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Survey Results Analysis

Method
The survey was conducted as part of a larger study of lapsed members funded by the Corporation for Public Broadcasting.  TRAC Media managed the data collection and conducted the analysis.  Surveys were completed by National Opinion Research Services.  Persons who contributed to Public Television stations KRMA, KVIE, WETA or WPT at least once during the years 1991-2001; and for whom the stations provided a working telephone number.

Interviews were conducted from July 24 – August 24, 2003.  Interviews were conducted during evening hours and on weekends to maximize respondent availability.

Telephone survey, using a combination of computer-assisted telephone interviewing techniques and paper & pencil/keypunching.  

Respondents were selected proportionate to their representation in the 4-station file according to: station, last year on file, and number of gifts given.  Quotas were set based on overall representation; the sampling frame included only those with telephone numbers on file.  Because we sampled randomly to achieve a proportionate representation, sample weighting was not required.  

Interviewers first asked to speak to the person whose name appeared on the member list.  If no one by that name lived in the household, interviewers next asked if the household matched the last name of the person on the list.  If not, the interview was terminated.  If yes, the interview was conducted with a person in the household who watched public television.  Six percent of interviews (n = 225) were conducted with an alternate respondent.  
3,504 interviews were completed.  A sample of this size has a margin of error of + 1.7 percentage points at the 95% level of confidence.  This means that we can be 95% certain that the responses in the survey represent the universe, give or take 1.7 percentage points.  Margins of error for subgroups (e.g., station, last year on file, number of gifts given) are larger.

Survey Instrument

The survey instrument was developed by TRAC Media and approved by the CPB. A copy of the questionnaire appears at the end of “A Survey of Lapsed Members Final Report” 
Report Overview

In a broader study of Lapsed Members, TRAC Media Services conducted a survey of members and former members from the files of four public television stations: KRMA, KVIE, WETA, and WPT.  The objectives of the study were:

· To profile Current Members and Lapsers according to their demographics, charitable giving behavior, social capital, and viewing behavior

· To quantify the reasons that members give for supporting public television; and the reasons they give for stopping or reducing their support for public television

· To develop a predictive model of lapsing

The report and full analysis is laid out in subsections, beginning with a description of the Study Segments, followed by a profile of Subject Demographics, Charitable Giving Behavior, and Social Capital.

Next is a discussion of Lapsed Membership, defined and presented by Study Segments, Demographics, Charitable Giving, and Social Capital.

Then we compare Lapsed versus Current Members, Years on the File, and Station segments on Viewing Behavior, Reasons for Supporting Public Television, and Reasons for Stopping or Reducing Support.

From the comparison of Lapsed versus Current Members, we develop a Predictive Model of Lapsing; or in this case, two models.  

Finally, in the full report we present a brief “summary with implications for further study”. 

Extracted from the full report’s summary is the brief Survey Results Analysis presented here as required by the Deliverables. All results, including tables, are in the full report. 

Survey Results Analysis
Background: Three out of 5 of our subjects joined prior to 1995; the remainder was evenly divided between 1995 to 1998 and 1999 to 2001, an indication that membership grew at approximately the same rate over the last six years.  Over one-third of givers have given only one gift; most of those single-gift givers are now lapsed.

· Most subjects were women, and decidedly older.  One-third are over 70; another third are 55 to 69.  Two-thirds are college graduates, with more than half of those holding a post-graduate or professional degree.  Nine out of 10 are white non-Hispanic.  Half are in white collar households; it is presumed that many who are not are retired, as they are predominantly over 70.

· Lapsed Members were identified as those on the file in 2001 who had not given a gift in the previous 12 months.  They constituted 62% of the sample.  Half of the Lapsed Members gave one gift only.  They were more likely to have lapsed in recent years than before 1995; and Recent Lapsers tend to be single-gift givers.

· Lapsed Members are generally younger than Current Members, and more likely to be white collar.  Otherwise, the two groups tend to look a great deal alike.

· Current Members are slightly more charitable than Lapsed Members, and significantly more likely to support Public Radio.

· Lapsed Members exhibit more behaviors that are indicative of high social capital, with one exception: Current Members are more likely to be newspaper subscribers.

· Current Members tend to watch more of the primetime schedule than Lapsed Members, and tend to watch more news and documentary programming.  However, Lapsed Members too enjoy science programming, Great Performances, and the travel shows.  Recent Members are drawn to the weekend how-to schedule.

· Current Members are more likely than Lapsed Members to endorse the institutional principles of public television, and the value of its programming.  They are especially more likely to espouse a duty to support the station.  Lapsed Members are slightly more apt to agree that children’s shows are an important reason to support public television.

· A solid majority of Current Members favor giving by mail (62%), while Lapsed Members tend to say that their preferred method of support varies from one time to the next.  Most agree that an annual giving schedule is best.

· Economic considerations—worry about the economy and no extra money after paying bills—are the major reasons given for stopping or reducing support, or for even thinking that one might stop or reduce their support in the future.  

· The best predictors of who will renew are behavioral; basically, renewers are those who have renewed in the past and on an annual schedule.  Those who have lapsed in the past are predicted to lapse again, as are those who are giving for the first time.

· A theoretical model of lapsing suggests that we can predict who will lapse if we know the member’s age; if there is a white collar professional in the household; if the member feels a duty to support public television; and if they subscribe to a daily newspaper.  From this model, we can identify members At Risk of lapsing, and former members who are good prospects for rejoining.

Implications

If stations want to target potential Lapsers for intervention, they are relatively easy to identify.  Just look for the new members, or for the ones who have lapsed before.  But they are an unwieldy group, comprising as much as 60% of a station’s file; and they are not all alike.  They did not join for the same reasons; and chances are, they didn’t lapse for the same reasons.  Furthermore, they cannot all be reached through the same medium, or with the same message.  And what you do with them once you find them is another question altogether.

Using the Behavioral Model, stations can easily target members who are At Risk of lapsing.  They’re the ones who have lapsed before, or whose average giving interval is above average for multi-year givers.  To reach these At-Risk Members:

· Do not forget to reinforce their membership on the weekends when they’re watching the how-to shows, or around the children’s shows.

· Keep these program preferences in mind during pledge, because the At-Risk members like to pledge.

· Consider cross-promotions with public radio.

In this analysis, we have developed a strategy for identifying the best prospects for recovery.  In order to target these Potential Rejoins, stations can begin to collect some essential data, preferably at the time of first membership:

· What is your year of birth?

· Is anyone in your household currently employed in a white collar profession?

· Do you subscribe to a daily newspaper?

· On a 1 to 5 scale where 5 means strongly agree, how would you describe your feelings about this statement:  I feel a duty to support public television because I use it.  

When you collect these data, you can categorize members according to their likelihood of renewing.  Concentrate your best efforts (and perhaps your precious resources) on those who are predicted to be Current Members.

But what do you do about all of the Potential Rejoins who are sitting on your file now?  Note that many are confused about their membership status.  However, most feel strongly about the merits of public television, and they prefer to give on an annual schedule, just like you want them to.  

· They should be reminded regularly—during primetime, because that’s when they’re watching—that Members receive the program guide every month; and if they are no longer getting theirs, they should call the station!

· Potential Rejoins are not “mail-automatic.”  Many are waiting for the right pledge program, or are looking for an alternative way to give.  

· Acknowledge their busy lifestyles and offer them an easy solution for renewing (e.g., EFT, internet).

· Create membership plans that get around worries about finances (e.g., monthly installments, EFT, credit card billing) 

Sue Greer, September 2003
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