EVALUATION GUIDANCE VISION	Comment by Aimee S. Navickis-Brasch: TAC: The information provided will be used to develop the evaluation guidance which will be included in the training manual. Please review and let me know if there is anything missing or that should be removed. 

Proposed guidance will be provided for the following items in the training manual. 	Comment by cmills@co.kitsap.wa.us: Is a manual the most effective tool to increase people's confidence and ability to conduct a meaningful program evaluation?	Comment by Aimee S. Navickis-Brasch: What else would you suggest? Is there a format we could develop that would increase confidence? 
· Overview of the permit requirements that the report template and evaluation guidance are intended to support. Reference attached flow chart for WWA permit requirements. 
· How to use this manual. 
· An overview of community based social marketing vs social marketing. Reference attached diagram for comparison of methods. 
· Selecting sample size for the target audience. 	Comment by brandi.lubliner@ecy.wa.gov: guidance on when establishing baseline sampling is critical	Comment by brandi.lubliner@ecy.wa.gov: This comment probably doesn't apply here exactly but somewhere in this guidance doc a short conversation or maybe in the trainings.	Comment by MaKenna Lindberg: Will address in chapter 2 of the training manual.
· Guidance for identifying the priority audience
· Information about recruiting participants to be involved in studies and increasing participant response rates 
· Guidance for selecting methods and instruments that can be used to measure change. Instruments may include:	Comment by Aimee S. Navickis-Brasch: TAC:  Anything missing or should be added/deleted?
· Surveys
· Interviews
· Focus groups
· Observational 
· Photos
· Drawings
· Guidance for designing and validating instruments	Comment by cmills@co.kitsap.wa.us: There is a lot here on survey design. It would be helpful to include information on focus groups as well - how to design questions for that format, ways to encourage honest responses, how to recruit focus groups, etc.	Comment by Aimee S. Navickis-Brasch: Discuss. I feel like that is covered with the open ended questions and instrument validation.  There is also a section on recruitment. 
· Overview of the types of data that maybe collected and methods for analyzing the data. 	Comment by Aimee S. Navickis-Brasch: TAC: is anything missing or should something be removed?
· Responses to:
· Multiple choice questions
· Yes/no/maybe questions
· Open ended questions
· Responses to questions that follow a Llikert scale: strongly agree, agree, neutral, disagree, strongly disagree	Comment by MaKenna Lindberg: Accepted making L in Likert scale uppercase
· Guidance for selecting statistical analysis methods including hypothesis testing including a comparison of methods that outlines recommended applications and limitations 
· Software options for data analysis (reference attached example table)
· Quantitative data analysis methods including converting multiple choice data into a Likert scale
· For qualitative data (i.e., open ended survey/interview questions): guidance for coding data into common themes and validating themes
· Provide level of expertise/time needed to follow through with the evaluation tools as well as confidence in the results or limits of the method. For example, data collected from self-reporting surveys has a lower confidence compared to observational data due to social desirability bias. 
· References and weblinks to resources for items such as evaluation training	Comment by Francesca White: Joe Cook: One thing I am not seeing is a section with guidance on a) the benefits of baseline/pre-intervention data collection and whether ex-post recalled data is a sufficient substitute (Cammie's question); and b) a section on counterfactuals and control groups, including when they can be helpful (concerns about other time-varying confounders or seasonal effects that might affect target behavior) and approaches for constructing them (targeting only one area of the city initially, partnering with neighboring jurisdictions).	Comment by Francesca White: Guidance on baseline data and control groups will be discussed in the manual. 


Proposed format for guidance:
· A check list will be included that outlines a step-by-step process for evaluating changes in understanding and adoptions of behavior change. The checklist will also reference the relevant training manual sections for additional guidance.  	Comment by MaKenna Lindberg: “to” removed per Cammie’s suggested revision
· Flow charts that provide overview of selection process followed by details about decisions for each step (reference attached flow chart for sample size selection example)	Comment by cmills@co.kitsap.wa.us: Process of selecting what? Audience? Behavior? Intervention?	Comment by Aimee S. Navickis-Brasch: Varies depending on the chapter. This is just the general format for the manual chapters. 
· Examples
· References and weblinks for locating additional information


	Comment by cmills@co.kitsap.wa.us: Need citations for each author.	Comment by MaKenna Lindberg: Citations created as footnotes
[image: ]	Comment by Aimee S. Navickis-Brasch: An overview of these methods will be provided in the manual along with a comparison. 	Comment by MaKenna Lindberg: Edited in Visio and replaced image. ADA colors
[image: ]	Comment by Aimee S. Navickis-Brasch: The training manual will include discussion regarding the permit sections that are met using the report template and training manual. 


	SUMMARY OF SOFTWARE OPTIONS	Comment by Aimee S. Navickis-Brasch: Example

	Software
	Types of data analysis methods
	Additional Description
	Cost
	Current version released
	Manufactured/Developed By
	Link to Website
	Source

	Excel	Comment by cmills@co.kitsap.wa.us: Is this a significant barrier for practitioners? I would think the bigger problem is knowing how to use these tools and which statistical tests to use.	Comment by MaKenna Lindberg: Chapter 4 of the training manual discusses statistical analysis methods and what each is used for. See Data Analysis Methods table for all statistical analysis methods and see Data Types Summary table for which types of data should use which statistical analysis method. These will both be included in the training manual.
	
	
	Free version; $139.99 without Microsft Office 365
	Microsoft Excel 2019
	Microsoft
	
	Personal Experience

	Minitab
	t tests; one and two proportions; normality test; chi-square; equivalence tests
	Offers government pricing on implementation, training, & maintenance
	Starts at ($1,400/user)/yr
	20.1.3
(January 2021)
	Minitab Inc.
	Data Analysis, Statistical & Process Improvement Tools | Minitab
	Ali & Bhaskar (2016)

	Statistical Package for the Social Sciences (SPSS)
	t-tests, ANOVA, z-tests, confidence intervals, proportions, non-parametric tests, etc.
	
	Starts at ($99.00/user)/month
	27.0.1.0
(November 2020)
	IBM corporation
	SPSS Statistics - Overview | IBM
	Ali & Bhaskar (2016)

	Statistical Analysis System (SAS)
	
	Advertises to benefit a number of industries (public sector being one)
	Must contact for pricing
	9.4M7
(August 2020)
	SAS Institute North Carolina, USA
	Data Management Software | SAS
	Ali & Bhaskar (2016)

	R
	ANOVA; t-tests; "linear and generalized linear models, nonlinear regression models, time series analysis, classical parametric and nonparametric tests, clustering and smoothing"
	A programming language used for statistical computing and graphics (charts, graphs, etc.) Base for Rstudio software.
	Free
	4.0.4
(February 2021)
	Ross Ihaka & Robert Gentleman from R core team
	R: The R Project for Statistical Computing (r-project.org)
	Ali & Bhaskar (2016)

	Rstudio
	vectors; lists; matricies; arrays; factors; data frames
	Uses the R language to develop statistical programs. Provides further functionality for R.
	Starts at $995/yr
	Rstudio 1.4
(January 2021)
	Founded by J.J. Allaire
	RStudio | Open source & professional software for data science teams - RStudio
	Personal Experience

	Stata
	
	
	Starts at ($765/user)/yr
	Stata 16.1
(February 2020)
	StataCorp
	Stata: Software for Statistics and Data Science
	Ali & Bhaskar (2016)

	Web: G-Power
	t tests; F tests; x2 tests, z tests, ANOVA (one-way & multi-way); chi-square tests; some exact tests
	Compute data and graphics
	Free
	3.1.9.7 for Windows (March 2020); 3.1.9.6 for Mac (February 2020)
	Heinrich-Heine-Universität Dusseldorf (HHU) - German company
	Universität Düsseldorf: gpower (hhu.de)
	Ali & Bhaskar (2016)

	Web: Sample Power
	t tests; ANOVA; McNemar's Z test; Cox; test odds
	Web-based calculator
	Free
	
	SPSS
	Power and Sample Size Calculators | HyLown
	Ali & Bhaskar (2016)

	Web: StatPages.net
	
	Statistical search engine
	Free
	
	
	
	Ali & Bhaskar (2016)
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! McKenzie-Mohr, D. (2011). Fostering Sustainable Behavior (Vol. Third). Canada: New Society Publishers.
2 Lee, N. R., & Kotler, P. (2011). Social Marketing: Influencing Behaviors for Good (Vol. Forth). SAGE Publications.
2 Wilbur, J. (2006). Getting Your Feet Wet with Social Marketing: A Social Marketing Guide for Watershed Programs. Utah Department of Agriculture and Food, Salt Lake City.
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