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CHAPTER ONE
INTRODUCTION

The Florida Commuter Assistance Program (CAP) is an important and integrd part of the Horida
Department of Trangportation's (FDOT) program to meet transportation needs in the State of Florida.
Specifically, the development of a statewide network of CAP offices was completed to offer travel
choices to Horidas commuters. According to the officid FDOT procedures the FHorida Commuter
Assstance Program is described as:

“Coordinated use of exigting trangportation resources can provide aresponsive, low cog, dternative for
dleviaing urban highway congestion, improving air qudity and reducing the need for costly highway
improvements. The commuter assistance program focuses on the single occupant commuiter trip which
is the grestest cause of peak hour highway congestion. A coordinated effort to provide dternativesto
these commuters using existing or low cost resources, can be beneficid to the development of public
trangt statewide, the attainment of the Department’s program objectives for meeting the transportation
needs of the disadvantaged, and the Department's priority efforts to relieve traffic congestion, improve
ar qudity, and to assure energy conservation.”

As part of ther efforts to ensure that Florida s transportation needs are addressed, the FDOT has
specific program requirements for each FDOT Didtrict Office and each CAP office. These
requirements include establishing specific and achievable program objectives, aliging of tasksto
undertake and key activities to perform, reporting on each projects performance including written
reports, and measurable goals and objectives with milestones to determine progressin stated emphasis
aress. All of these requirements are intended to provide the Department with atool to evaluate how
well CAP offices are meeting FDOT priority efforts to relieve traffic congestion, improve ar quality, and
to assure energy conservation.

This manua was developed to assst FHorida's Commuter Assstance Programs (CAP) in ther effortsto
measure and evauate their performance. As such, this manua will focus on providing the information
necessary for a CAP to devise and conduct their own evauation program. It will also provide guidance
on how to report the results of that evaluation so that key CAP funders, dected officids, and the genera
public can understand and gppreciate the efforts of the CAP in addressing traffic congestion, air qudity,
and mohility concerns.

For the ease of use, this manua has been divided into chapters covering specific areas of evauation.
These are:

Chapter Two focuses on the performance measures that a CAP can use to evaluate program progress
and record achievements. Included in this chapter are definitions for FDOT required performance
measures, FDOT optiona performance measures, and a set of other performance measures that a CAP



could use to measure effectiveness and/or report progress. Also included are tables which can be used
by a CAP to report results and to track progress.

Chapter Three examines the different types of evauation that a CAP office may undertake to measure
performance and/or progress. Included are descriptions of techniques such as needs assessments,
formative evauation, summeative evauation, and others. Each is described to help the CAP office
determine what evauation is most gppropriate to accomplish eva uation objectives.

Chapter Four discusses the different types of survey methodologies that can be used by a CAP office.
Theseinclude avariety of data collection methods, such as focus groups and mail surveys, aswell as
sampling condderations.

Chapter Five serves as an introduction to basic gatistics. It isintended to provide aworking
knowledge of statistical principles thet can impact a CAP evaduation. Thefocusison such items as
confidence intervals, statistical differences, and other important characteristics that can impact the qudity
and rdliability of a CAP evauation program and its results.

Chapter Six addresses survey planning and budgeting. It provides guidance on times a which
evauation is conducted (i.e. season, frequency), examines externdities that may influence the survey,
and budgeting issues that must be considered when designing asurvey. The chapter also provides
guidance on survey costs.

Chapter Seven dedswith how eva uation findings can be communicated to those who need to know.
Thisincludes a discusson of who needs to know what and when, how to communicate findings, and
how to compare CAP findings with other programs.

As each CAP beginsto design its own evauations, it should keep in mind that everyone who examines
the evauation results will bring different expectations and experiencesto the review. For example, an
MPO may seek to determine how well the CAP is achieving regiona transportation objectives.

Funders will seek to ensure that funds are being spent in a cost effective manner. To address each of
these different expectations, the CAP must carefully design an evauation that takesinto consideration
these viewpoints. This manua will provide guidance on important consderations for a CAP that lead to
successful evaluations.



CHAPTER TWO
PERFORMANCE MEASURES

I ntroduction

This chapter will focus on the performance measures available to Florida Commuter Assistance
Program (CAP) officesto determine program progress and/or effectiveness. The performance
measures are divided into three sections: required performance measures,; optiona performance
measures, and other performance measures. As the name suggests, required performance measures are
those that the Florida Department of Transportation (FDOT) Centra Office has mandated that dl CAP
officesin Horidamust track and report on at least an annual basis. These performance measures are
specified on pages 8-9 of the Commuter Assistance Program procedures, dated May 5, 1997. Didtrict
optional performance measures are those that FDOT have determined are appropriate for some of the
CAP programs and, at CAP and FDOT District option, can be reported to show progress and/or
performance. Other performance measures are those that can help a CAP illudtrate the effectiveness of
thelr programs in meeting program or regiona objectives.

Section A - Required Performance M easures

The FDOT required performance measures are:

Number of commuters requesting assistance
Number of commuters switching modes
Number of vansin service (where applicable)
Number of vehicletrips diminaed

Vehide milesdiminated

Employer contacts

Parking spots saved/parking needs reduced
Commuter costs saved

Magor accomplishments

©CooNoarwWNRE

Thefollowing tables havebeen devel oped in the CAP eva uation manuad to assst the Commuter Assstance
Agenciesin Horida track their performance relative to FDOT requirements. The tables are constructed
with five supporting columns to help the CAP collect, andyze, and disseminate the results of the
performance measures. The first column includes the performance measures that are required by FDOT.
The second column is used if benchmarks or actud results are available for each performance measure.
These benchmarks/results could be taken from survey responses, from past commuter assi stlance program
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evauation reports, or from dataavailable from other amilar CAP programs.  Thethird column can be used
if results have been measured over multiple years, and thus a comparison can be made back to the
benchmark. Thefourth column liststhe sourcefor eva uating achievement of the performance messure (i.e.
database survey). The fifth column can be used by the commuter assistance program to select targets to
achieve for each of the performance measures. The sixth column can be used by CAP gaff to explain
contributing factorsin setting and/or meeting the selected targets.

A separate table describes actions that the CAP agencies take to achieve program goals, or potential
activities that could be incorporated to achieve the god.

Following each of the tables, a brief description of each performance measure is included dong with the
method to be used to collect the necessary information. Where appropriate, theformulafor caculating the
performance measure is included.



Required Performance Measur es

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
RP1 Number of Collected
commuters requesting by CAP
assistance
RP2 Number of Database
commuters switching Survey
modes
RP3 Number of vansin Collected
sarvice by CAP
RP4 Number of vehicle Database
trips diminated Survey
RPS Vehicle miles
diminated Database
Survey

Potential Actions
RA1.1 Provide info to commuters about commute aternatives

RA1.2 Develop matching system
RA1.3 Contract for and/or provide vans for commuting purposes
RA1.4 Develop marketing program to:

a) Promote carpooling b) Promote vanpooling

¢) Promote transit use d) Promote wak/bike

RA1.5 Develop employer outreach program

* Where performance measuresinvolve surveysor other inferentid statistics, targetsshould besetin
theform of “ statistically sgnificant increase from prior year” or “ 95% probability that performance
meesureis at or above’ target leve.




Required Performance M easur es (continued)

Performance Benchmark Evaluation Source Targets* Cont.
M easur es Factors
RP6 Employer Collected by
contacts CAP
RP7 Parking spots Database
saved/parking needs Survey
reduced (based on
veh. Trips
reduced)
RP8 Commuter Database
Costs saved Survey
(based on
veh. miles
eiminated)
Epg Mal’.C; i Collected by
ccomplishments CAP

* Where performance measuresinvolve surveysor other inferentia statistics, targets should besetin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measure is & or above’ target level




Definitions of Required Performance M easures
RP1 Number of commutersrequesting assistance

Thisisthe number of people that request assstance of some sort including:
Carpool matchlist
Vanpool matchlist or formation assstance
Trangt route and/or schedule information
Tdecommuting information
Bicycle route and/or locker/rack information

The CAP offices would track the number of requests received and may want to track requests by type.
The information would be reported as part of quarterly and annua progress reports.

RP2 Number of commuters switching modes

This is the number of people that actudly use the information you provide to change from their SOV
(Single-occupant vehiclelmode to carpooling, vanpooling, trangt use, telecommuting, waking and/or
bicyding.

This information can be gathered by doing sample survey of commuters asssted on a monthly basis by
ether phoneor mail. Every month contact arandom sample of the commuters asssted the previous month

to see how many actudly used the information provided. Extrapolate survey results to estimate totd.

Another posshility isto use an annud survey that measures commute modes before and after joining the
agency database.

It is recommended that actua data (rather than data modeled based on the number of commutersin the
database and applying afixed percentage) be used where available.

RP3 Number of vansin service (where applicable)

Thismeasure representsthe actua number of commuter vans on the road and/or the number of vanpoolers.
These numbers would be collected and reported by the CAP office.



RP4  Number of vehicletripseiminated

This performance measureis caculated by using follow-up survey data or actua data. To caculate,
complete the following steps (Appendix B is acompleted sample survey that was used to develop the
example below that is highlighted in bold text--in this case a CAP customer who chose vanpooling):

1 If the answer to Question 8isnot 1, 2, or 3, then the totd vehicle trips reduced is
zero. Go on to the next survey.

Answer is2 - continue

2. Cdculate thetotal trips reduced by carpooling after contacting the agency by
cdculaing the following:

(Question 11 + Question 15) * ((Question 12 + Question 16) -1) /
(Question 12 + Question 16) * (Question 13 + Question 14) *
2 trips/day * 49 weeks/year

(O days/'week + 0 days/week) * (O trips/day + Otrips/day - 1) /
(Otripgdday + O trips/day) * (O months+ 0 months=0years) *
2trips/day * 49 weekslyear =0

Questions 13 and 14 should be converted into years, UP TO 1Y EAR MAXIMUM, by
dividing days by 245, weeks by 49, and months by 12. Since thisis an annua measurement,
IN NO CASE should the sum of Questions 13 and 14 be greater than 1.

3. Cdculate thetotal vehicle trips reduced by vanpooling after contacting the
agency by cdculaiing thefallowing:

(Question 19 + Question 23) * ((Question 20 + Question 24) -1) /
(Question 20 + Question 24) * (Question 21 + Question 22) *
2 trips/day * 49 weeks/year

(5 days/week + 0 days/week) * (8 trips/day + O trips/day - 1 trip/day) /
(8trips/day + O trips/day) * (8 months= .67 years) *

2trips/day * 49 weekslyear =

(35/ 8 days/week * .67 years* 2trips/day * 49 weeks/ year) = 287.3 trips



Questions 21 and 22 should be converted into years, UP TO 1 YEAR MAXIMUM, by
dividing days by 245, weeks by 49, and months by 12. Since thisis an annua measurement,
IN NO CASE should the sum of Questions 21 and 22 be greater than 1.

4, Cdculate thetotal vehicle trips reduced through transit use after contacting the
agency by cdculating the following:

(Question 27 + Question 30) *  (Question 28 + Question 29) *
2 trips/day * 49 weeks/year

(O days/week + 0 days/week) * (0 months + 0 months) *
2 trips/day * 49 weeks/year = 0trips

Questions 28 and 29 should be converted into years, UP TO 1 YEAR MAXIMUM, by
dividing days by 245, weeks by 49, and months by 12. Since thisis an annua measurement,
IN NO CASE should the sum of Questions 28 and 29 be greater than 1.

5. Cdculate thetotal vehicle trips reduced through increase in other means by
cdculaing the following:

(Question 34 + Question 37) * (Question 35 + Question 36)

(O days/week + 0 days/week) * (0 months + 0 months) *
2 tripg/day * 49 weeks/year = 0trips

Questions 35 and 36 should be converted into years, UP TO 1 YEAR MAXIMUM, by
dividing days by 245, weeks by 49, and months by 12. Since thisis an annua measurement,
IN NO CASE should the sum of Questions 35 and 36 be greater than 1.

6. Sum the results of Steps 3 through 5 to determine the total number of trips
reduced after contact with the agency.

Sum = 287.3trips
To caculate the trips reduced for the entire database:
7. Cdculate:

(Sum of the vehicle trips reduced for dl the surveys) * (3ze of rideshare database / number of
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surveys completed with members of the rideshare database).
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RP5 Vehicle mileseliminated

This performance measureis caculated by using follow-up survey data. To caculate, complete the
following steps (refer to Appendix B for the sample completed survey that was used to develop the
example):

1 Determine the vehicle trips reduced for each survey as described above.
(remember that this should be O if the answer to Question 8isnot 1, 2, or 3)

Answer is 2 - continue

2. Multiply the result from Step 1 by Question 2 for each survey.
287.3trips* 10 miles= 2873 miles

To calculate VMT reduced for the entire database:
3. Cdculate:

(Sum of the vehicle miles reduced for al the surveys)* (sze of rideshare database)
number of surveys completed with members of the rideshare database).

RP6 Employer contacts

Report number of employer contacts by the following categories.

Number contacted by |etter/fax

Number contacted by phone

Number contacted in person

Number of follow-up cdls or vists
When reporting include the number of employeesa each site. Thesefigureswill betracked and collected
by the CAP gt&ff.

RP7 Parking spots saved/parking needs reduced
This is a performance measure that is caculated by determining the number of people usng dternative

modes at each employment site. 1t can aso be calculated by taking the number of vehicle trips reduced
from a database survey and dividing by 2 trips per day and 245 working days per year.
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RP8 Commuter costs saved

This performance mesasureis cal culated by multiplying vehidle milesdiminated by the average cost per mile
(AAA uses $.448 per mile, the federd government and State of Florida use $.29 per mile).

RP9 Magjor accomplishments

Thisperformance measureisaligting of dl mgor CAP programsand/or initiatives and the accomplishments
of these projectsinitiatives. These may include:

New Trangt Services Initiated/Improved

Educationd Program Initiated

Trangportation Planning Initiatives

Guaranteed Ride Home Projects Initiated

Other Implementation Activities
This information would be tracked and collected by CAP gaff.
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Section B - District Optional Performance M easures
The FDOT defined Didrict optiona performance measures are:

Gasoline saved

Emissions reduced

Information materids distributed
Specid events
Medialcommunity relations

a s wbdpE

Thefollowing tables have been devel oped in the CAP eva uation manud to assist the Commuter Assistance
Agendies in Horidatrack their performance relaive to FDOT requirements. The tables are constructed
with five supporting columns to help the CAP collect, andyze, and disseminate the results of the
performance measures. The firgt column includes the performance measures that are required by FDOT.
The second column is used if benchmarks or actud results are available for each performance measure.
These benchmarks/results could be taken from survey responses, from past commuter ass stance program
evauation reports, or from dataavailablefrom other smilar CAP programs.  Thethird column can be used
if results have been measured over multiple years, and thus a comparison can be made back to the
benchmark. Thefourth column liststhe sourcefor eva uating achievement of the performance measure (i.e.
database survey). The fifth column can be used by the commuter assistance program to select targets to
achieve for each of the performance measures. The sixth column can be used by CAP daff to explain
contributing factors in setting and/or meeting the sdected targets.

A separate table describes actions that the CAP agencies take to achieve program goals, or potential
activities that could be incorporated to achieve the god.

Following each of the tables, a brief description of each performance measure is included along with the
method to be used to collect the necessary information. Where gppropriate, theformulafor caculaing the
performance measure is included.

Because some of the required performance measures require the CAP to survey their database, a
sample survey has been included as Appendix A. This survey provides the basic framework needed to
collect dl necessary information. The CAP can use this survey, develop one on their own, or use this
one as a bass for amore comprehensive survey instrument. Appendix B provides a sample completed
survey to show how one database member may answer the survey questions. For assistancein
developing surveys, contact the TDM Clearinghouse at the Center for Urban Transportation Research.
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District Optional Performance Measures

Performance Benchmark Evaluation Source Targets* Cont.
M easur es Factors
OP1 Gasoline Saved Database
survey data
cdculation
OP2 Emissons Database
Reduction survey data
cdculation
OP3 Information Collected
Materids distributed by CAP
OP4 Specia Events Collected
by CAP
O;’S MedialCommunity Collected
Relations by CAP

Potential Actions

OA1.1 Promote/devel op aternative transportation programs.

OA1.2 Develop and conduct a community outreach/promotiona campaign.

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould besetin
theform of “ gatiticaly significant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of District Optional Performance M easures
OP1 Gasolinesaved

This performance measure is caculated by multiplying vehicle miles diminated by the average miles per
gdlon figure from USDOT/NHTSA. For 1997, average fuel consumption is0.04 galongmile(i.e., 24.4
MPG).

OP2 Emissionsreduction

This performance measure is caculated by multiplying vehicle miles diminated by the emission factorsfor
the CAPsarvicearea. Emissionfactorsareavailablefrom EPA Mohbil Sources Officeand are availablefor
Hydrocarbons (HC) , carbon monoxide (CO), and nitrogen oxide (NO). For 1999, the average passenger
car emissons were estimated at::

* 2.15 gramg/mile of HC

* 19.1 gramg/mile of CO

* 2.3 gramgmile of NO

Grams are converted to pounds by multiplying the results of this caculation by .0022.

OP3 Information materialsdistributed

This performance measure details the number and type of informationd materids distributed by the CAP.
Informational materias may include but are not limited to:

Brochures
Information Packets
Posters

Surveys

OP4  Special events
This performance measure reports the number and type of specid events conducted by the CAP staff to
promote and/or encourage commute aternative use. Specia events may include but are not limited to:
Trangportation Days
Commuter Fairs
Specid Promotions

Thisinformation would be collected and tracked by CAP s&ff.
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OP5 Media/community relations

This performance measure tracks CAP taff effortsin informing the mediaand generd public about CAP
activities and programs. Categories may include but are not limited to:

Number of PSAsaired

Number of newspaper articles

Number of news stories

Number of magazine articles
Thisinformation would be collected and tracked by CAP taff.
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Section C - Other Performance M easures

The performance measures in this section have been developed to dlow a CAP the flexibility to tailor an
evauation programthat closely matches program goasand objectives. They have aso been developed to
measure CAP effects on markets and groups, like employers and the genera public, that directly or
indirectly are influenced by CAP efforts. The performance measures can be used to develop a more
complete profile of direct and indirect effects of CAP program activities on commuter mode choice. For
example, the performance measures in this section can be used to determine if advertisng campaigns
influenced members of the generd public to try carpooling without ever contacting the CAP office for
assgtance. To assis the CAP in sdlecting appropriate measures from this section, some of the FDOT
required and optiona performance measures have been repeated under appropriategods. Thisprovides
the CA P with amechanism to find some performance measuresthat can help devel op acomplete picture of
CAP efforts.

Thefollowing tables have been devel oped in the CAP eva uation manud to assst the Commuter Assistance
Agencies in Horidatrack their performance rdative to FDOT requirements. The tables are constructed
with five supporting columns to help the CAP collect, andyze, and disseminate the results of the
performance measures. The first column includes the performance measures that are required by FDOT.
The second column is used if benchmarks or actud results are available for each performance measure.
These benchmarks/results could be taken from survey responses, from past commuter assistance program
evauation reports, or from dataavailable from other smilar CAP programs.  Thethird column can be used
if results have been measured over multiple years, and thus a comparison can be made back to the
benchmark. Thefourth column liststhe sourcefor eva uating achievement of the performance measure (i.e.
database survey). The fifth column can be used by the commuter assistance program to select targets to
achieve for each of the performance measures. The sixth column can be used by CAP geff to explain
contributing factorsin setting and/or meeting the sdlected targets.

A separate table describes actions that the CAP agencies take to achieve program goals, or potential
activities that could be incorporated to achieve the god.

Following each of the tables, a brief description of each performance measureisincluded aong with the

method to be used to collect the necessary information. Where gppropriate, theformulafor caculating the
performance measure is included.
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Goal 1 - Increase public awar eness

Performance Benchmark Evaluation | Source | Targets* Cont.
M easur es Factors
P1.1 % awareness of Busness
CAP among employers survey
P12 #first Collected
presentations made by CAP
P1.3 # follow-up Collected
presentation made by CAP
P1.4 % of employers Busness
with TDM programs survey
awareness of CAP or public
CAP number among survey
commuters
PL1.6 # of customer Collected
inquiries by CAP
P1.7 % awareness of Genera
CAP promotiona public
materias survey

* Where performance measuresinvolve surveysor other inferential atistics, targetsshould be setin
theform of “ statistically significant increase from prior year” or “ 95% probability that performance
measureis at or above’ target level.
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Goal 1 - Increase public awar eness

Potential Actions

A1.1 Develop coordinated, consstent marketing program.

A1.2 Develop employer outreach materials on TDM drategies.
A1.3 Plan and conduct kick-off events with employers.

A1.4 Provide technical assistance in establishing employer programs.

A15 Establish employer outreach campaign to appoint Employee Transportation Coordinated
(ETCs) to involve employersin mohility programs.

A1.6 Hogt ETC training program.
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Definitions of Performance M easuresfor Goal One
P11 9% awarenessamong employers

A measure taken from a business survey . The survey asks if businesses are aware of the commuter
ass stance program.

P1.2 Number of first presentations made to employers

This is a measure that examines how many presentations were made about rideshare services to area
employers. This measure represents initid presentations to employers who have shown an interest in

commuter assistance program services. Thisdatawould be collected through quarterly reports and year-
end evauation reports.

P1.3 Number of followrup presentations made to employers

Thisis a required measure that examines the number of second, third and fourth presentations made to
businessesin the CAP service area. This data would be collected from quarterly reports and evauation
reports submitted.

P14 % employerswith TDM programs

This performance measure represents those employers who have designated an employee transportation
coordinator or offer one of the following: compressed work weeks, work a home options, preferentia

parking, parking shuttles, guaranteed ride home programs, or bus or pool subsidies. Datafor thismeasure

would come from a business survey.

P15 % aided awareness of Commuter Assistance or Commuter Assistance Number among
commuters

This measure examines commuter avareness of the CAP agency and/or the recognition of the telephone
number commuters can call to receive assstance. This measure would be collected from the results of the
generd public survey.

P1.6 Number of customer inquiries

The number of customerswho contacted the commuter ass stance program during thereview period. This
measure would be tracked interndly by the CAP.

P17 % awarenessof CAP promotional materials
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This measure examines the generd public’'s avareness of CAP promotiona materias including highway
ggns, TV and radio ads, etc. Thismeasure is collected through the generd public survey.
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Goal 2 - Increase productivity of roadway system

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
P 2.1 % of TIP projects Collected
related to TDM by CAP
P 2.2 % of TIP budget
spent on TDM related Collected
projects by CAP
P23 % incressein
average vehicle Surveys.
occupancy Database
Gen Pub

P 2.4 % reductionin
vehide miles of trave

from 100% SOV for:

1. Database members 2. Surveys.

Generd public Database
Gen Pub

P 2.5 % reductionin

vehicle trips from 100%

SOV among:

1. Database members Surveys.

2. Generd public Database
Gen Pub

Potential Actions
A 2.1 Attend and participate in MPO meetings to provide input and guide CAP Services.

A2.2 Develop long range vision, gods and objectives for CAP that are congstent with area-wide
trangportation network goals and programs.

A2.3 Target MPO sdlected corridors and roadways for intensive rideshare marketing programs.

* Where performance measuresinvolve surveys or other inferentia statistics, targets should be setin
theform of “ statistically sgnificant increase from prior year” or “ 95% probability that performance
measureis at or above’ target leve.
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Definitions of Performance Measuresfor Goal Two
P21 % of TIP projectsrelated to TDM
This measure would be calculated by CAP agencies based upon the number of Trangportation
Improvement Program (TIP) projectsrelated to TDM in locd plansvs. the total number of TIP
projects.

P22 % of TIP budget spert on TDM related projects

This measure would be caculated by locd rideshare agencies based upon the tota value of TDM
related TIP projectsvs. total value of al TIP projects.

P2.3 % increasein average vehicle occupancy
This measure examines the increase in vehicle occupancy from one evauation period to the next. Inthe
table, the basdinefigure will be used to help the commuter assistance program cd culate the percent change.
The measure would be taken from a genera public survey and database survey.
P2.4 % reduction in vehicle miles of travel
This measures the percent difference between actud VMT and VMT that would occur if dl commuters
used an SOV for work trips. The cdculation would be done once for database members and oncefor the
generd public. To cdculate:

(totd tripsin dternative mode per week) x (duration of aternative mode use)

quantity multiplied by:

(passengers-1/passengers) X (49 weeks per year) X (miles per trip)
(total trips per week) x (49 weeks per year) x (miles per trip)
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P25 9% reduction in vehicletrips
This performance measure would be calculated by taking the total number of trips teken versus the total
number of tripsthat would have been taken assuming dl dternative mode usersformerly drovedone. The

percent reduction figure is derived from a database member survey and the genera public survey. To
cdculate

(totd trips in dternative mode per week) x (duration of aternative mode use) x
quantity multiplied by

(passengers-1/passengers) x (49 weeks per year)
(total trips per week) x (49 weeks per year)
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Goal 3 - Decrease Traffic Congestion

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors

P3.1 % of work trips
using dternative mode
among: Surveys.
1. Database members Database
2. Generd public Gen Pub
P3.2 # of peak period Surveys.
vehicles per 100 Gen Pub
employees Database
P3.3 VMT reduced SUNVeys
Generd public Gen Rub
Database members Database
P3.4 Vehicletrips
reduced: Surveys
Generd public Gen Pub
Database members Database
P3.5 % employers with
compressed work week
programs among:
1. All employers Business
2. Targeted employers Surveys

* Where performance measuresinvolve surveys or other inferentid atistics, targetsshould besetin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Goal 3 - Decrease Traffic Congestion

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors

P3.6 % employees
working a compressed
work week among:

1. All employers Busness
2. Targeted employers Surveys

P3.7 % employerswith
flextime programs
among:

1. All employers Busness
2. Targeted employers Surveys

P3.8 % employees
working aflexible work
schedule among:

1. All employers Busness
2. Targeted employers Surveys

Potential Actions
A3.1 Decrease the number of vehicles at activity centers/along corridors

A3.2 Increase the use of aternatives among commuters at activity centers/along target corridors

A3.3 Develop information on compressed work weeks and flexible work hour programs.

A3.4 Conduct workshop on dternative work hour programs for human resource managers.

* Where performance measuresinvolve surveysor other inferentia satistics, targetsshould be setin
theform of “ statistically sgnificant increase from prior year” or “ 95% probability that performance
measureis at or above’ target leve.
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Definitions of Performance M easuresfor Goal Three
P3.1 % of work tripsusing alter native mode

This performance measure would be caculated by taking the tota number of trips made by dternative
modes (carpool, vanpool, transit, walk, and bike) and dividing by the tota number of trips. The figure
would be caculated for both database members and from surveys of the generd public.

P3.2 Number of peak period vehicles per 100 employees

This measure can be cdculated by CAP agencies by multiplying the inverse of the average vehide
occupancy at aworksteby 100. Thismeasure should be used wherever the commuter assistance program
is conducting an employer-based campaign.

Alterndively, this measure can be cdculated by multiplying the inverse of the average vehicle occupancy
taken from the generd public survey and/or the database survey by 100.

P3.3 VMT reduced

Thisisaperformance measure taken from both agenerd public survey and database member survey. Itis
caculated by taking the VMT reduced per commuter and multiplying by the number of commuters. The
formula for caculating this measure is given under the Definitions of Required Performance Measures
section beginning on Page Seven.

P3.4 Vehicletripsreduced

Thisis aperformance measure taken from both arideshare database member survey and ageneral public
survey. Itiscdculated by taking the vehicle trips reduced per commuter (respondent) and multiplying by
the number of commuters. The formula for caculating this measure is given under the Definitions of
Required Performance Measures section beginning on page 4.

P35 % employerswith compressed work week programs
The percentage of businesses offering a compressed work week schedule as determined by a business
survey. Included would befiguresfor al surveyed employers and those targeted by the CAP. Importance

would be determined by CAPfocus. In other words, doesthe CAP providetechnical assistanceto specific
employers, or smply market the concept.
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P3.6 % of employeesworking a compressed work week schedule

A performance measure taken from a business survey, the figure reported represents the % of employees
actually participating in acompressed work week program, asreported by the employer. 1ncluded would
be figures for al employees and for those specificaly targeted by the CAP.

P3.7 % employerswith flextime programs

The percentage of bus nesses offering aflextime schedule asreported in abusiness survey. Included would
be figures for al employers and those targeted by the CAP.

P3.8 % of employeesworking a flextime schedule

A performance measure from abusiness survey, the figure reported by employerswould representsthe %

of employees actudly participating in aflextime program. Included would befiguresfor al employeesand
for those who work at targeted employers.
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Goal 4 —Improveair quality

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
P4.1 Pounds of carbon Database
monoxide reduced survey
P4.2 Pounds of ozone Database
pollutants reduced survey
P4.3 Pounds of nitrogen Database
oxide reduced survey
PA.4 Pollution
reductions by mode
Carpool Database
survey
Vanpool Database
survey
Trangt
Database
survey
Non-motorized Database
survey

Potential Actions
A4.1 Form carpools.

A4.2 Form vanpools.

A4.3 Encourage transit use.

A4.4 Encourage non-motorized mode usage.

* Where performance measuresinvolve surveysor other inferential statitics, targetsshould be setin
theform of “ statistically significant increase from prior year” or “ 95% probability that performance
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measure is a or above’ target leve.
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Definitions of Performance M easuresfor Goal Four
P4.1 Pounds of carbon monoxide reduced

Using the results of the VMT caculation, CO reduced is derived by:
(19 grams per mile) x (miles reduced per commuiter) X (# of commuters/454 grams per pound).

P4.2 Pounds of hydrocarbonsreduced

Using the results of the VMT cd culation, hydrocarbon reductions are derived by:
(2.15 grams per mile) x (miles reduced per commuter) X (# of commuters/454 grams per pound .

P4.3 Poundsof nitrogen oxide reduced

Using the resullts of the VMT cdculation, nitrogen oxide reductions are derived by:
(2.29 grams per mile) x (miles reduced per commuter) X (# of commuters/454 grams per pound)..

P4.4  Pollution reductions by mode

Using the above cal culations except that reductions are based on VMT reduced by mode.
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Goal 5— Conserve energy resour ces

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors

P5.1 % employers with Busness

telecommuting program survey

P5.2 % targeted employers Busness

with telecommuting program survey

P5.3 % employeesin a Busness

telecommuting arrangement survey

P5.4 % employees at targeted Busness

companies in atdecommuting survey

arrangement

P5.5 % reduction in vehicle
miles of travel among:

1. Database members Surveys.
2. Generd public Database
Gen Pub

P5.6 Gdlons of gasoline saved
by dternate mode users

among:
1. Database members Surveys.
2. Generd public Database

Gen Pub

Potential Actions
A5.1 Develop materids on telecommuting.

Ab5.2 Hold aworkshop with companies on telecommuting.

A5.3 Promote alternative mode use

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould be setin
theform of “ gatisticaly sgnificant increase from prior year” or “95% probakility that performance
measureis at or above’ target level.

32




Definitions of Performance Measurefor Goal Five
P51 % employerswith atelecommuting program
Taken from a business survey, the percentage of employers who offer a telecommuting option to its
employees.
P5.2 % of targeted employerswith a telecommuting program
Taken from abusiness survey, the percentage of businessesthat work directly with the CAP or arelocated
within a CAP-targeted activity center who offer a telecommuting option to some of its employees.
P5.3 % of employeesin atelecommuting arrangement
Taken from abusiness survey, the % of employeeswho have taken atelecommuting option, asreported by
employers.
P5.4 % of employees at targeted companiesin a telecommuting arrangement
Taken from a business survey, the % of employees who work at targeted companies who have taken a
telecommuting option, as reported by employers.
P5.5 % reduction in vehicle miles of travel
This messures the percent difference between actud VMT and VMT that would occur if dl commuters
used an SOV for work trips. The calculation is done oncefor database members and oncefor the generd
public.
P5.6 Gallonsof gasoline saved by alternate mode users
Derived by taking the VMT reduction calculaion and multiplying by the average miles per gdlon figure
for passenger vehicles as reported by USDOT/NHTSA (1997 figureis 24.4 mpg). Thefigureis
derived for database members and for the generd public from statistics taken from the database
member and genera public survey respectively. Galons of gasoline saved by database membersisan
Optiond Performance Measure as defined by the Forida Department of Transportation in the

Commuter Assistance Program Evauation Manud published by the Center for Urban Transportation
Research.
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Goal 6 — Improve mobility — Car pools

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P6.1 # persons registered Collected
by CAP

P6.2 # persons placed in Database
carpools survey

P6.3 Duration of existing Database
carpools survey

P6.4 % of trips done by Database
carpool and vanpool survey

Potential Actions
A 6.1 Seek to improve carpool matching program operated by CAP

A6.2 Cugtomize brochure on options with survey form.

A6.3 Develop "Guide on How to Form a Carpool."

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould be setin
theform of “ satisticaly significant increasefrom prior year” or “ 95% probability that performance
measureis at or above’ target level.




Definitions of Performance Measuresfor Goal Six - Carpools
P6.1  Number of personsregistered

Thetotal number of personswho areregistered in the commuter ass stance program database. Thisnumber
will be developed by the commuter assistance agencies as part of their performance measures.

P6.2 Number of personsplaced in carpools

Thetota number of persons placed into carpools. Thiswould be collected and disseminated as part of the
quarterly performance report.

An dterndtive (and less satisfactory) approach isto calculate the figure from the database survey for both
direct and tota influence by taking the number of people who switched to carpooling (tota) and thosewho
switched where CAP information had some influence (direct).

P6.3 Duration of existing carpools

The average length of time that current poolers have been in their pooling arrangement. Thisfigureistaken
from a database members survey.

P6.4 % of trips done by carpool/vanpool

The percentage of al work trips done by carpool and vanpool. This figure is taken from a database
member survey and/or agenerd public survey.
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Goal 6 — Improve mobility — Vanpools

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P6.5 # vanpools formed Collected
by CAP
P6.6 # vanpool riders Collected
by CAP
P6.7 # vanpool meetings Collected
by CAP
P6.8 # of vansin sarvice Collected
by CAP

Potential Actions
A6.4 Meet with representative of trandt agencies to strengthen vanpool programs.

A6.5 Make arrangements to obtain vans through purchase or lease (e.g., VPSI).

A6.6 Develop fare structure, arrange for maintenance, prepare marketing materials, and introduce
program.

AG6.7 Develop "New Start” assstance program to subsidize the cost of 4 empty seets for four
Months.

A6.8 Hold presentations with groups of employees who live over 20 miles away from work.

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould be setin
theform of “ statistically significant increase from prior year” or “ 95% probability that performance
measureis at or above’ target level.
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Definitions of Performance Measuresfor Goal Six - Vanpools
P6.5 Number of vanpoolsformed

For this performance measure, the CA P agencieswould report thetota number of vanpoolsformed during
the review period.

P6.6 Number of vanpool riders

For this performance measure, the CAP agencies would report the total number of vanpoolers as part of
their quarterly performance reports.

P6.7 Number of vanpool meetings

For this performance measure, the CAP agencies would report the total number of vanpool meetings held
aspat of ther quarterly performance reports.

P6.8 Number of vansin service

Thisisan FDOT required performance measure. The CAP agencieswould report the number of commuter
vans on the road as part of their quarterly performance reports.
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Goal 6 — Improve mobility — Bicycle/Pedestrian

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P6.8 % employers with bike Busness
racks/lockers survey
P6.9 % employers Busness
wi/shower/storage survey
P6.10 % commuters using Generd
walk or bike to work public
survey

Potential Actions
A6.9 Develop a program to encourage employers to offer incentives and support for bicycle and
pedestrian programs.

A6.10 Meset with area bike coordinators and obtain marketing materias for distribution through
employers.

A6.11 Meet with employers to discuss plans.

* Where performance measuresinvolve surveys or other inferentia satistics, targetsshould be setin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of Performance Measuresfor Goal Six - Non-motorized
P6.8 % employerswith bikeracks/lockers

Thismeasure would be taken from abusinesssurvey. It represents the percentage of businessesthat state
that they have bike racks and/or lockers at the worksite.

P6.9 % employerswith showerg/storage facilities

This measure represents the percentage of employers who offer showers and storage facilities to their
employees a the worksite. The figures would be taken from a business survey.

P6.10 % commuterswho walk or bicycleto get to work

Thismeasure would be taken from agenera public survey and/or database survey. 1t isthe percentage of
commuters who use bicycles or walk to work.
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Goal 6 — Improve mobility — Transit

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P6.11 % employers Collected
purchasing transit passes by CAP
P6.12 % commuters urveys
purchasing trangit passes
P6.14 % employers with Busness
trangt subsdy programs survey
P6.15 park nridelot utilization FDOT/
rates CAP
collected
or
estimated
viaGP
urvey

Potential Actions
A6.12 Increase the number of employers offering trandt subsidies to employees.

A6.13 Increase the number of employers sdlling transit passes to employees.

A6.14 Encourage/promote the use of Park n Ride lots as a pick-up/drop-off point for pools
and/or accessing trangit.

* Where performance measuresinvolve surveys or other inferentid satistics, targetsshouldbe setin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of Performance Measuresfor Goal Six - Transt
P6.11 % of employersselling transit passes

Thisisaquestion that could be added to rideshare surveys conducted among areabusinesses. It represents
the percentage of local employersthat sall discount transit passes to their employees.

P6.12 % of commuterspurchasing transit passes

Thisisapotentid performance measure that would be collected in a database member and generd public
survey. The measure would represent the percentage of survey respondents who purchase transit passes
for commuting to work viamass trangt vehicles.

P6.13 % of employerswith transt subsidy programs

This is a performance measure taken from a survey of businesses. 1t would represent the percentage of

locd employers who indicated that they provided financid subsidies to employees traveling on  trangt
vehicles

P6.14 Park n Ridelot utilization rates

Thisis another potentia performance measure. A Ste survey could be conducted, or a survey could be

conducted to get the information from the generd public and/or database members. The result

represents ether the percentage of parking spaces being used at loca Park n Ride facilities or the
percentage of the public or members using the facilities.
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Goal 7 - Reduce Costs of Auto Ownership

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P7.1 Gasoline costs savings
Database Surveys.
Generd Public Database
Gen. Pub.
P7.2 Auto maintenance
savings
($0.13/mile) Surveys.
Database Database
Generd Public Gen. Pub.
P7.3 Commuter costs saved Surveys.
Database Database
Generd Public Gen. Pub

Potential Actions
A7.1 Develop CAP marketing campaign based on reduced costs

A7.2 Implement marketing campaign

* Where performance measuresinvolve surveysor other inferentid statigtics, targetsshould be setin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of Performance Measuresfor Goal Seven
P7.1 Gasoline costs savings

This performance measure estimates cost savings accrued from not having to purchase gasoline. It is
caculaed by taking the VMT reduction figure and multiplying by galons used per mile by the average
automohile and the cost per gdlon of gasoline. (VMT x galong'mile x cost/gdlon). Average MPG for
1997 was 24.4, and cost per gdlon figures are available from locd AAA offices. $l/gdlon can be
assumed.

P7.2 Auto maintenance savings

For this performance measure, the savings are caculated by taking the VMT reduction figure and
multiplying by the maintenance cogts of an automobile/mile. (VMT x maintenance cost/mile). Maintenance
costs are included in the AAA cost per mile figure and generdly are about 10-15 cents per mile.

P7.3 Commuter costs saved

This performance measureis calculated by multiplying vehicle milesreduced (or diminated) by the average

cost per mile to operate an automobile (AAA uses $.448 per mile, the federal government and State of
Florida use $.29 per mile).
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Goal 8 - Improve Economic Viability

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P8.1 Number of parking Database
spaces saved per day survey
P8.2 Cost per trip provided
direct influence and tota
influence Database
urvey

Potential Actions
A8.1 Provide trave choices

A 8.2 Provide cost-€effective services

* Where performance measuresinvolve surveysor other inferentia atistics, targetsshould besetin
theform of “ statistically sgnificant increase from prior year” or “ 95% probability that performance
measureis at or above’ target leve.




Definitions of Performance Measuresfor Goal Eight
P81 Number of parking spaces saved
This is an adjusted FDOT required performance measure. It is calculated by taking the vehicle trips
reduced figure from the database survey divided by 2 trips per day and by 245 working days, but does not
take into account influence of the CAP in getting commuters to switch modes.

P8.2 Cos per trip provided (direct and total)

Thisis a performance measure thet is calculated by using the results of the database member survey. The
information needed to caculate the cost per trip provided (direct) is:

1. Tota carpool and vanpool trips provided per commuter- same measure and calcul ation method as
trips reduced EXCEPT that the Size of the pool is not taken into account.

2. Database sze.

3. Influence rate per trip for carpool and vanpool- the number of poolersthat say their mode choice
was influenced by commuter assistance, weighted by the number of trips taken.

4, Annua budget- the budget of the commuter ass stance program.

To cdculate:
annua budget

(total carpool and vanpoal trips provided per commuter) x (database Sze) x (influence rate)
Cdculating the cost per trip provided (total) assumes that al database members tha are in a pooling
arrangement were, in someway, influenced by the commuter assistance program. The information needed
to calculate the cost per trip provided (total) is:

1 Tota carpool and vanpool trips provided per commuter- samemeasure astripsreduced EXCEPT
that the Size of the pool is not taken into account.

2. Database size.
3. Annua budget- the budget of the Commuter Assistance Program.

To cdculate:
annua budget
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(total carpool and vanpool trips provided per commuter) x (database Sze)
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Goal 9 - Increase Customer Inquiry

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors

P9.1 number of customer Collected

inquiries by CAP

P9.2 number of applications Collected

processed by CAP

P9.3 % of employers wanting Busness

assigtance from CAP survey

Potential Actions
A9.1 Develop marketing campaign aimed at reducing costs'congestion

* Where performance measuresinvolve surveysor other inferentid statistics, targetsshould be setin
theform of “ satistically significant increasefrom prior year” or “ 95% probability that performance
measureis at or above’ target leve.
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Definitions of Performance Measures of Goal Nine
P9.1  Number of customer inquiries

The number of customerswho contacted the commuter ass stance program during the review period. This
measure is tracked interndly by the CAP agencies.

P9.2 Number of applications processed

Thisis a performance measure that representsthe total number of applicationsreceived and processed by
the CAP agencies during the review period.

P9.3 % of employerswanting assistance from Commuter Assstance
This is a performance measure taken from a business survey. It represents the percent of businesses

responding that stated they would like to be contacted by a CAP agency about establishing an employer
TDM program.
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Goal 10 - Promote Trial Use

Performance Benchmark | Evaluation Source | Targets* Cont.
M easur es Factors
P10.1 % ever tried dternate Surveys.
mode Database
Gen Pub
P10.2 % of genera public Generd
trying aternate mode based on public
advertisng survey
P10.3 % of database trying
dternative mode based on Database
CAPiInfo survey
P10.4 % of genera public Generd
attempting to contact CAP public
survey

Potential Actions
A10.1 Develop marketing campaign to encourage use of aternative modes

A10.2 Provide rideshare information on request to loca resdents

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould be setin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of Performance Measuresfor Goal Ten
P10.1 % ever tried alternate mode
This performance measure would be taken from both a generd public survey and a database member
survey. It representsthe percentage of respondentsthat said they tried usng acommute dternative at some
point in time to commute to and from work.
P10.2 % of general public trying alternate mode based on advertising
This performance measureistaken from the generd public survey. It representsthe percent of respondents
who sad that they tried a commute dterndive after hearing/seeing commuter assstance program
advertisements.
P10.3 % of database trying alter native mode based on Commuter Assistanceinfo
This performance measure is taken from a database member survey. It represents the percentage of
respondentswho stated thet they tried acommute aternative after obtaining information from the Commuter
Assistance Program.

P10.4 % of general public attempting to contact Commuter Assstance

This performance measure would be taken from a generd public survey. It represents the percent of
respondents who stated that they had tried to contact the CAP agencies for information.
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Goal 11 - Facilitate Arrangement of Pools

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
P11.1 # of zip code Collected
mestings held by CAP
P11.2 % database Database
receiving pooling tips survey
P11.3 % database Database
receiving GRH info survey
P11.4 % database Database
recaiving matching info survey
P11.5 % database using Database
matchlig to try and form a survey
pool
P11.6 Satisfaction with Database
CAP among database urvey
members
P11.7 % database who Database
would recommend CAP Survey

Potential Actions
A11.1 Hold zip code mestings a employment Stes.

A11.2 Make introductory cdlsto potential matched poolers.

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould besetin
theform of “ gatigticaly significant increase from prior year” or “95% probability that performance
measureis at or above’ target level.

51




Definitions of Performance Measuresfor Goal Eleven
P11.1 Number of zip code meetings held

This performance measure would be tracked by the CAP. It represents the number of meetings held a
employment stes to introduce matched employees residing in the same zip code.

P11.2 % database membersreceving pooling tips

This measure would be taken from a database member survey. It represents the percent of respondents
who stated they had recelved pooling tips from the commuter assistance program.

P11.3 % database membersrecelving GRH info

This measure would be taken from a database member survey. It represents the percent of respondents
who gtated they received guaranteed ride home program information from the CAP.

P11.4 % database membersreceving matching info

This measure would be taken from a database member survey. It represents the percent of respondents
who stated they had received matching information from the CAP.

P11.5 % of database using the matchlist totry and form a pool

This measure would be taken from a database member survey. It represents the percent of respondents
who reported trying to make contacts with others on their matchlist to try and form a pool.

P11.6 Satisfaction with Commuter Assistance among database members

This is a performance measure taken from a database member survey. It represents the satisfaction
database members have with services provided by the CAP agencies. Respondentsrate agenciesonalto
10 scale.

P11.7 % of database memberswho would recommend Commuter Assstanceto others

Thisis a performance measure thet would be taken from the database member survey. It represents the
percentage of database members who would definitely recommend commuter assistance to others.
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Goal 12 - Reinfor ce Use of Commute Alter natives

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
P12.1 # of GRH rides Collected
provided by CAP
P12.2 # of registered users Collected
in GRH by CAP
P12.3 % of database Database
provided with GRH info survey
P12.4 % of database
members recaiving follow- Database
up contacts urvey
P12.5 % of employers Busness
providing incentives urvey
P12.6 % employers Busness
providing GRH survey
P12.7 % of employers Busness
W/ETCs urvey
P12.8 % 12 mo.+ Database
database membersusing survey
commute dterngtive

Potential Actions
A12.1 Provide GRH program.

A12.2 Develop follow-up sysem.

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould besetin
theform of “gatigticaly sgnificant increasefrom prior year” or “95% probability that performance
measureis at or above’ target level.
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Definitions of Performance M easuresfor Goal Twelve
P12.1 Number of GRH ridesprovided

Thisis a performance measure that would be tracked by the CAP agencies. It representsthetotal number
of guaranteed ride home rides provided during the review period.

P12.2 Number registered for GRH

Thisisaperformance measure that would be collected and tracked by the CAP agencies. It representsthe
total number of persons that have registered for the guaranteed ride home program.

P12.3 % of database provided with GRH info

This measure would be taken from a database survey. It represents the percent of respondentsfrom the
entire database that stated they had received guaranteed ride home program information.

P12.4 % of database membersreceiving follow-up contacts

This measure would be taken from a database member survey. It represents the percent of respondents
who reported that they had been contacted by the commuter ass stance program as afollow- up to meterids
that had been sent by commuter assistance

P12.5 % of employers providing incentives

This performance measure would be taken from abusiness survey. It representsthe percent of employers
responding that they offered financid subsidies to employees who regularly used the trangt system to
commute to work.

P12.6 % of employersproviding GRH

Thisis a performance measure taken from abusiness survey. |t representsthe percent of employerswho
reported offering their own guaranteed ride home program to their employees.

P12.7 % of employersw/ETCs
Thisis aperformance measure taken from abusiness survey. It represents the percent of employerswho

reported designating their own employee trangportation coordinator to assist their employees in finding
commute dternatives.



P12.8 % 12 mo.+ database members using commute alter native
Thisisaperformance measure taken from adatabase member survey. The measure representsthe percent

of database memberswhose entry datein the database is greater than 12 months and who report that they
are dill uang acommute dternative.
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Goal 13 - Develop CAP Constituency

Performance Benchmark Evaluation Source | Targets* Cont.
M easur es Factors
P13.1 # of complaints Collected
by CAP
P13.2 Complaints resolved Collected
by CAP
P13.3 # of testimonials
received Collected
by CAP
P13.4 Employer
effectivenessrating Busness
of CAP urvey
P13.5 CAP database
satisfaction rating Database
urvey
P13.6 % of database
members who would Database
recommend CAP to others urvey

Potential Actions
A13.1 Develop system to track and resolve complaints.

A13.2 Develop system to obtain CAP sarvice users tesimonids.

* Where performance measuresinvolve surveysor other inferential statistics, targetsshould be setin
theform of “ statigticaly sgnificant increasefrom prior year” or “95% probability that performance
measure is at or above’ target leve.
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Definitions of Performance Measurefor Goal Thirteen
P13.1 Number of complaints

This is a potentid performance measure for the CAP agencies. The CAP agencies would collect the
number of complaints they received in regards to their services.

P13.2 Complaintsresolved

This is a performance measure that would be collected and tracked by the CAP agencies. The measure
would count the number of complaints resolved by the commuter assistance program to the customer’s
stigfaction.

P13.3 Number of testimonialsreceived

This is a performance that would be collected by the CAP agencies and would represent the number of
testimonia's and written recommendations made on behdf of the commuter assistance program.

P13.4 Employer effectivenessrating of commuter assistance

Thisisaperformance measure taken from abusinesssurvey. It representstherating given by employerson
the effectiveness of services provided by the CAP agencies. Therating scdeisfrom 1 to 10.

P13.5 Satisfaction with the commuter assistance program among database members
Thisisaperformance measure taken from a database member survey. It represents the satisfaction rating
given by respondents on the services provided by the CAP agencies. Respondentswould be asked to rate
the agencieson ascae of 1 to 10.

P13.6 % of database memberswho would recommend commuter assistanceto others

This is a performance measure taken from a database member survey. It represents the percentage of
database members who would definitely recommend the commuter assistance program servicesto others.
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Section D-Determining Appr opriate Performance M easures

The CAP office should meet with their local FDOT Didtrict representative to select which performance
measures will be used to evauate the program. At aminimum, al required performance measures must
beincluded. At CAP and/or FDOT option, performance measures taken from the optiona
performance measures section and from the other performance measures section may be included.

Selecting Performance Measures

When sdlecting performance measures, the CAP and FDOT Didtrict offices should consider:

* What performance measures can be used to monitor progress in achieving stated
program goas and objectives?

* What performance measures can be used to improve program performance or
customer service?

* What performance measures hep highlight program accomplishments?

* What CAP programs are important and are not measured through the required
performance measures?

* What new initiatives or programs have been added since the last evaluation that should
be measured?

* Does the available evaluation budget alow usto conduct other surveys besidesthe
database survey? (See Chapter Six for budget consderations).

Assigtance in selecting appropriate performance measures, and in developing survey questions to collect
the data needed to assess performance is available from the TDM Clearinghouse located at the Center
for Urban Transportation Research (CUTR) at the University of South Horida

An example methodology for measuring overall program effectiveness and changesin
productivity

One of the chdlenges in evauating the performance of TDM programs across programs and over time
isthe diverdity of gods and objectives as well as different emphasis aress.

58



The evauation should help CAPs enhance ther performance through focus on dud, results-oriented
gods

1. delivery of ever-improving vaue to customers, resulting in greater use of dternativesto
the single occupant vehicle by commuters;, and

2. improvement of overal CAP operationa performance (e.g., lower cost per person
served).

The selection of products and services, performance measures, and organizationd structure usudly
depends upon many factors such as the service area, the CAP's stage of development, and employee
capabilities. The CAP, in cooperation with their key stakeholders should sdlect which objectives and
performance measures best describe its mission and accomplishments.

A successful evauation will use procedures that determine one or more of the following: (1) the extent
to which the program has achieved its sated objectives (e.g., increases in Average Vehicle
Occupancy); (2) the extent to which the accomplishment of the objectives can be attributed to the
program (direct and indirect effects) (3) the degree of consistency of program implementation to plan
(rdationship of planned activities to actud activities), and, (4) the rdationship of different tasksto the
effectiveness of the program (productivity). The following CAP Productivity Index summarizesthe
CAP's operational performance.

Once the information is collected on performance, awareness and customer satisfaction, the next
chdlenge is how to summearize these diverse factors to give an overall assessment of the program, track
progress, and revise objectives.

Using the attached "Productivity Matrix" for the key performance measures or ratios, one can quantify
the total impact of the performance measures. Referring to the attached table, the first shaded line
would be the actual results of the CAP. The shaded blocks scattered below reflect nearly the same
vaue. Therange of vaues shown are for illustrative purposes only and should be established for each
CAP. Levd 0 representsthe lowest vaue recorded for the criterion ratio over arecent period of time,
in which normal operating conditions existed; nomindly the wordt ratio reading that might be expected.
Level 3 represents operating results indicative of performance proficiency a the time the rating scdeis
edablished. The highest leve, Leve 10, isaredigtic estimate of results that can be attained in the
foreseegble future (e.g., 3 years) with essentidly the same resources that are now available. This could
be the benchmark of the industry's best.

By looking up the corresponding " Performance Score' on ascale of 0 to 10 to the right, the CAP can
gauge how well the program is doing on that factor. Each scoreis noted in the shaded line near the
bottom of thetable. By assigning weights to each factor, the program can recognize those items thought
to contribute most to the CAP sindividud program. The CAP and/or FDOT might determine these
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weghts.

The total "Performance Indicator" score reflects the combined, weighted score of each factor. Changes
in this score from period to period will recognize changes in productivity.
PRODUCTIVITY MATRIX

(Example only)
Criterion Quantity | Quantity Qudity Aware- | Number | TOTAL
#Veh. | #Vansin| (Customer ness | of ETCs
Trips Service) | Satidfaction
Reduced) Rating)
CURRENT 55,232 6 vans 82% 50% | 32ETCs
VALUE per yr somewhat to | heard of
very sttisfied | CAP

10 80,000 20 100% 95% 65

9 75,000 18 97% 90% 60

8 70,000 16 94% 85% 55

7 65,000 14 91% 80% 50

6 60,000 12 88% 75% 45

5 55,000 10 85% 70% 40

4 50,000 8 82% 65% 35

3 45,000 6 79% 60% 30

2 40,000 4 76% 55% 25

1 35,000 2 73% 50% 20

0 30,000 0 70% 45% 15
SCORE: 5 3 4 1 3
Weight 20% 10% 30% 10% 30% 100%
Weighted Score 1 0.3 1.2 01 0.9 35
Change in Productivity ((Totd weighted score/3)-1) * 100% = 1.17
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CHAPTER THREE
EVALUATION TYPES

Introduction

In order to conduct an effective evauation, it is necessary to understand what the evauation is supposed
to accomplish. A useful typology of evauations has been drawn from The Evaluator's Handbook
published by the Center for the Study of Evauation at UCLA.

Types Of Evaluation
Three basic types of evauation exist:

Needs Assessment
Summative Evaudtion
Formative (Process) Evauation

Each of these evaluations uses different types of evaluation tools, including planning or god- setting
meetings, examination of existing dataor performance measures, and market surveys. The
implementation of each of these tools is described later in the CAP Evauation manud.

The three types of evauations are described in detail below:

Needs Assessment

A Needs Assessment is conducted when the program being eva uated isto attempting to determine its
gods and objectives. At some point in the organization's life, preferably close to the beginning,
organizationa goas and objectives must be set. The market that the organization is going to serve and
the needs of that market that will be filled by the organization must be dlearly identified. Needs
Assessments are d o cdled for when the organization percelves that Sgnificant change istaking placein
its market, either due to new technologies, new patterns of behavior, or other mgor changes that impact
the organization, the way it does business, or the needs that the organization is attempting to mest.

Needs assessments typically use one or more the following evauation tools.

- Surveysto profile the market, including:
a) Quantifiable (usudly telephone, mail, or pand) surveysto determine Size, needs,

and to identify and profile the market ssgments for targeting

b) Focus groups to better understand the specific needs being served

- Overview of the organization's current capabilities - if gpplicable (i.e. if the needs
assessmert is occurring after the organization exigts rather than as an initid step inthe
development of the organization)

- | dentification/flowcharting of the organization's current processes - if gpplicable
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- Strategic Planning sessions with upper management
Summative Evaluation

A “Summative’ evauation is one in which the effectiveness of the organization is examined in reaion to
its gods and objectives. Has the organization met its gods? Isit worth the money that is being spent on
it? How well are organizationa processes performing? Many elements are used in these types of
evauations: financid records, records of sales or transactions, (in the case of CAFP's, records of
matches requested and performed, growth of the matchlist database, etc.), examination of performance
measures data, and survey research on the market served - often including customer satisfaction
surveys. Theintent of asummative evauation is essentidly to grade the performance of an organization.

Summative evauations typicaly use one or more the following evauation tools:
- Surveys of the served market, including:

a) Quantifiable (usudly telephone, mail, or panel) surveysto determine impact of
the organization on market's behaviors (use of carpools, etc.) and/or to
determine organization's customer's satisfaction levels.

b) Focus groups to better understand the specific problems customers have with

the organization - usudly done after a quantifiable study

- Examination of organizational data - (i.e. accounting, marketing, and other performance)

Formative or Process Evaluation

A Formative Evduation differs from a Summative Evauation in that its purpose isto andyze
organizational processes and suggest improvements to those processes to better serve the organization's
gods - as opposed to merely grading ther current effectiveness. The purpose of these evaluationsis not
s0 much to find new directions or objectives for the organization to meet as to fine-tune the method
currently used in meseting objectives. If thereis reasonable doubt that the processes are even coming
close to meeting objectives, asummetive eva uation of those processes (with the purpose of determining
whether or not to continue the activity) may be caled for. If thereis reasonable doubt that the goals
which the process is designed to meet are appropriate, a needs assessment may be called for.

One purpose of conducting aformetive evauation would be to examine the organization's processes as
whole. A second purpose might be to compare how processes are carried out in different parts of the
organization, such as at different sites. It is not uncommon to discover that two commuter assistance
programs operating under asingle umbrella, theoreticaly with the same set of procedures and
guiddines, have entirdly different ways of handling their cusomers.

Formative evaduations typicaly use one or more the following evauation tools:
- Surveys of the served market, including:
a) Quantifiable (usudly telephone or mail) surveysto determine customer
satisfaction with processes, market behaviors and how processes can be better
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designed to mesh with those behaviors.
- Focus groups/Personal interviews to better understand how customers use the
organization's product or service and the specific needs being served
- Flowcharting of the organization's current processes
- Interviews with employees who carry out the organizational processes being evaluated

Multi-pur pose evaluations

Many evduations are conducted for multiple purposes, particularly for both summeative and formative
purposes. For ingtance, it is quite common for asurvey of an organization's customers survey to contain
dementsthat both grade the organization on its current performance (summetive evauation) and that
inquire into customer opinions about how service can be improved, ether implicitly (through customer
grading of various organizationd processes - low grades need improvement) or explicitly. Thisisan
acceptable, and in many cases desirable, procedure as long as the eements of the evaluation that are
being conducted for summative versus formative purposes are clearly ddineated.

Market Resear ch and Surveying

This chapter will provide the reader with a brief background on market research and surveying
techniques and practices, and how they can be integrated into effective evaluations. It isintended to
familiarize the reader with the concepts, terms, and options available in the field of market and survey
research. This chapter isintended to provide the reader with enough knowledge to manage and oversee
survey research projects. However, just asamanua on TDM drategies would not in itself provide a
reader with the knowledge to form and operate a Commuter Assistance Program, this chapter does not
initsdf provide the tools and knowledge necessary to conduct research projects entirely on one's own.
Such abilities are gained with years of classroom ingtruction and field experience.

Purposes of Doing Market Resear ch Surveys

Market research surveys are designed to answer questions about the attitudes and behaviors of a
gpecific group of people (a“market”), and to provide quantitative estimates of the prevaence of such
behaviors and attitudes in the subject population. Market research can be viewed primarily as a means
of reducing uncertainty - going from a* guess based on my own experience’ to an informed esimate
based on interviewing a representative sample of the market in question. A research project can
improve an estimate from “I' m pretty sure that somewhere between 20% and 50% of the population
has ever actudly tried carpooling” to “Thereis a 90% chance that somewhere between 25% and 30%
of the population has ever actudly tried carpooling.”

Surveys are atremendous aid in conducting any of the three types of evauations discussed earlier:

Needs Assessments, Summative Evauations, and Formative Evauations. They provide greater
undergtlanding of how your customers use your products, what they think about them, and what other
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products or services they may want that you may be able to provide to them.

Market research projects generaly take one of the following forms, described below:

- Attribute Testing, which determines what facets or characteristics of a product or service are more
or less gppeding to atarget market. An example of thistype of study could be astudy on
competing arlines: who has better seeting, baggage handling, more courteous service, better on-
time performance, better prices, etc.

- Analysis of users, which provides demographic/psychographic profiles of atarget market, often aso
comparing those profiles to profiles of a different market or of an overal population. Thistype
of study is often used to direct resourcesin media sdlection for advertising/promotiond
campaigns. An example of thistype of study could be a comparison of the demographics of
carpoolers versus people who drive aone to work.

- Satisfaction surveys, which gauge the level of satisfaction of product or service users, and often are
a0 dructured to suggest areas where improvement would be most beneficid. An evaluation of
a CAP by its members will generdly take thisform. For that reason, thistype of study will be
discussd e length in this manudl.

- Studies of decision-making methods, which investigate how members of atarget market make
decisons, including what factors are used to make decisons and their relaive importance to a
decison. An example would be a study of mode choice.

- Market sizing and/or forecasting, which attempts to estimate how many people in atarget market
make use of a product or service and how much of that product they use. An example of this
type of study could be an attempt to estimate how a CAP s activities trandate into areduction
of Vehicle Miles Traveled.

Whatever the results or findings from a market research study, there are two things that market research
never does.
- Research never makes adecison, it merely provides better information for you to make
decisons
- Research never guarantees success, it merely reduces the amount of uncertainty in the
information you have.

Attribute Testing

The purpose of atribute testing is usudly to determine what types of characteristics a product or service
should have, and the relative importance of alocating resources to the devel opment, maintenance, or
improvement of those characteristics. Respondents are typicaly asked to rank, rate, or otherwise
compare various atributes as to their importance, desirability, vaue, and so forth. If arating isused, itis
often done on anumerica scae such as 1-5, 1-7, 1-10, etc.

Other types of studies attempt to determine how a product is perceived in terms of its attributes. One

such approach, called Multi-Dimensiona Scaling, has respondents rate competing products
or servicesin terms of their smilarity and then uses mathemeatica modeling to help identify what
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attributes of the products respondents are using to make their comparisons. For example, asurvey
might have a respondent rate mode choices in terms of their smilarity (driving aone versus carpooling
versus biking, etc.)

Other techniques have respondents rate each product on a series of attributes and create graphical
comparisons of the products based on those ratings. For example, a survey might have respondents rate
carpooling, riding the bus, etc., on convenience, cog, efficiency, and so forth.

These types of analyses are often useful in identifying and understand how consumers or potentia
consumers view competing aternatives, and how perceptions might need to be changed in order to
create greater acceptance of a particular aternative.

Analysis of Users

Thisisaclasscd type of andyssthat usudly involves asking respondents about their habits, attitudes,
and demographic characterigtics (age, income, education, and so forth) and then creates profiles of
different groups. Often thisis done to identify what types of people are most likely to use a product.
This then alows the researcher to try to market the product more actively to those types of people on
the basis that it is more attractive to them, or conversely they may try to reposition the product and
target it to the types of people who are not using it. It al depends on the purpose of the research and
the objectives of the organization that is marketing the product.

Customer Satisfaction Sudies

As market growth began to level off and competition for the consumer dollar increased to fierce levelsin
the latter part of the 1980's and early ‘90's, customer satisfaction studies grew rapidly in popularity,
acceptance, and use. Companies focused more efforts on retaining existing cusomers as it was
discovered that retention was nearly dways more efficient and profitable than market expanson and
geding market share from competitors.

Satifaction studies take on avariety of forms. One of the most common is to measure overal
satisfaction with a product or service and also to measure satisfaction with a number of the product’s
components. For aconsumer product such as toothpaste, this might include satisfaction with taste,
cleaning ability, cavity prevention, and so forth. For a service, components might include rdiability,
courtesy of employees, timdiness, and vaue. Other types of studies measure satisfaction with alarge
number of different services provided by organizations.

In some cases, gatisticd modes are built that determine the relationship of atribute ratings to overal
satisfaction. This can show ether what the most important determinants of satisfaction are, or
dternatively what elements are most important in explaining the difference between satisfied and
unsatisfied customers. The differences here are subtle but extremely important. For instance, in the
case of arlines, the most important attribute in customer satisfaction may well be safety, but Snce

66



arlines are generdly safe (look at the number of accidents compared to, say, roadway accidents)
perceptions of safety rarely determine whether or not a customer is satisfied. Other characterigtics, such
as on-time performance, courtesy of employees, and so forth, become more criticd.

Sudies of Decision-Making Methods

Thisis an areathat has been heavily used in trangportation research. A large number of studies have
been done to discover the rdlative importance of various mode choice determinants (or travel
characterigtics), including in-vehicle and out- of-vehicle time by mode, perceived costs, parking
avalability, and so forth. One of the most common approaches is cdled Discrete Choice Andysis,
which is used ether with existing data on mode choices (such as census data), or with structured
surveys that present respondents with hypothetical Situations and ask them to choose a mode given the
characterigtics of each Stuation. From the mode chosen and the levels of the characteritics (high
parking cogsts, low parking costs, short travel distance, long travel distance, and so on) the importance
of each of the characteristics can be estimated.

Market Szing and/or Forecasting

Thisis an extremey common application of survey research, used in many consumer goods and service
industries. Respondents are asked to estimate how much of a product or service they use or would use.
The sample is then weighted to replicate the make-up of the population in question, and average usage
raes are calculated. Findly, these average usage rates are gpplied to the entire population to determine
atotd market size or market potentid. An example of thistype of application could be VMT reduced

by getting people to carpool. The population would be surveyed asto ther intent to carpoal, given
some incentives and/or activities that the CAP in the area might undertake. The percentage that would
carpool isthen reweighted to replicate the make-up of the entire population (if necessary - awdl-
designed random sampling procedure should just about perfectly replicate the population), and the
percentage is then gpplied to the population size and known travel characteristics. From these
caculations overal VMT reduced by forming carpools can be estimated.

Thistype of procedure has some mgor limitations. The estimation usudly requires respondents to
predict entire patterns of behavior of long periods of time, (as opposed to merdy stating preference for
one product or service over another, or committing to one-time “trid” of a product without long-term
implications, which isthe form mogt reliable product/service tests take. Sophisticated demand
etimation techniques for products such as consumer goods often use ether full-scale test markets or
|aboratory-based “ shops’ which alow for observation of behavior and afull representation of the entire
choice experience. Thistype of gpproach isimpossible to apply to carpooling estimation. Carpool
estimation dso has ardatively rare drawback in that carpooling is seen as a public boon and carpooling
is considered socialy responsible and desirable. Therefore, respondents are likely to respond that they
will carpool when polled as part of a public inquiry, even though their actua behavior will often not
follow suit.
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Nonetheless, surveying is often the only way of producing areliable estimate of potentid commuting
behavior changes. The limitations noted above should be considered when estimations and forecasting
are undertaken, but it should aso be kept in mind that an estimate with limitations is can be avauable
addition to subjective data and prior experience in other, possibly very different, aress.
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CHAPTER FOUR
SURVEY METHODOLOGIES

Types Of Surveys

There are anumber of different types of surveys, each of which have unique characteristics and
limitations. The choice of survey method is dependent on the objectives involved in doing the project
and budget available. The main types of surveys are:

- Focus Groups

- WritterMall surveys

- Telephone Surveys

- Personal interviews

- Pands

A short discussion of each of the gpproaches follows:
Focus groups

Focus groups are an excellent dternative if only avery generd fed of public interest or support for a
particular subject is required, and the researcher wishes to determine which issues of great impact to the
community will surface. Because of the smdl sample szesinvolved, this process will not dlow for a
quantitetive estimate of public support nor will it determine the relative importance of issues raised or
topics discussed. Typicaly two to four focus groups will be held. Cost will vary from $3,000 to $6,000
per topic, depending on the number of focus groups held, complexity of questions, and other time-
related factors.

Reports from focus groups may contain references such as* 75 percent of the people in the group were
infavor of....." Thistype of satement is very mideading, since it implies that the percentage can be
goplied to the generd public. Alternatively, statements such as “there was a consensus that...” will be
used, which isaso very mideading in that it implies that this consensus will be replicated in the market
place. It isbest to avoid usng numerica results and comparisonsif a al possble in such reports, and
to concentrate on the qualitative aspects of the results - issues raised and discussed, features of
products or services that come up during the session, and so on.

Written/mail surveys
Written and mail surveys are usudly the lowest cost dterndive available for quantitative estimetion. The
surveys dlow for ardatively large amount of data to be collected from each respondent. However, the

format of the questions should be kept smple. Difficult, complex survey formets will usudly cause
frustration in respondents and low response rates, thereby comprising the sample and possibly rending it
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unrepresentative of the population.

Also, written surveys are often subject to low response rates, further compromising projectability.
Certain techniques (such as obtaining databases of names and addresses and including incentives) can
help to improve response rates at higher costs. Findly, written surveys usualy take over a month to
collect necessary data.

Cogtswill vary greatly depending on the level of projectability the researcher is attempting to obtain. To
provide asingle, rdiable estimate for an area, aminimum sample size of 250-300 is recommended. In
cases where an independent estimate is required for severa segments of the population (such as
geographic areas, income levels, etc.), required sample Szes can increase greatly. Usudly if a"generd
ided" isrequired for sub-segments and an accurate estimate for the population as awhole, asample sze
of 125-150 per segment is sufficient. The cost for this type of approach can vary from $5,000 to
$10,000 and up, depending on sample size and type required.

Telephone surveys

Teephone surveys have the advantage of rapidly providing quantitative etimates.  Telephone surveys
aso tend to have higher response rates than mail surveys, which increase their level of proper
representation and project ability.

The mgor drawback of telephone surveying is the cost involved. Furthermore, the amount of data and
complexity of responses that a respondent can provideislimited -  hour phoneinterviews are not
recommended. Concepts presented need to be fairly smple and straightforward.

Aswith mall surveys, costiswill vary greatly depending on the level of projectability the researcher is
attempting to obtain. To provide asingle, reliable estimate for an area, aminimum sample size of 250-
300 isrecommended. In cases where an independent estimate is required for severa segments of the
population (such as geographic areas, income levels, etc.), required sample sSizes can increase grestly.
Usudly if a“generd idedl’ isrequired for sub-segments and an accurate estimate for the population asa
whole, asample size of 125-150 per segment is sufficient.

The cost for this type of approach can vary from $7,500 to $25,000 and up, depending on sample size
and type required and length of interview.

Personal interviews
Persond interviews are the best aternative when complicated survey formats are required and detailed
information needs to be provided to respondents. Thisis the only dternative that would have any

chance of providing an estimate of trangt demand. However, even this gpproach would suffer from
some of the limitations noted above.
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Codtsfor thistype of interview tend to be extremely high if aquantitative esimate is required, snce the
usud purpose of usng thistype of interview isto present fairly complex information to potentia
respondents, and to be able to judge the nuances of response. This requires rather skilled (and
reldively expensive) interviewers, and aso often involves travel expenses. If the only intent of the
persond interview isto be able to present information, a mail/phone approach can sometimes be used at
lower cost.

Panels

Panels are used when the objective isto track behaviors and changes in behavior over an extended
period of time. Panels dso provide convenient samples for testing new ideas in product or service
development. Classc examples of pand research include the Nidsen rating panels and a nationd
purchase pand run by the NPD group which tracks purchases of alarge number of different consumer
goods.

Pand research can be very expendve, particularly if the pand approach is used for asingle product or
sarvice. Usudly pands are most useful when anumber of different product or service areas are being
covered, asin the NPD pand.

A table summarizing each of these agpproaches follows:
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FOCUS GROUPS WRITTEN/MAIL TELEPHONE PERSONAL PANELS
URVEYS VURVEYS INTERVIEW S
Description 8-10 people discuss topics | Pre-designed survey Pre-designed survey Survey administered | Group of respondents
of interest to client; Led by | mailed out to conducted by by individual who report their behavior
professional moderator respondents professional professional over time
telephone interviews interviewer
Applicable uses Issue generation; In-depth | General surveying of General surveying of Interviews with key Longitudinal studies of
discussion on complex population; Medium population; Short- individuals; Long- behavior and choices;
survey results long surveys; Simpler medium length Very long surveys, generally standardized
survey formats surveys; Moderately complicated survey survey formats
complicated surveys formats
Costs Low/Moderate Moderate Moderate/High Very High Very High
Usefulness for Virtually None - not Only if adeguate Good Very Good if enough | Fair - Panel members must
Projections/Trend projectable at all response rates are interviews are be representative
Analysis obtained completed
Turnaround Very fast Slow Fast/Moderate M oderate/Slow Slow
Strengths Getsat issues beneaththe | Large sample sizes can Reasonably Allows more Allows study of long-
surface; Low cost; Fast be obtained; Longer representative; fairly flexibility ininterview | term changesin behavior
turnaround surveys possible good turnaround format, in-depth
probing
Weaknesses Very dependent on having | Low Response rates/ Higher costs; Surveys | Very high costs per High cost; Slow
agood moderator; No Unrepresentative need to be kept fairly completed survey; turnaround; potential
project ability samples can occur; Slow | short and simple Slow turnaround bias based on panel

turnaround

membership

Typical single project
cost for complete
project (Design,
Analysis, Report)

$3,000 - $6,000, based on
complexity of issuesand
number of groups

$5,000 - $10,000 and up,
based on complexity of
survey and number of
respondents

$7,500 - $25,000 and
up, based on
complexity of survey
and # of respondents

$15,000 - $75,000 and
up, based on

complexity of survey
and # of respondents

Varies based on length of
study and size of panel




I ssues In Sampling

Many of the issuesinvolved in proper sampling have been touched on in the above sections. This
section will ded with each of the issuesin more depth. The question of sample szeswill be briefly
introduced and will covered in detall in the atitics section, which directly follows this section.

Certain key dements that must be included in any sampling plan:
- Definition of target population
- Issues in proper representation
a) how to ensure proper representation
* quotas & screeners
* random selection
* reweighting
b) how to evaluate how well the sample represents the population
- Sampling efficiency
- Samplesze
- Sample sources

Definition of target population

Thisissue is discussed in the section on hypothesis generation in Chapter 6, “ Survey Planning and
Budgeting.” Usudly, the hypotheses that are being tested will define the target population, a least ina
broad sense.  The key is to define the target population in such away that each respondent provides
meaningful information. Even if the hypotheses do make clear the population that will be surveyed, this
item should be restated when the sampling plan is being developed, to ensure that there are no
misunderstandings or misinterpretations.

Proper representation

Because mogt surveys are conducted on a sample of the population rather than the full population, it is
vitd that the sample sdlected properly represent the population.

Imagine, for instance, if asurvey of potentia carpoolers were only conducted among households that
had three or more cars, rather than among a sample of the population that more closely represented the
entire population. It is very probable that this sample would have very low intentions of carpooling,
snce car availahility isamgor factor in determining mode choice. Thiswould lead the researchers to
draw erroneous conclusions about the prospects of developing carpools among the popul ation.
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How does aresearcher go about ensuring proper representation and eva uating completed surveysto
check for proper representation?

Ensuring proper representation

Ensuring proper representation can be done in several ways. The steps to be taken include:
1. Identify key variables to serve as indicators
2. Include measurements of those variablesin the surveys
3. Devise arandom sdlection process
4. In some cases, require that the sample meet quotas on indicator variables
5. Weighting results

1. Identifying key variables- The researcher and the research sponsor should identify those varigbles
that will most likely impact attitudes and behaviors being measured. Thisis done through a combination
of higtorica data sources (if available) and using the expertise of the partiesinvolved to determine the
most important variables. Usudly one checks on alimited set of variables, say five or Sx. Thesecan
typicaly include age, income, gender, presence of children, and so forth.

It isimportant that there be an independent source that measures those variables. Usudly, when the
entire population of an areais being surveyed, census data serves as a good check on mgor
demographic variables. Breakdowns of census data or tablesin the U. S, Statistical Abstracts can dso
serve as good checks when segments of a population are being surveyed. When the target sampleis
from an extremey specific database (for instance, aridesharing database), data must either be culled
directly from the database or from historical surveys of that database, if available.

2. Including measurements of the indicator variables- Clearly, if avariableisto be used as an indicator
of proper representation, that variable must be included somewhere in the data collection process.
Standard demographics are typicdly part of any surveying effort, snce demographics often impact
attitudes and behaviors and are therefore extremely useful in extrapolating results gleaned form a survey
to the entire population. Any other variables chosen as indicators, such as number of automobiles, type
of housing, and so on, should have a specific question in the survey to collect that data item.

3._Devise arandom selection process- The most common way of ensuring a representative sampling of
any given target population is through arandom sampling process. In telephone-based surveys, thisis
often accomplished through a technique known as random-digit-diding. Commercid services will
obtain alig of dl working phone exchanges, devise a sample of random numbersfitting those
exchanges, diminate exchanges having a high incidence of business'government telephone numbers, and
then use the resulting list as abasis for the sample.
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Thistype of list will be mogt effectiveif it is further randomized by placing the telephone numbersin
random order. Because of the relatively large number of unlisted telephone numbers, arandom
selection process from a published phone book can create bias by diminating unlisted numbers (which
often belong to people with higher incomes) from the sampling universe.

When sampling from databasesis involved, there are severa possible random selection procedures.
Idedlly, the sample will be totaly random. The process involved in cregting atotaly random sample
involves

- determining the sample base necessary

- determining the ratio of sample needed to totd database sze

- using arandom number generator to create numbers between 0 and 1, and applying  those
numbers to each database record, and

- sdlecting as sample al those whose assigned random number fdlsbeow theratioof  sample
needed to database size.

A second, lessided but more commonly used method, isto create an nth-record sample, where the
ratio of database Sze to sample needed is determined, rounded down, and every nth record is selected,
where nisequd to the ratio of database sSze to sample needed. This method is acceptable when the
database is not organized with some sort of regular order bias (such as dl database requests sorted by
day of the week received).

It should be noted that sample base size, that is, the sample that is drawn to meet the needs of the
survey, is usualy much larger than the actud required sample size. Thereason for thisisthat there are a
large number of non-working phone numbers and/or bad addresses in databases, and that alarge
percentage of people may not respond to the surveys. A ratio of 10 for sample base to desired
completed surveys is not uncommon.

4. Using quotas on indicator variables- Another way of essentialy forcing a sample to be representetive
of the population isto set quotas on some or dl indicator variables. Thisis often used in sdlecting
samples for focus groups, and often used on variables such as maefemae ratio and minimum age (often
18 or older) for telephone surveys. Using quotas requires that the indicator variables be identified up
front in aportion of the survey caled ascreener. For instance, if a survey were to have quotas set on
gender, age, income, and presence of children, where a certain distribution in each of those categories
was required, those questions would be the first asked in the survey. Interviewing would take place for
each category desired until the quotawas filled, and then people meeting the filled- quota description
would no longer be interviewed.

A modified form of this approach can be used in mail surveys, but only if many more returns are
received than need to be used. The quota variables will be checked on the surveys asthey are
returned, and as each quotaisfilled, no more surveysfitting in to that quotawill be used. Idedly, this
would be done by waiting until a pre-set cutoff date was reached, processing all of the surveys received
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up to that date, and then randomly selecting surveysto be used for each quota. More commonly,
however, quotas will befilled in the order in which the surveys are received. 1t should be noted thet this
technique is not often used with mail surveys, except to diminate returns that dontt fit the target
population a dl. Mail surveys more commonly use weighting techniques to adjust for sample returns, as
described in the next section.

5. Weighting survey results- Survey results are commonly weighted so that indicator variables will
match up with independent source data. For ingtance, if a survey returned has only a 15% digtribution
of respondents with 3 or more cars, and it is known that the target population has 25% (say, from
census data), then the survey results can be mathematicaly re-weighted to maich the 25% figure. When
thisisdone, all of the responses from the 3+ car group are re-weighted, not just the indicator variables.
All of their opinions and attitudes are made more prominent.

Asan andogy, if you are seeking amedica opinion, and you get one from a doctor who got out of
medicd school last week and one from a doctor who has been in practice for 10 years, you could
reasonably consder al of the statements made by the experienced doctor as being more important to
your fina decision, on the basis of hisher years of experience. The same principle gppliesin rewaghting
survey results.

A criticd factor in weighting survey resultsis that you have sufficient sample size within the group you
are reweighting, particularly if you are making their opinions more prominent. If you had 5 responses
from people with 3 or more cars and were to weight them as importantly as 100 responses from other
people, you run asevererisk of having unrepresentative results. Y our confidence in the responses given
by the group to be re-weighted should be fairly high. The section on sample size, aswell asthe section
on gaidtics, will explain the concept of confidence in greater detail. Asarule of thumb, it is probably
unwise to re-weight responses from a group with less than 75 respondents.

Evaluating surveys for proper representation

Once the data have been collected, you will have a ditribution of responses on the indicator variables,
such as percent mae and female, percent in various income brackets, and so forth. In some cases, you
may have an average (or mean) vaue as a check (such as mean number of vehicles, mean number of
people per household, etc.). Typicaly, however, indicator variables are evduated in the form of
digributions.

Checking the responses for proper representation essentidly involves making statistical tests on the
digtributions. This section will provide a very generd outline of what you are looking for when
conducting the tests. The mechanics of conducting the tests will be described in the statistics section.

Two types of tests are commonly conducted on distributions. These tests are a variation on the standard
t test and a chi-square test.
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Thefirgt, in which you compare the percentage of people who fal in a certain category in the survey
responses to the percentage thet fal in that category in the independent sample (such asthe census) isa
variaion on astandard statistica test caled at test. Thet test is designed to be used to compare means.

However, in this case, each category can be consdered as a yes/no response (for example, if 25%
have 3 or more cars, we can treat this as the response to the question "do you have 3 or more cars?"
where 25% said yes and 75% said no), and can be essentidly treated as a numerica response of 1 or
0. The proportion can then be compared either to historical data or census data, treated in the same
fashion, through thistest. The mechanics of the test are described in the statistics section.

The chi-sguare test examines the entire digtribution of responses Smultaneoudly, as opposed to
comparing category-to-category, and gives back aresult that indicates whether the distributions are
(statigticdly) significantly different or not. Thusthistest could be gpplied smultaneoudy to the
percentage of people saying they had no cars, 1 car, 2 cars, and 3 or more cars, to determine if the
entire digribution were different. Alternatively, it can gpplied in the same manner as described for the t
test (as a series of yes/no responses), in which case the chi-square test is equivaent to the variation on
thet tes. Again, the notion of datigtica sgnificance will be dedlt with in detail in the Statistics section.

Means can aso be compared to ensure representativeness, dthough thisis done much more
infrequently. The reason that distributions are used more often to check how whether asampleis
representative istha data is the checks are usudly done on demographics, which are more typicaly
collected in categorica form rather than in exact numbers.

Sampling efficiency

Collecting data from respondents costs money, and the more data is collected, the more money it costs.
Another mgor cost factor isinefficiency in sampling, where, for example, you set up quotas and then
contact alarge number of people who don't fit in the quotas. It costs time and money just to check
whether or not potentid respondents it into quotas. Usudly, research dollars are tight, and it is more
than worthwhile to do everything possible to ensure that the sample base is as efficient as possible.

Sampling efficiency can be achieved in many ways. Simple examples could be;

- If asample of working commutersis desired, it would be wise not to send surveys (or  make

telephone cals) to communities that are largely populated by retirees.

- If asample of people who livein, say, St. Petersburg, Horidais desired, dl phone exchanges
known to be whally in Clearwater (or Seminole, or Largo, etc.) should be diminated.

Commercid databases sometimes contain demographic data that can be used. For ingtance, a survey
of commuters drawn from a demographic database could be restricted to those aged 18-54, if age data
is available on the database.

For efficency purposes, if the dataiis not available in advance and a screener must be used, the
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screening section should clearly bethefirst part of the survey, so that non-qualifying respondents won't
be interviewed (and thus cost money), only to determine towards the end of the survey that they don’t

qudify.
Sample sizes

The issue of how many returned surveys are required isfairly complex. Some fairly advanced satistics
areinvolved. The key issue that the research sponsor needs to determineisthe leve of uncertainty thet
is acceptable in theresults. As mentioned earlier, there is dways a chance that the survey will not
exactly represent the opinions of the population even if acompletely correct random selection
procedureis used. This can be demonstrated with the example of the deck of cards, where we could
randomly select 20 cards from the deck and had to estimate (from the cards we drew) what percentage
of the cards in the deck were black and what percentage were red. It is conceivable that we would
randomly select 20 red cards and no black ones.

Survey results are usudly presented as a single, specific result, such as* 25% of the population has 3 or
more cars.” To be completely accurate, the result might be presented in the following way:

There is a 95% chance that between 22% and 28% (25% +/- 3%) of the population

has 3 or more cars. Thereisa90% chance that between 23% and 27% (25% +/- 2%)

of the population has 3 or more cars. There is an 80% chance that....and so on.

There are two dementsinvolved in the uncertainty about survey results - oneisarange of results that
the “true’ result falsin (known as the confidence interval), and the other is the percent chance that the
result fdls into that range (known as the confidence level). Given a certain sample Sze that is randomly
selected from a population, for any given result - either a percentage or an average - aconfidence leve
and confidence interval can be caculated. The level and the interva are interdependent; thet is the Sze
of the interva depends on the magnitude of the level. For any given reault, thereisan interva
corresponding to an 80% confidence leve, adifferent (and larger) interval corresponding to a 90%
confidence levd, athird (and dtill larger) interva corresponding to a 95% confidence level, and so forth.

One common misconception isthat, in order to get ardiable sample, it is necessary to survey acertan
percentage of the population. The fact of the matter isthat confidence levels and intervas can be
caculated completely independently from the size of the totd target population. Should you happen to
survey alarge percentage of a population (say, 10% or more), afactor can be applied that increases the
level of confidence. But the basic calculation (presented in the section on statistics) provides a minimum
level of confidence (and confidence interva) independent from the Size of the tota target population.

The notion of confidence intervas and levels dso demongtrates why focus groups are not ardiable
source of quantitative information such as percentages. Suppose there are 12 people in afocus group,
and eight of them happen to agree on something. It is not uncommon for focus groups to report that “a
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large mgority” or even “two-thirds’ of the “market” agrees on something. Application of the
confidence interva formula (which redlly shouldn’t be used for such smal samples anyway) would show
that the true result, at a 95% confidence level, was anywhere between 41% and 95% - which might not
indicate a“large mgority” or even amgority at dl.

What the research sponsor needs to decide, for the key results coming from the survey, iswhat size of
interva a whet level are acceptable. Usudly, the confidence level is determined first (e.g., “I want to
be 90% confident that al the results...”), and then the acceptable interva is determined (“... are within 3
percentage points or less of the true values.”) This decison is then evauated (using satisticsto be
presented in the tatistics section) for a 50% result, and the desired sample size can then be determined.
The nature of the confidence interva isthat it is at its maximum sze when a 50% result occurs.

Sample sources

There are alarge number of potentia sources to obtain sample addresses or tel ephone numbers, whose

use depends on the objectives of the survey. These include:

- Databases of rideshare club members

- Commercidly available databases drawn from magazine subscription lists, sweepstakes entries,
telephone directories, etc. These databases can have a surprisngly large number of names
matched to addresses and tel ephone numbers

- Teephone numbers derived from arandom-digits process, which isavallablefroma  large

number of commercid suppliers

- Databases of business addresses and phone numbers are also available from smilar
SOUrces.

The choice of which database to use depends primarily on:

- the objectives of the project and the hypotheses being tested

- the extent to which the database covers the target population defined by the objectives and

hypotheses. Beware of using databases that are convenient and close at hand but may

represent a biased sub-sample of your true target population. For instance, arideshare

database clearly does not represent al carpoolers.

- the expected incidence or “hit rate” expected from the database for efficiency purposes,
which isimportant but must not override the cautions noted just above.
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Summary

If dl of the above steps are taken, including:
- properly defined target population;
- random selection process,
- checking for proper representation, re-weighting if applicable;
- correct sample size drawn; and

correct source chosen for the sample;
then the survey should produce rdiable information. How useful that information iswill depend largdy
on how well the survey insrument is designed to collect that information. This manud will not attempt to
ingruct the reader on how to write surveys (which isa skill gained through years of practice and
experience).
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CHAPTER FIVE
UNDERSTANDING STATISTICS

Introduction

It has been established earlier in this manua that survey research is an effective way to collect
information to help evaluate Commuter Assstance Programs. The surveys can produce:

- basdline or benchmark data to which future results will be compared

- results to compare againgt basdline data

- information about the marketplace which can be used to redirect resources

It should be noted that a survey of a sample from a population, rather than a census of the population,
carries inherent uncertainty. To illudirate the issue, let us return to the example of the deck of cards.
Suppose we could randomly salect 20 cards from the deck and had to estimate (from the cards we
drew) what percentage of the cards in the deck were black and what percentage werered. Itis
conceivable, dbet unlikdy, that we would randomly select 20 red cards and no black ones. We
would then be forced to conclude (incorrectly, of course) that al of the cards were red.

Statistics

The quedtion that this section will answer is, how much uncertainty arises from a given sampling
procedure and how are results analyzed in light of that uncertainty.

Confidence levels and confidence intervals

Two datistical concepts are used to describe the uncertainty arisng from a sample;

- Confidence levels, which are ameasure of the probability that the “true’ result lieswithin a
certain range. (The“true’ result isthe result we would have obtained if we had sampled the
entire population rather than just a portion of it)

- Confidence intervals, which describe the Size of the range mentioned above.

The confidence levels and confidence intervas are dependent on one another. Any given result hasa
confidence interva associated with a95% leved of confidence, a different (and smdler) interva
associated with a 90% leve of confidence, another associated with an 80% leve of confidence, and so
on.

For any given sample, the confidence interval and its associated confidence level can be determined
through certain Satigica formulas. The formulas may gppear daunting at first but they are redlly quite
ampleto use. There are severd different types of formulas. This section concentrates on the two types
used most frequently in survey research:

- those relating to results reported as proportions (such as, “25% of the population carpools at
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least once per week”)
- those relating to results reported as means or averages (such as, “the average commute
digancein the areais 14.6 miles’)

Whileit isnot vital for aresearch sponsor to be able to calculate confidence intervas and perform
sgnificance tedts, it isagood idea to understand where intervals come from and how tests are
performed and what the resulting vaues mean. This chapter will present the information necessary to
make the rlevant caculations, and will follow with atable of fairly typica results that should dlow the
reader to get agenerd idea of what sort of confidence intervals to expect from data

Proportions

Given asample size and aresult in the form of a proportion, the confidence interva associated with any
given confidence level can be determined.

The firg step isto determine the standard error of the percentage of the result. In some cases this
value has been established, from prior research (such asthe census).  If the vdue of the standard error

p(1- p)
n

isnot known (which is frequently the case), it can be estimated by the following formula:
where: n = gze of the sample
p = sample proportion

The standard error is then multiplied by afactor, the value of which is dependent on the confidence leve
we wish to achieve. Some commonly used values are:

Confidence Levd Factor Vdue
80% 1.282
90% 1.645
95% 1.960
99% 2.326

These vaues are vdid as long as the associated sample sizes are rlatively large (over 30 respondents
or thereabouts).

The resulting figure is then added to the survey result to determine the upper limit of the confidence

interval, and aso subtracted from the survey result to determine the lower limit of the confidence
interval.
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Using the example mentioned above, suppose a sample of 200 respondents yields the result that 25%
(or 40 respondents) carpoal at least once per week. Our estimate for how the entire population
behaves would then be cdculated as follows:

\/ (0.25)(1-025) _ ) o0
200 '

The confidence interva associated with each confidence leved isthen cdculated by multiplying the
standard error by the appropriate factor vaue:

Confidence  Factor Standard Confidence
Level Vdue Error Interval
80% 1.282 0.031 0.040

90% 1.645 0.031 0.051

95% 1.960 0.031 0.061

99% 2.326 0.031 0.072

We can say, therefore that we are 80% confident (or, to be more precise, there is an 80% probability)
that the proportion of the population that carpools once per week lies between (0.25-0.04= 0.21 or)
21% and (0.25+0.04= 0.29 or) 29%. Thisadso impliesthat there is a20% chance that the proportion
of the population that carpools once per week lies between either 0% and 21% or between 29% and
100%. We can furthermore assume that the percent chance of the population’s proportion lying in the
lower rangeis equd to the probability of the proportion lying in the upper range, meaning thereisa 10%
chance of that result being between 0% and 21%, and 10% chance of the result lying between 29% and
100%.

We are 95% confident (or thereis a 95% probability) that the population’s result lies between (0.25-
0.061= 0.189 or) 18.9% and (0.25+0.061=0.311 or) 31.1%, and, as in the example above, we know
that thereis an equal chance of the result lying above or below those limits, so thereis a 2.5% chance
that the result is between 0 and 18.9%, and a 2.5% chance that the result is between 31.1% and 100%.

In cases where a sgnificant percentage of the entire target population was surveyed, afactor is applied
which increases our confidence in the results. Since the notion of Statistical confidence is based on the
idea that we might not have surveyed atruly representative sample due to purely random circumstances,
it follows that our confidence will increase when we survey alarger percentage of the population, to the
point where we are 100% confident if we have in fact surveyed the entire population. This becomes
particularly rdevant when we sample, for example, rideshare member databases, which might have 800
members and we might survey 250 or so of them.
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The factor is cdculated by the following formula:

(Total Target Population Sze)
((Total Target Population Sze) + SampleSze- 1)

factor =

The factor isthen multiplied by the actud sample size of the survey, and yiddswhét is cdled the
effective sample size. Thiseffective sample sze, rather than the actud sample Sze, should be used in
al caculations where confidence intervals and analysis of differences require a sample sSze demert.

Y ou will notice from the formula that, unless the sample Sze is areasonably large fraction of the target
population Sze, the factor will be virtudly equd to 1.

Means

The procedure for determining confidence levels and confidence intervas for results involving amean
vaueisadmog identica to determining levels and intervas for proportions. The only differenceis how
the standard error is estimated.

Again, the vaue of the sandard error may have been established from prior research.  If the vadue of
the standard deviation is not known (which is frequently the case), it can be estimated by the following
caculation:

For each observation in the data, calculate:
(Result - Mean of al resuits)?
which isequivdent to
Percentage * (1-Percentage)
This data dement, summed across al observations, is known as the variance of the sample.
Then continue by taking the square root of the variance. Thisis the estimate of the standard deviation

of the population, and is used in cases where a prior value has not been established. Thisis equivaent
to:

J Percentage* (1- Percentage)



Next:

Sandard Deviation

JSample Sze

Thisisthe standard error of the mean.

It isingructive to note that the sandard deviation is amost exactly equd to the average difference
between each response and the mean vaue.

The standard error is then multiplied by afactor, the vaue of which is dependent on the confidence level
we wish to achieve. Some commonly used values are;

Confidence Leved Factor Vdue
80% 1.282
90% 1.645
95% 1.960
99% 2.326

NOTE:

This type of calculation does make one major assumption that was not discussed in the section
on percentages. The observed value should be approximately normally distributed, which isto
say there should be about ¥z of the results above the mean and 2 below the mean, and that
there are more results close to the mean than there are far fromthe mean. A curve of the results
should be bell-shaped.

If the results do not follow this pattern, for instance if there are a huge mass of results between 0
and the mean and then fewer, more spread out results above the mean, this type of calculation is
inappropriate.

Generally, survey results from larger surveys will follow the assumption of normal distribution.
However, it isimportant to check the resultsto ensure that thisis the case. Particularly with
smaller surveys (50 or fewer respondents), the assumption may be violated.

The resulting figure is then added to the survey result to determine the upper limit of the confidence
interval, and aso subtracted from the survey result to determine the lower limit of the confidence
interval.

Using the example mentioned above, suppose a sample of 200 respondents yields the result thet the
average commute distance is 14.6 miles, and the variance turns out to be 256 miles. Our estimate for
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the standar d deviation of the population would then be caculated as follows:

The standard error would be:

i: 1.13

A/200

The confidence interval associated with each confidence leve is then caculatied by multiplying the
standard error by the appropriate factor vaue:

Confidence  Factor Standard Confidence
Level Vdue Error Interval
80% 1.282 1.13 1.45

90% 1.645 1.13 1.86

95% 1.960 1.13 2.21

99% 2.57 1.13 2.63

We can say, therefore that we are 80% confident (or, to be more precise, there is an 80% probability)
that the true average commute distance of the population lies between
(14.6-1.45=) 13.15 miles and (14.6+1.45=) 15.05 miles

We are 95% confident (or thereis a 95% probability) that the population’s result lies between (14.6-
2.21=) 12.39 milesand (14.6+2.21=) 15.81 miles.

Table of typical confidence interval sizes at 95% confidence level

Below isatable of typica confidence intervas for means and proportions. 95% has been chosen since
it isone of the most widely used confidence levels. The proportions that have been chosen are 10%,
25%, and 50%; the means are on 5-point and 10-point scdes with fairly typicd standard deviaions
(which, as was mentioned earlier, are pretty much equivaent to the average difference between each
response and the overdl mean vaue).

Keegp in mind when using this table that the sample sze refersto al respondents answering this question,
not necessarily the sample size for the entire project. Some surveys will ask questions of only aportion
of the respondents (for ingtance, "how many people arein your carpool” obvioudy will only be asked of
people who do carpoal). Keep in mind that this table also assumes anormd (i.e. bell-shaped)
digribution, which is particularly prone to be violated when smdl sample sizes are used.
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Sample Size | 10% 25% 50% 5-point scde | 10-point scae
proportion proportion proportion Average diff. Average diff.
confidence confidence | confidence response to response to
interval interval interval mean = 0.8 mean = 2.2

50 1.3% 2.7% 3.5% 0.11 0.31

100 0.9% 1.9% 2.5% 0.08 0.22

150 0.7% 1.5% 2.0% 0.07 0.18

200 0.6% 1.3% 1.8% 0.06 0.16

250 0.6% 1.2% 1.6% 0.05 0.14

300 0.5% 1.1% 1.4% 0.05 0.13

500 0.4% 0.8% 1.1% 0.04 0.10

1,000 0.3% 0.6% 0.8% 0.03 0.07

1,500 0.2% 0.5% 0.6% 0.02 0.06

Determination and analysis of differences for significance

The previous section demondtrated that there is uncertainty about any result that comes from a sample.
The “true’ result of the target population that was sampled from may not be the same as the result that
was obtained from the sample. Statistics dlows us to know what is the probable range in which that
true result fals.

Now suppose this concept is taken one step further. Suppose we survey two different populations, or
even one population at two different times, and obtain two results. There will be uncertainty about each
of these results, as demondtrated in the previous section.  Since we' re uncertain about the first result,
and uncertain about the second reault, they sample results could have come out differently even if both
populations had the same “true’ result.

For example, suppose we sample one population at two different times, and determined the percentage
of commuters who carpooled at least once per week. Suppose in the first sampling we obtained a
result at a 95% confidence level of 25% +/- 6.1%, and in the second we obtained a result of 28% +/-
6.1%. Even though the samples both yielded different results, the "true" result could have been 26% in
both cases; or it could have been 24% in both cases, or 30%.
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If we obtain two results from independent samples, how do we know if the “true’ results that they
represent are different? The answer comes from an extension of the concept of confidence intervals and
confidence levels. If it is possible to determine the percent chance that the “true’ result lieswithin a
certain range (for example, in the first of the two carpool results we know that there is a 95% chance
that the result lies between 18.9% and 31.1%, a 2.5% chance that the result lies between 0 and 18.9%,
and a 2.5% chance that the result lies between 31.1% and 100%, and we know the analogous ranges
for the second result), then it should be possible to determine what the chance isthat both resultslie
within a certain range for any given confidence leve. If we can do that, we can determine what our
confidence level isthat the “true’ results represented by the resuts of the sample are in fact different.
That, in anutshdl, is the concept of Satisticaly sgnificant differences. Therest is gpplying the
appropriate formulas.

Sgnificant differences for proportions

It is not particularly important for research sponsors to comprehend the mathemeatics behind testing for
datidicdly sgnificant differences. An understanding of the discussion above is quite sufficient.
However, for the more mathematicaly-minded readers, the formulas are presented.

Given two proportion results from two independent samples, the procedure to determine whether or not
the proportions are daidicdly sgnificantly different is

1. Cdculate the value of d:

d= ((Ssample size1* Result 1)+ (Samplesize 2* Result 2))
(Sample size1+ Samplesize 2)

2. Calculae the vaue of the fallowing formula

(Result 1- Result 2)

(Samplesize1+ Samplesize 2) ,
/d* 1-d
(Sanmplesize1* Samplesize2) (1-d

3. Compare this result to the following table:

If theformulavdueis The confidence levd that the results
a least aedonificantly different is
1.282 80%
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1.645 90%
1.96 95%
2.57 99%
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Sgnificant differences for means

The method for testing for sgnificant differences between mean results follows the same generd pattern
asthetest for proportions:

1. Cdculate the variance for each of the two sample results:

Sum (Result - Mean of dl results)?
for each observation

2. Cdculate the vadue of the following formula

(Result 1- Result 2)
Variancel  Variance2
Samplesizel Samplesize 2

3. Compare thisresult to the following table:

If theformulavdueis The confidence leve that the results
a lesst ae gonificantly different is
1.282 80%
1.645 90%
1.96 95%
2.57 99%

Satistically significant differences ver sus meaningful differences

It is easy to get carried away making caculations of satistica sgnificance of differences, and to lose
sght of whether or not those differences are meaningful. Particularly confusing is the question, “is that
difference ggnificant?’ when what the question redly meansis, “is that difference meaningful ?.

The answer may very wdl be, “The difference is statistically sgnificant, but it isn't meaningful .

For ingtance, we might discover that left-handed drivers who ride in carpools drink 1.2 cups of coffee
each morning, wheresas right-handed drivers who ride in carpools drink 2.8 cups of coffee each
morning. Given areasonable sample Size and low variance, this might very well condtitute a Satisticaly
ggnificant difference. However, while Maxwel House might decide this difference is meaningful, it is
doubtful that most CAP managers would find any use for it.
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While the above example is admittedly a bit flippant, it demongirates clearly the difference between
ggnificant differences and meaningful differences. Thisleads back to the discussion a the beginning of
the section on formulation of hypotheses. The concepts of confidence intervals, confidence levels, and
datigticdly dgnificant differences dlow you to design experiments and test hypotheses that you have
made about the population. When the confirmation or denid of the hypotheses leads to re-alocation of
resources and effort, the survey has performed its function effectively.

91



CHAPTER SIX
SURVEY PLANNING AND BUDGETING

Introduction

This chapter will focus on decisions the CAP will have to make before conducting an evauation.
Specificdly, the focus of the chapter will be on how to plan and fund an evduation. While this sounds
smple enough, many of the considerations discussed below can have a profound impact on survey costs
and datardiahility.

Survey Timing

Timing can be akey issue in conducting surveys and can have a Sgnificant impact on results if not
properly controlled for. In the cable televison industry, for example, it isimportant not to conduct
customer satisfaction surveysimmediately after rate increases are announced.  Employee stisfaction
gudies are usudly not conducted immediately after reviews and/or pay increase announcements for
amilar reasons. Attitudes towards use of commute aternatives can be affected by prevailing weether
patterns, such as extreme hest (or in the case of northern areas, extreme cold). Some eements of
timing to be congdered when planning surveys indlude:

Seasonality

Seasondity can be amgjor issuein survey results, particularly in an arealike Horidawhere thereisa
high influx of seasona residents with predictable impacts on traffic levels. Studies evauating the
perceived (or actud) leve of congestion will be sgnificantly affected by the season in which they are
conducted.

It is not ways possible to conduct surveys at “ided” times, nor isit dways possible to determine what
an “ided” time may be. The best gpproach is usudly to do as much as possible to ensure that prevailing
conditions are Smilar when afollow-up survey is conducted. For instance, doing an initid “congestion
perception” study during low season, implementing some reduction procedures, and then following up
during high season would be methodologicaly poor, and would probably lead to the conclusion that the
policies implemented had actudly increased rather than decreased congestion.

Frequency

Survey frequency is another issue that must be dedlt with. Budget available is usudly amgor issuein
determining potentid survey frequency. Budgets seldom alow for tracking surveys to be conducted
more than once ayeer (if thet).

In cases where seasondity may be an issue (see above), you may want to consder spreading your
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interview process throughout the year rather than doing dl of theinterviews at once. Thisdlowsfor
cdculation of arolling average once you have conducted enough interviews to get a basdline, and may
give you farly up-to-the-minute indght into any new Stuations that may affect your customers or
whoever dse you are surveying. However, this gpproach generdly involves more expense, particularly
if you are having your surveys updated every time you conduct them.

Timing evaluation results for planning and budgeting purposes

Evauation results are typically desired for year-end eva uations and new year planning purposes. In
order to effectively integrate the results of the evauations into the planning process, the survey must be
conducted reasonably far in advance of the planning period. Suggested advance timesto start planning
the surveys are;

Type of Survey Advance Time to Start

Focus Groups 2 Months

Mail Surveys 4 Months

Written, hand- distributed surveys 2 Months

Telephone Surveys 3 Months

Persond Interviews 6-8 Months

Panels N/A, sncethisisgenerdly an

0Ngoing process.

Budgeting

The primary decision made when budgeting for a survey isthe determination of sample sze. The
concept of how sample size affects the precision of results has been discussed previoudy. The question
that a research sponsor must answer is, how much is the extra precison and certainty from the larger
sample sze worth?

Asarule of thumb, to get a“quick and dirty” estimate for a population, a sample size of at least 150-
200 should be consdered. Thisdlows for awide range of uncertainty, but generdly gives afar idea of
the population’ s attitude.

For agood, solid estimate of the tendencies of a population, sample sizes of 400 or respondents should
be consdered. Often a sample size of 400 or so may be used to establish benchmarks, and then 200
additiona interviews are used as follow-ups to gauge whether there has been any change since the initid
study was done.
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Planning Survey Projects

Probably the Single most important step in planning any research project isthe initid planning step. The
survey must meet that data needs of the evauation that you are conducting. If the project is poorly
planned in the initid stages, thereis virtudly no chance that it will result in useful data.and meaningful,
vauable changesin policy and operations.

The most effective way to plan aresearch project isto take arigorous, scientificaly-based approach.
Idedlly, thistype of project will be gpproached asif it were a measurement of anatura phenomenon, as
in chemigry, biology, or physics. The basis of the research should be the same as in those sciences.
Research design should follow the classic process of hypothess, experiment, and conclusion.
Fortunately for researchers, the types of problems encountered don’t demand the analytical complexity
of problemsin the sciences, but they do demand proper planning and design.

There are five essentid eements that any research sponsor must have firmly in mind when initidly

organizing aresearch project:

- Given the evduation being conducted, what decisons will be made with the results of the
survey? Or dternatively, how will current operations, policies, and resource alocations be
changed based on the survey findings?

- Given the decisions that are being made with the research, whét is (are) the specific hypothesis
(hypotheses) that is (are) being tested by the research?

- What are the pieces of data that need to be determined in order to make the prove or disprove
the hypothesis, and in what form should they be measured? Furthermore, snce a sampling
processis involved, how confident do we need to be of the results? Isit sufficient for the results
to be within 5%, 10%, 50%?

- What are the best sources of information? Does data dready exist that answers this question?
If not, where is the best place to look for it? If surveying isinvolved, who are the best people to
ask questions of and collect data from?

- How much budget is available to conduct the research?

Each of these areas will be discussed in more detail below:
Sep 1: Identify decisions to be made

The evaduation sdlection process should be akey step in identifying the decisons thet are to be made.
These decisons should be made explicit at the beginning of the project. This step is unfortunately often
omitted from the research process. Even if the evauator has determined that they will conduct a needs
assessment, it is easy to get into trouble by setting vague objectives such as 1 want to know what my
rideshare database members demographics are” This gpproach often leads to faulty research design.
Often the managers assume that the personnd in charge of actualy conducting the research have the
same perception of the project’s gods, only to find out as the data comes back that some elements
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were left out or misinterpreted. Or the research sponsor will assume that he or she understands the
process so well that the step of specifying the decisions can be skipped, and the sponsor needs only to
ask for specific dataelements. Thisisaserious mistake - the sponsor often discovers new data
elements that are needed that could easily have been identified if the planned decisions had been made
explicit.
The sponsor should always ask for information by specifying the decisions to be made, and never
merely ask for data. A research sponsor doesn't want to “know the demographics’ just to know them.
They want to evauate specific portions of or processes within their organization, or perhgps want to
determine which specific actions are required to make the program more effective, such as whether new
marketing campaigns are needed, if the entire spectrum of the ared’ s population is being served, and if
not, which ones are underserved and why and should resources be all ocated to target those groups, and
so forth. A smple profile of demographics may or may not provide the data necessary to make those
decisons. But if the decisons that are going to be made are known in advance of the design of data
callection instruments and procedures, efficient and correct insruments, sampling plans, and andytica
tools can be identified and put to use.

This point cannot be re-iterated too many times. A large number of research projects, possibly even a
mgority, suffer from alack of pre-planning and identification of decisonsto be made, sometimesto the
extent that the entire effort ends up being usdless or mideading.

It should be noted that in cases where decisions have been made and will not be changed, due to
commitments, regulatory requirements, etc., it iswasteful to spend research dollars to show whether the
decison isright or wrong. The research should be directed towards decisons that have not been made
and will be made more effectively with additiond information a hand.

The decisions that will be made based on the survey results should be explicitly identified by the
research sponsor. Will resources be re-dlocated and if so, how? If the project is eval uative, how will
the eva uation be used to improve operations, policies and procedures, and specificaly which
operations, policies, and/or procedures are being evduated? All of thisinformation should be laid out
on paper asthefirg sep. Following completion of this effort, the next step isto generate the
hypotheses to be tested by the research project.

Sep 2: Hypothesis generation

Any experiment in any discipline must test ahypothesis. A research project is an experiment like any
other; it should test and ether confirm or rgject a specific hypothesis (or multiple hypotheses). The
hypothesis should take the form of a direct satement, asin “ Carpoolers have a sgnificantly different set
of demographics than people who drive done’, or “75% of al rideshare database members have a
high leve of stisfaction with the ridematching service, ‘high’ being defined as 8, 9, or 10 on a1-10
sca€’  The research sponsor should identify the decisions to be made by the evauation (step 1 above).
Then the research sponsor and the research project manager should work together on generating the
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hypotheses that, when tested, will provide the sponsor with the information needed for the decisonsto
be made.
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The following dements must be present in any sound hypothess.

- The measurement that is being made and tested (such as a percentage, or an average rating)

- The scal e that the measurement is being made on (for example, the minimum threshold leve
where anumerica scaleisinvolved, or the actud statements used in categorica scaes)

- The source, or target population, from which the information will be drawn (such as
“rideshare database members’ or “al commuters’ or “residents of the 5-county area’).

If, for example, are-alocation of resourcesto target groups that are under-represented in aridesharing
database (compared to the service area’ s population) is the decison under consderation, one might
generate the following hypotheses:

1. The demographics of the ridesharing database are sgnificantly different than the
commuter population of the area, specificaly intermsof: Income, age, race,
gender, presence of children under age 6. (The lis might be lengthened, or some
elements might be dropped. But the hypothesis should be explicit.)

2. Those demographic groups that are under-represented in the database have a certain
minimum threshold interest in carpooling. The minimum threshold interest
should aso be made explicit: eg., 20% of the commutersin the areawho arein
these groups say they are “somewhat or very” interested in carpooling at least
once per week on aregular basis. Or one might hypothesize thet their interest
levd isnot sgnificantly different than the interest level of the demographic
groups that are over-represented in the database.

3. One might also generate a hypothesis about the media that would be most useful to
use to reach this population. However, it is dso quite possble that few mediaare
available (perhaps just direct mail and newspapers) within the budgets alowed, so
that regardless of what the research finds, the same approach will be taken. As
mentioned above, it isawaste of time and money to identify and collect datafor a
decison that has dready been made and cannot be changed.

The hypothes's should be specific, and should be a direct statement that will either be confirmed or
denied by the research. Vague statements like, * Rideshare database members are satisfied with the
sarvice provided to them” are not useful or effective hypotheses, because they leave open to
interpretation exactly what “satisfied” means. Doesthisrefer to every database member? Doesiit refer
to an average leve of satisfaction, and if so, how is“satisfaction” defined? A better Satement would
be, “75% of al rideshare database members will say that they are very satisfied (or will rate their
satisfaction at least an 8 on a 10-point scae, if anumerica scale will be used) with the ridematching
service provided to them.”

97



Step 3: Identification of data needed to prove or disprove hypotheses

|dentifying Data Needs

Many research sponsors and research project managers begin their evaluation process at this step, and
cdl it "determining what we need to know." Sometimes, this even takes the form of writing survey
questions and specifying response patterns (scaes, categories, etc.) without first specifying the type of
evauation being done, what processes or parts of the organization are being eva uated, the decisionsto
be made with the research, the hypotheses being tested, or the data needed to test the hypotheses, thus
greatly compounding the potentia for error.  Aswe have seen, it isimpossible to effectively determine
data needs without having explicit hypotheses. And it should be cdlear that survey questions should
definitely not be written before data needs are determined.

When the hypotheses have been generated, identifying the data needed is actudly quite straightforward.
By reviewing the hypotheses used above as examples, it is clear that respondent demographics and
dated intentions or interests will be included on the questionnaire. It islikely that other hypotheses will
have been generated in the planning process as well.

When the data needed have been properly identified, it usudly dso farly sraightforward for a survey
research professona to create the actua survey questions and response scales and/or categoriesto be
used. Whileit is certainly appropriate for aresearch sponsor (and presumably this sponsor is not an
experienced survey research professond) to review and comment on a questionnaire, it is not advisable
for anon-professional to formulate the actua questionnaire. Issues of response bias, question order
bias, skip pattern complexity, response choice formatting and design, types and formats of data needed
for certain gatistica tests and modeing procedures, standard response scaling used in particular types
of questions, etc., are al important in questionnaire design but are not issues with which most research
sponsors are or need to be familiar.

The Importance of Control Groups

One key concept that is often ignored in evauations of program effectiveness, particularly where thereis
aquestion of what the impact of a program has been, isthe notion of acontrol group. A control group
isapopulation that is exactly (or as close to exactly as reasonably possible) like the group on which you
are measuring the effects of the program, except that it has not been exposed to the program. The
measured behavior (such as percentage of people carpooling) should be measured both for the
experimenta group and the control group to determine what the effectiveness of the program has been.
Many experiments skip the step of having a control group by assuming that a control group would have
experienced no change in behavior, and thus any measured change in the experimenta group is dueto
the program.

This gpproach can lead to very erroneous conclusons. A maor decrease in the price of gasoline, for
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ingance, may reduce the number of people carpooling in the population. If the group that was exposed
to the program shows avery smal increase in carpooling, it may be concluded that the program was
ineffective. However, if it was dso known that carpooling within a control group actudly dropped by
15%-20% due to the decrease in gasoline prices, a different conclusion might very well be reached.

Dueto cost congraints, it is sometimes impossible to conduct a research project with an gppropriate
control group. Other data sources, such as census data, may have to serve as a surrogate for data from
atrue control group. It isextremely important, however, to understand the notion of a control group
and how results from the control group may impact conclusions reached from research data

The Concept of Sampling

Usudly, aresearch project will involve conducting tests on a sample of the population rather than every
member of the population. This occurs because few research sponsors can afford to sample every
member of atarget population. When this happens, statistical uncertainty is created in the results based
on whether the sample accurately represents the population. Thisis not a question of proper sample
design procedures. It isafact of the sampling process.

Toilludrate theissue, the deck of cards exampleisagain indructive. Suppose we could randomly
select 20 cards from the deck and had to estimate (from the cards we drew) what percentage of the
cards in the deck were black and what percentage werered. It is conceivable, dbeit unlikely, that we
would randomly select 20 red cards and no black ones. We would then be forced to conclude
(incorrectly, of course) that al of the cards were red.

Statistical procedures exist that identify what the probability is of having made an error in sampling, and
how large that error might be. What must be determined before an experiment is undertaken that
involves sampling iswhét level of potentid error will be tolerated. Thisis usualy based on the
importance and economic ramifications of the decision being made with the research results. Thisissue
was discussed at length in the sections of this manud covering sampling and gatigtics.

Sep 4: Identifying information sources

There are anumber of possible sources for information. To determine demographics, for example,
there isawedlth of free data available from the U. S, Census. Thisincludes the standard population and
housing surveys. In addition, the census rel eases other, more customizable products, such as the Public
Use Microdata Samples (PUMS) which allow the user to create customized cross-tabulations of any
census long form datafrom a 1% sample of dl censuslong forms returned.

Many Commuter Assstance Programs have a number of evauative tools available from their own

records. These include match rates, number of vansin service, number of companies contacted,
number of commutersin the database, and so forth. Traffic count data, available from loca Department
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of Trangportation Offices, can dso be useful in evauations and andysis.

In many cases, however, there will be a particular hypotheses that smply can't be proved or disproved
by publicly available information, particularly when subjective evauations (such as satisfaction ratings,
ratings of agency responsveness, and so on) arerequired. When that Stuation arises, survey research
can provide the means for answering many of these questions. It istherefore imperative that the
evauation planner carefully review dl available sources before beginning the survey process.

In asurvey research project, it is crucid to ask theright questions. That will be accomplished by
carefully following the steps outlined above. 1t is equaly important, however, to ask those questions of
the right people. 1dentifying those people is the crucid first ep in developing the sampling strategy.
Suppose we determine that we want to estimate the interest level in carpooling among commuters who
are not currently in our ridesharing database, as shown in some of the examples above. No matter what
guestions we ask, we aren’t going to get good estimates by interviewing retirees. The god of the
sampling plan should be to identify commuters and interview them and only them. Data from other
groups, such as retirees or vacationing families, will not provide data that will help to prove or disprove
our hypotheses.

The hypothesis or hypotheses should dways give an indication of where to draw the sample from. The
hypotheses given above specifically mention “carpoolers’ and “rideshare database members” As
mentioned earlier, a sound hypothesis should always contain the source, or target population, from
which the information will come. If the hypothesisis properly constructed, determining the correct
population should not be difficult.

Actudly obtaining responses from people in those groups and verifying that your respondents did belong
to those groups may be more of a challenge. If no available sources exit to pre-identify the people you
are contacting as belonging to your target population, it may be necessary to include an identification
question (often called a screener) in your survey insdrument. The screener is essentiadly a question that
verifiesthe identity of the respondent in relation to the target populaion. Many surveys have quotas for
males and females, for example. Often aresearch sponsor wishes only to obtain survey responses from
adults (18 or older, or 21 or older). If, asin the case above, one only wantsto collect datafrom
commuters, a question very early in the survey would ask something like, “ Do you commute to work at
least three times per week?’ to verify that the respondent was in fact in the target population.

Even when a database identifies a person as a member of atarget population, it is often agood ideato
verify the information through use of a screener. Sometimes databases are out of date or have errorsin

the entry of data. Using a screener can avoid unnecessary expenditure of usually scarce research
dollars on unwanted responses.

Sep 5: Determining budget available and the best way to use it
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Thereis often very little leeway in how much budget is available to conduct research. Budget
condraints are a very important factor in determining research directions. Limitations on expenditures
may eiminate the possibility of conducting certain types of research, or may so limit the number of
Survey responses you can obtain as to make the information gained of little value. Some objectives may
have to be recast in the light of budget redlities, particularly in terms of the confidence levelsthe research
gponsor iswilling to accept from the data.  These congderations must be weighed as the sampling and
interviewing plan progresses.

Different types of surveys are available a varying levels of cost. To some extent, the surveys meset
different types of objectives. Some survey formats are incompatible with certain objectives. For
ingtance, those with limited budgets may be tempted to use focus groups to prove or disprove
quantitative hypotheses (such as, “50% or more of commuters favor HOV lanes over toll roads’).
Unfortunately, focus groups are not designed to handle quantitative issues.

Summary
By consdering each of the above eements, and following stepsin the proper sequence, the

effectiveness of research dollars available can be maximized. At a minimum, adherence to the sandards
et forth in this chapter should maximize the agency’ s return on thelr investments in research.
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CHAPTER SEVEN
COMMUNICATING EVALUATION FINDINGS

Introduction

While a CAP can take every precaution and devise a nearly flawless evauation methodology, the value
islogt if the CAP cannot effectively communicate the results of their efforts. This chapter will focus on
ways in which the Commuter Assstance Programs in Florida can communicate evauation findingsto a
variety of audiences.

Getting To Know Your Audience

To develop an effective evauation report, the CAPs must first understand who their audience is, what
information will be of interest to them, and when should the information be available to satisfy that
audiences needs.

Who isthe audience for a CAP evaluation report and what do they want to know?

Although the audiences for a CAP evauation report will differ by CAP, anumber of groups with
interest in the CAP can be identified. These include the following:

- Funders

- CAP Staff

- CAP Program Directors
- Board of Directors

- Media

- Service Providers

- Politicans

- Clients

- Community Groups

- Other interested parties

Each of these audiences has specific needs from an evauation. 1t isup to the CAP to identify what
those needs are and to ensure that the information of interest is provided in the evauation report. Each
of these audiences is discussed below.

Funders-An important audience for CAP Evauation reports. This group will want to ensure thet the
money provided is being used wisdy to achieve identified gods. Prior to beginning an evauation, the
CAP should contact its funders to determine what specific expectations of the CAP program are, and
develop an evaluation that answers those questions.
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CAP Saff-Thisis an important audience for CAP evauation reports because this group is the one that
will be most affected by the results. CAP gaff can use the evauation to streamline efforts, to clarify the
customer service focus, and to correlate efforts with the achievement of CAP misson and gods.

CAP Program Director-The evauation should help the director determine if current focus and efforts
are achieving desired resullts. An effective evauation will help the director refine efforts and target new
actions that can help achieve Sated gods.

Board of Directors-The evauation isimportant to the Board because it helps them determine if their
guidance and poalicy directions are effective in meeting program goas. The evauation will dso hdpin
determining future Board roles.

Media-The mediawill want two things from an evduation. They will be interested to seeif the CAPis
mesting its objectives, and they will want anecdotd information that can be used in developing a story.
If anecdotd information is good, the mediawill develop articles or stories that can be an excellent
source of program promotion.

Service Providers-Third party providers, such astaxi companies for guaranteed ride home, can use
CAP evduation results to improve the services provided on behalf of the CAP. Many of these service
providers have specific interna customer service and/or satisfaction gods that they want to achieve.
The CAP evduation can help them define their success.

Politicians-The CAP evauation can help the politician determineif the needs of condtituents are being
addressed. The evduation can aso serve as an educational/promotiona opportunity becauseit can
provide the palitician with information about CAP activities and services. Ultimately, the evduation can
serve as a decison-making tool.

Clients-Customers of the CAP are interested in learning about changesin services and how these
changes can affect them. They may dso be interested in learning how their actions have contributed to
the community and/or program success.

Community Groups-Many community groups will be interested in learning what services of the CAP
can be beneficia for their success. They may dso be looking for ways in which their group and the
CAP can work together collectively to achieve common gods. Findly, the community groups may aso
view the evauation in the context of comparing their achievements with that of the CAP. This can be
epecidly true if the CAP is a private non-profit that may be competing for funding.

However, when developing an evauation for a particular set of audiences, the CAP should keep in mind

severa important consderations. According to Morris, Fitz-Gibbon, and Freeman in “How To
Evaduate Evaduation Findings,” these condderations are:

103



Different users want different information--even to answer the same question. A funding
agency may accept only valid and rdligble test datato prove that a saff training program has
been effective, while the personne participating in the training program would find anecdota
reports and responses from interviews or questionnaires to be the most valid and believable
evidence of program effects. Other audiences might require both kinds of information.

Some users do not know what they need. In programs where evauations are mandated by
lega requirements, for example, evauation clients or program staff may see the assessment
amply asatria to be endured, not necessarily as a process that will lead to useful information
and enlightened decisions. If the users are not willing to commit to some criteria for measuring
success before the evduation garts, it is highly unlikely thet they will accept or use your find
recommendations. Formative eva uators consistently face the task of helping dients define not
only program objectives, but dso specific evauation information needs.

Some users expect the evaluation to support a specific point of view. They have dready
made up their minds about the strengths and weaknesses of the program, and they expect that
the evauation will only confirm their opinions. The results of the evaluation may very well not
support their preconceptions. So it isvitd that the eva uator identify the opinions early on so
that he or she can anticipate potential controversies and design reporting procedures which take
them into account. Alerting usersto your finding discrepancies between their assumptions and
the findings as they emerge rather than solely in afind report will make the users more
receptive. In fact, an effective evauation report will contain no surprises, epecialy with respect
to centrd issues. All of the mgor questions will have been discussed with program personnel
and decison makers from the very beginning, well before thefina reporting sage. If the
evauation does not bring these issuesto light early, the evauator loses credibility.

For some users, the information needs change during the course of the evaluation. Itis
not at al uncommon when aformative evauationiswell under way for the users to identify new
information they would like to have. Some trainers, for example, might mention that the
computer operatorsin a pilot training program seem to be learning a new data processing
system, but the operators have developed a strong didike for the system. 'Y ou might change
your evauation plans to include some attitude measures. Although you cannot congtantly alter
evaduation plans, try to reserve some smal portion of your resources to meet requirements for
unexpected information that crops up during program implementation.

“How to Communicate Evauation Findings” by Lynn Lyons Morris, Carol
Taylor FitzGibbon, and Marie E. Freeman, Center for the Study of Evauation,
Univergty of Cdifornia, Los Angeles, CA, pp. 14-15.
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Asthe CAP developsits evauation, it needs to be aware of these issues and plan accordingly. In most
cases, the CAP office will have to decide how to best meet the needs of its primary audience, and
develop its evduation program to meet those needs.

When is the best time to conduct an evaluation?

The smple answer to this question isto say when it will be most useful. The better answer would be to
say whenever the evauation can be used to improve services and the effectiveness of the CAP. In
redity, if an evduation isto be used by al of the potentia audiences listed above, then the CAPs would
have to continuoudy evauate their success. Such an evauation schedule isimpossible, so the CAP
should prioritize the most important audiences and complete evauations to coincide with prioritized
needs. Even then, the CAP may need to make some important decisions.

For example, if the purpose of the evauation is to improve service to judtify increased funding, then it
stands to reason that the evaluation should be completed to coincide with funding cycles. However,
budgets are devel oped after plans and programs have been determined. This often occurs Sx months
before funding is determined. If the evauation cannot be used to make improvements to service, or
used to determine what services should be offered, then the evaluation may be completed too late to
judtify increased funding levels thet reflect new services.

The following agencies should be contacted in your area to determine when budget and funding
decisons are made and when the CAP should be prepared to make its pitch for funds.

- Metropolitan Planning Organization

- Florida Department of Trangportation Didtrict Office
- Locd City and County Governments

- Trandt agencies

- Private foundations

With the exception of private foundations, most of the agencies listed above will be on one of two
funding cycles, the fiscd year cycle or calendar year cycle. Mot fiscd year cydes run July 1-June 30,
athough federa programs begin anew fiscd year on October 1. Asthe name implies, caendar year
cyclesrun January 1-December 31.

For private foundations, the exact timing of funding decisons varies greatly and the same foundation
may make funding decisions multiple times during the year. For example, the Energy Foundation meets
three times a year to review proposds for funding decisions, and requires that materias and proposas
be submitted at least eight weeks in advance.

Regardless of who is providing the funds for the CAP, al will probably require an evauation of efforts.
When these evauation results are due, as well as what will be evauated and how, should be determined
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when the grant is provided. If an evauation measure isto be tracked interndly by the CAP (i.e,
number of inquiries about CAP services), the monitoring and/or evauation should be continuous. This
can be especidly beneficid if funds are received from FDOT sources who gererdly require that the
CAP include quarterly reports of progress. Again, these requirements will be spelled out when the grant
is provided.

Documenting Evaluation Findings

Once evduations are complete, the CAP must decide how best to convey the results of the evaluation.
Thisisacrucid sep that must not be overlooked. A well-designed and carefully managed evauation
can be wasted if the results are not presented in aclear and understandable format. It is also important
to remember the potential audiences for the evauation results and what reporting format will be most
useful to meet their needs. The CAP should aso be aware that documenting results of evaluations can
aso be done verbaly.

For example, the CAP may be called upon to make a presentation to the County Commissioners on the
results of the evaduation. The presentation may be the first exposure the Commission has to the results,
and how the results are presented could go along way in obtaining funding. If the CAP evauation
draws media attention, the results may be broadcast on the radio or televison, two media of
communication in which written documentation will not be used.

While most CAP offices will commonly be required to disseminate evaluation results in technica reports
and/or quarterly progress reports, other forms of communication will typicaly beused. A lig of
potential communication media for evauation results include:

- Technica Report

- Executive Summary

- Brochures

- Press Releases

- Trade Journd Article

- Memorandum

- Public Workshop

- Conference/Seminar Presentation
- Face-To-Face Discussion

Of the audiences for a CAP evauation report, funders, board members, and CAP gaff will have the
most interest in afull technica report. Since two of these three audiences have other duties besde CAP
oversight, the technica report should be clear and concise, as well astechnicdly credible. A well-
written technica report will become a reference manua for this audience.

For paliticians, the media, community groups, and clients the preferred written document will be the
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executive summary. Even funders and staff will use the executive summary for their own needs.
Therefore, the executive summary can be the most important document the CAP will write to
dissaminate evaduation findings. The summary should be brief, highlight the most important findings of
the eva uation, and report the mgor recommendations of the andysis. Strong support graphics that
depict the most important results can be beneficid in the executive summary.

The other communications media listed serve specific audience needs. How the CAP choosesto
handle the evauation findings will dictate which of these mediawill be used and how they will be used.
To strengthen these types of reports, the CAP office should try to determine what evduation findings
are the most important to the audience and focus on preparing areport that best meets that need.

Findly, while the form of communication isimportant, the CAP must focus its attention on the content of

the document. The CAP should:

- Tie together evauation findings with stated program godls, objectives, and misson of the CAP,

- Compare results to implementation plan and the progress made;

- Demonstrate what effects changes in program offerings have had on service,

- Demongrate CAP eficiency;

- Examine program strengths and weaknesses,

- Show what problems have arisen, or what trends have changed that may have an impact on
results; and,

- Make clear what changes or actions are recommended.

Other important items to consider in the report are:

- Reate information provided to necessary actions,

- Make the report credible;

- Give the audience what it needs, but don’t overdo it;

- Present an attractive and readable document;

- Put the most important results first; and,

- Highlight the successes and maost important informetion.

The key for most CAP officesisto look at the evaluation and evauation report as a powerful tool. If
the tool is used effectively it can show the diligence of CAP efforts, the impact the CAP has on meeting
community goa's and service needs, and the importance of the CAP in solving loca and regiond
problems. A properly planned and well-documented evauation can be an excellent medium for
promoting the CAP and increasing awareness of the community on the important role the CAP playsin
Horidamunicipdities.
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CAP Evaluation Rideshar e Database Survey

Good evening. My nameis . 1 am cdling on behaf of the Forida Department of
Trangportation. This evening we are conducting a short survey on commuting in the (Insert area name
here) area. We are not attempting to sell you anything, we are only interested in your opinions.

(Ask to speak to person named on sample sheset - repest intro if necessary)

1. How many days per week do you commute to work?
(if O TERMINATE)

2. And about how far is your commute to work, in miles?

3. And at about what time do you usudly leave home to go to work?
1. Before6 AM
2. 6AM-9AM
3. dter 9AM

4. And at about what time do you usudly leave work to go home?
1. Before3PM
2. 3PM-7PM
3. dter 7PM

5. Haveyou ever heard of (Insert name of ridesharing organization here) ?
1- Yes 2- No (Goto END) 9- Don't Know/Refused

6. Haveyou ever contacted (Insert name of ridesharing organization here) for carpool or vanpool
information, or not?
1- Yes 2- No (Go to END) 9- Don't Know/refused

7. Did (Insert name of ridesharing organization here) provide you with carpool, vanpool, or transit
information or assstance, or not?
1- Yes 2- No (Goto END) 9- Don't Know/refused

8. To wha extent did the information or assistance provided by (Insert name of ridesharing
organization here) influence the way you commute to work? Did it:
1. Haveadgresat ded of influence
2. Have amoderate influence
3. Haveadight influence
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4. or have noinfluencea dl

9. Didyou ever carpool after you received the information, or not?
1- Yes 2-No (Skipto Q. 17) 9- Don't Know/refused

10. Areyou till carpooling to work?
1- Yes 2- No (Skipto Q. 14) 9- Don't Know/refused

11. About how many days per week are you carpooling?
(Enter O if question is skipped)

12. About how many people are usudly in your carpool, including the driver?
(Enter O if question is skipped)

13. About how long have you been carpooling?
Days Weeks Months Years

[SKIPTO Q. 17]

14. About how long were you in your carpool ?
Days Weeks Months Years

15. How many days per week were you carpooling?
(Enter O if question is skipped)

16. About how many people were usudly in your carpool, including the driver?
(Enter O if question is skipped)

17. Did you ever vanpool to work after you recelved the information, or not?
1- Yes 2- No (Skipto Q. 25) 9- Don't Know/refused

18. Areyou ill vanpooling to work?
1- Yes 2- No (Skipto Q.22) 9- Don't Know/refused

19. About how many days per week are you vanpooling?
(Enter O if question is skipped)

20. About how many people are usudly in your vanpool, including the driver?
(Enter O if question is skipped)

21. About how long have you been vanpooling?
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Days Weeks Months Years

[SKIPTO Q. 25]

22. About how long were you in your vanpool ?
Days Weeks Months Years
23. How many days per week were you vanpooling?
(Enter O if question is skipped)

24. About how many people were usudly in your vanpool, including the driver?
(Enter O if question is skipped)

25. Did you ever ride the bus to work after you received the information, or not?
1- Yes 2- No (Skiptoqg. 33) 9- Don't Know/refused
(Skipto Q. 31)

26. Areyou il riding the bus to work?
1- Yes 2 - No (Skipto Q.29) 9- Don't Know/refused

27. About how many days per week are you riding the bus to work?
(Enter O if question is skipped)

28. About how long have you been riding the bus to work?
Days Weeks Months Years

[SKIPTO Q. 31]

29. About how long were you riding the bus to work?
Days Weeks Months Years

30. About how many days per week were you riding the bus to work?
(Enter O if question is skipped)

31. Isthere any other way you used to get to work since you received the information?
1- Yes 2- No (Goto END) 9- Don't Know/refused

32. And how were you getting to work? (Specify )

33. And are you dtill getting to work by (INSERT ANSWER TO Q. 32)?
1- Yes 2 - No (Skipto Q.34) 9- Don't Know/refused
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34. About how many days per week are you (INSERT ANSWER TO Q. 32)?
(Enter O if question is skipped)
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35. About how long have you been (INSERT ANSWER TO Q. 32)?
Days Weeks Months Years

[GO TO END]

36. About how long were you getting to work by (INSERT ANSWER TO Q. 32)?
Days Weeks Months Years

37. About how many days per week were you getting to work by (INSERT ANSWER TO Q. 32)?
(Enter O if question is skipped)

END Thank you very much for your cooperation in thissurvey. Good night.
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CAP Evaluation Rideshar e Database Survey
Sample Completed Survey

Good evening. My nameis . 1 am cdling on behaf of the Florida Department of
Transportation. This evening we are conducting a short survey on commuting in the (Insert area name
here) area. We are not attempting to sell you anything, we are only interested in your opinions.

(Ask to speak to person named on sample sheet - repeat intro if necessary)

1. How many days per week do you commute to work?
5 (if OTERMINATE)

2. And about how far is your commute to work, in miles? 10

3. And at about what time do you usudly leave home to go to work?
1. Before6 AM
2. 6AM -9AM
3. after 9AM

4. And a about what time do you usudly leave work to go home?
1. Before3PM
2. 3PM -7PM
3. after 7PM

5. Haveyou ever heard of (Insert name of ridesharing organization here) ?
1-Yes 2- No (Goto END) 9- Don't Know/Refused

6. Haveyou ever contacted (Insert name of ridesharing organization here) for carpool or vanpool
information, or not?
1-Yes 2- No (Go to END) 9- Don't Know/refused

7. Did (Insert name of ridesharing organization here) provide you with carpool, vanpool, or transit
information or assstance, or not?
1-Yes 2- No (Goto END) 9- Don't Know/refused

8. Towhat extent did the information or assistance provided by (Insert name of ridesharing
organization here) influence the way you commute to work? Did it:
1. Haveadgresat ded of influence
2. Have amoderateinfluence
3. Haveadight influence
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4. or havenoinfluencea dl

9. Didyou ever carpool after you received the information, or not?
1- Yes 2-No (SkiptoQ. 17) 9- Don't Know/refused

10. Areyou till carpooling to work?
1- Yes 2-No (Skipto Q. 14) 9- Don't Know/refused

11. About how many days per week are you carpooling?
_ 0 (Enter O if question is skipped) (skipped)

12. About how many people are usudly in your carpool, including the driver?
__ 0 (Enter Oif quedtion is skipped) (skipped)

13. About how long have you been carpooling?
Days Weeks Months Years

[SKIPTO Q. 17]

14. About how long were you in your carpool ?
Days Weeks Months Years

15. How many days per week were you carpooling?
) (Enter O if question is skipped) (skipped)

16. About how many people were usudly in your carpool, including the driver?
__ 0 (Enter Oif quedtion is skipped) (skipped)

17. Did you ever vanpool to work after you recelved the information, or not?
1- Yes 2- No (Skipto Q. 25) 9- Don't Know/refused

18. Areyou ill vanpooling to work?
1-Yes 2- No (Skipto Q.22) 9- Don't Know/refused

19. About how many days per week are you vanpooling?
5 (Enter Oif quedtion is skipped)

20. About how many people are usudly in your vanpool, including the driver?
__ 8 (Enter Oif question is skipped)

21. About how long have you been vanpooling?
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Days Weeks 8 _Months Years

[SKIPTO Q. 25]

22. About how long were you in your vanpool ?
Days Weeks Months Years
23. How many days per week were you vanpooling?
___ 0 (Enter Oif question is skipped) (skipped)

24. About how many people were usudly in your vanpool, including the driver?
0 (Enter Oif question is skipped)(skipped)

25. Did you ever ride the bus to work after you received the information, or not?
1- Yes 2-No (Skiptoqg. 33) 9- Don't Know/refused
(Skipto Q. 31)

26. Areyou il riding the bus to work?
1- Yes 2 - No (Skipto Q.29) 9- Don't Know/refused

27. About how many days per week are you riding the bus to work?
_ 0 (Enter O if question is skipped) (skipped)

28. About how long have you been riding the bus to work?
Days Weeks Months Years

[SKIPTO Q. 31]

29. About how long were you riding the bus to work?
Days Weeks Months Years

30. About how many days per week were you riding the bus to work?
_ 0 (Enter O if question is skipped) (skipped)

31. Isthere any other way you used to get to work since you received the information?
1- Yes 2-No (Goto END) 9- Don't Know/refused

32. And how were you getting to work? (Specify )

33. And are you dill getting to work by (INSERT ANSWER TO Q. 32)?
1- Yes 2 - No (Skipto Q.34) 9- Don't Know/refused
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34. About how many days per week are you (INSERT ANSWER TO Q. 32)?
_ 0 (Enter O if question is skipped) (skipped)
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35. About how long have you been (INSERT ANSWER TO Q. 32)?
Days Weeks Months Years

[GO TO END]

36. About how long were you getting to work by (INSERT ANSWER TO Q. 32)?
Days Weeks Months Years

37. About how many days per week were you getting to work by (INSERT ANSWER TO Q. 32)?
_ 0 (Enter O if question is skipped) (skipped)

END Thank you very much for your cooperation in thissurvey. Good night.
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