2003 AIR FORCE CLIMATE SURVEY

MARKETING PLAN

1 Oct - 23 Nov 03
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1.  INTRODUCTION AND PURPOSE.  

      The purpose of the Marketing Plan is to outline messages, strategies, and tactics for use in communicating details of the Air Force Climate Survey to the Air Force population.  Survey POCs will work extensively with Public Affairs Officers (PAO) at all levels to ensure the message of the survey is disseminated.  The first objective of the marketing plan is to provide coordination between SAF/PA, AFNEWS, and AFMA on Centrally Executed Publications. The second objective is to inform command and installation/wing PAOs when products of Centrally Executed Publications are available to supplement localized marketing efforts.

The Air Force Manpower Agency (AFMA) is working closely with different Air Force level media to ensure articles and official publications are written and released at the appropriate time. Section 10 of this marketing plan contains a timeline of article publication dates and what media is responsible for the publication.  PAOs are responsible for pulling from these articles as well as writing and publishing their own for local use.  

SAF/PA will be releasing articles and we will be supplying marketing material.  However, PAOs are responsible for "localizing" the survey - bringing it down to their organization level and making the marketing campaigns applicable to their populations.  

Bottom line: a partnership must be forged between PAOs and survey POCs.  Creativity, initiative, and a strong partnership between survey POCs and PAOs at all levels are the keys to making the 2003 Air Force Climate Survey a success.   If there are any questions, please do not hesitate to contact the Air Force Climate Survey Team.  Contact information can be found in Section 11 of this marketing plan.  

2.  BACKGROUND.  

     The Chief of Staff’s Survey has gone through an extensive evolutionary process. 

1991 - 94: In the early '90s, multiple MAJCOMs implemented computer-based, census-type, climate surveys.  

1995: The CSAF directed AF/DP to conduct a computer-based survey for active duty and civilians covering Quality of Life (QoL) issues.  

1996: A second QoL survey was conducted with a smaller sample while command-wide climate surveys continued.  Afterwards, feedback indicated people were being surveyed far too much with different AF surveys.

1997: The CSAF combined the two surveys thereby reducing the AF survey footprint and standardizing the previous MAJCOM climate surveys. This biennial survey used Local Area Networks and floppy disks, gaining unfiltered feedback from people in the field to leadership at all levels.  MAJCOM commanders provided seven MAJCOM-specific questions.  AFMA conducted the combined survey and was the OPR for the Organization Climate portion while the AFPC retained ownership of the QoL portion. Over 206,000 officers, enlisted, and civilians participated.

1999: The second combined CSAF Survey was conducted in the fall. The survey was administered with similar concepts but used web technology.  Nearly 190,000 responses were received.  

2000: Due to feedback about the long survey completion time and the need for more frequent QoL feedback, the CSAF directed the separation of the combined surveys. The climate survey would be conducted by AFMA every two years. The QoL survey would be done on an as-needed basis by AFPC.  

2002:  The survey was delayed due to the events of September 11 and started in late Jan 2002.  Over 280,000 participated in the survey. This record setting participation rate (65%) can be attributed to the application of ’99 lessons learned, a robust survey network architecture and support, and timed-based marketing strategies. 

3.  CURRENT METHODOLOGY.  

Format of the Survey

The CSAF Organization Climate Survey has been renamed the Air Force Climate Survey.  The format for the 2003 survey retains the same basic question structure as the previous survey: organization climate, demographics, and command question sets.  Within the organization climate portion of the survey, there are thirteen sections: leadership, unit performance outcomes, supervision, general satisfaction, teamwork, training and development, the job, resources, participation and involvement, unit flexibility, core values, job enhancement, and recognition.  Written comments can be provided at the end of each section.  

New Survey Populations

New populations to be included in the 2003 survey are the Air National Guard (ANG), Air Force Reserve Command (AFRC) in its entirety, non-appropriated fund (NAF) civilians, and certain portions of the Air Force student population.  

Survey Accessibility

Beginning 1 Oct, respondents will be able to access the survey directly from the AFMA homepage (https://afclimatesurvey.af.mil).  Respondents can access the survey from a government (dot mil) or personal computer (dot com).  Upon clicking on the survey link, respondents will be directed to a central routing server. The respondents will create a unique ID and password and then they will be routed to the nearest and/or least busy data collection server to begin the survey.  The time it takes for this to happen is nearly instantaneous and the respondents are unaware of this process. 

At any point during the survey, respondents can log-out and log-in again using their individual user name and password.  They can start the survey from work and finish it at home or vice-versa.  After a respondent has completed a survey, the survey will be locked and can no longer be modified.  At the end of the collection period and before analysis, all user names and passwords are destroyed.

4. DEFINING THE SURVEY.

The goal of the survey is to provide actionable feedback to leaders at all levels for the purpose of improving their organizations. 

The survey IS:

- A tool to measure the climate of an organization.  The “climate” of an organization is a combination of organizational norms, expectations, and values that impact the overall health of an organization.  

- A feedback mechanism.  The survey provides easy to understand bar graphs and charts of the analyzed results.  Comments are not edited or filtered when they are given to leadership and contain valuable feedback, including new ideas, from members within the unit.  

- Anonymous.  Software masking techniques do not attach the respondent’s user ID and password to the survey responses.  Respondents are instructed not to write self-revealing details about themselves in the written comments portion of the survey, as the comments are not edited or filtered.  

The survey IS NOT:

- A Quality of Life (QoL) survey.  The survey does not solicit information or feedback about base facilities/functions, pay, or benefits, etc.

- A Military Equal Opportunity Climate Survey (MEOCS) or Unit Climate Assessment (UCA).  This survey does not address areas of racial or sexual harassment/discrimination.

- A Community Health Assessment.  This survey does not address the health behaviors of Air Force members.  

- To be used as a “witch hunt” or report card.  Results of the survey cannot be used in evaluations. 

5. AUDIENCE.  
The survey population includes:

- Air Force Active Duty members

  

-- Enlisted

  

-- Officers

  

-- Deployed

  

-- Those serving in Joint Organizations

  

-- Those on TDY status 90 days or less

- Appropriated Fund Civilians

- Non-appropriated Fund Civilians

- Air National Guard members

 

-- Technicians

  

-- Active Guard/Reserves

  

-- Traditional Guardsmen

-Air Force Reserve Personnel

 

-- Air Reserve Technicians

  

-- Individual Mobilization Augmentee’s

  

-- Active Guard/Reserves

  

-- Traditional Reservists

The survey population does not include:

- Members in Student Status that have PCS’d to attend training (e.g., pipeline, ACSC, etc.)

- Members who have been TDY longer than 90 days

- New Accessions en route to their first assignment

- Inactive Ready Reservists

- Local Nationals

- Contractors

6. PAO ROLES AND RESPONSIBILITIES.

PAOs at all levels will have different roles and responsibilities.  Some roles and responsibilities

will apply to all POCs, regardless of the level at which they work.  

     Roles and responsibilities for PAOs at all levels include but are not limited to:

- Forging a partnership with survey POCs to ensure 100% contact of all members of the POC's organization and the highest participation rate possible

- Using creative and innovative tactics to advertise and circulate the information about the survey

Command:

- Assist installation PAs with article submission (most available from survey office)

- Ensure survey articles are run in the appropriate mediums available to your Command

-Write and publish articles from the commander for use at HQ as well the Installation/Wing/Center level

- Have survey link placed on Command homepage (https://afclimatesurvey.af.mil) 

- Assist Command POC with coordination of “permission to display” letters (will vary by command) 

- Assist Command Survey POC in creating a marketing strategy specific to the command 

- Assist Command Survey POC in carrying out AF wide marketing strategy  


- Assist with marquee advertisements for NLT 1 Oct display

Installation/Wing/Center:

- Ensure survey articles are run in a timely manner, meeting any pre-established suspenses in the appropriate mediums available to the installation or wing

- Assist with marquee advertisements for NLT 1 Oct display

- Have survey link placed on installation/wing/center homepage (https://afclimatesurvey.af.mil) 

- Expand promotion through base resources: newspaper, bulletin, high traffic areas and the base 

commander’s access channels 

- Ensure articles are applicable to installation/wing

- Coordinate “permission to display” letters through appropriate channels as dictated by command policy

7.  MARKETING OBJECTIVES.

Phase I (Aug - Nov)

Goal: employ various media and briefing avenues to raise survey awareness and interest at all levels to maximize participation  

(1) Energize commanders at all levels to encourage their officers, enlisted and civilians, to complete the 2003 Air Force Climate Survey

          
(2) Create awareness of the 2003 Air Force Climate Survey among Air Force members and encourage them to participate

(3) Educate the Air Force audience on positive changes attributed to the use of the 1999 and 2002 Air Force Climate Survey data

Common Message:  “Take the Survey”

Phase II (Feb - May)

Goal: employ various media briefing avenues to encourage leadership at all levels to use survey data to create positive change 

          (1) Educate the Air Force audience on results of the 2003 Air Force Climate Survey

          (2) Encourage commanders at all levels to use the 2003 Air Force Climate Survey data to  

          improve their organizations

Common Theme: “Use the data”

8.  MARKETING STRATEGIES.  

Phase I (Aug - Nov)

Centrally executed Air Force publications and news articles will be released at strategic milestones/phases.  Publications will announce the survey and educate Air Force members on the importance of completing the survey and how the data can be used.  Article suspense and publication dates are listed in Marketing Timeline in Section 10.  In addition to these articles, public affairs offices and command/installation/wing/unit POCs are encouraged to run additional articles specific to their populations as well as employ creative marketing tactics to reach their specific audiences. Furthermore, the Air Force Climate Survey Team will supply marketing material to include posters, brochures, and promotional cards.  These materials will be delivered to POCs and are for promoting survey participation.

Strategic Milestones/Phases

- Actions Taken summarizes actions taken from the 2002 CSAF Survey submitted to AFMA from leaders within the Air Force.  

- Survey Kickoff covers the pre-survey actions taken to spread the word about the survey and announces that the survey collection period has begun. 

- Survey Available articles are reminders that the survey is still open and available. It also covers the special efforts taken by the survey team to ensure anonymity through the survey software as well as the rules of engagement for survey participation and result usage.

- Survey Closed articles notify the survey population that the survey is now closed and offline. 

- Survey Results covers the results of the survey and what should be done now that results are released to leaders (released during Phase II).

Phase II (Feb - May)

Arrange for senior leaders (SECAF, CSAF, AF/XP, MAJCOM commanders) to communicate through command channels (Vector, Sight Picture, Commander’s Calls, official letters, etc.) the importance of using survey data to improve organizations.  Provided on the survey website (https://afclimatesurvey.af.mil) is a workbook on how to read and use the results of the survey.  


9.  MARKETING TACTICS.

The following centrally executed tactics will be used during the strategic milestones/phases listed above.  The Air Force Climate Survey Team is responsible for coordinating with the appropriate responsible party to ensure information is submitted for publication.  PAOs or survey POCs are not responsible for the Centrally Executed Publications.  Once published, PAOs are responsible for ensuring these articles (or other published information) is available for command and installation specific publications.    

Centrally Executed Publication Tactics (coordinated by the Survey Team)

- AF Print News (Installation Newspapers and dot mil websites)

- Airman Magazine
- Commander's Call topics (sent through AFNEWS)

- Policy Letter Digest

- The On Guard

- Citizen Airman magazine

- Aim Points

- Air Force television

- AF Times (coordinated through SAF/PA)

Centrally Executed Non-Publication Tactics (coordinated/provided by the Survey Team)

- Pre-approved Permission to Display letters (AAFES, Services, DeCA)
- Union Acceptance (through Personnel Force Management Directorate AF/DPFM)

- Marketing Products (Posters, Brochures, Promotional Cards)
- Awareness Briefing (basic 4 slide survey overview)

- E-Mail Template for Installation Commander’s Use

- Leave and Earning (LES) Statement  (Military Only)

NOTE: Civilian LES statements are DoD and could not be utilized
Local media include but are not limited to:

- Local base newspapers

- Unit newsletters





- Wing stand-ups

- Commander’s bulletin boards



- Staff meetings

- Commanders’ Call’s





- Base Marquee

Creativity is the key to deploying a successful marketing campaign.  A few of the effective tactics used by POCs to “get the word out” in the past include:

- Setting up a common use computer in the dining facility or base library


- Using the Library and Family Support Center for Computers and Advertising


- Having friendly participation rate competitions between units

- Placing a link to the survey website on the units website

- Sending an email from the installation/wing/unit commander to everyone within their span of 

control 

10.  TIMELINES.

There are two timelines that illustrate the survey process: the Comprehensive Timeline and the Marketing Timeline. The Comprehensive Timeline outlines all major survey milestones including high-level marketing events and products. The Marketing Campaign events are outlined in the Marketing Timeline. 

OVERVIEW TIMELINE

Command POCs Identified

5 May 03

Starter Packages available to POCs
19 May 03

Installation/Wing POCs Identified
9 Jun 03

Computer Based Training for ADMIN and POC certification begins
23 Jun 03

ADMIN tool open for unit setup
9 Jul - 25 Aug 03

Topics of interest for seven command specific questions due to AFMA
11 Jul 03

VTC follow-on training and Questions/Answer sessions
28 Jul - 1 Aug 03

Actions taken from 2002 CSAF Survey submitted to AFMA
25 Jul 03

Marketing Campaign:  “Actions Taken”
Sep 03

Marketing Campaign:  “Survey Kickoff”
Oct 03

Survey Collection
1 Oct - 23 Nov 03

Marketing Campaign:  “Survey Available”
1 Oct - 23 Nov 03

Marketing Campaign:  “Survey Closed”
Dec 03

Data Analysis
Dec 03 - Jan 04

Reports provided to all commanders
Mar 04

Marketing Campaign:  “Reports Available”
Mar 04

Unit Leadership briefs results
Apr 04

MARKETING TIMELINE

The Marketing Timeline outlines the publication, responsible party/POC for publication, the date the article goes to the publication or POC, and the date the article is to be published. As a PAO or survey POC, you are not responsible for the centrally executed publications.  Once published, PAOs are responsible for ensuring articles (or published information) are available for command and installation specific publications.  The timeline is divided into the six strategic milestones/phases listed in Section 8. 

Publication/Event
Responsible Party/POC
NLT Date to POC
Date to be               Published

ACTIONS TAKEN

AF Print News
AFNEWS/NSOP                                         Steve Richard                                     DSN 945-7564 
12 Sep 03
19 Sep 03

AF.MIL Online Release


AFNEWS/NSOP                                         Steve Richard                                     DSN 945-7564 
12 Sep 03
19 Sep 03

SURVEY KICKOFF

Receipt of Marketing Products
AFMA/MIPP, Survey Office

Lori Marcum

DSN 487-6522
To AFNEWS for printing  NLT 15 Jun 03
15 Aug 03 

CONUS 

1 Sep 03 OCONUS

Pre-approved Permission to Display Letters – (AAFES, Services, DeCA)
AFMA/MIPP, Survey Office

Lori Marcum

DSN 487-6522
See Appendix C of this document
Use for  product

distribution

Awareness Briefing
AFMA/MIPP, Survey Office

Lori Marcum

DSN 487-6522
Available at survey website
As needed to promote survey

E-mail Template for Installation Commander’s Use
AFMA/MIPP, Survey Office

Lori Marcum

DSN 487-6522
Available at survey website and POC handbook
As needed to promote survey

Union Notification -

AF-level: notification handled by survey office.  

Local: Contact your union through your local CPO.
AFMA/MIPP, Survey Office

Lori Marcum

DSN 487-6522
TBD - Upon CSAF approval of question set 
Sep 03

Airman Magazine
AFNEWS/NSPA                                      Jerry Stringer/Rod Hefmeisser              DSN 945-7757
11 Jul 03
1 Oct 03

Commander's Calls
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
08 Sep 03
1 Oct 03

Policy Letter Digest
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
21 Sep 03
1 Oct 03

Publication/Event
Responsible Party/POC
NLT Date to POC
Date to be               Published

SURVEY KICKOFF

AIM POINTS
SAF/PAX

Lt Col Shafron

DSN 227-0179
24 Sep 03
1 Oct 03

AF.MIL Online Release


AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
24 Sept 03
1 Oct 03

AF Print News
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
24 Sept 03
3 Oct 03

AF Times
SAF/PAM                                                    Ms. Jennifer Stephens                        DSN 225-0640        
24 Sep 03
6 Oct 03

Leave and Earning (LES) Statement (Military Only)
12 CPTS/FMP

MSgt LuAnn Trent

DSN 487-5393
25 Aug 03
30 Sep 03;

 15,31 Oct; and15 Nov

AF Print News
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
24 Oct 03
31 Oct 03

Air Force dot mil Online Release
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
24 Oct 03
31 Oct 03

Commander's Calls
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
06 Oct 03
31 Oct 03

Policy Letter Digest
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
21 Oct 03
3 Nov 03

AIM POINTS
SAF/PAX

Lt Col Shafron

DSN 227-0179
27 Oct 03
3 Nov 03

SURVEY CLOSED

Policy Letter Digest
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
03 Nov 03
1 Dec 03

Publication/Event
Responsible Party/POC
NLT Date to POC
Date to be               Published

SURVEY CLOSED

Air Force dot mil Online Release
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
26 Nov 03
1 Dec 03

AF Print News
AFNEWS/NSOP                                          Steve Richard                                 

DSN 945-7564 
26 Nov 03
5 Dec 03

SECAF and CSAF Briefings
AF/DPM and AFMA
Feb 04
Feb 04

Publication/Event
Responsible Party/POC
NLT Date to POC
Date to be               Published

SURVEY RESULTS (After SECAF and CSAF are briefed)

AF Print News
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
Feb 04
Feb 04

Air Force dot mil Online Release
AFNEWS/NSOP                                          Steve Richard                               

DSN 945-7564 
Feb 04
Feb 04

AIM POINTS
SAF/PAX

Lt Col Shafron

DSN 227-0179
Feb 04
Feb 04

Policy Letter Digest
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
18 Feb 04
1 Mar 04

Commander's Calls
AFNEWS/NSPP                                                 Janie Santos                                                DSN 945-1362
05 Mar 04
1 Apr 04

AF Times
SAF/PAM                                                       Ms. Jennifer Stephens                                 DSN 225-0640        
Feb/Mar 04
Feb/Mar 04

Airman Magazine
AFNEWS/NSPA                                   Jerry Stringer/Rod Hefmeisser                DSN 945-7757
6 Feb 04
1 May 04

11.  POINTS OF CONTACT: 

     General queries and questions specific to the survey should be addressed to your installation’s Air Force Climate Survey POC.  

The Air Force Climate Survey Team can be reached at:

Web customer service request form 

afclimatesurvey@randolph.af.mil 
https://afclimatesurvey.af.mil
DSN 487-6522 Commercial 210-652-6522

Air Force Press Desk: (News media queries)

Jennifer Stephens, jennifer.stephens@pentagon.af.mil , SAF/PAM, DSN 225-0640, (703) 695-0640 Major Rene Stockwell, rene.stockwell@pentagon.af.mil , SAF/PAN, DSN 227-5630, (703) 697-5630

12.  APPENDICES:

     The following material may be used in communicating the marketing strategies of the Air Force Climate Survey.

APPENDIX A: KEY MESSAGES

The Air Force Climate Survey is a key method for Air Force members to elevate issues to Air Force leaders through anonymous and voluntary means. 

--The survey provides a chance to speak out directly and anonymously to Air Force leaders, up to and including the Chief of Staff

--The method by which the results are reported provide identity masking features to prevent loss of anonymity

Air Force Climate Survey Results will be utilized at all levels for the purposes of enhancing leadership 

development, increasing morale, and improving unit performance. 

Maximum participation in the 2003 Air Force Climate Survey is crucial for gaining a realistic and comprehensive assessment of Air Force issues and concerns.

-- Approximately 65% of AF members completed the 2002 survey  

APPENDIX B: QUOTES.  These quotes can be used in targeted marketing campaigns within your commands.  The appropriate command level offices have approved them.  AFRC and ANG Command POCs have letters for use with senior leader support available upon request.

Secretary of the Air Force, Dr. James G. Roche:

I applaud General Jumper’s initiative to solicit specific, useful feedback on today’s Air Force through the 2003 AF Climate Survey.  In an era which readiness, retention, education and training issues loom larger than ever, the voices of our airmen must be heard.  Leadership must be made aware of what’s really going on out there.  By taking a few brief moments to fill out this survey, you can help your leaders understand your concerns and ultimately better serve you and our nation’s interests.  I’m encouraging all of you to help us fulfill General Jumper’s mission: “Speak Today, Shape Tomorrow.”

Chief of Staff of the Air Force, General John P. Jumper:  

I want to thank you in advance for taking time to participate in the 2003 Air Force Climate Survey.  This is a great opportunity for you to provide direct feedback about how well your leadership and organizations are functioning.   Sustaining the world’s preeminent air and space force requires excellence in the work environment.  This survey will provide valuable information to all AF leaders to achieve that goal.

This is an anonymous survey.  We have used the most advanced information-masking reporting software available to ensure your anonymity.  The questions in the survey itself are intentionally hard-hitting and I fully expect your direct, honest, and candid feedback.

Our goal is to make things better for our people and our organizations.  I’m counting on each of you to do your part by responding to this survey.  In doing so you Speak Today and Shape Tomorrow.  I look forward to sharing the results with you early next year.  The United States Air Force is the finest in the world, a great place to serve and raise our families.  We share a commitment to make it even better.

Chief Master Sergeant of the Air Force, CMSAF Gerald Murray:

As the Chief Master Sergeant of the Air Force, I’m involved with the issues that affect our people.  The ’02 Climate Survey put these types of issues into the crosshairs at every level of our Air Force: from the Pentagon, through the major commands and on down to the unit level.  When you take the ’03 survey, you’ll provide critical information to your leaders -- officers, enlisted and civilian alike -- so we can help make our Air Force an even better place to work and live.

Since the survey reports protect your identity, be honest and straightforward as you address the items.  The survey data is only as good as you make it, so make yourself heard.  This is your chance to stand up and be counted.

“Speak Today, Shape Tomorrow” is a great message for all of us.  I strongly encourage you to participate in this survey, to ‘speak today.’  I hope you support this effort, because with data like this, we can make this great Air Force of ours better yet.  We’ll ‘shape tomorrow’ for the Air Force, our people and our families.

APPENDIX C: PERMISSION TO DISPLAY LETTERS 

Survey POCs should take these letters to the appropriate supervisors/managers when requesting permission to display marketing material in these locations.  PAOs should assist survey POCs on an as needed basis by coordinating the “Permission to Display” letters as command policy dictates.  Included are letters for DeCA, AAFES, and Services (SVS) facilities. 

[image: image1.jpg]DEFENSE COMMISSARY AGENCY
HEADQUARTERS
1300 E AVENUE
FORT LEE, VIRGINIA 23801-1800

il . MAR 13 2003

DO

MEMORANDUM FOR AIR FORCE MANPOWER, INNOVATION AGENCY COMMAND
SUBJECT: 2003 Air Force Climate Survey — Display of Promotional Products

Your request for the Defense Commissary Agency’s (DeCA) assistance with the 2003
Air Force Climate Survey is approved. Each DeCA region will be informed of my approval and
support of this important survey. Store directors at Air Force installations will be notified of the
survey dates and requirements.

DeCA is committed to an active program of community involvement and providing
outstanding customer service to the men and women in uniform, retirees, and family members at
our commissaries around the world. My point of contact for this action is Mr. Barry White at
DSN 687-8866, commercial 804-734-8866, or e-mail at barry.white@deca.mil.

2o it/

Robert G. Vitikacs
Executive Director for Operations
and Product Support






AAFES Permission to Display

From: Moore, James [moorejim@aafes.com]

Sent: Thursday, April 24, 2003 7:06 AM

To: ZZAAFES GMS; ZZAAFES MSM; zzAAFES AREA MGRS

Cc: zzAAFES REGION VPS; Burgess, Maggie; Linebarger, Dale; Moore, James; Brammer, Greg; mainstorebulletins@aafes.com'; 'Lori.marCUM@RANDOLPH.AF.MIL'

Subject: AAFES Perm to Display

TOPIC: AIR FORCE CLIMATE SURVEY SIGNS

APPLICABILITY: Air Force Base GMS/MSMS

QUESTIONS TO: Greg Brammer, SD‑M, email ID=brammer@aafes.COM, DSN 967‑3007

REFERENCE: outlook Public FolderS/All Public FolderS/AAFES HQS‑Dallas/HQS DirectorateS/SD/SD‑M/Main Store Bulletins

We have agreed to help promote the Air Force Climate Survey in our Air Force Base main Exchanges. The purpose of the survey is to poll AF members for their views on organization climate and leadership. The survey begins 1 OCT 03 and runs through 23 NOV 03.

In September POCs will contact each of our General managers on Air Force Bases to coordinate the placement of signing. The signing will be 11" x 14" and can be placed in our wall mount sign holders or bulletin boards in the mall area.

JAMES E. MOORE

Vice President

Marketing & Policy

Page 1

DEPARTMENT OF THE AIR FORCE

HEADQUARTERS AIR FORCE SERVICES AGENCY

MEMORANDUM FOR AFMLAJCC

FROM:
AFSVA/CD


10 100 Reunion Place, Suite 5 00


San Antonio TX 78216‑4138

SUBJECT: 2003 Air Force Organization Climate Survey Display of Promotional Products

1. Your request for our assistance in obtaining permission to display promotional products in

Services activities for the 2003 Air Force Organization Climate Survey is approved. A

memorandurn is being forwarded to each Services commander or director requesting their active

participation and support by allowing the display of promotional material during the survey.

2. If you have any question please call my project manager, Ms. Donovan,

HQ AFSVA/SVPCM, at DSN 487‑4945, or e‑mail Shannon.Donovan@agency.afsv.af.mil.

//signed//

MIKE ANDERSON


Deputy to the Commander

cc:

HQ USAF/ILVP

APPENDIX D: FREQUENTLY ASKED QUESTIONS

Q1. What is the purpose of the survey and when will it be administered?

A1. The purpose of the survey is to provide valuable feedback to commanders at all levels on climate assessment information.  It’s a chance for Air Force people to speak to the entire chain of command, from the unit commander up through the Air Force Chief of Staff.  The survey begins 1 Oct and runs through 23 Nov 03.

Q2. Is the survey anonymous?

A2. Yes.  The Air Force has established several layers of safeguards to ensure complete anonymity.  The software has advanced identity-masking features and strict reporting criteria to protect respondents.  There are no questions about name, age, or ethnic background.  Other demographics (gender, total years of active federal military service, occupational series, etc.) are only used for very large aggregate reports such as MAJCOM and Air Force level.

If you are attempting to take the survey or attempting to complete an unfinished survey from a dot COM PC, you will be prompted to provide your Social Security Number (SSN) and Date of Birth for authentication purpose only.  Your SSN and DOB will ONLY be used to authenticate you as a valid Air Force member and both are removed before you are redirected to the nearest survey collection site.

The survey system has built in criteria to ensure the respondent’s identity is protected.

· The respondents create their own Survey ID and Password at the beginning of the survey.  These are used to return to the last answered question in case the web connection is lost or the respondent wants to exit the survey and continue later. At the end of the survey collection period, the ID and password are deleted. 

· Unit level (squadron-equivalent) reports must have a minimum of ten respondents before a report can be created at that level.  However, all data is automatically rolled up to the next level in the chain of command regardless of the size of the unit comments are not provided. 

· Unit level (squadron-equivalent) reports must have a minimum of twenty respondents before the demographics of officer, enlisted, and civilian is displayed. For additional identity protection, there must be at least seven respondents in a category (officer, enlisted, or civilian) for that demographic result to be shown. Other demographics (gender, total years of active federal military service, occupational series, etc.) are only used for very large aggregate reports such as MAJCOM and Air Force level.

Q3. How will the survey be administered? 

A3. The survey will be administered via the Internet.  Respondents can use either government computers (dot mil) or non-government computers (non-dot mil).  If web access is not available, respondents can use a LAN or computer disk version.  The Installation/Wing POCs will have the LAN and disk versions for distribution.  The survey will be accessible on 1 Oct 2003 via the main survey website (https://afclimatesurvey.af.mil).   

Q4. Has the Air Force done a survey like this before?

A4. Yes, three times now.  Once in 1997, 1999 and again in 2002.

Q5. What was the overall response rate for the previous surveys throughout the Air Force?

A5. 206, 000 people responded in 1997, nearly 190,000 people responded in 1999, and 280,000 people 

responded in 2002.  As a general rule, 30 to 35 percent is considered an above-average response rate 

for surveys.

Q6. Is this survey the same as previous surveys?

A6. The CSAF OC Survey has been renamed to the Air Force Climate Survey.  The format for 2003 survey retains the same basic question structure as the previous survey: organization climate, demographics, and command question sets.  Within the organization climate portion of the survey, there are thirteen sections.  They are leadership, unit performance outcomes, supervision, general satisfaction, teamwork, training and development, the job, resources, participation and involvement, unit flexibility, core values, job enhancement, and recognition.

New populations to be included in the 2003 survey include the Air National Guard (ANG), Air Force Reserve Command (AFRC) in its entirety, non-appropriated fund (NAF) civilians, and certain segments of AF student population (primarily affecting AETC).

Q7.  How long does it take to complete the survey?

A7.  The survey takes about 30-45 minutes to complete, depending on the number and length of comments one chooses to make.

Q8.  Will the participant be able to exit the survey at any time and re-enter at their convenience?

A8.  The program allows the respondent to quit at any time, re-enter at their convenience, and pick up where they left off by using their survey ID and password.  The respondent can start the survey from work and finish it at home or vice-versa.  

Q12. Aren’t most surveys a waste of time and, in this case, the taxpayers’ money?

A12. Air Force leaders are extremely interested in the issues addressed in this survey--results can be used to make improvements at all levels. Since this is the only survey of its kind in the Air Force, questions were written based upon research that measured critical areas of organization climate.  Studies have shown that factors such as recognition, unit leadership, and job satisfaction affect retention.  These areas, along with others, also affect the unit’s performance.  This is why the theme for the survey is “Speak Today, Shape Tomorrow.”
Q13.  Where can someone find more information about the Air Force Climate Survey?

A13:  Additional information can be found at https://afclimatesurvey.randolph.af.mil
Q14.  Why was the CSAF Survey renamed to the Air Force Climate Survey?

A14.  The survey was renamed to be more representative of the total force to include Reservists, Guardsmen, and civilians.  
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