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Summary
The 511 Virginia Evaluation methodology will follow the I-81 ITS program evaluation framework.  Figure 1 depicts the goals, objectives, and measures of effectiveness identified by VDOT for the 511 Virginia pilot project.  This evaluation will seek to determine how each objective and measure of effectiveness was reached.
Goals, Objectives, and Measures of Effectiveness

	Goal
	Objective
	Measure of Effectiveness
	Method/Data Source

	Productivity


	Increase traveler awareness of 511 service
	· % of residents aware of 511 service (cost/benefit)
	· Tellme Extranet, HitBox, Travel VA Data Admin.

· VDOT Traffic Volume

· Focus Group

· Awareness Survey

	Customer Satisfaction
	Meet traveler needs/improve traveler experience


	· Reduce number of calls to #77
	· VSP Records



	
	
	· % of travelers using 511 service
	· Calls backs/ depth on phone (where exit) from 511 monthly statistics (Tellme Extranet, Travel VA Data Administration)

	
	
	· Improve traveler’s ability to access travel information


	· Intercept Survey

· Focus Group

	Mobility and Efficiency
	Create corridor traveler awareness of real-time condition information


	· Increase real-time data to individuals
	· 511 Monthly Statistics (Tellme Extranet, HitBox, Travel VA Data Admin.)

· Intercept Survey

· Focus Group

	
	· 
	· ∆ in traveler confidence in safety of I-81
	· Intercept Survey

· Focus Group



	
	Reduce Travel Delays
	· ∆ in traveler behavior (i.e.: when provided with real time information about an accident, what effect does the information have on traveler behavior?)
	· Intercept Survey

· Focus Group


Figure 1
It is important to note that the term “Traveler” is broken down by the following groups: 

1. Residents 
2. Tourists
3. CVO
Methodology

The data for this evaluation will be collected in four different ways, thus surrounding the data and providing the most accurate information as represented in Figure 2.
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Figure 2
Focus Groups
Focus groups will be held with each classification of traveler: CVO, tourists, and residents.  These focus groups will provide an overview of user needs and behavior and will provide the foundation for the phone and web intercept surveys.

Phone and Web Intercept Surveys
The phone and web intercept surveys will provide the meat of the evaluation.  Questions will be developed based on outcomes from the focus groups and will focus on traveler behavior and perceptions.  Demographic information will be collected as well.  Phone users will be invited to leave their name and phone number and will be called back by a project team member to participate in the survey.
Awareness Survey
Participation in the Quality of Life in Virginia survey will provide VDOT with and understanding of awareness of 511 Virginia not only along the I-81 corridor, but throughout the commonwealth.  Users of www.511virginia.org will be able to click on a link to the evaluation website and complete the survey online.
Retroactive User Data Analysis
The analysis of performance measures collected throughout the pilot period and through August 2003 will provide data on user behavior, awareness, and information output from the 511 system.
#77 Call Records
If available, non emergency wireless call records provided by the VSP will provide data important to understanding how 511 Virginia affected the volume of #77 calls to the VSP.

An in-depth description of each method is described below.
Method: Focus Groups

Purpose

The main purpose of these focus groups is to delve into the major topic areas being planned for the 511 Virginia phone intercept survey. The information gleaned from the focus groups will be used to refine and enhance the survey. The main questions that will be covered include: 

· What types of information do travelers use?

· Where do travelers get information? 

· How does travel information affect traveler decision making?

Objectives

There are four objectives of these focus groups:

· To provide input to the refinement and enhancement of the phone intercept survey; 

· To identify the types of information travelers use pre-trip and en-route; 

· To determine the sources travelers use for their travel information;

· To explore traveler decision making in relation to travel information. 

Approach

The approach to conducting the focus groups will follow a simple ten step process. 

1. Determine Research Purpose

2. Identify Sample

3. Secure Locations

4. Recruit Participants

5. Design Interview Guide

6. Test Interview Guide

7. Conduct Focus Groups

8. Transcribe Data

9. Analyze Data

10. Report Findings

A brief discussion of these steps is described below.

Research Purpose

The purpose of these focus groups is to provide input to the refinement and enhancement of the phone intercept survey, the centerpiece of the 511 evaluation. Though the focus groups will not be statistically significant, it is expected that useful and interesting qualitative information will result from the focus groups that can be used by the VTTI research team in evaluating 511.

Sample 

Focus groups will be conducted across the three major market segments on I-81 that have been identified through an analysis of 511 Virginia phone and web trend data. The market segments include residents, tourists, and commercial vehicle operators. The sample frame for the resident and commercial vehicle operator focus groups are lists VTTI has generated over time of individuals willing to take part in transportation related research. Participants will be selected randomly from these lists. 

The sample frame for the tourist focus groups will be people visiting Massanutten Resort ski lodge on January 31, 2003.  Though an effort will be made to get a mix of participants for all of the focus groups (i.e., various ages and genders), the point of the groups is to gather opinions from each market segment in order to enhance the phone intercept survey, it is not to generate quantitative data that can be generalized to the wider population.  
Focus Group Location

Massanutten Resort ski lodge will be the location of the tourist focus groups. A ski resort was chosen because skiing is a winter tourist activity in Virginia and skiers tend congregate in lodges for meals and breaks throughout the day.  Massanutten Resort was also an ideal site because it is located near I-81. 

Tourists are a difficult audience to organize logistically because it is assumed many of them are traveling from outside of Virginia or are from different parts of Virginia. To reach such individuals the focus group must be brought to them instead of them being invited to a focus group. For this reason, VTTI secured permission from Massanutten Resort to use a table in their ski lodge for the focus groups. 

The resident and commercial vehicle operation focus groups will be held at the Virginia Tech Transportation Institute. The main conference room at VTTI is free, it has the space and resources necessary to run the groups, and it can be used after regular working hours. VTTI is also located near I-81 and participants recruited in the local area are likely to have driven on I-81 for personal or professional reasons. 

Participant Recruitment

Participants will be recruited in a slightly different manner depending upon the market segment they fall within. Participants for the tourist focus groups will be recruited on an ad-hoc basis at Massanutten Resort ski lodge on Friday, January 31, 2003.  People visiting the ski lodge, will be asked if they would like to participate in one of two focus groups.  The only screening criteria will be that they must be 18 years or older and licensed to drive. The screening questionnaire that will be used is found in Appendix A.

Holding ad-hoc focus groups in a ski lodge is a difficult endeavor because it is assumed that tourists will not want to sacrifice much, if any, holiday time. Ski lodges also tend to be noisy places where holding participant attention may be difficult. Despite these challenges, it is important to secure the opinions of this market segment. 

Other methods of recruitment were considered for the tourist groups, such as intercepting tourists at welcome centers and holding conference calls at later dates. Conducting in-depth interviews at welcome centers was another alternative considered. Yet after careful consideration, holding the focus groups at a ski resort was the preferred option due to the research team’s desire to have face to face interactions with a group of tourists. 

To deal with the challenges of the ski resort setting, the focus groups will be short in length and the number of participants will be small. Typically a focus group lasts 90 minutes and includes 7-10 people
. These parameters are not realistic considering the setting. Instead, the focus groups will be brief, only 40 minutes, as it is expected skiers will not give up more time than would be required for a lunch break. Also, only 4-5 participants will be convened at one time so the major questions can be covered with enough time for each participant to comment.   

The CVO and resident focus groups will be more traditional in recruitment, setting, and conduction.  Participants will be recruited via the phone from a list VTTI holds of individuals who have stated that they are willing to participate in transportation related studies.  The questionnaire that will be used to screen participants is found in Appendix A. 

Four sessions will be held at VTTI, two with residents and two with commercial vehicle operators. Twelve participants will be recruited for each session with the expectation that 7-8 will show-up. Each session will run for 90 minutes. The sessions will be scheduled on different days to accommodate participants. A back-up date will be set in case of inclement weather.

Individuals that agree to participate in the resident and CVO focus groups will be sent a confirmation letter that includes: directions to the focus group site, the time of the session, the type of refreshments that will be provided, and information about payment. Two days prior to their sessions, participants will be called to confirm their attendance. 

All participants, regardless of the market segment they fall within, must be at least 18 years of age and licensed to drive. Those who do not fit these basic criteria will be screened out. The screening guide for each of the focus group sessions is found in Appendix A. 

Focus Group Interview Guide

The focus group interview guide for each group is located in Appendix B. The interview guide was developed directly from the research questions that were the impetus for this evaluation.
  The focus group guide is similar for each of the market segments, though the tourist interview guide is truncated to deal with the shortened time period.  

The questions in the interview guide are similar to the questions in the preliminary phone intercept survey. The interview guide is designed so that the information gleaned from the focus groups can be used to strengthen the survey. The interview guide will be tested on a group of graduate students that live in Blacksburg to make sure that the questions solicit the information needed for the phone intercept survey and to determine how long it takes to get through all of the questions in the focus group interview guide.

Transcribing and Analyzing Data

The focus group sessions will be audio recorded so that the focus group facilitator can concentrate on the session and not on note taking. The facilitator will also have the support of a VTTI staff member or graduate student to take notes in case there are any problems with the tape and to assist in handing the subject payments. 

Tapes will be made into transcripts, but no individual names will be attached to comments. All personal information will be coded and locked in a metal file cabinet. After the information is analyzed and the report completed the information in the file cabinet will be destroyed. 
Reporting Findings

The transcripts will be used immediately by VTTI staff to enhance and refine the phone intercept survey. An in-depth analysis of the transcripts will be conducted and a written report created noting useful qualitative information that arises from the focus groups. The written report will be one of several inputs used to prepare the final evaluation document. 

Subject Privacy 

Participant's privacy will be honored throughout the entire study and beyond.  At the beginning of each focus group session participants will be given an Informed Consent Form, found in Appendix C. Participants will be asked before the session to read the form carefully and sign it. The focus group leader will assure them that VTTI will protect their privacy. 

VTTI staff will uphold confidentiality and follow the guidelines set forth by the Virginia Tech Institutional Review Board (IRB). Research reports will be written without participant names or initials.  If photographs are used it will only be with the permission of the participants. 

Schedule

The timeline for the focus groups is brief, but intense in terms of tasks. The schedule for the focus groups is below.   

Method: Phone Intercept and Survey

Purpose

While the focus groups will draw from users and non-users alike, the phone survey will draw from only current users of the system.  The phone survey will be used to derive statistically significant results of the users’ demographics, association between their reason for travel and their usage behavior, the effect the information they were able to access had on their travel behavior, what triggers users to access the system and finally, what other sources for traveler information that the system competes against.

Objectives

The survey will be developed to meet the following 511 Evaluation goal areas and objectives:

      Customer Satisfaction: 

· Improve traveler’s ability to access information

Mobility & Efficiency: 

· Measure the change in traveler behavior (i.e. when provided with real time information about an accident, what effects does the information has on traveler behavior?)

· Measure the change in traveler confidence in the safety of I-81

Approach

Market Segment/Sample Frame

The sample frame for this survey will be callers to the phone system from 14 March to 01 August 2003.  

Based on a 95% confidence interval, maximum variability (50-50), and a + or - 5% error rate for a large population, the sample size, to be statistically significant, must be at least 384 responses.  The phone system’s average monthly call volume is 7,371 callers.  Based on a 1.5% response rate, the intercept is expected to run for eighteen weeks.  The timeline can be adjusted based on the actual response rates once they can be determined.  The users will be somewhat self-selecting due to the fact that they are users of 511 to begin with, and will possibly be acting out of interest in the monetary incentive or in a desire to provide negative or positive feedback.

The survey will utilize modified Likert-scale and life style inventory questions.  The reliability will be tested with the test-retest reliability method, accepting groups of respondents above .65 (where 1.00 is 100% reliable).  Predictive validity will be used, in the form of correlation using SPSS, between questions involving cell phone usage.  The survey questions will be tested beforehand for clarity of meaning.

Recruiting

In order to develop a database of participants, callers to the phone system will be offered, in the global portion of the phone system menu, an opportunity to leave their name and number for a survey administer to call them back at time that is convenient for them. There will be a $10 incentive offered in order to obtain a more neutral participant database. 

The following is the draft of the message that users will hear in the global portion of the phone system asking them if they would like to participate in a survey about the 511 system:

After the initial greeting and before the traffic information all users will hear:

Instrument

See Appendix X for a draft copy of the phone survey.  Each month, users who have agreed to leave their information will be contacted, and the survey will be administered verbatim from the developed survey by evaluation team members trained in phone survey techniques.  The survey currently submitted will be revised to reflect the findings of the focus groups and resubmitted for IRB approval, if necessary.  The results will be coded based on the last four digits of the user’s phone number and their results will be maintained in an excel spreadsheet independent of their personally identifying information.  The personally identifying information will be separately entered into another excel file for accounting purposes, and maintained separately from the users’ surveys.  The data will be evaluated using SPSS, and the results presented in the final report.  

Data Management

The names and information will initially be stored as voice files.  Every month, one member of the evaluation team will access the voice files and transfer them to Excel, permanently deleting the voice files after they have been recorded.  The excel file will be maintained on an independent computer, and will be password protected.  The excel file will be deleted after the requisite 384 surveys have been completed.  From this file, the evaluation team member will call and administer the survey over the phone, collecting personally identifying information separately, and only for the purposes of mailing the incentive to them.  The information on the survey will be cataloged based on the last four of their phone number.  This will ensure that no personally identifying information is connected with their survey responses.  A separate sheet will be used to account for the incentive payments, and it will contain their actual names and address information.  This file will be deleted once all of the surveys are completed, and will be maintained in the interim only to resolve any incentive payment issues, and to document for Virginia Tech’s Purchasing Department the allocation of the incentive funds. 

Privacy

The introduction to the survey was developed to inform them about the goal of the survey, assure them that personally identifiable information will not be connected with their answers, and that the survey administrators are not selling anything. 

Below is the excerpt of the introduction:

Hello, my name is your first & last name and I am administering a research survey on 511 for the Virginia Tech Transportation Institute for the Virginia Department of Transportation or VDOT (pronounced “vee-dot”).  You previously indicated you would be interested in answering a survey for ten dollars regarding your experience with 511.  This is strictly for research purposes, we are not selling anything and we only collect personally identifying information in order to send you your payment.  It will not be connected with your responses in anyway.  If you do participate, you are free to stop the survey at any point and you can refuse to answer any particular question at any time.  The entire survey should only take about X minutes.  Are you still interested in telling us your opinions about travel information in the I-81 region?

The screening questions were designed to ensure that the respondent is older than 18 years of age, and that he or she is in fact a driver on the roads of interest.  It is also intended to give the survey administer a chance to collect basic demographic information about the respondent.  The screening questions end with the reason for traveling question, in order to group the respondents into one of the three segments.  Although the user has already indicated their age once on the phone, the survey administrators will ask once again before proceeding to the survey as a secondary precaution to ensure minors are not questioned in the survey.

Method: Web Survey
A separate and specific assessment of the 511 Virginia Web site is a necessary component of this evaluation.  Generally, as noted by Patrick Tierney, 
 evaluation of a Web site is necessary because of the costs involved in setup and maintenance of the site, the intense competition for Web viewers, and increasing costs for advertising to direct potential buyers to a Web site. 

While these concepts relating to economy, efficiency and effectiveness are important, more important for this evaluation is the responsiveness of the Web site as well. According to Tierney:

The nature of the Internet allows Web site managers to quickly learn the number of hits, visitors to the Web site, and advertisements.  However, knowing the number of viewers of a Web page tells little about visitor characteristics, motives for visiting the site, satisfaction with the site, and actions he or she will take as a result of viewing the Web site (emphasis added).

That is, does the Web site meet visitors’ needs as expectations? Because 511 Virginia is sponsored by a government agency, it is essential that the Web site function to meet the specific needs of its users.  But how do visitors to the 511 Virginia Web site perceive the site?  Does it meet their needs?  To determine the answers to these questions and others, a Web-based, self-administered survey will be incorporated. 

Purpose

The purpose of this evaluation is to develop and apply a low-cost, automated, Internet-based survey methodology and to use it to investigate the effectiveness and responsiveness of the 511 Virginia Web site.  For purposes of this evaluation, methodology will be drawn from Tierney
 and Hwang and Fesenmaier.

To evaluate the web usage, a web survey will be developed and loaded on the 511Virginia.org web site, if possible, separately if necessary.  The web survey will ask users to fill out a simple survey to help VDOT understand how users feel about the web interface, what triggers them to go to the web site, return to the web site, and what exactly they are hoping to find out by visiting the site.  This survey can remain in place as a constant feedback loop.  See Appendix X for a copy of the proposed web survey.

Objectives

The survey will be developed to meet the following 511 Evaluation goal areas and objectives:

      Customer Satisfaction: 

· Improve traveler’s ability to access information

Mobility & Efficiency: 

· Measure the change in traveler confidence in the safety of I-81

· Measure the change in traveler behavior (i.e. when provided with real time information about an accident, what effects does the information has on traveler behavior?)

Approach

The survey will be delivered to respondents through a link on the 511 Virginia Web site.  Although the survey will serve as a continuous feedback loop, for purposes of this evaluation, only those responses obtained during the period Friday, January 24, 2003 – Friday, August 1, 2003 will be included in the final evaluation report.  The survey link will be an animation that appears to visitors to the Web site.  It will flash the words: Tell Us What You Think about 511 Virginia.  After clicking on the animation, the visitor will be linked to a Web page containing the online survey.  

Survey incentives will not be used to entice visitors to complete the survey.  Not only are incentive costs prohibitive, but they also have been shown to cause at least three methodological concerns: response bias, multiple entry, and unwanted entries.
  Incentives have been shown to cause response bias, as respondents will change based upon the incentive being offered.  Additionally, respondents may complete the survey multiple times in order to obtain multiple incentives or to increase their odds of winning a prize-based incentive.  Finally, with the proliferation of Internet search engines and contest Web sites, that search the Web to find available prizes and incentives and then link to them, unwanted entries may abound with the offering of an incentive.  Although increased traffic to the site is desirable, the bias inherent in the responses of incentive specific visitors outweigh the potential benefits and, therefore, will not be used.   

The survey will be created using survey maker software that is available through Virginia Tech (http://www.survey.vt.edu).
  In accordance with university policy, IRB approval for this survey will be obtained before the survey goes live on the Web site.  The survey will be linked to from the 511 Virginia Web page.  The benefit of using this site is that the survey can be easily developed in a cost-effective manner with no administrative overhead beyond that of one graduate assistant, Ms. Tammy Trimble, who will be responsible for monitoring the survey responses.  Additionally, obtaining information in this manner insures the privacy of respondents.  Ms. Trimble and the project manager, Ms. Nicole Swan will be the only two individuals who have access to the survey results.  

Additionally, the survey will provide timely feedback to the evaluators.  Survey results can be viewed and exported as soon as the survey is started.  Results from the survey will be exported to SPSS for statistical evaluation. 

Market Segment/Sample Frame

Online surveys enable marketers and other researchers to survey sub-samples of the population (in this case all 511 Virginia users) by selectively showing questionnaires on a Web site or to a certain type of people (in this case 511 Virginia.org users). Since January 2002, the average number of visitors per month to the 511 Virginia.org Web site has been 5,092 visitors/month.  It is these visitors that we are trying to target with the Web survey.


The most prominent drawback of the Internet survey is the lack of representativeness.  Hence, the resulting sample will be representative only of Internet users.  Additionally, universal sampling frames do not exist for Internet surveys (Kaye and Johnson, 1999).  Hence, “sampling frames for Internet surveys are highly dependent on voluntary or permission-based participation and, therefore, are vulnerable to systematic differences of non-participants (Batagelj and Vehovar, 1998; Kaye and Johnson, 1999; Litvin and Kar, 2001; Oppermann, 1995).”

Hwang and Fesenmaier found that the probability of being included in the sampling frame of an Internet survey varies by demographic characteristics.  Specifically, they found that the list of self selected participants is likely to be over represented by younger people and higher income respondents.  Additionally, those who live with children at home are more in favor of providing personal information that those with no children at home, and prospective travelers who are acquainted with the Internet and use it actively to plan trips have a better chance of being included in the sampling frame.  These findings will be considered during the evaluation of the respondents’ demographic data. 

Web surveys have a relatively high response rate that ranges from 15 to 45 percent.  Given this information, it is expected that for the six month data collection period, we will have a response rate ranging from 4,578 (0.15*5,092*6) to 13,746 (0.45*5,0926*6).  However, in order to be statistically significant our minimum goal is 384, based on a 95% confidence interval, maximum variability (50-50), and a + or - 5% error rate for a large population.
Recruiting

As noted above, the survey link will be an animation that appears to visitors to the Web site.  It will flash the words: Tell Us What You Think about 511 Virginia.  After clicking on the animation, the visitor will be linked to a Web page containing the online survey.  This is self-selecting method of recruitment.  Because it is the policy of 511 Virginia to not set cookies or to collect personal data regarding visitors, we will not be e-mailing or contacting previous site visitors to ask them to complete a survey.  

Data Management

As noted above, the survey will be created using software on the Virginia Tech Web site.  Survey results will be downloaded once weekly for the duration of the evaluation period into an SPSS data file. Ms. Trimble and Ms. Swan will be the only two individuals who will have access to this data file.  

Privacy

The introduction of the survey informs individuals that the information provided by respondents will be kept confidential and will not be sold.  Additionally, a link to the Web site’s privacy statement is included.  

Thank you for taking the time to complete our Survey. The survey will take about 5 minutes. We will use the responses from this survey to evaluate and improve the functionality of the 511 site. This survey is being conducted by the Virginia Tech Transportation Institute for the Virginia Department of Transportation or VDOT.  VDOT is interested in your opinions about traffic information available about I-81 in Virginia.  This is strictly for research purposes, we are not selling anything and we do not collect personally identifying information.  

You are free to stop this questionnaire at any point and you can refuse to answer any particular question at any time.   If you have already completed the survey once or if you would like to provide detailed comments and suggestions on how we can improve the site, please forward your comments at any time to the webmaster, via our electronic submission page at:

http://travel.vtti.vt.edu/travelvirginia/production/index.cfm?fuseaction=Comments&ChannelID=9
To view 511 Virginia.org’s privacy policy, please click here:

http://travel.vtti.vt.edu/travelvirginia/production/index.cfm?fuseaction=PrivacyPolicy&ChannelID=9
Before you tell us what you think about our site, please tell us about yourself – remember, this information is private.  We will not sell or share our information with anyone.

1. What was your age on your last birthday?  All information is strictly confidential.  If you are under 18, we ask that you immediately stop completing this survey. 

The screening questions were designed to ensure that the respondent is older than 18 years of age. Should any responses be submitted by an individual under the age of 18, all associated data will be immediately destroyed and will not be included in the final evaluation.

Method: Awareness Survey

Purpose 
The purpose of the Awareness survey is to provide VDOT with an understanding of awareness levels in the I-81 corridor of the 511 Virginia service.  Further, VDOT will be informed of awareness throughout the commonwealth providing a baseline of data to measure against as more regions of Virginia are included in 511 Virginia’s coverage area.

Objective
The objective of the awareness survey is to determine if VDOT met the goal of increasing traveler awareness of the 511 Virginia service by measuring the percentage of residents aware of the 511 service.
Approach
VTTI will purchase four question spaces on the Quality of Life in Virginia survey conducted and published by Virginia Tech Research Center.  By purchasing these questions the project team members will be able to reach a much larger audience than possible within the timeframe and budget of this evaluation, and will be able to have time and resources freed up to focus on the other important methods.  

The Virginia Tech Research Center specializes in producing and consulting on professional research projects.  They guarantee 384 responses, the amount required for a statistically significant sample representative of the corridor, within the I-81 corridor in addition to the responses from the remainder of the commonwealth.

Method: 511 Log Analysis
Purpose 
A major key to understanding how users of the 511 service are behaving is the 511 Log Analysis.  Performed monthly by Ms. Rewa Hintz from rollout of the 511 Virginia service to the present and through August 2003, these logs will be a solid source of data on user behavior and data outputs for the evaluation.

Objective
The 511 log analysis will provide data for the following objectives:
· Program Objective:  Meet traveler needs/traveler experience.
· Evaluation Measure: % of travelers using 511

· Approach: Analysis of traffic counts on I-81 (throughput) over call volume. 

· Program Objective: Create corridor traveler awareness of real-time condition information. 
· Evaluation Measure: Increase real-time data to travelers. 

· Approach: Analysis of number, over time, of messages that have been put on the phone, web, and VMS signs dealing with real-time information (i.e., weather,  incidents, and congestion). 

Approach
Using the Travel Virginia Data Administration web site developed by VTTI, the Tellme extranet, HitBox (or similar application such as WebTrends), and Interim Operation Center archived data, monthly reports on a variety of measures related to user behavior, system performance, and data outputs will be compiled monthly until August 2003.  The aggregated data will be analyzed and reported on in the 511 evaluation.

Method: #77 Call Volume

Purpose 
The purpose of measure the #77 call volume is to determine if the implementation of 511 has any affect on the number of calls received by the VSP.  The VSP originally expressed interest in this goal when 511 was launched.

Objective
This method will provide data for the objective of meeting traveler needs by measuring if there was a reduced number of #77 calls made after the introduction of 511 Virginia.

Approach
Data will be collected from VSP logs for non emergency wireless calls received in 2001, 2002 and 2003.  The logs for 2001 will provide a baseline of data prior to the launch of 511 Virginia and will be compared to the 2002 and 2003 logs.  At this point the availability of the logs in the format we require is uncertain.  Mr. Mike Stater, a Public Relations Director for the VSP is working closely with project team members.

Method: Transition Analysis

Purpose 
The purpose of this method is to enable VDOT to capture lessons learned from a major transition in operation and management as well as technical development and maintenance of the 511 service for use in possible future transitions.

Objective 
The objective of the transition analysis is to capture the lessons learned by program stakeholders during the transition from VTTI management to management by private sector. 

Approach 
Data will be obtained through interviews with program stakeholders and review of status reports and other related documentation (contracts, etc.).   This data will be compiled, analyzed and reported on in the 511 evaluation.
Initial 511 Greeting





“If you are 18 or older, and are interested in providing 


feedback about this service and would like 


to receive $10 for your participation, say, “Yes.”


 or say, “No” to return to the main menu.





Yes





No





Main Menu





Thank-you for agreeing to participate.  


You may participate only once in this survey.  We will need to collect


your name, phone #, and a good time to call to complete the survey.  


This information will be used solely for research purposes and will not be sold to anyone.





Please state your name at the tone.


Please state the phone number, including area code, 


     at which you would like to be called , after the tone.


Please state a good time to call you after the tone.





You have recorded: (play back recordings).


If this is correct say,” Yes.”


If you wish to record your information again, say ,”No.”





No





Yes





Thank-you for your information.


  A representative will be calling you to


 discuss the survey and arrange


 for payment within the next five months.


  You will be returned to the 511 service now.
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