ICOIN E-PRODUCTS‘ PILOT EVALUATION METHODOLOGY

By Dr. Aušrinė Armaitienė, Klaipėda University, ausrine.armaitiene@ku.lt

Note: current methodology should be corrected after real e-service products will be developed to evaluate their particular characteristics   

Background : 

For the evaluation of public service products and especially their quality evaluation are used different scientific research methods and methodologies. Most of them are quantitative and have complex character and require qualification and skills for application of the methods and analysis of  the results. Among them are : Willingness to Use and Willingness to Pay,  N.Kano methods for understanding customer-defined quality, Quality Function Deployment (QFD) methodology, which was applied to develop a quantitative evaluation method for social acceptability of products and  services and other methods. 

Qualitative methods proposed in this methodology also require skills and professionalism in application, but their results are easier understandable and easier applicable for the case of each partner country.  Their application don‘t need high standardization, which is difficult to achieve in the projects with the purpose to  obtain the opinion of differing service users in partner countries within different technological and social context. Also achievement of representatives which is essential question in any social investigation and especially in survey of public opinion aspects is rather difficult, because of limited project financial and human resources.  Quantitative research results let us deeper understand perceptions of  the services and their characteristics by people and to conceptualize what is meaningful to individuals, what experience they are seeking for  using services and why. On the applied research level this let us to understand what should be offered, what and how it should be improved in the service. Such type of research is natural, interactive, personal and rather cost-effective in the activities with limited budget. 

Aim : e-services’ evaluation based on users‘ experience 
Concept - Pre –  and post- analysis.

If new services will be introduced during project activities, or existing e-services improved it is advisable to implement pre- and post- analysis. In the Phase of pre- analysis will be used semi- structured interviews (Annex 1) with potential e-service users or improved e-service users to identify current patterns of services use of people, who will be invited to participate in evaluation focused group discussions (FG) after new or improved e-services will be introduced. 

Post- analysis will follow as evaluation of newly introduced e-services using FG method.

Objectives: 

To evaluate representation of each e-service group: public-utilities taxes, social care, leisure, business development, on-line payment, communication with friends.

Methods: semi-structured interview, FG.

As method of evaluation of permanent changes and improvements is used on-line questionnaire (Prototype is in Annex 2).  The results of on-line questionnaires are not representative, because they are filled-in by most active part of customers, but they let web-administrators to receive quick feedback on changes. Prizes serve as encouragement for customers to answer.

Informant groups. For the evaluation of e-services or other project products service users, as research targer group should be characterized and grouped according to certain criteria, which will satisfy project aims and objectives. Usually, to distinguish the target group, consumers are classified into a few clusters by certain attributes, such as demographic, social, economical, geographical, psychological, behavioral attributes, etc.  These experiences suggest that consumers in the same cluster have similar attitude in purchasing products or using services, and that their elemental requirements to a certain product or service  are universal in the same cluster. Having in mind, that project group haven‘t possibility to define clusters as such because of lack of the proper data, it is essential to form e-service users groups according to characteristics important to investigation. FG should be formed by:
1. computer literacy  („Digital citizen“? ) or computer presence at home, type of computer use, internet presence

2. age group : 18-29, 30 – 44, 45 – 59, 60 and more

3. social status: student, worker, businessman, housewife, employee, pensioner, unemployed.

4. geographical location – city, provincial town, village

5. gender: man, woman

Formation of FG. FG should be homogeneous by geographical location and age. FG should be heterogeneous in sense of gender, social status and internet presence. For example, the group in the city should consist from people age 60 and more;  man and woman; using and not using internet; pensioners, businessmen, workers. For this particular age FG  in some countries can be formed only from pensioners. 

Number of FG in each partner country: 4

Project partners preparation for FG: provide  video example of FG and instruction of FG (Annex 3)

General FG questions:

· What  e-service do you use ?

· Why do you decide to use e-service, but not ussual services? 

· How often do you use e-service?

· What is your opinion about e-service after you used them? Why?

· What other positive features you can mention of used e-services?

· What problems did you meet using e-service?

· What e-services you should mentione as most successful? Why?

· Which of provided in the card e-service features are important for You and which not? Group cards with features into two groups: important and not important:

Information Accuracy

Easy to find  information I‘m looking for

Topics are covering every need

Information is up-to-date

Large amount of information

No time constraint

Information can be viewed wider

Information can be collected any time

Detailed information

Annex 1

· How often do you use this e-service?

· What is your opinion about it? Please, explain.

· What other positive features you can mention of used e-services?

· What problems did you meet using e-service?

· What you should improve in this service?

Annex 2

An example of prize concept questionnaire

	Please take a few minutes to fill in this questionnaire, and submit it to ???. Every name from completed questionnaire we received will be entered into a prize draw and 16 lucky respondents picked at random will win prizes

	
First Lucky draw: 1 September 2006 ( View Winner List ) 
Second Lucky draw: 1 October 2006 ( View Winner List ) 

	
Rewards : 

	           • Hotel voucher at Orchidacea Resort, Phuket. 2 nights accommodation including ABF for two persons

(1 winner) 

           • Polo Shirt with Grand Invitation 2006 Logo 

(1 winner) 

           • Interactive Guidebook

(2 winners) 

           • Clock from TourismThailand.org website

(2 winners) 

           • Bag from ThaiTravelMart.com website

(2 winners) 

Items
Satisfaction Level
Excellent
Very Good
Normal
Under 
Standard
Needs 
Improvement
Information Accuracy
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Topics under main categories are diversified enough to cover your every need.
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Information is up-to-date

[image: image11.wmf]
[image: image12.wmf]
[image: image13.wmf]
[image: image14.wmf]
[image: image15.wmf]
Easy to access to TAT’s information website
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Acknowledging the existence of TAT’s information website
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Please compare TAT’s information website to other National Tourist Organizations ( in terms of Information Completeness Attractiveness)
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TAT’s information website linkage enables you to expedite your search for further details.
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Overall satisfaction level

[image: image36.wmf]
[image: image37.wmf]
[image: image38.wmf]
[image: image39.wmf]
[image: image40.wmf]


	Your name : 
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*
Your E-mail address : 
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*



Source: http://www.tourismthailand.org/Questionnaire/default.aspx

Annex 3

Instruction for the conducting of the focused group (FG) discussion

What is FG?

· Small group of people (6-12 usually)

· Set to discuss a particular topic (focus), with the aim to generate information about that topic.

· A form og group interview to generate spontaneous data about particular topic

Strengths of FG

· Provide data from a group of people quickly and cheaply

· Allow respondents to react to and built upon responses of other group members. Synergistic effect of group setting

· Researcher can observe the process of opinion and how participants agree, disagree and resolve conflicts.

· Opportunity for clarification of responses, follow-up questions and probing

· Observation of non-verbal responses

· Open response format provides an opportunity for people to express things in their own words. Rich data, deeper levels of meaning.

· Less pressure on each individual – easier to keep people involved for a longer time.

· Flexibility: appropriate to wide range of settings and topics.

· Results can be easily and intuitively understood.

Limitations of FG

· Generalisation can be limited, because of small numbers of people; selection and recruitment may mean they are not representative of the wider population

· Danger that people will be influenced greatly by each other : “group think”; not independent

· May be dominated by one or two individuals. Quieter people may not have their voices heard.

· People may not be willing to disclose information of personal/sensitive nature with other people present

· Cannot vouch for the confidentiality of all members

· Facilitator bias

· Can be difficult to manage

· Care needed in interpretation of results.

Group structure and composition

· Sampling method

· Methods often used: snowball, advertising

· Implications of sampling method

Should participants know each other?

· May be more relaxed

· Issues of disclosure and confidentiality

· May make suggestions based on prior knowledge

Setting

· Location: easy to reach for everyone

· Comfortable, usually informal

· Whose territory?

· Arrangement of seating and power relations

· Recording facilities: audio/video

Role of  moderator:

· Produce a topic guide/list of questions

· Use flexibility, may change the order of questions 

· Ask further questions until the feeling, that picture of the object is clear

· Have a good ice-breaker to start with

· May incorporate non-verbal elements: mapping, cards

Introductions are important:

· Explain clearly purpose of the session

· Make everyone feel at ease

· Create non-judgemental atmosphere

· Explain rules of engagement

· Allowing everyone to turn

· Not dominating

· Respecting others opinion

· Confidentiality

Managing group Dynamics

· Managing dominant people

· Try asking others to respond

· Drawing quieter people in

· Beware of putting shyer people too much “on the spot”

· Conflict resolution

Level of involvement, Direction and Structure

· Moderator is listening and encouraging, not speaking too much. His personal opinion is not important  and should not be expressed

· Make written notes, or ask to do assistant

Transcription 

Do as soon as possible after FG. Write precisely everything was said during FG.
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