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Fearless Evaluation

Fearless evaluation provides credibility to programs and media that are developed to
increase resource knowledge, instill emotion, or to inspire action. Evaluation makes the
interpreter accountable and responsible for the visitors’ experience.

What Is Evaluation?

¢ A mechanism that helps an interpreter to understand visitor knowledge,
vocabulary, misconceptions, and preferred learning styles.

¢ Atool that keeps the interpreter informed about visitor understanding and
experiences during the planning, design, and building stages of a project.

e A measure of the success of the program or media. Because the process is
used to measure outcomes rather than outputs, it is often called Outcomes
Based Evaluation (OBE).

What Are the Benefits of Evaluation?

Using evaluation throughout the program and media development process:
e Saves time and money.
e Contributes to the experience’s effectiveness.
e Helps to achieve message goals.
e Advises managers and granting organizations that the interpreter is serious
about making sure that their money is well spent.
e Gives measurable credibility to agency assertions.

What Do I Need To Know?

e Before beginning to develop a program or media: what does my audience know,
what don't they know, what vocabulary do they use, what information do they
have wrong, what information do they have right, how do they want to get new
information, do they even care about the topic?

¢ While developing the program or media: what parts of the piece work, what
doesn’t work, what can be changed or modified, what are the results after the
changes have been made?

o After the program has been presented or the media has been installed: What
knowledge and emotion does my audience take away from the experience?

Keys to . ;
Succes % Know what information you want to gather.

( ~at Know what you want to improve.
"

MPR Museum Consulting Page 3



Evaluation Basics

There are 5 types of evaluation: Front End, Formative, Remedial 1, Summative, and
Remedial 2. This can get confusing because Remedial Evaluation is sometimes not
included, and sometimes both types of Remedial Evaluation are considered to be the
same thing. The following chart provides the purpose, methodologies, and appropriate
use for each evaluation type.

Type of
Evaluation

Front End

Formative

Remedial 1

Summative

Remedial 2

A different
kind of
remedial

Find out what the
audience knows and
feels, vocabulary,
misconceptions, how
they want to learn

Tweak concepts and
designs, make
improvements, work
toward better
outcomes

Fix the fixable and

the obvious (replace a
light bulb, move a sign,
repair whatever is
broken)

Identify and measure
the good and the bad
parts to make
informative decisions
that may be useful in
the future.

This is not a part of the
evaluation process
mentioned above. This
method is employed
when it is known that
something isn’t the way
it should be and major
changes will be made,
but there is uncertainty
about the changes that
need to be made.

the topic, but not m
more

Throughout th
phase, before
final construct

After opening or fi
presentation, whe
can see how audi
responds and ide
issues

After the public has
experienced the
program or media more
than once.

his remedial happens
after the exhibit has been
pened for a long time or
he program has been
resented many times.

How (Methods)

Surveys, Focus Groups,
Interviews, Think
alouds, Post it Surveys

Unobtrusive
observation, interviews,
questionnaire, Post it
surveys, think alouds,
concept mapping,
tracking and timing,
focus groups

Obvious observations,
Candid questions,
anecdotal information

hibit:
e observation,
aires,
, think alouds,

Tracking and timing,
surveys, interviews,
Post it surveys,
questionnaires,

pre post questions,
unobtrusive observation,
think alouds

How it is applied

Directs the proposed
message and delivery
method

Refines delivery
methods and clarifies
proposed messages

Identifies the fixable
before it fails with most
of the public or before a
lot of money is spent on
summative

Provides a how good
is it? measurement.
Informs future program
or exhibit design,
proves that that
outcomes are important
to your organization

Identifies unsuccessful
delivery methods and
messages so that
informed changes can
be made in the
proposed overhaul
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Front End Evaluation is conducted at the beginning of the design phase. Front end
can help you define and write a central idea or theme, but a topic must be established
before starting a front end evaluation. Front end will help you find out what audience
knows already, their vocabulary, misconceptions, and how they want to learn.

Formative Evaluation takes place during the design phase andas the project is being
designed, but before the project is too far along to make changes. Formative
evaluation is the time to try out as much of the design as possible as well as to make
adjustments and improvements before going into final production. Formative
evaluation in exhibit design is often conducted on cardboard or foam core prototypes
and mock ups. In program design, inexpensive props may be used. During this stage
you are determining how the audience uses and responds to the proposed design, the
take away messages, what parts work, what needs to be changed, and what needs to
be removed.

Remedial 1 Evaluation is conducted after the program is presented a few times or
the exhibit is complete and the first audiences have experienced it. Most remedial
evaluation happens naturally, finding what doesn’t work and fixing what you can.
Elements such as a burned out light bulb, an inappropriate gesture or tone of voice, a
hidden label, or a loose screw are identified in remedial 1 evaluation. Remedial
evaluation is not intended for major changes. Those should have been identified during
a formative study. Remedial is done to polish the final product and to prevent finding
out during a summative evaluation that no one read that sign because the light was
burned out.

Summative Evaluation happens after the program has been presented a few times,
the exhibit is open, visitors are coming in, burned out light bulbs have been replaced,
and all the adjustments that are going to be made, have been made. Summative
evaluation is not intended for making improvements. It is intended to measure
program or exhibit success. Summative evaluation measures take away messages like
what visitors feel, what they did, how they behaved, their future intentions. You can't
necessarily say what they learned, unless you know what they entered knowing and
then measure what they leave knowing. While cognitive gain can be measured in a
summative evaluation, it has to be addressed specifically.

Remedial 2 Evaluation is used when an exhibit or program has been in place for a
while, and it may be ready for an overhaul. In these cases, staff identifies the need for
change, but they may not know exactly what or how to make the changes. They want
more direction and guidance on what is and isn't working so that more informed
decisions can be made in the overhaul. There is a semantics issue here: studying the
existing program or space for the purpose of making changes could be classified as
front end, because it is happening before the new program or exhibit is being designed
and the study will advise the design. It can also be considered formative evaluation
because changes are anticipated. In this case the existing program or space plays the
role of prototype. It could even be summative evaluation because the final piece is
being studied after it has been in use.
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Outputs and Outcomes

The purpose of outcomes based evaluation is to measure outcomes rather than
outputs.

Outputs are tangible characteristics of an experience. For example:

e 35 people attended the program.

¢ A guidebook was given to all participants.

¢ The participants attend one class per week.
Outputs are included in the evaluation report, but are not the primary purpose for
conducting evaluation.

Outcomes are the messages, feelings, and attitudes that visitors are taking away
from the experience. There are two types of outcomes commonly measured
throughout the evaluation process:

Cognitive outcomes are the messages that visitors are taking away from the
experience. Cognitive outcomes are what visitors learned, what they know,
what they understand.

“I learned that there are over 1500 active volcanoes around the world”is a
cognitive outcome.

Affective outcomes are the feelings, attitudes, and emotions that visitors are
taking away from the experience. “I think volcanoes are awesome”is an
affective outcome.

When Do I Need To Get OMB Approval?

The type of program or media being developed and the amount of data you feel needs
to be collected during any type of evaluation study will determine if you need to get
approval from the Office of Management and Budget (OMB). Some studies such as the
annual Visitor Survey Card study and the Visitor Survey Project require OMB approval
because they ask more than 9 people the same series of questions. You will decide the
scope of your project and the number of audience responses will be required to
adequately evaluate your program or media project.

Only collect the data that will be analyzed and acted upon. Gathering 400 surveys that
are never used cost valuable money, resources, and credibility. The 400 people that
completed those surveys need to see results. If they don't, they’ll be less likely to
respond the next time you conduct a survey.

Bigger isn't necessarily better unless you’re doing medical testing. Remember, this is a
sample of the population so you don’t have to ask everyone. So how big of a sample is
big enough? There are lots of sample size calculations, but the importance of sample
size is really more dependent on the effects of the results. If you are testing a drug
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that could have harmful side effects, you definitely need to have a very large sample
size to reduce the margin of error. In most cases using outcomes based evaluation in
informal learning environments, the results are not life threatening, so the sample size
is not nearly as critical. Every little bit helps, but the amount of help decreases as the
sample size increases.

For example: From the first 5 people asked, the amount of new information you gather
goes from 0 to 60 percent. The second 5 people give you an additional 20 percent of
information that you didn’t know before, the third five people increases your
knowledge about the population an additional 10 percent, the fourth five people
increases your knowledge of the population an additional 5 percent. Now you've asked
20 people and you have 95 percent of the new information you are likely to get from
the population. That last 5 percent will come in, but at what expense?

A recommended sample size for exhibit and program evaluation using interview or
survey methods is between 40 and 60. You should see 95% of the trends with the first
20 people asked. The additional 20 or 40 sample members will verify and further
clarify information.

Case Study: Large Sample Size

In 2001, a small science center embarked on a major transformation. The
original plan was to expand the existing small building. A feasibility study
revealed that the community both wanted and could support a much larger
science center as a result the science center staff began planning a $60
million dollar facility. The staff soon discovered that for the small science
center to achieve this new vision, it would need to be moved to a new
location. The science center staff recognized that moving the location of
the science center might generate increased attendance. They also wanted
to ensure that the experiences that were being designed for the new
building were both exciting for audiences and met their educational
outcome goals. Over the course of the following three years, the science
center conducted 14 separate front end evaluation studies. Those studies
included focus groups with talented and gifted junior high students,
parents of preschool age children, home school parents, board members
and staff, school district administrators and teachers, vocabulary-focused
interviews, concept development interviews and questionnaires with
existing and potential audiences, and many more. They continued the
evaluation process as they continued into the design phase and conducted
remedial 1 and formative evaluation.
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Case Study: Small Sample Size

In 2004, a metropolitan county nature center was given funds to develop an
interactive learning space within their existing, yet empty building. Funds
were limited so they chose to focus their front end evaluation on the topics
and vocabulary that would be addressed in a series of small introductory
exhibits. Forty visitors to the nature center were interviewed. From the
information gathered during these interviews, designers were able to create
exhibits that built on the visitor’s existing vocabulary and topic
understanding, addressed unanswered questions about the history and
geology of the surrounding recreational area, and delivered content in a
ways that appealed to the visitors.
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Front End Evaluation: Know Thy Audience

Front End Evaluation is conducted during the beginning of a project after a topic has
been established but before themes, story lines, messages, and strategies have been
developed. We need to know about the audience’s and potential audience’s (those
that are not coming, but could be) interests, knowledge, misconceptions, vocabulary,
emotions and feelings about the topic. From this information we can design a project
that will be meaningful, interesting, and cost effective.

In the case of front end, we aren’t measuring outcomes because the participants have
not yet experienced the program or exhibit, so outcomes don't exist yet. At this point,
we need to know what the audience understands, their vocabulary, and their level of
knowledge before we can design an experience that builds on what they already know,
or addresses misconceptions they already have.

How to Conduct a Front End Evaluation?

Step 1 Define what you already know, and what you need to find out including:

¢ who the audience is(the audience demographics)
¢ when do they tend to come to this type of program or use these types of media

Sometimes we think we know more about our audiences than we really do. We think
we know their level of understanding on topics and their vocabulary. Often we are
remembering extreme examples and applying those examples to the majority of our
audience.

Questions to be considered when conducting a front end evaluation include:

e What does the audience already know about your topic? What do they feel
about it?

¢ Do potential vocabulary words have an emotional connection?

¢ What does the audience want to know, what are they interested in?

e How does the audience want to learn or participate in the experience? Do they
want to read, watch, listen, or build something?

A few new questions that many designers and interpreters are starting to ask is: With
what resources are the audience coming to the experience? Is most of the audience
bringing a cell phone? A smart phone? Do they want to incorporate that into the
experience?
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Step 2 Determine the data collection methods to best meet your project’s needs
There are many methods to use when collecting front end evaluation data including:

Literature review

Surveys

Interviews

Post it surveys

Observation of existing spaces
Focus groups

Concept Mapping

Keys t%
Sl Use more than one method to gather data.

b\)/

The type of methods used will be determined by several factors:
v" What type of information are you looking for? (cognitive or affective)
v" What type of data collection will the target audience accept?

What types of information are you looking for?

The information you are looking for in front end evaluation will be related to your
outcome goals for the program or media you are about to create. What are your
outcome goals for the project? Do you want the audience leaving knowing 10 facts?
Do you want them to feel excitement or apprehension? Do you want them leaving
with an intention to act?

If you want them to leave knowing more facts, you are looking for cognitive gain, a
cognitive baseline needs to be established. What does your audience know before they
are exposed to the experience?

If you want them to feel excitement, apprehension or wonder, you need to find out
what excites them or what causes apprehension or wonder, before you develop the
program or media based on your assumptions about your audience.

If you want them to leave with an intention to act, you need to find out: What actions
they are currently taking or not taking? What they think will cause them to take action?
What obstacles are keeping them from acting?
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What type of data collection will your audience accept?

Will your audience be comfortable with sitting down and filling out a 10-page 40-essay
“test”? Not unless they are competing to get into a very prestigious academic
program. So it is important to think about your audience when determining which
method to use. Will your audience attend a focus group? Will they take a moment to
answer surveys? Motivation plays a role in how an audience responds to requests for
information. Audiences motivated by educational purposes tend to be more responsive
to providing information. Audiences motivated by enjoyment or recreation are less
likely to respond to data collection. For example, if you ask a family walking through
an amusement park if they wouldn’t mind answering a few questions, you are more
likely to be rejected than if you asked the same family the same question as they walk
through a history museum. Motivation (the reason they came to the amusement park
or history museum) makes a difference. Other factors can influence it as well. If the
family at the amusement park is waiting in a long line, and they don’t have to leave the
line to answer your questions, they may be more likely to be responsive, and the same
applies for the history museum. If the family is on their way to a presentation that
starts at a set time, they are more likely to decline.

The Most Common Front End Data Collection Methods

Method Definition Advantages Limitations

A series of open and closed ended Can be administered to many people in Limits types of questions that can be
questions that are read by the short period of time. asked.
participant and answers are written Answers are

or typed by the participant. written in participant’s vocabulary. B O effort from the

participant than interviews.
Requires few data collectors (online
requires no data collectors)

A series of open and closed ended More flexibi _Limite_d number of particip_aa nts can be
Interviews duestions that are read by an such as interviewed at the same time

intervievye?r, answered_verbally by . Data collectors must be careful to use
the participant and written down by Requires le participants vocabulary not their own.

the interviewer. participan ]
Requires more data collectors than

surveys require
Limited number of participants

Can be challenging to get participants
due to the time and inconvenience of
a special meeting.

Participants may build upon each
other s responses

Questionnaire is an ambiguous word that is often used when it has not been decided if the data collection
method will be surveys or interviews. The term questionnaire is often used interchangeably with survey.
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Step 3 Build the data collection instrument

Data collection is methodical. If you use surveys, focus groups, or interviews, the way
that questions are asked needs to be concrete and consistent. Questions are in text
format so that the question is asked the same way every time.

Step 4 Collect the data

How the data is collected will be determined in part by the method selected. Data
collection can be conducted by staff, an outside consultant, volunteers, the audience,
electronically through survey websites, and more. It is important to make sure the
audience participating in the evaluation is representative of the audience for whom you
are creating the product. In other words: don't go to the local nursing home to find
out what your average exhibit visitor understands, unless local nursing home residents
comprise the majority of your visitors.

Data collectors need to be trained for consistency and accuracy. Evaluation methods
require different types of data collectors, and consequently, different types of data
collector training. In a tracking study, for example, the preferred data collector would
be an individual that blends into the space or the audience, someone easily overlooked
and inconspicuous. For an interview based study, the best personality for a data
collector is one who is friendly and outgoing, but not overly boisterous, a good listener,
and a quick writer.

Step 5 Analyze and Report the Data

The data collected through each evaluation method is unique which makes compilation,
analysis and reporting varied. Front End questionnaire data is compiled analyzed and
reported in the same way as summative questionnaire data. Detailed instructions can
be found on pages 41-44 and on Worksheet E of this manual. Compilation, analysis
and reporting instructions for focus groups are found on Worksheet J.
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Closer Look: Focus Groups

Both front end and formative evaluation of many programs and media projects are
conducted using focus groups. The University of Idaho has recently developed a
comprehensive guide that describes how to conduct Focus Groups studies. Focus
groups may be used to reveal your intended audiences’ attitudes toward and
perceptions about a particular topic. Interpreters can find out more about how visitors
feel or think about an issue, resource, concept, or topic.

A facilitator is required to recruit the participants and ask the group questions. The
discussion is recorded and the results are analyzed.

An interpreter may use a focus group to:

get a range of perceptions on a particular program or media type
understand the differences in perspectives among different groups of people
reveal factors that influence opinions, behaviors, and motivations

pilot-test programs and media products

develop or test survey questions

better understand quantitative data

Focus groups are not intended to educate audiences about a particular topic or to help
them reach consensus on the topic being discussed.

Case Study: Find Solutions, Not Consensus

The CEO of a museum made an urgent phone call to an evaluation consultant. He
was concerned and felt a front end evaluation would solve the problem that the
museum was facing. The staff wanted to expand the museum onto public land and
the government owners were open to the idea. The neighbors were in opposition to
the expansion and were an unexpected obstacle. During the call the CEO stated, “We
just need you to come in and conduct a front end evaluation so that we can show
these people that it will help the community.” The consultant explained that front
end evaluation is not used to build consensus, but can be used to identify potential
conflicts and find solutions.
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Fearless Front End Evaluation Study Guide

Objectives:
> Staff will learn about target audience’s knowledge, interest and misconceptions
of a proposed topic.
> Staff will discover delivery methods that the target audience prefers.
» Staff will gather information that will be used to develop an experience.

Full Performance Level Competencies Links:
= Interpretive Research
= Interpretive Media Development

Time Commitment:
A. Prior to the data collection -10 hours for planning and preparation
B. Data collection - dependent on humber of participants available for data
collection
C. After the event - 40 hours for analysis and reporting

Materials needed:
e Computer/Printer

e Blank Paper

¢ Notepads or Clipboards

e Pens

e Data Collectors - can be staff or volunteers

Background
Front End Evaluation is conducted at the beginning of the design phase. Front end

can help you define and write a central idea or theme, but a topic must be established
before starting a front end evaluation. Front end will help you find out what audience
knows already, their vocabulary, misconceptions, and how they want to learn.

Procedure

Step 1: Define what you already know and what you need to find out. Use worksheet
G, page 1.

Step 2: Determine the data collection methods you will use to find out the information
that you need to know. Use worksheet G, page 2.

Step 3: Create the data collection instrument. Use worksheet H or 1.

Step 4: Collect the data. Use worksheet C or 1.

Step 5: Analyze the data and write the report. Use worksheet E and J.
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Formative Evaluation: Tweak, Tinker, and Try

Will it work? How do you know? Most people will try on a new pair of jeans or
swimsuit before making the purchase. What if it doesn't fit? What if it looks bad?
What if it has a flaw? OK, so what? No, the world won't implode if your clothing
doesn't fit, but trying things on will potentially avoid a mistake and save you time and
possibly a lot of money. That is simply what formative evaluation is: trying something
out before you are completely, irreversibly committed to it. In the case of media and
program development, it helps to avoid very expensive mistakes.

Formative Evaluation is conducted during the design process after much of the
experience is already designed, while changes can still be made, before going into final
fabrication or presentation. At this stage we need to know what messages are or
aren’t working, is the audience engaged, interested, what messages are they
understanding? Are the messages that the audience leaves with your desired
outcomes? Is the audience interacting as you expected? Do the interactive pieces
work as you had planned? From the information that we gather during formative
evaluation, we make improvements to the final product so that we can achieve desired
outcomes.

How to Conduct a Formative Evaluation?

Step 1 Define the goals and objectives of the product

As you begin a program or media project, you depend on the goals and objectives (as
well as information you learned during front end evaluation) to guide the design of
your program or exhibit.

The reason to conduct formative evaluation is to determine if the desired objectives are
being met. If those objectives are not being met, there are several questions that
formative evaluation will help to answer:
¢ What are the outcomes of the product?
Are participants leaving with the intended outcomes?
Are participants leaving with unintended outcomes?
Are the unintended outcomes desirable?
What changes need to be made to achieve the desired outcomes?
Are participants acting and interacting as desired?
What changes need to be made to improve participant actions?

MPR Museum Consulting Page 15



Step 2 Determine the data collection methods to best meet your project needs
As in front end evaluation, there are many methods to use when collecting formative
evaluation data including:

Surveys

Interviews

Post it surveys

Observation of existing spaces
Focus groups

Concept Mapping

;(eys t% Use more than one method to gather data.
Lioaot /\ For most experiences it is best to use one or more methods to

(’\{:‘/ measure outcomes and another method that measures participant
%) behavior during the experience.
L

In formative evaluation, you are gathering data on a prototype of the experience, so
existing data (such as literature reviews or demographic data) won't provide you with
the information you need. The types of methods used for data collection in formative
evaluation will be determined by several factors:

v" What type of information are you looking for? (cognitive, affective)

v' What type of data collection will the target audience accept?

What types of information are you looking for?

What is the goal for the product being created? Do you want your audience to leave
knowing 10 facts? Do you want them to be excited or feel moved? Are you hoping
your audience will leave with the intention of taking some sort of action? In each of
these cases, you will want to measure either cognitive or affective outcomes. Cognitive
outcomes are facts and affective outcomes are the feelings and emotions that the
audience leaves with. Intended actions might be attributed to either cognitive or
affective outcomes or both.

No matter whether you are measuring cognitive or affective outcomes, always be
careful not to attribute the participant outcomes solely to the experience, unless you
are absolutely certain that participant outcomes are absolutely the result of the
experience. Remember that people come into an experience with pre-existing
knowledge and attitudes.
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What type of data collection will your audience accept?

Every audience is different. How much and what kind of data collection will your
audience accept? Visitors that are coming to the park for a brisk evening walk are not
likely stop and complete a survey or questionnaire. Visitors that are coming to the park
for a leisurely walk or to spend time picnicking with family may be more willing to
complete a survey. Focus groups require participants to plan ahead and go to a
location to participate in a meeting type of activity. Will your audience be willing to do
that? Surveys require audience members to read and fill out a questionnaire- are they
able to do that? The method of data collection you select will depend on what your
audience is willing to do to help you gather the data.

Step 3 Select the parts of the program or media product that you are going to test

You don't have to test every component in an exhibition, or every technique used in
every presentation. Often you just can't test everything. The components or delivery
techniques that you test should include one or more of the following:

Address complex or controversial messages.

Address myths or misconceptions.

Use potentially unfamiliar words.

Have an interactive feature. (Formative evaluation can identify potential
interactive challenges, but cannot address durability issues.)

o O O O

Very often there are components or techniques that are repeated within the product or
may be found in similar products. If the audience and delivery techniques are the
same, you can narrow down the scope of the evaluation by selecting one component
or one delivery technique that represents all of the others.

For example, if an exhibit has 15 interactive components, but 3 similar components
with wheels to spin, pick only one of these components to test. The evaluator is then
looking to see how participants use the component. Do the visitors understand the
action that they are being instructed to make? Are they receiving the desired
messages?

For programs, usually there are parts of a specific presentation that can be found in
other presentations. For example, most have a moment where the presenter
introduces himself, many have a question and answer time, and some may have a
video portion. Depending on the program, one of these common techniques can be
tested and results may be generalized to include the other presentations. Keep in mind
that many variables will affect the audience responses. Different presenters and
different topics can affect the outcomes. Awareness of these variables will improve
data collection. In one study, there were many presenters of five programs. Data was
collected for two of the programs during 19 presentations. Although the topics were
different, the presentations were very similar. Information gathered from this study
was used to improve all five programs, not just the two that were studied.
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Step 4 Establish the location, time, and dates for data collection

The best site for conducting evaluation is the site where the presentation will take
place or the media will be installed. However, if the presentation is offered in different
locations or the space where exhibits will be placed is occupied or under construction,
testing can be done in other locations. Alternative locations can work very well as
long as you remember that the formative evaluation should be conducted with the
same audience that will be viewing the finished product. Therefore it is best to
conduct formative evaluation in the venue, if not the same location, where the final
product will be offered. If it is impossible to conduct formative evaluation at the final
venue, then selecting a venue with the same or similar audience demographics is an
acceptable alternative.

If you expect or desire the new experience to draw in a new audience, then it is also
acceptable to conduct your formative evaluation in a location where the new audience
is found.

Case Study: Data Collection Location Matters

An evaluation for a historical museum project revealed that current residents in
and around the community were not interested in the history of the Europeans
that settled the community over 100 years ago. While the community was
originally settled by Europeans, the cultural makeup has shifted to the point that
Hispanic immigrants now comprise a large portion of the population. At the time
of the study, the museum had very few Hispanic visitors. In order to gather data
on a representative sample of the population, the museum staff recognized that
data would need to be collected in a location where Hispanic residents would be
most likely to be found. The community hosted an annual Hispanic festival and
data was collected at the festival. As a result of the study, the guiding message
of the overall exhibit changed from one about the history of the European
immigrants to one about the story of immigrants in the area and the influences
that immigrants have on the community.

Attendance is also a critical factor in determining when a formative evaluation should
be conducted. Conduct data collection on days and at times that reflect the days and
times that the average audience comes to the site. If it is possible to collect data on

multiple days and at multiple times, do so.
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Step 5 Build the data collection instruments

A data collection instrument may be a sheet of paper or a webpage. It is simply the
tool used to collect the data. The instrument may be a series of questions that have
been generated for surveys, interviews, concept maps, unobtrusive observation, and
more.. When asked by a senior evaluator, “"Do you have the instruments?” You are
being asked, “"Do you have the worksheets that the data collectors or participants will
be completing during the data collection process?”

A Closer Look: Questionnaires

To measure cognitive, affective and intended actions, evaluators often depend on
questionnaires. A questionnaire can be either a survey (completed by the participant)
or an interview (completed by the interviewer). Several participants can complete a
survey at the same time, but the questions are usually simpler than those found in an
interview. See Instrument 1 on 23 for an example of a survey instrument. Interviews
must be completed one on one (one data collector with one participant), and allow for
more complex types of questions to be asked. See Instrument 2 on page 24 for an
example of an interview instrument. The location, attendance, data collector
resources, participant abilities, and objectives will be considered when deciding
whether to use a survey or interview format.

Remember that the study is being conducted on the experience, not the people
involved in the study. For this reason, in formative evaluation, with questionnaires, we
often cue visitors prior to their participation. This helps to slightly increase visitor
motivation and hence slightly diminish the motivation variable. A cue is a “heads up”
type of in invitation. Prior to exposure to an experience (program or media
prototypes), we invite potential participants to answer questions after their experience.
Cued participants are more motivated to learn or get something out of the experience.
They tend to be less distracted. If a cued visitor doesn’t come away with the desired
outcomes, then an un-cued visitor is much less likely to. Cueing highlights problems.

Points to consider when developing questionnaires:

¢ Questionnaires (both surveys and interviews) should always respect the
participant’s time and willingness to be involved. They should never take longer
than 8 minutes to complete. This, of course, will depend much on the lengthiness
of the participant’s answers.

¢ Questionnaires should not be longer than one page (front and back) in length.
Many evaluators insist on limiting the questionnaire to one side of the page.

¢ They should include a combination of open ended and closed ended questions. The
majority of usable information will come from open ended questions, but a series of
open ended questions is often too time consuming for participants and analysis.
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Open ended questions are those that require the participant to respond using their
own words. Closed ended questions give participants a series of answers to choose
from such as multiple choice questions, yes/no questions, or rating scales. Closed
ended questions give limited information, but speed up the questionnaire process.

Additional types of questions can be included in interviews. Sorting questions
ask participants to sort words or phrases into separate categories. Concept
mapping is a type of method that can be incorporated into an interview. In
concept mapping, the participant is asked to state words that they associate with a
single vocabulary term. Then the interviewer selects one of the participant terms
and asks for more information about the word.

Questionnaires should only ask questions that are relevant to the objectives (with
the exception of demographics).

The questions should be non-threatening. One very good way to make a question
non-threatening is to take the right/wrong out of the answer. For example the
question: Are volcanoes only found in the Northern Hemisphere? has a correct
answer. A way to soften the question and take some of the threat out of it is to
ask: Do you think volcanoes are only found in the Northern Hemisphere?

Avoid using the word “why” by itself. Although it may not be intended to require
the participant to defend himself, the word why often sounds threatening. For
example: Do you think you learned anything from your experience here today?
Why? You can soften the word “why”by making it a phrase: Do you think you
learned anything from your experience here today? Yes/No If “ves”, what do you
think you learned? If "no”, is there a reason that you think you didn’t learn
anything from your experience here today. Or, what could we have done to help
you learn from your experience today? Remember that you are testing the
experience not the participant. The participant is the tool you are using to measure
the experience.

The questions should be clear and non-compound. The question should only ask
the participant one thing. For example: How did you feel about the CC and the GW
programs? The participant may have loved the CC program and felt indifferent
about the GW program, but by putting the two together in the same sentence, the
question doesn't give the participant the option to break them apart.

We often hear “avoid leading questions”, but leading questions have a place in
formative evaluation. A leading question is one that directs how a participant
should respond to the question. For example: 7he park has spent several years on
making improvements to the programs offered here today. What are your thoughts
on these improvements? This question leads the participant to a positive answer.
Obviously the park has worked hard on the programs, it might be painful to hear
that the improvements are really not improvements at all. Conversely, if after being
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lead to a positive response, the participant still responds in a negative way- their
feelings are very strong and the programs need to be more carefully examined.

e Use language and vocabulary appropriate for the audience. Avoid language that
participants may not understand. For example: What cognitive outcomes are you
taking away from this experience? Most participants probably don’t know what a
cognitive outcome is, and many might think, “I'm not taking anything.” These are
phrases used by interpreters. When the average person uses the words “take
away” they are thinking of something tangible.

e Don't let a previous question give away the answer for a later question. Starting
with broad questions and moving to more specific questions can prevent that from
happening. For example: Question 3. Do you remember the types of animals that
lions, cheetahs, and leopards prey upon? Question 5. What do you think this
program was about? Obviously there was something about lions, cheetahs and
leopards because they were included in a previous question.

¢ One way to get people to expand on their answer in a survey is to include a line

after their closed ended response. This is a way to avoid making one question into
two. For example:

Do you think you learned anything new today? (circle one)

No Yes
Most participants that circle “yes” will write what they learned on the line. But, be
prepared, you may only get a yes with the line left blank. It is helpful to know your
audience when you ask this type of question. Audiences that are more open and
less fearful will almost always fill in the line with a response even though the
question wasn't asked. Audiences that are more guarded may be less likely to
reveal any information unless they have been specifically asked.

e When creating closed ended questions make sure you cover all the possible
responses and include another option. The participant may
have thought of something else they want to include. The line after the word other
will usually be filled in, but it depends on the audience. Some participant groups
need to be asked to fill it in. You will be able to determine if you need to clarify the
purpose of the line when you test the questionnaire.

Who did you come to the Park with today? (check all that apply)

family colleagues
friends myself
_____mydog ____ other
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e Ascaleis a closed ended type of question. A Likert Scale is one that has a series of
numbers and/or phrases. The participant is asked to circle one response on the
scale.

Circle the number that best represents your feelings

1 2 3 4 5
Strongly Disagree No opinion Agree Strongly
Disagree Agree

¢ An affective scale is similar to a Likert scale, but uses faces instead of phrases.

Circle the number or face that best represents your feelings

Ilove it I like it I’'m not sure I don’t really like it Hate It
The number of points on the scale depends on the question being asked. Some
evaluators prefer to have an even nhumber of points and no place for a neutral
answer. This forces the participant to make a choice. Some evaluators feel that by

excluding a neutral point it negates the value of a neutral answer. Sometimes, a
participant just doesn’t have a preference and neutral is the only accurate answer.

e The questionnaire should include a brief demographic section. The purpose of the
evaluation is to determine the participant outcomes, not to measure participant
demographics. This section should include no more than 5 questions. Use caution
when writing this section. Consider whether the participant’s zip code, annual
income, or career is relevant to this study? Sometimes it is, more often it is not.
This section is not used to determine the audience. It is solely to verify that the
participant sample is reflective of the broader target audience.
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collected at another time.

Case Study: Demographic Data Revelation
As formative evaluation project data for a proposed science center exhibit was
being analyzed, the evaluator noticed that a very large percentage of the
participants being interviewed within a 2-hour time frame were males in their
50s. When she noticed this, she contacted the science center staff to
determine if this was an unusual demographic for the center. The staff verified
that this was inconsistent with the science center demographics. Upon further
discussions with other staff, it was learned that on that particular day, during
that time, a group of local prisoners came to the science center on a field trip.
Since these participants were not representative of the center’s typical
audience, the data collected during that time was discarded and new data was

Instrument 1: Program Survey

Kennesaw Mountain National Battlefield Park

1. Why did o come Lo the park today?

2. How did you find out about this presentation?

3. Where on the scale would you rate your interest in the Civil War?

1 2 3 4 5

Thave no Not Tdon’t Tam Tam
interest much know interested very
atall interest interested

4. Where: on the scal would you rate your knowledge or training in the Civil War?

1 2 3 4 5
Ireally  Iknowless Iknowabout [havequitea Iaman
don’'tknow  thanmost  asmuchas bit of expert
people theaverage  knowledge
person and training

5. Where on the scale would you rate your interest in the history of African Americans?
1 2 3 4 5

T have no Not Idon’t lam Tam
interest much Tnow inferested very
atall interest interested

6. Where on the scale would you rate your knowledge or training in the history of African Americans?

1 2 3 4 5
I really Tknowless Iknowabout Ihave quite a Tam an
dowtknow thanmost  asmuchas  bitofknowl- expert
anything ~ people  theaverage  edgeand
person training

7. How many times would you estimate that you have visiled Kennesaw Mountain National Battlefield Park in
the past year?

What did you do when you were here before?

Almost done!! Please turn this page over.

8. What would you say is the main purpose of the demonstration here today?

9. What is one new idea that you are taking away today?

1 didn’t know

and/or

Twas reminded that

10. What could we do to improve a visit (o Kennesaw Mountain National Battlefield Park?

11. What would be the best way for you to find out about activities at Kennesaw Mountain National Battlefield
Park?

12. Wha else would you like to tell us about your experience?

Please tell us about yourself.
(circle one) What is your zip code?

Male or Female Age (circle one)

5
ll"ll:{cll;r 10 -6(())53 What race or ethnicity do you consider

205 70s yourself? (Cirle one or more)
Who did you come with or bring 305 80sorabove  American Indian or Alaska Native
with you today? 40s Asian
. Black or African American
I'm alone Friends e :
Hispanic or Latino
Family Other Native Hawaiian or Other Pacific Islander

White

Thank you for your assistance. Your feedback will help us improve our exhibits and programs.
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Instrument 2: Wayside Exhibit Interview

CVC Formative Evaluation Phase 1 June 2011 1

1. How many times in the past year would you say you have come here to Cuyahoga Valley National Park?

2. What do you usually do when you come?

3. What did you come here to do today?

4. Do you remember reading, lookng at the photos or doing anything on that sign? (Point to the Canal Rest Stop sign)
If “yes™ what do you remember?

5. Do you remember reading, looking at the photos or doing anything on that sipn? (Point to the Rev. Chidlaw’s Trip sign)
If “yes™ what do you remember?

6. Do vou remember reading, looking at the photos or doing anything on that sign? (Point to the Locking Through sign)
If “yes™ what do you remember?

7. Can you explain how the locks here in Cuyahoga Valley worked?

no idea expert
1 2 3 4 5

8. Can you tell me the types of businesses that were located here at this lock or at Johnny Cake lock?

9. Do vou remember what caused the demise of tusinesses around the lock?

10. Is there anything else you would like to share with me that would help us design our signs?

Thank vou for taking the time to help us develop these signs. Have a great day.
Demopraphics- Complete these after participant has left.

M F Age Group size and type

Time: Weather: Date:

A recruiting statement must be created for every survey or interview instrument.

This statement is used by all data collectors to invite each participant. The

statement should be brief, friendly, and unintimidating. The word “test” should
never be used. The statement defines the subject of the study (program or media),
states why it is being studied, and explains how long the survey or interview should
take. For example: “Hello, the park is interested in learning more about what
visitors think of this program. Would you be willing to spend less than five minutes

answering a few questions after the speaker has finished talking today?”
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A Closer Look: Unobtrusive Observation

A successful experience is more than just achieving desired outcomes. Much of the
success of an experience has to do with how participants behave during the
experience. Unobtrusive observation is a technique that is used to measure the
attraction, holding power, and behavior of parts of the program or media product.
Unobtrusive observation can be used to measure audience engagement in a
presentation. This measurement tool is quantitative. It may be used to measure the
number of participants that read a sign, laughed during a joke, or were distracted.

Participants in the unobtrusive observation (UO) portion of a formative evaluation are
not cued, because they are unaware that they are included in the survey. No personal
data is collected because people are not the subjects of the study. Assumptive
demographic data may be collected.

The instrument used for unobtrusive observation will vary depending on the type of
product that is being studied.

For exhibits, there are several options for instrument design. A map-type of
instrument is useful for data collectors that are unfamiliar with the components being
tested. A worksheet with component titles and space to put codes is used by data
collectors that are more familiar with the prototypes. On the instrument, the data
collector makes notations about the participant’s behavior. When a participant appears
to read a sign, when she pushes a button, when he points out something to a family
member, these behaviors are recorded. Map instruments leave more room for more
detailed comments. See Instrument 3 for an example.

For programs, an ethogram created. An ethogram is a list of potential behaviors that
a participant might demonstrate during the program. Examples may include laugh, be
distracted, fall asleep, read, watch, or join in activity. When conducting unobtrusive
observation during programs, the data collector records all the behaviors a participant
is demonstrating during the course of the entire program or a sample of the program.
See Instrument 5 for an example of a traditional ethogram and Instrument 6 to see an
example of an affective scale UO instrument.

Instrument 4 shows an example of a hybrid type of unobtrusive observation
instrument. A map was not needed because visitor paths were not relevant. Behaviors
for each of 8 sign panels were recorded to measure attraction and engagement.

Participants in unobtrusive observation evaluations are unaware of their involvement in
the study. As with all evaluation, the participant is not being evaluated or tested. Itis
the experience that is under scrutiny. The participant is the tool that is being used to
measure the experience.

MPR Museum Consulting Page 25



Five or less demographic questions should be included on all unobtrusive observation

instruments. Since participants do not know they are involved, the demographic
questions are assumptions made by the data collector.

Instrument 3: Map-type Instrument Used for Unobtrusive Observation of an Exhibit
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Instrument 4: Worksheet Instrument Used for Unobtrusive Observation of an

S hnat

See What _L_ i

Exhibit
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's Not Easy. It’s Not Easy_ "~ - It's Not Easy [~ ISR
redator Pals _ Predator Pals | s Predator Pals [
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eel The Heat | a Ieel The Heat Feel The Heat e 5
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Instrument 6: Affective Scale for Unobtrusive Observation

Kahuku Junior Ranger Day - GPS

Presenter, Time to

1 2 3 4 3 6
MF MF MF MF MF MF DC

OO

5 10 15 20 25 30
Min Min Min Min Min Min

Comments:

Data Collector Overall Engagement Rating
(Use 1 through 5 scale from above.  Ciscle one)
1 2 3 4

Step 6 Collect the Data

When using a survey or questionnaire to collect the data, approach the target
person. See A Closer Look: Random Sampling to determine who the target person is.
The data collector should say the recruiting statement in a friendly voice. If the target
responds affirmatively, say , “Thank you, when you exit this exhibit (when the
presentation is concluded) just come back to me and we can begin.”

If a visitor responds negatively, thank them anyway. Do not ask why, although they
may offer a reason. Keep track of how many people refuse and write down the reasons
that they refuse. For example: “not enough time, just not interested.”

If participants are completing a survey hand the clipboard with questionnaire and
pen to the visitor and ask them to complete the rest. If the participant asks a question
or wants to discuss something, politely say something like: ‘Go ahead and finish the
survey and then I'll be happy to tell you more about [that topic].”

As soon as the visitor has completed the survey, thank them. Put the survey away. Do
not examine it. Even scanning the results may be intimidating for the person who just
completed the form and for future recruits.

If data collectors are interviewing participants, it is important that data
collectors use the words that the participant uses when they are completing the form.
The words they use help determine their vocabulary. For example if a participant says,

MPR Museum Consulting Page 28



"I learned that deer come out at dawn and dusk,” the data collector should not write
down “Visitor learned that deer are crepuscular.”

Write their answers in first person. If participant says “I learned” or "I felt” do not write
down “she learned” or “she felt”.

Write down any other comments that they had at the bottom or if necessary on the
back of the instrument even if the comment doesn’t have anything to do with the
product. Only in this case may the data collector use his/her own words. For
example: “Visitor stated that she really appreciated the cleanliness of the restroom.”
The data collector does not have to write down directional questions such as “Where is
the closest restroom?”

As soon as the visitor has completed the interview, thank them. Put the worksheet
away. Do not examine it. Even scanning the results may be intimidating for the person
who just completed the form and for future recruits.

When conducting any type of unobtrusive observation, data collectors should
not wear a uniform or anything that draws attention.

For unobtrusive observation of a media product, once the target person has
been selected (See A Closer Look: Random Sampling), the data collector should
complete the demographic information on the instrument and begin tracking the
individual as he/she moves through the exhibit or area or begins to use the media.
Each study is different, but you will be measuring how a participant behaves when they
are looking over the components by using a code system. You will need to determine
your own codes depending on the media. For an interactive exhibit (wayside or
museum) you may use the following:

% Whenever a visitor interacts with a component (such as opens a cabinet door or
lifts a flap) make an I for the interaction on the sheet next to either the
component name or sketch. I stands for intended interactions- using the exhibit
in the way it was intended. If the visitor interacts with the component in an
unintended way such as slamming the lift flap, make a U for unintended
interaction and make a note specifying the unintended interaction.

% If a visitor does both an intended interaction and an unintended interaction,
such as lifting the flap to read the sign and then slamming the flap over and
over to make noise, put an I and a U on the map and make a note about the
unintended interaction.

% When a visitor looks at a sign or component for 2 seconds or more, then it is
considered a read. Put an R on the map. Do not judge whether the visitor
read all of the sign or just a part of it.
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% Itis assumed that if a visitor reads or interacts, then they also stopped.
However, there will be times when a visitor does not read or interact, but does
stop. In those cases put an X on the map, but also note what the visitor is
doing. For example: waiting for child, looking all around.

Sometimes a visitor stops within the exhibit and does something totally unrelated to
the exhibit experience. They may change a diaper or run into an old acquaintance and
visits. Make a note of the length of time that the action took place and put the
information about the action and the length of time on the map.

Sometimes the person being tracked turns out to be doing something unusual for a
typical visitor. The person may be a professional photographer and is there to take
photographs. In another instance, a young woman may sit down, pull out a drawing
pad, and begin to sketch. She may stay for over two hours.

In both of these cases, abandon tracking that visitor and start with a new person.
Make note of the occurrence on the sheet and turn it in with the others.

For unobtrusive observation of a program, once the target person has been
selected (See A Closer Look: Random Sampling), the data collector will note behaviors
that occur during each minute of the presentation with a tick mark. When several
behaviors occur within one minute, the data collector will count the behavior that
occurred most often. For example: If the participant was watching the presenter at
1:13:00, became distracted by a peer at 1:13:03, was still laughing at peer at 1:13:10,
was watching presenter at 1:13:15, and continued watching presenter until 1:14:00,
then the predominant behavior was Looking at Presenter and that should get the tick
mark. A note should also be made on the bottom of the form that the student was
laughing at peer for a few seconds.

A Closer Look: Random Sampling

It is not practical or cost effective to interview or observe every participant in an
experience. So a select number of participants will be interviewed and observed. It is
important to avoid bias when selecting the participants for a study. To avoid bias, a
random selection technique needs to be used. If a data collector chooses to only
approach visitors that appear friendly and easy to talk to, their bias prevents the
sample from being a true representation of the audience.

When using random sampling to select participants for interviews, surveys, or
unobtrusive observation, one method requires the data collector to first determine an
imaginary line near the program or media installation Pick every fifth person that
crosses that imaginary line. This is the person you will approach to recruit for surveys
or interviews. We will call this the target individual.

If more than five people pass you while speaking with or observing a visitor that is
O.K., simply go to the next person that crosses your line.
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Five is not a magic number in fact it is probably the smallest number you should use.
You can go with a larger number, but it may take longer to get enough visitors for the
study. The point is that you don’t unwittingly select people and introduce your own
personal bias.

Do not avoid approaching someone to request their participation because they “look
like” they might not want to or might not be able to. If you avoid approaching
someone because they look like they might be in a hurry, or you think that he/she
wouldn’t want to participate then you are introducing bias into the data. That will skew
the data and change the outcome. Approach everyone that fits the sampling criteria.

You should not interview anyone who looks as though they are not old enough to read.
For example, if your fifth person is a toddler then go to the next person. If your fifth
person looks to be about ten years old, then approach that person. This age will be
dependent on the audience you are testing. If you are testing exhibits, 10 years or
older is usually a good age to start with. If you are testing a children’s program,
however, you will want to adjust the age to reflect the target audience that you are
collecting data on.

If the fifth person is a child, approach them cautiously, speaking loud enough for the
accompanying adult to hear. Use your body language to invite the adult into the
conversation. You will have to use your judgment and ability to work with children and
their parents here. Do not avoid asking children just because it is difficult or you are
uncomfortable, that will bias the data.

Do not recruit more than one person in a group. You will add in bias, because people
that come in a group often have the same history and points of view.

There are at least two different ways to randomly select the participants in an
unobtrusive observation study conducted during a program:

1. Determine the number of volunteers or staff that will be conducting the data
collection. For example, if there are 5 data collectors available determine five audience
seats in the auditorium and assign each seat to a data collector. Be certain that the
“target” seats are distributed throughout the auditorium. If you select the first five
seats in a single row, all members may be from the same group or family. When the
audience comes into the auditorium and sits down, the data collectors need to make a
mental note to themselves so that they can remember the sample member that they
are observing. If the sample member moves to a different seat, the data collector can
continue observing that member as long as he/she doesn’t move to a different “target”
seat. This method provides a sample of the audience that is not influenced by data
collector bias.
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2. You may also randomly select participants by observing every fifth person who
crosses an imaginary line as they arrive at the program location. If more than one
data collector is being used, make sure each data collector knows that the person that
s/he will be observing is not being observed by another data collector.

You may sometimes need to select out certain audience members. Although infants
may be representative audience members, they may not be able to provide the
feedback you are looking for. In those cases (whether they are in a target seat or are
the nth person to cross the line) select the person next to them.

Step 7 Analyze the Data

Formative analysis is usually brief and so analysis is not as complex as front end and
summative analysis. Most formative evaluation is done quickly and informally so that
changes and modifications can be made and the experience can be retested.

Data collected through surveys and interviews is usually not transcribed into a
spreadsheet. The analyst focuses on one question at a time and finds common
thoughts. All the completed data sheets should be stacked and the analyst should
begin with the demographics. On a separate paper, tally all of the demographic data
such as the number of male and female participants and ages. Next look at each
question (one at a time, restacking after the responses from each question are
considered) and find the common themes or common words in the answers on each
sheet. In Data Set 1, the common topics found most often for question #1 were
“change”, “history”, or “wildlife”. The number of times each of these topics was
mentioned was calculated and noted for the report. This procedure is followed for
each question.
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Data Set 1: Exhibit Interviews
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Demographic data collected through unobtrusive observation will be counted in the
same way as surveys and interviews. The exhibit components are then considered one
at a time just as the survey questions were considered individually. In Instrument 4:
Unobtrusive Observation, you will note that of the six participants, five people read the
See What component, one person looked then read, two people interacted with the
component, and one person shared the interaction with another. Tally the behaviors
for the report.

Since the purpose of formative evaluation is to test a prototype, then tweak it, and try
it again, the timing of changes may be unpredictable. In the case study below, the
first phase of formative evaluation was to take place with 60 participants, however, as
problems were identified during the first phase of evaluation, changes were made, and
the testing continued before 60 participants had been observed. The faster changes
can be made and tested, the quicker the final product can take final shape.
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Case Study

An illustration of how quickly prototypes can change is represented by the following
example: During the first phase of a formative test on components for a proposed new
exhibit on Predators an obvious problem was identified immediately and modified. The
first phase of testing was scheduled to take place over the course of two days on a total
sample size of 60 visitors. A simple flat panel graphic with a lift flap and text was part of
the study. Participants were instructed to lift the flap, but because the flap was incorpo-
rated into a photograph of the lion’s face, participants didn't know that the raised photo
was actually the lift flap. It was obvious after the first few visitors read the sign. After
less than 10 visitors read the panel and then moved on, the graphics team added a
handle to the lion photo. This simple change increased participation from 0 interactions
to 70%.

“X” Marks the Spot /

Iif you were lion or other predator. you'd have an M S = =

’ Ie lions bushes and high grass with
excellent sense of smell 1o belp you kocare and rrack | |B:l:r TR :r:);‘ of ] .i.l sde’s
prey and othe r lioos. 2 ""':“‘h"":

Lift the flap aod take 2 whiff.
What do you smell?

Program modifications can sometimes be made much more quickly than exhibit
modifications. The tick marks help the data collectors record the target person’s
behaviors, serve as a memory cue for the data collector’s final assessment, and provide
verification for the analyst. The most important parts of the unobtrusive observation
instrument used during a program are the comments and the data collector’s
engagement rating. If a pre/post test component as seen in Instrument 5 on page 27
is included in the program and on the instrument, this score is useful when assessing
cognitive gain.

When analyzing unobtrusive observation data collected during programs, after the
demographic data is tallied, begin with the data collector’s engagement rating at the
bottom of the page. Look to see if the rating is representative of the tally marks and
comments. Instrument 4 on page 27 shows there are 30 marks for eyes on presenter,
2 marks laughing at presenter, 1 mark for nodding or shaking head (presenter
directed), 2 marks for responding, 6 marks for participating, and 1 mark for looking
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around. The data collector did not state what the target individual was looking around
at. This should have been noted and additional information such as when in the
program the participant was distracted would have been helpful. This was a 30-
minute program, yet there are 42 tally marks. The data collector clarified that the
responding, nodding, participating marks were not the majority of the minute, but were
tallied none the less. This is why the data collector’s engagement rating is the most
important part of this collection process. The engagement rating is subjective, but
should be supported by the tally marks and comments. In this example, it is. If the
data collector had given this participant a rating of 3, the analyst should discuss with
the data collector the discrepancy. If the data remains questionable, this data sheet
should be thrown out.

Step 8 Reporting the Data

Data analysis and reporting in front end and summative evaluation is much more labor
intensive and time consuming than that conducted in formative evaluation.
Interpreters and media developers are waiting for recommendations. Formative
evaluation reports are usually brief and contain summarized data with no graphics.
Supporting data collection instruments are not included in the report, but are available
for further and future studies.

The formative evaluation report will include the title of the experience that is being
studied, the names of the people involved in the evaluation, methods used, procedures
followed in data collection, sample sizes and the date that the report was written. This
is where changes made during the testing are addressed. In most cases more than
one method of study is used. One report will summarize the entire evaluation.

The next part of the report summarizes the findings of each of the parts of the
experience. For an exhibit formative evaluation, this section describes the any changes
that were made during the testing process, the tested exhibit component, the number
of visitors that read, interacted, shared an interaction etc. and addresses the visitor
outcomes that were revealed in questionnaires. For a program formative evaluation,
this section describes the program, any changes that were made during the testing
process, the participant engagement ratings and participant outcomes.

The final part of a formative evaluation report is the discussion and next steps. Few
modifications can be made during a testing phase. Often the component has
significant text or construction design changes and a program may have significant
delivery or content changes. These changes take time to make. If it is possible to run
additional testing on the changes, then do so. The discussion section of the report
makes suggestions for changes to the experience. If participants aren't attracted to
the component, physical changes such as color change, interactive element additions,
text size or quantity changes might be suggested. If participants are distracted or
distracting others, then changes to delivery methods may need to be made. If
participants are not understanding the intended messages, then vocabulary, text or
script editing changes may be suggested for testing in additional phases.
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Fearless Formative Evaluation Study Guide

Objectives:
Using a pilot program or prototypes:
» Staff will discover participant satisfaction levels.
» Staff will learn participant cognitive and affective outcomes.
» Staff will have information that can be used to modify program or media.

Full Performance Level Competencies Links:
= Interpretive Research
= Interpretive Media Development

Time Commitment:
A. Prior to the data collection - 15+ hours for planning and preparation
B. Data collection - dependent on humber of participants available for data
collection
C. After the event -

Materials needed:
= Computer/Printer
= Blank Paper
= Notepads or Clipboards
= Pens
» Data Collectors - can be staff or volunteers

Background
Formative Evaluation is conducted during the design process after much of the

experience is already designed, while changes can still be made, before going into final
construction. At this stage we need to know what messages are or aren’t working, is
the audience engaged, interested, what messages are they leaving the experience
understanding? Are audiences/participants leaving with the desired message
outcomes? Is the audience interacting expected? Do the interactive pieces work as
planned? From the information that we gather during formative evaluation, we make
improvements to the final design so that we can achieve desired outcomes.

One of the greatest advantages of formative evaluation is in the fluidity and speed of
the process. When weaknesses are revealed, they can be fixed as soon as it is
possible. Analysis and reporting follows this fluidity. Unlike front end and summative
analysis which can be cumbersome and time consuming, formative analysis is rapid
and less structured. The analyst looks over each question and finds trends. A
recommendation is made from this quick analysis, changes are made and if possible
tested again. The formative report is not as much of a summary of findings as you
might find in a front end or summative report, but more a summary of the process.
Findings are present, but not as detailed as in a front end or summative report. The
most important part of a formative report is the recommendations. The project can
move forward as soon as modifications based on recommendations are made.
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Procedure for a program or event formative evaluation
Step 1:
Weeks leading up to the data collection:
= Keep a copy of all marketing materials.
»= Record who marketing materials went out to.
= Keep a copy of newspaper articles, blogs, websites that picked up press releases
and are helping market the event.
= Recruit and schedule staff or volunteer data collectors for the event.
= Create questionnaire for event participants. Use Worksheet A.
Right before the event starts:
» Create unobtrusive observation instrument. Use Worksheet B.
Step 2:
During the event:
= Collect unobtrusive observation and questionnaire data. Use Worksheets C and
D.
Step 3:
After the event there will be two different types of completed data sheets: a stack of
questionnaires and a stack of unobtrusive observation sheets. Formative data is
intended to be acted upon quickly. Detailed analysis can be conducted using the
methods found on worksheets E and F.

Procedure for a media formative evaluation
Step 1:
Weeks leading up to the data collection:
» Recruit and schedule staff or volunteer data collectors.
= Create a data collection plan that includes testing stages & times for data
collection.
= Create questionnaire for participants. Use Worksheet K.
= Create unobtrusive observation instrument. Use Worksheet L.
Step 2:
During the data collection:
= Collect unobtrusive observation and questionnaire data. Use Worksheets C and
M.
Step 3:
After the data collection process:
Formative data is intended to be acted upon quickly. Detailed analysis can be
conducted using the methods found on worksheets E and N.
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Summative Evaluation: How Did We Do?

Summative Evaluation is the final evaluation phase of a program or media project. It's
a “how did we do” form of analysis. Summative Evaluation isn't intended to improve
the final experience. Instead, the results of a summative evaluation will help when
designing future programs and media.

How to Conduct a Summative Evaluation?

Summative Evaluation is conducted after the program has been presented a few
times, the exhibit is open, visitors are using the application, and all the adjustments
that are going to be made, have been made. Summative evaluation is not intended for
making improvements. It is intended to measure program or exhibit success.

Methods for conducting a summative evaluation are nearly identical to methods for
conducting formative evaluation; however, analysis and reporting are very different.

Step 1 Define what you want to measure

You will want to measure the message outcomes such as what did the visitors feel,
what did they do, how did they behave, and what are their future intentions or actions.

You will want to measure if participants are engaged and to what degree they are
engaged. In the case of exhibits, do they look, read, interact, and share with another
person? In the case of programs, how do they participate, are they paying attention to
the speaker, participating when desired, distracted, disinterested, disengaged?

Step 2 Determine the data collection methods: How are you going to find out?

The data collection methods chosen will depend on the type of data that needs to be
measured. Message outcomes are usually measured by asking participants to provide
answers; Engagement or use data is usually measured through some sort of
observation.

Keep in mind that the methods chosen will depend on:
1. The type of information are you looking for? (cognitive, affective) see page 10
2. What type of data collection will the target audience accept? See page 11
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Keys t% As with all stages of evaluation, credibility comes with diversity

Success in methodology. It is wise to use more than one method in
the summative evaluation. If questionnaires and unobtrusive
/ observation were methods used in the formative evaluation
@b then it is a good idea to use the same methods in the
summative evaluation

Step 3 Build the data collection instruments

A summative evaluation measures the overall effectiveness of the whole program or
media project. This is different than formative evaluation which selects only parts of a
project to test. So although the data collection methods for formative and summative
are nearly the same, the product being measured is different.

In formative evaluation, the questions were designed to target parts of a program or
components of a media project. Component objectives were being measured. In
summative evaluation, the overall experience is being tested. So it is not the
objectives, but the goals that are being measured. Questionnaires are more open
ended and tend to be shorter. Unobtrusive observation is more complex in summative
evaluation, because the entire experience is now available. In formative evaluation,
often only parts of the experience were available for testing.

A summative media questionnaire is looking for overall outcomes that the
participant takes away from their experience. Most of the same rules that were used
for formative evaluation (see pages 16-19) apply to summative evaluation:
e The participant’s time and feelings must be respected.
¢ A typical summative evaluation questionnaire includes five or less demographic
questions, between two and four open ended questions, and an affective
question.
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Instrument 7: Summative Program Survey

Exit Questionnaire for Hawai’i Volcanoes National Park

Sex: M F Age: # in Group Date Time
<10 40s 1 4
11-1% 50s 208 2 5
608 3
30s T0s
Is this your first visit to Hawai’i Volcanoes National Park? Yes No

Do you have any special interest hobbies or training in volcanoes?
No
Yes If “yes” please explain

1. What would you say is the main purpose of the presentation that you heard today?
To show. ..

To make people...

2. What is one new idea you are taking away with you?
I didn’t know or [ never realized that...

And/ or

It reminded me that...

3. Will this experience change your actions or make you do something different in the future?
No

Yes If “yes”, what actions do you think you may change?

4. Which face best represents your feelings about your experience here today?

OO

3
Tlike it I'm not sure 1 don’t really like it Hate It

5. Is there anything else you would like to tell us?

For unobtrusive observation, the same design for instruments is used in both
formative (see pages 25-27) and summative evaluation, however, in formative
evaluation only a few components are being tested. In summative evaluation, a map-
style of instrument is only necessary if it makes data collection easier.

Step 4 Collect and Compile the Data

Use the same procedure for collecting summative evaluation data as was instructed in
the formative evaluation section. See pages 28-30.
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A spreadsheet that compiles all of the data is prepared first. While not mandatory,
spreadsheet software may be used and will be helpful to program the data calculations.

For Questionnaires including surveys and interviews (see Spreadsheet 1), begin by
numbering each data sheet. This is the visitor number.

Set up the columns of the spreadsheet. The first column of the spreadsheet already
has line numbers. In the second column, put visitor numbers. Do not use the line
numbers in place of the visitor numbers. The visitor numbers are those that you wrote
on the completed data sheets. Use the demographics from the instrument to place
the rest of the titles and the question numbers in adjoining columns. If it is possible to
put an abbreviated version of the question in the titles row, do so. It will make
analysis easier in the future.

Enter the data for each visitor sheet on the corresponding visitor row.

Spreadsheet 1: KEMO Art Show Data

A E [ u] I [u] P [e] R

Kennesa
¥ Art Diid you know about the art
Show by are you here at the zhaow before you came How did you find out about] What elze would you like Zip b came with
Data park taday? today? the art show? 1o share with me? IMalefF emale Age  |Code | youtoday?

Wisitor #

Einiak on bauring Mo Wwhen | zame in
Tio see the battlefield hlo Tl

I¥launtain Mo Coming in TEA Female 'z
Infoon trail and hours Mo Rianger Femnale I's 3044 | F amily

oo | o | —
e P ]

-
o

Wt alk the mountain Mo Inside the welzome center Fermale fil's 30064/ Friends & family
A man stated art
Wt alk the mountain Mo showcase today. Fernale 40's 3020| F amily

an
=2

A gentleman stopped us
Here with family working oul Mo outside. This was great Femnale 20's 30120| F amily

o
-

=
oo

Eringing our wisitars Mo Fermale El's 30064/ Farmily

The analyst will review each question and create a Rough Compilation of like
responses. First the analyst considers all of the responses for a single question. Where
are the similarities? In Spreadsheet 2 look at the question How did you find out about
the art show? \Visitor #1 said, “When I came in”, visitor #3 said, “coming in,” and
visitor #5 said, “inside the welcome center.” The analyst grouped all of these answers
under Visitor Center. Each grouping is then assigned either an alpha or numeric code.
Answers that are unique are put into an “other” category. It is not unusual to have
multiple codes in one response. This spreadsheet will be included at the end of the
report so that readers can refer to it to better understand the analyst’s thought process
when reviewing the data.

MPR Museum Consulting Page 41



Spreadsheet 2: Rough Compilation

s ST,

o D

5 I 0 P
& =] c
Kennesa
w Art Diid you know about the art . . .
Show Why are you here atthe show before you came Houw did you find out about] What else ?.n:uid you like ‘ -
Data patk today? today? the art show? to share with me? MalelFemale Lq
Visitor # - ‘
1| Book on tauring Mo ‘when | came in "
2| To see the battlefield Mo LA, : ¢ e
3| Mountain Mo Coming in ; e I; zrr:;: 33:
4| Info on teail and hours ho Fanger Z | |
| e
5| W alk the mountain Mo Inside the welcome center Female §0's
Amanstatedart = ‘
& W alk the mountain Mo showecase today. < Female s
A gentlenan stopped us - ~
e 9. i smale
I 7| Here with family working oul Mo outside. This was qreat &mal
Female B0's
! 3| Bringing our visitors 0] @

Once the Rough Compilation is completed, the analyst must reorganize the data so that
it can be summarized. The Final Compilation (See Spreadsheet 3)is used to

generate the data that will be used in the final report and is also included at the end of
the report.

Spreadsheet 3: Final Compilation

=] M o P
Howr did you
Why are you find out? Mo
here at the answer=0
park today? Inside Visitor's
Sightseeing=1 Center=1 What else would you
Battlefields=2 Did yvou know Ranger=2 like to share?
Hike=32 about the Outside Mo answer=0 Other=1
Kennesaw Artwork=2 artshow? signage=2 Art related comment
1 Data/Art Other=5 Mo=0 Yes=1 Other=4 =2 Male/Females Age
2 Wisitor &
e 1 5 o 1 o
< 2 2 o o o
5 3 5 a 1 O|F 3
(=3 d 5 a 2 O|F 3
7 5 E] a 1 O|F 5
a =3 E] a 2 O|F d
= 7 3 o 2 1|F 2
1o =] 1 o o 2|F &
20 i3 1 o 1 m 5
21 ig 5 o
Mo Answer=2 205=2
Sightseeing=3 Visitor 30=s=9
Battlefield=s=3 Center=10 Mo answer=9 40=s=4
Hike=0 Ranger/st=ff=3 |Othar=5 S0==32
Artwork=1 MNo=18 Sign=1 Art related comment = |Female=11 60s=2
22 Other=5 Yes=1 Other=4 2 Male=5 70s=1

For Unobtrusive Observation data collected for exhibits, nhumber each data sheet to
identify the visitor number and layout the spreadsheet using the demographic data
(similar to the method used in questionnaires). Additional columns will be needed for

MPR Museum Consulting Page 42



number of components attracted, % of components attracted, and comments. On
Spreadsheet 4 there is a category titled 7alk to Researcher.

The bottom of each column is a summary of the number of times visitors stopped at
each component, interacted with each component, and read each component. If the
data instruments have additional categories such as unintended interaction and shared
interaction, those categories need to be included at the bottom of the page also.

When all of the data has been input into the observation spreadsheet, the reader will
be able to see the number of times each visitor was attracted to a component and %
of times they were attracted to a component. The reader will also be able to see the
number and percentage of visitors that read, interacted or just stopped at a
component. With sample sizes of 40 or less, it may be simplest to calculate the data
manually. With larger sample sizes, a formula can be used to calculate totals,
percentages and averages.
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Spreadsheet 4: Final Compilation of Unobtrusive Observation for Exhibits Data

lalk to

‘isitor Comp t Number Re- Total | Gen- Group | Aor
Murnber| 1121 3 |48 |6 |7 1689 (10 11|13 |13 [14] 15 |16 [17 |18 ]19]20 |21 [22 |23 |23A | searcher | Time | der | Age | Size |A+K
1 MojJME E 2 4
) Mo MIN_ F 2 4
3 1o Ik 1 5
4 R Mo MM F p 2
g Moff MM F 3 3
b R Mol 1 MIN 1 3
K R MNoR3 MIN 3 3
el R Mol 7 MIN 3 2|
e MNop & 2B
10 Mo Ik 2 3
11 R IR R Mofld MIN_F 3 4
12 | MNop2 MIN_F 3 5|
13 IR Moj13 MIN 1 5|
14 R Mo[l2 MIN_F 2 3
15 R | MNogd MIN_F p 2R
18 Mofi4 MIN_F B 2
17 R Mo Ik 3 3
18 R R Mop MIN__ F 1 5|
19 R R | Mo MIN_ F 2 3
20) Iof Wk 1 3

Talkte] Avg: 0 &
Stoppel Reaseard 11.61 Under;| Alone:| Adulg
dff H3 B F 0 p p p Ho o p p 1 F o 0 0 p pp p p B B her:0 MIN| M: 8 0 ol s: 2
Inter. Teens pe+Kid|
actedp fH P P p pp pnn p n p p P N n p p pp p p pp F: 12 2: 3| s:14
Readp H P P p pp pp g n p B P # P P p b p D P P D 20s: 7] 3: 5
o Read
h=20 0%{ §%| 10%] 0%)] 0% 0%] 0%] 0%| 10%| 10%| 5§%)| 0% 15%)| 0%] 20%| 0%| 0%)] 0%| 0%| 0%] 0%] 0%| 0%| 0% 30s: 6| 4: §
5 or|
More:
40s: 4
50s: 0
60s:

#ofele- | % of ele-

Visitor | ments ments
# attracted | attracted Comments
il 2| 8.33%[13 Showed kids Tapir. 15 Looks at Capybara; Looks at Tapir. Tracking stopped at Aviary
2 . 4. 17%Ehowed kids jaguars and asked wolunteer about Jag. Stopped talking went into restaurant to eat

]
w

12.580%-4: Sat down and looked at Pacu. Talked with family about this. ~11: Watched Jag through window. Stopped tracking just before Termple.

[B-4: Stated "Look at fish" to kids. 10-11: Sat kid (possibly 2 v.0.) on railing/fencing to look at Gigi. Child climbed fence. Prior ta leaving, played in
4 ) 20.83%F ountain by entrance.

5 5] 25.00%R: Watched fish. 3-4: Looked at Fish/Salsa. Picture of Salsa. Between 8-10: stated "Onca Yay'. 13-14: stated "Coh. Hippo"

[: Picture of Salsa. 4 Picture at Waterfalls. Termnple: Picture of kids. 13; Adult read to child. 15: stated "Look at the rat thing". Took picture. 23:

6 7 25.00%entered Aviary
aterfalls: Stopped for cats. TernplefField Station: headed to ternple - son saw Cassie with snake and went over to Field Station, then back to
7 10 41 67%femple.
8 7 28.17%[2: On knees looking at fish. Between 9-10: pointed to Jaguars Termple: spent 8 minutes in temple.
el 0| 0.00%Entered only for the restroorms
10| 3 12.80%2-4: stated "hey kid look at Pacu. Staved really long time. Temple: stopped tracking here
11 G 25.00%: Looked at Jaguars for 2 minutes just past waterfalls. 13. Stopped twice by Anteater area. 23: stopped for squirrel outside aviary.
Fountain: sat at fountain with young child. 2: looked at fish with child. 9 painting at jaguar up onweall. 10: watching jaguar anwall, Temple
12 B 33.33%placed child up by snake on wall. Schoal house: sat down beside it. 23: group went into Aviary, she did not
13 B 33.30%|10: Jaguar roared. Termple: spent 4 minutes here. Aviany: spent 2 minutes here
14 1 4. 17%|15: pointing at monkeys.
M: eating ice cream watching jaguar for § minutes. 10: Rachel spoke to group of people here. 11; Watched jaguar. Jaguar is right at window.
15 8 33.33%Rachel is still talking to them. Temple: spent B minutes here. 23: spent 11 minutes in Aviary.
[2: stated "look how big the piranha are”. Temple: spent 7 minutes here. School House: at ~ 4:45 PM, stopped to ask "Data Collectar” the time
16 5] 25.00%hen stated "come on we have 15 minutes before 7oo closes”
17| 3 12.80%[: pointed fish out to kids. 4: looked at fish.
18 i 20 B3%pade additinonal stop between 9-10
149 i 20 B3%Field Statinn: Petted snake. Listened to guide, but no discussions noticed
20 b1 20.83%[2-3: Looked at fish. Temple: entered... tracking stopped

For Unobtrusive Observation data collected for programs: number each data sheet to
identify the visitor number and layout the spreadsheet using the demographic data
(similar to the method used in questionnaires). Additional columns may include pre test
g 1, pre test q. 2 (if pre/post test questions were included), Eyes on Presenter,
Laughing, Nodding or Shaking Head, Discussing or Interpreting, Data Collector (DC)
Rating, and Comments.

If more than one program is part of the study, divide the data sheets by program
before assigning visitor numbers to the sheets. It may be helpful to create a
spreadsheet for each program title.
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In Spreadsheet 5, the bottom of each column is an average of the tally marks for each
participant. These numbers are not the key numbers. They are here to get an idea of
what is actually occurred during the presentation and to verify the data collector rating.
With the data entered this way, additional sorting and comparisons can be made.

Spreadsheet 5: Final Compilation of Unobtrusive Observation for Program Data

Pre/  [Pre/
Participant Eyes |Laugh- [Nodf |Disrup- DC Pre- Post  [Post
Number Pre1 |Pre2 [on ing Shake five Post 1 |Post 2 [rating [senter |DC M F Age Q.1 Q.2
1B C 30 2 1 oC C 10Jan KD F 10 2 0
2|B C 16 3 2 0JA C 7lJan My [F 10 0 0
3|C C 15 4 0 0B C 9Jan |AS F 10 -2 0
4|C A 31 2 4 o|IC A 10Jan EB M 10 0 0
5B B 25 2 0 oIc C 8lKatie MW |F 10 2 2
6|A C 26| 5 0 0B C 8lKatie UM M 10 0 0
& A 22 3 0 0JA Cc 7|Katie |AS M 10 2
8B A 28| 2 2 oIC B 9lKatie |EB M 10 2 0
9|C C 29 2 0 oIc C 10|Katie |EB F 11 0 0
10|C B 34 0 0 oc C 9lKatie |AS F 11 0 2
11)1A C 5 2 2 10JA A 1|Katie MW [F 11 0 -2
12|A B 24 0 3 o|IC C 2|Katie UM F 11 2 2
1.1666|0.8333)
averages 23.75] 225 67 33 7.5 0.8 0.5
Participant
Number Coments
1{laughing, nodding etc. was at appropriate times  these did not comprise majority of the minutes- just moments
2
3
4lvery involved really listened, watched, attentive
5
Gllooked at clock once, otherwise very interested
7|asked a lot of questions, seemed interested but monopolized the g /a time
8
Olreally attentive, she was interested the entire presentation
10
11|was seated by teacher, was having behavior problems
12jtotall not interested. Scared of snake... had associate working with her

Step 5 Analyze the Data

In formative evaluation, speed was important. Analysis was less formal than it is in
summative evaluation. The outcomes and actions were measured, but the need to
follow the analyst’s thought process was not a critical as it is with summative
evaluation. In formative evaluation, the primary source of records was the original
data sheets. In summative evaluation, the data sheet information is transcribed into a
spreadsheet and calculations come from the compiled data. Depending on the
collection method used, there are some differences in the way the data is analyzed.

Step 6 Report the Data

The final step in the process is generating a report of the findings. The report will
include the title of the experience that is being studied, the names of the people
involved in the evaluation planning, instrument building, analysis, and report, and the
date that the report was written.
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The first section in the report is the Introduction. The introduction clarifies the
purpose of the study, gives the date and location of the data collection, and outlines
the content of the report.

Introduction

This report summarizes the findings of a summative evaluation of the ‘Ohana
program at Maku’u Marketplace in Puna. The summative evaluation was
conducted by Hawai’i Volcanoes National Park staff and MPR Museum
Consulting. The purpose of the summative evaluation is to test the effectiveness
and relevancy of the ‘Ohana program. The Mak’u Marketplace in Puna District
event is one of two events that were to be included in a summative evaluation to
measure the park’s success in reaching out and connecting with park neighbors.
The park also held an ‘Ohana event for the Ka’@ District neighbors.
Unfortunately, summative data was not collected at the Ka’ii District ‘Ohana
event so it is not possible to provide a credible measure of program success for
the Ka’ii portion of this project.

Throughout this report questions posed to participants will be shown in bold
type, paraphrases will be displayed in italics, and participant & staff quotes will
be in quotation marks. The terms program and event will be used
interchangeably. The name Hawai’i Volcanoes National Park may be
abbreviated to the National Park Service acronym HAVO.

Data collected during the ‘Ohana event held in 2011 is summarized within the
report. The raw and compiled data is found on a spreadsheet that accompanies
this report. These spreadsheets will provide readers with information that can be
used for future or further analysis.

Some reports require Background section to apprise the reader of activity related to
the experience.

In fall 2010, Hawai’i Volcanoes National Park wanted to cultivate a sense of
stewardship between the park and community neighbors. To find the most
inclusive and effective way of establishing this relationship, park staff and MPR
Museum Consulting conducted a focus group with Puna community leaders.
From this focus group, it was determined that the community needed a free or
low cost event, offered outside of the park near the community, targeted to
school age youth, instructive in cultural or traditional ways that emphasize the
natural resources of the district, and the leaders of the program should be native,
local practitioners. It should start small, be offered repetitively for attendance to
grow, and marketed exclusively to the Puna community.

Park staff responded by creating an event titled ‘Ohana — the Hawaiian word for
“family”. The first ‘Ohana event offered in the Puna district occurred at Maku’u
Marketplace on April 2, 2011. The event featured practitioners demonstrating
cultural and traditional skills. Event participants were invited to make their own
traditional tools and materials. This first ‘Ohana event included lei, rope, rain
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cape, paper and print making and ukulele playing. An estimated 30 people
attended the event. Data was collected through unobtrusive observation,
tracking, and questionnaires. Participants were very pleased by the event and
asked that the park continue to offer events such as this one.

The next section of the report describes the methods used in the study and the sample
size for each method. This section is titled Methods or Methodology.

Data collection for the summative evaluation took place at the event at Maku’u
Marketplace on October 15, 2011. The intention of this O’hana event was to
build a relationship with local community members and thereby create a sense of
stewardship about the park.

To measure participant feelings about the park, park staff, and the event, and to
determine outcomes, participants were randomly selected and asked to complete
a questionnaire. The questionnaire consisted of 5 open-ended questions, 5 close-
ended questions, 3 five point Likert scales, demographic questions and space for
additional comments. A total of 23 questionnaires were completed. 12 of the 23
participants that completed a questionnaire were female, 6 were male and 5 did
not answer this question. Due to potential literacy issues of participants (ages
ranged from 3 to over 50), some participants completed the questionnaire on their
own, while others were completed in interview format by the data collector. All
participants that completed a questionnaire said that they came to the event with
family members.

A Findings section follows the Methods section. Findings will be the most extensive
part of the report. This section is a summary of the Final Compilation. Not all of the
data is included in the findings. Usually only the top three or top five categories are
summarized in text form, but all other categories are shown on a graph or chart.

Findings
The first question asked participants to tell how they learned about the ‘Ohana
event. There were more shared answers to this question than any other question
on the questionnaire. 8 people found out about the event from a family member.
4 people found out about the event through Maku’u Marketplace. The chart
below shows the other responses to this question. 1 person gave 2 answers to this
question.

MPR Museum Consulting Page 47



How did you find out about this event?

friend 3

family member 8

school

poster/flier 1

Maku'u Farmers Market | 4
park 1 1
coffe van | 1
previous event | 1

The final section of the report is titled Discussion and Conclusions. This is where
the findings are discussed and thoughts come together. Responses from different
questions can be compared.

The comments, scales, and data show that participants “loved” the event. They
loved the content and delivery. The content selected by focus group participants
and park staff demonstrates to the community that the park wants to meet their
needs. Ultimately through this bond, it is hoped that the park’s desire to build
stewardship will be met.

The focus group participants told us to keep the program going even if
participation was poor at the beginning. The increased attendance levels and
enthusiasm for this event verify the accuracy of the focus group’s suggestion.

Another comment that came out of the focus group was involve community
members in the event. Originally this suggestion was intended for practitioners at
the event, but park staff has successfully engaged community members in event
planning, sponsorship, and coordination. This shared coordination has resulted in
expanded advertising and higher attendance.

Lessons Learned
The Lessons Learned section ties the findings and discussion sections together.

Lessons Learned

About the program

O’hana is a family event. The goal of ’Ohana was to create a family-focused
event that connects the park to the community. From the data, we found that
everyone that attended the Puna District event came with family. Two
participants mentioned bringing friends to future events.
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Repetition builds participation and trust. The January focus group
participants suggested to start small and continue to offer the event. They stated
that community members are reticent to recommend an event to others if they
had not themselves participated. In April, approximately 30 people visited the
pilot O’hana event at Maku’u Marketplace. In October that number doubled. By
offering the O’hana event repetitively, the community is starting to build trust
with the park. It is important to continue to offer this program.

Hands on involvement is important to the participants. 11 of the 23
participants (48%) mentioned that they liked making stuff. It will be important to
continue this “hands on” delivery method for future events. That does not
necessarily mean that all Puna O’hana events must be cultural fair types of
events. If it is possible to lead an event similar to the Ka’t O’hana event (a GPS
scavenger hunt) it may be something to consider in the future. However, it is
important that participants get the opportunity to be involved in the experience.
A lecture type of presentation may not be as well received.

Next Steps
A summative report is intended to be the last word. It is a summary of how well the
experience met the expectation of the participants and planners. In some cases a next
steps can be addressed as was the case with this example:
Next Steps
A summative evaluation of the Ka’ii District event is necessary to give credibility
to any assertions about success of the program. The next step for the Ka’'ai
District O’hana program is to collect summative data using both questionnaires
and unobtrusive observation. After this data is collected and analyzed, the
information can be used as a model for parks around the country that also need to
connect to community neighbors.

The summative evaluation of the Puna District event demonstrated the success
that O’hana has in building a relationship with the community. This was the first
step toward the goal of inspiring community neighbors to become park stewards.
By putting the community members’ interest first, park staff began the process of
connecting the park to the people. Trust is just beginning to be established here.

The next step for the Puna District is to gather information about actual, current
use of the park by community neighbors. How many community members are
coming to the park now and what are they doing when they come? This is the
baseline that will be measured against in the future when you determine if
neighbor stewardship has increased. The summative evaluation questionnaire
asked participants Have you visited Hawai’i Volcanoes National Park before?
This question was a start, but so much more information needs to be gathered
before a true baseline can be established. Narrowing it down to how often
neighbors come, who do they come with (school, family...), why do they
come...will provide a good baseline to determine how the neighbors are currently
using the park. Then as the relationship between the park and neighbors grows, it
will become apparent how the neighbor’s use patterns change.
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Fearless Summative Evaluation Study Guide

Objectives:
> Staff will discover participant satisfaction levels.
> Staff will learn participant cognitive and affective outcomes.
» Staff will have information that can be used for future similar events..

Full Performance Level Competencies Links:
» Interpretive Research
» Interpretive Media Development

Time Commitment:
A. Prior to the event - 10 hours for planning and preparation
B. During the event - dependent on number of participants available for data
collection
C. After the event - 40 hours for analysis and reporting

Materials needed:
=  Computer/Printer
= Blank Paper
= Notepads or Clipboards
= Pens
= Data Collectors - can be staff or volunteers

Background
Summative Evaluation is the final evaluation phase that is conducted on an experience.

It's a “how did we do” form of analysis. It isn't intended to improve this event, but the
results of a summative evaluation will help in future program and exhibit design. What
is learned from summative can be applied to future plans.

Procedure
Step 1:
Weeks leading up to the event:
» Keep a copy of all marketing materials
= Record who marketing materials went out to
= Keep a copy of newspaper articles, blogs, websites that picked up press releases
and are helping market the event.
= Recruit and schedule staff or volunteer data collectors for during the event
» Create questionnaire for event participants. Use Worksheet A.
Right before the event starts:
» Create unobtrusive observation instrument. Use Worksheet B.
Step 2:
During the event:
= Collect unobtrusive observation and questionnaire data. Use Worksheets C and
D.
Step 3:
After the event:
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After the event there will be two different types of completed data sheets: a stack of
questionnaires and a stack of unobtrusive observation sheets. Conduct the analysis and
write a report. Use Worksheets E and F.
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Evaluation: | Will Be Fearless!

Evaluation can be the difference between a successful or not so successful program or
media product. It's important to incorporate as many phases and as many methods of
evaluation into design as the budget and time will allow.  Without incorporating
evaluation, the product may be of little or no interest to the target audience, may
completely miss the desired outcomes, and staff may not know the quality of the final
product. If an agency claims to make any kind of difference, they must be doing
some type of evaluation to give that claim credibility.

How Much Time and Money Will Be Needed?

Budgeting time and money for evaluation is much like building a new home. Owners
and agencies tend to under estimate both. Cost is dependent on the phase, sample
size, location, staff or contractor’s experience, number of methods used, types of
methods used, audience attendance numbers, and more.

The amount of time it takes to conduct any phase of evaluation will be dependent on
the stage or methods you choose to conduct that evaluation. Some methods can be
very quick, such as online surveys. The advantages of online surveys are that the
analysis time is cut out of the overall time budget. A person can complete an online
survey and the data will be analyzed and the results will be instantaneously calculated.
The disadvantages of online surveys are that the willing audience may be different
than the actual audience, so you may not have an accurate sample. Often questions
must be closed ended. In some cases open ended questions are possible, but the
analysis may be questionable. The analysis formula of open ended questions in online
surveys looks for key words, but cannot measure the context of those words. This
means responses such as “This program addressed all the changes that have happened
to the landscape over the last 2,000 years” and “This program was about how nothing
has changed in the park over the last millennium” are calculated in exactly the same
way. The survey program will calculate these as being common answers because the
key word “change” occurred in both.

Generally, front end and summative evaluation require more in depth data collection,
open ended questions, data transcription, human analysis, and reporting. The majority
of time spent on these tasks can take months. The size of the sample also has an
effect on the amount of time needed to go through the process. The participant
attendance will play a role in the length of time it takes to gather the data. For a
sample size of forty to sixty participants, using two methods of data collection,
estimate six to eight weeks for analysis and reporting of data after the data is all
collected.
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Formative analysis and reporting is much faster. Formative evaluation is usually
conducted in multiple stages, so the time between the stages is spent redesigning and
constructing prototypes. It is the time between the stages that take the majority of
the overall time budget. Estimate two to three weeks to complete analysis and
reporting of each stage of formative evaluation on a sample size of forty to sixty
participants using two data collection methods.

Should I Conduct the Evaluation or Hire an Outside
Evaluator?

You and your staff can conduct a front end, formative, or summative evaluation. The
scope of your project, staff time required, and budget will dictate the amount of
evaluation you will be able to conduct. Of course, the more evaluation you do the
better, but you must be realistic. What amount can you do with the budget that you
have? What can you and your staff do?

The advantages of conducting the evaluation using park staff and volunteers include
staff familiarity with visitor attendance, organizational rules and policies, proximity, and
cost. The challenges are that the evaluation must be a priority and you must be
assigned dedicated time and funding to complete the project. Evaluation projects tend
to become low priorities and often are cut due to funding deficits. Usually this happens
after the data has been collected, and the analysis and reporting phase is about to
begin.

Many agencies are data rich and information poor from years of data collection and
little to no analysis and reporting. This data collection costs the agency staff time and
visitor respect. If people are answering surveys that result in no changes, it becomes
harder to get them to participate in future studies. Think of the number of time you've
given a store clerk your zip code (data collection), have you seen any changes because
of it? In organizations with a market researcher or department, that information is
used to advertise and stock merchandize that people in your area purchase most often.
If you are going into a store that usually or always has what you came in for, it may be
attributed to a response to data collection. In many agencies if there is no one
assigned to analyze the data, it just sits “on the shelf”.

One of the primary reasons you should conduct evaluation is to create the best
possible product in the most economical way. Failing to conduct evaluation can result
in a finished product full of errors that either needs to be redone or lived with.
Conducting evaluation can often save the agency a lot of money.

For example, you can reduce the cost of conducting a formative evaluation by:
e Using a sample size between 40 and 60 participants.
¢ Limiting and the number of components and delivery techniques that will be
tested.
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e Recruiting staff and volunteers to conduct the data collection.
e Committing the time necessary to analyze the data and write the report.
e Follow through and apply the findings to the project design.

Evaluation is never free. Once you decide how the type of evaluation(s) you need and
what you can afford, you can determine how to get the work done. There are many
different scenarios reflecting a wide range of projects, time, staff, and money that
allow you to conduct evaluation. If funding is tight and staff is available, you can
conduct any one of the evaluation types for a single program and simple media project.
If the budget allows and you have staff available, you can collect data and then hire an
outside evaluator to compile and analyze the data and produce the report for a variety
of programs and media projects. If the budget allows and the project is a large,
complex exhibit installation, you should hire an outside evaluator to conduct the
evaluation. Sometimes you have to recognize when it is advantageous to call in the
experts and not try to do it yourself.

I Will Be Fearless!

Fearless Evaluators know when they can take action themselves. Online surveys,
interviews, unobtrusive observation, and focus groups are all methods of evaluation
that any interpreter can use during any stage of program and media development.
Time, staff, budget, and project scope will determine whether you do it yourself or call
in the experts.

Fearless Evaluators know when to call for help. Outside evaluators provide expertise
especially when undertaking a complex, large-scale project or program. Regular staff
schedules and responsibilities are not overburdened, and greater insight into visitor
knowledge, behaviors, actions, and perceptions is gained.
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Evaluation: | Will Be Fearless!

Each stage of the CUVA evaluation process was summarized and published in the following
reports. These files can be found on the Harpers Ferry site or by contacting Monica Post at MPR
Museum Consulting. monica@mprconsultants.com

‘Ohana Puna District Focus Group Notes

‘Ohana Ka’u District Focus Group Notes

‘Ohana Puna District Focus Group Report

‘Ohana Ka’u District Focus Group Report

‘Ohana Puna District Unobtrusive Observation Sheets
‘Ohana Puna District Formative Questionnaire

‘Ohana Ka’t District Unobtrusive Observation Instrument
‘Ohana Ka’u District Formative Questionnaire

‘Ohana Puna District Formative Report

‘Ohana Ka’u District Formative Report

‘Ohana Ka’t and Puna Summative Questionnaire

‘Ohana Puna District Unobtrusive Observation Instrument
‘Ohana Ka’t District Unobtrusive Observation Instrument
‘Ohana Summative Data

‘Ohana Summative Report

Youth in Parks Focus Group Notes

Youth in Parks Focus Group Report- Kiipono McDaniel
Youth in Parks Formative Report

Youth in Parks Parent Survey Instrument

Youth in Parks Participant Survey Instrument

Youth in Parks Leaders Survey Instrument

Youth in Parks Rough and Final Data Compilation

Youth in Parks Summative Report

Digital Mountain Focus Group Report-Laura Williams
Digital Mountain Formative Report

Digital Mountain Summative Evaluation Questionnaires
Digital Mountain Summative Data

CUVA Phase 1 UO instrument

CUVA Phase 1 Questionnaires

CUVA Formative Phase 1 Report

CUVA Phase 2 UO instrument

CUVA Phase 2 Questionnaires

CUVA Formative Phase 2 Report

CUVA Phase 2 S Basin Rough and Final Compilation
CUVA Phase 2 CVC Rough Compilation

CUVA Phase 2 CVC Final Compilation

2010 Focus Group Findings: Assessing African American Attitudes Toward the Civil War
KEMO Focus Group Reception Questionnaires
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Kennesaw National Battlefield Park Focus Group Reception Report

KEMO Formative Questionnaires

KEMO Formative Evaluation of Programs of Interest to African Americans Report

KEMO Summative Questionnaires

KEMO Summative Evaluation of Programs of Interest to African Americans Report
Kennesaw Summative art show data

Kennesaw Summative storyteller data

Parks and Underserved Audiences: An Annotated Literature Review

Brief Literature Review for Focus Groups, Outcomes, Evaluation and Front End Evaluation

MPR Museum Consulting Page 56



Worksheet A
Creating a Program or Event
Formative or Summative Questionnaire

The purpose of a formative or summative event questionnaire is to look for overall
outcomes that the participant takes away from their experience. The participant's time
and feelings must be respected. A typical formative or summative evaluation
questionnaire includes five or less demographic questions, between two and four open
ended questions and an affective question.

Demographic Questions: The purpose of the demographic questions is not to establish
who the audience is, (you should already know this), but to verify that the data truly
represents the audience that is present. Demographic questions include:

Male / Female
Age by category (asking participant to be How many people came with you
specific about age is threatening unless they today?
are youth)
Under 10 40s
11to 19 50s Who are you here with today?
20 60s
30s 70s and above Family Friends

Special Group I came by myself

Other

Depending on the project and project goals, there may be other demographics that
should be included (race or ethnicity, zip code, member..... Etc.) For every
demographic question that is added- take away another. In other words if your ex-
perience is intended to increase the ethnic or racial diversity of the audience, add a
question about that, but take away another. Keep the number of demographic
questions under five.

Helpful Hint: Number the questions, it will help later with compilation and reporting.

Question #1 (closed and open ended)

How much information or interest did this participant come to this experience already
knowing?
1. Do you have any special interest, hobbies or training in Wilderness Survival Skills?
No

Yes If "yes", please explain:
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Question #2 (open ended)
What does the participant think the event is about? Why are you doing it? What is its

purpose?
2. What would you say is the main purpose of this event?
To show......
and/or

To make people...

Question #3 (open ended)

What are the cognitive outcomes of the participant's experience? What did they learn or
remember because of their experience at the event? If this questionnaire is being passed
out after a performance or presentation questions can be tailored for that presentation.

3. Can you tell me one new idea that you are taking away today?
I didn't know, or never realized that...

and/ or

It reminded me that...

Question #4 (closed and open ended)

How might this experience influence the participant's actions outside the event? Keep in
mind that this is what the participant is professing. When reporting on this question, this
does not measure actual actions, only professed intent.

4. Will this experience change your actions or make you do something different in the future?
No

Yes If "yes", what do you think you may do different in the future?

Question #5 (closed ended)
What does the participant think of their overall experience today?

5. Which face best represents your feelings about this event here today?

1 2 3 4 5
I love it I like it I'm not sure I don’t really like it Hate It

Question #6 (open ended)
What else does the visitor want to express? What questions might have been missed?
What's on their mind?

6. Is there anything else you would like to tell us?

Worksheet A page?2



Worksheet B
Creating a Program or Event
Unobtrusive observation instrument

The purpose of unobtrusive observation is to measure participant behavior during the
experience. Unobtrusive observation is a technique that is used to measure the
attraction, holding power and behavior of parts of the overall experience. This
measurement tool is quantitative. In other words, it is about the quantities. It is used to
measure the number of participants that laughed during a joke, were distracted, ap-
peared engaged etc. The instrument used for unobtrusive observation of an event will
vary depending on the type of event or program that is being studied.

The following details need to be determined before creating the instrument:
* what demographic data needs to be collected?
* what areas will be included in the event?
* what behaviors might occur during the event?

There are several different types of program evaluation instruments that can be selected
for data collection. Pick what works best for your program.

The following instrument was created for an event conducted at Hawai'i Volcanoes
National Park. This instrument was used for an event where visitors were given free
choice to move from station to station. The data collector randomly selected a
participant at one of the stations and observed his/her behavior and judged his/her
overall level of engagement.

Time How many people here?
Presenter
Who with?
T like it T mat sure I don*t really like it Hate Tt
Comments:

The instrument on the next page was used for a stationary presentation.
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The instrument on this page was used for a stationary presentation. The data
collector made one tick mark for each minute in the presentation.

Presentation Time Day Date
Presenter Data Collector
Audience Size M/ F Age Who with?
Stationary Presentation B
Particip is hing 1 or object that presenter wants
Eyes on Presenter audience o foous on
I hi G % & Participant iz Lmghing, smiling
-~ _ e o Pﬂhmpﬂmﬁhﬂdmngfeen&f:{msb;ﬂk:nghﬂdmdﬂs—
ﬂddmg E ] by p does inchude nodding
Shaking Head (presenter directed) orslnkmglfpartmpnnlympadmpnhngmdlmbehﬂor
= = Pnrhmpnnlmdlsmmngmthnmghborthembjedcfmepleaem—
DISCUSSIE'E or _ 5 hmmlslnim'pmhngﬁxrachﬂd_ Must app
Responding (verbally or Participant raizes hand or shouls oul response thal iz presender

directed. This does not inchade infentionally dismoptive responses
is parflicipating (individually or as part of a whole

hand raising— presenter directed)

Participating group) Move than hand raising or verbal response. ie. put hands
; 5 4 on hips, or come up to the stage
Participant iz looking away from presender or away from where
Looking around presenter wants attention focused. i e clock, ofher participant
T Anybelnﬂoro‘[herthnnhlkmgandlookmgatmmdthntm
Pmrw&]m Sers byp iz others in the audience.
Participant is not being distracting, but is refusing to parficipate in
Refusing to participate in presenter divecled behavior
presenter directed behavior
) ) Talking, that o be dated to ion, or d
Talking (uncertain about by ihe presenier
subject matter)

o Behavior not wanted by presenter, bt not distracting ofhers
Pre occupied (iexting, reading, sleeping____) = by

IData Collector Engagement Rating (circle one)

0O 1 2 3 4 5 a 7 B 9 10
Distracting ])istmcted:ed Easily Nominf:;y Interested Complmly
Disintercs Distracted Interes: Intercs:
& Enpgaped
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Worksheet C
Collect the Data—Questionnaires
Surveys or Interviews

Outcomes based evaluation is an analysis of the experience, not the people involved.
The people are necessary to measure the experience, but we are not measuring the
people. It is not practical or cost effective to interview or observe every participant in
an experience, so instead a select number of participants will be involved. It is impor-
tant to avoid bias when selecting the participants for a study. The best way to prevent
bias is to randomly select participants.

Instructions for random sampling:

Determine an imaginary line just inside the data collection space. Pick every fifth
person that crosses that imaginary line. This is the person who will be approached to
participate in the questionnaire. We will call this the target individual.

Five is not a magic number. A larger number can be chosen, but it may take longer to
get enough visitors for the study. The point is that the data collector should not
unwittingly select people and introduce their bias.

Do not avoid approaching someone because they "look like" they might not want to

(or for any other reason) participate. If data collectors avoid approaching people that
look like they might be in a hurry, or think that they wouldn't want to participate, then
the data collector's judgment is biasing the data. Approach every 5th persons that fits the
criteria.

Criteria other than every 5th person

The criteria for every project will be dependent on the project. In cases where text
based media is being evaluated, participants should be of reading age. Data collectors
may have to judge if a randomly sampled individual is at reading age -not by if they
are reading, but rather, by appearance.

If the target individual is a is a child - approach them cautiously speaking loud enough
for the accompanying adult to hear. Use body language to invite the adult into the
conversation. Data collectors will have to use judgment and ability to work with
children and their parents here. Do not avoid asking children just because it is a pain
that would bias the data and cheat them out of a chance to share their thoughts.

Do not recruit more than one person in a group- (even if there are more than 11).
This results in skewed data because people that come in a single group often have the

same history and points of view.
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Approach the target individual and say the recruiting statement in a friendly voice.
If the target says "yes", say to them, "thank you, when you exit this exhibit (when the
presentation is concluded) just come back to me and we can begin".

If a visitor says "no" thank them anyway. Do not ask why, although they may offer a
reason. Keep track of how many people refuse and write down the reasons that they
refuse. For example- "not enough time, just not interested" etc.

If participants are completing a survey hand the clipboard with questionnaire and
pen to the visitor and ask them to complete the rest. If the participant asks a question
or wants to discuss something, it is best to politely say something like: 'Go ahead and
finish this and then I'll be happy to tell you more about that."

As soon as the visitor has completed the questionnaire, thank them. Put the
questionnaire away - do not examine it. (This is intimidating for the person who just
completed the form and for future recruits.)

If while talking with a visitor, more than five people slip by, that is O.K. - approach
the next person that crosses the imaginary line.

If data collectors are interviewing participants, it is important that data collec- tors
use the words that the participant uses when they are completing the form. The
words they use help measure their vocabulary. For example if a participant says- "l
learned that deer come out at dawn and dusk" the data collector should not write
down "Visitor learned that deer are crepuscular.”

Write their answers in first person- participant will say "l learned" or "l felt" - do not
write down "she learned" or "she felt"

Write down any other comments that they had at the bottom or if necessary on the
back- even if the comment doesn't have anything to do with the exhibit. In this case
the data collector can use their words. For example: "visitor stated that she really
appreciated the cleanliness of the restroom." Data collector does not have to write
down directional questions i.e. "Where is the closest restroom?"

As soon as the visitor has completed the interview thank him/her and put the survey
away- do not examine it. (This can be intimidating for the person who just completed
the form and for future recruits)

If while interviewing, more than five people slip by, that is O.K. - approach the next
person that crosses the imaginary line.
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Worksheet D
Collect the Data

Unobtrusive Observation in Programs or Events

Using the unobtrusive observation method, we can measure the audience engagement
in a presentation.

Participants in an unobtrusive observation are observed without being aware of their
involvement in the study. It is especially important to remember that the participants
are not the subject of the study, rather they are a "tool" used to measure the

program. No personal data is collected. Demographic data is assumptive. In other
words, the data collector makes demographic assumptions about the participant based
on visual evidence. Gender, age, race, family type.... all of these pieces of data are
assumptions based on a visual analysis. The purpose of the demographic data is to
verify that the audience being studied is a representative sample of the audience.

This is to be a representative sample of the audience, so random selection is
necessary. There are two ways to randomly select the participants for this type of
data collection.

1. Determine the number of volunteers / staff that will be conducting the data
collection. For the purposes of this example we will say we have 5 staff/volunteers
available for this presentation. Determine five audience seats in the auditorium and
assign each seat to the staff/volunteer. Be certain that the "target" seats are distrib-
uted throughout the auditorium. If you select the first five seats in a single row, all
members may be from the same group or family. When the audience comes into the
auditorium and sits down, the staff/volunteers need to make a mental note to them-
selves so that they can remember the sample member that they are observing. If the
sample member moves to a different seat, the staff/volunteer can continue observing
that member as long as he/she doesn't move to a different "target" seat. The point is to
get a sample of the audience that is not influenced by data collector bias.

2. A second method requires the data collector to randomly select participants by
observing every nth person who crosses an imaginary line as they enter the space.
Make sure each data collector knows the person that they will be observing is not
being observed by another data collector. You may also need to select out certain
audience members... for example: although infants may be representative audience
members, they may not be able to provide the feedback you are looking for. In those
cases (whether they are in a target seat or are the nth person to cross the line) select
the person next to them.
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Data collectors will have a form similar to the one shown below. Have data collectors
note behaviors that happen during each minute of the presentation. Each minute
during the presentation will earn a tick mark. In the instance where several behaviors
happen within one minute- have data collector tick the behavior that happened most
often. So for example if participant at 1:13:00 was watching the presenter, at 1:13:03
became distracted by a peer, at 1:13:10 was still laughing at peer, at 1:13:15 was
watching presenter and continued watching presenter until 1:14:00- then the
predominant behavior was Looking at Presenter and that should get the tick mark.
However, a note should be made on the bottom of the form that the student was
laughing at peer for a few seconds.

) : = = o. 2ec
Presentation \t\“ ,___r-_l-_c_._:___l'&-’\.J '-\ é" Time _| ‘20 Day | Date d 7
Presenter Y e __ Data Collector D
— e A Sean
Audience Size 279 Group o~
~ : -
Sample member M F. Age estimate <
Pretest Q. 1 A @ C Comments
z Pretest Q. 2 A B o Comments
L T Frd 7 el Farti watching presenter or object that presenter wants
G  |Eyes on Presenter - i s
Laughing (presenter directed)
N ¥ P is ddi hend in ag or shaking head in dis-
. |Neodding Head or f e as di d by this d ot include nodding
! Shaking Head (presenter dirccted) or shaking if participant is participating ve behavior
3 g Frar is di ssing with w the subject of the presenta-
Discussing ar tion or is interpreting for a child. Must appear to be presentataon

Interpreting (presenter directed)

Responding {verbally or
hand raising— presenter directed)

r shouts out response that is presenter
nclude intentionally disruplive responses.

L - . Participant is part
(J Participating T group) More than har
(presenter directed) on hips, or come up t

ating (individually or as part of a whole
or verbal response. ie. put hands

5 Farticipant is looki away from p or @ ¢ from where

I Lowoking around f wants i 4, i clock, other participant. ..
Participating in Any behavior other than talking and looking around that is
disruptive behavior wnwanted by presenter and distracts others in the audience

e AL & Participant is not being distracting., but is refusing 1o participate in
Refusing to participate in resenter dinected behavior.
[

presenter directed behavior

e a i Talking that seems o be unrelated to presentation, or unwanted
Talking (uncertain about by the preseniter.
subject matter)

7 |Postrest Q.1 A B ) Comments

= —|Posttest Q.2 A B (_ﬁ Comments

Data collector engagement rating (circle one)

0 1 2 3 4 5 6 7 8 o (e [

Distracting Distracted Easily Nominally Interested C‘o|npletc]y__[nmrc.~alcd
Disinterested Distracted Interested and Engaged
/ e 1 h . ; e T Ay v s
f'l_:"f Uy bty ,_,,_\,,f,;’,.._: et L (R P erg gy '\ > : 4
7 ) A 21 Clics A v = st mwonone.IE
- o - .
e oe S el comgvime V@ g oA 12

/ /(-an-? /0
QfcormosZ/
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Worksheet E

Analyzing Questionnaire Data

Step 1
Begin by numbering each questionnaire in the upper right hand corner. This will be the
visitor number.

Use a spreadsheet program for data transcription and analysis.

Along the top row of the spreadsheet put the following titles: visitor number, date,
location, time, gender, question #1, question #2, etc. The titles on this spreadsheet
need to correspond to the questionnaires. If it is possible to put an abbreviated
version of the question in the titles row, do so. It will make analysis easier in the
future.

The first column of the spreadsheet already has line numbers. In the second column
put visitor numbers. It is very important to not_use the line numbers in place of the
visitor numbers. The visitor numbers are those that you wrote on upper right hand
corner of the completed data sheets.

visitor Date L Zip Mem- Zoo 1 What can you tell me 2. Can you tell me a little about
number o Cade ber Visits about the plants, animals the communities, homes and
< and people of Africa? lifestyles of the African people?
a Prompt
ti ed
o
n
1 HEHHE S 50265 N 10 Like to watch Animal Planet, Different tribes have their own
# c Tribe that have cattle, tigers - villages - like Swahili. Grow own
| predators - elephants vegetables - far away from city N
living - doesn't exist
2 HEHEHE S 50265 hd 10 blank zebra, giraffe - like to Oprah’s school - we do't hear
# c feed, camel ride, miss ele- about metro areas, we hear about
| phants at the zoo, remember Darfur for only nasty places N
elephants from CA - very in-
teresting
3 EREE S 50009 N 2 Africa is an entire continent -
# [ it is very large. many large
| dangerous animals & a lot of
them roam free. People are
poor in many areas.

Step 2

Enter the data for each visitor sheet on the corresponding visitor line.

The next step is to go through each question and compile like responses. Begin by
looking at all the responses for a single question. Where are the similarities?
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Step 3
For question #2 the analyst found the words "villages"

"farms", "tribes" or "tribal" mentioned by several
participants.

Each of the words that were found in more than one
answer were given their own category. Villages was
coded category A, Farms category B, etc. For
answers that are unique assign an "other" category.
Some visitor responses to question #2 had several
codes associated with it.

This is the Rough Compilation. It is included at the
end of the report so that readers can refer to it to
understand the analyst's thought process. The
example below shows how the analyst categorized
the responses to question 2.

Do the same analysis with data collected from your
project.

Rough Compilation

visitor number 2 Can you tell me a little about
the communities, homes and life-
styles of the African people?
1 Different tribes have their own vil-
Iages - like Swanili, Grow cwn
vegetables “Tar away from city living I

- doesn't exist 5 T3
AL F O £ Ty bes I.T' g
I
H COprah's school - we do't hear about v il
metro areas, we hear abeut Darfur ! ] A
for only nasty places i = oy |
G O 1 £ Toov | Vovanty
3
T- l | arh
| ]
I & ~ 1, -
- 7 U OThe
4 each country is different and di- L
verse, a lot of tribal conflicts
[ Ry AR
§ small schocls, live in mud huts, buid | Lt pe
off of the ground (child age 10) i it
= Sl e
6 commynities unlie ours, no ameni- ) i
tigs, smaller, tight-knit, know every-
()
T mostly poor - aiways tak about di-
versity, the animals are poor, de-
serts, wet 7777 B e I
a | L o
E [ < oyaln L E.]_\;l."J |I
8 villages. more hunting Le T =
Nt
9 third world, tribal & villages
A C
10 fribes, similar o native Amencans
1 ive on farms and vilages
Ao

-1

After the Rough Compilation has

been completed, it is necessary

to move around the data on the

spreadsheet so that it can be
summarized. This is the Final
Compilation. This is the data
that will be included in the
findings of the report.

Do the same with your data.

Use this compilation to generate

your report.

Final Compilation
A Aillages
Visitor Question #2
#
8villages, mare hunting
11 live on farms and villages

13 dirty, a lot of disease. living
amongst “wild" animals. Tribal vik
lages. small villages, a lot of hunting
and farming

15working on farms, live invillages

17 Kenya has quakers. Efforts to cre-
ate national forests. Developed cit-
ies, but also have poverty. both cit-
jes and vilages

Visitor Question #2
#
B B-Farms
1 Different tribes have their own vil-
lages - like Swahili. Grow own
vegetables - far away from city living
- doesn't exist

11 live on farms and villages

13 dirty, a lot of disease. living
amongst “wild” animals. Tribal vik
lages. small villages, a lot of hunting
and farming

15 working on farms, live invillages

18 Tribes. more rural life, farmers and
herdsman, government conserva-
tion. safari business, tour guides
business, live in mare villages

27 low income, farming communities,
cultureftradition, very natural, mud
houses

32 have cattle, build “walls” around vil-
lage (wall of sticks)

40they live in villages, where several
families share huts. YWomen do the
rnnkinn  Mean take cara of the cattla
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Worksheet F

Analyzing Program or Event
Unobtrusive Observation Data

If more than one program is part of the study, divide the data sheets by program before assigning
visitor numbers to the sheets. Number each data sheet in the upper right hand corner. This will be
the participant number.

Use a spreadsheet program for data transcription and analysis. It is helpful to give each program
title its own worksheet.

Along the top row of the spreadsheet put the following category titles: participant number, pre test q
1, pre test g. 2 (if pre/post test questions were included), Eyes on Presenter, Laughing, Nodding or
Shaking Head, Discussing or Interpreting..... use the categories listed on the instrument, Post testg. 1, Post
test q. 2 (if pre/post test questions were included), Data Collector Rating, Demographic Data and
Comments.

The first column of the spreadsheet already has line numbers. In the second column put participant
numbers. Do not use the line numbers in place of the participant numbers. The participant numbers
are those that you wrote on the completed data sheets. Enter the data for each participant sheet on
the corresponding participant line.

Unobtrusive Observation for Programs Data Compilation

Pref  |Pref
Participant Eyes |Laugh- |Nod! [Disrup- Dc Pre- Post |Post
INumber Pre 1 |Pre2 |on ing Shake [tive Post 1 |Post 2 Jrating [senter |DC MF  |Age Q.1 0.2
1|B c 30 2 1 ac c 10(an KD B 10 2 0
2B Iz 16 3 2J oA c JMan MW P 10 0 8]
3|C c 15 4 0] u](=] c 9Wan  JAS E 10| 22| 0
4|C A 31 2| 4 o[c A 10Wan__[EB 1] 10| 0 0
=153 B 25 2 0] ac C SlKatie W |F 10 2 2
=153 ic 26 5 0 o] (=] c SlKatie LM A 10 0 0
7 I 22 3 0 A c 7|Katie |AS Il 10 2|
a|B A 28 2 2 ac B H|Katie |EB E-’I 10 2 0
g|c iz 28 2 0 aic c 10(katie |EB [ 11 0 8]
10|C = 34 0] 0 oc c glKatie JAS F 11 0 2
1A c 5 2| 2 101A A 1|Katie MW |F 11 0 —':.j
1208 E 24 0] 3 ac c 2|Katie LM F 11 2 2
1.1666] 0.8333
[averages 23.75] 2.25 57 33 7.5 0.8 0.5
Participant
Number Coments
1Jaughing, nodding etc. was at appropriate times _these did not comprise majority of the minutes- just moments
2
3
4jvery involved really listened, watched, attentive
g
Bllocked at clock once, otherwise very interested
7lasked a lot of guestions, seemed interested but monopolized the g fa time
8
Slreally attentive, she was interested the entire presentation
10
11 5 seated by teacher, was having behavior problems
12|Eotall not interested. Scared of snake... had associate working with her

The bottom of each column has an average of the tally marks for each participant. They are here to get
an idea of what is actually happening in the presentation and to verify the dc rating. With the data
entered this way, additional sorting and comparisons can be made.
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Worksheet G
Front End Evaluation Planning

You already have some information about your audience. You probably already have an
idea about who you will create an experience for, where they are coming from, and
when they will come. For example: you may want to create an experience for local school
district 5th graders. Target audience is 5th graders, they are from Des Moines, West Des
Moines and Urbandale School Districts, and they will be most likely to come on weekday
mornings. You don't need to collect information you already know as long as you really
know it and are not making assumptions. You may have an ideas, but, probably don't
know what 5th graders know about the topic, or if they have any misconceptions. You
may not know if the topic is associated with positive or negative feelings. You may not
know what 5th graders want to learn, or more importantly, what their teachers and
school administrators want them to learn. And you may not know how they want to
learn....do they want to read it in a book?, do an activity at the park?, watch a video about the
topic, play a computer game? These are the things you need to find out.

What | already know What | need to find out
Ages of target audience What does audience already know about
topic?
Geographic Area

What does audience feel about topic?

When they are most likely to come
What does audience want to know or learn?

When they probably won't come .
What is audience interested in?

How do they want to learn or participate?

Your Turn

What | already know What | need to find out
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Determine the data collection methods you will use to find out the

information that you need to know.

Begin by asking yourself each of these questions:

1. What type of information am I looking for? (knowledge, feelings)

2. What can be done in the most cost effective way? (For this manual we are
going to only address questionnaires and focus groups)

3. What type of data collection will the target audience accept? (Will they come
to a focus group? Will they take time to complete a questionnaire?)

It may help to look at the examples below. Does your target audience
resemble any in these examples? If you see a resemblance, the
method listed below it may be the best choice.

Examples:

General visitors

Visitors waiting for the train
Visitors that stop at a wayside

Questionnaires- good for finding out what people
know, how they feel about topic
good to use when people are in
line waiting, or in situations
where they are notin a
hurry to go somewhere else.
good for general visitors to a park
Questionnaires can be in interview or survey format

Examples:

Board members

Target audiences that are represented by other indi-
viduals (pre schoolers, 5th graders-represented by
their teachers)

People in wheelchairs

People who may be illiterate

People that only come to the park on Tuesday after-
noons.

Focus Groups- good for special and select target
audiences.

Which method (questionnaire or focus group) seems to be the best fit?
Note that there are many more ways to collect front end data. These are the

most common.

What method(s) will | use to find this out?

Who will | ask to participate?

How will | recruit the participants?

Where and when will the data be collected?

Who will collect the data?

What else do | need to do?
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Worksheet H
Creating a Front End Questionnaire

The purpose of a front end questionnaire is to find out from target audience members
or those that represent them, what they know, what they want to learn, what miscon-
ceptions they may have, how they want to learn or participate in the experience, or
how they feel, their attitudes and behaviors. The front end questionnaire can gather
this information. The participant's time and feelings must be respected. A

typical questionnaire includes five or less demographic questions, one or two open
ended questions, between two and four closed ended questions, a question about
feelings and possibly a vocabulary type of question.

Demographic Questions: The purpose of the demographic questions is not to establish
who the audience is, but to verify that the data truly represents the audience that is
present. Demographic questions should include:

Male / Female Age by category (asking participant to be How many people came with you
specific about age is threatening unless they today?
are youth)
Under 10 40s
11tol9 30s Who are you here with today?
205 60s
30s 70s and above Family Friends

Special Group I came by myself

Other

Depending on your project and project goals, you may have other demographics you
would like to include (race or ethnicity, zip code, park member..... Etc.) For every
demographic question you add- take away another. In other words if the experience

is intended to increase the ethnic or racial diversity of the audience, add a question
about that, but take away another. Keep the number of demographic questions under
five.

Helpful Hint: Number the questions, it will help later with compilation and reporting.

Question #1 (closed and open ended)

How much information or interest did this participant come to this experience already
knowing?
1. Do you have any special interest, hobbies or training in Wilderness Survival Skills?
No

Yes If "yes", please explain:
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Question #2 (open ended)

What does the participant know about the proposed topic? This early question is very broad
and it is not unusual to get muddled answers. The purpose of this question is to direct the
participant's brain into thinking about the topic.

2. What can you tell me about the plants and animals of the Sonora Desert?

Question #3 (open ended)
Now that the participant is starting to think about the topic, you can ask a more specific topic
related question.

3. Can you tell me where the Sonora Desert is located?

Question #4 (vocabulary)

4. I'm going to show you some words written on index cards. As I hold up each word, say the word and tell me what
comes to mind. (Prompt: if they are having trouble, ask them to "try using the word in a sentence"- Be certain to write
a "P" if the participant answers after the prompt.)

conservationist
interdependence

interconnection
Question #5 (closed ended) What are participants interested in learning more about?

5. Please rate this list of topics from 1 to7 Use each number only once. (Show the card)
1 is that which you are most interested 7 is the
one you are least interested.

__ Sonora Desert weather

____ Homes, villages and cities in the Sonora Desert

__ Sonora Desert Animals __

__ Sonora Desert Plant life

___ Human Desert Survival Techniques

__ Endangered Species of the Sonora Desert
other

The card which this question refers to: shows the same answers as listed above. By showing the participant the
card, they can see their choices without having to look at the interviewer's paper.

Question #6 (open ended) Along the same line as the prior question- what do participants
want to know more about or is of most interest to them?

6. We are developing a new program about the Sonora Desert. What do you think people will find most interesting
about that topic?

Question #7 What else does the visitor want to tell you? What questions might you have
missed? What's on their mind?

7. Is there anything else you would like to tell us?
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Worksheet 1
Creating a Focus Group Script &
Conducting the Focus Group

The 'Ohana Focus Group Script at the end of this worksheet can be used as a model.

Step 1

Begin by defining the purpose of this evaluation (specifically for your experience).
Purpose of the evaluation - (you can have more than one- but keep it to 3 or less)

Step 2
Purpose of the focus group- (you can have more than one- but keep it to 3 or less)
1.
2
3.

Step 3
Write your_guiding questions- What do you want to find out?
The guiding questions guide your script will be used to formulate script questions.
Begin at the most general and work toward more specifics. Usually your first question
does several things:

It shows your interest in each participant or those they represent

It helps to make the participants more comfortable

It demonstrates that the purpose of the focus group is to hear from the

participants and not to influence them.

Guiding Questions

2B CLIE N SO AV

efc.
The focus group should_never take longer than 1 2 hours, so be prepared to cut out
guiding questions.
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You will formulate your script questions from the guiding questions. Look at the
First guiding question (worksheet | page 4) that was developed for the 'Ohana Focus
Group Script. The first focus group script question (worksheet | page 5) was generated
from this guiding question.

Guiding Question Focus Group Script Question

1.  What do the target audience families —————p 1. I'dlike to learn a little more about
look like (family is extended, age, your families. Please tell me about the
gender, personalities...) children in your family, their ages,
special interests, other people who you
include in family activities.

Expected Answers

Notice question 3. on the 'Ohana focus group script (worksheet | page 5) After the
question is a list of expected answers. By putting your expected answers after the
question on the script, it helps to clarify for the moderator if the question is

producing the responses that it was written to produce. For example: 3. What kinds of family
activities do you currently participate in? (Open floor) Expected answers: fishing, hunting, camping, swim,
golf, go to farmer's market

If the responses are different than what was expected: "eat dinner together" , "only
get together at reunion”, "l don't have a family"...... then the moderator needs to clarify
the question or change the course of the question.

Probe
A probe is a follow up question that is asked. So for example: Question #4. Are there any regular,

weekly, monthly or annual activities that you do as a family? For instance is there a festival, event or activ-
ity that your family attends every year? Or a monthly or weekly event that you never miss? (open floor)

Several people answer the question- the probe is asked in response to each person's

answer.
Probes:
How often does that occur?
Does everyone in your family go?
Are you volunteering or working at the activity?

The moderator must be actively listening to the responses. Not all responses need to
be probed further, not all probe questions need to be asked.

Summary

At some point in the script (probably toward the middle or end) you need to
summarize the feedback that is coming from the participants and verify that your
understanding it correct. This is seen on Question #6 (worksheet | page 5) in the
example.
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Action questions

The purpose of the focus group it so gather information from the participants that will
help in developing the experience. The purpose of the focus group is not to recruit
help or resources for developing the experience. However, if the script and answers
flow to a point where enlisting participants is natural and appears to be welcomed by
participants, then you can cautiously do so. Such was the case with the example focus
group script. One of the goals was to begin the development of a new program that
involved community members. Questions 7 and 8 of the model script reflect these
action questions.

Is there anything else?
Always ask if there is anything else the participants want to share. You may have
missed some critical question or the participants may feel that they weren't heard.

Thank them.

Besides health, time is one of the most valuable commaodities people possess. Don't
assume they know you are grateful. When focus group participants are paid, the
purpose is not to influence- but rather to show appreciation. You may not be able to
pay focus group participants, but you must show your appreciation in any and every
way you can.

After the Focus Group
* Reflection: do this right after the focus group so that you don't forget anything
that might have not been caught by the notes

How many people in group Where

Overall verbal responsiveness

Non verbal responses/cues

* Thank the participants by letter, email or phone if you have their contact info
* Prove that the focus group was influential. Don't waste their time by conducting a
focus group that nothing comes from.
* Prove that the input given by focus group members was heard. That doesn't mean
you have to do what they say, but you need to address it in some way.
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'Ohana Focus Group Script

Purpose of the evaluation (‘Ohana means family) program front end)

1. To determine concepts and delivery methods that will be of most interest to local families. The results of this will be used in
the development of a new program.

2. To provide reasons and research background in evaluation and train staff to conduct in house evaluations for future
programming.

Purpose of the focus group

1. To determine the type of program that local families need, want or are interested in participating. 2. To
assign roles and responsibilities for new program development.

3. To model focus group techniques for staff to conduct a focus group the following day and in the future.

Guiding questions:
What do the target audience families look like (family is extended, age, gender, personalities...)

What activities are families currently doing?

Are there any annual, monthly, or weekly activities in which families routinely participate?
‘What opportunities are not available that families wish were available?

What are the obstacles that are keeping families from participating in activities that are currently
available?

What are the topics of interest to the target families?

Who are the key players in the program design?

Group 1 Focus Group Script

Introductions
Monica Post -MPR Museum Consulting -Facilitator
- Taking notes
Participant and staff introductions

Thank you all for being here and helping to shape this new program.

The park is interested in partnering with the community to create a new pro-
gram that gets families involved in activities in and around the park and builds
an interest and enthusiasm for the history, wildlife and geology of the park. Be-
yond that, the scope is wide open.

You were invited because:

You were born and raised in Puna/Ka'u,

have a long-standing history in this community,

expressed interest in helping and have expertise in family programming
have a career in this community that provides programs for youth
knows the local community and activities in place
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creates and provides activities for families that engages youth in your
community and the youth of Puna/Ka'ii

We want to answer the question : How could your park help your
families children survive in an ever changing world? The park goal is to
help you create a program that your families and students will be interested in
and want to participate in.

1I'dlike to learn a little more about your families. Please tell me
about the children in your family, their ages, special interests, other people
who you include in family activities

2 Who do you believe volcanoes national park is here to serve?

3. What kinds of family activities do you currently participate in?

(May have answered this question previously) (Open floor)
Expected answers: fishing, hunting, camping, swim, golf, go to farmer's market

4. Are there any regular, weekly, monthly or annual activities that you

do as a family? For instance is there a festival, event or activity that your
family attends every year? Or a monthly or weekly event that you never

miss? (open floor)
Expected answers: fishing or hunting tournaments, camping/retreats, church, Merrie Monarch...
Probes:

Howoften does that occur?
Does everyone in your family go?
Are you volunteering or working at the activity?

5. Are there programs or activities that you've heard about or

know about from other places that you wish were available here in this area?
(open floor)
Expected answers: examples from other places
once available but no longer
favorite activities not available often enough

6.Soit sounds like the type of activities your family would be most

interested in are:
(totally dependent on answers from above)
weekly volunteer opportunities
monthly craft making
annual festival
Friday morning preschool programs
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Would you agree with that description? (open floor
Expected answers: yes- but you need to make sure ...
sort of, but....

Probe: What needs to be changed?
no...maybe other families would do that but mine wouldn't be interested

Probe: What needs to be changed?
yes unless...

7.Who in the community would be the right person to lead this project?
8. Where do you see yourself in this project?

o Let'slay out a schedule for the project. When would you like to see this pro-

ject completely up and running?
Work backwards from start date to establish the rest of the timeline.

10. What else would you like us to know or address before leaving this eve-
Ilil’lg? (open floor)

Mahalo nui loa kakou for coming and sharing your mana'o. Your feedback
will shape the program that you will develop with the help of the park. If you
have anything else you would like to share with me just come up and talk to
me. Thank you all for coming and have a great evening.

Mahalo
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Worksheet J
Analyzing the Focus Group Data &
Writing the Report

At the conclusion of a focus group you will have a pretty good idea of the direction you
need to go with your experience design. The debriefing held right after the focus
group helps to clarify any questions that may have come up during the focus group.
Take the notes that were generated from the focus group, and begin grouping similar
responses:

1. I would like to learn more about your ‘chana, Who do vou think of as yvour
‘ohana? Ages, special inferesis, other people?

Julia. People and youth of the commiandty, o chaldren of my own more Pahala, interact
with children in music stydies anthhere at the howse. Want 10 have programs for youlh to

do, gardening, miusic.

Leina’ala. the families that our agen<y reaches -.*,;uk Ha.wa.iiim chals it has
needs, domine effect exiends o their families and schoels andiemg 1
worked bere Tor our queen Liliuokaland since 1994, | can be helphui—Ties
of my hoee, people know e and know whene o reach me. An:rl:hlnu wig oLl
will touch lots of people. Pele and Keala, Darlene and Jessie k and john and Teresi-haye
all good partners through the years. 1 always outreach because | can't do if for ﬂ'll.‘-q‘ s
alone. | must collsbormie and reach more people. That's how people are touched
Collaboration and partnering work for me. | go fo meetings to get the word
back figure oul how we can help and reach. My bosses don't bother me, 76 5
because they know that 1 know this community, | depend on rwn 11045

can be part of it Age of childeen [ work with — 0

children half orphan and orphan Hawaiian child.

Jobin, Young people of Ka'u. At work, outreach and education are ot primary goal, bua
because of location and situation and because of my personal belpét of the importance of
education abowt community, nature for our youth is important, A" do work a lot with the
vouth., You live in beautiful place, have wonderful culture, bt vou act like Chicago ghetto
people. They said Ka'u it boring - nothing here. | know ey were never shared about the
wonderfulness of their place and land. 'Want to exposcAids 10 their place. Help them leam
their district and plants ete. YOU comes each summef and they kids from every distries
except Ka'u. When there is teacher traimang <@ theiskand, there are no teachers from from
Ka'u. We gotta get in there and kick ass.

#1

A- Youth of community B-
eople of community
-Families of community
D-orphans/half orphans

E- my children

F- children ages 3-18

G- Academic and Disadvantaged
youth

H- Grades 9-12

I-Any children that need help

1
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The focus group report will begin with an introduction that explains the purpose of the
front end evaluation and focus group. It will specify the moderator, date of the focus
group and location. The methods section which follows the introduction will clarify
how participants were chosen for the focus group, it will include the guiding questions
used to create the script and give details about the focus group event.

The remaining report includes each question, the compiled responses from that ques-
tion and a summary.

Example
1.1 would like to learn more about vour o°hana. Who do vou think of as vour o’hana? Ages. special
Compilation:
A- Youth of Community-4 F-Children ages 3-18 -1
E- People of Community-1 G-Academic and Dizadvantaged Youth- 1
C- Familizs of Community-2 H- Grades 8-12 -2
D Orphans/ Half Orphans -1 I- Any students that nead help-1

E- My children -1

Summety: This group was considerably different than the Puna focus group.  The Ez'u focus group
participants represented the commmmity. The Punz focus group participants wers mors focused on the
people who lived m ther house of were related to them. The representatives of this Ka2'n group spoks
zbout community members as their families. They spoke 25 community organizers, not 23 representatives
of the houszehold. They szw their “familiss™ a2z the community members.

With the exception of the thres people who stated that thetr families were the fnilies of the communiy or
paoplz of the community all of the group members focused on children. Thers was varisty on how they
gpecified children Four people zpoke of vouth or children of the community, one of those four specified
children ages 0-18 that she works with.  One perzon spoke sbout “academic and disadventaged youth ™
while znother spokes of “any student that needs help™. Aswith the Puna group and later i this focus
group we hear that mary childran don't have a parent or adult fo teach them the raditional ways. This
might be what thiz person was thinking when he z2id “any stdent that needs help™ Hiz answer mdicates
that he iz not only thinking of zcademic or diszdvantaped youth but those with other neads.

While not 2ll children are students, mest of the answers focused on student-age children.  Twe people
mentionsd mfmts as 2 part of their angwer when they specified children ages 0-18, but from the majority
of participant responses to this question and from mformation pathered later in the forus group, it seems
that providing any type of program for children under the age of 3 or over the age of 18 iz not as eritical
2t betwesn thoze apes.

Selected Responses:

Julia: “People and youth of the commumity, no children of my own™
John: “Voung people of Ka'n”
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Worksheet K
Creating a Media
Formative or Summative Questionnaire

A questionnaire is a useful tool for gathering information about the message
outcomes that participants takes away from their experience. Participant's time and
feelings must be respected. A typical formative or summative evaluation
questionnaire includes five or less demographic questions, between two and four
open ended questions, two and four closed ended questions and an affective
question.

Demographic Questions: The purpose of the demographic questions is not to
establish who your audience is, (you should already know this), but to verify that the
data that you gather truly represents the audience present. Demographic questions
should include:

Male / Female
Age by category (asking participant to be How many people came with you
specific about age is threatening unless they today?
are youth)
Under 10 40s
11tol9 30s Who are you here with today?
20s 60s
30s 70s and above Family Friends

Special Group I came by myself

Other

Depending on your project and project goals, you may have other demographics you
would like to include (race or ethnicity, zip code, member..... Etc.) For every
demographic question you add- take away another. In other words if your event is
intended to increase the ethnic or racial diversity of your audience, add a question
about that, but take away another. Keep the number of demographic questions
under five.

Helpful Hint: Number your questions, it will help later with compilation and report-

ing.

Question #1 (closed and open ended)
How much information or interest did this participant come to the park already
knowing?
1. Do you have any special interest, hobbies or training in Wilderness Survival Skills?
No

Yes If "yes", please explain Worksheet K page 1




Question #2 (open ended)
Does the participant understand the topic? What does he/she think the media product
(sign or brochure) is about?

2. What would you say is the purpose of this panel?

and/or

To make people...

Question #3 (open ended)

What are the cognitive outcomes of the participant's experience? What did they learn or
remember because of their experience at the event? You can also be more specific- if
this questionnaire is being passed out after a performance or presentation you can tailor

the
questionnaire for that presentation.

3. What is one new idea that you are taking away today?
| didn't know, or never realized that...

and/or

It reminded me that...

Question #4 (closed and open ended)
What features does the participant remember were on the media being tested?

4. Do you remember seeing, or doing anything with that panel? (point to the panel- from a distance)

No

Yes If "yes", what do you remember?

Question #5 (closed ended)
What does the participant think about the media that is being evaluated today?

5. Which face best represents your feelings about these signs here today?

1 2 3 4 5
Tlove it T like it I’m not sure I don’t really like it Hate It

Question #6 (open ended)
What else does the visitor want to tell you? What questions might you have missed?
What's on their mind?
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Worksheet L
Creating a Media
Unobtrusive observation instrument

The purpose of an unobtrusive observation is to measure participant behavior during
the experience. Unobtrusive observation is a technique that is used to measure the
attraction, holding power and behavior of parts of the overall experience. This
measurement tool is quantitative. In other words, it is about the quantities. It is used to
measure the number of participants that were attracted to a sign, read a brochure,
shared their media experience with another, etc. The instrument used for unobtru- sive
observation of media event will vary depending on the type of media that is being
studied.

You are measuring visitor behavior. How are they participating? What are they
participating in? Do they appear engaged? If your media is comprised of several
components (like a visitor center space with several panels and exhibits), you may
want to know which panels or exhibits people are drawn to and what they are doing
when they approach the sign or exhibit. A map of the space might be the best option
to determine this. This map will become a part of your data collection instrument.
Before creating the instrument you will want to know:

¢ what demographic data do you want to collect?

* what areas will be included in on the map?

* what can be put on the map to clarify it for the data collectors?

* what behaviors will you want to note?

A demographic and behavior code key located somewhere on the map helps make
data collection easier.

. . . s
This map was created in the field O
and the key was created when the " : By y -
map was created. ' VTN
g :.':,.- | .p
/“/ %
B 2810
Sl t Hie ADIHSA
Zheg Vs 1ozt i
@ M oy bBS
e _ e Baa Ton GO
-) oy (o) Grvp Tpe. -Jingle.
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Worksheet M

Collect the Data
Unobtrusive Observation of Media

Using the unobtrusive observation method, we can measure the audience engagement
in media such as a sign panel, exhibit or brochure.

Participants in an unobtrusive observation are observed without being aware of their
involvement in the study. It is especially important to remember that the participants
are not the subject of the study, rather they are a "tool" used to measure the

Media. No personal data is collected. Demographic data is assumptive. In other
words, the data collector makes demographic assumptions about the participant based
on visual evidence. Gender, age, race, family type.... all of these pieces of data are
assumptions based on a visual analysis. The purpose of the demographic data is to
verify that the audience being studied is representative of the general audience.

This is to be a representative sample of the audience, so random selection is
necessary. Unobtrusive Observation data collectors should not wear a uniform or
anything that draws attention.

Random selection is intended to take the data collector's bias out of the process. Look at
the space around where you will be studying the panel or panels. Determine an en-

try / exit line in the space. Data collectors will only observe people that cross over

that line into the space. Do not try to observe everyone that moves into the space.
Instead, begin by observing the 5th person over the age of 8 that crosses that line. As
the person moves through the space, note the direction they move with arrows on a
line. Note if they stop at a sign panel, if they appear to be reading it, if they interact
with it, if they speak to another person about something on the panel. Note any ver-
bal comments they make.

Each study is different, but you will be measuring how a participant behaves when
they are looking over the components. You will need to determine your own codes,
but here is an example: Whenever a visitor interacts with a component (such as open
a cabinet door, or lifts a flap) make an | for the interaction on the sheet next to either
the component name or sketch. | stands for intended interactions- using the exhibit
in the way it was intended. If the visitor interacts with the component in an
unintended way such as slamming the lift flap, make a U for unintended interaction
and make a note specifying the unintended interaction.

If a visitor does both an intended interaction and an unintended interaction, such as

lifting the flap to read the sign and then slamming the flap over and over to make
noise, put an | and a U on the map and make a note about the unintended interaction.
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When a visitor looks at a sign or component for 2 seconds or more, then it is consid-
ered a read. Put an R on the map. Do not judge whether the visitor read all of the
sign or just a part of it.

It is assumed that if a visitor reads or interacts, then they also stopped. However,
there will be times when a visitor does not read or interact, but does stop. In those
cases put an X on the map, but also note what the visitor is doing. For example: wait-
ing for child, looking all around.

Sometimes a visitor stops within the exhibit and does something totally unrelated to
the exhibit experience, (such as changes a diaper, or runs into an old acquaintance
and visits). Make a note of the length of time that the action took and put the infor-
mation about the action and the length of time on the map.

Sometimes the person being tracked turns out to be doing something unusual for a
typical visitor. For example the person is a professional photographer and is there to
take photographs. In these cases, abandon tracking that visitor and start with a new
person. Make note of the occurrence on the sheet and turn it in with the others. For
example in one instance a young woman sat down and pulled out a drawing pad and
began to sketch. She stayed for over two hours.

If five people passed through the area while you were tracking the prior person, you
may begin with the next person that crosses the imaginary line.
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Worksheet N

Analyzing Media Unobtrusive Observation Data

Number each data sheet. This will be the visitor or participant number.

Use a spreadsheet program for data transcription and analysis.

Along the top row of the spreadsheet put the categories that are shown on your unobtrusive
observation instrument. pre test q. 2 (if pre/post test questions were included), Eyes on
Presenter, Laughing, Nodding or

The first column of the spreadsheet already has line numbers. In the second column put visi-
tor numbers. The visitor numbers are those that you wrote on the completed data sheets. Do
not save a step by using the line numbers for your visitor number. Sorting will scramble all
your data. Enter the data for each participant sheet on the corresponding participant line.

Look at the completed instrument on worksheet L. Data from 61 visitors was collected on
sheets like this one. The data was then entered in the spreadsheet below. The spreadsheet
below was used to generate a report about the findings of this study.

Unobtrusive Observation for Media Compilation

B c =} E i G H | i) K (8 M N o P a
Bike=E, Independence)=M, South [from Canal
Run=R, |Group |Group |Male/ Boston Mill)=%, Parkinglot=Por |Locking |Lock Rewv. Rest
5 Visitor# [Stage Date Start Stop Total Walk=W|type size Female |Age Vistor Center =V Through |Gates Chidlaws |Stop Comments
3 1 1 25 1047 1050 3B Couple 2|F 5[&
7 2 1 25 1051 1052 1w Couple 2|m E|P R
g 3 1 25 1108 1115 7(B Alone E &V R
9 4 1 28 253 253 1jw Alona F 4[N R
20 15 2 25 1207 1210 3w Group E] L0 7|P R
21 16 2 25 1207 1208 1w Couple 217 ? P from train
| =taking photo of signs [maybe
22 17 25 1207 1210 3w T. Couple 2|F & RUI RU OR codes)
23 18 25 1209 1211 2w T.alone 1|F 7 R train
Read Lock Gates sign with
24 19 2 25 1209 1212 3[B Couple 2|F 2N R R R companion
43 38 2 28 1125 1126 1w Family 3|F 2P
41 33 2 8 11z3 1131 (B Family M 4[N R
45 40 3 25 208 208 1w Alone 1M 5|P R
48 41 3 25 221 224 3w Alone 1|F E[F R
B4 59 o 28 1231 1233 2w Group 3|F 3|P R R
CRE-kids touched exhibit-
subject did not until later.
Lifted flap. Touched Locking
65 60 d 28 1235 1243 g[B Family E] L0 3|5 RI Through
EE 61 4 28 1239 1242 2|B Group 2|F 3|V Rl mawed pieces on Rev. Chidlaw
R=28,
R=7,U=2,|R=16, [R=7, 1=8, 5=1,
67 Totals  [P=30, N=8, 5=3,v=13 = =3, 1=3,%=1 |U=1
Stagel
=3 N=12 nothing |R=3 NOT-QUT |R=10, I=3
Stage 2 Rs=5, UsZ, R=14,
69 N=27 =1 R=E, U=2 | NOTOUT (U=1
Stage 3
0 N=& R=1 R=2 NOTQUT |R=1
Staged R=_?, 1=5,
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Special Thanks to all the staff at Hawai’i Volcanoes National Park, Kennesaw Mountain
National Battlefield Park, Cuyahoga Valley National Park, and Toni Dufficy, Interpretive
Planner, Harpers Ferry Center.

Monica Post
MPR Museum Consulting
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	If you want th m to f  l  xcit m nt, appr h nsion or wond r, you n  d to find out what  xcit s th m or what caus s appr h nsion or wond r, b for  you d v lop th  program or m dia bas d on your assumptions about your audi nc . 
	If you want th m to l av  with an int ntion to act, you n  d to find out: What actions th y ar  curr ntly taking or not taking? What th y think will caus  th m to tak  action? What obstacl s ar  k  ping th m from acting? 
	Whattype fdatac llecti nwilly uraudienceaccept? Will your audi nc  b  comfortabl  with sitting down and filling out a 10-pag  40- ssay “t st”? Not unl ss th y ar  comp ting to g t into a v ry pr stigious acad mic program. So it is important to think about your audi nc  wh n d t rmining which m thod to us . Will your audi nc  att nd a focus group? Will th y tak  a mom nt to answ r surv ys? Motivation plays a rol  in how an audi nc  r sponds to r qu sts for information. Audi nc s motivat d by  ducational purp
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	Step3Build th  data coll ction instrum nt 
	Data coll ction is m thodical. If you us  surv ys, focus groups, or int rvi ws, th  way that qu stions ar  ask d n  ds to b  concr t  and consist nt. Qu stions ar  in t xt format so that th  qu stion is ask d th  sam  way  v ry tim . 
	Step4 Coll ct th  data 
	How th  data is coll ct d will b  d t rmin d in part by th  m thod s l ct d. Data coll ction can b  conduct d by staff, an outsid  consultant, volunt  rs, th  audi nc ,  l ctronically through surv y w bsit s, and mor . It is important to mak  sur  th  audi nc  participating in th   valuation is r pr s ntativ  of th  audi nc  for whom you ar  cr ating th  product. In oth r words: don’t go to th  local nursing hom  to find out what your av rag   xhibit visitor und rstands, unl ss local nursing hom  r sid nts 
	Data coll ctors n  d to b  train d for consist ncy and accuracy. Evaluation m thods r quir  diff r nt typ s of data coll ctors, and cons qu ntly, diff r nt typ s of data coll ctor training. In a tracking study, for  xampl , th  pr f rr d data coll ctor would b  an individual that bl nds into th  spac  or th  audi nc , som on   asily ov rlook d and inconspicuous. For an int rvi w bas d study, th  b st p rsonality for a data coll ctor is on  who is fri ndly and outgoing, but not ov rly boist rous, a good list
	Step5Analyz  and R port th  Data 
	Th  data coll ct d through  ach  valuation m thod is uniqu  which mak s compilation, analysis and r porting vari d. Front End qu stionnair  data is compil d analyz d and r port d in th  sam  way as summativ  qu stionnair  data. D tail d instructions can b  found on pag s 41-44 and on Worksh  t E of this manual. Compilation, analysis and r porting instructions for focus groups ar  found on Worksh  t J. 
	Both front  nd and formativ   valuation of many programs and m dia proj cts ar  conduct d using focus groups. Th  Univ rsity of Idaho has r c ntly d v lop d a compr h nsiv  guid  that d scrib s how to conduct Focus Groups studi s. Focus groups may b  us d to r v al your int nd d audi nc s’ attitud s toward and p rc ptions about a particular topic. Int rpr t rs can find out mor  about how visitors f  l or think about an issu , r sourc , conc pt, or topic. 
	A facilitator is r quir d to r cruit th  participants and ask th  group qu stions. Th  discussion is r cord d and th  r sults ar  analyz d. 
	An int rpr t r may us  a focus group to: 
	Focus groups ar  not int nd d to  ducat  audi nc s about a particular topic or to h lp th m r ach cons nsus on th  topic b ing discuss d. 
	Cas  Study: Find Solutions, Not Cons nsus Th  CEO of a mus um mad  an urg nt phon  call to an  valuation consultant. H  was conc rn d and f lt a front  nd  valuation would solv  th  probl m that th  mus um was facing. Th  staff want d to  xpand th  mus um onto public land and th  gov rnm nt own rs w r  op n to th  id a. Th  n ighbors w r  in opposition to th   xpansion and w r  an un xp ct d obstacl . During th  call th  CEO stat d, “W  just n  d you to com  in and conduct a front  nd  valuation so that w  
	A. Prior to th  data coll ction -10 hours for planning and pr paration 
	B. Data coll ction -d p nd nt on numb r of participants availabl  for data coll ction 
	C. Aft r th   v nt -40 hours for analysis and r porting 
	Fr ntEndEvaluati nis conduct d at th  b ginning of th  d sign phas . Front  nd can h lp you d fin  and writ  a c ntral id a or th m , but a topic must b   stablish d b for  starting a front  nd  valuation. Front  nd will h lp you find out what audi nc  knows alr ady, th ir vocabulary, misconc ptions, and how th y want to l arn. 
	Pr cedure Step1: D fin  what you alr ady know and what you n  d to find out. Us  worksh  t G, pag  1. Step2:D t rmin  th  data coll ction m thods you will us  to find out th  information that you n  d to know. Us  worksh  t G, pag  2. Step3:Cr at  th  data coll ction instrum nt. Us  worksh  t H or I. Step4:Coll ct th  data. Us  worksh  t C or I. Step5:Analyz  th  data and writ  th  r port. Us  worksh  t E and J. 
	Will it work? How do you know? Most p opl  will try on a n w pair of j ans or swimsuit b for  making th  purchas . What if it do sn’t fit? What if it looks bad? What if it has a flaw? OK, so what? No, th  world won’t implod  if your clothing do sn’t fit, but trying things on will pot ntially avoid a mistak  and sav  you tim  and possibly a lot of mon y. That is simply what formativ   valuation is: trying som thing out b for  you ar  compl t ly, irr v rsibly committ d to it. In th  cas  of m dia and program 
	F rmativeEvaluati nis conduct d during th  d sign proc ss aft r much of th   xp ri nc  is alr ady d sign d, whil  chang s can still b  mad , b for  going into final fabrication or pr s ntation. At this stag  w  n  d to know what m ssag s ar  or ar n’t working, is th  audi nc   ngag d, int r st d, what m ssag s ar  th y und rstanding? Ar  th  m ssag s that th  audi nc  l av s with your d sir d outcom s? Is th  audi nc  int racting as you  xp ct d? Do th  int ractiv  pi c s work as you had plann d? From th  i
	Step1D fin  th  goals and obj ctiv s of th  product 
	As you b gin a program or m dia proj ct, you d p nd on th  goals and obj ctiv s (as w ll as information you l arn d during front  nd  valuation) to guid  th  d sign of your program or  xhibit. 
	Th  r ason to conduct formativ   valuation is to d t rmin  if th  d sir d obj ctiv s ar  b ing m t. If thos  obj ctiv s ar  not b ing m t, th r  ar  s v ral qu stions that formativ   valuation will h lp to answ r: 
	As in front  nd  valuation, th r  ar  many m thods to us  wh n coll cting formativ   valuation data including: 
	Surv ys Int rvi ws Post it surv ys Obs rvation of  xisting spac s Focus groups Conc pt Mapping 
	Keys t 
	Us  mor  than on  m thod to gath r data. 
	 Success 
	For most  xp ri nc s it is b st to us  on  or mor  m thods to m asur  outcom s and anoth r m thod that m asur s participant b havior during th   xp ri nc . 
	In formativ   valuation, you ar  gath ring data on a prototyp  of th   xp ri nc , so  xisting data (such as lit ratur  r vi ws or d mographic data) won’t provid  you with th  information you n  d. Th  typ s of m thods us d for data coll ction in formativ   valuation will b  d t rmin d by s v ral factors: 
	What is th  goal for th  product b ing cr at d? Do you want your audi nc  to l av  knowing 10 facts? Do you want th m to b   xcit d or f  l mov d? Ar  you hoping your audi nc  will l av  with th  int ntion of taking som  sort of action? In  ach of th s  cas s, you will want to m asur   ith r cognitiv  or aff ctiv  outcom s. Cognitiv  outcom s ar  facts and aff ctiv  outcom s ar  th  f  lings and  motions that th  audi nc  l av s with. Int nd d actions might b  attribut d to  ith r cognitiv  or aff ctiv  out
	No matt r wh th r you ar  m asuring cognitiv  or aff ctiv  outcom s, always b  car ful not to attribut  th  participant outcom s sol ly to th   xp ri nc , unl ss you ar  absolut ly c rtain that participant outcom s ar  absolut ly th  r sult of th   xp ri nc . R m mb r that p opl  com  into an  xp ri nc  with pr - xisting knowl dg  and attitud s. 
	Ev ry audi nc  is diff r nt. How much and what kind of data coll ction will your audi nc  acc pt? Visitors that ar  coming to th  park for a brisk  v ning walk ar  not lik ly stop and compl t  a surv y or qu stionnair . Visitors that ar  coming to th  park for a l isur ly walk or to sp nd tim  picnicking with family may b  mor  willing to compl t  a surv y. Focus groups r quir  participants to plan ah ad and go to a location to participat  in a m  ting typ  of activity. Will your audi nc  b  willing to do t
	Step3S l ct th  parts of th  program or m dia product that you ar  going to t st 
	You don’t hav  to t st  v ry compon nt in an  xhibition, or  v ry t chniqu  us d in  v ry pr s ntation. Oft n you just can’t t st  v rything. Th  compon nts or d liv ry t chniqu s that you t st should includ  on  or mor  of th  following: 
	V ry oft n th r  ar  compon nts or t chniqu s that ar  r p at d within th  product or may b  found in similar products. If th  audi nc  and d liv ry t chniqu s ar  th  sam , you can narrow down th  scop  of th   valuation by s l cting on  compon nt or on  d liv ry t chniqu  that r pr s nts all of th  oth rs. 
	For  xampl , if an  xhibit has 15 int ractiv  compon nts, but 3 similar compon nts with wh  ls to spin, pick only on  of th s  compon nts to t st. Th   valuator is th n looking to s   how participants us  th  compon nt. Do th  visitors und rstand th  action that th y ar  b ing instruct d to mak ? Ar  th y r c iving th  d sir d m ssag s? 
	For programs, usually th r  ar  parts of a sp cific pr s ntation that can b  found in oth r pr s ntations. For  xampl , most hav  a mom nt wh r  th  pr s nt r introduc s hims lf, many hav  a qu stion and answ r tim , and som  may hav  a vid o portion. D p nding on th  program, on  of th s  common t chniqu s can b  t st d and r sults may b  g n raliz d to includ  th  oth r pr s ntations. K  p in mind that many variabl s will aff ct th  audi nc  r spons s. Diff r nt pr s nt rs and diff r nt topics can aff ct 
	Step4Establish th  location, tim , and dat s for data coll ction 
	Th  b st sit  for conducting  valuation is th  sit  wh r  th  pr s ntation will tak  plac  or th  m dia will b  install d. How v r, if th  pr s ntation is off r d in diff r nt locations or th  spac  wh r   xhibits will b  plac d is occupi d or und r construction, t sting can b  don  in oth r locations. Alt rnativ  locations can work v ry w ll as long as you r m mb r that th  formativ   valuation should b  conduct d with th  sam  audi nc  that will b  vi wing th  finish d product. Th r for  it is b st to con
	If you  xp ct or d sir  th  n w  xp ri nc  to draw in a n w audi nc , th n it is also acc ptabl  to conduct your formativ   valuation in a location wh r  th  n w audi nc  is found. 
	Cas  Study: Data Coll ction Location Matt rs 
	An  valuation for a historical mus um proj ct r v al d that curr nt r sid nts in and around th  community w r  not int r st d in th  history of th  Europ ans that s ttl d th  community ov r 100 y ars ago. Whil  th  community was originally s ttl d by Europ ans, th  cultural mak up has shift d to th  point that Hispanic immigrants now compris  a larg  portion of th  population. At th  tim  of th  study, th  mus um had v ry f w Hispanic visitors. In ord r to gath r data on a r pr s ntativ  sampl  of th  popul
	Build th  data coll ction instrum nts 
	A data coll ction instrum nt may b  a sh  t of pap r or a w bpag . It is simply th  tool us d to coll ct th  data. Th  instrum nt may b  a s ri s of qu stions that hav  b  n g n rat d for surv ys, int rvi ws, conc pt maps, unobtrusiv  obs rvation, and mor .. Wh n ask d by a s nior  valuator, “Do you hav  th  instrum nts?” You ar  b ing ask d, “Do you hav  th  worksh  ts that th  data coll ctors or participants will b  compl ting during th  data coll ction proc ss?” 
	To m asur  cognitiv , aff ctiv  and int nd d actions,  valuators oft n d p nd on qu stionnair s. A qu stionnair  can b   ith r a surv y (compl t d by th  participant) or an int rvi w (compl t d by th  int rvi w r). S v ral participants can compl t  a surv y at th  sam  tim , but th  qu stions ar  usually simpl r than thos  found in an int rvi w. S   Instrum nt 1 on 23 for an  xampl  of a surv y instrum nt. Int rvi ws must b  compl t d on  on on  (on  data coll ctor with on  participant), and allow for mor  
	R m mb r that th  study is b ing conduct d on th   xp ri nc , not th  p opl  involv d in th  study. For this r ason, in formativ   valuation, with qu stionnair s, w  oft n cu  visitors prior to th ir participation. This h lps to slightly incr as  visitor motivation and h nc  slightly diminish th  motivation variabl . A cu  is a “h ads up” typ  of in invitation. Prior to  xposur  to an  xp ri nc  (program or m dia prototyp s), w  invit  pot ntial participants to answ r qu stions aft r th ir  xp ri nc . Cu d 
	Points to consid r wh n d v loping qu stionnair s: 
	• On  way to g t p opl  to  xpand on th ir answ r in a surv y is to includ  a lin  aft r th ir clos d  nd d r spons . This is a way to avoid making on  qu stion into two. For  xampl : Do you think you l arn d anything n w today? (circl  on ) 
	No Y s__________________ Most participants that circl  “y s” will writ  what th y l arn d on th  lin . But, b  pr par d, you may only g t a y s with th  lin  l ft blank. It is h lpful to know your audi nc  wh n you ask this typ  of qu stion. Audi nc s that ar  mor  op n and l ss f arful will almost always fill in th  lin  with a r spons   v n though th  qu stion wasn’t ask d. Audi nc s that ar  mor  guard d may b  l ss lik ly to r v al any information unl ss th y hav  b  n sp cifically ask d. 
	• Wh n cr ating clos d  nd d qu stions mak  sur  you cov r all th  possibl  r spons s and includ  anoth r _________________ option. Th  participant may hav  thought of som thing  ls  th y want to includ . Th  lin  aft r th  word oth r will usually b  fill d in, but it d p nds on th  audi nc . Som  participant groups n  d to b  ask d to fill it in. You will b  abl  to d t rmin  if you n  d to clarify th  purpos  of th  lin  wh n you t st th  qu stionnair . 
	Who did you com  to th  Park with today? (ch ck all that apply) ____ family ____ coll agu s ____ fri nds ____ mys lf ____ my dog ____ oth r ________________________ 
	• A scal  is a clos d  nd d typ  of qu stion. A Lik rt Scal  is on  that has a s ri s of numb rs and/or phras s. Th  participant is ask d to circl  on  r spons  on th  scal . 
	Circl  th  numb r that b st r pr s nts your f  lings 
	• An aff ctiv  scal  is similar to a Lik rt scal , but us s fac s inst ad of phras s. Circl  th  numb r or fac  that b st r pr s nts your f  lings 
	Th  numb r of points on th  scal  d p nds on th  qu stion b ing ask d. Som   valuators pr f r to hav  an  v n numb r of points and no plac  for a n utral answ r. This forc s th  participant to mak  a choic . Som   valuators f  l that by  xcluding a n utral point it n gat s th  valu  of a n utral answ r. Som tim s, a participant just do sn’t hav  a pr f r nc  and n utral is th  only accurat  answ r. 
	• Th  qu stionnair  should includ  a bri f d mographic s ction. Th  purpos  of th   valuation is to d t rmin  th  participant outcom s, not to m asur  participant d mographics. This s ction should includ  no mor  than 5 qu stions. Us  caution wh n writing this s ction. Consid r wh th r th  participant’s zip cod , annual incom , or car  r is r l vant to this study? Som tim s it is, mor  oft n it is not. This s ction is not us d to d t rmin  th  audi nc . It is sol ly to v rify that th  participant sampl  is 
	Instrum nt 1: Program Surv y 
	Instrum nt 2: Waysid  Exhibit Int rvi w 
	• A r cruiting stat m nt must b  cr at d for  v ry surv y or int rvi w instrum nt. This stat m nt is us d by all data coll ctors to invit   ach participant. Th  stat m nt should b  bri f, fri ndly, and unintimidating. Th  word “t st” should n v r b  us d. Th  stat m nt d fin s th  subj ct of th  study (program or m dia), stat s why it is b ing studi d, and  xplains how long th  surv y or int rvi w should tak . For  xampl : “H llo, th  park is int r st d in l arning mor  about what visitors think of this pro
	A succ ssful  xp ri nc  is mor  than just achi ving d sir d outcom s. Much of th  succ ss of an  xp ri nc  has to do with how participants b hav  during th   xp ri nc . Unobtrusiv  obs rvation is a t chniqu  that is us d to m asur  th  attraction, holding pow r, and b havior of parts of th  program or m dia product. Unobtrusiv  obs rvation can b  us d to m asur  audi nc   ngag m nt in a pr s ntation. This m asur m nt tool is quantitativ . It may b  us d to m asur  th  numb r of participants that r ad a sign
	Participants in th  unobtrusiv  obs rvation (UO) portion of a formativ   valuation ar  not cu d, b caus  th y ar  unawar  that th y ar  includ d in th  surv y. No p rsonal data is coll ct d b caus  p opl  ar  not th  subj cts of th  study. Assumptiv  d mographic data may b  coll ct d. 
	Th  instrum nt us d for unobtrusiv  obs rvation will vary d p nding on th  typ  of product that is b ing studi d. 
	For  xhibits, th r  ar  s v ral options for instrum nt d sign. A map-typ  of instrum nt is us ful for data coll ctors that ar  unfamiliar with th  compon nts b ing t st d. A worksh  t with compon nt titl s and spac  to put cod s is us d by data coll ctors that ar  mor  familiar with th  prototyp s. On th  instrum nt, th  data coll ctor mak s notations about th  participant’s b havior. Wh n a participant app ars to r ad a sign, wh n sh  push s a button, wh n h  points out som thing to a family m mb r, th s  
	For programs, an eth gramcr at d. An  thogram is a list of pot ntial b haviors that a participant might d monstrat  during th  program. Exampl s may includ  laugh, b  distract d, fall asl  p, r ad, watch, or join in activity. Wh n conducting unobtrusiv  obs rvation during programs, th  data coll ctor r cords all th  b haviors a participant is d monstrating during th  cours  of th   ntir  program or a sampl  of th  program. S   Instrum nt 5 for an  xampl  of a traditional  thogram and Instrum nt 6 to s   an 
	Instrum nt 4 shows an  xampl  of a hybrid typ  of unobtrusiv  obs rvation instrum nt. A map was not n  d d b caus  visitor paths w r  not r l vant. B haviors for  ach of 8 sign pan ls w r  r cord d to m asur  attraction and  ngag m nt. 
	Participants in unobtrusiv  obs rvation  valuations ar  unawar  of th ir involv m nt in th  study. As with all  valuation, th  participant is not b ing  valuat d or t st d. It is th   xp ri nc  that is und r scrutiny. Th  participant is th  tool that is b ing us d to m asur  th   xp ri nc . 
	Fiv  or l ss d mographic qu stions should b  includ d on all unobtrusiv  obs rvation instrum nts. Sinc  participants do not know th y ar  involv d, th  d mographic qu stions ar  assumptions mad  by th  data coll ctor. 
	Instrum nt 3: Map-typ  Instrum nt Us d for Unobtrusiv  Obs rvation of an Exhibit 
	Instrum nt 4: Worksh  t Instrum nt Us d for Unobtrusiv  Obs rvation of an Exhibit 
	Instrum nt 5: Ethogram of Program 
	Instrum nt 6: Aff ctiv  Scal  for Unobtrusiv  Obs rvation 
	Coll ct th  Data 
	Whenusingasurvey rquesti nnairet c llectthedata, approach th  targ t p rson. S   A Clos r Look: Random Sampling to d t rmin  who th  targ t p rson is. Th  data coll ctor should say th  r cruiting stat m nt in a fri ndly voic . If th  targ t r sponds affirmativ ly, say , “Thank you, wh n you  xit this  xhibit (wh n th  pr s ntation is conclud d) just com  back to m  and w  can b gin.” If a visitor r sponds n gativ ly, thank th m anyway. Do not ask why, although th y may off r a r ason. K  p track of how many
	Ifparticipantsarec mpletingasurveyhand th  clipboard with qu stionnair  and p n to th  visitor and ask th m to compl t  th  r st. If th  participant asks a qu stion or wants to discuss som thing, polit ly say som thing lik : ‘Go ah ad and finish th  surv y and th n I’ll b  happy to t ll you mor  about [that topic].” 
	As soon as th  visitor has compl t d th  surv y, thank th m. Put th  surv y away. Do not  xamin  it. Ev n scanning th  r sults may b  intimidating for th  p rson who just compl t d th  form and for futur  r cruits. 
	Ifdatac llect rsareinterviewingparticipants, it is important that data coll ctors us  th  words that th  participant us s wh n th y ar  compl ting th  form. Th  words th y us  h lp d t rmin  th ir vocabulary. For  xampl  if a participant says, 
	Writ  th ir answ rs in first p rson. If participant says “I l arn d” or “I f lt” do not writ  down “sh  l arn d” or “sh  f lt”. 
	Writ  down any oth r comm nts that th y had at th  bottom or if n c ssary on th  back of th  instrum nt  v n if th  comm nt do sn’t hav  anything to do with th  product. Only in this cas  may th  data coll ctor us  his/h r own words. For  xampl : “Visitor stat d that sh  r ally appr ciat d th  cl anlin ss of th  r stroom.” Th  data coll ctor do s not hav  to writ  down dir ctional qu stions such as “Wh r  is th  clos st r stroom?” 
	As soon as th  visitor has compl t d th  int rvi w, thank th m. Put th  worksh  t away. Do not  xamin  it. Ev n scanning th  r sults may b  intimidating for th  p rson who just compl t d th  form and for futur  r cruits. 
	Whenc nductinganytype fun btrusive bservati n, data coll ctors should not w ar a uniform or anything that draws att ntion. 
	F run btrusive bservati n famediapr duct, onc  th  targ t p rson has b  n s l ct d (S   A Clos r Look: Random Sampling), th  data coll ctor should compl t  th  d mographic information on th  instrum nt and b gin tracking th  as h /sh  mov s through th   xhibit or ar a or b gins to us  th  m dia. Each study is diff r nt, but you will b  m asuring how a participant b hav s wh n th y ar  looking ov r th  compon nts by using a cod  syst m. You will n  d to d t rmin  your own cod s d p nding on th  m dia. For an
	Som tim s a visitor stops within th   xhibit and do s som thing totally unr lat d to th   xhibit  xp ri nc . Th y may chang  a diap r or run into an old acquaintanc  and visits. Mak  a not  of th  l ngth of tim  that th  action took plac  and put th  information about th  action and th  l ngth of tim  on th  map. 
	Som tim s th  p rson b ing track d turns out to b  doing som thing unusual for a typical visitor. Th  p rson may b  a prof ssional photograph r and is th r  to tak  photographs. In anoth r instanc , a young woman may sit down, pull out a drawing pad, and b gin to sk tch. Sh  may stay for ov r two hours. 
	In both of th s  cas s, abandon tracking that visitor and start with a n w p rson. Mak  not  of th  occurr nc  on th  sh  t and turn it in with th  oth rs. 
	F run btrusive bservati n fapr gram, onc  th  targ t p rson has b  n s l ct d (S   A Clos r Look: Random Sampling), th  data coll ctor will not  b haviors that occur during  ach minut  of th  pr s ntation with a tick mark. Wh n s v ral b haviors occur within on  minut , th  data coll ctor will count th  b havior that occurr d most oft n. For  xampl : If th  participant was watching th  pr s nt r at 1:13:00, b cam  distract d by a p  r at 1:13:03, was still laughing at p  r at 1:13:10, was watching pr s nt r
	It is not practical or cost  ff ctiv  to int rvi w or obs rv   v ry participant in an  xp ri nc . So a s l ct numb r of participants will b  int rvi w d and obs rv d. It is important to avoid bias wh n s l cting th  participants for a study. To avoid bias, a random s l ction t chniqu  n  ds to b  us d. If a data coll ctor choos s to only approach visitors that app ar fri ndly and  asy to talk to, th ir bias pr v nts th  sampl  from b ing a tru  r pr s ntation of th  audi nc . 
	Wh n using random sampling to s l ct participants for int rvi ws, surv ys, or unobtrusiv  obs rvation, on  m thod r quir s th  data coll ctor to first d t rmin  an imaginary lin  n ar th  program or m dia installation Pick  v ry fifth p rson that cross s that imaginary lin . This is th  p rson you will approach to r cruit for surv ys or int rvi ws. W  will call this th  targ t individual. 
	If mor  than fiv  p opl  pass you whil  sp aking with or obs rving a visitor that is O.K., simply go to th  n xt p rson that cross s your lin . 
	Fiv  is not a magic numb r in fact it is probably th  small st numb r you should us . You can go with a larg r numb r, but it may tak  long r to g t  nough visitors for th  study. Th  point is that you don’t unwittingly s l ct p opl  and introduc  your own p rsonal bias. 
	Do not avoid approaching som on  to r qu st th ir participation b caus  th y “look lik ” th y might not want to or might not b  abl  to. If you avoid approaching som on  b caus  th y look lik  th y might b  in a hurry, or you think that h /sh  wouldn’t want to participat  th n you ar  introducing bias into th  data. That will sk w th  data and chang  th  outcom . Approach  v ryon  that fits th  sampling crit ria. 
	You should not int rvi w anyon  who looks as though th y ar  not old  nough to r ad. For  xampl , if your fifth p rson is a toddl r th n go to th  n xt p rson. If your fifth p rson looks to b  about t n y ars old, th n approach that p rson. This ag  will b  d p nd nt on th  audi nc  you ar  t sting. If you ar  t sting  xhibits, 10 y ars or old r is usually a good ag  to start with. If you ar  t sting a childr n’s program, how v r, you will want to adjust th  ag  to r fl ct th  targ t audi nc  that you ar  c
	If th  fifth p rson is a child, approach th m cautiously, sp aking loud  nough for th  accompanying adult to h ar. Us  your body languag  to invit  th  adult into th  conv rsation. You will hav  to us  your judgm nt and ability to work with childr n and th ir par nts h r . Do not avoid asking childr n just b caus  it is difficult or you ar  uncomfortabl , that will bias th  data. 
	Do not r cruit mor  than on  p rson in a group. You will add in bias, b caus  p opl  that com  in a group oft n hav  th  sam  history and points of vi w. 
	Th r  ar  at l ast two diff r nt ways to randomly s l ct th  participants in an unobtrusiv  obs rvation study conduct d during a program: 
	You may som tim s n  d to s l ct out c rtain audi nc  m mb rs. Although infants may b  r pr s ntativ  audi nc  m mb rs, th y may not b  abl  to provid  th  f  dback you ar  looking for. In thos  cas s (wh th r th y ar  in a targ t s at or ar  th  nth p rson to cross th  lin ) s l ct th  p rson n xt to th m. 
	Step7Analyz  th  Data 
	Formativ  analysis is usually bri f and so analysis is not as compl x as front  nd and summativ  analysis. Most formativ   valuation is don  quickly and informally so that chang s and modifications can b  mad  and th   xp ri nc  can b  r t st d. 
	Datac llectedthr ughsurveysandinterviewsis usually not transcrib d into a spr adsh  t. Th  analyst focus s on on  qu stion at a tim  and finds common thoughts. All th  compl t d data sh  ts should b  stack d and th  analyst should b gin with th  d mographics. On a s parat  pap r, tally all of th  d mographic data such as th  numb r of mal  and f mal  participants and ag s. N xt look at  ach qu stion (on  at a tim , r stacking aft r th  r spons s from  ach qu stion ar  consid r d) and find th  common th m s 
	Data S t 1: Exhibit Int rvi ws 
	D mographic data coll ct d through unobtrusiv  obs rvation will b  count d in th  sam  way as surv ys and int rvi ws. Th   xhibit compon nts ar  th n consid r d on  at a tim  just as th  surv y qu stions w r  consid r d individually. In Instrum nt 4: Unobtrusiv  Obs rvation, you will not  that of th  six participants, fiv  p opl  r ad th  compon nt, on  p rson look d th n r ad, two p opl  int ract d with th  compon nt, and on  p rson shar d th  int raction with anoth r. Tally th  b haviors for th  r port. 
	Sinc  th  purpos  of formativ   valuation is to t st a prototyp , th n tw ak it, and try it again, th  timing of chang s may b  unpr dictabl . In th  cas  study b low, th  first phas  of formativ   valuation was to tak  plac  with 60 participants, how v r, as probl ms w r  id ntifi d during th  first phas  of  valuation, chang s w r  mad , and th  t sting continu d b for  60 participants had b  n obs rv d. Th  fast r chang s can b  mad  and t st d, th  quick r th  final product can tak  final shap . 
	Program modifications can som tim s b  mad  much mor  quickly than  xhibit modifications. Th  tick marks h lp th  data coll ctors r cord th  targ t p rson’s b haviors, s rv  as a m mory cu  for th  data coll ctor’s final ass ssm nt, and provid  v rification for th  analyst. Th  most important parts of th  unobtrusiv  obs rvation instrum nt us d during a program ar  th  comm nts and th  data coll ctor’s  ngag m nt rating. If a pr /post t st compon nt as s  n in Instrum nt 5 on pag  27 is includ d in th  prog
	Wh n analyzing unobtrusiv  obs rvation data coll ct d during programs, aft r th  d mographic data is talli d, b gin with th  data coll ctor’s  ngag m nt rating at th  bottom of th  pag . Look to s   if th  rating is r pr s ntativ  of th  tally marks and comm nts. Instrum nt 4 on pag  27 shows th r  ar  30 marks for  y s on pr s nt r, 2 marks laughing at pr s nt r, 1 mark for nodding or shaking h ad (pr s nt r dir ct d), 2 marks for r sponding, 6 marks for participating, and 1 mark for looking 
	Step8R porting th  Data 
	Data analysis and r porting in front  nd and summativ   valuation is much mor  labor int nsiv  and tim  consuming than that conduct d in formativ   valuation. Int rpr t rs and m dia d v lop rs ar  waiting for r comm ndations. Formativ   valuation r ports ar  usually bri f and contain summariz d data with no graphics. Supporting data coll ction instrum nts ar  not includ d in th  r port, but ar  availabl  for furth r and futur  studi s. 
	Th  formativ   valuation r port will includ  th  titl  of th   xp ri nc  that is b ing studi d, th  nam s of th  p opl  involv d in th   valuation, m thods us d, proc dur s follow d in data coll ction, sampl  siz s and th  dat  that th  r port was writt n. This is wh r  chang s mad  during th  t sting ar  addr ss d. In most cas s mor  than on  m thod of study is us d. On  r port will summariz  th   ntir   valuation. 
	Th  n xt part of th  r port summariz s th  findings of  ach of th  parts of th   xp ri nc . For an  xhibit formativ   valuation, this s ction d scrib s th  any chang s that w r  mad  during th  t sting proc ss, th  t st d  xhibit compon nt, th  numb r of visitors that r ad, int ract d, shar d an int raction  tc. and addr ss s th  visitor outcom s that w r  r v al d in qu stionnair s. For a program formativ   valuation, this s ction d scrib s th  program, any chang s that w r  mad  during th  t sting proc ss
	Th  final part of a formativ   valuation r port is th  discussion and n xt st ps. F w modifications can b  mad  during a t sting phas . Oft n th  compon nt has significant t xt or construction d sign chang s and a program may hav  significant d liv ry or cont nt chang s. Th s  chang s tak  tim  to mak . If it is possibl  to run additional t sting on th  chang s, th n do so. Th  discussion s ction of th  r port mak s sugg stions for chang s to th   xp ri nc . If participants ar n’t attract d to th  compon nt
	Using a pilot program or prototyp s: 
	A. Prior to th  data coll ction -15+ hours for planning and pr paration 
	B. Data coll ction -d p nd nt on numb r of participants availabl  for data coll ction 
	C. Aft r th   v nt -
	Formativ  Evaluation is conduct d during th  d sign proc ss aft r much of th   xp ri nc  is alr ady d sign d, whil  chang s can still b  mad , b for  going into final construction. At this stag  w  n  d to know what m ssag s ar  or ar n’t working, is th  audi nc   ngag d, int r st d, what m ssag s ar  th y l aving th   xp ri nc  und rstanding? Ar  audi nc s/participants l aving with th  d sir d m ssag  outcom s? Is th  audi nc  int racting  xp ct d? Do th  int ractiv  pi c s work as plann d? From th  inform
	On  of th  gr at st advantag s of formativ   valuation is in th  fluidity and sp  d of th  proc ss. Wh n w akn ss s ar  r v al d, th y can b  fix d as soon as it is possibl . Analysis and r porting follows this fluidity. Unlik  front  nd and summativ  analysis which can b  cumb rsom  and tim  consuming, formativ  analysis is rapid and l ss structur d. Th  analyst looks ov r  ach qu stion and finds tr nds. A r comm ndation is mad  from this quick analysis, chang s ar  mad  and if possibl  t st d again. Th  f
	Summativ  Evaluation is th  final  valuation phas  of a program or m dia proj ct. It’s a “how did w  do” form of analysis. Summativ  Evaluation isn’t int nd d to improv  th  final  xp ri nc . Inst ad, th  r sults of a summativ   valuation will h lp wh n d signing futur  programs and m dia. 
	SummativeEvaluati nis conduct d aft r th  program has b  n pr s nt d a f w tim s, th   xhibit is op n, visitors ar  using th  application, and all th  adjustm nts that ar  going to b  mad , hav  b  n mad . Summativ   valuation is not int nd d for making improv m nts. It is int nd d to m asur  program or  xhibit succ ss. 
	M thods for conducting a summativ   valuation ar  n arly id ntical to m thods for conducting formativ   valuation; how v r, analysis and r porting ar  diff r nt. 
	Step1D fin  what you want to m asur  
	You will want to m asur  th  m ssag  outcom s such as what did th  visitors f  l, what did th y do, how did th y b hav , and what ar  th ir futur  int ntions or actions. 
	You will want to m asur  if participants ar   ngag d and to what d gr   th y ar   ngag d. In th  cas  of  xhibits, do th y look, r ad, int ract, and shar  with anoth r p rson? In th  cas  of programs, how do th y participat , ar  th y paying att ntion to th  sp ak r, participating wh n d sir d, distract d, disint r st d, dis ngag d? 
	Step2D t rmin  th  data coll ction m thods: How ar  you going to find out? 
	Th  data coll ction m thods chos n will d p nd on th  typ  of data that n  ds to b  m asur d. M ssag  outcom s ar  usually m asur d by asking participants to provid  answ rs; Engag m nt or us  data is usually m asur d through som  sort of obs rvation. 
	K  p in mind that th  m thods chos n will d p nd on: 
	Keys t As with all stag s of  valuation, cr dibility com s with div rsity 
	 Success in m thodology. It is wis  to us  mor  than on  m thod in th  summativ   valuation. If qu stionnair s and unobtrusiv  obs rvation w r  m thods us d in th  formativ   valuation th n it is a good id a to us  th  sam  m thods in th  summativ   valuation. 
	Step3Build th  data coll ction instrum nts 
	A summativ   valuation m asur s th  ov rall  ff ctiv n ss of th  whol  program or m dia proj ct. This is diff r nt than formativ   valuation which s l cts only parts of a proj ct to t st. So although th  data coll ction m thods for formativ  and summativ  ar  n arly th  sam , th  product b ing m asur d is diff r nt. 
	In formativ   valuation, th  qu stions w r  d sign d to targ t parts of a program or compon nts of a m dia proj ct. Compon nt obj ctiv s w r  b ing m asur d. In summativ   valuation, th  ov rall  xp ri nc  is b ing t st d. So it is not th  obj ctiv s, but th  goals that ar  b ing m asur d. Qu stionnair s ar  mor  op n  nd d and t nd to b  short r. Unobtrusiv  obs rvation is mor  compl x in summativ   valuation, b caus  th   ntir   xp ri nc  is now availabl . In formativ   valuation, oft n only parts of th  
	A summativemediaquesti nnaireis looking for ov rall outcom s that th  participant tak s away from th ir  xp ri nc . Most of th  sam  rul s that w r  us d for formativ   valuation (s   pag s 16-19) apply to summativ   valuation: 
	Instrum nt 7: Summativ  Program Surv y 
	For un btrusive bservati n, th  sam  d sign for instrum nts is us d in both formativ  (s   pag s 25-27) and summativ   valuation, how v r, in formativ   valuation only a f w compon nts ar  b ing t st d. In summativ   valuation, a map-styl  of instrum nt is only n c ssary if it mak s data coll ction  asi r. 
	Step4Coll ct and Compil  th  Data 
	Us  th  sam  proc dur  for coll cting summativ   valuation data as was instruct d in th  formativ   valuation s ction. S   pag s 28-30. 
	A spr adsh  t that compil s all of th  data is pr par d first. Whil  not mandatory, spr adsh  t softwar  may b  us d and will b  h lpful to program th  data calculations. 
	For Qu stionnair s including surv ys and int rvi ws (s   Spr adsh  t 1), b gin by numb ring  ach data sh  t. This is th  visitor numb r. 
	S t up th  columns of th  spr adsh  t. Th  first column of th  spr adsh  t alr ady has lin  numb rs. In th  s cond column, put visitor numb rs. Do not us  th  lin  numb rs in plac  of th  visitor numb rs. Th  visitor numb rs ar  thos  that you wrot  on th  compl t d data sh  ts. Us  th  d mographics from th  instrum nt to plac  th  r st of th  titl s and th  qu stion numb rs in adjoining columns. If it is possibl  to put an abbr viat d v rsion of th  qu stion in th  titl s row, do so. It will mak  analysis 
	Ent r th  data for  ach visitor sh  t on th  corr sponding visitor row. 
	Spr adsh  t 1: KEMO Art Show Data 
	Th  analyst will r vi w  ach qu stion and cr at  a R ughC mpilati nof lik  r spons s. First th  analyst consid rs all of th  r spons s for a singl  qu stion. Wh r  ar  th  similariti s? In Spr adsh  t 2 look at th  qu stion How did you find out about th  art show? Visitor #1 said, “Wh n I cam  in”, visitor #3 said, “coming in,” and visitor #5 said, “insid  th  w lcom  c nt r.” Th  analyst group d all of th s  answ rs und r Visitor C nt r. Each grouping is th n assign d  ith r an alpha or num ric cod . Answ 
	Spr adsh  t 2: Rough Compilation 
	Onc  th  Rough Compilation is compl t d, th  analyst must r organiz  th  data so that it can b  summariz d. Th  FinalC mpilati n(S   Spr adsh  t 3)is us d to g n rat  th  data that will b  us d in th  final r port and is also includ d at th   nd of th  r port. 
	Spr adsh  t 3: Final Compilation 
	For Unobtrusiv  Obs rvation data coll ct d for exhibits, numb r  ach data sh  t to id ntify th  visitor numb r and layout th  spr adsh  t using th  d mographic data (similar to th  m thod us d in qu stionnair s). Additional columns will b  n  d d for 
	Th  bottom of  ach column is a summary of th  numb r of tim s visitors stopp d at  ach compon nt, int ract d with  ach compon nt, and r ad  ach compon nt. If th  data instrum nts hav  additional cat gori s such as unint nd d int raction and shar d int raction, thos  cat gori s n  d to b  includ d at th  bottom of th  pag  also. 
	Wh n all of th  data has b  n input into th  obs rvation spr adsh  t, th  r ad r will b  abl  to s   th  numb r of tim s  ach visitor was attract d to a compon nt and % of tim s th y w r  attract d to a compon nt. Th  r ad r will also b  abl  to s   th  numb r and p rc ntag  of visitors that r ad, int ract d or just stopp d at a compon nt. With sampl  siz s of 40 or l ss, it may b  simpl st to calculat  th  data manually. With larg r sampl  siz s, a formula can b  us d to calculat  totals, p rc ntag s and a
	Spr adsh  t 4: Final Compilation of Unobtrusiv  Obs rvation for Exhibits Data 
	For Unobtrusiv  Obs rvation data coll ct d for pr grams: numb r  ach data sh  t to id ntify th  visitor numb r and layout th  spr adsh  t using th  d mographic data (similar to th  m thod us d in qu stionnair s). Additional columns may includ  pr  t st q 1 , pr  t st q. 2 (if pr /post t st qu stions w r  includ d), Ey s on Pr s nt r, Laughing, Nodding or Shaking H ad, Discussing or Int rpr ting, Data Coll ctor (DC) Rating, and Comm nts. 
	If mor  than on  program is part of th  study, divid  th  data sh  ts by program b for  assigning visitor numb rs to th  sh  ts. It may b  h lpful to cr at  a spr adsh  t for  ach program titl . 
	In Spr adsh  t 5, th  bottom of  ach column is an av rag  of th  tally marks for  ach participant. Th s  numb rs ar  not th  k y numb rs. Th y ar  h r  to g t an id a of what is actually occurr d during th  pr s ntation and to v rify th  data coll ctor rating. With th  data  nt r d this way, additional sorting and comparisons can b  mad . 
	Spr adsh  t 5: Final Compilation of Unobtrusiv  Obs rvation for Program Data 
	Step5Analyz  th  Data 
	In formativ   valuation, sp  d was important. Analysis was l ss formal than it is in summativ   valuation. Th  outcom s and actions w r  m asur d, but th  n  d to follow th  analyst’s thought proc ss was not a critical as it is with summativ   valuation. In formativ   valuation, th  primary sourc  of r cords was th  original data sh  ts. In summativ   valuation, th  data sh  t information is transcrib d into a spr adsh  t and calculations com  from th  compil d data. D p nding on th  coll ction m thod us d,
	Step6R port th  Data 
	Th  final st p in th  proc ss is g n rating a r port of th  findings. Th  r port will includ  th  titl  of th   xp ri nc  that is b ing studi d, th  nam s of th  p opl  involv d in th   valuation planning, instrum nt building, analysis, and r port, and th  dat  that th  r port was writt n. 
	Th  first s ction in th  r port is th  Intr ducti n. Th  introduction clarifi s th  purpos  of th  study, giv s th  dat  and location of th  data coll ction, and outlin s th  cont nt of th  r port. 
	This report summarizes the findings of a summative evaluation of the ‘Ohana program at Maku’u Marketplace in Puna. The summative evaluation was conducted by Hawai’i Volcanoes National Park staff and MPR Museum Consulting. The purpose of the summative evaluation is to test the effectiveness and relevancy of the ‘Ohana program. The Mak’u Marketplace in Puna District event is one of two events that were to be included in a summative evaluation to measure the park’s success in reaching out and connecting with p
	Throughout this report questions posed to participants will be shown in bold type, paraphrases will be displayed in italics, and participant & staff quotes will be in quotation marks. The terms program and event will be used interchangeably. The name Hawai’i Volcanoes National Park may be abbreviated to the National Park Service acronym HAVO. 
	Data collected during the ‘Ohana event held in 2011 is summarized within the report. The raw and compiled data is found on a spreadsheet that accompanies this report. These spreadsheets will provide readers with information that can be used for future or further analysis. 
	Som  r ports r quir  Backgr unds ction to appris  th  r ad r of activity r lat d to th   xp ri nc . 
	In fall 2010, Hawai’i Volcanoes National Park wanted to cultivate a sense of stewardship between the park and community neighbors. To find the most inclusive and effective way of establishing this relationship, park staff and MPR Museum Consulting conducted a focus group with Puna community leaders. From this focus group, it was determined that the community needed a free or low cost event, offered outside of the park near the community, targeted to school age youth, instructive in cultural or traditional w
	Park staff responded by creating an event titled ‘Ohana – the Hawaiian word for “family”. The first ‘Ohana event offered in the Puna district occurred at Maku’u Marketplace on April 2, 2011. The event featured practitioners demonstrating cultural and traditional skills. Event participants were invited to make their own traditional tools and materials. This first ‘Ohana event included lei, rope, rain 
	Th  n xt s ction of th  r port d scrib s th  m thods us d in th  study and th  sampl  siz  for  ach m thod. This s ction is titl d Meth dsor Meth d l gy. 
	Data collection for the summative evaluation took place at the event at Maku’u Marketplace on October 15, 2011. The intention of this O’hana event was to build a relationship with local community members and thereby create a sense of stewardship about the park. 
	To measure participant feelings about the park, park staff, and the event, and to determine outcomes, participants were randomly selected and asked to complete a questionnaire. The questionnaire consisted of 5 open-ended questions, 5 close-ended questions, 3 five point Likert scales, demographic questions and space for additional comments. A total of 23 questionnaires were completed. 12 of the 23 participants that completed a questionnaire were female, 6 were male and 5 did not answer this question. Due to 
	A Findingss ction follows th  M thods s ction. Findings will b  th  most  xt nsiv  part of th  r port. This s ction is a summary of th  Final Compilation. Not all of th  data is includ d in th  findings. Usually only th  top thr   or top fiv  cat gori s ar  summariz d in t xt form, but all oth r cat gori s ar  shown on a graph or chart. 
	The first question asked participants to tell how they learned about the ‘Ohana event. There were more shared answers to this question than any other question on the questionnaire. 8 people found out about the event from a family member. 4 people found out about the event through Maku’u Marketplace. The chart below shows the other responses to this question. 1 person gave 2 answers to this question. 
	Th  final s ction of th  r port is titl d Discussi nandC nclusi ns. This is wh r  th  findings ar  discuss d and thoughts com  tog th r. R spons s from diff r nt qu stions can b  compar d. 
	The comments, scales, and data show that participants “loved” the event. They loved the content and delivery. The content selected by focus group participants and park staff demonstrates to the community that the park wants to meet their needs. Ultimately through this bond, it is hoped that the park’s desire to build stewardship will be met. 
	The focus group participants told us to keep the program going even if participation was poor at the beginning. The increased attendance levels and enthusiasm for this event verify the accuracy of the focus group’s suggestion. 
	Another comment that came out of the focus group was involve community members in the event. Originally this suggestion was intended for practitioners at the event, but park staff has successfully engaged community members in event planning, sponsorship, and coordination. This shared coordination has resulted in expanded advertising and higher attendance. 
	Less nsLearned 
	Th  L ssons L arn d s ction ti s th  findings and discussion s ctions tog th r. 
	O’hana is a family event. The goal of ’Ohana was to create a family-focused event that connects the park to the community. From the data, we found that everyone that attended the Puna District event came with family. Two participants mentioned bringing friends to future events. 
	Repetition builds participation and trust. The January focus group participants suggested to start small and continue to offer the event. They stated that community members are reticent to recommend an event to others if they had not themselves participated. In April, approximately 30 people visited the pilot O’hana event at Maku’u Marketplace. In October that number doubled. By offering the O’hana event repetitively, the community is starting to build trust with the park. It is important to continue to off
	Hands on involvement is important to the participants. 11 of the 23 participants (48%) mentioned that they liked making stuff. It will be important to continue this “hands on” delivery method for future events. That does not necessarily mean that all Puna O’hana events must be cultural fair types of events. If it is possible to lead an event similar to the Ka’ū O’hana event (a GPS scavenger hunt) it may be something to consider in the future. However, it is important that participants get the opportunity to
	A summativ  r port is int nd d to b  th  last word. It is a summary of how w ll th   xp ri nc  m t th   xp ctation of th  participants and plann rs. In som  cas s a n xt st ps can b  addr ss d as was th  cas  with this  xampl : 
	Next Steps 
	A summative evaluation of the Ka’ū District event is necessary to give credibility to any assertions about success of the program. The next step for the Ka’ū District O’hana program is to collect summative data using both questionnaires and unobtrusive observation. After this data is collected and analyzed, the information can be used as a model for parks around the country that also need to connect to community neighbors. 
	The summative evaluation of the Puna District event demonstrated the success that O’hana has in building a relationship with the community. This was the first step toward the goal of inspiring community neighbors to become park stewards. By putting the community members’ interest first, park staff began the process of connecting the park to the people. Trust is just beginning to be established here. 
	The next step for the Puna District is to gather information about actual, current use of the park by community neighbors. How many community members are coming to the park now and what are they doing when they come? This is the baseline that will be measured against in the future when you determine if neighbor stewardship has increased. The summative evaluation questionnaire asked participants Have you visited Hawai’i Volcanoes National Park before? This question was a start, but so much more information n
	A. Prior to th   v nt -10 hours for planning and pr paration 
	B. During th   v nt -d p nd nt on numb r of participants availabl  for data coll ction 
	C. Aft r th   v nt -40 hours for analysis and r porting 
	Summativ  Evaluation is th  final  valuation phas  that is conduct d on an  xp ri nc . It’s a “how did w  do” form of analysis. It isn’t int nd d to improv  this  v nt, but th  r sults of a summativ   valuation will h lp in futur  program and  xhibit d sign. What is l arn d from summativ  can b  appli d to futur  plans. 
	Pr cedure Step1: W  ks l ading up to th   v nt: 
	During th   v nt: 
	Aft r th   v nt th r  will b  two diff r nt typ s of compl t d data sh  ts: a stack of qu stionnair s and a stack of unobtrusiv  obs rvation sh  ts. Conduct th  analysis and writ  a r port. Us  Worksh  ts E and F. 
	Evaluation can b  th  diff r nc  b tw  n a succ ssful or not so succ ssful program or m dia product. It’s important to incorporat  as many phas s and as many m thods of  valuation into d sign as th  budg t and tim  will allow. Without incorporating  valuation, th  product may b  of littl  or no int r st to th  targ t audi nc , may compl t ly miss th  d sir d outcom s, and staff may not know th  quality of th  final product. If an ag ncy claims to mak  any kind of diff r nc , th y must b  doing som  typ  of 
	Budg ting tim  and mon y for  valuation is much lik  building a n w hom . Own rs and ag nci s t nd to und r  stimat  both. Cost is d p nd nt on th  phas , sampl  siz , location, staff or contractor’s  xp ri nc , numb r of m thods us d, typ s of m thods us d, audi nc  att ndanc  numb rs, and mor . 
	Th  amount of tim  it tak s to conduct any phas  of  valuation will b  d p nd nt on th  stag  or m thods you choos  to conduct that  valuation. Som  m thods can b  v ry quick, such as onlin  surv ys. Th  advantag s of onlin  surv ys ar  that th  analysis tim  is cut out of th  ov rall tim  budg t. A p rson can compl t  an onlin  surv y and th  data will b  analyz d and th  r sults will b  instantan ously calculat d. Th  disadvantag s of onlin  surv ys ar  that th  willing audi nc  may b  diff r nt than th  
	G n rally, front  nd and summativ   valuation r quir  mor  in d pth data coll ction, op n  nd d qu stions, data transcription, human analysis, and r porting. Th  majority of tim  sp nt on th s  tasks can tak  months. Th  siz  of th  sampl  also has an  ff ct on th  amount of tim  n  d d to go through th  proc ss. Th  participant att ndanc  will play a rol  in th  l ngth of tim  it tak s to gath r th  data. For a sampl  siz  of forty to sixty participants, using two m thods of data coll ction,  stimat  six t
	Formativ  analysis and r porting is much fast r. Formativ   valuation is usually conduct d in multipl  stag s, so th  tim  b tw  n th  stag s is sp nt r d signing and constructing prototyp s. It is th  tim  b tw  n th  stag s that tak  th  majority of th  ov rall tim  budg t. Estimat  two to thr   w  ks to compl t  analysis and r porting of  ach stag  of formativ   valuation on a sampl  siz  of forty to sixty participants using two data coll ction m thods. 
	You and your staff can conduct a front  nd, formativ , or summativ   valuation. Th  scop  of your proj ct, staff tim  r quir d, and budg t will dictat  th  amount of  valuation you will b  abl  to conduct. Of cours , th  mor   valuation you do th  b tt r, but you must b  r alistic. What amount can you do with th  budg t that you hav ? What can you and your staff do? 
	Th  advantag s of conducting th   valuation using park staff and volunt  rs includ  staff familiarity with visitor att ndanc , organizational rul s and polici s, proximity, and cost. Th  chall ng s ar  that th   valuation must b  a priority and you must b  assign d d dicat d tim  and funding to compl t  th  proj ct. Evaluation proj cts t nd to b com  low prioriti s and oft n ar  cut du  to funding d ficits. Usually this happ ns aft r th  data has b  n coll ct d, and th  analysis and r porting phas  is about
	Many ag nci s ar  data rich and information poor from y ars of data coll ction and littl  to no analysis and r porting. This data coll ction costs th  ag ncy staff tim  and visitor r sp ct. If p opl  ar  answ ring surv ys that r sult in no chang s, it b com s hard r to g t th m to participat  in futur  studi s. Think of th  numb r of tim  you’v  giv n a stor  cl rk your zip cod  (data coll ction), hav  you s  n any chang s b caus  of it? In organizations with a mark t r s arch r or d partm nt, that informat
	On  of th  primary r asons you should conduct  valuation is to cr at  th  b st possibl  product in th  most  conomical way. Failing to conduct  valuation can r sult in a finish d product full of  rrors that  ith r n  ds to b  r don  or liv d with. Conducting  valuation can oft n sav  th  ag ncy a lot of mon y. 
	For  xampl , you can r duc  th  cost of conducting a formativ   valuation by: 
	Evaluation is n v r fr  . Onc  you d cid  how th  typ  of  valuation(s) you n  d and what you can afford, you can d t rmin  how to g t th  work don . Th r  ar  many diff r nt sc narios r fl cting a wid  rang  of proj cts, tim , staff, and mon y that allow you to conduct  valuation. If funding is tight and staff is availabl , you can conduct any on  of th   valuation typ s for a singl  program and simpl  m dia proj ct. If th  budg t allows and you hav  staff availabl , you can coll ct data and th n hir  an o
	F arl ss Evaluators know wh n th y can tak  action th ms lv s. Onlin  surv ys, int rvi ws, unobtrusiv  obs rvation, and focus groups ar  all m thods of  valuation that any int rpr t r can us  during any stag  of program and m dia d v lopm nt. Tim , staff, budg t, and proj ct scop  will d t rmin  wh th r you do it yours lf or call in th   xp rts. 
	F arl ss Evaluators know wh n to call for h lp. Outsid   valuators provid   xp rtis   sp cially wh n und rtaking a compl x, larg -scal  proj ct or program. R gular staff sch dul s and r sponsibiliti s ar  not ov rburd n d, and gr at r insight into visitor knowl dg , b haviors, actions, and p rc ptions is gain d. 
	Each stage of the CUVA evaluation process was summarized and published in the following reports. These files can be found on the Harpers Ferry site or by contacting Monica Post at MPR Museum Consulting. 
	‘Ohana Puna District Focus Group Notes ‘Ohana Ka’ū District Focus Group Notes ‘Ohana Puna District Focus Group Report ‘Ohana Ka’ū District Focus Group Report ‘Ohana Puna District Unobtrusive Observation Sheets ‘Ohana Puna District Formative Questionnaire ‘Ohana Ka’ū District Unobtrusive Observation Instrument ‘Ohana Ka’ū District Formative Questionnaire ‘Ohana Puna District Formative Report ‘Ohana Ka’ū District Formative Report ‘Ohana Ka’ū and Puna Summative Questionnaire ‘Ohana Puna District Unobtrusive Ob
	The purpose of a formative or summative event questionnaire is to look for overall outcomes that the participant takes away from their experience. The participant's time and feelings must be respected. A typical formative or summative evaluation questionnaire includes five or less demographic questions, between two and four open ended questions and an affective question. 
	Demographic Questions: The purpose of the demographic questions is not to establish who the audience is, (you should already know this), but to verify that the data truly represents the audience that is present. Demographic questions include: 
	Male / Female 
	Age by category (asking participant to be How many people came with you today? ________ 
	specific about age is threatening unless they 
	are youth) 
	Under 10 _____ 40s 
	11to19 50s Whoareyouherewithtoday? 
	20s 60s 
	Family Friends 
	30s 70s and above 
	Special Group I came by myself 
	Other _______________________ 
	Depending on the project and project goals, there may be other demographics that should be included (race or ethnicity, zip code, member….. Etc.) For every demographic question that is added-take away another. In other words if your experience is intended to increase the ethnic or racial diversity of the audience, add a question about that, but take away another. Keep the number of demographic questions under five. 
	Helpful Hint: Number the questions, it will help later with compilation and reporting. 
	Question #1 (closed and open ended) How much information or interest did this participant come to this experience already knowing? 
	1. Do you have any special interest, hobbies or training in Wilderness Survival Skills? 
	_____ No 
	_____ Yes If "yes", please explain:______________ 
	Worksheet A page 1 
	Question #2 (open ended) What does the participant think the event is about? Why are you doing it? What is its purpose? 
	2. What would you say is the main purpose of this event? To show……_____________________________________________________ 
	and /or 
	To make people…____________________________________________________ 
	Question #3 (open ended) What are the cognitive outcomes of the participant's experience? What did they learn or remember because of their experience at the event? If this questionnaire is being passed out after a performance or presentation questions can be tailored for that presentation. 
	3. Can you tell me one new idea that you are taking away today? I didn't know, or never realized that…_________________________________________ 
	and /or 
	It reminded me that…___________________________________________ 
	Question #4 (closed and open ended) How might this experience influence the participant's actions outside the event? Keep in mind that this is what the participant is professing. When reporting on this question, this does not measure actual actions, only professed intent. 
	4. Will this experience change your actions or make you do something different in the future? 
	_____ No 
	_____ Yes If "yes", what do you think you may do different in the future? 
	Question #5 (closed ended) What does the participant think of their overall experience today? 
	5. Which face best represents your feelings about this event here today? 
	Question #6 (open ended) What else does the visitor want to express? What questions might have been missed? What's on their mind? 
	6. Is there anything else you would like to tell us? 
	Worksheet A page 2 
	Worksheet B 
	Creating a Program or Event 
	The purpose of unobtrusive observation is to measure participant behavior during the experience. Unobtrusive observation is a technique that is used to measure the attraction, holding power and behavior of parts of the overall experience. This measurement tool is quantitative. In other words, it is about the quantities. It is used to measure the number of participants that laughed during a joke, were distracted, appeared engaged etc. The instrument used for unobtrusive observation of an event will vary depe
	The following details need to be determined before creating the instrument: 
	There are several different types of program evaluation instruments that can be selected for data collection. Pick what works best for your program. 
	The following instrument was created for an event conducted at Hawai'i Volcanoes National Park. This instrument was used for an event where visitors were given free choice to move from station to station. The data collector randomly selected a participant at one of the stations and observed his/her behavior and judged his/her overall level of engagement. 
	The instrument on the next page was used for a stationary presentation. 
	Worksheet B page 1 
	The instrument on this page was used for a stationary presentation. The data collector made one tick mark for each minute in the presentation. 
	Worksheet B page 2 
	Outcomes based evaluation is an analysis of the experience, not the people involved. The people are necessary to measure the experience, but we are not measuring the people. It is not practical or cost effective to interview or observe every participant in an experience, so instead a select number of participants will be involved. It is important to avoid bias when selecting the participants for a study. The best way to prevent bias is to randomly select participants. 
	Determine an imaginary line just inside the data collection space. Pick every fifth person that crosses that imaginary line. This is the person who will be approached to participate in the questionnaire. We will call this the target individual. 
	Five is not a magic number. A larger number can be chosen, but it may take longer to get enough visitors for the study. The point is that the data collector should not unwittingly select people and introduce their bias. 
	Do not avoid approaching someone because they "look like" they might not want to (or for any other reason) participate. If data collectors avoid approaching people that look like they might be in a hurry, or think that they wouldn't want to participate, then the data collector's judgment is biasing the data. Approach every 5th persons that fits the criteria. 
	Criteria other than every 5th person The criteria for every project will be dependent on the project. In cases where text based media is being evaluated, participants should be of reading age. Data collectors may have to judge if a randomly sampled individual is at reading age -not by if they are reading, but rather, by appearance. 
	If the target individual is a is a child -approach them cautiously speaking loud enough for the accompanying adult to hear. Use body language to invite the adult into the conversation. Data collectors will have to use judgment and ability to work with children and their parents here. Do not avoid asking children just because it is a pain that would bias the data and cheat them out of a chance to share their thoughts. 
	Do not recruit more than one person in a group-(even if there are more than 11). This results in skewed data because people that come in a single group often have the same history and points of view. 
	Worksheet C page 1 
	Approach the target individual and say the recruiting statement in a friendly voice. If the target says "yes", say to them, "thank you, when you exit this exhibit (when the presentation is concluded) just come back to me and we can begin". 
	If a visitor says "no" thank them anyway. Do not ask why, although they may offer a reason. Keep track of how many people refuse and write down the reasons that they refuse. For example-"not enough time, just not interested" etc. 
	If participants are completing a survey hand the clipboard with questionnaire and pen to the visitor and ask them to complete the rest. If the participant asks a question or wants to discuss something, it is best to politely say something like: 'Go ahead and finish this and then I'll be happy to tell you more about that." 
	As soon as the visitor has completed the questionnaire, thank them. Put the questionnaire away -do not examine it. (This is intimidating for the person who just completed the form and for future recruits.) 
	If while talking with a visitor, more than five people slip by, that is O.K. -approach the next person that crosses the imaginary line. 
	If data collectors are interviewing participants, it is important that data collec-tors use the words that the participant uses when they are completing the form. The words they use help measure their vocabulary. For example if a participant says-"I learned that deer come out at dawn and dusk" the data collector should not write down "Visitor learned that deer are crepuscular." 
	Write their answers in first person-participant will say "I learned" or "I felt" -do not write down "she learned" or "she felt" 
	Write down any other comments that they had at the bottom or if necessary on the back-even if the comment doesn't have anything to do with the exhibit. In this case the data collector can use their words. For example: "visitor stated that she really appreciated the cleanliness of the restroom." Data collector does not have to write down directional questions i.e. "Where is the closest restroom?" 
	As soon as the visitor has completed the interview thank him/her and put the survey away-do not examine it. (This can be intimidating for the person who just completed the form and for future recruits) 
	If while interviewing, more than five people slip by, that is O.K. -approach the next person that crosses the imaginary line. 
	Worksheet C page 2 
	Using the unobtrusive observation method, we can measure the audience engagement in a presentation. 
	Participants in an unobtrusive observation are observed without being aware of their involvement in the study. It is especially important to remember that the participants are not the subject of the study, rather they are a "tool" used to measure the program. No personal data is collected. Demographic data is assumptive. In other words, the data collector makes demographic assumptions about the participant based on visual evidence. Gender, age, race, family type…. all of these pieces of data are assumptions
	This is to be a representative sample of the audience, so random selection is necessary. There are two ways to randomly select the participants for this type of data collection. 
	Worksheet D page 1 
	Data collectors will have a form similar to the one shown below. Have data collectors note behaviors that happen during each minute of the presentation. Each minute during the presentation will earn a tick mark. In the instance where several behaviors happen within one minute-have data collector tick the behavior that happened most often. So for example if participant at 1:13:00 was watching the presenter, at 1:13:03 became distracted by a peer, at 1:13:10 was still laughing at peer, at 1:13:15 was watching
	Worksheet D page 2 
	Begin by numbering each questionnaire in the upper right hand corner. This will be the visitor number. 
	Use a spreadsheet program for data transcription and analysis. 
	Along the top row of the spreadsheet put the following titles: visitor number, date, location, time, gender, question #1, question #2, etc. The titles on this spreadsheet need to correspond to the questionnaires. If it is possible to put an abbreviated version of the question in the titles row, do so. It will make analysis easier in the future. 
	The first column of the spreadsheet already has line numbers. In the second column put visitor numbers. It is very important to not The visitor numbers are those that you wrote on upper right hand corner of the completed data sheets. 
	Enter the data for each visitor sheet on the corresponding visitor line. The next step is to go through each question and compile like responses. Begin by looking at all the responses for a single question. Where are the similarities? 
	Worksheet E page 1 
	For question #2 the analyst found the words "villages" "farms", "tribes" or "tribal" mentioned by several participants. 
	Each of the words that were found in more than one answer were given their own category. Villages was coded category A, Farms category B, etc. For answers that are unique assign an "other" category. Some visitor responses to question #2 had several codes associated with it. 
	This is the Rough Compilation. It is included at the end of the report so that readers can refer to it to understand the analyst's thought process. The example below shows how the analyst categorized the responses to question 2. 
	Do the same analysis with data collected from your project. 
	After the Rough Compilation has been completed, it is necessary to move around the data on the spreadsheet so that it can be summarized. This is the Final Compilation. This is the data that will be included in the findings of the report. 
	Do the same with your data. Use this compilation to generate your report. 
	Final Compilation 
	Worksheet E page 2 
	If more than one program is part of the study, divide the data sheets by program before assigning visitor numbers to the sheets. Number each data sheet in the upper right hand corner. This will be the participant number. 
	Use a spreadsheet program for data transcription and analysis. It is helpful to give each program title its own worksheet. 
	Along the top row of the spreadsheet put the following category titles: participant number, pre test q 1 , pre test q. 2 (if pre/post test questions were included), Eyes on Presenter, Laughing, Nodding or Shaking Head, Discussing or Interpreting….. use the categories listed on the instrument, Post test q. 1, Post test q. 2 (if pre/post test questions were included), Data Collector Rating, Demographic Data and Comments. 
	The first column of the spreadsheet already has line numbers. In the second column put participant numbers. Do not use the line numbers in place of the participant numbers. The participant numbers are those that you wrote on the completed data sheets. Enter the data for each participant sheet on the corresponding participant line. 
	Unobtrusive Observation for Programs Data Compilation 
	The bottom of each column has an average of the tally marks for each participant. They are here to get an idea of what is actually happening in the presentation and to verify the dc rating. With the data entered this way, additional sorting and comparisons can be made. 
	Worksheet F 
	You already have some information about your audience. You probably already have an idea about who you will create an experience for, where they are coming from, and when they will come. For example: you may want to create an experience for local school district 5th graders. Target audience is 5th graders, they are from Des Moines, West Des Moines and Urbandale School Districts, and they will be most likely to come on weekday mornings. You don't need to collect information you already know as long as you re
	What I need to find out 
	What does audience already know about 
	Ages of target audience topic? 
	Geographic Area What does audience feel about topic? 
	When they are most likely to come What does audience want to know or learn? 
	When they probably won't come What is audience interested in? 
	How do they want to learn or participate? 
	Your Turn 
	What I need to find out 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	• ____________________________ 
	Worksheet G page 1 
	Determine the data collection methods you will use to find out the information that you need to know. 
	Examples: General visitors Visitors waiting for the train Visitors that stop at a wayside 
	Questionnaires-good for finding out what people know, how they feel about topic 
	good to use when people are in line waiting, or in situations where they are not in a 
	hurry to go somewhere else. good for general visitors to a park Questionnaires can be in interview or survey format 
	Examples: Board members Target audiences that are represented by other individuals (pre schoolers, 5th graders-represented by their teachers) People in wheelchairs People who may be illiterate People that only come to the park on Tuesday afternoons. 
	Focus Groups-good for special and select target audiences. 
	Note that there are many more ways to collect front end data. These are the 
	most common. What method(s) will I use to find this out? ___________________________________ Who will I ask to participate? _________________________________________________ How will I recruit the participants?____________________________________________ Where and when will the data be collected? __________________________________ Who will collect the data? _____________________________________________________ What else do I need to do?________________________________________ 
	Worksheet G page 2 
	The purpose of a front end questionnaire is to find out from target audience members or those that represent them, what they know, what they want to learn, what misconceptions they may have, how they want to learn or participate in the experience, or how they feel, their attitudes and behaviors. The front end questionnaire can gather this information. The participant's time and feelings must be respected. A typical questionnaire includes five or less demographic questions, one or two open ended questions, b
	Demographic Questions: The purpose of the demographic questions is not to establish who the audience is, but to verify that the data truly represents the audience that is present. Demographic questions should include: 
	Male / Female Age by category (asking participant to be How many people came with you today? ________ 
	specific about age is threatening unless they 
	are youth) 
	Under 10 _____ 40s 
	11to19 50s Whoareyouherewithtoday? 
	20s 60s 
	Family Friends 
	30s 70s and above 
	Special Group I came by myself 
	Other _______________________ 
	Depending on your project and project goals, you may have other demographics you would like to include (race or ethnicity, zip code, park member….. Etc.) For every demographic question you add-take away another. In other words if the experience is intended to increase the ethnic or racial diversity of the audience, add a question about that, but take away another. Keep the number of demographic questions under five. 
	Helpful Hint: Number the questions, it will help later with compilation and reporting. 
	Question #1 (closed and open ended) How much information or interest did this participant come to this experience already knowing? 
	1. Do you have any special interest, hobbies or training in Wilderness Survival Skills? 
	_____ No 
	_____ Yes If "yes", please explain:_________________________________________ Worksheet H page 1 
	Question #2 (open ended) What does the participant know about the proposed topic? This early question is very broad and it is not unusual to get muddled answers. The purpose of this question is to direct the participant's brain into thinking about the topic. 
	2. What can you tell me about the plants and animals of the Sonora Desert? 
	Question #3 (open ended) Now that the participant is starting to think about the topic, you can ask a more specific topic related question. 
	3. Can you tell me where the Sonora Desert is located? 
	Question #4 (vocabulary) 
	4. I'm going to show you some words written on index cards. As I hold up each word, say the word and tell me what comes to mind. (Prompt: if they are having trouble, ask them to "try using the word in a sentence"-Be certain to write a "P" if the participant answers after the prompt.) 
	conservationist 
	interdependence 
	interconnection 
	Question #5 (closed ended) What are participants interested in learning more about? 
	5. Please rate this list of topics from 1 to7 Use each number only once. (Show the card) 1 is that which you are most interested 7 is the one you are least interested. 
	____Sonora Desert weather ____ Homes, villages and cities in the Sonora Desert ____ Sonora Desert Animals ____ ____Sonora Desert Plant life ____ Human Desert Survival Techniques ____ Endangered Species of the Sonora Desert ____ other _______________________________________ 
	The card which this question refers to: shows the same answers as listed above. By showing the participant the card, they can see their choices without having to look at the interviewer's paper. 
	Question #6 (open ended) Along the same line as the prior question-what do participants want to know more about or is of most interest to them? 
	6. We are developing a new program about the Sonora Desert. What do you think people will find most interesting about that topic? 
	Question #7 What else does the visitor want to tell you? What questions might you have missed? What's on their mind? 
	7. Is there anything else you would like to tell us? 
	Worksheet H page 2 
	The 'Ohana Focus Group Script at the end of this worksheet can be used as a model. 
	Step 1 
	Begin by defining the purpose of this evaluation (specifically for your experience). -(you can have more than one-but keep it to 3 or less) 
	(you can have more than one-but keep it to 3 or less) 
	Write your What do you want to find out? The guiding questions guide your script will be used to formulate script questions. Begin at the most general and work toward more specifics. Usually your first question does several things: 
	It shows your interest in each participant or those they represent 
	It helps to make the participants more comfortable 
	It demonstrates that the purpose of the focus group is to hear from the 
	participants and not to influence them. 
	6. etc. The focus group should take longer than 1 ½ hours, so be prepared to cut out guiding questions. 
	Worksheet I page 1 
	You will formulate your script questions from the guiding questions. Look at the First guiding question (worksheet I page 4) that was developed for the 'Ohana Focus Group Script. The first focus group script question (worksheet I page 5) was generated from this guiding question. 
	Guiding Question Focus Group Script Question 
	Expected Answers Notice question 3. on the 'Ohana focus group script (worksheet I page 5) After the question is a list of expected answers. By putting your expected answers after the question on the script, it helps to clarify for the moderator if the question is producing the responses that it was written to produce. For example: 3. What kinds of family 
	activities do you currently participate in? (Open floor) Expected answers: fishing, hunting, camping, swim, golf, go to farmer's market 
	If the responses are different than what was expected: "eat dinner together" , "only get together at reunion", "I don't have a family"…… then the moderator needs to clarify the question or change the course of the question. 
	Probe A probe is a follow up question that is asked. So for example: Question #4. Are there any regular, weekly, monthly or annual activities that you do as a family? For instance is there a festival, event or activity that your family attends every year? Or a monthly or weekly event that you never miss? (open floor) 
	Several people answer the question-the probe is asked in response to each person's answer. 
	Probes: 
	How often does that occur? Does everyone in your family go? Are you volunteering or working at the activity? 
	The moderator must be actively listening to the responses. Not all responses need to be probed further, not all probe questions need to be asked. 
	Summary At some point in the script (probably toward the middle or end) you need to summarize the feedback that is coming from the participants and verify that your understanding it correct. This is seen on Question #6 (worksheet I page 5) in the example. 
	Worksheet I page 2 
	Action questions The purpose of the focus group it so gather information from the participants that will help in developing the experience. The purpose of the focus group is not to recruit help or resources for developing the experience. However, if the script and answers flow to a point where enlisting participants is natural and appears to be welcomed by participants, then you can cautiously do so. Such was the case with the example focus group script. One of the goals was to begin the development of a ne
	Is there anything else? Always ask if there is anything else the participants want to share. You may have missed some critical question or the participants may feel that they weren't heard. 
	Thank them. Besides health, time is one of the most valuable commodities people possess. Don't assume they know you are grateful. When focus group participants are paid, the purpose is not to influence-but rather to show appreciation. You may not be able to pay focus group participants, but you must show your appreciation in any and every way you can. 
	After the Focus Group 
	• Reflection: do this right after the focus group so that you don't forget anything that might have not been caught by the notes 
	How many people in group_________ Where _____________________________ 
	Overall verbal responsiveness 
	Non verbal responses/cues 
	Worksheet I page 3 
	('Ohana means family) program front end) 
	Purpose of the focus group 
	1. To determine the type of program that local families need, want or are interested in participating. 2. To assign roles and responsibilities for new program development. 
	3. To model focus group techniques for staff to conduct a focus group the following day and in the future. 
	What do the target audience families look like (family is extended, age, gender, personalities…) What activities are families currently doing? Are there any annual, monthly, or weekly activities in which families routinely participate? What opportunities are not available that families wish were available? What are the obstacles that are keeping families from participating in activities that are currently available? What are the topics of interest to the target families? 
	Who are the key players in the program design? 
	Monica Post -MPR Museum Consulting -Facilitator -Taking notes Participant and staff introductions 
	Thank you all for being here and helping to shape this new program. The park is interested in partnering with the community to create a new program that gets families involved in activities in and around the park and builds an interest and enthusiasm for the history, wildlife and geology of the park. Beyond that, the scope is wide open. 
	Worksheet I page 4 
	creates and provides activities for families that engages youth in your community and the youth of Puna/Ka'ū 
	We want to answer the question : How could your park help your families children survive in an ever changing world? The park goal is to help you create a program that your families and students will be interested in and want to participate in. 
	1.I'dlike to learn a little more about your families. Please tell me about the children in your family, their ages, special interests, other people who you include in family activities 
	(Mayhave answered this question previously) (Open floor) Expected answers: fishing, hunting, camping, swim, golf, go to farmer's market 
	4. Arethere any regular, weekly, monthly or annual activities that you do as a family? For instance is there a festival, event or activity that your family attends every year? Or a monthly or weekly event that you never miss? (open floor) Expected answers: fishing or hunting tournaments, camping/retreats, church, Merrie Monarch… Probes: Howoften does that occur? 
	Does everyone in your family go? Are you volunteering or working at the activity? 
	5. Arethere programs or activities that you've heard about or know about from other places that you wish were available here in this area? 
	(open floor) 
	Expected answers: examples from other places 
	once available but no longer 
	favorite activities not available often enough 
	6. Soit sounds like the type of activities your family would be most 
	interested in are: 
	(totally dependent on answers from above) weekly volunteer opportunities monthly craft making annual festival 
	Friday morning preschool programs Worksheet I page 5 
	Would you agree with that description? (open floor Expected answers: yes-but you need to make sure … sort of, but…. 
	Probe: what needs to be changed? 
	no…maybeotherfamilieswoulddothatbutminewouldn'tbeinterested 
	Probe: what needs to be changed? 
	yes unless… 
	9.Let'slay out a schedule for the project. When would you like to see this project completely up and running? 
	Work backwards from start date to establish the rest of the timeline. 
	10. What else would you like us to know or address before leaving this evening? (open floor) 
	Mahalo nui loa kākou for coming and sharing your mana'o. Your feedback 
	will shape the program that you will develop with the help of the park. If you have anything else you would like to share with me just come up and talk to me. Thank you all for coming and have a great evening. Mahalo 
	Worksheet I page 6 
	Worksheet J Analyzing the Focus Group Data & Writing the Report 
	At the conclusion of a focus group you will have a pretty good idea of the direction you need to go with your experience design. The debriefing held right after the focus group helps to clarify any questions that may have come up during the focus group. Take the notes that were generated from the focus group, and begin grouping similar responses: 
	#1 A-Youth of community B-People of community C-Families of community D-orphans/half orphans E-my children F-children ages 3-18 G-Academic and Disadvantaged youth H-Grades 9-12 I-Any children that need help 
	Worksheet J page 1 
	The focus group report will begin with an introduction that explains the purpose of the front end evaluation and focus group. It will specify the moderator, date of the focus group and location. The methods section which follows the introduction will clarify how participants were chosen for the focus group, it will include the guiding questions used to create the script and give details about the focus group event. 
	The remaining report includes each question, the compiled responses from that question and a summary. 
	Example 
	Worksheet J page 2 
	Worksheet K Creating a Media Formative or Summative Questionnaire 
	A questionnaire is a useful tool for gathering information about the message outcomes that participants takes away from their experience. Participant's time and feelings must be respected. A typical formative or summative evaluation questionnaire includes five or less demographic questions, between two and four open ended questions, two and four closed ended questions and an affective question. 
	Demographic Questions: The purpose of the demographic questions is not to establish who your audience is, (you should already know this), but to verify that the data that you gather truly represents the audience present. Demographic questions should include: 
	Male / Female 
	Age by category (asking participant to be How many people came with you today? ________ 
	specific about age is threatening unless they 
	are youth) 
	Under 10 _____ 40s 
	11to19 50s Whoareyouherewithtoday? 
	20s 60s 
	Family Friends 
	30s 70s and above 
	Special Group I came by myself 
	Other _______________________ 
	Depending on your project and project goals, you may have other demographics you would like to include (race or ethnicity, zip code, member….. Etc.) For every demographic question you add-take away another. In other words if your event is intended to increase the ethnic or racial diversity of your audience, add a question about that, but take away another. Keep the number of demographic questions under five. Helpful Hint: Number your questions, it will help later with compilation and reporting. 
	Question #1 (closed and open ended) How much information or interest did this participant come to the park already knowing? 
	1. Do you have any special interest, hobbies or training in Wilderness Survival Skills? 
	_____ No 
	_____ Yes If "yes", please explain __________________________ Worksheet K page 1 
	Question #2 (open ended) Does the participant understand the topic? What does he/she think the media product (sign or brochure) is about? 
	2. What would you say is the purpose of this panel? To show……_____________________________________________________ 
	and / or 
	To make people…____________________________________________________ 
	Question #3 (open ended) 
	What are the cognitive outcomes of the participant's experience? What did they learn or remember because of their experience at the event? You can also be more specific-if this questionnaire is being passed out after a performance or presentation you can tailor 
	the 
	questionnaire for that presentation. 
	3. What is one new idea that you are taking away today? I didn't know, or never realized that…_________________________________________ 
	and / or 
	It reminded me that…___________________________________________ 
	Question #4 (closed and open ended) What features does the participant remember were on the media being tested? 
	4. Do you remember seeing, or doing anything with that panel? (point to the panel-from a distance) 
	_____ No 
	_____ Yes If "yes", what do you remember? 
	Question #5 (closed ended) What does the participant think about the media that is being evaluated today? 
	5. Which face best represents your feelings about these signs here today? 
	Question #6 (open ended) What else does the visitor want to tell you? What questions might you have missed? What's on their mind? 
	Worksheet K page 2 
	Worksheet L 
	Creating a Media 
	Unobtrusive observation instrument 
	The purpose of an unobtrusive observation is to measure participant behavior during the experience. Unobtrusive observation is a technique that is used to measure the attraction, holding power and behavior of parts of the overall experience. This measurement tool is quantitative. In other words, it is about the quantities. It is used to measure the number of participants that were attracted to a sign, read a brochure, shared their media experience with another, etc. The instrument used for unobtru-sive obse
	You are measuring visitor behavior. How are they participating? What are they participating in? Do they appear engaged? If your media is comprised of several components (like a visitor center space with several panels and exhibits), you may want to know which panels or exhibits people are drawn to and what they are doing when they approach the sign or exhibit. A map of the space might be the best option to determine this. This map will become a part of your data collection instrument. 
	Before creating the instrument you will want to know: 
	A demographic and behavior code key located somewhere on the map helps make data collection easier. 
	This map was created in the field and the key was created when the map was created. 
	Worksheet L 
	Worksheet M 
	Collect the Data 
	Unobtrusive Observation of Media 
	Using the unobtrusive observation method, we can measure the audience engagement in media such as a sign panel, exhibit or brochure. 
	Participants in an unobtrusive observation are observed without being aware of their involvement in the study. It is especially important to remember that the participants are not the subject of the study, rather they are a "tool" used to measure the Media. No personal data is collected. Demographic data is assumptive. In other words, the data collector makes demographic assumptions about the participant based on visual evidence. Gender, age, race, family type…. all of these pieces of data are assumptions b
	This is to be a representative sample of the audience, so random selection is necessary. Unobtrusive Observation data collectors should not wear a uniform or anything that draws attention. 
	Random selection is intended to take the data collector's bias out of the process. Look at the space around where you will be studying the panel or panels. Determine an entry / exit line in the space. Data collectors will only observe people that cross over that line into the space. Do not try to observe everyone that moves into the space. Instead, begin by observing the 5th person over the age of 8 that crosses that line. As the person moves through the space, note the direction they move with arrows on a 
	Each study is different, but you will be measuring how a participant behaves when they are looking over the components. You will need to determine your own codes, but here is an example: Whenever a visitor interacts with a component (such as open a cabinet door, or lifts a flap) make an I for the interaction on the sheet next to either the component name or sketch. I stands for intended interactions-using the exhibit in the way it was intended. If the visitor interacts with the component in an unintended wa
	If a visitor does both an intended interaction and an unintended interaction, such as lifting the flap to read the sign and then slamming the flap over and over to make noise, put an I and a U on the map and make a note about the unintended interaction. 
	Worksheet M page 1 
	When a visitor looks at a sign or component for 2 seconds or more, then it is considered a read. Put an R on the map. Do not judge whether the visitor read all of the sign or just a part of it. 
	It is assumed that if a visitor reads or interacts, then they also stopped. However, there will be times when a visitor does not read or interact, but does stop. In those cases put an X on the map, but also note what the visitor is doing. For example: waiting for child, looking all around. 
	Sometimes a visitor stops within the exhibit and does something totally unrelated to the exhibit experience, (such as changes a diaper, or runs into an old acquaintance and visits). Make a note of the length of time that the action took and put the information about the action and the length of time on the map. 
	Sometimes the person being tracked turns out to be doing something unusual for a typical visitor. For example the person is a professional photographer and is there to take photographs. In these cases, abandon tracking that visitor and start with a new person. Make note of the occurrence on the sheet and turn it in with the others. For example in one instance a young woman sat down and pulled out a drawing pad and began to sketch. She stayed for over two hours. 
	If five people passed through the area while you were tracking the prior person, you may begin with the next person that crosses the imaginary line. 
	Worksheet M page 2 
	Worksheet N Analyzing Media Unobtrusive Observation Data 
	Number each data sheet. This will be the visitor or participant number. 
	Use a spreadsheet program for data transcription and analysis. 
	Along the top row of the spreadsheet put the categories that are shown on your unobtrusive observation instrument. pre test q. 2 (if pre/post test questions were included), Eyes on Presenter, Laughing, Nodding or 
	The first column of the spreadsheet already has line numbers. In the second column put visitor numbers. The visitor numbers are those that you wrote on the completed data sheets. Do not save a step by using the line numbers for your visitor number. Sorting will scramble all your data. Enter the data for each participant sheet on the corresponding participant line. 
	Look at the completed instrument on worksheet L. Data from 61 visitors was collected on sheets like this one. The data was then entered in the spreadsheet below. The spreadsheet below was used to generate a report about the findings of this study. 
	Unobtrusive Observation for Media Compilation 
	Worksheet N 
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