
Continued from page 1

M
ar

ke
tin

g 
Lib

ra
ry

 S
er

vi
ce

s 
•

w
w

w
.in

fo
to

da
y.

co
m

6

➔ HOW-TO

two major developments helped to further focus and shape this
endeavor. First, a visiting librarian, Jean MacDonald, was
hired and charged with leading the library faculty in an effort
to overhaul reference services. Second, the leader of the
Library Marketing Team (LMT), Lynda Duke, was devel-
oping a close working relationship with Carrie Trimble, a
professor in the business administration department. As
Lynda taught instruction sessions for Trimble’s marketing
classes, it became clear to her that Trimble was eager to have
her marketing students work on “real-world” problems.

Once it became apparent that promoting reference servic-
es would become a main goal of the LMT, it was easy to con-
vince Trimble to assign this project to her two classes called
Marketing: Principles and Management. We made it clear in
our initial discussions that the library’s goals were to assess
the reference services’ visibility and use by students, to
implement changes that would make reference services more
visible and useful to students, and then to promote the “new
and improved” service. We told Trimble that we were wide
open regarding how the students accomplished this, and we
left it to her discretion to design the assignments. We would
provide information about the overall problem as needed.

Professor Trimble made this “service learning opportunity”
a required component of her introductory marketing course.
This is a form of project-based learning, fully integrated into
the classroom, in which academic goals are accomplished by
working with a real-world client. Several facts made this
project particularly appealing to all parties: Assignments
were grounded in a real-world need, students could easily
grasp the impact and scope of their work, and students would
get to apply theoretical concepts to an actual problem. Our
hopes were twofold: First, Trimble would see more enthusi-
asm among her students and give them a better understand-
ing of the academic concepts she was teaching. Second, the
library would benefit from the data gathering, analysis, and
recommendations of the students.

Students Get the Assignment
Once the semester began, Lynda met with the students in

order to explain how the reference desk was currently struc-
tured and to provide general context to the problem. For the
first class assignment, Trimble broke her students into teams
and asked them to create and implement one survey that
would provide insights about students’ opinions of reference
and how often (if ever!) they used the service. In business
administration parlance, this is referred to as a “current situ-
ation analysis.”

In order to allow the students to take charge of the proj-
ect, the LMT (which consisted of several staff members in
addition to Lynda, the chair, and Jean) provided them with
very few requirements for the survey. We only required them
to include questions about when, if ever, a student had con-
sulted with a librarian in the past and why or why not. But

otherwise, the students generated the bulk of the survey ques-
tions. In addition to basic demographic inquiries, the survey
asked participants to identify when they were last in the
library and why.

Having two sections of this marketing class formulate,
administer, and analyze a survey resulted in many more
respondents and a wider range of information being gathered.
Both sections administered an online survey, but each had a
different focus. One was very general in scope, while the
other sought answers to questions such as “Where do stu-
dents go first when doing their research?” and “How much
time do participants spend with each research resource
before choosing to consult another?”

And the Surveys Say . . .
The results of the surveys confirmed our belief that IWU

students are fond of The Ames Library facility (it is new and
attractive), but they fail to use its resources, specifically the
reference desk, to the fullest. The heart of what these surveys
revealed was that IWU students tend to be self-assured and
technologically savvy while also pressed for time and unwill-
ing to ask for assistance.

Survey questions designed to measure students’ habits in
completing assignments highlighted their comfort with using
technology and showed that they were very likely to use

FIRST SECOND THIRD
CHOICE CHOICE CHOICE

Google/Internet 49.5% 17.6% 14.3%
Professor 24.2% 23.1% 30.8%
Friend 17.6% 34.1% 23.1%
Ames Website 5.5% 22% 16.5%
Ames Librarian 2.2% 1.1% 13.2%

There were 91 student responses in this survey, which showed that Ames and
its website were not where students usually started to search for answers to
any specific question.

Sources That Students Used 
to Answer a Specific Question
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Co-author Lynda Duke poses here at the information desk after the AskAmes
banner was added to encourage more student usage.


