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1.  Project Overview


The challenge of an school’s alumni association is to remain relevant over time to its cohorts of graduates.  That is, the association needs to provide the benefits in the form of opportunities, networking, social identity, and career support for a varied group of people.  Accordingly, it is important to periodically conduct in-depth research on the membership base, querying members on the association’s performance regarding its successes, areas for improvement, and the development of new services and resources.  


This survey research project must meet the following goals:
· Identify whether the US Air Force Academy Association of Graduates (AOG) is meeting needs of graduates

· Ascertain the value of member benefits

· Identify new benefit areas not yet provided

· Provide insight to develop and implement targeted recruiting and retention efforts.  

Using a combination of qualitative and quantitative approaches, this survey research employs best practices methodology in both data collection techniques and data analysis.  Data collection includes qualitative interviews in the form of focus groups (of if budget does not allow, then in-depth telephone interviews), followed by a web-based survey research method of those with email addresses, and telephone interview for those without.  Analysis goes far beyond reporting of results.  Using social psychology and other behavioral theoretical guidelines, our interpretation explains member motivations and decisions, leading to strategies and techniques for associational development.  A combination of statistical methods will be used, depending on the kind of analysis required.  Open-ended comments will be coded and analyzed for patterns. 

The results will include clear recommendations regarding improvements, marketing strategies, additional offers, and more.  


TechSociety Research consultants are highly trained in research methodology, from data collection to analysis.  TSR’s Principal, Dr. Leora Lawton, also has strong background in membership-based organizations, making us ideally suited for this project.   

2. Survey Research Tasks: 
Design, Data Collection, Analysis, and Reports & Briefings

This section presents the overall design and deliverables to be provided in this study.

A.  Survey Research Design

We see this study as being an artful combination of three kinds of studies:  needs assessment, member satisfaction, and brand marketing.  


The needs assessment portion means brainstorming with the membership on services and resources that are not yet being offered, and helping AOG refine its vision.  The correct design for needs assessment is a qualitative portion to unearth ideas, followed by a quantitative survey to test the attractiveness to the membership at large (and therefore whether it is worthwhile for AOG to invest its own resources).  Member satisfaction can be done with a quantitative survey alone, but as long as a qualitative component is already appropriate, additional insight into the manner of wording and topic areas for the satisfaction survey can be gleaned.  Brand marketing also can be done with only a quantitative survey, but again, it is always ideal to have a qualitative component to better inform the quantitative portion.  


The goals of this study require a multi-mode methodology for its research design.  It is recommended to begin a unique survey research design with a qualitative portion.  Also, a needs assessment study is also well-served through qualitative input.
B.  Data Collection

We recommend that the qualitative portion be conducted using focus groups if budget, timing and logistics allow for it.  The advantage of focus groups, in addition to the value of face-to-face interaction, is the brainstorming that can best arise in the context of a discussion.  However, in-depth semi-structured phone interviews can also be very effective, and they are more efficient with resources.  

The quantitative portion can be carried out in a variety of ways. There are likely to be differences between members for whom email addresses exist compared to those members who have not provided them, and these differences are likely to have an impact on how these members respond to the survey topics, for example, in evaluating existing benefits.  We therefore suggest a mixed mode of a web-based survey and a postal mailed survey.  The time frame allows for the latter.  


The sample frame is going to be one of the central dynamics of this study.  For the quantitative portion, we recommend a sample of Members, Non-Members and Associates, such that each group will have at least 370 respondents and a total of at least 1,100 respondents.  In this way we will have statistical robustness, and credible margins of error for each subgroup.  We will also be able to weight the sample, if desired, to create calculations for any cost-benefit calculations for new benefit development.  


Response rates are a bit unpredictable these days:  between spam, privacy issues, busy lives and other factors, survey response rates in all survey media have been declining for several years.  Getting higher response rates means investing in time and money in techniques for getting respondent attention and commitment.  An advance letter from your organization, incentives, considerately timed reminders, etc., all serve to increase response.  Above all, a well-written survey is critical.  At the lower end one should get at least 20% for web survey, and yet 60% to 70% is not unreasonable when done correctly.  


Data collection will be discussed in greater detail in Sections 3 and 4
C.  Analysis


Analysis for the qualitative portion will be a form of text analysis where the verbatim transcripts are examined for patterns, phrases, and key words that present a rich picture of answers for the research questions.  Ideas will be sorted by the kind of respondent (current, past or non-member of AOG).  In addition to presenting these results as part of the reports (see below), we will also then develop quantitative questionnaire items to be used in the survey research.  

The quantitative analysis is more complex.  The process is as follows:  First, the data are prepared for analysis.  The mailed surveys undergo double-key data entry. Both the web survey and the mailed data sets are provided in the form of an SPSS formatted system file, and also as an ASCII or .CSV file, with a variable code to indicate data collection methodology source.  Data are then cleaned for outliers and missing data, and any necessary categories or recodings are then created.  These new variables include dummy or categorical variables (e.g., for race or occupation), or collapsed groups for income, years in service, etc.  


We will then prepare what is known as a banner report, which is a set of crosstabulations of the means and percentages of all variables in the survey by member categories or segments.  We will work with the AOG project manager to determine the most helpful categories.  In addition, multiple regression techniques (OLS and logistic) will be employed to predictors (drivers) of satisfaction, membership choice, and brand strength.  

It is always worthwhile to clarify one’s terminology:  by ‘analysis’ we mean the combination of statistical (or text) manipulations plus the interpretation of these results into well-founded statements about behavioral mechanisms, decision-making processes, and most importantly, recommendations for plans of action following the close of the study.

D.  Reports & Briefings


From these statistical calculations, we will then prepare a set of tables, charts and figures, with illuminating member verbatim statements, serving to bring the results to life.  These will incorporated in the body of the report.   The tabulations and statistical modeling will be used as a foundation to understand member needs and preferences, to make recommendations for methods to increase retention and new membership enrollment, and also to provide guidelines into the development of new services and offerings.  The analysis will also give guidance to appropriate targeted marketing messages, website development efforts, and 


The format of the report will be either a PowerPoint presentation, or a MS Word document, depending upon the preferences of AOG.  We also recommend an on-site presentation of the study findings, in a seminar-style discussion in order to facilitate a full appreciation and understanding of the analysis.  The contents will be (subject to AOG requirements): 

Executive Summary (Objectives, Method, Key Results, Key Recommendations)


Results of the Qualitative Interviews


Results of the Quantitative Survey



Benefit Values and Satisfaction



Recommendations for new benefits



Reasons for being a member



Brand image and strength of AOG


Detailed Conclusions and Recommendations


Appendices



Methodological notes



Qualitative Guide and Survey Instrument


AOG will also receive periodic reports on project status, and a set of preliminary findings following the qualitative data collection portion.  A summary of quantitative results will be provided in advance of the full report.  

3.  Data Collection Plan


Our suggested plan for data collection covers both the qualitative and quantitative portion. We suggest several alternatives, depending on AOG’s budget requirements.  
A.  Qualitative:


1.  Focus Groups:  We recommend sets of focus groups.  Ideally, it’s best to have a pair of focus groups for each target since there is often substantial intergroup difference in group discussions in terms of specifics and quality of topics discussed.  There are three distinct categories:  Members, Non-Members, and Associates.  Thus we recommend 3 sets of focus groups, for a total of six groups.  It may be advantageous to have geographic differences as well, and this factor could easily be incorporated into the design.  


2.  In-Depth Interviews (IDI):  As an alternative to focus groups, we also suggest a plan to accommodate a less well-endowed budget.  With IDIs, we contact at least 6 members of each AOG category and interview them using a semi-structured interview guide, similar to a focus group guide.  Conversations are captured near-verbatim.  As is the case with the focus group moderator, only experienced, well-trained professional interviewers are used to conduct these interviews.  
B.  Quantitative

Once the qualitative component is conducted, we will incorporate the results into the survey instrument, get final survey approval from the AOG Project Manager, and proceed with the quantitative component.

1.  Web-Based Survey:  A web-survey allows respondents to take the survey at their convenience, and they can even take a break and return to it later on if they wish, although our design will enable respondents to finish the survey in about 15 minutes.  Surveys much longer than that result in high drop-off rates.  In addition to close-ended questionnaire items, several open-ended questions will be asked as well in order to probe for additional ideas and feedback.  

2.  The RFP notes that a sizable proportion in all three categories of respondents have not provided an email address.  In some cases they may not have an email address or regular access to the Internet, or may simply not like email.  Because one can hypothesize that those who did not submit an email address will have distinctive views on AOG benefits (e.g., the website offerings), it is worthwhile to find out how many do not use the Internet, and also to gather their opinions using a different mode.  The hard part is that often the effort it takes to get the email address is as costly as doing a phone survey (since most of the phone survey cost is in reaching the respondent,  not the length of the survey per se).  So one solution is to conduct a phone survey of those who have no email address, and the second solution is to conduct a mail survey.  Both have their plusses and minuses.  The main advantage to the phone survey is that it takes less time to collect all the data, and the interviewers can prompt respondents to answer the questions.  A mail survey is similar in appearance often to a web survey (both being visual) and is less intrusive than a telephone survey.  The RFP did not, however, indicate whether there are telephone numbers for respondents. If there are not, we obviously recommend the mailed version.  The timeline for the project allows for it.  
4.  Data Collection Method


In this section each methodology of data collection, including the alternatives, is discussed.


For both forms of qualitative interviewing, a telephone number is of great assistance. If for some reason telephone numbers are not available, we will send out postcards or email inquiries from AOG asking potential participants to contact us if they wish to participate.  


1.  Focus Groups:  TSR partners with RJ Research to conduct focus groups.  We will recruit for each of the three member categories (Full, Associate, Non-member) in either one region or up to 3 regions.  For each group session, up to 12 persons are recruited and 6 to 8 are used.  They will be served food and refreshments appropriate to the time of day (dinner for a 5-7 period, snacks and light beverages for 7:30-9:30).  AOG staff are invited and encouraged to attend any and all focus group sessions, viewing and listening from an adjacent room with one-way glass.  The groups are audiotaped and videotaped.  A telephone list will be necessary to recruit.  Focus group participants typically receive incentives of $50-$200: for AOG members we recommend $125.  

2.  In-Depth Interviews:  Also with RJ Research, we will conduct in-depth interviews with 6-8 respondents in each member category. These semi-structured interviews follow a focus group discussion guide.  Near verbatim transcripts are created.  They are conducted over the phone if possible.  We also recommend an incentive of a $10 gift certificate to a store such as Borders or Starbucks, or just a $10 check.  

3.  Web-based Survey.  Using an established vendor for the web-based survey software, InsightExpress, we will send out invitations to at least 2 times the number of desired completed responses (e.g., 740 invites to get 370 responses).  In addition, we will be prepared to send out additional batches of email invitations should the response rate be low, or addresses invalid (which is particularly prone with the free email accounts such as @yahoo.com).  Reminders are sent after 7-10 days, and if necessary, another 2 weeks after that.  Incentives do help:  we recommend that respondents opt to be entered into a drawing for one of several prizes (e.g., i-pod or year’s membership).  

Finally, it’s not part of this RFP, but you might also consider a pop-up exit survey on the website to measure purpose of visit, satisfaction with the website while usage is fresh, as well as demographics and other characteristics of the visitors.  These are short surveys, with a small invite message that uses carefully crafted invitation using principles of social psychology. These are brief 2 to 4 minute surveys.  We have included this option in the Cost Proposal.  

5.  Research Topics and Sample Questions


Many research organizations feel that questionnaire design is something to be delegated to junior staff.  It’s our opinion that such delegation is unwise:  the foundation of a solid research outcome is the initial design of the plan and of the instrument.  In the Appendix you can find a white paper for guidelines on questionnaire design.  In this white paper, identifying the research question and the model is the starting point.  The objectives of this research have been stated, so what needs to be presented here are issues that need to be queried to get the answers.  We conceptualize the research model as seen in Figure 1, below.  


Joining (or staying in) AOG is a function of the benefits of membership; that is, one must be aware of the benefits, value them, use them, and be satisfied with them.   Costs of membership and the cost to utilize benefits are also important to consider.  And of course, member characteristics will play into the importance and satisfaction of the current benefits.  

The importance-satisfaction questions allow for a gap analysis, which is, identifying the gaps between importance of a benefit and the satisfaction with it (given usage).  If a feature is very important but low satisfaction, it is targeted for improvement.  If it’s low importance and low satisfaction, it should be dropped, and if it’s low importance and high satisfaction it can be kept if the cost of offering it is low.  High importance and high satisfaction in a feature is a key marketing message of the value of benefits.  

A full questionnaire development is the core competence of our business and therefore we are reluctant to provide this level of consulting at the proposal stage.  Questionnaires are creative essays that use scientifically validated best practice design methods.  A well-designed questionnaire sets up the analysis plan after data collection.  Indeed, sample questions are not simple. Consider that we have four possible membership groups:  Current, Former, Never, and Associate.  We will assume here that we will send one survey to all and have them confirm their member relationship and provide skip logic so that they answer only relevant questions.  An alternative is to send out several instruments, with different variations, and merge the data sets.  Each has its merits.  Nevertheless, an outline is presented below, and following that are some sample suggested question types.  

· Member Benefits Satisfaction and Importance of:

· Website (specific features to be included)

· Activities & Events (reunions, etc.)

· Career Support

· Cadet support

· Mentoring

· Publications

· Networking opportunities

· And so forth…

· Website usage

· Value of membership

· Reasons for not being a member

· Use of and Awareness of member benefits

· Membership cost

· Reasons for not attending events

· Reasons for not being a member (or dropping membership)

· Characteristics:

· Demographics (age, sex, career status, geographic residence, marital status, etc.)
· Behavior vis a vis AOG (years, participation level)

Thank you for taking the AOG survey. You opinions are essential in providing us the information we need to constantly improve our service to you and all USAFA graduates and their families and associates.  All of your answers will be kept confidential and used only for research purposes.  
1.  First, please confirm what kind of membership you have with AOG.

_ Regular member (graduate of academy)

_ Associate member (not graduate of academy)

_ Former regular member [skip to Q3]

_ Former associate member [skip to Q3]

_ I have never been a member [skip to Q3]
2.  How many years have you been a member of AOG?


_ Less than 1 year


_ 1 to less than 3 years


_ 3 to less than 5 years


_ 5 to less than 10 years


_ 10 or more years

[Go to Q4]

3.  Please tell us the primary reason why you are not a member of AOG.


_ No time


_ Career change


_ Membership dues too high


_ Benefits not valuable to me.


_ Other: ____________________________


(other values to be supplied following the qualitative phase]

<Note: website questions indicate sources of benefit awareness and level of interaction with AOG>
4. Have you ever visited the AOG website, www.aogusafa.org? 


_ Yes


_ No [skip to Q7]

_ Not sure or don’t remember [skip to Q7]
5.  How frequently do you visit the AOG website?


_ Daily


_ Several times per week


_ Several times per month


_ Once a month


_ A few times a year or less

6.  What are your reasons for visiting the AOG website?  Check all that apply.

_ Find out about events

_ Learn about benefits


_ Make a purchase from the online store


_ Use the online directory


_ Use the member discussion forum

_ Just browsing

_ Other: ________________


(Other values to be supplied following qualitative phase)  
6.  Realistic and Detailed Time-Line


We have presented below a timeline that finishes before the July 1 deadline but also allows for flexibility to AOG requirements along the way.  

	TASK
	DATE

	Contract Signed
	December 2005

	Project begins
	January 2, 2006

	Kick-off meeting by teleconference
	January 3, 2006

	AOG sends any supporting materials as a result of kick-off meeting
	January 10, 2006

	Qualitative interview guide draft to AOG
	January 17

	Dates scheduled for focus group, locations finalized, begin recruitment
	January 20

	Interview guide back to TSR
	January 24

	Interview guide finalized
	January 31

	Draft of preliminary quantitative survey instrument to AOG
	February 6

	Focus groups 
	February 13-17

	Qualitative analysis sent to AOG
	March 3

	Qualitative results incorporated into quantitative survey instrument: sent to AOG for review
	March 10

	Survey instrument finalized: programmed into web software
	March 17

	Email invitations to survey sent
	March 22

	Telephone survey programmed, interviewers trained
	March 22

	Telephone data collection commences
	March 23

	Data collection terminates, summary results sent to AOG
	April 15

	First version of report sent to AOG
	May 7

	1st round of revisions
	May 14

	On-site presentation 
	June 4

	Final report sent
	June 11



Note:  delays by AOG in reviewing draft instruments or reports, or delivering necessary documents or databases, may require a modification to this time-line.  
7.  Institutional/Personal Experience & Track Record


In addition to the background in survey research, analysis and marketing consulting, TechSociety’s founder and senior consultant, Leora Lawton, has also served on the Boards of several professional associations; most recently as Treasurer and Executive Officer of the Society for Applied Sociology, but also as Councilmember, Chair and now Secretary of the Sociological Practice section of the American Sociological Association.  She is also a member of two alumni associations (Brown University and the University of California).  As such, she is keenly aware of the need to constantly attend to the needs of membership and to seek out new and innovative ways to enhance membership growth.  She has designed strategies and programs to enhance awareness and effectiveness of these organizations.  And, as a consultant to the Internet industry, Dr. Lawton’s expertise will be invaluable to understanding the increasingly central role of a website for a association’s member relations. 
TechSociety Research is located in Berkeley, CA and minutes away from the educational resources of a world-class university, TSR provides custom research, from social science to consumer behavior.  Research services offered include project design, sampling plans, sample frame acquisition, questionnaire design, data collection (qualitative and quantitative), statistical and text analysis, and presentations (written and oral).  Results are used by organizations seeking to provide better services or products to their constituency, by social service agencies, and by policy designers.  


During its 7 years in business, TSR has conducted numerous studies that involve either quantitative data analysis, qualitative one-on-one interviews, and focus groups.  The methodology is always chosen to suit the research objective, within the budget and time frame allowed.  TSR principal, Dr. Leora Lawton, has  Ph.D. in sociology and demography from Brown University, and is exceptionally well qualified to provide a full suite of research services.

Leora Lawton, Ph.D., Founder of TechSociety Research, has over 20 years of experience in questionnaire design, research methodologies (including the Internet), and data analysis.  Her area of expertise is parent-child relationships (particularly as a function of divorce), with a strong background in social psychology, and drug cultures and deviance.  In addition to an extensive background in demographic and social research, she also has 10 years experience in business research for the high-tech industry (including telecommunications and the Internet), with a focus on customer satisfaction, workplace issues, product concept tests, and marketing strategies. 

As a result of this varied career path, Dr. Lawton has honed her methodological skills, emphasizing study and questionnaire design for a variety of data collection methods, including telephone, mail, internet, face-to-face and telephone interviewing. She has conducted focus groups with professionals as well as residential consumers, evaluated and redesigned websites for ease of use and effectiveness, conducted participant observation online, and one-on-one interviews with executives.  As a director of research, she has managed research teams, identified vendors, and coordinated complex projects.  

8.  Demonstrated Capacity


Below are a few studies which demonstrate recent experience in associational studies, as well as research about and using the Internet, and qualitative work.  
Applied Sociologist Consultant’s Survey

American Sociological Association (2005)

Reviewed a survey to the non-academic membership base of the ASA and authored a component specifically for applied sociologists who work as consultants.  Also advised on sampling strategy, data collection methods.  

Decision to Enroll in a Graduate Program

Alliant International University (2005)

Working with Admissions Office, Registrar’s Office and the Program Director to understand why people choose to enroll, or do not.  Designing survey, using a web-based methodology to collect the data, and preparing a report to advise AIU how to better target and market to potential students.  

Great Places to Work: Employee Satisfaction and Employer Perceptions

The Washingtonian (2005)

Designed an employer survey and an employee survey to help the magazine, The Washingtonian, decide criteria for the 50 Great Places to Work in Washington DC article (forthcoming, November 2005).  Fielded two internet surveys, provided multivariate statistical analysis, dataset merging and manipulation, and a set of criteria for identifying a great place. 

Evaluation of Remote Thermostat Control Website

Southern California Edison (2004) and Freeman, Sullivan, & Co.

Conducted telephone survey and also exit web survey to evaluate business customer use and satisfaction with website, and marketing campaign to introduce them to the website, where they could program and control their facility thermostat remotely.  Results will be used for energy efficiency and load management programs throughout the utility. 

Online Billing Study

A large electric utility (2003) and Freeman, Sullivan, & Co.

Conducted qualitative and quantitative phone survey to gauge barriers and motivations for business customers to receive bills online instead of paper bills sent by mail.  Results assisted the product marketing and online services departments in understanding how to approach customers for the change in services, and product feature requirements for the online service.

Purchase/Non-Purchase Study

21st Century Insurance (2002) and Informative, Inc. 
21st Century was interested in understanding why many people going through the quote process online did not continue to purchase insurance.  Using a pop-up exit survey, we interviewed both purchases and non-purchasers, and were able to discern the consumer behavior that led up to a purchase decision (repeated visits, meaning the need to easily save and retrieve the quote was imperative), and also the need to have the newest car models available no later than October, requiring internal process re-engineering.  

APPENDICES
A. Resumes of Key Project Team Members

LEORA E. LAWTON, Ph.D.

Principal, TechSociety Research

_________________________________________________________________________________________________

FIELDS OF SPECIALIZATION:
· Business and marketing research and consulting (customer requirements, satisfaction & loyalty, website evaluations, e-commerce), product development marketing and strategy.

· Survey methodology:  research and questionnaire design for telephone, mail, internet and other quantitative and qualitative data collection.

· Consumer behavior – applied sociology (using demography, family sociology, and social psychology to understand both consumer behavior and choice, as well as business and workplace relationships). 

· Family sociology, lifestyles, leisure, aging, demography 

EDUCATION:

Ph.D.
Brown University, Providence, Rhode Island.  Sociology, 1991.

M.A.
Hebrew University of Jerusalem, Israel.  Demography, 1985.

A.B.
University of California, Berkeley, California.  Economics, 1978.

CURRENT ROLES:

Principal, TechSociety Research.  Berkeley, CA  Custom social science and consumer behavior research projects, qualitative and quantitative. (Since 1997).

Consulting Vice-President of Research, FactorTG, San Francisco, CA, 94105.  Developing innovative proprietary models of analytics for advertising campaign impact, attitudinal brand segmentations, and other strategic marketing tools, for redefined business offering. 

Online Community Governor:  Appointed governor of an online community; Created, implemented, and continually enforce Code of Ethics.

Adjunct Professor.  Alliant International University, San Francisco, CA.  Teaching graduate seminar in research design, measurement and statistics.  

President and CEO, Eastbayshore Eruv Corporation, Berkeley, CA.  Co-founder of a non-profit dedicated to expanding services to Berkeley and Albany’s Jewish community. 

PROFESSIONAL HISTORY: 

2005

Acting Executive Officer, Society for Applied Sociology, Berkeley, CA.  Responsible for financial records, tax-filing, membership operations, publications and other aspects of association operations.

2002-2004  Director of Consumer and Demographic Research.  Freeman, Sullivan & Co., 100 Spear Street, Suite 1700, San Francisco, CA 94105.  Responsible for development for new business unit, product marketing and marketing communications, consulting, analyses, and managing a research staff, as well as many of the responsibilities below.  Successfully developed a business unit for energy utility consulting.  

2000-2002  Director of Research.  Informative, Inc. 2000 Sierra Point Parkway Suite 300.  Brisbane, CA 94005.  Managed team of researchers, provide consulting to e-business customers regarding their website development, product development, customer and employee satisfaction, brand awareness and other endeavors.  Designed and implemented delivery processes by coordinating efforts of sales, project management and research organizations, developing optimal pricing policies, time management and billable hours tracking for process optimization.  Implemented production processes for great cost efficiencies, training of staff, develop product strategies, marketing communications collateral, presentations, support account executives in developing and signing clients and more.  Worked with senior management in developing core competencies of our company, and integrating them with other constituencies.  

1999-2000  Senior Research Consultant.  Prognostics.  900 Hansen Way, Palo Alto, CA  (650) 812-3900.  Provide research expertise to internal and external clients regarding customer satisfaction and loyalty for IT and other technology companies.  Developed and provided staff training, developed new research products, research design and custom analysis; also assisted account executives in sales presentations and proposals.

1997  Market Consultant, Technology Forecasters, Inc.  Alameda, CA.  Designed, developed and conducted business-to-business market research in the high tech industry.  Wrote and presented proposals, managed projects, supervised junior analysts and administrative staff.  

1996  Customer satisfaction lead consultant.  Bellcore, Piscataway, NJ.  Authored questionnaires, prepared, manipulated and analyzed quantitative data on customer satisfaction issues for telecommunications companies (baby bells).  Written reports.   Benchmarked business processes (purchasing, planning & engineering) through qualitative semi-structured interviews.  Wrote proposal for benchmarking cellular phone companies.

1994-1995  Consumer Behavior and New Products Analyst.   Bellcore, Morristown, NJ.  (I) Conducted research about social aspects of technology (use, needs and motivations) in order to inform engineers and create better markets, including questionnaire design, program evaluation, proposal writing, writing of technical memoranda.  Quantitative and qualitative research methodology.  Developed new conceptual models for Internet use.  (II)  Conducted evaluation research for 3-year project on introducing Internet technology and curriculum into K-12 classrooms in New Jersey, collaborated with Educational Testing Services and the Stevens Institute of Technology.  (III)  Studied attitudes towards security and risk issues in Internet and other forms of electronic commerce.  Analyzed game and social behavior on-line through use of on-line participant observation and qualitative interviews. 

1980-1986  Assistant Director.  California State University, One Year Abroad program.  Hebrew University of Jerusalem, Israel.  Managed transcripts, advised students, acted as liaison between university administrations and students, organized activities, bookkeeping.

1977-1978  Research Assistant.  Market Insight, Emeryville, CA.  Compiled and analyzed census tract data. Wrote analyses of savings & loans for government approval for branching.

SELECTED PUBLICATIONS:

Lawton, L., Sullivan, M., Van Liere, K, & Eto, J.  (2004).  A framework and review of customer outage costs: Integration and analysis of electric utility outage cost surveys.  Prepared for the Energy Storage Program, Office of Electric Transmission and Distribution, U.S. Department of Energy.  LBNL-54365.  

Lawton, L. & Bures, R.  (2001).  Parental divorce and the switching of religious Identity. Journal for the Scientific Study of Religion, 99-111.

Lawton, Leora.  Determine your need for software vs. ASP.  Marketing News, p. 19, 22.  2002.

Lawton, L.  (1998).  Year 2000 and the electronics manufacturing services industry:  Ready or not. Circuits Assembly, December. 

Lawton, L.  (1997). Partnerships:  The new shape of the global telecommunications market.  Circuits Assembly, October.

SELECTED CONFERENCE AND TRADE SHOW PRESENTATIONS:

2004:  Lawton, Leora.  Invited methodological workshop facilitator on “Consumer Behavior Research.”  Annual meeting of the American Sociology Association, San Francisco, CA, August.

2004:  Lawton, Leora.  Invited panel discussant on a paper session, Public Opinion Research in the Energy Industry. Presented at the annual meeting of AAPOR, Phoenix, NM.

1997
Lawton, L.  Leisure on-line: a study of social behavior in an IRC game-playing environment.  Presented at the annual meeting of the Society for Applied Sociology, Oak Brook, IL.

COMPUTER APPLICATIONS:

APPLICATIONS:  Microsoft Office 2000, SAS, SPSS, HTML, and others.

OPERATING SYSTEMS: DOS, Windows 2000, NT, 98; CMS; Unix (emacs, pico); Macintosh

TRAINING:

Survey Sampling, May 2003.  American Association of Public Opinion Research

Human Research Subjects Training, Society for Applied Sociology, October 2002.  

Wilson Training in Sales, June, 2001.

Participant in the Center for Advancement of Teaching, a workshop on teaching skills, 1988. 

AFFILIATIONS:

American Sociological Association (Councilmember 2000-2003 Section on Sociological Practice, Chair, 2003-2004, Secretary, 2005-2007)

Society for Applied Sociology (Treasurer, 2003-2005)

American Association of Public Opinion Research

B.  Resumes or Description of Business Partners

Robert Pellegrini, Focus Group Moderator, RJ Research.  Mr. Pellegrini has been a marketing research practitioner for over 30 years working for a number of Fortune and consumer packaged goods corporations—Quaker Oats, Brown & Williamson Corp., McKesson Corporation and as senior partner with R J Research. In the latter position, Bob has worked with over 300 firms which covers a broad base of product and service category experience. Bob has 20 plus years of moderating which includes focus groups, mini-groups, IDI’s, Dyads and Triads. He has conducted well over 3000 sessions during his career. He has taught full-time for several years at Valparaiso University’s College of Business teaching all of the marketing courses (Principals, Marketing Management, Marketing Research, Advertising, Retailing, Consumer Behavior, Honors). Bob holds marketing degrees from St. Joseph’s College and Northern Illinois University.

He will manage process and actualization of focus groups, and participate in the design with TSR.
C.  Letters of Commitment from Business Partners

Date: Tue, 1 Nov 2005 14:17:27 -0800

From: R J Research <rjr@sonic.net>

To: 'Leora Lawton' <lawton@techsociety.com>

Subject: RE: Request for Proposal - Alumni Survey (fwd)

Hi Leora:

I would be interested in helping you...costs identified from the <previous study> would be fine for this project...Going with 6 groups/3 markets is probably the safest, opting for 4/2 may suffice especially if budgets are tight.

Thanks for considering us,

Bob Pellegrini

D.  List of Professional References or Contacts

TechSociety Research

Margaret Coles

SVP Customer Insights

FactorTG

601 Montgomery Street, Suite 810
San Francisco, CA 94111
Tel: 415.362.0400
Margaret.coles@factortg.com



Sandra Fox, President


HighTech Business Decisions

346 Rheem Blvd. Suite 208 

Moraga CA 94556 

(925) 631-0920 tel 


info@HighTechDecisions.com

Mark Martinez

Manager, Program Development

Tariff Programs & Services

Southern California Edison

2244 Walnut Grove Ave, Quad 1A

Rosemead, CA 91770

626.302.8643 office 

Mark.S.Martinez@sce.com

RJR Research: Bob Pellegrini (Focus Groups)

Ann Garbarino, Charles Schwab, 415 667 2454

Greg Wyman, B. Smith Enterprises, 404 521 2802

Molly Rosso, Carlson Marketing.  415 844 2350

Ginny Watson, Charles Schwab, 415 667 3308

E. Sample Executive Summary from Previous Project

Lawton, L., Sullivan, M., Van Liere, K, & Eto, J.  (2004).  A framework and review of customer outage costs: Integration and analysis of electric utility outage cost surveys.  Prepared for the Energy Storage Program, Office of Electric Transmission and Distribution, U.S. Department of Energy.  LBNL-54365.  

Executive Summary

Ensuring reliability has and will continue to be a priority for electricity industry restructuring. Indeed, the recent blackout in the Northeast highlights the significant public and private interest in electricity reliability. A key aspect of having electricity available on-demand, whether it is to individual households or large industrial complexes, is the fact that outages – brief or extended – interrupt essential as well as discretionary use of appliances, motors, electronics and other devices for which electricity is the primary, if not the only, source of energy. 

Ensuring reliability, however, is a complex and multi-faceted problem that necessarily involves actions taken by both public and private decision makers. Strategies to provide reliable service are numerous, and some carry hefty price tags. Overbuilding the entire electricity delivery system to reach a standard of reliability that costs more than consumers are willing to pay or under-building the system that leads to more outages than customers are willing to bear are both sub-optimal strategies. It is, therefore, important to understand what reliability costs consumers as well as how much they are willing to pay for reliability, so that appropriate public and private investments and operating decisions can be undertaken. 

Over the last 20 years, there have been numerous efforts to quantify the value of reliability as a basis for both public policy and private investment and operating decisions. These efforts, undertaken primarily by electric utilities seeking to better understand the value of electric service (VOS) by conducting customer interruption or outage cost studies, are expensive. Consequently, only a few studies have been conducted and, individually, they are of limited usefulness for understanding the value of reliability for consumers in other regions or under different outage scenarios. The solution taken by this study is to combine findings from available outage studies into a meta-dataset and extract findings that increase the availability and applicability of findings beyond the scope of the original studies. Merging findings from individual studies and extrapolating to develop new finding in this manner is facilitated by the fact that the data were originally collected using a common methodology, which is documented in Sullivan and Keane’s (1995) Outage Cost Estimation.

Methodology 

The process to acquire, standardize, and merge the various datasets was straightforward. Ten of the twelve companies that had conducted VOS studies during the past two decades were contacted. Eight agreed to participate. Data files, questionnaires and codebooks were obtained; the data were then standardized and merged together. Dollar values were standardized by adjusting them to 2002 dollars using the Consumer Price Index. Altogether, 24 independent datasets were merged into three meta-datasets: one each for data collected from large commercial and industrial (C&I), small-medium C&I, and residential customers. These studies comprised 13 years of experience, using a variety of outage scenarios, and covering large portions of the United States (but not including the Northeast or much of the north-central Midwest). Each dataset included the key dependent variables of outage cost per event for the C&I customers, and willingness to pay measures per event for the residential data. Other explanatory factors, such as SIC code, firm size, and type of housing, were also included. Statistical power was enhanced by organizing the data such that each scenario in a survey was vii treated as a single record: If, for example, one respondent provided input about 3 different outage cost scenarios, the final data set included 3 records for this respondent instead of one. 

Results 

Results were developed in two basic formats: (1) summary (bivariate analysis) tables for various scenario factors and customer characteristics for an outage of one hour, and (2) customer damage functions using multiple regression (Tobit) models for estimating outage costs while controlling for all factors simultaneously. The Tobit models predict that the average cost experienced by an “average” customer for a single summer afternoon outage of one hour is approximately $3 for residential, $1,200 for small-medium commercial and industrial, and $82,000 for large commercial and industrial. The outage costs increase substantially, but not linearly, as the outage duration increases from one to eight hours. Outage costs are generally higher in the winter than in the summer for an outage of a given duration or time of day. The Tobit models also reveal important differences in outage costs across regions, time of day, customer size, and business type.

Use of the data is subject to important caveats. The most important of these is collinearity, which means that the findings are inextricably linked to aspects of the original studies from which they were derived and that, therefore, the extrapolations cannot be fully supported on statistical grounds. In addition, as noted earlier, data on the Northeast and some areas of the Midwest were not available for inclusion in this initial study. Finally, the original studies were not identical in every respect; all variables were not collected consistently by each study.

Conclusions and Recommendations 

The principal contribution of this project has been the development of statistical models that can be used to estimate outage costs for large C&I, small-medium C&I, and residential customers. These models can be applied to estimate outage costs for representative customers in different geographic regions for a variety of outage scenarios. Utility planners, for example, can use the results to estimate outage costs for particular customer classes (or mixes of customer in different classes) representative of their service territory’s customer base. They can, thereby, improve generation, transmission and distribution planning processes compared to processes that do not consider the economic value of reliability to consumers.

This study is an initial effort to improve the public availability of information on the economic value of reliability. More work is needed to improve the quality and coverage of this critically important information. In particular, to address some of the limitations in the current data, we recommend the following:

1. Encourage all U.S. utilities that have conducted surveys on the economic costs of outages to their customers to contribute these data and thereby enhance the coverage and usefulness of these data on a national scale

2. Support future utility efforts to collect additional information on the value of electricity reliability toward ensuring that ultimately these data also contribute to improving the viii availability of this type of information on a national basis (e.g., use consistent methodology for survey design and sampling).

3. Where necessary, in order to address existing gaps in available data, lead efforts to conduct additional surveys on topics of high priority (e.g., collect new data in areas of the country or on other reliability issues not currently well-represented in existing data collection efforts or on other reliability topics. 
F.  Designing a Questionnaire for Survey Research

by Leora Lawton, Ph.D.

Principal, TechSociety Research

It is a sad state of research that many questionnaires are designed by people lacking formal training in survey research and questionnaire design, and yet the design of the research is the most essential ingredient for ensuring the quality and usability of the data after the money has been spent to collect the data.  There are numerous excellent texts available – the guru of questionnaire design is Don Dillman.  Even his 1978 text is still the best starting place.  If you are serious about learning this highly important skill, take the time to read Dillman and others.  

In the meantime, the following guidelines will help you evaluate your questionnaire for quality.  Designing the survey with an understanding of the analysis you will conduct with the data is critical.  While this white paper was written with an internet survey in mind, the principles apply to mail, telephone and face-to-face surveys as well.

Part 1:  Research Plan

The steps below outline the process of designing research.  
Research Design Process

1. Identify the goals clearly (these will be outcome variables).  

Below are some examples:

a.
Interest in online purchase of products or services

b.
Need for support capabilities for purchases of products or services

c.
Price points/thresholds of products

d.
Success factors behind a social service program

2.  
Next, identify drivers or contributing factors for those outcomes.  The drivers below relate to the examples above.

a. 
Current practices and weaknesses therein (e.g., offline/online; how much mechanized, communication capabilities)

b. 
Barriers to switch to signing up for an online capability

c.
Kind of business/customer base; purchase/evaluation authority role, job responsibility in organization (firmographics)

3.  
Write questions that clearly actualize/measure the above issues. 

KEY:  Make sure that you know what you are going to do with the answers.  If the mean of something is 4.5 (or top 2 box is 75%), or the percentage of respondents is 65% yes, then what will that tell you to do?  If you can't act on an answer (e.g., craft marketing message, identify area of website for improvement, instruct product development team), then the question is worthless at best.

Part 2:  Designing the Questionnaire


The goal in questionnaire design is to collect the most accurate and actionable data possible.  Three overall pointers to keep in mind are:

· Be unambiguous with regards to meaning of each questionnaire item;

· Minimize respondent burden;

· Ask the questions that will give you the answers you need at the analysis stage.

The steps below outline the overall structure of a survey instrument.

1. Start off with interesting, but easy questions.

2. Put more difficult questions (e.g., grids for rating pain points) in the middle.

3. Firmographics/demographics almost ALWAYS go at the end of the survey.

4. Limit the number of open ends (e.g., 'what kinds of business challenges do you have') to no more than 3.  

5. Organize the survey by topics, so the respondent is following a logical flow of thought.   (This organization also helps your analysis of the data after data are collected.)

6. Keep the language succinct and clear: if you can say it in 5 words instead of 7, do so.

7. Don't just start writing questionnaire items.  Start with the model (#1-3 above) and then work backward. 

Do you have an incentive?  In general, providing an incentive boosts the willingness to respond and indicates respect for the respondents’ time.  Not all studies need incentives. The requirement to provide incentives depends on the topic of the survey, method of fielding (phone, mail, internet, etc.), population surveyed, etc.  

Part 3:  A Checklist for Questionnaire Design Quality

Go through your survey once for each criteria for best results.  This list is not exhaustive but covers most of the issues likely to arise.  

	Checked
	Questionnaire Design Criteria
	Explanation/Example

	
	Intro text language is polite and helpful (altruistic appeal, incentive, privacy, thanks -- for pop-up message).
	Intro: Thank you for taking our short survey.  Your input will help us improve our services to you. 

Pop-up invite: “<Company> needs your feedback so we can ensure high quality service to you.  Also, for every completed survey we’ll donate $2 to the charity of your choice.  Would you like to take our survey?”

	
	Screeners and skips direct the correct people.
	This step usually requires a separate pass through the survey.

	
	Logic of order:  Demographic questions at the end, skips logical, starts off with easy to answer, interesting questions about the topic of the survey, puts difficult/core questions in middle, then easier topical questions, and then finally demographics or firmographic.  
	Help the respondent along by priming his/her mind, getting to the core of the survey, and then ease the respondent out with easier questions.  Demographic questions should be at the end unless they are screeners.

	
	Scales:  Balanced, consistently run in one direction make sense, values correct.
	A common error is to have overlapping ranges (e.g., in length of use: 1-2 months, 2-4 months – should be ‘1-2 months, 3-4 months…’

	
	Language:  clear syntax, unambiguous meaning, not wordy.
	It’s good to have someone read the survey that did not write it.


	
	Objectives and Audience of survey clear and appropriate for fielding methodology
	When the objectives are not clear, the data will be fuzzy, too.  

	
	Ranking questions not too long (up to 5 ranks allowed)
	People can’t really distinguish beyond 5 or 6 levels. 

	
	Matrices not too long (up to 8 items in one matrix)
	We also recommend shorter 5-point scales rather than 10 point scales, unless you will be using the results for factor analyses.  Also, consider a 3 point ‘Very, Somewhat, Not at all’ construct.

	
	No over-reliance on open-ends; objective of open-end clear.
	Don’t ask  ‘what did you think about the concept’ but something more focused, such as, ‘what kind of use could you have for a product with this concept’ (or whatever it is that you really want to know)

	
	Survey not overly long or burdensome.
	Pop-ups should be completed in 1 to 3 minutes for best response, and surveys with an email invite should be under 10 minutes.  It’s in Internet time, and therefore long surveys may be best divided into two.

	
	Completeness of dimensions of subject matter (e.g., in customer satisfaction study, are all dimensions of customer satisfaction addressed?)
	Forgetting questions happens to the best of us, but a careful outline of objectives, and then a model of key drivers of your outcome (e.g., interest in a product) can avoid most omissions.

	
	Values for answers:  mutually exclusive where ‘select one’, is not overlapping values or missing categories.
	If you aren’t sure of all the possible categories, at least leave an ‘other, please specify’.  

	
	No ‘double-barreled’ questions (that ask about two things in one question)
	An example of a double-barreled question would be “how important are money and prestige to you?”  (because money might be important but prestige not).

	
	No redundant or very similar questions
	For example, asking ‘what is your age’ and ‘what year were you born?’  

	
	Format of question is appropriate for question type.  
	For example, using a ‘select one’ when you really need a ‘select all that apply’.

	
	Ensure that subjective values aren’t used where objective values are appropriate.
	Where the scale is ‘A lot, frequently, not too often, rarely’ instead of ‘daily, at least once/week, 2-3 times/month, 1/month or less’
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