great about yoursel |

e,

If you ever need more

7N

help, call us again

The photos and messages on this

panel stay visikle and help reinforce
the content of panels D & E

Thiz panel fits well with the step -by-step
instructions on panels D & E because it
emphaszizes that the Quit Line iz wel coming

to all types of callers and can help people in
a variety of cdroumstances,

Sea Toolkit Gudalings 4.7 and 4.3

A

Panels D and E are the
core part of this brochure

All information about howto use the Quit
Lineis groupedtogetherin one place, on
panels D and E. The green border sets off
this part of the brochure, which includes a
gpiral pad that shows (uit Line phone

mumbers and hours — all inone place for
easy reference.

See Tooldt Guidelines 2.2, 2.5, 7.0, and 7.4,
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REVISED Panels B & D & E (the panels

you see when the brochure is fully opened), con?inved:

Numbers and headings

B D E The large and bright green
munhernng and large main

|~ headings malke thiz step-hy-
step guide easy to foll ow

See Toolklt Gudeines 2.5,
F.2 and 7.4,

Should i el DR it Line?
B oo e it e

FEYTTETNY FETERET
= it I.-n-,,.:-bl-"- |
! "

e

fﬁ%’? : -
s N .' Gt mora haip from
L B - A
i - ] '

.

i e b g

Ak P it
PR O Fsards
B rom wan o it Lisw anpert . .

= Bt ety vy

Curved text in green

e by e fi

T b5 | Thistext draws attention to
S _«:M;H o “] the rewards that cotne with
e ' quitting. It also helps umfy
o the overall design by
repeating one of the main
) ) desi gn elements in the
Textis brief throughout hrochure (use of rounded
Limiting the amount of text and focusing on just the corners and curved edges).
main points encourages people to read the whole thing, Sea Toolki Guikeines 5 4
Seo Toollt Guidalings 1.6 and 3.2, ghoi 7.4,
All text is easy to read Phone numhbers and
The green shading is only around the outer edge, and hours stand out
all tezxt iz printed on a white background Blacktext on This spiral pad of phone
a white background provides maxirmum contrast and munhers and hours is
makes the text easy to read. designed for easy reference.
See Toolkit Guidelines 6.7 and 6.8, It has prominent headings to

help readers skimand find

. . what they are lodking for.
The text anticipates and addresses questions Itis tilted sli ghtly to draw

readers may have tote attention without

For exzample, the texzt under numbered paint 2 tells peaple interfering with ease of use.
a little ahout what to exped when they call andit also ] o

. .. See Toolit Gudelines 7.2
tnentions rmedications. and 7.4

See Tool Guidelines 1.2 and 1.3
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F! REVISED back cover

oler-enhanced heading
A Owersize type and color accent help lure
9 out of 10 readers to notice this title as well as the
eallers would FECCTmE"d call out quotations. The title itsel fis
the Gt Line to a friend. infonmative; it conweys the main message

Thank yem o mich
Fuwr yoar helys ol

My dlewstor sads yami

s e st of the Yisual interest

Extending two of the callouts beyond
Yo propls / the boundary ofthe colored block adds
(G, ke lwo ool oy iscisls Wt

visual appeal to this design. 5o does the
slight owetlap of the callouts.

yome b They wen

s i | omdidn 1 e bl
i cpumi!

I, Grond s P

See Toolklt Guidelings 3.2, 5.4, and 7.4

Vst owr webskte: www. quittobacso.ong

Green background

Other format: [ vou kave a disahility and pecd
I::I .:!‘-I-n:'n:..::.;-n im & dilTerent Format, please call It's hﬂght- Eﬂl:lugh for g0 ad CDﬂtIESt, bt

zoft enough to keep from overwhelming
) the text or looking harsh. [t adds contrast
DH S that draws attention to the callouts.

Chegon Dieparntraei
o Humae Servies

See Tooll Guidelines 5.4 and 3.2

Repetition of similar design
elements adds unity

F.epeating the des gn element of
rounded corners on this panel and other
panel s helps foster unity of design. The
font used for the color-accented heading
on thi = panel also hasa rounded quality.

See Toolkit Gudtelines 5.4 ahdf 8.2

e e nacely even for those who don't read the quotes,
" i Lacrnde See Tookit Guidelines 2.5, 2.4, 5.3, 7.4, and 8.2,
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F| REVISED back cover, continued:

9 out of 10

callers would recommend

the Quit Line to a friend.

Tes was eusdly
ot | rwakeal!

Vislt our website: wew quitlobacco.ong

Othar fommat: |1 vou have o disabaliy and noced
1w anlamreats in o dilTegent Tormal, please call
AL 4T

NDH

Mgty i rivrssr
off By Servies

Appropriate content for the

back cover

In rewising the brochure, we moved the
testimomal quotations fom the insde of
the brochure to the back cover. Sincethe
hadc cover is sometitnes ovetlooled by
readers, itz a good place for suppletnentary
conitert that can * stand alone™ — such as
these testimonials. Sincethe quotations are
an enhancement rather thana core
tnessage, readers who overlook this back
cover will not miss vital infonmati on.

See Toolcd Suideine 2.2

Source: Makeover of Oregon Tobacco Quit Line brochure; with permission from the
State of Oregon. Rewriting, redesign, and commentary created for use in this Toolkit.

Form atting that draws attention
without sacrificing ease of reading

Inthe orignal brochure, the testimorn &
quotations were in stnaller print, italicized,
enclosed it quotation matks, and printed ona
shaded bacltground — @il of wid ch made them
harder to read.

Ity this wersion, the text is fortnatted for ease of
teading It has regular size type, without itali cs,
printed on a white background Using call outs
ot speech bubbles makes the dutter of quotati on
marles unnecessary and lends wisual appeal.

In this Toalldt, we urge youto avod putting test
on shaded backgrounds because it reduces
contrast and makces the text harderto read (and
therefore less likely to be read). See Toolilt
Guldelines 6.7 and 6.8.

The formatting on this panel shows how you can
use cobor to accent text without printing the
text itself on a colored background. For oiher
suggestions, see Toolt Part 3 Chapter 4, Fligure
oo "Replacing the shaded bac kground andd
boxecHn fexd: ideas for better ways af

gmphasizing mportant biocks of fesxd ¥
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Gl AR NP L A2
Comparing the original and revised brochures

To recap this makeover, Figure 10-c below compares the original brochure with the revised version.

m 10-c. Comparing the original and revised Quit Line brochures.

NOW b L]}

cover when first opened

Al '

Uunid g ol o el | b? e

s £33 Leld
& &

el "
s .
-

= 2ur
U oy I

-
Call wusf

_ Source: Created for this Toolkit; adapted and used with permission from the State of Oregon.
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Reference list of Toolkit guidelines

The page by page commentaries mention many, but not all, of the Toolkit Guidelines for Writing and
Design. For easy reference while you are reading the page-by-page commentaries on the “before” and
“after” versions of the Quit Line brochure, this section gives you the text of all guidelines mentioned in
either or both of the commentaries. Guidelines for writing are grouped at the beginning, followed by
guidelines for graphic design.

[Please note that the reference list below does not include all of the guidelines. There are some
numbers missing from the sequence of guidelines because the list omits guidelines that were not
mentioned in either of the panel-by-panel commentaries. For the full list of Toolkit Guidelines for
Writing and Design, see Toolkit Part 3.]

Toolkit Part 4, Chapter 1
shows how to apply

Content these guidelines

11 Make the purpose and usefulness of the material immediately obvious.

Use the title and other upfront text to make clear to readers what the material is
about, who it is for, and how to use it. Remember that readers skim and make
quick judgments about what’s worth reading.

12 In choosing which content to include, be guided by the readers’ interests,
knowledge, and needs (which may be quite different from your own).

Focus on what matters most to the intended readers. Address their issues and
concerns, as well as areas of possible misunderstanding.

13 Show awareness of and respect for diversity among intended readers.

Choose content that is culturally appropriate for the intended readers, reflecting
and responding to differences in their experiences and situations.

14 Repeat new concepts and summarize the most important points.

All readers need time to absorb new information. Repetition helps them
remember it.
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16 Limit the information to an amount that is reasonable for the

intended readers.

Too much text can be overwhelming, especially to less-skilled readers. If the

30

material is too long, consider other ways to package it. If you condense it, don’t

oversimplify or drop the examples and explanations that readers really need.

17 Identify the organization that produced the material, and include a

publication date and contact information.

Including contact information makes it easy for readers to follow up with
questions or ask for permission to reprint the material. Including the date will

help remind you when it’s time to update the information.

Organization (sequencing,

2.1 Group the information into meaningful “chunks” of reasonable size.

Readers can handle only a limited amount of information at one time. To
avoid information overload, divide the text in ways that will make sense to the
readers. Keep each segment or section of text relatively short. When you use
bulleted lists, limit the number of bulleted points (group the points into

sections if the list is long).

2.2 Organize the information in an order that will make sense to the

intended readers.

Toolkit Part 4, Chapter 2
2 ) shows how to apply
grouping, and labeling) these guidelines

Topics should build in a natural way, giving readers the background and context

they need to understand new information.

2.3 Use headings, subheadings, and other devices to signal what’s coming next.

These devices are “advance organizers” that show readers how the material is
grouped and sequenced, and prepare them for the next topic.

24 Use specific and informative wording for sections, headings, and

subheadings.

To reinforce the main points and help readers skim, compose text for headings

that is meaningful and explicit.



TOOLKIT for Making Written Material Clear and Effective
SECTION 4: Special topics for writing and design

PART 10: “Before and after” example: Using this Toolkit’s guidelines to revise a brochure

2.5

3.2

3.3

3.5

3.7
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Use navigational tools to help orient readers and make important
information easy to find.

For printed material, these tools include page numbers, headers and footers,
table of contents, and index. Choose navigation tools that are appropriate for
the intended readers and type of material.

Toolkit Part 4, Chapter 3
. shows how to apply
Writing style these guidelines

Write in a conversational style, using the active voice.

To make your message informal and appealing, use “we” and “you.” To make it
direct and easy to understand, write in the active voice.

Keep your sentences simple and relatively short.

Don’t pack too much information into a single sentence. Keep most of your
sentences relatively short, and use simple conjunctions (or, but, and). To create
good rhythm and natural tone, and avoid sounding choppy, vary the length of
your sentences.

Be direct, specific, and concrete.

To help readers understand and use the information, spell out its implications,
and be direct in saying what they should do.

Create cohesion by making strong, logical connections among your
sentences and paragraphs.

Develop ideas in a logical progression that makes the connections between
ideas explicit. Repeat key words and phrases to reinforce learning and
create continuity.

Use technical terms and acronyms only when readers need to know them.

Technical terms can be difficult and intimidating; use simpler words whenever
you can. It takes extra effort for readers to learn and remember a new acronym,
so don’t use acronyms just out of habit.
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3.8

42

4.3

4.6
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Write as simply you can, taking into account the reading skills of your
intended audience.

As a general goal, whatever your audience, write as simply as you can without
sacrificing content or distorting meaning. (Be very cautious about using
readability formulas or setting goals based on reading grade levels. Readability
formulas predict the difficulty of words and sentences, usually based only on
their length. Despite their name, readability formulas do not measure ease of
reading or comprehension, and the scores from these formulas are not good
indicators of overall suitability of material. For concerns and recommendations
about using formulas to score written material, See Toolkit Part 7, Using
readability formulas: A cautionary note.)

. . Toolkit Part 4, Chapter 4
Engaging, supporting, and shows how to apply
motivating your readers these guidelines

Be friendly and positive.

When your messages have a supportive tone, readers will be more receptive,
especially if you are urging them to do something difficult or unfamiliar.

Use devices that engage and involve your readers, such as stories and
guotations, questions and answers, quiz formats, and blank spaces for
them to fill in.

When you get people actively involved with the material, they become more
interested and learn more easily.

When you give suggestions or instructions, make them specific, realistic,
and culturally appropriate for your intended readers.

To keep people from feeling frustrated or discouraged, be sure that the behavior
you are urging seems feasible to them. If you raise awareness of risks or
problems, tell people what they can do about them.

Tell readers how and where to get help or more information.

Make it easy for people to follow up on what they’ve just read by telling them
what additional information or assistance is available and where they can get it.
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5.3

54

) Toolkit Part 5, Chapter 2
Overall design shows how fo apply

and page layout these guidelines

Make the material look appealing at first glance.

Create uncluttered pages with generous margins and plenty of white space.
Include something to catch the reader’s eye but not confuse it. A clean, crisp
layout encourages readers by making the material look as if it’s going to be easy
to read.

Create a clear and obvious path for the eye to follow through each page.

Design your layout to fit with a reader’s natural and deeply ingrained way of
progressing through a printed page (called “reading gravity”). Place the
headings, text, and images in a way that guides readers smoothly through all
of the material without diverting or distracting them.

Create an overall design for the material that has a clear and consistent
style and structure.

For a clean and well-organized look, use a page grid and style sheets to guide
your design. Line up your headings, blocks of text, lists, illustrations, and other
design elements in a clear and consistent way. Keep the same style or “look”
throughout the material.

Toolkit Part 5, Chapter 3
EOHTS (WPefaces)r shows how fo apply
size of print, and contrast these guidelines

For the headings in your printed materials, use an easy-to-read “‘sans serif”
font, preferably one that is a “font family” with different weights (some
bolder than others).

To help readers skim and pick out the main points in your material, be sure that
there is good contrast between the serif font you use for text and the sans serif
font you use for headings. Choosing a font for headings that offers variations in
weight is helpful because it gives you better options for creating good contrast.
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6.3

6.4

6.5

6.6

6.7

In general, use no more than two or three different typefaces in a single
piece of material.

Limiting the number of fonts will give your material a cleaner look and greater
unity. For most information materials, it works well to use just one serif font for
the text and one sans serif font for the titles and headings. Experiment a bit to be
sure the fonts you have chosen work well together. You may want to add an
additional font or two for a particular purpose, such as using a special font to
accent the title.

Make the type size large enough for easy reading by your
intended audience.

The best way to know whether your type is large enough is to get feedback from
your intended readers. Older readers will need somewhat larger type than
younger ones. You can use point size (such as “12 point font”) as a rough guide,
but keep in mind that fonts in the same point size can vary a lot in actual
physical size due to differences in style of the letters. These differences in
lettering style can affect ease of reading as much or more than point size.

For all of your text, including titles and headings, use upper and lower
case letters in combination — nothing written in “all caps.”

Text in all capital letters is hard to read, so use capital letters only at the
beginning of sentences and other places where they are required. For ease of
reading, try capitalizing only the first word in titles and headings (rather than
capitalizing all of the important words).

To emphasize words and short phrases that are part of your regular text,
use italics or boldface type.

Do not use underlining or put the text into all capital letters, because these
make text hard to read. Be restrained in using italics, boldface, and other
devices such as contrast in size or color accents on text. If you use these
devices too often, they lose impact. If you use them on longer blocks of text,
they make it hard to read.

For ease of reading, use dark colored text on a very light non-glossy
background.

Make sure there is enough contrast between the printed text and the paper to
be able to read everything easily. Black text on a white or cream-colored non-
glossy background is best. Don’t use light-colored text on a dark background
(this is called “reversed out” text), because it is too hard to read.
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6.8

6.9

6.11

Headings, bulleted lists, and
emphasizing blocks of text these guidelines

For ease of reading, do not print text sideways, on patterned or shaded
backgrounds, or on top of photos or other images.

Printing a title or heading that runs vertically rather than horizontally puts a
burden on readers to tilt their heads or twist the page in order to read it (and
most won’t). When you put words on top of an image or pattern, the words and
the background compete for attention, and both lose. The words are harder to
read because of reduced contrast and distraction in the background, and the
impact of the image is undermined by the words on top of it. Even a plain
shaded background makes words harder to read, because it reduces the contrast
between the text and background.

For ease of reading and a cleaner look, adjust the line spacing in
your material.

To make blocks of text easier to read, add a little extra space between the lines.
To help readers connect a heading with the text that follows it, leave a little less
line space after the heading than you leave before it. To make bullet points stand
out more clearly, put a little extra space between them. Keep these line spacing
adjustments consistent throughout the document.

Keep your lines of text to an appropriate length for easy reading — neither
too short nor too long.

For many materials, a line length of about five inches long works well. If the
paper is wide, set the text in columns to maintain a readable line length. Avoid
“wrapping” your text in awkward ways that make it hard to read.

Toolkit Part 5, Chapter 4
shows how to apply

To make the material easy to skim and show how it is organized, create a
clear hierarchy of prominent headings and subheadings.

Left-justify the headings and subheadings, because readers sometimes miss
headings that are centered. To emphasize how the material is structured, use
contrast in fonts and maintain clear and consistent alignments, indentations, and
spacing between headings and the text that follows.
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7.2

7.3

7.4

8.2
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Use contrast and other devices to make the main points stand out on

each page.

Remember that your readers are skimming and looking for information of
personal interest. Help them by using devices such as bulleted and numbered
lists, captions for illustrations, emphasis on key words and phrases, and
summaries of main points. Use design elements or images to accent important
information, such as putting a picture of a phone next to the helpline number.

For ease of reading, use care in formatting bulleted lists.

To set off a list of bulleted points and connect it more closely with the sentence
that introduces it, indent the entire list slightly. To make the bulleted points
stand out clearly, add extra line space between them and use hanging indents.
To set off each point without distracting readers, use bullets that are simple solid
shapes. Bullets should be large enough to notice but not so large that they are
distracting. Place bullets close to the text that follows them.

Choose effective ways to emphasize important blocks of text.

Outline boxes are often used to emphasize text, but they clutter your layout and
readers sometimes ignore text that’s enclosed by a box. Shaded backgrounds
tend to attract the eye, but they also reduce the contrast, making text less legible
and therefore less likely to be read. Instead of using outline boxes or shaded
backgrounds, try other methods that tend to work better for emphasizing blocks
of text.

Toolkit Part 5, Chapter 5
shows how to apply

Use of color these guidelines

Choose colors that are appealing to the intended readers and free from
unwanted connotations or problematic cultural significance.

Depending on your audience, there can be much variation in the appeal and
cultural connotations of various colors and color combinations. To avoid
possible problems, get audience reactions to your color choices.

Use color sparingly, in a consistent and deliberate way that reinforces the
meaning of your messages and enhances their impact.

Resist the impulse to use color in decorative ways that may distract people from
the text. For greatest impact, use color with restraint, since using too much color
creates “color overload” that can overwhelm and distract your readers. Be

cautious about using color coding as a device. If you use color coding, do it in a
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8.3

9.2

9.3
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consistent way and make the meaning clear to readers. Get feedback from
readers to verify that they understand the color coding and find it helpful.

Verify that the color scheme and shades of color work well from a design
standpoint (including when the material is photocopied or printed in black
and white).

While color selection is partly a matter of taste, certain colors are less effective
than others for text, shaded areas, and other design purposes. Check to be sure
that the colors reproduce well when photocopied. If material with color is
downloadable from a website, it may work best to produce a separate version for
users who will print it in black and white. If you are using two colors in your
material, it works best to make one of them black and use it for the text.

3 . Toolkit Part 5, Chapter 6
Photographs, illustrations, shows how 10 apply

clip art, and symbols these guidelines

Use photos, illustrations, symbols, and other visuals that relate directly to
the information in the material and reinforce your key messages.

Images have great impact, so select them carefully and use them to highlight key
points. Instead of using images to decorate the pages, choose images that reflect
the subject matter of your materials. Try to show only the behaviors you want to
encourage. Avoid using images that are too abstract or hard for readers to
understand, such as parts of the body shown in isolation, cross-sections, and
highly magnified images.

Use images that are clear, uncluttered, and consistent in style.

For greatest appeal and impact on your readers, keep the images clear and
simple, with good contrast that emphasizes the main subject. Avoid using
photographs or illustrations with cluttered backgrounds or distracting detail (or
edit them to remove the clutter). For a unified look, choose images that are
compatible in style and color.

Use photos, illustrations, symbols, and other visuals that are culturally
appropriate for your intended readers.

Choose images of people and activities that are contemporary and representative
of the intended audience in their demographics, physical appearance, behavior,
and cultural elements. Check to be sure that the images you use are free from
unwanted connotations or problematic cultural significance.
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9.4

9.7

9.8

End notes

Acknowledgments

When images include people, make sure that their poses, facial expressions,
and body language are appropriate to the situation and appealing to the
intended audience.

Poses that show people engaged in doing something may be more effective than
stock photography shots of people smiling directly at the camera. If there is more
than one person in the image, poses that show the people relating to each other
tend to have more impact.

Pay careful attention to the total number, quality, size, placement, and
labeling of the images you use.

For best impact, limit the number of images you use. Use images of high quality
that will reproduce well, and make each one large enough for good impact. Keep
images close to the text they reinforce. Place images in positions that fit with the
natural progression of reading so that they do not cause your readers to overlook
parts of the text.

Check for accuracy, if applicable, and pretest the images with your
intended readers.

If your images include technical or medical subject matter, verify that the details
are correct. Check on the appeal, cultural appropriateness, and comprehension of
the images by getting feedback directly from members of the intended audience.
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