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Executive
Summary



EXECUTIVE SUMMARY 

 Over the course of the past 15 weeks, GCFL Inc. has completed comprehensive 

research and strategic planning for the University Museums organization. As a team we 
made it our goal to analyze all aspects of the organization and investigate what tactics 
they currently are using and how they might be able to improve upon some 
organizational aspects as the group moves into the future. We gathered a substantial 
amount of data through both primary and secondary research that allowed us to 
understand University Museums current standing within the Iowa State campus 
culture, and this information has informed us greatly as we prepare recommendations 
for the organization. What we found was frankly not all that surprising, and with some 
strategic adjustments it is our hope at GCFL that University Museums might be able to 
make positive institutional changes.


	 A primary objective of our work was to gain a thorough understanding of the 
organization that is University Museums from the inside out. Our group analyzed many 
aspects of the museums including their situation, organization and key publics.We feel 
now that we have gained an in-depth understanding of University Museums and their 
current standing with their key public. Our team has used this research and 
understanding to prepare both analysis and recommendations to help achieve the 
goals set out by our client.


	 We learned quickly through our research, focus group and survey that the 
greatest problem University Museums face is their lack of awareness among the Iowa 
State student body. Simply put, students don’t know of the organization and are hardly 
even aware that we have three museums right on campus at the student’s disposal. 
While the programs and exhibits promoted by University Museums might be 
fascinating and enriching, students are never made aware of such events. We centered 
our research and recommendations on the idea that the Iowa State student body is the 
key public for University Museums. From there we focused on some strategies and 
tactics that might help to raise awareness of the existence of Iowa State’s University 
Museums. Raising awareness and attendance about University Museums will benefit 
both University Museums and students. 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RESEARCH AND ANALYSIS 

 In attempt to learn more about University Museums (UM) it became necessary to 

gather information from a large variety of sources in order to gain the most complete 
understanding of the organization possible.  Before we performed any research, we 
decided that if University Museums were to be successful in reaching out to the public 
and seeing an increase in attendance numbers they must become a well defined and 
stable organization in the publics eye. UM has done a great job of making their mission 
and goals available to the public and following them as well. They are very involved 
with public relations and advertising efforts by sending out e-newsletters, press 
releases, and printing publications.


	 There are some internal problems with a tight budget and lack of reputation 
among their public, but UM has been very active in their efforts to combat those 
problems.  In the future UM hopes to be known as a group that handles visitor 
experience exceptionally well.  They hope to increase student attendance by 50 
percent, while they believe that only 20 percent of the student population is aware of 
their existence and what they do currently. In the past they have had some advertising 
and public relation projects, but few that had any significant affect on attendance. It 
seems that attendance of the UM sites peak during the school year, usually in the 
winter and spring months and that at all other times the attendance is very stagnant. 
However, a huge advantage and opportunity to the organization is that they have no 
direct competition.


	 To decide what options are best for UM, we orchestrated various research efforts. 
Through an analysis of the organizations website, an interview with Ms. Nancy 
Gebhart, the Educator of Visual Literacy and Learning for the museums, and MRI+ 
research, we were able to gain a better knowledge of the situation facing University 
Museums. Low attendance is a problem that UM has been struggling with for years, 
despite their advertising and PR efforts and bringing in new exhibits and events.


	 The organization’s primary audience is Iowa State students and the secondary 
focus is faculty. We held a focus group of eight participants to evaluate UM’s target 
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audience and their knowledge of the organization. During the focus group we covered 
a wide range of topics, from the participants personal interests in art to their past 
experience in museums either here on campus or outside of Iowa State, plus much 
more. The focus group was incredibly headful in gathering information and giving us 
more understanding of where the audience stands in regards to UM.


We also conducted an online survey for a period of five weeks. The survey 
reached many different demographics of students including gender, year, and major. 
With a ten question limit, we mostly used matrixes to obtain multiple answers per 
question. For example, instead of asking two separate questions if students had heard 
of University Museums and how they heard of them, we used a matrix to ask both 
simultaneously. Our goal was to obtain an equal amount of respondents from each 
major in the colleges we targeted. In total, we had 82 responses which gave us a 
diverse and eye-opening perspective from the students of Iowa State on the 
organization.
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ANALYSIS OF THE SITUATION 

In analyzing the situation we set out to gain a better understanding of and grasp 

on the current constraints and concerns facing University Museums. Through an 
analysis of the organizations website, an interview with Ms. Nancy Gebhart, the 
Educator of Visual Literacy and Learning for the museums, and MRI+ research, we 
were able to gain a better knowledge of the situation facing University Museums. The 
museums face a perpetual situation in which their primary audiences under use them. 
This is not a new situation either, for years they have battled with low attendance. While 
the museums are always bringing in new exhibits and events, they have had trouble 
getting their message out to students.

	 Appendix A shows the breakdown of monthly averages of walk-in visitors in the 
Brunnier Art Museum. As it shows, there are many more adults that visit Brunnier than 
students. It also shows that large portions of the walk-in visitors are because of 
conferences. 


	 Appendix B shows a breakdown of average monthly visitors at the Christian 
Peterson Museum. In this case more students visit this museum than adults in a given 
month. This can probably be attributed to its location on central campus.


The Farm House Museum also has more students visit than adults, which can 
be seen in Appendix C. Not surprising given its location, however, it is interesting that 
no children were recorded visiting this museum for the entire fiscal year of 2014.


Because the museums have a low budget, they struggle to mount many true 
public relations or advertising campaigns. These constraints leave the museums to rely 
primarily upon a word of mouth approach to publicizing their message, which truly 
does limit the organization in their ability to promote events. Their online tactics include 
social media profiles on both Facebook (609 page likes) and Twitter (1,190 followers) a 
along with a newsletter that is sent out to all Iowa State staff once a week. 


In terms of social media, they do a nice job of posting frequently, but rarely do 
they interact on a personal level with the followers. The newsletter includes information 
about upcoming events and exhibits hosted by University Museums along with photos 
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from inside the various museums. Faculty need not subscribe to the newsletter, they 
are automatically included and must choose to unsubscribe if they don’t want to 
receive it. According to Ms. Gebhart, the number of individuals who have chosen to 
unsubscribe from these updates is very low, and the museum staff is quite optimistic 
about this. Their website also has a dedicated section for press releases and general 
news regarding their exhibits. These are all useful tools in getting their message out, 
though they have yet to demonstrate considerable success. In order to reach out to 
more students and raise awareness of University Museums as a whole, a re-evaluation 
of advertising and public relations techniques may be necessary. These are some of 
the biggest concerns that the organization faces; they face few threats outside of the 
stagnant attendance rates.


       	 While the situation that University Museums faces is certainly important, it does 
not seem to be dire.  There is little concern amongst staff that the organization’s 
budget will be cut by university administration. According to Ms. Gebhart, their budget 
is so small that it would not really make a difference for the university should it be cut. 
What the museums do have is space, and a lot of it. Ms. Gebhart expressed that in the 
eyes of the university the biggest commodity that University Museums posses is 
space. Their three separate museums have a considerable footprint across the 
campus. The most recent addition came in 2007, when the Christian Peterson Art 
Museum opened on Iowa State’s central campus. Because of this recent expansion, 
there is little fear that the university will start taking space and thus museums away 
from University Museums. There is no imminent threat that faces University Museums. 
The biggest concern revolves around attendance, and improvement can be made on 
this issue by establishing a clear set of goals and missions for their museums and 
building a brand around campus revolving around these goals laid out by museum 
administration.


LOCAL MEDIA ENVIRONMENT:


Media market (Iowa): Minnesota and Iowa have 235,577 total numbers of 
people exposed to media. 235,577 residents are exposed to different variety of media 
market. Media includes magazine, newspaper, radio, television, and Internet. Iowa and 
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Minnesota, have slightly higher numbers of male viewers, 113,610 and 121,967 female 
viewers. The viewers in Iowa and Minnesota is fairly attributed in magazine, 
newspapers, and radio .To rank the numbers of audience, magazine and radio ranked 
the top two famous media with its number of 47,150 readers and 47,135 listeners and 
newspaper followed next with 17,117 readers. In Iowa/Minnesota area, Household 
subscribes to cable TV reached 117157 means almost half of household has cable TV. 
Of the 117157 households with cable TV, More than two thirds subscribed to Digital 
Cable (94,449). Moreover, while residents in Iowa/Minnesota had viewer of any cable 
viewing of 190,793, most of them were heavy cable viewer (145,461). Any premium 
channel viewing in last 30 days was 78934. And any premium channel viewing in last 
30 days is 78934. The most dominant cable channels had more than 50000 viewers in 
general, and the animal planet, CNN, ESPN, Food Network, Fox, history channel, TBS, 
TNT, USA Network, and the weather channel was had the largest number of viewers in 
order For radio, depends on the time of the day, the number of listeners varied. It 
reached maximum numbers of viewer during the weekday 6:00 a.m. to 10:00 a.m. with 
117609 listeners. Weekday 3:00 p.m. to 7 p.m. had its second largest numbers of 
listeners, by 104283 listeners and Weekend 10:00 a.m. – 3:00 p.m. had followed with 
slightly less number of 100877. Weekend midnight to 6:00 am had the least listeners. In 
Magazine, in order Women 89863 NNN Top Sunday 69983of Better Meredith Magazine 
Group 68,643 NNN TOP 100 Daily 50349, Homes & Gardens (37221) was dominate. To 
describe the users of websites (internet), Obviously and as expected, the famous 
corporation such as Yahoo mail 66,313, Gmail 7,400, and Google Maps 49,851 had the 
largest numbers of users.  


Media Use (College Students).: There was total 230,416 of university students, 
consist of 111472 male students and 118944 female students. To describe the Media 
exposure, while college students were exposed to the complex, all different types of 
media including magazine, newspaper, radio, TV, internet, and outdoor, interestingly, it 
number was distributed fairly to all different types of media. To compare, there was no 
huge gap between the numbers for each different media, that magazine had heavy 
readers of 46055, 46101 of total college students were heavy newspaper readers and 
46099 was heavy radio listeners. Therefore, there was only slight difference in 
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numbers. Almost half of the college student subscribed cable TV (127989), and among 
the household subscribes cable TV, about two thirds, 97850 also had digital cable. Of 
the college students with cable TV, More than half have watched any premium channel 
in last 30 days (77801). Except the premium channel, any cable viewing in seven days 
showed enormous numbers with 189242 tells us that TV is a famous media that 
college students are often exposed to. To grade the ranking of viewers, the history 
channel got the largest amount of viewers of 81006. A&E Television network, Animal 
Planet, CNN, the discovery channel, ESPN, lifetime, TBS, Turner Network Television, 
and USA network all exceeded the 50000 viewers, still in a consideration range of 
efficient medium to advertise. In premium services, HBO had largest group of viewers 
of 43085. In the radio medium, except weekday 7:00 p.m. to midnight (36417) and 
weekday midnight to 6:00 a.m. (9130), the radio kept its listeners over 60000 all the 
time, and the peak time was weekday 6:00 a.m. to 10:00 a.m. with 112,812. 
Newspaper distributed had the largest group of reader with 106740 followed by Hearst 
magazine group of 84116 readers, Parade carrier newspaper with 64590 readers. 


CONSUMER TRENDS: 

Leisure Activities (College Students): Among the 235577 students, 70650 
have attended art galleries or shows. Interestingly, the numbers of college student who 
attended art galleries less than once a month was the same with the numbers who 
went to the art galleries once a month. Also, the number of students who attended art 
galleries or shows participated in last 12 months. Therefore, the college student goes 
to the art galleries once in a year. 


ANALYSIS OF THE ORGANIZATION:


If University Museums is to be successful in reaching out to the public and 
seeing an increase in attendance numbers, they must first ensure that they are well 
defined and stable as an organization. The most important aspect of ensuring the 
group’s success is a well-defined mission statement and goal. These can serve as a 
jumping off point for future exhibits, programs, and outreach projects that the 
organization may work on. University Museums has done a good job of making their 
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goals visible to the public, upon examining their website we quickly found a page 
dedicated to this information. Knowledge of their goals is fundamental to an 
understanding of the organization and its missions.


According to their website, University Museums mission is:


“ . . . To foster understanding and delight in the visual arts with a focus on 
the creative interactions in arts, sciences and technology. The University 
Museums nurture knowledge of and appreciation for the University's 
cultural heritage and its present cultural context. The University Museums 
serve the Iowa State University community and the public as an 
educational and cultural resource.” 


	 Their goals include:


“ Collect, preserve and interpret objects of aesthetic and cultural value, 
exhibit and disseminate knowledge of Museums and borrowed 
collections through a variety of programs that stimulate and challenge 
diverse audiences, create vital partnerships within Iowa State University 
to enhance higher education by exploring creative interactions in arts, 
sciences and technology, and create public partnerships to foster 
integration of the arts and cultural heritage as a central part of peoples' 
lives.” 


 

After speaking with Ms. Gebhart and reviewing all of the information we could 
find, it seems that University Museums is working extremely hard to stick to their goals 
and mission.  The quality of their performance in sticking to these goals are strong, 
they have done a good job of following the path laid out for them by the goals and 
missions of their organization. Most of their funds come from donors, specifically 
alumni and retired faculty. This is a slight problem, because their budget is very tight. 
They also try to use some social media sites, like Twitter and Facebook. Since those 
are free, it does not affect the budget much. 
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	 University Museums is extremely supportive of public relations and advertising 
activity to help their organization. They send out e-newsletters, have a communication 
coordinator, post press releases on their website, and have publications printed. 
Despite their lack of awareness, they are trying to make themselves known and are on 

the right path to audience awareness increasing. Ms. Gebhart believes that roughly 20 

percent of the student body is aware of UM and what they do. However, she also 
believes a lot smaller percent of the student body has actually visited UM locations. 
There is currently no real reputation of UM among the public. This is what the client 
wants to affect. University Museums wants to be known as a group that handles the 
visitor experience exceptionally well. They want to increase the amount of students 
who visit UM before they graduate to 50 percent of the student body population.


	 In the past they have had some advertising and public relation projects, but few 
to boost awareness to a significant amount. They have hosted Haunted ISU at Farm 
House that grew to be quite popular amongst the student body, which was quite 
unusual, given that most University Museums events struggle. The problem UM faced 
was that they lacked the resources to deal with such a large event, and they felt that 
the attendees failed to recognize that it was an event hosted by the University 
Museums. The work they put into it was not paying off in terms of brand recognition, 
so they chose to end the event. Also, there seemed to be a disconnect between the 
attendees and the actual exhibit.


	 Nancy does not think that people realized UM was hosting the event or that 
Farm House was a UM location. Another project that UM had was the shipping of two 
jaguar statues to campus. Audience interest was spiked, and lots of money was raised 
for a parade to bring the statues to ISU. It was a large event with lots of UM related 
merchandise handed out like T-shirts, totes, and temporary tattoos. Lastly, less of a 
past project, and more of an ongoing project, UM has publications and merchandise 
for sale through their website and locations. This is a great way for people to actually 
see and hold UM merchandise, and through site and word of mouth, they are able to 
spread the message and raise awareness of the organization. 
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	 When it comes to monthly attendance at the museums, it seems that there are a 
couple of factors to consider. Appendix D displays the attendance at the Brunnier Art 
Museum in the fiscal year of 2014. As the graph shows, attendance is separated into 
walk-ins and events held at the museum. Walk-ins are average people entering the 
museum like students and faculty, while events are scheduled through the University 
Museums. There is clearly a peak in attendance during the school year, specifically in 
the months of November.


When it comes to the attendance at the Christian Peterson Art Museum, not 
much is different except that in this case a majority of the attendance comes from 
events. However, like Brunnier, the attendance peaks occur during October, November, 
April and May (Appendix E).


Like the Christian Peterson Art Museum, the Farm House Museum event 
attendance surpasses walk-in attendance. The Farm House Museum also has different 
months of peak attendance from the months of September to December with slightly 
less in the spring (Appendix F).


	 When looking at the external environment that University Museums is facing, 
there is very little obstructing them. They have no real competitors in the area. The only 
opposition might be Reiman Gardens, a large public garden located near the Iowa 
State campus. They have a budget four-times the size of UM and also charge money 
for admission to their site. However, UM does not really compete with them because 
Reiman Gardens is more of a tourist attraction, while UM is focused on the community 
and current students if Iowa State. There is not much happening in the environment 
that limit the effectiveness of any potential public relations or advertising program.
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ANALYSIS OF THE PUBLIC 

IDENTIFYING PUBLICS: 

The consumers that University Museums work with are primarily students from 
the Iowa State campus. The producers include the artists who create the artwork that 
is put on display in the museums. For University Museums their enablers are the 
administration of Iowa State who budget for the museum organization. Limiters include 
any other art exhibit or public attraction from the Ames area that may compete for 
audience attention. The key public for the museums is undoubtedly the artists. Without 
a good working relationship and willingness on the artist’s part to allow their work to be 
displayed in University Museums, the entire organization would be worthless. It is 
undeniable that the producers are the key public in this situation. The opinion leaders 
for the consumers include campus leaders and athletes are certainly individuals who 
carry considerable influence amongst the student body. 


ANALYZING PUBLICS: 

University Museums’ primary audience is Iowa State students, and the 
secondary focus is faculty. Separated between the eight colleges at ISU, there were a 
total of 33,843 graduate and undergraduate students. As shown in the graph titled 
“Total Enrollment 2014” (Appendix G), Liberal Arts and Sciences takes up the bulk of 
enrolled students with 8,126 students in 2014, 24 percent of the total students enrolled. 
Nancy claimed in the interview that University Museums is most involved with Liberal 
Arts and Sciences and least involved with College of Veterinary Medicine. This makes 
sense because Veterinary Medicine has the least amount of people in the college. 


	 When it comes to gender at ISU, it is more evenly split, as shown in the graph 
titled, “Gender Break-Down” (Appendix H).


On the national level, we looked at info put on MRI+. Of people 18-24, 11 
percent of them attended an art museum in the last 12 months. That is precisely our 
demographic and is definitely comparable to the attendance that University Museums 
shows now. 
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Many students attend UM because of class assignments, but tend not to find 
the time to visit outside of class. Demographically, many of the students are between 
the ages of 18-23. According to Ms. Gebhart, students will come if their friends come. 
One of UM’s more popular art show that attracted quite a few Iowa State students 
dealt with shadow art. Public relations could become involved through listening to the 
student’s response to the advertisements and working with UM to continue in the right 
direction. Public Relations and Advertising can help UM with getting the word out there 
about what they have to offer. UM gets new art and sculptures into the museum about 
every semester. Being apart of Public Relations and Advertising we can spread the 
word through fliers and word-of-mouth. These two methods could really do a lot for 
UM and bring people in. This would highly benefit UM and allow more students to see 
what they have to offer. Getting Public Relations and Advertising involved with UM will 
allow them to grow in attendance not only now, but long-term.
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SURVEY


SAMPLING AND SURVEY ADMINISTRATION: 

       	 Our survey was conducted for a period of five weeks; in those five weeks we 
gauged the interest of University Museums, the usage of different types of media 
among Iowa State students. The survey reached many different demographics of 
students including gender, year, and major. The survey also asked if students had 
previously visited University Museums, if they enjoyed it, and if there were any specific 
exhibits they would like to see. Please see Appendix I for a complete list of our survey 
questions.


       	 To design the survey we used an online survey tool, Survey Monkey, which gave 
us the option of using different types questions. Among the 10 questions we designed, 
we mostly used matrixes to get multiple answers per question. For example, instead of 
asking two separate questions if students had heard of University Museums and how 
they heard of them, we used a matrix to ask both.


       	 As stated, a majority of our questions were matrixes, five of our questions used 
matrixes. On Question five, we used a “check all that apply” option. We also used three 
multiple-choice questions, one ranking question, and one short answer free response 
question.


The survey was created on Feb. 24 but we opened it on Feb. 27. Our goal was 
to get responses from all majors equally.  We determined to send out a first batch of 
links to 200 students in each major. If we still need results, which we did, we send out 
another batch of links to 50 students from each major. That is a total of 1500 students 
who received links. We used the Iowa State directory to randomly select students from 
each major. In total, we had 82 responses when the survey was closed on Mar. 31. Our 
highest response rate came from agriculture majors. We had 38 responses from 
agriculture majors, which is a 15 percent response rate from students asked in that 
major. Our lowest response rate came from veterinary medicine majors, of whom we 
did not get a single response.  
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DEMOGRAPHICS: 

For gender, 58 percent of our respondents were males, 41 percent were 
females, and one percent didn’t wish to specify their gender (Appendix J). The majority 
of our respondents were juniors who made up 41 percent of our responses (Appendix 
K). The results we obtained from our respondents were eye opening, and it has helped 
us to gain a better understanding of the audience and their relationship to University 
Museums.


	 The majority of our responses were from juniors, who made up 41 percent of our 
total responses. Freshman were the second most frequent respondents, with 21 
percent, while sophomores and seniors each made up 14 percent of the responses. 
The least frequent class were graduate students, who made up 10 percent of the 
responses (Appendix K).


	 As stated, agriculture and life sciences made up the majority of the responses 

with 46 percent of the total responses. Liberal arts and sciences was the next most 

frequent answer with 15 percent of the responses. Human sciences and engineering 
accounted for roughly eight percent of responses each, while design only accounted 
for two percent (Appendix L). As we said earlier, agriculture and life sciences majors 
had the highest response rate of 15.2 percent. The rest of the response rates can be 
seen in Appendix M.


AWARENESS: 

See Appendix N for responses on which mediums the survey respondents first 
heard of UM. While no single medium really stood out above the rest in this category, it 
was clear that none of the mediums were all that effective. Most mediums scored very 
low, with respondents saying they had never heard of the Museums through that 
venue. Mediums such as social media, posters, email, and UM representative did rate 
slightly higher than “Never” but even then respondents considered it to be rare or not 
very often that they heard of UM through such mediums.


The question of why student visited University Museums is answered in 
Appendix O. The response for this question was overwhelmingly that respondents had 
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not visited a museum here on campus. For all four locations, it averaged that about 80 
percent of individuals had not been to the museum, and for those that had (around 15 
percent for each) it was for a class assignment of some variety.


ATTITUDES: 

When it comes to the question of what types of art students would like to see, 
our responses for this question were very close. According to the survey Sculptures 
had a weighted average of 3.89, which means that students would most like to see this 
at University Museums. Historical Pieces were what students would like to see second 
most, with a weighted average of 3.74. Paintings came in third with 3.47 for a weighted 
average while Modern Art got 2.51. Other types of art including photography, collages, 
and interactive art were least interesting for students with a weighted average of 1.40 
(Appendix P). Of students who had visited University Museums, the vast majority would 
agree that they enjoyed their visit. Seven students strongly agreed while 6 would 
neither agree nor disagree. Only one student strongly disagreed. This shows us that, of 
students who went to University Museums, most of them were pleased. Of the 82 
students asked this question, 47 had never been to University Museums so their data 
was not recorded (Appendix Q).


BEHAVIOR: 

Once again the majority of students who visited University Museums agreed that 
they would visit University Museums again in the future (Appendix R). Twelve students 
chose neither agree nor disagree while six chose strongly agree. Disagree and strongly 
disagree each got one vote. This data shows us that student who went to University 
Museums would be likely to visit again. Of the 82 students asked, 43 had not been to 
University Museums so their data was not recorded in this graph.


The majority of students who had visited University Museums would 
recommend University Museums to their friends (Appendix S). Ten respondents neither 
agreed nor disagreed with the statement while five either agreed or strongly disagreed. 
This data shows us that students who visit are likely to recommend University 
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Museums to their friends. Of the 81 respondents to this question, 42 had never visited 
University Museums so their data wasn’t recorded in this graph.


MEDIA USAGE: 

According to the data, for quick usage students either watch TV or play video 
games. When it comes to browsing Internet on laptops/PCs or smartphones, the 
majority of students spend one to three hours browsing. This data shows us that 
students use video games and TV for quick fixes but browse the Internet for prolonged 
media usage (Appendix T).


Amongst the respondents, Snap chat was the most popular form of social 
media with an average of being checked 3.32 times per day. Instagram and Facebook 
came in second and third with an average of 2.72 and 2.51, respectively. Twitter came 
in fourth a narrow margin. Google+ was checked 0.4 times per day on average while 
MySpace isn’t used at all by any respondents (Appendix U). This data shows us that 
students definitely enjoy using social media apps to share photos. Applications like 
Snapchat, Instagram, Facebook, and Pinterest are perfect for this.


SUMMARY: 

In conclusion, we found that a very large majority of students had never visited 
and in some cases, have never heard of University Museums. This tells us that so far 
University Museums has been unsuccessful in reaching students at Iowa State. 
However, out of students that have visited University Museums, the majority of them 
enjoyed it. Twenty students agreed that they enjoyed their visit and 18 students agreed 
that they would likely go again.  We also found students use their phones and laptops 
or PCs to browse the Internet for long periods of time. Of apps used by students we 
found that students enjoy using apps like Snapchat, Instagram, Facebook and 
Pinterest. If students are using photo-sharing apps like these, this could be useful for 
University Museums in the future. 


)19



FOCUS GROUP


OVERVIEW OF FOCUS GROUP:


For our focus group, we gathered a group of eight participants here at Hamilton 
Hall on Wednesday, March 11, 2015 to evaluate and respond to questions regarding 
the University Museums here on campus. In terms of demographics the group was an 
even split between male and females with most of the participants being either a 
sophomore or junior here at Iowa State, the only exception was a single graduate 
student who took part in the focus group. Nearly every college was represented in the 
group, with a diverse set of majors and interests amongst the participants. 


List of participants and their demographics


• Participant A--Female/Liberal Arts and Sciences/Advertising 

• Participant B—Male/Engineering/Chemical Engineering 

• Participant C—Female/Liberal Arts and Sciences/Biology 

• Participant D—Male/Business/major unknown 

• Participant E—Female/Human Sciences/Food Science 

• Participant F—Female/Business/Accounting 

• Participant G—Male/Liberal Arts and Sciences/Chemistry 

• Participant H—Female/Graduate Student 

To recruit these participants, each group member selected a few acquaintances 
or friends who they felt would be willing to participate in a focus group. From there we 
booked the focus group room at Hamilton Hall setting up a time and date for the 
meeting to take place. As a team, we then sent out emails to about 20 potential 
participants including the time and date of our meeting. Whoever was available and 
willing to participate after receiving the time was then included in the focus group. 


In terms of the time spent to prepare and actually carry out the focus group, we 
spent about 30 minutes preparing for the meeting and deciding the procedure for how 
the focus group would be carried out. Once our participants all arrived, we began 
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discussion. In total, we spent about 30 minutes with the participants. We originally only 
planned for this step to take about 20 minutes, but we actually found that the group 
was quite engaged and offered a number of suggestions for how to better reach 
students here on Iowa State’s campus.


During the focus group we covered a wide range of topics, from the participants 
personal interests in art to they’re past experience in museums either here on campus 
or outside of Iowa State. We asked a number of questions evaluating the groups 
personal taste in art and what they were most interested in and receptive too when 
observing a piece of art. We also discussed their history with museums and whether 
they have visited many in their past, whether it be an art museum or any other variety. If 
they responded “yes” we then talked about their memories from this experience, what 
made it positive/negative or why it did or did not make them want to return to a 
museum in the future? A key part of our focus group were the message testing 
questions, prior to meeting we selected some examples of social media posts made by 
University Museums and presented them to the group. In doing this we were hoping to 
gain insight into whether or not the posts intrigued the group, or if they would just scroll 
past them in a social media feed. These are some of the main subjects we discussed 
and evaluated in our focus group, there were many more questions though that we will 
analyze further on. 


ANALYSIS OF FOCUS GROUP RESPONSES: 

In selecting the questions we wanted to ask the group, we were looking to gain 
a base knowledge of their understanding and use of University Museums. The main 
purpose was to gain qualitative data from real people as a supplement to data gained 
with the survey. We will explain the survey questions and analyze the responses and 
general feeling gathered from our participants. 


• Have you ever visited an art museum of any variety before? What about a 
Museum here on campus?  

• Out of seven participants, only three said that they had in fact been to an 
art museum before. After getting this feedback we asked out of those 
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three how many had visited an art museum here on campus, only one of 
the three had. We discussed their thoughts and feelings on their art 
museum experience and the general consensus was positive, the three 
participants agreed that while the visit was memorable, it did not leave 
them with any lasting emotion or feeling with regards to the art viewed. 
When we asked the sole participant who responded “Yes” to having 
visited a museum on campus, she said her only reason for going was for 
a class requirement, and her visit was merely to get credit. It left her with 
no lasting impression or memories from the Iowa State University 
Museums. 


• How aware are you of University Museum’s here on campus (location, purpose, 
exhibits, etc.)?


• After asking this question it became quickly apparent that awareness was 
very low amongst focus group participants. The group seemed to know 
that we did in fact have art museums on campus, but they didn’t seem to 
know where they were. Once we discussed their locations with the group 
one participant revealed that they have visited the Farm House before, 
but they had no idea it was apart of the University Museums system. We 
asked her why she visited the Farm House and she said it was simply for 
some free cookies and hot chocolate that had been advertised on a 
sidewalk sign, and that she didn’t observe the house while there. 


• We presented screenshots of various University Museum social media posts and 
presented them to the group for their thoughts on how appealing the posts make 
University Museum events and exhibits seem to ISU students.


• The group agreed here that the posts were simply boring. Even when they 
did include an image or video displaying an artist’s work, they simply 
didn’t grab the attention of our group. The feeling we got was that they 
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relied too much on text, and when scrolling through a social media feed a 
student likely wouldn’t take a second to stop and read what it had to say. 
Participants also pointed out that the posts don’t do much to make the 
exhibits or art displayed all that exciting. If a social media heavy strategy 
is to work, the museums must work to make their posts exciting and 
noteworthy for the student population that they are trying to get into their 
museums.  


• What types of advertising techniques whether traditional or online appeal most 
to you as a student? 

• For this question, the answers of participants varied. The most frequently 
used were obviously social media, whether it be Facebook or twitter this 
was where our participants were most likely to come across new 
information. One participant noted that it might be more effective to 
channel advertising and public relations strategies in a different manner. 
Instead of highlighting traditional and typical events, go out of the way to 
schedule new and exciting exhibits. After doing this put a lot of energy 
and resources into promoting just a few very big and exciting events a 
year. This technique could prove effective in an effort to reach more 
students and get more engagement from campus. It also wouldn’t hurt to 
cross advertise/promote with other organizations on campus whether it is 
musical groups or entertainment organizations. The general takeaway 
from the group was that new and innovative advertising techniques are 
necessary.


• Will the amount of exposure to advertisement increase your likelihood to attend? 
Or is it the content of the event that matters most? 

• This question garnered a unanimous response from the group, they all 
seemed to agree that it isn’t the number of times that they see advertising 
that increases their likelihood to attend but what they are advertising. This 
is why it seems more effective to focus on the actual content of exhibits 
rather than simply the advertising itself. Focus on getting innovative and 
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exciting pieces of art in, and let the advertising speak for itself was what 
we learned from the focus group.


• What is it that triggers you to share an event or destination with friends? (This 
question was asked because of UM’s reliance on word of mouth for their events)  

• First of all, the most important factor was common interest between 
peers was universally agreed upon principle for sharing events and 
information. Participants would seek out with friends for common interest 
and decide if an event was cool enough to be shared. Second, freebie 
promotions such as food, or a free gift was certainly a factor. However, it 
was revealed that peer pressure would not affect too much because only 
one third of participants said yes to the question would they like to visit 
UM if a friend of his has asked to come with him. So even this strategy 
isn’t a foolproof one, and it doesn’t necessarily show a great rate of 
success as demonstrated in our focus group.


NONVERBAL INFORMATION:


	 During the course of our focus group, there were very little drastic shifts in body 
language. Instead, most of the participants sat straight and rigid on their chair, with 
very little shifting or discomfort. When we compare the body language between the 
more active participants and those who were less engaged, we found that the more 
involved appeared to be eager to participate while the others were more slacked and 
relaxed in posture. For example, they lean backwards on the chairs; sit more freely, and 
also used a lot of hand gestures compared to the participants who kept silence for the 
most of the time. Body language was a very good indicator during our group for as to 
how much participants cared about the subject matter and whether or not they found it 
to be interesting to them personally.


We found that there was not a great deal of personal interaction between our 
participants during the study. There was some friendly interaction between participants 
as the questions went on and as they became more comfortable with the setting 
though. There were of course some less involved and shyer participants, and 
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unfortunately for these individuals we struggled to get involved and comfortable with 
their fellow focus group members. The nonverbal expression most frequently observed 
was the eye contact. Especially, when they were not sure about their own opinion or to 
needed help, they made lots of eye contact when the participants wanted to observe 
the reaction of their peers. With the exception of two participants who had very strong 
opinions, most participants seemed to be nervous and seemed to want guidance and 
reassurance when responding to questions.


SUMMARY: 

Overall this focus group was incredibly helpful for gathering information as a 
group. In addition to the data gathered from our survey, we are confident that we now 
have a great understanding of where the audience stands with regards to University 
Museums. The biggest takeaway from this focus group must be the lack of awareness 
and appreciation for the museums. Our participants indicated a number of times that 
they would be interested in attending exhibits and events put on by the museums if 
they were only to be made more aware. People simply aren’t in touch with University 
Museums, they are unaware of their locations and aren’t familiar with their events 
which hurts their involvement and participation here on campus. The good news is that 
there is an interest, and if a better connection can be made with the student body while 
also fostering a heightened level of awareness the museums could see an increase in 
attendance. This focus group was an immensely helpful and revealing tool for our 
research on University Museums and it has helped increase our confidence in 
preparing recommendations for University Museums staff.
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Client
Recommendations



RECOMMENDATIONS:


	 After completing comprehensive research including a survey and focus group 
with students at Iowa State University regarding their awareness of and appreciation 
for the University Museums facilities on campus we have prepared a number of 
recommendations and tactics for the client. Our team feels these strategies will help to 
guide University Museums as they work to achieve both their organizational goals while 
also raising the overall level of awareness among their key public, Iowa State students. 


Goal(s): 


• To raise the level of acceptance, recognition and have a better relationship 
amongst Iowa State students and the University Museums located on campus.


• To improve the relationship between Iowa State students and the University 
Museums organization while ensuring that students who do visit leave with a 
positive impression of the organization.


• Build a reputation with the Iowa State student body that our organization is 
relevant and frequently displays relevant art and exhibits that students might 
take interest in.


PUBLIC — ISU STUDENTS:


Objective 1 (Awareness): To have an effect on the promotion of ISU student 
awareness of University Museums by 20 percent by the end of the fall 2015 semester.


Strategy A: Utilize media and promotional materials release by University 
Museums that focus on events and artists.


Tactic 1 — Create comprehensive educational material on the exhibit(s)—
in-depth brochures and literature that go into an exhibits history and an 
artist’s style and past work that can be distributed in to faculty and 
students who we can be relatively certain would have an interest in such 
exhibits. Design students and even some liberal arts and sciences 
courses would certainly hold some interest in these exhibits, and 
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appealing to these interests while framing the event with some good 
background knowledge and literature on the subject could be quite 
beneficial.


Tactic 2 —Create some evergreen news releases that can discuss 
developments in the museum community. It doesn’t have to be too 
substantial, simply a story regarding our purpose and involving the 
general art that tends to be on display in our facilities. This isn’t 
necessarily an urgent story, so it will be available for local media outlets to 
release at their convenience.


Strategy B: Use cross-promotion with University Museums events and exhibits 
and other Iowa State student organizations. 


Tactic 1 — When an organization such as the Student Union Board is 
looking to host a small concert, propose hosting it in one of the 
Museums. While the museums are not large, they would be a great 
setting for a smaller and more personal concert. It would also serve as an 
opportunity to raise awareness and promote multiple types of art all in 
one venue.


Tactic 2 — Find an opportunity to do a joint project (example: design club 
wants to host a guest speaker) we could offer to co-sponsor this event 
and host it in one of our museums. Not only would this get the word out 
about the museums (via promotional material possibly published) but it 
would also increase foot traffic into the doors of the museums.


Tactic 3 — seek out “free advertising” opportunities in the future, working 
with advertising oriented clubs, like Cardinal & Gold which is an provides 
free advertising or at the very least it comes at a very affordable price. 
This would provide them with advertising strategies and also build 
relationships with students that work in the clubs. 
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Objective 2 (Acceptance): To have an effect on acceptance of ISU students; 
specifically, increase following on social media platforms in addition to newsletter 

subscriptions by 35 percent by the end of the fall 2015 semester.


Strategy A: Build up partnership with opinion leaders on campus to establish 
University Museums as a relevant organization


Tactic 1 — Work with popular athletes on campus to get them into the 
university museum and have them promote them via social media. If one 
of the Iowa State basketball players does something here on campus, it 
has the power to raise that organizations level of credibility and 
acceptance amongst the general student body population here on 
campus. For example, if we were to get an athlete like Georges Niang to 
stop into the Peterson Museum to look around and tweet about his visit 
along with a picture, this would surely be noticed by students and rapidly 
raise the level of awareness among Iowa State students. 


Tactic 2 — Involve university leaders such as the President to give 
credibility to University Museums. It is important to demonstrate that 
these are not just to be appreciated and accepted by students, but also 
that the administration appreciates their missions and goals also so as to 
raise the level of respect for University Museums around the campus. At 
the opening of an exhibit we could have him attend and briefly speak, or 
maybe stop in for a special fundraising event. He doesn’t have to be too 
specific, but to have him touch on why these institutions are important to 
the campus could be a valuable tactic to raising our awareness and 
credibility. 


Strategy B: Taking advantage of University Museums social media presence 
across a variety of platforms.


Tactic 1 — University Museums already uses Twitter, but the way they 
use it is just to send out information on upcoming events, similar to what 
the newsletter would accomplish. We think that University Museums 
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should utilize Twitter to more interact with students at Iowa State. For 
example, tweeting to students to ask for feedback such as, “What would 
you like to see at University Museums next? Favorite this tweet for 
Sculptures, retweet this tweet for paintings!” This system not only gets 
feedback but also spreads University Museum’s twitter to a larger 
audience.


Tactic 2 — Similar to Twitter, University Museums’ Facebook page serves 
the same goal as a newsletter. Instead of using Facebook for just 
University Museums as a whole and sending out announcements, make a 
profile for each museum on campus. This way, when people visit a 
museum, they can “check in” on Facebook, to let their friends know that 
they are currently at University Museums. This would make people more 
inclined to visit because they see that their friends are going. 


Tactic 3 — Set up a University Museums Snapchat account and tweet 
the account name to their followers. Our research shows that a majority 
of students use Snapchat often and this would better connect University 
Museums to the student body. 


Objective 3 (Action): To have an effect on action; specifically, promote ISU 
undergraduate student attendance at University Museums by 15 percent by the end of 

the fall 2015 semester.


Strategy A: Incentivize events or exhibits promoted by University Museums for 
ISU students


Tactic 1 — A way for University Museums to bring in more students 
would be to offer free cookies, planners, or t-shirts to students as they 
finish going through the exhibit. This may encourage more students to 
want to visit University Museums along with their friends.


Tactic 2 — University Museums could hand out raffle tickets and ask for 
donations while doing so. The donations wouldn’t be required in order to 
receive a raffle ticket. If students are aware that they may be able to win a 
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$50 gift card or so, this could be an encouragement for them to want to 
attend the exhibits. Depending on the amount of raffle tickets sold, 
University Museums could potentially benefit from it, allowing them to 
bring in more expensive exhibits.


Tactic 3 — Each museum could offer a different, small, piece of 
merchandise (buttons, bracelets, stickers) that students can collect by 
going to certain museums. 


Strategy B: Promoting more active participation of students on university 
museum, place an emphasis on the fact that the exhibits and events offered are 
free of charge to Iowa State students. 


Tactic 1 — Attend Iowa State’s “Welcome-Fest” or “Club Fest” at the 
beginning of each semester. These could serve as an opportunity that not 
only promotes the University Museums name, but also promotes what the 
missions and goals are of the organization.


Tactic 2 — Send a University Museums representative to classes and 
lectures to both spread the word of visiting exhibits and events coming to 
the museums but also to share that they are free for students to visit. The 
interpersonal approach will hopefully appeal to the interests and 
sensibilities of the students. It would also be useful to contextualize the 
exhibits, so basically explain where they have visited before and how 
much the museums might have charged to see these exhibits. University 
Museums would then be able to turn this around and emphasize the fact 
that “while others paid X amount for you to see this exhibit, it is now free 
for all Iowa State students to stop in and see” This would be an effective 
tactic to explain that students are out nothing by stopping in to 
experience the artwork so they really have everything to gain.


Objective 4: is to have an effect on relationships, specifically, to promote a long-term 
relationship between ISU students and campus organizations within the next year. 
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Strategy A: Partner with campus organizations that have relevance to the 
mission of UM and would be interested in forming a relationship.


Tactic 1 — Set up a competition, rewarding the club that most actively 
participated in UM events with gift card, or supporting with extra GSB 
funding. Students would be able to purchase a raffle ticket or simply have 
their name entered in just for visiting the museum.


Tactic 2 — Partner with ISU clubs deeply related to the art, for example, 
design professional club, music club, dance club, and throw a 
collaboration with the club and set up a fun event not only limited to the 
works of University Museum however, a dance performance, or a little 
music concert to build a closer relationship with students involved and 
invite more public


Strategy B: Work with students in relevant majors and colleges to foster a 
relationship through their time here at ISU and get them involved with projects 
throughout their Iowa State experience. . 


Tactic 1 — Working with Department of Design and give extra credits for 
visiting or promoting a project related to the exhibition in UM, or making it 
mandatory to attend the exhibition and write reflection it could be either 
mandatory visiting or extra credits offered to force students to attend 
exhibition


Tactic 2 — Work with the College of Liberal Arts and give extra credit for 
visiting University Museums. Also, have an assignment that requires the 
student to visit University Museums and write about their experience. The 
students could also receive extra credit through writing about the 
background of the artists and how their art made them feel. 


Objective 5: To have an effect on public opinion by establishing University Museums 
as an exciting and educational opportunity for students on campus, and to increase 
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the number of students who hold a favorable opinion of University Museum by 25 
percent within the next year.


Strategy A: Rebranding public opinion so the University Museums can be 
perceived as more of an educational opportunity rather than a museum that 
serves no purpose to the student.


Tactic 1— Bring in exhibits that are relevant to student studies, and are 
engaging to the typical college student and their interests, rather than 
focusing on traditional art varieties.


Tactic 2 — Relate current exhibits into design students classes. 
Attempting to teach students through the artists’ work may encourage 
students to want to visit University Museums so they are able to connect 
what they are learning in class back to University Museums.


Strategy B: Recognition of University Museums’ name. The public doesn’t 
necessarily have to visit University Museums, but they should be aware of what 
and where the museums are, and that they are a fantastic (and free) resource for 
students here on campus.


Tactic 1 — For every time there is a new artist, University Museums can 
reach out to the ISU Daily for a story opportunity. This story could bring 
awareness to students about the artist and about University Museums


Tactic 2 — Put printed ads around campus, whether it is posters in 
buildings or ads on CyRide busses. There is a serious lack of physical 
advertisement published by the museums, and if they were to allocate 
just a small amount of money to put posters up around the campus so 
that students everywhere would be able to discover the University 
Museums message. 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APPENDICES


APPENDIX A — BREAK-DOWN OF WALK-INS AT BRUNNIER ART MUSEUM (MONTHLY AVERAGE)


APPENDIX B — BREAK-DOWN OF WALK-INS AT CHRISTIAN PETERSONS ART MUSEUM 

(MONTHLY AVERAGE) 
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APPENDIX C — BREAK-DOWN OF WALK-INS AT FARM HOUSE MUSEUM (MONTHLY AVERAGE) 

APPENDIX D — ATTENDANCE AT THE BRUNNIER ART MUSEUM (2014 FISCAL YEAR) 
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APPENDIX E — ATTENDANCE AT THE CHRISTIAN PETERSON ART MUSEUM (2014 FISCAL YEAR) 

APPENDIX F — ATTENDANCE AT THE FARM HOUSE MUSEUM (2014 FISCAL YEAR) 

#  
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APPENDIX G — BREAK-DOWN OF IOWA STATE UNIVERSITY TOTAL ENROLLMENT (2014) 

) 


APPENDIX H — IOWA STATE UNIVERSITY ENROLLED STUDENTS GENDER BREAK-DOWN (2014) 
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APPENDIX I — SURVEY QUESTIONS 

1. What is your gender? 

a. Male

b. Female

c. Do not wish to specify


2. What is your class?

a. Freshman

b. Sophomore

c. Junior

d. Senior

e. Graduate 


3. What is your area of major at ISU?

a. Liberal Arts & Sciences

b. Agriculture & Life Sciences

c. Human Sciences

d. Engineering

e. Design

f. Business

g. Veterinary Medicine


4. How often have you heard about University Museums through any of these 
mediums? (Very Often, Often, Not Very Often, Never)


a. Social Media 

b. Printed ads

c. Television

d. Radio

e. Email Newsletter

f. Representative of University Museums


5. For what reasons have you visited University Museums? Please check all that 
apply.


a. Class assignment

b. Exhibit that interested you

c. ISU/University Museums sponsored event

d. General curiosity

e. Never visited any University Museum

f. Other (please specify) 
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6. Rank the type of art your would most interest you. (1 being the type of art that 
most interest you, 5 being the least)


a. Sculptures

b. Paintings

c. Historical Pieces

d. Modern Art

e. Other (please specify)


7. Please specify what type of art you would like to see at University Museums that 
wasn’t listed above.


8. Please specify how much you agree with the following statements.

a. I enjoyed my visit to University Museums.

b. I would visit University Museums again.

c. I would recommend visiting University Museums to a friend. 


9. Please specify how much you use certain types of media in a single day. (Less 
than 1 hour, 1-3 hours, 3-5 hours, 5-7 hours, more than 7 hours)


a. Watching TV

b. Playing video games

c. Browsing the Internet on a laptop/PC

d. Browsing the Internet on a smartphone

e. Using apps or games on a phone

f. Reading news articles from print or online publications


10.  Please specify how often you use each type of social media, if any. (1-2 times 
per day, 3-4 times per day, 5-6 times per day, 7-8 times per day, 9-10 times per 
day, More than 10 times per day, N/A)


a. Facebook

b. Twitter

c. Instagram

d. Tumblr

e. Snapchat

f. MySpace

g. LinkedIn

h. Pinterest

i. Google + 
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APPENDIX J —  DEMOGRAPHIC OF SURVEY RESPONDENTS (GENDER) 

APPENDIX K —  DEMOGRAPHIC OF SURVEY RESPONDENTS (CLASS)




APPENDIX L —  DEMOGRAPHIC OF SURVEY RESPONDENTS (COLLEGE MAJOR) 
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APPENDIX M —  DEMOGRAPHIC OF SURVEY RESPONDENTS (RESPONSE RATES BY COLLEGE MAJOR) 


APPENDIX N —  AWARENESS OF SURVEY RESPONDENTS (MEDIUM) 


) 


Total responses Subjects asked Response rate

Liberal Arts & Sciences 12 250 4.8%

Agriculture & Life Sciences 38 250 15.2%

Human Sciences 10 250 4%

Engineering 10 250 4%

Design 2 250 0.8%

Business 8 250 3.2%

Veterinary Medicine 0 250 0%
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APPENDIX O —  AWARENESS OF SURVEY RESPONDENTS (REASON FOR VISITATION) 


) 


APPENDIX P — ATTITUDES OF SURVEY RESPONDENTS (ART INTERESTS) 


) 
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APPENDIX Q — ATTITUDES OF SURVEY RESPONDENTS (LEVEL OF ENJOYMENT POST-VISIT)


) 


APPENDIX R — BEHAVIOR OF SURVEY RESPONDENTS (CHANCE OF FUTURE VISITATION) 

) 
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APPENDIX S — BEHAVIOR OF SURVEY RESPONDENTS (CHANCE OF RECOMMENDATION)


)  

APPENDIX T — MEDIA USAGE OF SURVEY RESPONDENTS (MEDIUMS OF MEDIA USAGE)


) 
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APPENDIX U — MEDIA USAGE OF SURVEY RESPONDENTS (SOCIAL MEDIA USAGE)


) 
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