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PROCESS EVALUATION METHODS

Purpose

To help you determine appropriate process-evaluation methods for your intervention that will help you check it is being delivered well and is on track to meet objectives.

How to use or apply

Think carefully about what data will best help you to identify how the intervention is doing and what refinements are needed.  For example, tracking the number of leaflets distributed may be meaningless if they are picked up by people but not read, or if they are read but fail to change behaviour.

Remember that the methods that you plan to use to carry out process evaluation need to be put into place before the intervention is launched.
Source(s)/Reference(s)

French, J., Blair-Stevens, C., McVey, D. And Merritt, R. (2009). Social marketing and public health theory and practice, pp. 214 adapted from Siegel and Doner (2004); Weinreich (2006)
	Evaluation method
	Application in social marketing

	Mass media monitoring
	The most effective way to discover media coverage is to subscribe to a clippings service. Such services scan newspapers and radio and TV programmes daily.  Analysis of the clips is best done qualitatively. It is important that the clips are checked for accuracy and desirability.

	Event monitoring
	Monitoring of events can be done inexpensively. For example, after each event a simple questionnaire will allow feedback to be recorded and acted upon if necessary. The numbers attending the events should always be recorded. If the event is being held more than once, evaluation allows for revision and improvement.

	Bounceback cards
	These are short questionnaires on the back of a postcard. They can be sent to the target audience, just asking a few questions about the intervention (e.g. how much of the leaflet did you read? Do you think it was too long?) Bounceback cards are a relatively inexpensive method; however, response rates are often low.

	Inventory tracking
	This helps to ensure that adequate numbers of products/materials are in stock as well as tracking what items are most popular. There are a variety of computer programmes which will assist in inventory tracking, or you can set up a simple database to log what is being distributed, in what quantity, at what date, and to which geographical locations.

	Client satisfaction
	Ways of measuring client satisfaction include:

· Unsolicited client responses (e.g. suggestion or comment boxes)

· Observations 9 e.g. observe those attending a newly opened Stop Smoking Service)

· Questionnaires

· Qualitative studies 9which can shed on the reasons underlying service usage and satisfaction or dissatisfaction (CDC, 1993)).

	Telephone helpline
	Both automated and live-operated help-lines can provide a wealth of knowledge. Analysis of call volume by date can indicate which promotional tools people are responding to. If live operators are in post, questions can be asked as to where the respondent saw the telephone number. Basic demographic data can also be collected to check whether the correct target audience is responding.

	Coupons
	If you are offering a new product (e.g. a compost bin) and distribute coupons in a number of printed materials or on a website, you can determine where people received the coupons and, therefore, which communication channels are most effective.

	Website evaluations
	Websites offering information support, online discussion forums, and online health checks are becoming a staple feature of social marketing interventions. Web tools that record the quantity and quality of customer interaction are readily available and help build up comprehensive databases on customers and provide samples for future interventions or evaluation surveys.

	Quantitative tracking services
	These often take the form of public opinion polls. They provide a means of monitoring knowledge levels, current attitudes, and self-reported behaviour. However, this method can be costly, especially if it is commissioned through one of the large market-research companies.
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