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PREFACE

Working in a public library requires staff and administrators to be attuned to the many types and needs of current and potential library patrons. Just when you think the library has an understanding of the service and program needs of one population, another special population or subgroup of patrons need or want specific services or programs. From children with special needs, to patrons whose native language is not English, to seniors in the community, the library is often considered the one place where all are welcome, and, for the most part, can find information and programs to suit personal needs and interests. Given the inherent educational value of the public library, one might expect to find services or programs geared toward patrons with higher education aspirations.

Librarians and other library staff members work with patrons throughout their life cycles. We see children on their first day of kindergarten, and again when they enter middle and high school. Over time we get to know our patrons’ personal histories as well as their reading preferences. The reference desk is not just a place to learn about the latest bestseller; it is where patrons share what is happening in their lives. We are privy to their life events and their goals, which may include pursuing a college degree or other postsecondary training. Library staff can be trained about available resources so that they are able to have informed conversations with patrons interested in exploring higher education—not as advisors, but as reference professionals qualified to make educated recommendations.

My review of public library websites revealed that not only do many libraries not have college-related information and links on their websites, few have specific programs for college-bound patrons of any age. This, of course, is only one state; many libraries—large, medium, and small; and suburban, urban, and rural, do a good job of serving college-bound patrons, particularly those of traditional college-going age. Successfully Serving the College Bound recognizes that librarians and other library staff members have different levels of expertise related to college planning, and patrons have different levels of needs. For libraries interested in starting or improving services and programs for college-bound patrons, this book provides tips and information from librarians who have planned both large and small programs to connect with their college-bound community.

For nearly ten years, I have helped students of all ages navigate the maze of college admissions. Some are adults who are interested in graduate study but lack undergraduate degrees, and are unaware of the steps they are expected to follow to pursue graduate-level education. They have the necessary interest, will, and support, but lack information. Others are like the parents who contact a college’s admissions office in April to find out how to enroll their son, who is about to graduate from high school, for the upcoming fall semester. He has worked hard on his studies and earned good grades but has not yet applied for admission. The parents have no idea that he should have applied for admission the previous fall. The deadline for admission to the freshman class has passed, the entering class has been admitted, and students have already accepted places in the freshman class. In this case, although the teen has grades and test scores that meet admissions requirements, he did not have enough information about the admissions process to secure a place. The family now has to work on plan B.

Changes in the economy call for changes in our patrons’ skill sets and knowledge bases. Today’s college-bound community includes students of all ages and backgrounds who are interested in different educational experiences that range from a traditional campus, to flexible online or evening and weekend programs, to vocational and career-focused programs. Some patrons are returning to college after taking several years off because of professional, financial, and family obligations. Others are first-generation students with little or no access to college advisors. Still others, like students with disabilities or military-service members, have special needs and require assistance to navigate the college-planning process. In my experience, many students do not know how to select and apply to college—what questions to ask, what accreditations to look for in a college, or what financial aid and scholarship opportunities exist. Some prospective students do not know that all colleges and universities are not the same—there are public, private, and for-profit institutions, some of which are research universities and others liberal arts colleges, each offering different majors and extracurricular activities.

Successfully Serving the College Bound was written because college-bound members of our community need our help, and public libraries are equipped to provide access to resources and programs that will help patrons get on the right track to obtain a college degree or other post-secondary training. This book includes worksheets to help you begin taking inventory of your library’s programs, resources, and your staff’s skills and interests; presents programming ideas for a different types of college-bound patrons; and reviews online college-planning resources. I hope Successfully Serving the College Bound helps you to research your college-bound community, brainstorm community partners, and create programs to support the educational pursuits of your patrons.
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WHO ARE OUR COLLEGE-BOUND PATRONS?

A quote from an article in the Chronicle of Higher Education, a leading publication that reports on higher education news and trends, supports the public library’s case for serving college-bound patrons. In the article, Mary Willingham, a researcher and whistle-blower at the University of North Carolina at Chapel Hill, states, “People who can afford it give their kids tutors, enrichment, and after-school SAT prep. I saw the gap between students.”1 This statement refers to a recent scandal involving the reading levels of college athletes with whom Willingham worked as a reading specialist. Willingham is under fire for making public the less than college-ready reading skills of some athletes at the elite institution, which set off a storm of controversy and debate about the academic preparedness of college athletes, the university’s commitment to supporting the academic interests of athletes, and the general plight of some inner city and racially and ethnically diverse college-bound students. Beyond the politics of college athletics, Willingham’s statement points to an overall problem of inequality between the haves and have-nots in regard to readiness for college and access to college preparatory programs.

Some families are able to spend upwards of thousands of dollars on college aptitude test preparation courses, essay-writing consultants, and all manner of other application-enhancing services and activities to help their college-bound offspring gain admission to the top (and even not-so-top) colleges and universities. Those families who are unaware of such services and programs, or who cannot participate in them due to limited finances or other obligations, are left to fend for themselves with little or no information about how the college admission process even works. My intention is not to malign those fortunate patrons who are familiar with these resources, but to make clear that, as Willingham suggests, there are gaps, not only in literacy but in other areas related to college preparedness—entrance exam preparation, financial planning, writing and research skills, and more. Libraries can fill some of the gaps by offering programming for college-bound patrons.

In Phoenix, Arizona; Philadelphia, Pennsylvania; Calcasieu Parish, Louisiana; and New Brunswick, New Jersey, public libraries already offer services and programming to help future college students get on track to pursue a college degree or other post-secondary training. In keeping with the public library’s historic mission to foster the educational, economic, cultural, and philanthropic growth of their patrons, these libraries and others like them are stepping up to support the educational interests and pursuits of their communities.

TODAY’S COLLEGE STUDENT

When you think about the college-bound patron, who comes to mind? Is it the teen who serves on your young adult services advisory board? Is it the home-schooled patron who frequently asks for help on projects? Is it the single mother or middle-aged gentleman who picks up books on hold after a long day at work? Although you may not recognize them, college-bound patrons, including both typical traditional high-school seniors and nontraditional adult learners, are all around you. As you begin to think specifically about how to serve college-bound members of your community, you will need to think broadly about today’s diverse college students.

Enrollment data is a reliable source for information on college students. The federal Department of Education collects data that paint a picture of students currently enrolled in college by age, ethnicity, gender, institution type, and other variables. Changes in enrollment patterns, as presented by this data, will inform your library’s decision to increase or make changes to existing services and programs for college-bound patrons. The data will tell you whether more traditional-age youth are attending college directly after high school, if there is a trend of attending two-year institutions before transferring to four-year institutions, or if there is a growing population of nontraditional students in your community. Because “enrollment is a key indicator of the scope of and access to educational opportunities,” this information will help you make the case for those program and service enhancements in your library that will better serve your community.2

According to the National Center for Education Statistics, the immediate college enrollment rate for high-school graduates increased from 60 percent in 1990 to 66 percent in 2012. Of these students, 37 percent were enrolled in four-year institutions and 29 percent were enrolled in two-year colleges. The majority of full-time students enrolled at public and private nonprofit four-year institutions were traditional students under the age of twenty-five.3 Although the rate of enrollment among male students barely increased (from 58 to 61 percent), the rate of female students increased from 62 to 71 percent over the same time period. Recent enrollment patterns have shifted such that more females than males are enrolling in college, and this pattern of females outpacing males is projected to continue through 2020 for both full-time and part-time students at traditional two- and four-year institutions.4

With regard to enrollment immediately following high school by racial/ethnic group, rates have increased for White, Black, and Hispanic students, with rates for students of Asian descent higher than any other group. Among all undergraduate students, White students attend two- or four-year public and private institutions at a higher rate than other racial or ethnic groups. Black and Hispanic students attend four-year for-profit institutions at higher percentages than four-year public and private nonprofit institutions.5

Unfortunately, for students from families whose incomes are in the bottom 20 percent of all family incomes, in 2012 the college enrollment rate for newly graduated students was 29 percentage points lower than for students from high-income families (52 percent compared to 81 percent). Students from middle-income families attended at a rate 16 percentage points lower than the rate of students from high-income families.6 The low-income families for whom enrollment rates are lower are will benefit from related programs and services offered by the library. Families with higher incomes are more likely to avail themselves of expensive college preparatory services and programs.

Over 500,000 students attended non-degree granting institutions that offered career and technical programs in fall 2011.7 All college-bound members of your community may not be headed for traditional four-year, or even two-year, degree programs. They may plan to enroll in local career and technical colleges or programs within the community college system that offer training in specific trades that can be immediately applied in the workplace. These students will need support to select reputable institutions and training programs that match their interests and skill levels, and that correlate to job prospects and employment trends in the local community. Serving this population may involve partnering with local career-development organizations and professionals to offer programs on career selection and preparation.

Enrollment in non-degree granting institutions specializing in career and technical education and in for-profit institutions experienced a considerable upswing (from 0.4 to 1.7 million students between 2000 and 2010).8 This is consistent with data on colleges and universities with the highest enrollments, which show that the for-profit University of Phoenix’s Online Campus had the highest college enrollment of any institution in fall 2011, with 307,871 students enrolled.9

Because today’s college students have more options in choosing program structures and institutions, the library will need to offer programs to fit the different needs of the college-bound community. Some students will need to enroll in the flexible evening and weekend educational opportunities offered by private for-profit institutions, whereas others will be able to enroll at local public institutions that offer more traditional structured programs. Depending on the employment opportunities and trends in your community, some college-bound patrons will need information on career and technical programs offered at community colleges or private non-degree granting institutions.

Nontraditional Students

Though there is no precise definition of nontraditional student, this group is often defined by enrollment status (part-time) and age (over the age of twenty-four).10 A study by the National Center for Education Statistics presented a set of defining characteristics that can be used to distinguish members of this group. The nontraditional student


▪ delays enrollment (i.e., does not enter postsecondary education in the same calendar year that he or she finished high school)

▪ attends part-time for at least part of the academic year

▪ works full-time (35 hours or more per week) while enrolled

▪ is considered financially independent for purposes of determining eligibility for financial aid

▪ has dependents other than a spouse (usually children, but sometimes others);

▪ is a single parent (either unmarried or married but separated)

▪ does not have a high-school diploma (i.e., obtained a GED or other high-school completion certificate or did not finish high school)11



Does this sound like the community served by your library? In academic year 1999–2000, 73 percent of undergraduates had one or more of the above characteristics, specifically financial independence and part-time enrollment status.12 As discussed, in recent years the online campus of the University of Phoenix had the highest enrollment of all post-secondary institutions, and it is likely that many of their students are nontraditional learners taking advantage of flexible academic programs that best fit the lifestyles of students juggling the above-mentioned characteristics.

Numerous barriers to education exist for nontraditional students because of the circumstances listed above. Adult and nontraditional students often enter higher education with different backgrounds than do traditional students, and have different needs and motives for obtaining a degree. These students “have a difficult time with the traditional format and structure [of colleges and universities]—length of semesters, parking on the campus, getting to a traditional campus with a traditional schedule from their place of work.”13 Add the “general confusion about how to navigate the system” to the scheduling complexity and other negotiations a nontraditional student must make, and you have college-bound patrons who need a soft place to land. The public library, which is already known for providing quality services that advance the information and education needs of the community, is one such place.14

Nontraditional students preparing to enter or return to college will benefit from some of the same library programs and services as traditional students, but if offered separately these students can interact with others with similar life experiences. Data show that enrollment for students aged twenty-five and over is steady, and research tells us about their specific needs and challenges. Libraries can take a lead role in serving this population of college-bound patrons solely or jointly with partner organizations.

Students with Disabilities

The Individuals with Disabilities Education Act (IDEA) enacted in 1975 ensures the provision of free and appropriate public education for children with disabilities from age three through twenty-one.15 Nearly 95 percent of students ages six through twenty-one served under IDEA in 2011-2012 were enrolled in traditional schools.16 Additionally, students with disabilities covered by IDEA spent most of their school day in general classes rather than separate classes for students with special needs. (You may encounter some of the younger students with disabilities in your storytime programs specially designed for special populations.) Just as you might offer modified programs for children with disabilities, you will want to offer programs for them as they get older, become teenagers, and eventually join the college-bound community.

In academic year 2007–2008, 11 percent of undergraduates reported having one or more disabilities, including a specific learning, visual, speech, hearing, or mobility disability. Most students reporting a disability were White (65 percent), followed by Black (13 percent), Hispanic (13 percent), Asian/Pacific Islander (5 percent), and other ethnicities or races (4 percent). In terms of gender, females comprised 57 percent and males 43 percent. Students of all ages reported having a disability: 52 percent of disabled undergraduates were aged fifteen through twenty-three, 21 percent were twenty-four through twenty-nine, and 27 percent were thirty or older.17 Many students are too old to be served under IDEA, which means the library has a specific group of students who can benefit from programs that inform them of other suitable educational support programs.

College-bound students with disabilities may have different information needs than students without disabilities. They may be interested in campuses serving students with specific disabilities, what disability resources are available on campuses, and how to advocate for services and accommodations. They will definitely be interested in scholarship and financial aid opportunities specific to students with disabilities. You may decide to host programs tailored specifically to their needs, but open attendance to all patrons. Your community’s specific demographics and your own experience with patrons will provide the basis for your decision whether to offer such programming.

Military-Service Members and Veteran Students

According to the National Postsecondary Student Aid Study, in academic year 2007–2008 approximately 4 percent of undergraduate students were military-service members or veterans, and 38 percent of these students received GI Bill education benefits in the academic year. For the same year, 43 percent of military students attended public two-year institutions, followed by public four-year institutions (21 percent) and private, nonprofit four-year institutions (13 percent). These students were mostly male. They had more family obligations than nonmilitary students, which may be why location was a significant determining factor when choosing higher education institutions. Other common reasons for choosing a particular school were affordability and program of study. Military students also were drawn to distance education programs more than were their non-military peers.18 An institution that includes online courses and degree programs offers the sometimes mobile military student much more flexibility than traditional campus-based programs.

Enrollment rates for military students have likely increased because of troop withdrawals from foreign countries in recent years. A new group of military and veteran students are ready to enter or continue college using Post-9/11 GI Bill benefits. From the data discussed above we may assume that military students will benefit from library programs that address online educational opportunities, education benefits available through the US Department of Veterans Affairs, ways to balance school and family obligations, and affordable local higher education options.

First-Generation College Students

In 2007, the Higher Education Research Institute at the University of California, Los Angeles published “First in My Family,” a report on first-generation college students based on data collected by the Cooperative Institutional Research Program’s Freshman Survey from 1971 through 2005. According to the report, the proportion of first-generation students from all racial and ethnic groups experienced a steady decline. In 2005, the highest proportion of first-generation students was Hispanic, followed by Black, Asian or Asian-American, Native American, and White students.19 In addition to describing demographic characteristics of first-generation college students, this report offers important insight into the socioeconomic circumstances facing first-generation students. This information is useful to librarians and libraries seeking to offer or improve services and programs to this particular college-bound population, because it touches on such issues as parental encouragement, motivations for attending college, financial considerations, and pre-college academic preparation. These factors should be kept in mind when planning outreach or programs for first-generation college-bound students because they may impact ability to attend or afford programs, encouragement to participate, and overall interest in college-planning programs and services.

First-generation students reported that parental encouragement was a very important reason for going to college. These students also relied more on the advice of high-school counselors and relatives when selecting a college than did their non-first-generation peers, who were influenced by national rankings, the percentage of students who go on to attend graduate school after graduation, and the academic reputation of the institution. Non-first-generation students were also more familiar with the various factors to consider when selecting a college or university.

Other characteristics of these first-generation students included:


▪ A higher percentage worked 20 or more hours in their final year of high school, and over half of these students expected to work during college to pay for expenses.

▪ Financial factors were very important when choosing a college choice and continued to be so after enrollment.

▪ Students favored colleges within 50 miles of their homes.

▪ Students were less likely to live on campus during freshman year.20



First-generation students also were underprepared academically. There was a gap between first-generation students and their non-first-generation peers in the amount of time spent studying; average grades in high school; self-ratings of math, writing, and leadership ability; and academic self-confidence. Because this group of first-generation students knew less about the intricacies of college planning and the many factors influencing the choice of a particular college, it is not surprising that this group had lower educational aspirations than their non-first-generation peers.

At the time of this particular study, first-generation students stated that they needed support in many areas. These students did not learn about the college experience from stories told by parents and relatives, and had only vague ideas about what was required to be admitted to and successfully graduate from college. They were less likely to experience the socialization that comes from a fully integrated college experience because financial circumstances prevented them from living on campus, and required them to work rather than participate in campus life. These students may have entered college with less-refined study skills and may have needed remediation in the first year (if their self-assessments of their abilities were accurate.

This profile of the first-generation student experience is supported by a study from the Department of Education’s National Center for Education Statistics, which found that first-generation students had lower first-year grade point averages than their non-first-generation peers (2.5 compared to 2.8), earned fewer credits in their first year (18 compared to 25), entered college with an undeclared major (33 percent versus 13 percent), and took more remedial courses (55 percent compared to 27 percent).21

Not all first-generation students experience the challenges mentioned above. If data from the needs assessments you conduct finds that there are a large number of potential first-generation students in your community, you will need to do further research to ascertain their specific needs and challenges.

THE VALUE OF HIGHER EDUCATION

The value of higher education— specifically a college degree—is often defined by employment and salary statistics. It is projected that by 2020, 65 percent of jobs in the United States will require some form of education beyond a high-school diploma.22 This projection is supported by data from the recent “Great Recession” of December 2007 through January 2010, when 5.6 million jobs requiring only a high-school education or less were lost. In fact, since the end of the recession, job opportunities for individuals with a high-school education or less continue to decline. On the other hand, since the end of the recession employment opportunities for those with some college education or an associate’s degree grew by 1.6 million, and by 2 million for individuals with a bachelor’s degree.23 Although college graduates may be unemployed or underemployed, the employment outlook is much brighter for degree holders and individuals with some education beyond high school than for those with less education.

According to “Education Pays,” a College Board report on the value of higher education for individuals and society, the benefits of a college education extend into other areas of life beyond employment. Individuals with college educations


▪ are more likely to receive employer-sponsored health insurance and retirement benefits

▪ are more active in volunteer activities

▪ lead healthier lifestyles with lower rates of smoking and obesity

▪ report higher rates of job satisfaction compared to those with high-school diplomas or less24



As well, a college-educated citizenry is an asset to the overall well-being of a community in terms of employment opportunities, economic stability, public health, and community engagement. Obtaining a college education may seem like a solitary and personal activity, but the result has broad implications for society at large.

The library has a history—particularly a recent history—of providing supplemental support services to the community. The San Francisco Public Library has an outreach program for homeless library users, which is staffed by a full-time psychiatric social worker and peer counselors who were previously homeless. In New York, the Northern Onondaga Public Library lends not only books, but also provides patrons with garden plots for organic gardeners.25 The Detroit Public Library is doing its part to combat child hunger by providing lunches and after-school snacks through funding from the Chrysler Foundation.26

From providing aid in times of natural disasters to offering services and programs to special populations, the public library opens its door to those in our communities who are most in need. These services may seem to be outside the scope of a public library’s mission, but they help solidify the library’s role in the community. Offering services and programs designed for college-bound patrons supports a library’s plan to support the cultural and intellectual interests of its community. These efforts can have significant effects, because a college education has been shown to improve not only an individual’s circumstances, but those of the larger community.

Students of varying backgrounds will benefit from programs addressing their specific needs. The data presented on various subgroups of college-bound individuals gives librarians an idea of the needs of these groups, recent college enrollment patterns, and the type of data available to support planning decisions.

| NOTES |
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HANDLING OBJECTIONS

You may face objections to your plans to increase or start specific services and programs for college-bound members of your community even though it is supported by the data presented in chapter 1. National data supporting college enrollment trends may not be sufficient to generate support from your library’s administration and your colleagues. The national data show that the immediate college enrollment rate for high-school completers has increased over the years. But what does that mean for Louisville, Kentucky, or Oakland, California? You may need to present micro-level data on your own city, county, or state, and use other research and examples to bolster your case. The United States Census Bureau’s American FactFinder website (http://factfinder2.census.gov) provides city-level data that can be used along with county-level data to illustrate your community’s standing.1 Your state’s Department of Education should also have enrollment data and trend information (if only for traditional-age college-bound students).

Because you may also face other questions or objections, you will need to prepare for these conversations. Preparation, research, and the results of your needs assessment will demonstrate to administrators and colleagues that you invested considerable time and thought into your plans, and that you understand that it may take time to build a steady audience for this new programming. Starting out with only a few programs to help your college-bound patrons is better than nothing at all. This chapter addresses some questions or concerns you may encounter when implementing these programs.


OBJECTION #1

“Our patrons already know how to research and apply for college. We see them do it all the time.”

RESPONSE

It is true that you have many college-bound patrons who are proactive and informed, and know the ropes when it comes to higher education and college planning. The US Census Bureau may report that the college-going population includes people of all ages. However, because you may only see young adults, your programs may be geared toward traditional college-bound patrons. You can support your older students by adding programs to suit their needs (as revealed in needs-assessment interviews). As a librarian at an institution that must serve the information, cultural, and educational needs of the community, you support the regular activities of your current patrons. You also have a duty to anticipate the needs of your potential (and possibly less knowledgeable) patrons by highlighting programs they may not expect to find at the library. Those patrons need services and programs to help them reach their higher education and vocational goals. By introducing new programs and expanding existing ones, making them more visible through increased promotion, and publicizing them to a variety of patrons, you simultaneously serve your current patrons, and welcome those more infrequent users—particularly adult and nontraditional students—who may not be aware of all the library has to offer, or who may be reluctant to ask for help.




OBJECTION #2

“We are not college counselors.”

RESPONSE

You have experience adapting to changing patron needs. You have the skills, intelligence, and creativity necessary to get up to speed on a topic and provide patrons with information and resources to satisfy their needs. (For example, those of you who were not well-versed in the functions of e-readers and iPads several years ago now use them to conduct on-the-spot tutorials and similar programs for patrons.) Additionally, many of you have attended, or currently may be attending college, and can draw on that experience to assist patrons. Your goal is not to become college counselors or advisors, but to serve the various information needs of the college-bound community, just as you would for other groups.

As with any information services, we do not plan to advise patrons which specific courses of action to take, but rather to help them to find information about college planning. An analogy would be the role of libraries in helping patrons during the introduction of the Affordable Care Act (ACA). Though most of us are not health-care experts or medical librarians, when the ACA was introduced, the staffs of libraries across the United States helped patrons to access reputable, unbiased information about the Act and state-level marketplace exchanges, and to “respond to other questions of fact related to changes in coverage and care mandated by the Act.”2 This included setting up information pages on the library’s website with links to official information, resources, and forms. For example, the Montana State Library created a library learning portal with resources for library staff.3

Librarians do not need to become experts in higher education, but they should be able to share information about a range of print and online resources, general deadlines, and academic programs offered at local colleges and universities to meet basic and moderately specialized information needs.




OBJECTION #3

“Aren’t schools providing this information?”

RESPONSE

Some high schools provide comprehensive college counseling and preparation programs. Schools with high college-enrollment rates often have counseling staffs that spend more than 50 percent of their time on college counseling.4 Schools whose counselors devote significant amounts of time to the details of preparing and selecting colleges and applying for financial aid show an increase in the percentage of students who attend college. Some schools also have lower counselor-to-student ratios that allow for more interaction with the student body. In one study, the counselor-to-student ratio at private high schools was 1 to 106, compared to 1 to 299 for public high schools.5 However, low counselor-to-student ratios are not the reality in many school districts. Although the American School Counselor Association (ASCA) recommends a counselor-to-student ratio of 1 to 250, the average ratio for the entire United States was 1 to 471 during academic year 2010–2011. Average ratios may be lower in individual states. According to ASCA, California’s was 1 to 1,016 in the year studied.6

Although some college-bound students are indeed receiving services and programs from their schools, many others are not, due to limited funding, staffing and a focus on other pressing issues. Coupled with an unreasonable volume of students to counsel, counselors work with students on complicated day-to-day issues that compete with college planning: truancy and behavioral issues, violence in the home, homelessness, poverty, high-stakes testing, and learning disabilities. Counselors and students need all the supplemental support they can get to direct students toward a college education.




OBJECTION #4

“What about school libraries?”

RESPONSE

“Woodworking and foreign language teachers, library staff and social worker among 10 job cuts proposed to balance Rockland-area school budget.”7

“ICCSD teacher librarians facing fallout from cuts.”8

“Many L.A. Unified school libraries, lacking staff, are forced to shut.”9

These are recent headlines about the state of school libraries. Some school libraries are on the verge of extinction. As with school counselors, school librarians and staff may wish to provide programs and support for college-bound students, but their hands are already full. They are fighting a battle merely to survive, let alone support a variety of programs for college-bound students. Also keep in mind that your population of college-bound patrons is not limited to youth who may get services in school. Because your audience is broad, so should be your information services and programs. Though you might like to depend on others to provide college-planning services, because that is not the reality, the need is ever present.




OBJECTION #5

“Our library cannot afford to serve another special population.”

RESPONSE

Your library can’t afford not to serve potential college students. As discussed in chapter 1, a college degree not only increases employment chances but also an individual’s overall quality of life—health outcomes, civic involvement, and job satisfaction—which benefits the community at large. Keep in mind that these programs and services do not exist in a vacuum. To start or increase programs, the library will need to seek partnerships with other community agencies and funding from outside sources while working to increase their own funding.

The Phoenix Library’s College Depot was started with seed money from a grant that was used to hire a contract staff member and form an advisory committee. That contract fundraiser raised nearly $1 million. The goal was to raise enough funds to operate for a few years, prove the program’s worth, and then seek additional funds from the city and other supporters. The College Depot also has a thirteen-member advisory committee with members from the Arizona Department of Education, local colleges, the Phoenix Union High School District, and United Way.10

The Free Library of Philadelphia received financial support from the Christian R. and Mary F. Lindback Foundation and the Dolfinger-McMahon Foundation to offer comprehensive college-planning services.11 Both foundations are located in the library’s home state of Pennsylvania, but similar funding sources and partners may be available in your city and state.

The Great Lakes Higher Education Corporation is an example of such a partner. It funds projects that prepare more students to enroll and succeed in college-level courses. The goal of the 2014–2015 grant was to “help more high school juniors and seniors and adult learners avoid the need for developmental education.”12 Previous grant recipients proposed programs similar to those described in chapter 5: ACT workshops and tutoring, exposure to guest speakers, college tours, and other academic support. Unfortunately, libraries were not on the list of its recent recipients.

These seemingly “non-library” activities can be provided by libraries that have an interest in actively engaging college-bound patrons. The library is not expected to be the sole provider of college-planning resources in the community; there are other agencies and organizations that do similar work. Although it will not be the main program provider, the library can certainly collaborate with others who have similar interests and have received funding.

There is funding available for college-readiness programs. The funding source may not be library-related, and past funding recipients may not have been libraries. Still, the money is out there to serve college-bound patrons. Remember, there is no need to rush; you can add programs over time as you build your college-bound audience and increase funding sources.

With library cuts in school districts and yet more for already overworked school counselors, public libraries, which are information providers in the community can overcome these objections by training already skilled and knowledgeable staff and with the aid of local partners. Several examples to guide your efforts include:


▪ The Calcasieu Parish Public Library (Louisiana)

▪ The Chappaqua Library (New York)

▪ The College Depot at the Phoenix Public Library

▪ The Derry Public Library (New Hampshire)

▪ The Free Library of Philadelphia

▪ The New Brunswick Free Public Library (New Jersey)
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CONDUCTING A NEEDS ASSESSMENT

Mention needs assessment to the staff of many organizations and you likely will hear a collective groan. Needs assessments seem like daunting projects because they are complex and labor-intensive. Assessments can be conducted by outside consultants for substantial fees. Such assessments yield comprehensive results that can be used to support various library projects. However, if a library does not have funding or staff resources to undertake a full-scale needs assessment, library staff can conduct smaller-scale assessment projects by tailoring a model such as the one discussed in this chapter to suit more limited needs or a small population. Focusing on special populations such as college-bound patrons makes the needs assessment more manageable and thus more attractive to reluctant library staff. It also signals to the community that the library is considering the needs of special populations by making changes for one group at a time based on data and other feedback gathered from patrons, staff, and stakeholders. The library may need to justify the order in which special populations are assessed, and to explain that this has been determined according to the strategic plan or mission statement.

A needs assessment may be done as part of the library’s strategic planning. It may be done on a large scale to assess the needs of the overall library community, or as a smaller project to ascertain the needs of the community prior to undertaking a service or program change. Grant applications often require some assessment or survey of the community has occurred to support the need for the service or program for which funding is sought. For example, the Association for Library Service to Children/Candlewick Press Light the Way grant application requires applicants to address the needs of the population to be served by the grant funding.1 Applications for grants from the Institute of Museum and Library Service, particularly the project grants available through the National Leadership Grant for Libraries, require that a needs assessment or other activity be completed prior to application.2

Even if external funding is not sought, it is good practice to have some confirmation that the service you think is of interest and needed by the library community is indeed in demand. Consider it a test of your assumptions. In the process you may discover different services or programs of interest. You also may discover a potential partner to collaborate with on your intended service or program change. Although needs assessments are time consuming and at first glance somewhat scary, you can and will yield results that will help guide service and programming activities, which can serve as documented support of the library’s decisions about services and programs. Results may substantiate your intended plan, steer you in a different direction, or spark new ideas, or you may discover that your idea can work on a different scale.

When the library begins a needs-assessment project it must decide on the best—or most feasible—data-gathering method. Librarians are familiar with surveys because we routinely create short surveys to gather information on patrons’ reading habits and interests, use of electronic resources, and desired services. Other commonly used data-gathering methods are interviews, focus groups, and observation. You will likely use more than one method of data collection to capture responses, which ensures that you connect with as many patrons and non-patrons as possible.

Several books have been written on the topic of needs assessment in the library (for examples, see appendix A). In Selecting and Managing Electronic Resources, Vicki L. Gregory reminds us that a community needs assessment does not have to be a drawn-out, complicated activity. Gregory suggests the journalistic approach of considering the who, what, when, where, and how of your community.3

WHO


▪ Who are your current users?

▪ Are your current users likely to change in the next five or ten years?

▪ What are the projected demographics of your community, particularly as they relate to college-bound patrons?

▪ Who attends programs on college-related topics?

▪ Who comprises the college-going population in your community? Are they traditional students straight out of high school; adults interested in returning to college to complete degrees or change careers, military personnel or veterans, persons with disabilities, or seniors?



WHAT


▪ What materials related to college preparation are currently circulating at your library?

▪ What college-related programs generate interest and attendance?

▪ What feedback have you received about programs?

▪ What services, programs, and materials are most often requested by patrons?

▪ What is the college-preparation expertise of your users?

▪ What related services are available in your community?



WHEN


▪ When are materials most often circulated and in demand?

▪ When is the best time for programs? (Of course, this depends on the patrons, as described in the “Who” section above. Many adult students attend colleges and universities with rolling admission deadlines, which puts the demand for services, programs, and materials on different timelines than for traditional-age patrons.)

▪ When do most students submit admissions application materials?



WHERE


▪ Where is the best location for college-related material within your collection?

▪ Where are online resources displayed on the library website?

▪ Are materials pulled out for special display during application season and at other times to increase awareness of resources?

▪ Are all college-related materials pulled from the call number section and permanently displayed separately, calling attention to the collection? Particularly, for the “invisible” college-bound patrons—persons that you might not recognize as college-bound—pulling out materials from the general collection for display helps library staff identify patrons for potential programs and also alleviates some of the stress of going from section to section to find needed materials. The college admissions process is stressful enough without having to comb the stacks for materials.

▪ Where else can members of the college-bound community access resources and support?



HOW


▪ How will you get answers to the above questions and determine your patrons’ needs?



You likely have some of answers available through your integrated library system. Circulation statistics, hold requests, and interlibrary loan requests are often collected by libraries. Library staff often gathers basic information from patrons when registering them for programs and services. Also, feedback forms distributed after programs will be useful for determining the collection needs of the community. Library staff may conduct surveys or focus groups with current and potential users to gauge interest and need for new services, programs, and materials. Finally, data on future trends and plans for the community at large may be gathered from local community and business development centers, the local business newspaper, Chambers of Commerce, real estate development companies, Boards of Education, and similar organizations.

Even with all these resources, you will still need a plan for your needs-assessment project. According to Rosalind Farnam Dudden, the gap model of needs assessment is used most often.4 This model identifies the gap between the ideal situation and the real situation. For instance, the ideal situation may be to reserve five computers in the evening for patrons to complete college applications and federal financial aid forms. The real situation may be that the evening is such a busy time that you can only reserve two computers and impose time limits on users. The gap may be filled by adding computers, reserving computers at less busy times, or providing laptops that may be checked out for use in the library.

Whereas Gregory’s idea of a needs assessment is quick and to the point, Dudden outlines a twelve-step process for both large and small assessments that is suitable for assessing the needs of special populations like college-bound patrons. Let’s walk through Dudden’s twelve steps in the context of a needs assessment for services and programs to college-bound patrons.

Step 1—Define Your Purpose or Question

Explain why you are conducting a needs assessment. Specific questions will be crafted later in the process. For now, define your overall purpose for the needs assessment. For example,


The purpose of this needs assessment is to determine user and non-user needs and interest as related to college planning in order to make informed service and program decisions for this target population. This is in keeping with the library’s mission to support the education and information needs of the community.



Step 2—Gather Your Team

Your needs-assessment team members will include a variety of library personnel, with some taking lead roles in the project and others providing behind-the-scenes support or involvement in the action plan to implement changes based on the results of the needs assessment. For a project assessing the needs of college-bound patrons, include staff from young-adult, adult, and outreach services; marketing; information technology; and, of course, the appropriate managers.

Young-adult and adult services staff can help identify interview and focus group participants based on their patron interactions, moderate focus groups, administer surveys and interviews, and join marketing staff to develop instruments. In addition to instrument design, marketing staff will help spread the word about your needs-assessment project, and publicize the results of the needs assessment and the programs created. Information-technology staff can assist with hosting online surveys on the library’s website. Staff in outreach services can help you identify local partners to promote your needs-assessment activities and provide access to participants.

A member of the finance department may be included as a secondary member of the team, or at least kept abreast of any financial implications of the design or execution of the needs assessment. Depending on the complexity of the project and structure of your library, a manager should be involved when the process requires support and approval at a higher level. A manager also may be the most suitable person ask external stakeholders to help access those college-bound participants who are beyond the library’s reach.

Step 3—Identify Stakeholders

Internal and external stakeholders are those with a vested interest in the project and will be impacted by the results of the needs assessment. Internal stakeholders mirror those on your project team—young-adult and adult services staff; outreach coordinators; marketing and information technology staff; and administrators, particularly those with budgetary responsibilities. These staff will be responsible for implementing new programs and services that result from the needs assessment. Because you will need their buy-in, it is best to include as stakeholders any staff members who are not members of the project team.

Services and programs for college-bound patrons and the overall implications of a better-educated community will impact a range of external stakeholders, including community colleges and four-year institutions, economic-development organizations, and Friends of the Library groups. You may think of others who should be included, such as those discussed in chapter 6 on partnerships. As you think about stakeholders both within and outside the library, consider whether they will play an immediate role on the needs-assessment team. Will you need their assistance to move forward with the implementation of the action plan? Or will they remain “informational” partners who simply will need to be informed of the results of the needs assessment, but do not need to take active roles in the process or action plan? Some stakeholders may have more than one role in the process, leaving you to decide at what level to include them in the project. Table 3.1 provides an example of how to track your stakeholders.

[TABLE 3.1]

STAKEHOLDER TRACKING TABLE



	
STAKEHOLDER NAME


	
INTERNAL OR EXTERNAL


	
TEAM MEMBER ROLE


	
ACTION PLAN ROLE


	
INFORMATIONAL PARTNER





	
Local community college


	
External


	
X


	
X


	
X





	
Friends group


	
Internal


	
	
	
X






Other stakeholders can include members from an organization or agency that serves potential college-bound patrons, and perhaps a research professional with a demonstrated interest in higher education. This could even be a professor from your local college or university’s Education faculty, who might lend other skills to the team. The point is to have an inclusive and diverse project team and stakeholders group, where each member has some interaction with and knowledge of the needs of the college-bound community. You do not, however, want your team or group of stakeholders to be so large that it is ineffective or too cumbersome to manage.

It is wise to involve stakeholders in the process early on so as not to surprise them with changes that may impact their own work. When approaching potential team members or stakeholders, be prepared to explain why they are important to the success of the project, what you hope they will bring to the project, also the duties they will perform. These expectations can be negotiated, but it is helpful to have an initial plan for each member’s role, contribution to the project, and time commitment.

It is likely that some stakeholders or team members will have previously conducted needs assessments and are willing to share their experiences. Such contributions and consultations are helpful as long as they support your overall purpose for the needs assessment and what you hope to gain from the project. This is another reason why the purpose statement or question you defined in Step 1 is so important; it will be the home base to which you return to ensure the team is on track.

Step 4—Define the Questions

Now that you have defined your purpose, identified needs-assessment team members and stakeholders, and assigned responsibilities, you are ready to begin defining the specific study questions that will yield measurable data. You may have several questions that will help you determine the level and importance of college bound services and programs. Your overall question may be, “What is the need for a series of programs for patrons planning to enroll in college?” Identifying these needs will require more specific questions. Sample questions to further explore patron needs and interests include:


1. What type of services and programs are most requested by youth? By adult learners?

2. What online resources are requested by youth and adult learners?

3. What books are requested and in what format by each group?

4. What is the current use of college-related materials? Services? Programs?

5. Will patrons use new services and programs?



Each question may require a different data-collection method to capture useful information. Questions 1 through 4 may be addressed by observing current patrons for a specific time period, for example, during college application season (usually August through December). Through observation you can gauge patrons’ true use of resources versus the stated use they may give in response to a survey. Question 4 also can be answered by using circulation statistics, attendance logs from existing programs, and any logs library pages keep when shelving. Question 5 is opinion-oriented and can be satisfied by short surveys conducted via phone, email, on the library’s website, or included in an interview or focus group that will provide rich qualitative data.

Step 5—Determine Resources Available

What resources and costs in addition to library staff time are necessary for conducting the needs assessment? Vendor resources are available to provide circulation statistics. Survey expenses can include printing; in-house distribution; online dissemination, possibly using a vendor; information technology resources to host a short survey on the library website; an external focus-group facilitator (if not using library staff), prizes or other incentives for participation; telephone survey administrators; access to non-library user contact information; and, if data will be gathered off-site, transportation.

Before going further in the process, it is important to have a plan for funding any expenses related to the needs assessment. Decide early on whether you can afford your chosen data-gathering method, if you need to secure in-kind donations for parts of the project, or if you need to go through a formal process to request monies to continue with the needs assessment. It is better to know in advance the estimated expenses and get buy-in and approval before launching into a full-scale project. Some of your stakeholders may have resources to lend to your project or be aware of cost-cutting measures based on previous needs-assessment experience.

Step 6—Develop a Timeline

A detailed timeline will help team members and stakeholders to understand the time they are expected to commit to the needs assessment. Your timeline should be as detailed as possible. Include benchmarks for each step of the project. If you plan to collect data for four months during the college application period, outline activities and benchmarks for each month, listing the dates by which you will meet each goal. For example, if you plan to survey two hundred patrons in four months (averaging fifty patrons per month or twelve to thirteen patrons per week), plot this goal on the timeline. At the end of the first month, measure your progress. Are you on target? Are you above or below your goal? Do you need to adjust your survey activities to meet the goal? Perhaps you need to do more publicity, review the placement of the survey on the library’s website, or take other measures to help meet the goal. Also, build in time to review results along the way because you may meet benchmarks before your deadline.

Share the timeline with team members and stakeholders as appropriate to their roles, and revise as needed to accommodate the needs of the project and people involved. The timeline should start well before data collection begins, and should include the activities discussed in earlier steps, as well as follow-up activities like reporting the findings to stakeholders and the wider community.

Step 7—Define Your Customers

Your target population is college-bound members of your immediate community, including current and potential library users. However, you will likely receive responses from a range of community members, particularly if online surveys are posted on the library website. Screening questions can be used at the beginning of these surveys, and definitely should be employed when selecting interview and focus group participants. You are not likely to survey, interview, or observe everyone who is a member of your target population. To get a better grasp on your target population and to facilitate recruiting subjects from the desired population, it may help to define this group further.

In your community, those interested in attending college may be young adults entering college directly from high school, adults attending for the first time or returning to college after a long break, members of the military intending to use Post-9/11 GI Bill funds, and persons with disabilities. You can attempt to find participants from all of these subgroups by partnering with organizations that specifically serve the subgroup. You also can cast a wide net that goes beyond these subgroups to determine the college-related needs and interests of everyone in your community.

Work with your needs-assessment team to decide on the best initial course of action. You may decide to start small, by surveying one subgroup before branching out. Casting a wide data-gathering net has the advantage of possibly yielding unexpected data on the needs of college-bound patrons. Perhaps a new college-bound subgroup will emerge or you may learn that a subgroup you intended to serve is not interested in your services and programs.

Step 8—Gather Data from Identified Sources

You are now ready to decide on one or more data-collection methods. As mentioned earlier, surveys, interviews, observations, and focus groups are suitable methods for a library needs assessment. Surveys, interviews, observations, and focus groups will provide you with primary data. You may also collect data such as demographic information from secondary sources. We will look at each data-gathering method separately after a brief discussion about sampling.

Who Will Be in Your Study?

A full discussion on sampling is beyond the scope of this book. Dudden discusses sampling in more detail; you also can consult traditional research methods and statistics textbooks. You may have a stakeholder with a statistical background on whom you can call to help you determine a representative sample of your target population.

There are two main categories of sampling procedures: non-probability sampling and probability sampling.5 Non-probability sampling is easier because you survey or interview as many people as you can, which could include everyone who approaches the reference desk or the first ten people to register for a program on writing essays. If you employ this method, the sample may or may not be representative of your college-bound target population.

With probability sampling, you have a greater chance of sampling individuals who represent your target population. With this method, the target population is identified according to specific characteristics, and each member who meets the criteria has an equal chance of being selected. Simple random sampling requires you to have a list of all members of the target population, which is unlikely for a large population of known and unknown college-bound patrons. In stratified random sampling, the population is divided into subgroups and a random sample is taken from each subgroup. Although we can name different college-bound subgroups, gaining access to all members of each subgroup will be challenging. You may be able to gain access to a majority of college-bound students at the local high school, but it will be difficult to gain access to all adult learners in the community who plan to return to college. Probability sampling can be used for smaller needs-assessment projects with more clearly defined and accessible target populations. It is suitable if you limit responses to registered library-card holders or from community organizations or agencies serving the type of college-bound patrons you wish to reach. For the current needs assessment, non-probability sampling may be the best sampling procedure, unless mixed methods are used for each subgroup of the population.

Observation

Gather data on patron use patterns from circulation and reference information. Data that has already been collected on the use of particular college resources, or attendance logs for related programs and services, may provide insight on the needs and interests of this community. In this way you are observing the natural activities of the target population in real time or in the recent past, and avoid participant bias if participants adjust their behavior to fit the perceived expectations of the observer.

Another source for observational data are your frontline reference and circulation staff members who interact with the same patrons on a regular basis. A survey of library staff provides supplemental information based on their experiences with patrons. They may have insight into patron needs based on observation and conversation. Library staff members are the ones from whom patrons request materials—in-person, online, or on the phone—and to whom patrons complain about lack of services, programs, or resources. These frontline staff can tell you what frequently requested resources are missing from the library’s collection, whether they are products, services, or programs.

Surveys

Most librarians are familiar with patron surveys and questionnaires, which are often seen as a quick and dirty way to gather information from patrons. At the checkout counter or reference desk, librarians survey patrons about programming and service ideas; reading habits, including preferred formats; and interest in a new technology the library is considering. Responses may be collected on full or half sheets of paper kept in a box at the reference desk. Larger libraries or those with staff members with technical skills may utilize online survey tools that allow the library to share a survey link with the intended survey sample; the tool collects and organizes data so it can be analyzed easily. Many online survey tools offer free accounts that accommodate a limited number of survey questions and respondents; you can upgrade to a paid account if the assessment requires more questions or a larger sample.

No matter the sample size or tool used, survey development should not be taken lightly. Consideration must be given to the design of the instrument, question type, instructions to respondents, and length of time allowed for data collection. The instrument should be tested on a subset of the intended population. It may be useful to have a glossary of related terms to consult during the design stage. In addition to helping survey designers ensure terms are used consistently, it will be helpful for library staff members who may need to explain the survey questions or give instructions to patrons, as well as for the respondents, who are likely to have differing levels of understanding. One noted glossary of higher education terminology is available on the Federal Student Aid website, and another can be found on the website of the Integrated Postsecondary Education Data System (IPEDS).6

When designing the survey tool, consider the length of the survey, the need to analyze results, and the resources needed to do so. The number of questions asked depends on the information sought from the college-bound community. A shorter survey may be used to collect general information such as educational plans, interest in programs, and demographic data; a longer, in-depth survey may uncover patron needs and gaps in services that can help you understand how to move forward with your plans to increase or change services and programs.

You will spend a good deal of time developing questions—the type and complexity of constructing survey question is not to be underestimated. You will want to think about question type, your survey sample’s ability to respond appropriately, and the information you hope to glean from each question. Questions seeking patron and non-patron opinions should be open-ended to encourage honest responses. You will spend more time transcribing, coding, and making sense of open-ended responses, but you will have generated rich data to inform your efforts.

Closed-ended questions force respondents to make a choice, which is useful if the library has made assumptions that need to be validated by patrons’ opinions. Some questions are best presented in a closed-ended manner, for instance, if few viable options are available; however, neither the library nor survey design should limit patron responses, because the additional information will be helpful in learning about patrons’ true needs. For example, a question that asks patrons for preferred programming times, but because of limited staff resources and availability restricts responses to afternoon or evening, it will not capture the preferences of patrons who would prefer morning programs.

Closed-ended question types include multiple choice, forced choice, and ratings on Likert, nominal, and interval scales. Whichever question type is used, be sure to include clear instructions and, if necessary, an example of how to respond. (See appendix C for an example of questions for a survey of college-bound patrons.)

Survey designers also must pay attention to the wording of questions, avoiding:


▪ leading questions that give respondents an indication of the library’s opinion on the topic

▪ negative or positive wording

▪ charged questions, such as those that ask for information about a patron’s political or religious opinions



To keep questions on topic, pay close attention to the purpose of the survey and the information the library needs from patrons to help improve services and programs for college-bound patrons; this will help you avoid dubious questions.

Once the instrument has been designed, take time to draft clear instructions for respondents. Different question types will call for different instructions—whether to circle responses, use check marks, or fill in the bubble. Respondents should know when one or more choices are acceptable, or if there is an option to write in comments if a given choice does not fit the respondents’ needs. Completing the survey should not be a test in itself. Make the instructions easy to understand, answering as intuitive as possible, and provide a glossary of terms if it will help your respondents.

Pilot test your survey instrument at least twice with a diverse and representative sample of respondents. Use the first pilot test to gather feedback and test the reliability, readability, and flow of the questions. Then make revisions and test a second time, using any additional feedback to make final changes. Two pilot tests with a representative sample should provide sufficient feedback for you to move forward with the official survey.

Interviews

One-on-one interviews with the target population are another relatively straight-forward data-gathering method. As with surveys, an instrument must be designed that addresses the information the library hopes to gather from respondents about programs and services, existing or proposed. The instrument can have a mix of open- and closed-ended questions listed in a logical order. Present questions in groups by general topic area, for example, questions about educational plans, library and other resources used to make college-related decisions, or questions about desired services with examples of services feasible and aspirational to the library. The interview tool may be scripted with introductory statements for each section of questions. It also may include mapped questions such that a response to one question leads the interviewer to ask another question or skip a question altogether. Interviewers should receive training on the instrument or at the very least, spend time practicing the interview tool with staff members. Better still is conducting a small pilot to test comprehension of the interview tool with members from the target population.

Due to time constraints and staff resources, the library may interview fewer participants than are captured by the survey tool. Still, conducting in-person, one-on-one interviews are a great means of gathering qualitative data and feedback from the college-bound community, and may help build rapport between the community and library staff. Phone interviews are an option; however in-person interviews are preferred for this type of needs assessment as it is likely the interview will take at least 30 minutes depending on depth and breadth of questions. In-person interviews are also a good opportunity to bring non-patrons into the library. The interviewer can answer specific questions and even give a small tour of college-related and other materials as well as promote library programs and services so long as the participants does not feel as if they are held captive under the guise of an interview.

Participants may expect to receive some sort of remuneration for their time; this should be built into the project budget. Remuneration options include fee/fine amnesty for current patrons, a gift card in a small amount donated by a local business partner or one of the stakeholder, or even a light meal or snack provided during the interview. Because of the time and costs involved with design, training, and administration of the interview, this activity demonstrates the library’s commitment to assessing the needs and interests of the target population.

Focus Groups

Focus groups are a qualitative data collection method allowing you to gather more detailed opinions and suggestions on user needs and interests in a small group setting rather than through individual interviews. In focus groups, a moderator asks a series of prepared questions to a small group of carefully selected individuals. A person designated as the “recorder” is present to capture responses, documenting or recording the session using audiovisual equipment. Participants meet in a private room with moderator, recorder and any other necessary assistants to discuss topics introduced by the moderator. By using this format, you will often receive more detailed responses as participants interact with and learn from one another.

Focus groups take considerably more time and resources to conduct than surveys and interviews. A facility must be secured—a separate room in the library is sufficient—and participants must be selected and screened in advance to determine if they are suited to the research question and purpose of the needs assessment. A skilled moderator is essential. A natural candidate for moderator may emerge from your needs-assessment project team or stakeholders group; if not bringing in a professional to moderate can be expensive. The key is to use an objective individual who is engaging, insightful, and detail-oriented, and is an effective communicator who is adept at keeping groups on topic and helping participants to feel comfortable. Moderators should be mindful of group dynamics and comfortable diffusing conflicts that could arise from differences of opinion among participants. Carefully screening participants decreases the likelihood of clashes, although they are impossible to avoid altogether.

Like the other data-gathering methods discussed, you will need a cross-section of college-bound current and potential library users. For the comfort of participants, you may decide to host sessions for your different subgroups. Dividing your sample into individual groups also helps to collect in-depth data specific to each group, because hosting a catch-all group can require dissecting and attributing responses to the appropriate subgroup. You should be able to identify common themes among the different subgroups. For example, you may learn that both adult civilian and military students are interested in nontraditional evening and online degree programs and would attend a special event with college representatives if hosted by the library. You may learn that adult returning students are interested in existing programs for the college-bound, but are uncomfortable participating in the library’s current programs because teens are the majority audience. Conducting focus groups with a variety of college-bound subgroups will reveal different needs and interests, although there may be some overlap (e.g., the need for computers and assistance completing forms online).

The needs-assessment team generates a reasonable number of questions for the focus group based on the research question and overall purpose. Appendix C lists questions to use during focus groups (as well as for interviews and surveys). Focus groups often ask a few major questions with follow-ups that elicit more specific responses; seven to eight main questions (with any necessary follow-up questions) will usually suffice.

Conduct the focus group in the most convenient location for all individuals. Holding the focus group at the library is a way to bring college-bound community members into the library to become familiar with the library’s offerings. However, library staff may be more mobile than some patrons, so consider conducting focus groups off-site at a community organization or agency. This demonstrates that the library and its focus group are trusted by the partner organization—which has vetted it, if you will, by encouraging participants to attend. At the very least, local organizations and agencies can support the library’s participant-recruitment activities.

Focus groups begin with introductions of all participants, a statement about the purpose of the event, and an agreement on rules of conduct; any questions from participants about confidentiality are addressed. For a specific focus group on college-related matters, it is good practice to define terms so that everyone understands the discussion.

When all participants are comfortable and understand how the session will proceed, and any equipment and recording devices are in place, you are ready to begin the session. The recorder can serve as timekeeper to help the moderator move the session along and ensuring that all questions are addressed in the allotted time. Inform participants up front how much time is required; let them know if there will be breaks, particularly during long sessions where participants’ energy levels may drop.

After exhausting each question, the moderator or recorder can provide a summary before moving on, in addition to a giving final summary at the conclusion of the session. Participants can confirm or make final remarks before the session ends. Depending on how much time remains and the recorder’s note-taking method, a word cloud can be created to illustrate themes and shared with the group. Create a larger word cloud using keywords and remarks from other focus group sessions in the event you conduct multiple sessions with different patron groups.

The moderator prepares a final, detailed report with assistance from the recorder. The needs-assessment project team decides how best to communicate results of the focus groups, to whom, and when. Publicizing the results generates buzz about planned changes to the library’s college-related programs and services. The team also decides whether to make the report available at the reference area for public reading and whether to distribute key findings to those who participated.

In addition to collecting data through these primary means, you can gather data from secondary sources. such as local business publications, the Census Bureau (for demographic information), and government databases such as IPEDS (which houses data on higher education institutions). Additionally, consider accessing other needs assessments conducted by stakeholders and partner agencies if related to your work. You may discover that a partner has surveyed clients about their educational needs and interests, and their data may provide insights relevant to your target population of college-bound patrons.

Step 9—Analyze the Data

Data analysis should be carried out in accordance with each data-gathering technique. Key findings can be presented in a simple Need/Want/Have table (see table 3.2) that shows the stated needs and wants of those studied and indicates whether the program or service already exists at the library. If you find that participants request programs and services that already exist, this may signal that the library is not adequately communicating or promoting them.

Take time to analyze the data before planning changes, large or small, even if the data confirms your original assumptions and validates your plans for change. Presenting results to various team members and stakeholders may yield differing viewpoints and conclusions about what the data is telling you.

[TABLE 3.2]

NEED/WANT/HAVE TABLE



	
NEED


	
WANT


	
HAVE





	
Test preparation materials


	
Available online


	
Subscription to Learning Express Library with access to sample tests





	
College admissions information


	
Representatives to visit the library


	
No services currently






Step 10—Make a Decision and Plan of Action

Data analysis will lead you to decision and action plans. The needs-assessment team will decide on the most pressing actions to take, starting with the easiest activities, or perhaps the least-expensive action steps. Spend time charting your course before moving into action, and determine if you need assistance from stakeholders or secondary team members. During this step, you may need to bring back secondary team members whose work is impacted by the action plan or whose expertise is needed to proceed with the plan. Because you involved these staff members earlier in the process, subsequent changes should not come as a surprise.

Dudden suggests creating an impact and ease grid plotting the activities on a quadrant of:


▪ high impact/low ease

▪ high impact/high ease

▪ low impact/low ease

▪ low impact/high ease



The grid will help you visualize the plan of action, highlight where to start, and what will remain to do after implementation.7

Step 11—Report Findings to Administration and Evaluate the Process

Hopefully, you have been documenting your progress throughout the needs-assessment project. Maybe you have created a team blog or wiki, or are keeping records in some other electronic archival format. A formal record of feedback from team members will be helpful when considering future needs-assessment projects.

Reporting to administration and stakeholders completes the needs-assessment process. Decide whom you want to receive a report, the level of detail each person or group requires, and how best to communicate the study’s findings. Administration will likely want a full report, summary, and perhaps an abridged report. Library staff may only want those sections of the report pertaining to their areas of responsibility. Stakeholders also may appreciate an abridged report and summary. Time and resources permitting, each package will be tailored to the reader with a full report archived in library administration. Consider keeping a public report at the reference area.

The following sections are common to needs-assessment reports:


▪ Executive summary

▪ Introduction and purpose

▪ Results and key findings

▪ Recommendations

▪ Appendixes



Step 12—Repeat the Needs Assessment in the Future to See If the Gap is Smaller

Even a small-scale needs assessment focused on one target population allows you to begin building a culture of assessment at your library. Do not let your report and action plan sit on a shelf collecting dust. Revisit the report and action plan at regular intervals to assess the library’s progress. Conducting mini-assessments will help you assess gaps and identify new needs and interests in the college-bound community.

Needs assessments take place on large and small scales, and involve team members from library staff and sometimes stakeholders from the community. Dudden’s twelve-step plan is applicable for needs assessments of all sizes and provides an easy-to-follow format for even beginning researchers. Librarians often use surveys to learn about patron needs and interests, but sometimes more in-depth information is required, which calls for focus groups and interviews. Using both primary and secondary data not only provides breadth of information but also makes good use of library staff and other resources. A manageable, well-designed needs-assessment process encourages others to engage in their own projects before making changes to services and programs.
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DEVELOPING A COLLECTION

Because the central purpose of a library is to meet the information needs of the community, the process of developing collections is a major function for librarians. In the collection-development process, librarians assess the community’s needs, the extent of the current collection, and the library’s goals and mission to create a meaningful forward-looking collection of print and electronic information resources. Collection development is often based on the long-range goals and mission of the library. For example, if a library aspires to be a major provider of electronic resources, its collection will offer access to popular databases, e-books, and other electronic resources.

Most libraries have collection-development policies outlining the values and purpose of the library and the process by which items are added or removed from the collection. The policy serves as a guide for purchases by ensuring consistency in acquisitions, outlining special needs (current or future) within the collection, adhering to budgetary considerations, and compiling procedures for handling special cases. In this digital age, policies are likely to offer specific guidance on acquiring, retaining, and preserving electronic resources. This chapter will review the processes of selecting, evaluating, and organizing a collection for college-bound patrons.

SELECTING FOR THE COLLEGE-BOUND

Attending to the Needs of Your Community

Collections are built in response to user demand and changes in the community environment. Library collections should be well-rounded enough to satisfy the needs of the community as a whole, and should also have items to meet the needs of specific user groups. For example, the Hercules Public Library in California has a collection of materials in the Tagalog language because there are many Filipino families and individuals in the community. The collection includes books on the history of the Philippines and Filipino cookbooks. The selectors of this collection recognize the importance of including items that reflect the needs of a particular group of users. The same is true of California’s El Cerrito Public Library, which serves its Asian community with its selection of print, audio, and visual materials. These libraries are keenly aware of their local community, offering materials for a general audience as well as special population groups.

Librarians should also be aware of projected changes to the community and create collections with an eye to attracting new users. Understanding the projected changes and needs of the community is key to staying relevant to current and potential library users. A number of resources are available to aid in materials selection and help you to assess current and projected community needs. Chapter 3 discussed the community needs assessment as a tool for learning about your patron community and for eliciting feedback on your current services, programs, and collection. Using Gregory’s journalistic approach, I outlined questions to consider when assessing the needs of your community. Your answers to these questions will ultimately support your collection-development efforts and ensure that community needs inform your decisions as you evaluate and select materials.

Factors to Consider When Selecting for College-Bound Patrons

Your collection-development activities should be guided by the uniqueness of your community. Each library or branch, even within the same city or county, will be unique in its patrons served and their particular needs. One branch in a library system may be close to a military base, with patrons returning from active duty and ready to enter the higher education system. Another branch across town may have a patron community with high drop-out and low college-attendance rates. This community may need very basic programs and books relating the college experiences of people just like them. Each branch and library across the country will have different needs for different materials to supplement a selection of the standard materials used by most college-bound people.

There are three factors to consider when selecting materials for college-bound patrons:


1. characteristics of your college-bound patrons

2. types of learners

3. the market for college-preparatory materials and resources available



Characteristics of Your College-Bound Community

Perhaps the main factor to consider when selecting materials is the characteristics of your college-bound community. As previously stated, the needs of the patrons for whom you are building the collection are very important when selecting different types of materials. A library staff that is building a collection for college-bound patrons is encouraged to think broadly about college and university students to avoid falling into the trap of thinking only about high-school seniors.

Collection development for a group as broad as college-bound patrons can be challenging, particularly for larger institutions serving a wide range of patrons. A survey of your community conducted by the library or another organization such as a local community development group, will provide meaningful data to guide your collection development. There are many types of college-bound patrons in need of materials specific to their situations. Today’s college student may be the high-school student next door, the homeschooled student, the coworker in the next cubicle, the returning military-service member or veteran, the career changer, and the retiree. Note that many of these are what are called “nontraditional students” (as described in chapter 1). In reality, many students may differ from our traditional perception of college students, and our collections must reflect the new demographic. As much as possible, your collection should include resources for the many types of college-bound patrons defined by current data.

Because we do not always know about the personal lives of our patrons, we must think broadly about the nontraditional student, and keep library staff aware of the changing demographics of college students, which will help them to identify potential college-bound patrons. It is well worth the effort to identify the college-bound patrons within your community, particularly those nontraditional students who may not be as familiar with the college admissions, application, and financial aid processes as traditional-age students.

Types of Learners

The second factor to consider is the different types of learners in your community. Initially we may think only of print materials when selecting for college-bound patrons, perhaps because of all the test-preparation books available. However, we must be aware of online, audio, and video resources that may appeal to the different learning styles of patrons. Some learners may prefer non-print materials such as DVDs and audiobooks when studying for standardized tests. For math-test preparation, videos can be very useful in demonstrating solutions step by step and allowing users to replay sections—just look at the popularity of the Kahn Academy and other online instruction videos. Auditory learners may prefer resources in audiobook format to prepare for verbal- and vocabulary tests, much as some patrons prefer to listen to audiobooks to learn a foreign language.

Because we often think of books when we think of test-preparation materials, other formats are easily forgotten. The college-bound population also may be less vocal about their needs, relying on whatever is available on the shelf or via the library website. In trying to meet the needs of different members of the community, we must keep in mind that people may prefer to receive information in different formats; thus, we should have materials available to meet patrons’ different needs. Some types of materials may circulate less than others, but resources in a variety of formats will round out your collection and show patrons that the library aims to meet the needs of patrons with different learning styles.

Understanding the Market for College Preparatory Materials and Resources

The third factor is the importance of understanding of the college and test-preparation market and what resources are available for college-bound patrons. There are many book lists, particularly for teens, focused on books that will be beneficial reading for those on their way to college. When referring to “books for the college-bound,” the writers and list-makers usually mean certain books that a person headed for college and new intellectual challenges should read (such as the classics). Few book lists for the college-bound teen or adult include fiction that features characters dealing with the pressures of applying for college; making campus visits; being interviewed by staff, faculty, and alumni; preparing for tests; or dealing with financial aid woes and other related pressures. A quick online search for “college-bound book lists” returns links to web pages with essential reading lists of books in the categories of American and world literature, biography, science, drama, and poetry—all extremely useful subjects for a well-rounded college student-to-be. “Great literature provides [teens] with compelling reasons to think critically and will be a strong contributor in laying a foundation for their continuing education,” writes Holly Koelling, author of Classic Connections: Turning Teens on to Great Literature.1 Koelling believes that by reading literature “teens may also discover what they’d like to study in college to set the course of their adult lives.”2 There is no question of the importance that reading classics plays in the lives of young people, both personally and educationally. The Young Adult Library Services Association (YALSA) agrees, stating that its list of Outstanding Books for the College Bound “can be used both by students wishing to round out their reading before entering college and by those taking college entrance examinations such as the ACT and SAT.”3

Although there is a great deal of focus on resources that discuss the personal development and achievement needed to become the best possible applicant and college student, some patrons may want lighter reading about students like themselves who face similar challenges. For these college-bound patrons, there are a few entertaining and enlightening books that explore the bigger picture of high school, college, and a student’s place in the world. College bound fiction titles have stories and characters that offer opportunities for discussion in a book-club settings and informally among teens and their parents or caregivers. Although many of these books focus on the traditional teen who attends college directly after graduating from high school, as you get to know your college-bound community you will want to incorporate books that reflect the perspectives of your community members. The following books provide insights on the pressures faced by college-bound students: financial considerations; perspectives of admissions directors, advisors, and parents; and family background and obligations:


▪ The Taker, by J. M. Steele

▪ Crunch Time, by Mariah Fredericks

▪ Acceptance, by Susan Coll

▪ Fat Envelope Frenzy, by Joie Jager-Hyman



The challenge in building a collection for college-bound patrons does not come from a lack of books and resources. Books that focus on test preparation, scholarships and financial aid, and essay preparation, as well as those that outline one person’s personal journey through the college admissions process, fill the shelves of local bookstores and libraries. Test preparation companies like Kaplan Educational Centers and The Princeton Review update editions of test prep books almost yearly. There are also “official” test-preparation books published by The College Board, the company that creates and administers the Scholastic Aptitude Test (SAT). Buying a new edition every year for every test can be expensive. Be a smart and informed purchaser by keeping up with the changes in the college admissions and testing landscape, and let this information guide your decision to purchase new editions for any or all of the relevant tests.

The SAT has been causing anxiety in students and parents for many years. (The history of the SAT is quite fascinating as it relates to meritocracy, intelligence testing, and racial bias. For more on the history of the test see the Frontline special available on the PBS website.4) For the purposes of collection development and providing patrons with up-to-date, high-quality resources, it is important to know how new editions of test-preparation books relate to changes in the actual test.

The SAT test has not undergone many major changes in recent years. At the time this book was written, the last major changes had been made in 2005. The three major changes were: 1) the quantitative comparison and analysis questions were removed, 2) the test started to cover three years of high-school math content, and 3) a new writing section was introduced.5 Although all three of these changes occurred in a single year, several versions of test-preparation books and products have been published every year since. According to a search of Books in Print (www.booksinprint.com), between 2005 and 2013 over 200 books on the SAT alone were published, including parents’ guides, subject-tests books, “brainiac” books, test-preparation kits, and various vocabulary and grammar books. There were also multiple editions of books about the ACT test, which also was last revised in 2005, when it added an optional writing test.6 Keeping abreast of changes to these tests helps you be an informed purchaser of test-preparation products and a better steward of your oftentimes limited funds, because you can begin to question whether new editions are necessary. If not, funds can be used to better diversify the collection to suit a variety of patrons. It should be noted the companies that issue the ACT and SAT have both announced major revisions to each test coming in 2015 and 2016, respectively.7

Library staff and selectors must pay attention to changes in higher education, the testing industry, and admissions policies to better serve college-bound patrons, while also keeping an eye on the library’s coffers. You may feel pressured to purchase the latest editions of test-preparation manuals and related books because the year of publication appears prominently on the cover. Your patrons will think the library has outdated materials if you have the 2006 edition of a book but not the 2014 edition. An informed library staff member can explain to patrons that the need for new materials is based on changes to the actual tests.

SELECTION TOOLS

When developing a collection, you may be faced with the challenging task of selecting materials to add to an existing or new collection on a limited budget and with an increasing number of materials from which to choose. Items may be chosen based on format (print or electronic); genre, subject/discipline, or classification scheme; language; age group of users (children, young adult, adult); and source (primary or secondary).8 Selecting materials for special populations such as the college-bound requires knowledge of specific resources and selection tools, and experience developing collections for particular user groups or disciplines.

Publishers of test-preparation books and other materials for the college-bound include the testing-preparation companies like Kaplan Educational Center, student loan agencies, and individual consultants specializing in admissions. Because college planning is a multimillion dollar industry, there is no shortage of materials and services. If you have little or no experience in selecting for college-bound patrons you may be overwhelmed by the amount of material available on the subject and its many subcategories. It would be impossible to read every college-planning guidebook. Though traditional industry publications such as Library Journal, Publisher’s Weekly, and School Library Journal sometimes review books about college-planning and related subjects, a limited number of reviews of these materials are published in the professional literature of other disciplines.

How do you select materials with little college-planning experience? You need not be an expert in higher education or college admissions to make effective selection decisions.

In Fat Envelope Frenzy, Joie Jager-Hyman, a former admissions professional at Dartmouth, identifies four categories of college-admissions books that help classify the types of materials available and make selection decisions more manageable:


1. Encyclopedic guidebooks are familiar to most college applicants because they are already on the shelves of many school and public libraries. These books offer an overview of colleges and universities and facts about the campus communities and recent entering classes. Guidebooks are great for reference collections, with some copies available for circulation.

2. “Students’ perspectives” books offer readers insider information about a college from the real-life experiences of current or former students.

3. “How-to” books focus on the nuts and bolts of getting into college. Sometimes focused on gaining admission to elite private institutions, these books offer tips that may not be applicable to all students and all situations. Selectors are advised to review the author’s credentials when considering this category of books.

4. “Big-picture” books are more research-focused and provide readers with (sometimes disheartening) information on the true nature of college admissions. These books are less like “how-to” books and are more like journalistic exposés showing how college admissions sometimes favor more elite applicants.9



Because review resources for selecting materials for the college-bound are not as extensive as, for example, those that review children’s books, selectors are encouraged to cultivate a knowledge base of resources and advisors from within their local communities and the higher education community at-large. Collection development need not be an isolated activity. You can connect with professionals in the college admissions field through organizations such as National Association for College Admissions Counseling, electronic listservs, and LinkedIn, among other means. Inform potential stakeholders (using the list from your needs assessment) of your plans to build a collection for college-bound patrons. For a better response, be specific about the patron population you plan to serve, because some college and higher education professionals specialize in working with traditional-age students, whereas others may specialize in working adults, or military-service members and veterans. Appendix A lists organizations specializing in college admissions and related matters. These organizations may be consulted for collection suggestions (some have their own lists of recommended publications), and to gain more knowledge of the college-admissions process and the perspective of admissions officers and recruiters; hyperlinks to their websites can be added to the library’s website as an additional resource for patrons.

A well-rounded collection will include a selection of materials from Hyman’s four categories that pay careful attention to the needs of the community. Traditional-age students applying to college directly from high school will need books related to making the transition, books for selecting a college and applying for scholarships and financial aid, parents’ guides, and career guidance books. Re-entry and adult students may want books addressing their unique challenges: being a parent and student, managing finances, or attending college to change careers. Your community analysis will steer your overall collection development, and resources from related organizations will point you in the direction of materials to add to your collection that serve your target audience.

Appendix A lists major publishers of college-related materials, as well as additional resources that can be used to gather financial aid and scholarship information at the local, state, and regional levels. Most states have higher education and financial aid commissions that provide more detailed state-level information for college-bound students and parents. The library may also put resource guides published by these agencies at the reference desk or near the reference collections. Some guides are specific to different types of students; for example, the Kentucky Higher Education Assistance Authority issues publications and flyers specific to adults returning to college; financial aid for military members, spouses, and dependents; and general college survival guides.

EVALUATION

Two types of evaluations are used when creating a special collection of materials. Library staff may choose to evaluate the collection as a whole to guide selection efforts or assess materials for their fit within the collection based on standard book evaluation quality metrics.10 When evaluating the collection as a whole, you may also choose to conduct a user-centered and/or collection-centered method of evaluation.

User-centered evaluation relies on data from the library’s integrated library system (ILS), including circulation statistics sorted by call number or database use statistics. Data on user requests or suggestions can supplement these statistics to provide a better picture of user needs and interests.

Collection-centered evaluation involves a physical assessment of the collection, which requires pulling materials from the stacks. This helps you to review the subject matter, evaluate the collection’s breadth, and assess the condition of the collection to determine whether items are in good condition or in need of repair or replacement. Used in conjunction with the user-centered evaluation method, collection-centered evaluation gives you a fuller picture of the collection’s use, condition, balance, and areas in need of improvement, and whether the collection meets the current and projected needs of the college-bound community. This evaluation also serves to reacquaint library staff with the available resources, which may spark ideas on ways to update resources or promote the collection through programming. A simple checklist like that shown in table 4.1 can be used to gather data during a physical assessment of the collection.

[TABLE 4.1]

Checklist to Assess Physical Collection



	 
	
TYPE OF MATERIAL


	
YEAR PUBLISHED


	
CONDITION





	
Subject Area


	
Book


	
DVD


	
Audio


	
Reference


	
	
Keep


	
Repair


	
Replace





	
Test preparation


	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
Essay and Writing


	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
Military students


	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
Students with disabilities


	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
	 
	 
	 
	 
	 
	 
	 
	 



	
Adult Students
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You will want to choose books which satisfy standard quality criteria and meet user needs. As mentioned earlier, you need not be an expert in college-admissions planning to select quality materials to meet diverse needs; there are networks of experienced professionals and organizations to consult. Rely on your experience in developing collections and evaluating materials. The following basic selection principles apply:


▪ Relevance to current and anticipated community needs and potential user appeal—Does the material meet the needs of one or more groups of your target/projected audience?

▪ Critical reviews—Has the material received favorable reviews in library book review sources or from a related professional organization?

▪ Currency and accuracy of the information presented—Does the material cover a new version of admissions aptitude tests or changes in the college admissions and application process? Who is sponsoring or endorsing the material?

▪ Qualifications of the author—Does the author have relevant experience in the field? Is the author a member of related professional organizations?

▪ Cost—Is the cost of the material proportionate to the anticipated circulation of the item?

▪ Format—Are multiple formats available for different types of learners?

▪ Relationship to the current collection and related materials—Are new items duplicating what is already available in the collection? How does new material enhance or diversify the collection?

▪ Diversity—Are different materials available to address the needs of diverse patrons?11



Electronic resources have an additional set of considerations. Because of the high cost of these resources, you must be especially certain the item provides the information needed, in the format desired, with limited restrictions to access. Electronic resources also should fill any gaps in the print collection. Additional questions to consider when evaluating electronic resources are:


▪ What type of user support is available? Is additional training provided by the vendor?

▪ What type and breadth of information is provided (full text, abstract, annotation, graphics)?

▪ Is the interface user-friendly? Does the resource meet ADA-related usability standards?

▪ What are all the costs for the product (setup, storage, maintenance)?

▪ What are the licensing and access restrictions (unlimited and simultaneous or single user, IP secured or proxy server)?

▪ What are the hardware or software requirements?

▪ Can the library archive the resource locally or access purchased information after the license is cancelled?12



You can make informed collection-development decisions using these evaluation methods and criteria, the existing collection-development policy, and data on the information needs of intended users.

ORGANIZING YOUR COLLECTION

Finally, let’s consider how you will organize your collection of assorted college bound materials. Your collection will likely cover a variety of subject areas: admissions, test preparation, financial aid and scholarships, writing manuals, fiction, and books for special populations (adult, military, students with disabilities, athletes, or gifted students). Most school and public libraries shelve these materials according to Dewey Decimal number and media type, pulling out particular books during certain times of the year when students are likely to be applying for college admission. This is certainly one way of presenting the collection to your community.

Some libraries display related materials during and after events for their college-bound patrons. Rosy Henderson of New Jersey’s New Brunswick Public Library set up a special display of college materials after the library’s college fair, which increased circulation and interest in the collection.13 Another option is to create a permanent display of these materials in a well-trafficked location or where patrons frequently browse. For example, the Shawnee branch of the Louisville Free Public Library has a permanent display of materials in an area called “The College Shop,” which offers books and computer access for college-bound patrons of all ages. A permanent display of these materials serves to draw the attention of all patrons, encouraging use of the collection during on- and off-peak admissions season. Audio and visual materials—DVDs, videotapes, and CDs—may also be part of this permanent display. This arrangement also saves the patron’s time when seeking materials from the various categories of college bound subject areas.

Building or enhancing the library’s collection of materials for the college-bound should not be an arduous task. Prepared in accordance with the library’s collection-development policy, data on the community’s current and projected demographics and feedback from the community, a library can begin designing a collection to meet the needs of various college-bound patron groups. By periodically checking in with local higher education professionals, and reading industry resources such as The Chronicle of Higher Education and the website Inside Higher Ed, library staff can keep abreast of changes in the educational field in order to offer quality resources, programs, and services to the community.
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PROGRAMS FOR THE COLLEGE BOUND

In addition to providing patrons and community with information services, offering timely and relevant programs affords the library an opportunity to bring the community together based on common interests. Programs specific to the college-bound community, and particularly the various subgroups of college-bound patrons, is a great way to showcase the print and online resources available at the library, demonstrate the library’s support of education beyond K–12, and demonstrate the library’s willingness to partner with organizations and agencies that also serve the college-bound community.

This chapter presents a variety of programming ideas that may be implemented on small or large scales by one branch or an entire library system, demonstrating the many ways your library can support the educational interests of your community. For some of the programs described, you may require pre-registration and collect additional information from attendees in order to prepare; the more information you have on attendees, the better you can tailor your program to their specific needs and abilities. Suggested resources to have on hand during the program are described, as are potential partners.

Most of the programs require participation from several library staff members, including those responsible for outreach, youth and adult reference, the marketing team, and other interested staff members. Work together to create promotional materials such as announcements on your website and social media, an event description in your library print and electronic newsletters, and press releases to local media and other outlets where you regularly promote library events. Inform your local chambers of commerce and business groups, using the Partner Research Information worksheet in appendix D as a guide. After each program, take time to follow up with outside partners and consultants with a thank-you note and attendance statistics. You also may follow-up with attendees encouraging them to use available library resources to further explore college opportunities.

PROGRAM

Back-to-School Night for Nontraditional Students

Chances are you have many adults in your community who, for one reason or another, are considering attending college for the first time or are returning to college to earn a degree started long ago. Perhaps the changing economy is driving members of your community to consider alternative careers and industries, maybe obtaining a college degree is a bucket-list item, maybe your local government and economic development organization has a campaign encouraging residents to earn a degree, or maybe your adult patrons have college-bound children and want to be a role models by also enrolling in college; the reasons are as varied as your patrons. Although you likely have adult and nontraditional college-bound patrons in your midst, you may not know about their educational aspirations. Some adults are embarrassed because others assume that they already have a college degree because of their occupations or leadership roles in the community. Others may not expect a public library to offer college-related programs for their age group, and therefore do not ask you about such programs.

Back-to-School Night for Nontraditional Students is an event that promotes the various educational opportunities in your local community by showcasing public and private two- and four-year colleges in a small, comfortable college-fair format. Depending on the number of college representatives who attend, a 2- or 2½-hour time block in the evening should provide enough time. This event can be as simple as a “mini-fair” held in an open space with a table for each college represented to display materials and have conversations with attendees. Attendees and college representatives can interact freely with little assistance from library staff.

Encourage college representatives to bring information on lifelong-learning and continuing-education programs offered by their institution for those attendees who may be interested in taking only one or two courses for personal development and enrichment, instead of earning a degree.

Another option is to have brief presentations from each institution, which allows representatives to highlight degree programs of interest to and on-campus initiatives for nontraditional students. Following the presentations, representatives can be available at their tables to have more in-depth conversations with attendees.

So that prospective students see people like themselves who entered college later in life, consider a panel discussion with nontraditional students currently attending college discussing their transitions and experiences. If the library collects contact information from the attendees, hold a drawing for a college-related book or prize package of items donated by participating colleges. Admissions offices generally have an assortment of swag for giveaways, and attendees like to take away pens and t-shirts from their favorite colleges and universities.

Evening is generally the best time for the first event; you can survey attendees to learn their preferences. Of course, you may poll a few regular patrons to learn what works best for them in terms of time of day; however, because your attendees may be coming from work, the evening may work best. Admissions representatives are accustomed to participating in morning, afternoon, and evening events. The library can also prepare for the possibility that attendees will bring their children by offering a storytime or craft table. Many colleges accept applications for spring and fall semesters, so scheduling two back-to-school events, one in late spring and another in mid-fall will give attendees time to plan for the next application period.

Partners

Invite the admission representatives from area colleges and universities, including staff who work with transfer, nontraditional, and re-entry students, as well as career-services staff who can discuss career change. Solicit donations from local business for your college prize packages or door prizes.

Resources

The library should have a table to display related materials, books, and book lists, including resources on financial planning for education, career transition, and test preparation. A list of participating colleges and contacts will be a handy take-home reference for attendees.

PROGRAM

College Resources @ Your Library

There is an overwhelming amount of college-related information available online and at the library. A “College Resources 101” session will help patrons become acquainted with the library’s programs and what is in its print and electronic collection. This workshop session can be as short as 30 minutes or as long as one hour, depending on your library’s resources.

In the session, you will highlight relevant books on topics such as financial aid, test preparation, and college guides; electronic resources available through the library, such as Learning Express Library; upcoming programs; and services the library offers. This is not necessarily a session for an in-depth presentation about the many online resources described in chapter 8, but rather a brief introduction to what the library offers in support of patrons’ higher education plans. This type of workshop can be offered quarterly to serve as a reminder to the community of library resources and to introduce new programs.

Partners

Even if you do not work with partners to present the workshop, solicit help from local organizations and agencies to promote the workshop to their constituents.

Resources

A permanent page on the library website can serve as the information hub for college-related information, including a program calendar and links to the online resources listed in chapter 8. Handouts can include book lists with relevant call numbers, descriptions of the library’s online resources and instructions for using them, and college-planning timelines such as those available on the Federal Student Aid and KnowHow2GO websites.1 Depending on your community and library’s collection, consider offering information sessions in languages other than English.

PROGRAM

Free Application for Federal Student Aid (FAFSA) Information Session

Completing the FAFSA is probably one of the least-favorite college-planning activities, but the application is crucial to obtaining not only federal and university-specific funding but also external scholarships from private organizations. Using information supplied on the FAFSA may be the most reliable way for private funders to gauge a family’s or individual’s ability to pay for college and qualifications for funding. A workshop dedicated to completing the FAFSA will be helpful to adults entering college, families with teens, and independent youth attending college.

This should be a general information session conducted by a financial aid professional or consultant knowledgeable about the FAFSA who can answer common questions. The session should tour the FAFSA website (www.fafsa.ed.gov) and lead attendees step by step through how to complete the online version of the FAFSA. The presenter should discuss what is required to complete the FAFSA for a variety of students including:


▪ married, single, divorced, and partnered adults

▪ dependent youth with married, single, divorced, and partnered parents

▪ independent youth, including those in foster care or similar settings

▪ applicants receiving aid from federal programs



A more in-depth session may allow time for attendees to actually complete the FAFSA with a guide standing by to assist and answer questions. Offer several sessions, particularly in late summer and fall; the FAFSA is available in early January and early submission is strongly encouraged. In addition to the usual staff needed to promote the workshop, a knowledgeable library staff member could lead the session.

Partners

Completing the FAFSA is a standardized process, so any financial aid expert can conduct the workshop. Louisiana’s Calcasieu Parish Public Library has given workshops conducted by a financial aid representative from the local college.2 You also can partner with a representative from your state’s education-assistance authority to present the workshop, like one given by the Free Library of Philadelphia, which offers its financial aid workshop in partnership with the Philadelphia Higher Education Assistance Authority.3 (See appendix A for a list of state-level education assistance authorities and other agencies.)

Resources

Have printed copies of the FAFSA available for attendees. On your website, provide links to FAFSA4caster, a college costs estimation tool (https://fafsa.ed.gov/FAFSA/app/f4cForm?execution=e1s1), and to additional resources offered on the FAFSA official website. Prepare a display of financial-planning books and federal income tax forms that may aid attendees in preparing to complete the FAFSA.

PROGRAM

ACT or SAT Strategies and Test Preparation

Taking standardized college-entrance exams is a major part of the college preparation experience because most colleges and universities factor in test scores when evaluating an applicant’s eligibility for admission. For those who can afford it, several companies offer test-preparation courses and workshops—so many that test-preparation is a billion dollar industry.4 However, your library may serve patrons for whom utilizing expensive test-preparation classes and tutors is not an option. Luckily, many books have been written to help test-takers prepare, so for patrons who need access to test preparation assistance the library is an ideal place for such a service.

For this type of program, you will want to work with a highly qualified professional—a staff member, tutor from your community or, better still, a representative from a local test-preparation company. In this session, attendees will become familiar with the various subjects on the ACT or SAT, especially the writing and quantitative portions of each test. The presenter should offer strategies to achieve a high score and share tips for the day of the test. Ideally, the presenter will demonstrate test-taking strategies by leading attendees through several test questions. Attendees will also learn about any differences between the online and print versions of the test. A longer session may include a practice test with scoring. Additionally, you may offer a series of workshops providing a more detailed review and practice of the quantitative, reading, writing, and popular subjects for each test.

Both the ACT and SAT are offered several times throughout the year, so you can offer several preparation sessions, particularly in the summer. Conduct the session in a library classroom or computer lab with a whiteboard so the entire group can review problems.

Partners

Preferably, you will partner with a test-preparation company to offer this session free of charge or at a low cost to attendees. These representatives are extremely knowledgeable about the test and skilled at teaching others strategies for approaching the different types of test questions. If partnering with a representative from a testing company, you will want to make sure attendees do not receive a hard-sell of the company’s services during the session. Many libraries partner with Kaplan Test Prep to offer workshops; for example at New York’s Chappaqua Library, teen librarian Donna Pesce handles the booking, registration, and publicity for the library’s Kaplan-led test prep workshops.5 Because minimum attendance is required, pre-registration is especially important. You also may partner with a qualified educational consultant, tutor, or college professor who offers private tutoring and test-preparation services. Louisiana’s Calcasieu Parish Public Library partners with a representative from Sylvan Learning Center to administer ACT practice tests, discuss results, and provide study tips for improving scores.6

Resources

Relevant library materials, including a handout listing online subject-specific resources and refresher books covering the quantitative and writing skills portions of these tests should be on display and made available during the workshop. Add a list of resources with links to your library’s college-planning webpage.

PROGRAM

ACT or SAT Writing Workshop

Even though you may offer a general test-preparation workshop, you may want to offer a workshop focused specifically on the essay portion of the ACT and SAT exams, because of the unique conditions under which the writing tests are conducted. Members of your college-bound community may benefit from a session dedicated to the content of the short essays and how to perform under time constraints.

Keep your ears open to the needs of your patrons and plan sessions accordingly. Donna Pesce knew there was a need for a writing program at her library. When talking with students, she learned they were having trouble getting started on their essays. Because they had so many competing demands in their life, they needed a dedicated time to solely work on the essay.7

This two-hour or half-day workshop will include a discussion on essay-writing basics and writing a timed essay, an analysis of sample essays from each test, and timed practice essays with individual feedback. Attendees also will become familiar with frequently used ACT and SAT essay topics. You may choose to offer a series of writing workshops with pre- and post-tests to show areas where attendees have improved and where more practice is needed. Choose a quiet, private room for this workshop that closely mirrors the testing environment, if possible.

Partners

The workshop may be conducted by a tutor, test-company representative, local college professor, or writer. Pesce partners with a writing professor from the local college to offer writing workshops. When presented with a program need that the library can address, she asks around for speakers, taking advantage of resources and talent in the community. Connecticut‘s Simsbury Public Library also takes advantage of talent in its community, offering a writing workshop conducted by a local tutor.8

Resources

Set up a table displaying writing books, copies of writing samples from the ACT and SAT, and practice exams, if available.

PROGRAM

College Fair and Campus Visit Preview

Attending college fairs is a key way for prospective students to learn about college options in their community and beyond. High-school students and their parents attend college preview days and locally organized college fairs to meet with admissions and financial aid representatives, current students, and sometimes faculty. For the uninitiated, a college fair can be intimidating and overwhelming to navigate. Your college-bound patrons can prepare for the experience with a college fair and campus visit preview workshop.

This workshop will serve as a practice for your college-bound patrons. Conducted by a qualified library staff member or a local educational consultant, the workshop can cover such topics as what to expect from a campus visit, which questions to ask admissions and financial aid representatives, and how to research on-campus resources. The workshop can even include virtual campus tours using an online resource such as CampusTours.9 Attendees create a list of questions to ask during a campus visit and list colleges to visit during a college fair. The online resource, Campus Visit Guide (https://bigfuture.collegeboard.org/find-colleges/campus-visit-guide), from The College Board, is a helpful resource for planning this workshop.10

Large-scale college fairs take place in spring and fall, and families often visit colleges during school breaks, so plan your preview workshop accordingly, using your community calendar and events calendars of local colleges and universities as guides.

Partners

The Simsbury Public Library partners with an independent educational consultant to offer a program called “Road to College: Getting the Most out of College Visits and Fairs.”11 A qualified community member, library staff, or representative from your state education-assistance authority can also conduct this workshop.

Resources

Display maps and brochures from local colleges and universities to familiarize attendees with the campuses and their resources. Provide copies of the National Association of College Admission Counseling (NACAC) college-fair checklist.12

PROGRAM

Back-to-School Night for Military-Service Members and Veteran Students

The college admissions process differs somewhat for military-service members and veteran students and their dependents. They are required to submit additional paperwork such as military transcripts and benefits forms. Your college-bound patrons who are affiliated with the military will benefit from an opportunity to interact with others with similar experiences during a specific workshop outlining the general process of applying for admission as a military-service member, veteran student, or military dependent.

This event can include a panel of current students who discuss their college experiences and offer tips for transitioning from the military to the campus environment, and college representatives who can discuss programs offering credit for prior learning experiences and military training. After the discussion, attendees can visit individual college’s tables for more information or meet individually with panelists and available campus staff. Depending on the level of interest in your community, offer this workshop once or twice a year.

Partners

Invite admissions representatives from local college and universities, particularly campus staff who work directly with military-service members and veteran students and families.

Resources

Colleges in attendance will provide most of the necessary resources. The website KnowHow2Go has college readiness information for this population that you can make available on your library’s website.13 The American Council on Education also offers an online transfer guide with a transfer-credit checklist and additional information for military-service members and veterans.14

PROGRAM

College Financial Planning and Scholarships

Though you may offer a workshop devoted to completing the FAFSA, a general financial-planning and scholarship workshop will provide an overview of the cost of higher education, tips on how families and individuals can plan for future educational expenses, and how to begin the search for scholarships. The financial-planning portion of the workshop will cover 529 college savings plans and general budgeting for educational expenses, including budgeting skills for students. Additionally, attendees will learn about local scholarship opportunities and resources available for finding scholarships. Sometimes students overlook local and regional scholarships, and search only for scholarships offered by large national companies and organizations. Highlighting local and regional funding opportunities will encourage attendees to diversify their scholarship searches. If time and staffing permit, organize a series of longer programs for a deeper discussion of college financial planning and budgeting. Offer the workshop several times a year depending on the interest and needs of your community.

Partners

Library staff or volunteers can conduct the scholarship search portion of the workshop in partnership with an experienced financial planner.

Resources

Library staff can research local scholarships offered by organizations such as Kiwanis, Rotary, and local chapters of the AAUW and NAACP, and create a handout for attendees. Information on 529 plans and financial-planning worksheets should be made available, as well as a list of online scholarship search resources. This information can be added to the library’s college-planning website.

PROGRAM

College Fair

What better way to gather the college-bound community than with an all-out full-scale college fair at the library? Patrons who frequent the library will appreciate the library’s support of their educational goals. This event is also a way to attract new library users and inform the wider community about the library’s resources related to college planning, and less-frequent library visitors will be pleasantly surprised that the library is hosting a college fair.

Your college fair can be a small event that features only representatives from area colleges, or a bigger half- or full-day event with workshops incorporating many of the programming ideas already discussed. If you organize a full-day event, you can repeat morning programs in the afternoon so that attendees can participate in several of the day’s events. Starting in the morning, kick off the event with refreshments and welcoming remarks from the library director, a city councilmember, and a member of the Friends groups or library board of trustees. A member from each of these groups can be present throughout the day to welcome and speak with attendees. During opening remarks encourage use of the library’s college-planning resources and draw attention to any handouts you have created for the event to highlight library resources and programs.

Organize several panels in the following categories: parents, first-time freshmen, nontraditional students, students who are military-service members or veterans, students with disabilities, and other special populations represented in your community. If you cannot gather enough panelists for individual sessions, consider a single combined session related to special populations. Topics for other sessions include financial aid, scholarships, the application process (including the Common App, an online college admission application that allows students to apply for multiple colleges using one application), essay writing, test preparation, summer enrichment programs, finding accredited colleges, and making the transition to college student. Throughout the day offer library tours and demonstrations of online college-planning resources. In between the morning and afternoon sessions, attendees can visit college representatives at their individual booths and enjoy refreshments and door prizes donated by the colleges and local businesses. Organizing a college fair for late spring or early fall will help attendees prepare for upcoming admission deadlines.

For this event, you will need to begin planning six to twelve months in advance. The library college fair will be an all-hands-on-deck event for library staff. Select staff according to your regular process for staffing large-scale events, including marketing, outreach, youth and adult services, information technology, and administrative staff. Staff will be needed to welcome and register attendees, direct traffic, handle refreshments and door prizes, introduce speakers, manage the tabling area, and more.

For the past few years, New Jersey’s New Brunswick Free Public Library has hosted a college fair with admissions representatives from the state’s private and public colleges and universities, who answered questions and distributed information on admission, financial aid, campus life, and academics. According to young-adult librarian Rosy Henderson, because Rutgers University has such a large presence in New Jersey, some students are not aware of other options; the college fair exposes students to other colleges in the area.15 The library has also held the college fair at a nearby health-science technology high school where teachers previously showed support for the students attending the library’s college fair.

Partners

In addition to college representatives, you may partner with local businesses, the Friends of the Library group and library trustees, and local government and economic development representatives to provide sponsorship, door prizes, and refreshments.

Resources

Print and online materials related to college planning should be made available. Attendees will gather resources from the individual workshops throughout the day as well as from individual colleges’ tables.

PROGRAM

Community College and Vocational and Technical Educational Opportunities

Many students begin their college career at two-year community colleges; in fact, 45 percent of the undergraduate population is enrolled in community colleges.16 Some attend two-year colleges with the goal of transferring to a four-year institution; others earn an associate’s degree and enter the workforce—sometimes in a specialized technical field for which they have been trained. And there are many others who transfer to a four-year institution prior to completing an associate’s degree, but do not go on to earn a four-year degree. According to the Bureau of Labor Statistics, people with an associate’s degree earn more on average than those with only a high-school diploma, are more likely to find jobs, and the “advantages in the job market might be even greater for those just starting their careers and for those who work in a career related to their degree.”17 Demonstrate the library’s commitment to all educational opportunities, not just those leading to a four-year degree, by hosting an event on community colleges and vocational and technical education.

This event is similar to the traditional college fair or back-to-school night, but with an emphasis on vocational and technical education opportunities and community colleges. The event can include a discussion or presentation about the needs of employers and career trends in your community or region for which training, certification, or technical education is necessary. Attendees will learn about degree and certification programs and services offered at community colleges, how to enroll, and financial and career outcomes of community and technical college graduates.

Partners

For this event, you will partner with your local economic development organization, community colleges, chamber of commerce and business organizations, and major employers.

Resources

The library will make available information on the labor market, special incentive training programs offered in the city, and books and other resources related to vocational and technical education and careers.

PROGRAM

College Planning for Students with Disabilities

As with nontraditional and military-service members and veteran student groups, college-bound patrons with disabilities may prefer a workshop or a larger event specific to their needs that will bring them in contact with others in the community with similar disabilities and educational goals.

Depending on the needs of your community, you might invite representatives from college disability-resource centers to discuss services offered on campus and organize a panel of students with disabilities discussing their experiences. Library staff can highlight online college-planning resources specific to students with disabilities, for example, the Heath Resource Center, a national clearinghouse on postsecondary education for individuals with disabilities (http://heath.gwu.edu) and Think College, a national organization specializing in higher education options for people with intellectual disabilities (www.thinkcollege.net). This workshop can be offered during a larger college fair or as a stand-alone session once or twice per year.

Partners

College representatives and students can participate in a panel discussion and tabling event. Representatives from local organizations serving persons with disabilities may be invited to discuss their services and resources available to the general population.

Resources

Library staff can create handouts with information about Think College and distribute articles from the Heath Resource Center as well as a book list of related materials.

Hosting events at the library is one way to get involved and promote library services to college-bound patrons; attending college fairs and related events sponsored by outside organizations and colleges is another. And like New Jersey’s New Brunswick Free Public Library, you can even host an event at a nearby magnet high school, thereby going directly to those in need of this programming.

Library staff should have a regular presence at local college fairs that are open to the public. For over twenty years a college and career expo has been held in Louisville, Kentucky that is sponsored by a variety of organizations, including the local newspaper, community college, public school system, and several employers. Colleges and universities from around the United States participate. Future students attend seminars on preparing for the ACT, paying for college, and navigating the admission process. This is precisely the kind of event for a participating public library to engage the larger college-bound community. The library may even consider offering a seminar on the various college-planning resources and programs available at the library. Take time to research similar events in your community.

If staffing and budget do not allow your library to organize and host events, make a point of attending outside events as part of your regular outreach activities. The National Association for College Admission Counseling (NACAC) hosts national college fairs in the spring and fall, as well as fairs for students interested in studying performing and visual arts. If your library is not ready to organize its own college fair, find a fair near you on the NACAC website.18

These are only a few of the programs for the college-bound that your library can offer. The format for programs may vary from a couple of hours for individual topics to half- or full-day events, to even longer summer programs like the College Prep Program at Free Library of Philadelphia. Students must apply to participate in this intensive program, which they attend four days per week for six weeks. Participants interact with college graduates and work-study college students who are assigned to one of ten library branches across the city. Students participate in programs on researching and selecting a college, applying to college and meeting application deadlines, attend a three-hour SAT prep workshop, and learn about applying for financial aid and scholarships. Students can also schedule one-on-one appointments with college students and instructors. The College Prep Program also has social and gaming elements that enable students to earn milestone badges for completing tasks related to the topics listed above. According to programming specialist Isamar Ramirez, 200 students participate in the program, and students have seen an increase in their SAT scores as a result of the program.19

The programming ideas described are designed to bring patrons and the larger community into the library, showcase library resources, and demonstrate the library’s commitment to the educational pursuits of the community. These programs allow the library to partner with local and regional organizations and agencies to provide community members with information that will help them make important decisions about where to enroll, ways to finance their education, how to get the most out of campus visits, navigate the application process, and prepare for tests. General programs are suitable for the majority of college-bound people in your community, but your specific programs will depend on the interests and needs of your community.
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CREATING PARTNERSHIPS

Librarians who serve special populations emphasize that one driver of success in working with targeted groups is creating partnerships with other organizations. “We couldn’t do our work without collaborations because that’s how we find our audience. . . . Collaboration is important for libraries; it helps others to see what the library can and is doing for the community,” according to librarian Ellin Klor, whose work is serving teen parents.1 Partnerships present many opportunities for libraries by helping to fill gaps in library programs and services and providing services to specific audiences. Successful partnerships can attract a new group of loyal library users and supporters, both within the special population and the community at large. Of course, a partnering organization also benefits by providing its constituency access to free or low-cost resources, programs, and services.

Library departments will undoubtedly have lists of partners. For example, those in children and youth services find partners among schools, day-care centers, and local literacy groups. To learn about the needs of college-bound patrons, libraries will need to reach out to national organizations with local chapters (e.g., the National Urban League and the American Association of University Women), Chambers of Commerce, industry-specific professional associations, local businesses, and professional communities. Some of these organizations may wonder why library representatives attend their meetings but after a few meetings, they will come to understand the value of having a library representative present. Attending various community meetings increases your awareness of the needs of your target community. When an opportunity presents itself, you will be ready to become involved and offer your library’s assistance.

This chapter will discuss the benefits and levels of partnerships, how to identify and assess potential partners, and how to evaluate a partner’s contribution to the program or service in which it participated. Worksheets provided in appendix D will help you organize your research.

WHY PARTNER ON PROGRAMS, SERVICES, AND INITIATIVES?

Libraries are an integral part of a community, be it rural, urban, or suburban. Libraries provide free or low-cost computer and internet access, storytime programs for children and families, author talks, e-books and e-reader tutorials, community forums, clubs for hobbyists, and “maker spaces” for the DIY community. As an essential square in the community quilt, libraries also bear the burden of expectations that they will provide programs and services to fit every facet of life for every group in the community. The library alone cannot fill the demand for these. Partnerships help bridge the gap between the need for new services and programs and the challenge of doing so with existing (and sometimes decreasing) resources. They allow the library to move beyond what are considered its traditional services and programs to create new resources that meet the changing needs of a diverse community.

Partnerships also can be seen as an opportunity for outreach to less frequent users who may not be aware of all the available programs and services. Do not assume that just because the library is in their neighborhood, all residents know about the variety of services offered. Before you attend meetings of potential partners, stop by the marketing and outreach department of your library to learn which of your offerings might interest the group you are about to visit. Even though you hope to learn how you and the partner can work together to serve college-bound patrons, it will not hurt to share information about other relevant library services and programs.

Partnerships are effective when all parties have a vested interest in the project, when goals and objectives are well thought out, and when the partnership’s benefits are clearly delineated. Klor advises the library to “be flexible in terms of addressing the needs that they [the library] see, what the library is trying to accomplish, and what it is that the [partner] wants to do to make the partnership work.”2 It is a misstep to think only of how the library will benefit from the collaboration. Inviting another entity to the table shows the community that its interests are so highly valued that the library is willing to seek outside support.

Partnerships offer both parties the benefit of:


▪ dividing labor and sharing expenses

▪ leveraging the strengths of each partner

▪ sharing publicity to reach a wider audience than each partner’s current or typical service population

▪ accessing outside experts and resources

▪ learning about the operating and businesses practices of another organization

▪ learning about the target group from the vantage point of another organization

▪ inspiring creative ideas for programs, services, and initiatives based on the different experiences of all those involved



Partnering with a library extends the service level of many organizations and agencies, and can alleviate the pressure to be all things to a service population. Libraries in particular offer a partner free or reduced-cost meeting space, books and electronic resources to support the partner’s mission and goals, a place to distribute its literature, and an opportunity to enhance its reputation. This last benefit cannot be underestimated by either partner, and should be taken into account when evaluating potential partners.

LEVELS OF PARTNERSHIP

All partnerships are not created equal—some partnerships are one-time occurrences; others are long-term arrangements (e.g., allowing an organization to hold its monthly meetings at the library); others are reoccurring partnerships (e.g., working with a local literacy organization on a summer reading program). Understanding the different levels of partnerships gives librarians the freedom to explore different arrangements and activities with different community partners while relieving the pressure to work exclusively or regularly with the same partners. Although there may be a sense of security and familiarity in working with the same partners, remain open to the different levels of partnership discussed below.

Crowther and Trott describe four easy-to-remember courtship-themed levels of partnership:


1. A glance is any contact between two parties; it is not a full-blown partnership but more an expression of interest. Think of the initial research you conduct on potential partners and associated learning activities (attending meeting and events organized by potential partners) as glances.

2. A date is an agreement for a short-term activity with a partner. Dates can be a determined activity without expectation of further collaboration. They are a good way to test the waters of the collaboration as well as the activity, program, or service by assessing if both partners’ communities are interested in the new activity, program, or service.

3. An engagement is a more formalized agreement that, although experimental, may lead to marriage between two partners, or may not result in further collaboration. Engagements are not long-lasting.

4. Marriage is a long-term partnership agreement that is more defined and extensive than dates or engagements. Libraries can form marriages with organizations or agencies of any size—the weight of the term does not imply that a library collaborates only with large community partners. Marriages include contracts signed by both parties and memorandums of understanding.3



You might decide to pursue one level of partnership over another, depending on what a potential partner can offer or the nature of the program or service proposed. Dating different partners on the same topic gives the library and patrons different perspectives, but if one partner is especially effective at meeting your program or service needs, by all means stick with that partner. For instance, you may date one or more financial planners to conduct a variety of workshops on special topics for college-bound families, or you may decide to stick with one particular financial planner who really clicked with your patrons by forming an engagement or marriage.

As you consider the different levels of partnership, think about the various opportunities they may offer. Partners may provide outside experts on special topics for which the library does not have qualified or knowledgeable staff members. Topics where you might need an outside agency or expert include financial planning for higher education, with an emphasis on 529 plans; budgeting; navigating admissions procedures; students with disabilities; composing entrance essays; writing and critical thinking skills for new college students; organization and time management; work-life balance for adult learners; health concerns; and issues related to alcohol and drug use on college campuses. As you build your network of partners, you might consider creating a resource directory for patrons.

In addition to bringing outside experts into the library, the library should also give presentations at these partner organizations and agencies as a way to increase awareness of library programs and services. Increase the library’s visibility by regularly telling its story to interested audience members. This can be done through a regular column in the local newspaper or by regularly attending the local Chamber of Commerce’s annual meeting. Your message should include an invitation to visit the library and, if possible, use it as a meeting space. Your goal is to get to know potential partners, encourage them to visit, and demonstrate that the library is a community resource. An alternative to bringing in outside experts is to strengthen your staff by partnering with an organization that will provide training on high-demand programs to library staff. For example, a staff member at the Louisiana’s Calcasieu Parish Public Library received test-administration training from Sylvan Learning Center, and now administers practice college-entrance exams.4 As the library’s strengths and assets increase, it becomes an attractive partner to outside organizations and agencies that also serve college-bound patrons.

WHO IS YOUR PARTNER FOR SERVING COLLEGE-BOUND PATRONS?

To gain a broad perspective on the needs of college-bound patrons, you will want to connect with various types of organizations. Potential partners that work with or have vested interest in college-bound youth or adults and higher education in general include:


▪ high schools

▪ community colleges

▪ public and private four-year colleges and universities

▪ academic libraries

▪ workforce and community development organizations

▪ test-preparation companies

▪ economic-development organizations

▪ youth-service organizations and agencies, particularly those serving low-income, minority, or underrepresented communities

▪ The Urban League

▪ grandparent or foster-parent support organizations

▪ the US Veterans Administration

▪ local businesses

▪ corporate human-resources departments

▪ industry-specific professional associations



Admittedly, the partners listed above are a mixed bag. You may wonder why the library should consider partnering with an economic-development organization on college-related matters. The answer is that when a business evaluates a city for a potential relocation or expansion, among the many factors it considers is the educational attainment of the city’s residents, who are, after all, its potential workforce. An educated workforce is more attractive to potential businesses as well as more conducive to economic growth, which may lead to a stronger economy in the community at large.

Each potential partner will have a different reason for investing in the education of the community. Given the variety of people attending college today and the impact of higher education on society as a whole, you may find yourself partnering with nontraditional organizations. The list presented above should give you a starting point for more targeted research on individual partners in your community within each category.

To determine which organizations or agencies in your community may be potential partners, let’s use a college fair as an example. College fairs have many configurations: some are organized by community groups and held at exposition centers open to the public, some are organized on a smaller scale by a local youth-serving organization like the Boys and Girls Club of America, and others take place on college or university campuses. Libraries such as the New Brunswick Free Public Library in New Jersey and the Free Library of Philadelphia hold college fairs that bring together community groups, colleges and universities, and college-bound patrons for workshops and information-sharing.

The activities occurring at college fairs, no matter the location or sponsoring organization, have a great deal of overlap. Some of the workshops at college fairs can be offered individually or as a series of workshops at the library by bringing in speakers from the community or partner agencies. For each of the workshop topics below, brainstorm potential partners using the categories listed above; also consider individual consultants and library staff. Some potential partners have been listed for you.


▪ Loans → State-level financial aid commissions, local bankers

▪ Application process → Colleges and universities

▪ Financial realities and budgeting for parents and students → Local chapters of financial-planning or accounting associations

▪ Test preparation → Testing companies and local tutors

▪ Career trends and exploration → Local chapters of the Society for Human Resource Management or the National Career Development Association, local career coaches

▪ Writing → Local tutors who work with students at your libraries

▪ Learning and other disabilities → Association on Higher Education and Disability



Think about potential partners for the following:


▪ Researching scholarships and grants →

▪ Academic skills for success →

▪ FAFSA →

▪ First-time attendees →

▪ Transfer or re-entry students →

▪ Adult students →



Those same organizations and agencies you researched using the worksheet in appendix D are potential partners for programs and services. When doing outreach and marketing for your existing services and programs to local organizations and agencies, pay attention to potential opportunities to work together on new programs and services. You may not have an immediate need to partner with workforce-development organizations, but keep in touch—these organizations will have information on which industries are in need of a skilled, educated workforce, which you can share with your adult and young-adult college-bound patrons. Additionally, some workforce development organizations have information about scholarships designed to generate interest in certain industries.

Building these relationships takes time, particularly if the library has no previous relationship with an agency or organization. In some instances you may spend a great deal of time educating potential partners about what the library has to offer beyond books and free internet access, and the benefits available to specific target groups. Because representatives of community organizations for whom library partnership is a new idea may not understand why a representative from the library is present at their meetings and events, take time to expand their understanding of the library’s mission before approaching them with a partnership proposal. Many people will need help to comprehend the variety of activities and services the library provides. Do not be offended by a potential partner’s lack of awareness about the library; educate and increase awareness while exploring opportunities to collaborate. An organization’s representative may consider it something of a stretch for the library to provide special programs and services to college-bound patrons or other groups, so be prepared to explain that improving the quality of community life is an important part of the library’s mission.

Also be mindful that each potential partner views college-bound people from a specific perspective, and therefore may focus on different needs and challenges than you do. Because the partner interacts with the target audience under different circumstances, its insight are likely to differ from yours. Organizations that meet the college-bound at different points of need than the library provide an excellent opportunity for the library to learn about patrons who may not regularly attend library events or take advantage of library services and programs. For example, an organization that works with youth in the foster-care system will have a different experience and knowledge of their needs than will an organization that works with college-bound people with disabilities.

Think about what the library can bring to the table. The library’s individual assets and strengths may resonate differently with each partner. It is good practice to keep a running list of library assets that includes details about specific programs and services, skills of management and professional staff, facility specifications, equipment, print and electronic resources, and other features that may appeal to potential partners. The Library Staff Experience, Skills, and Interests Inventory and the Services Audit for College-Bound Patrons checklist in appendix D provide good starting points for building your list of assets. Asset lists will come in handy when approaching potential partners. Draw attention to those assets you believe are relevant to individual partners, listen to feedback, and be prepared to reconsider your ideas of what a partner might find valuable.

Now that you are prepared with your list of library assets, you are ready to actively explore potential partners who serve a college-bound audience, have an interest in higher education, or are involved in community or economic development. Begin with the list of potential partners you developed during your brainstorming session. Look for potential partners in your specific geographic area, and then expand your search radius. Potential partners located closer to your library may be more committed to helping your immediate patron community. Additionally, the potential partner already may be involved in initiatives that complement yours, or have connections that might help you advance your program and service ideas.

For each partner on your list, try to answer the following questions:


1. What is the organization or agency currently doing for college-bound people?

2. Which of the organizations or agencies currently relate to higher education?

3. For a community or economic development organization or agency, is higher education part of its agenda?

4. To what types of college-bound people does the organization or agency offer access (e.g., traditional, working adult, or re-entry students, seniors, persons with disabilities, LGBTQ individuals, youth in foster care)?

5. Are there gaps in the organization or agency’s programs and services?

6. Are there information needs that can be filled by the library?

7. Does the partner provide access to new library users?

8. When does the partner have open meetings?

9. Is library staff available to attend meetings and programs offered by the partner?

10. Does the organization or agency publish a print or online newsletter?



Get to know your potential partners by attending their meetings and events, not to sell the library but to learn more about the partner. How does it serve the target population? What are its successes, challenges, and plans, in general and in relation to the college-bound? How does it view higher education and the college-bound? Spend time listening, taking notes, and building rapport during these initial meetings and events. Check the partner’s meeting calendar in advance to learn about upcoming and recent activities that are relevant to your needs. Be open to attending meetings regardless of their topics, which will help you learn about the organization and reveal outreach opportunities. As you get to know a partner on its own turf, you will learn about other organizations and agencies in the partner’s circle that are themselves potential partners.

Professional associations and local businesses may be good partners whose resources and programs will interest your target patron group. You may be able to co-sponsor an already scheduled event instead of starting your own from the beginning. For example, if the local bank has scheduled a speaker to talk about 529 plans, offer to promote the event at the library or to attend and present library information and distribute a bibliography of materials related to the topic. When doing your research, look for professional organizations with speakers’ bureaus with a regular rotation of speakers, which will help you to avoid accusations of favoritism. Also, partners with professional affiliations will lend credibility to a program or service.

An organization’s events, newsletters, and interviews will provide rich contextual information to help inform and support library goals and plans for services. Read widely about your community and potential partners in local newspapers, small neighborhood newspapers, homeowners association and professional association newsletters, and even lifestyle publications. This will give you insight into who is supporting what causes and which organizations have complementary missions and values. Use local business newspapers such as the Business Journal to learn about the education-related interests of the business community—read its articles, profiles, sidebars, and even the advertisements for clues to potential partnerships. From each of these sources you also can get an idea of whether a potential partner has been “over-asked”; although this is not necessarily a deterrent to discussing a partnership, it is something to consider. Use the worksheet in appendix C to keep track of sources of information on potential partners.

Another consideration when researching potential partners is whether the library will be required to present programs or services off-site. For example, when partnering with an organization that serves youth in foster-care settings, it may be more feasible to host the event at the partner’s location. Books and resources, along with a laptop for presentations, can be transported easily and eliminate the need for all participants to come to the library. When narrowing your list of partners, think about whether staff is available for off-site programs or services and alternative ways the target population can easily access the program or service.

After spending time getting to know the potential partner organization, learning how it serves the college-bound community, and gauging the extent of its interest in promoting higher education in the community, evaluate potential partners against each other. Is one organization more established? Is one organization more connected to your target community? Do you already have a relationship with or previous experience with an organization? Is the potential partner well respected in the community? You also do not want to reinvent the wheel; if the library can assist with a partner’s existing program or service, it may not need to create its own program. Use the worksheet in appendix C to organize your findings about each potential partner organization or agency.

Academic institutions are natural partners for public libraries. A patron’s relationship with the public library is sometimes so strong that even once enrolled in college, a student will utilize a public library where he or she is familiar with the staff and resources. Academic libraries can partner with public libraries to prepare future students for college-level work and advanced library research and information literacy. Public librarians can be the link between their college-bound patrons and the academic library via referrals, thus ushering college-going patrons from one level of library research to the next.

Such a partnership was the subject of a 1998 study at the University of Colorado at Boulder. High-school literature teachers invited librarians from the university to provide off-site information literacy workshops to twelfth-grade students in advanced-placement literature classes.5 Sessions focused on helping students become familiar with the academic research process, electronic search strategies, how to evaluate sources, and compose accurate citations. The university librarians also highlighted the similarities and differences between academic and school libraries. The study opened the door to more collaboration between the two libraries, and students from one of the high-school classes were able to visit the college library. Public libraries can develop similar partnerships with college information-literacy librarians by offering workshops to college-bound patrons to help them prepare for the demands of college work. College-bound patrons can learn about academic libraries while still in the familiar setting of their public library, and connect with a friendly librarian to connect with when they visit the academic library.

SETTING THE PARTNERSHIP WHEELS IN MOTION

Once you have done your research, you will feel more comfortable with and be better prepared to approach an organization or agency with an idea for a program or service. If after conducting your partner research you decide a partner is not the best fit for collaborating on programs and services for the college-bound community, do not close the door to future partnerships. Stay in touch with the potential partner through regular updates about other events of relevance or interest to the partner’s mission and vision. There may be other opportunities to work together on a program or services for a different target group.

Partnerships have different durations. They may be short- or long-term collaborations or occur once (e.g., one of the partners may provide a “special guest” for the other’s event). Prior to contacting the potential partner, determine your vision for the relationship based on your needs, what your library can offer, and how the partnership would benefit the target audience. Do you want to enhance existing programs or services by offering a special guest opportunity to a potential partner? Do you want to organize a college fair twice a year? Do you want to build a list of available resources to consult on an as-needed basis? There are many questions and scenarios to consider prior to approaching a potential partner. Be open to changing arrangements based on feedback from all parties involved.

When approaching a partner it may be helpful to use some of the data you collected in chapter 3 to demonstrate the needs of the college-bound in your community. Your research will have identified which staff members to approach, so you will know who to contact to arrange a meeting related to your program plan. Use the answers to your research questions and the assets worksheets to guide the conversation. Note how each organization can benefit the other. Keep the dialogue open and the plan flexible, and be prepared to revise and fine-tune after presenting to the partner. Confirm the terms of the partnership with contracts, and document all approvals of schedules, budgets, and evaluation methods. This will be an iterative process until all parties are satisfied.

The partnership agreement should include information on how the program or service will be publicized and promoted within the community. Each partner will have its own list of press-release outlets as well as various social media channels through which to spread the word about the partnership and program or service planned. The promotional messages should be crafted jointly to ensure accuracy and consistency.

The evaluation plan is twofold: 1) you will receive feedback from program or service participants and attendees, and 2) you will evaluate the partnership and roles of each partner. Both partners should be involved in creating an evaluation tool to elicit feedback from participants and attendees. The participant evaluation should be based on the objectives of the program or service and also gauge how well it met the needs of the target community. Be sure to collect demographic data from attendees and ask questions about their current needs, interest in future college-focused programming, attendance at the library’s and partner organization’s programs, and the extent to which they visit the library. Use the form in appendix D to evaluate the partnership as a whole and the roles of each partner.

Your involvement with the partner should not end with the post-partnership evaluation. Be sure to stay in touch with the partner. When new resources, programs, or services related to the partner’s work become available, send the partner an alert; by doing so, you become a resource for the partner’s work.

Thank partners personally, and acknowledge them publicly in the library newsletter and through various other channels including social media.

Finally, revise the program or service as necessary. Repeat the program or service if you and your partner wish, but keep in mind that some partnerships are dates and some may lead to marriages.

COLLEGE BOUND PARTNERSHIPS AT WORK

As previously discussed, partnerships occur at different levels: most begin with glances and then progress to dating and marriage. This section discusses several partnerships between libraries and outside organizations or agencies at the short-term date level, and highlights one very impressive partnership at the marriage level. Each is an example of how programs and services to college-bound patrons need not be an isolated activity but rather one that involves different players in the community.

A college fair sponsored by an outside organization like the library helps future college students learn about the range of higher education opportunities in their home states. New Jersey’s New Brunswick Free Public Library serves a lower- to middle-income, majority-Hispanic community, as well as the college population from Rutgers University. The college-bound community is familiar with Rutgers University because of its prominence in the area. The library has hosted college fairs in partnership with representatives from more than ten colleges and universities throughout New Jersey, during which colleges set up tables and distributed information to prospective students, and college graduates attended the fair to share their college experiences. (The library also works with local colleges to make college materials available at the library between college fairs.)

The library has also partnered with the New Jersey Higher Education Student Assistance Authority to present a financial aid workshop focused on “general budgeting, personal finance, wise money spending, and making sure you can afford college.”6 According to one librarian, this workshop, attended mostly by parents, was especially important because she frequently encounters youth “who are completely in the dark about the FAFSA until the registration [sic] bill comes; they don’t know about the resources available.”7

The library also partners with Kaplan Test Prep to host PSAT, SAT, and ACT practice exams. The library provides the meeting space and Kaplan handles the online registration process. Like the New Brunswick Free Public Library, Louisiana’s Calcasieu Parish Public Library partners with the state financial-assistance agency to provide finance-related workshops for college-bound patrons. The Louisiana Office of Student Financial Assistance’s Taylor Opportunity Program for Students and the library jointly offer programs on tuition assistance options and creating college savings accounts. The library also enjoys an ongoing partnership with McNeese State University, where representatives from the financial aid office offer workshops to library patrons, and staff and professors assist with ACT programming at the library.8

The Free Library of Philadelphia forms different levels of partnerships with various local organizations. The library works with school districts to distribute program flyers and library card applications, which help to drive college-bound students into the library. Additionally, the library works with the Philadelphia College Prep Roundtable (PCPR) to spread the word about library programs. The PCPR is a network of professionals who aim to improve college access through policy and research work, and to “help students navigate the path to and through higher education.”9 The Free Library of Philadelphia is also listed as a network partner on the PCPR website, which connects the library to other organizations and agencies with the goal of educating the citizens of Philadelphia. This extensive list of organizations can be used by library staff to identify potential partners for programs, services, and funding.

Sometimes the role of the library within a partnership is to provide space and support staff for another organization’s programs and services. Such is the case with College Depot, which operates as a separate entity inside Phoenix Public Library. College Depot, which works to “expand access to higher education opportunities for underserved populations in the Phoenix community by offering free, comprehensive college-planning services,”10 is the result of a multi-agency partnership. Its advisory committee includes members from the local school district, higher education institutions, and government offices—all working towards a common goal of opening the door to education for youth in Phoenix who might not otherwise have access to college-related information.

Definitely a marriage between many partners, College Depot is a prime example of what is possible when like-minded organizations come together. Workshops and events take place at the central library, College Depot’s website is part of the library’s website, and funding comes from a variety of foundations and corporations. By having an advisory council with representatives from organizations from throughout the community, College Depot also has an available network of partners for its programs. Instead of solely relying on its own staff to present programs, College Depot could tap its network of advisors for programming assistance. And because College Depot is located in the public library, the library may also have access to this network of partners.

No doubt about it, partnerships take time. It takes time to research potential partners. It takes time to attend events and learn about the interests of potential partners. It takes time to cultivate a relationship with potential partners. It takes time to design programs and services that benefit both partners as well as library patrons The end result—college-bound patrons who are knowledgeable about community resources and the process of preparing for higher education, who are prepared to take advantage of available opportunities—is worth it.

Visit potential partner organizations and agencies to inform the wider community about the library’s current offerings and programs and services on the horizon. The community‘s library patrons, businesses, organizations, and agencies will be excited about the library’s commitment to serving college-bound patrons and will be eager to join the effort. Using the worksheets in appendix D, you will be prepared to research and cultivate new relationships in your mission to serve college-bound patrons.
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MARKETING AND OUTREACH TO THE COLLEGE BOUND

Outreach and marketing services, which are usually part of the library’s strategic plan and mission, provide an opportunity to focus its attention on particular audiences in need of library services and collections. A library with a large classical music or Chinese language collection will want to do targeted outreach and marketing to interested members of those communities to promote these special collections. Similarly, libraries serving immigrant populations will need to do targeted outreach and marketing to inform the community of relevant library services, programs, and collections. Libraries with special events and materials related to college planning will need to do targeted outreach and marketing to the college-bound community. Both outreach and marketing services are fundamental to the longevity of libraries, because they work together as complementary pieces of the strategic plan and library operations, drawing patrons and supporters into the library. Let’s consider each in turn.

THE WHAT AND WHY OF OUTREACH

Historically, outreach has involved a librarian or other library staff member taking books to patrons who could not visit the library, particularly those in rural areas who were not able to come into town to use the library. In addition to distributing reading materials to the community, outreach staff may also conduct library programs such as storytime or book groups at off-site locations, which extends services and programs to the wider community.

Outreach activity will depend on your overall goals and the mission and needs of the individual library’s community. Does your library want to increase patron use of the library through actual visits to the library or its online space? Does your library want to extend services to homebound or other special groups? Are there new populations in your neighborhood that need to learn about library services? Outreach activities also will depend on the services and programs available, staffing, and budget, all of which may determine the level of outreach services your library is able to provide.

Alire and Archibeque identified three levels of library outreach services: maximum, intermediate, and minimum.1


1. Maximum level services are provided by libraries with actual outreach services offices and a full outreach staff or active outreach committee (e.g., the New York Public Library).

2. Intermediate level services are generally provided by libraries with limited outreach budgets, few dedicated outreach staff, and a small unit—or no formal unit—dedicated to outreach.

3. Minimum level services are provided by libraries with no formal outreach staff and no dedicated funds.



The concept of maximum, intermediate, and minimum service levels can be used as a guide for outreach service in your own library. By selecting a few comparable libraries operating at the same level as your library, you can follow their outreach activities and consider whether similar activities might work at your library. Go one step further by creating a list of aspirational libraries (i.e., libraries operating at a level one step higher than your own) to use as a guide to future outreach services.

How can one library or library system serve the needs of many different constituent groups? Should the library attempt to serve the needs of every group in the community? There are no easy answers to these questions. Your library’s decision to conduct outreach to individual user groups will depend on your existing services and programs, staff, and budget.

For all libraries, particularly those operating at the minimum or intermediate levels, resources are available for planning outreach services. ALA’s Office of Literacy and Outreach Services (OLOS) is a hub of outreach information, training, technical assistance, and resources. Through its committees, roundtables, and collaborations with affiliate organizations, OLOS resources aid libraries that want to reach those community members who are too often neglected by service providers.

In the remainder of this section on outreach, I will highlight several factors to consider as you prepare to do targeted outreach to college-bound patrons. (See also appendix A, which lists several books that directly address library outreach services.)

Determining the Need for Outreach to the College-Bound

To determine whether or not to target college-bound patrons in your outreach efforts, you will need to analyze data about your community. Existing demographic information about average incomes, ethnicity, background, age groups, and educational levels of people in your surrounding community will, of course, be helpful in painting a broad picture of your library patrons. Supplement this with information from your own formal large- or small-scale assessment (as described in chapter 3). To make the case for outreach to college-bound patrons and to help focus your efforts, you will need to dig a bit deeper into the data. What is the graduation rate of your local school district? How many families in your community homeschool? How many students enroll in two- or four-year institutions immediately after graduation from high school? How many adult re-entry students attend your local colleges and universities?

In Kentucky, 40,980 students were projected to graduate from high school in academic year 2009–2010, an increase of 11.3 percent from the number of graduates in 1999–2000.2 There was also an increase in fall semester enrollment in degree-granting institutions, from 188,341 in 2000 to 291,102 in 2010.3 In this example, more students are graduating from high school and more are subsequently enrolling in degree-granting institutions. The data tells us that an increasing number of students are successfully making the transition from high school to college.

Libraries can support the transition from high school to college through programming and collaboration with community partners. In addition to using data to learn who in the community is making the transition, libraries can analyze data to find those who are not making the transition. They can then focus outreach efforts specifically on these groups, whether they are low-income, minority, or immigrant patrons, or patrons with disabilities. Tables and tables of data are freely available to help with decision-making. National and state-level data provide rich information about the population at large. Any available zip-code level data can help to further define groups. (See Appendix A for a list of relevant data sources.) However, note that it may be necessary to supplement this demographic data with information from your own needs assessment (See chapter 3.)

Services and Programs

Wouldn’t it be nice to meet the needs of your college-bound patrons without creating too many new programs and services? With ever-decreasing budgets and staff reductions, it is important to maximize current resources that were created for other patron groups. Look at your existing services and activities to find services that may be suitable for college-bound patrons. For example, your teen book club could read books explicitly related to the college experience, or your homework club could have a break-out group that tackles difficult SAT or ACT test questions.

Consider ways to replicate current activities with an eye towards serving those going to college. If your library celebrates holidays or creates displays for special events like St. Patrick’s Day and Women’s History Month, think about special days that may be important to college-bound patrons. When you evaluate your current activities, programs, and services with this new audience in mind, you may find that programs and services already exist that can be adapted to college-bound patrons. If you modify details to fit the target population, you may have programs or services to market when you are doing outreach. Some times around which you might want to create a display or organize an event include:


▪ January—FAFSA Month. Create a display to remind students to start their applications for financial aid (include financial planning, budgeting, and tax materials).

▪ May or June—College Admissions Day. Plan an event celebrating all students accepted to college.



Throughout the year, offer Testing Day events on an ongoing basis. Provide treats and activities at the library to help students relax on days when they will take the ACTs and SATs.

Staffing

It is unlikely that your library will include staff who are members of the various constituencies the library serves who could be dispatched to promote the library’s programs and services to a particular community. True, many libraries have bilingual staff who conduct outreach in Spanish-speaking communities; however, hiring specific staff for immigrant, senior, and other special populations may be unrealistic and costly. Libraries are more likely to employ one or several staff members whose job it is to do outreach to the various communities served by the library. As you’ll read in the marketing section, people are an important part of your marketing plan (they’re one of the “five Ps”), and are essential to the success of your outreach efforts.

A patron who is a member of a special population may first interact with the library when they encounter outreach staff at a community event or when an outreach staff member visits the patron’s community group. This first interaction influences a new patron’s perception of the library, and thus it is imperative that the proper tone is set. Staff members who belong to the outreach team must have certain personal qualities: enthusiasm, ability to communicate with diverse populations, and empathy. Organizational and public speaking skills are also important, as is the ability to communicate information about library programs, services, and policies. Flexibility is a crucial trait, because community events and other opportunities for outreach do not always go as planned. The ideal outreach staff member who will work with college-bound patrons would be knowledgeable about local community colleges and university education systems, relevant community partners, and preferably have college advising experience.

You may already have staff with the necessary skills and experience to conduct outreach services to the college-bound community. Erin Robinson, a teen librarian at New Hampshire’s Derry Public, is an example of how library staff members can use their skills and past experiences to create valuable programming for patrons. Though her background is not in college advising, Erin is a writer who leads workshops on writing college-admissions essays and preparing for the SAT essay portion. Her workshops are designed to


get the students to start or complete their essays during the session. I begin by discussing what makes a good college essay, what admissions officers look for, and why students are required to write a college essay. I stress that the essay should be about you and your passion; it should project growth and engage the reader just like in fiction, explaining how you stand out from other students.4



If hiring a resident college advisor to do outreach to college-bound patron is not feasible, use the skills inventory in appendix B to review staff skills, experiences, and interests to find the right staff members for outreach to college-bound patrons. Although libraries need designated, appropriately trained outreach staff, outreach is also every staff member’s responsibility. Library consultant Yolanda Cuesta recommends regularly scheduling a formal outreach training program for all staff. Training should cover working with community partners, communicating effectively with diverse populations, and analyzing the library from the community’s point of view.5

To supplement library staff, look to the library’s Friends of the Library group. Although most known for their fundraising activities, a Friends groups can be a wonderful partner in promoting library services and programs. This is an enthusiastic, dedicated, connected group of individuals who already support the library and are invested in its success. Use the skills inventory in appendix B to survey members of your Friends group for skills, interests, and connections that are related to programming for college-bound patrons. Members of your Friends group who have experience in writing or finance could be tapped for special programming for this target group. Additionally, members of Friends groups often have connections with community leaders who may be willing to conduct workshops at lower rates than those charged by other local consultants who have no connections to the library. Do not overlook the talents of members of the Friends group when it comes to staffing outreach activities.

Budget

Staffing and budget go hand in hand. Libraries with larger budgets have well-staffed outreach departments with a team dedicated to communicating their libraries’ programs and services. No matter the size of the library, in today’s economic climate budget will be a concern. Librarians in management are familiar with the complexities of budget planning, and they can lend their skills when you need to expand services within an existing budget or to maintain the current level of services on a smaller budget.

At the programming level, staff may be more interested in the practical aspects of budgeting related to funds needed for program supplies. Managers and staff must work together to craft budgets for outreach to college-bound patrons that takes into consideration costs related to:


▪ transportation

▪ flyers and promotional materials

▪ exhibitor fees at college fairs

▪ presentation equipment

▪ staffing and/or outside speakers

▪ any necessary training for outreach staff



THE WHAT AND WHY OF MARKETING

Some librarians are uncomfortable with marketing, which they associate with selling products or services. Because library services are considered “free,” some librarians find it difficult to apply marketing principles and techniques to the library because they feel this commodifies library services. Nonetheless, marketing has its place in the library environment; without it, the library may fail to communicate its value to users. This section will provide an overview of marketing concepts, and focus on those aspects of marketing relevant to programs and services for college-bound patrons. (See appendix A for a list of resources specific to library marketing.)

It is necessary to understand the organization’s current philosophy to plan for its future. The marketing process begins with an examination of the library’s mission statement and its goals and objectives for the future. The mission statement may serve as a guide to the library’s operations, services, programs, and resources. An analysis of the library’s strengths, weaknesses, opportunities, and threats (SWOT) is also conducted to understand the library’s current philosophy. Strengths and weaknesses are internal to the library. Strengths are what the library does well, what advantage the library has over other information-service providers, and what resources are available for future activities. Weaknesses are areas that need improvement. Opportunities and threats are external to the library, and require an examination of the larger environment of information services. An analysis of opportunities considers future trends in areas such as technology or products that may appeal to library users, changes in policies that may impact users, and demographic changes that present opportunities for new library users. A threat analysis highlights changes in environment that the library is not currently positioned to address (e.g., if e-readers threaten the print collections). Equipped with a SWOT analysis, library management can begin to outline objectives for the future, paying particular attention to how opportunities and threats may impact the library’s mission and goals.

Market research clarifies who your users are, what they want, how they feel about the library, and their marketing preferences. It informs your marketing decisions. Used in conjunction with data from a needs assessment, market research is essential to an effective marketing campaign. Before you market your products and services, you need to know how your intended audience prefers to receive marketing messages. It is also important to know your audience’s opinions about your organization in its current state. Through market research, you may learn that users are not interested in a program or service you intended to launch, and instead need something different. Use the data from market research to align what the library’s users want with the library’s mission, resources, and goals.

Other elements of marketing include the marketing strategy and marketing plan.

A marketing strategy maps out how the library will achieve its objectives through a mixture of elements or activities geared towards the library’s market segments. The marketing strategy should also include a budget, timeline, and plan for evaluation.

A marketing plan outlines the library’s desired outcomes and its action and assessment plans. Evaluation of your marketing plan helps determine its effectiveness. Evaluation employs tools like surveys of library programs, comparison of new programs or services to similar existing programs or services that serve as a baseline, and response-rate analysis.

When you run a marketing campaign for a library service, an evaluation may determine whether there has been an increase in use of the service. An evaluation will determine whether the increase can be attributed to marketing efforts. For online campaigns, library management can use analytics to evaluate the effectiveness of the campaign based on the number of unique visitors to the library’s website. Many companies run advertisements directing users to a particular website address that was created especially for the advertised product or service. At the very least, this will tell management whether the advertisement attracted visitors. Note that the marketing cycle or process does not end with the evaluation; management must use the information gleaned from the evaluation to make changes and improvements.

Marketing traditionally encompasses a mix of activities that as a whole make up the marketing plan. The marketing mix is a package of elements that address the value, convenience, and cost of the product or services to be marketed, and the optimum method to market the product or service. This package has long been known as the four Ps—product, price, place, and promotion. Some marketing professionals include a fifth P, for people, which can be an important element for marketing services and programs to college-bound patrons (just as staff members are important to outreach services).6 In Library Marketing That Works! Suzanne Walters suggests that libraries need two additional Ps, positioning and politics, both of which play a crucial role in communicating the library’s message.7 This section will focus on the main four Ps of product, price, place, and promotion, and will also address the fifth, people.

Product

Product refers to “a tangible good, service, idea, or some combination of these that satisfies consumer . . . needs through the exchange process.”8 When thinking of products found in the library setting, books have been at the forefront because they have been considered the lifeblood of the institution, without which there would be no library. A library’s products also include the programs and services offered to patrons, including internet access; reference services; meeting spaces; programming for adults, children, and teens; job search classes; and college-planning workshops. A library’s “product line” should support the mission and goals of the library, and must be fine-tuned and revised as the mission, goals, and community change.

Product offerings or services and programming for college-bound patrons such as access to online test-preparation materials and study-skills workshops demonstrate that the library supports higher education and perceives itself as an information source for patrons pursuing higher education. For adult college-bound patrons, programs related to work-life-school balance may be appropriate. Financial planning workshops are suitable for adult students and teens and their parents. Think holistically when planning product offerings. As a community resource, the library should address various facets of college planning as comprehensively as resources allow, offering a multitude of products to market to its community. Use the worksheet in apppendix C to audit your current product offerings for college-bound patrons looking at the strengths, weaknesses, and opportunities in your programs, services, and collection.

Price

Price is “the assignment of value, or the amount the consumer must exchange to receive the offering.”9 Most library programs, services, and materials are provided to patrons free of charge, but the library pays a price for each. Although you do not want to overwhelm your patrons with cost analyses, it is important to communicate the value of the programs and services offered by the library. Give patrons just enough information to help them see how much they save by using the library.

When creating a marketing and outreach plan for programs and services, particularly for a special population, library management must consider the sustainability of the program. If the library receives funding to conduct college admissions workshops, management must determine if and how the workshops can continue at the end of the funding period. Another budget consideration when programming for special populations is the cost of any outside consultants brought in to conduct workshops. Some consultants will offer the service free of charge as marketing for their own businesses; others will want remuneration for their time. Whatever the actual cost to the library (e.g., staff time, supplies, and administrative overhead), the value of the service or program must be effectively communicated to patrons so they perceive its value and thus are willing to invest their time. Rather than emphasizing this at every program, include an analysis of services and programs in the library’s annual report.

Place

Place, in the marketing sense, is not narrowly defined as “location.” Rather, place refers to “the availability of the product to the consumer at the desired time and location.”10 With regard to college-bound patrons, place may be the library or a location more convenient to the audience, for example, a community center, high-school classroom, company cafeteria, Chamber of Commerce meeting, or college fair at the local convention center. Marketing library services and programs to special populations may require staff to venture into unconventional places at times that satisfy the needs and comfort levels of the target population.

Place also considers the supply chain or distribution channels associated with how the library acquires or creates products and services, and how it then delivers those products and services to users. Walters reminds us that there are many cogs in the distribution wheel—wholesalers, databases, technology infrastructures, and staff all play a part in creating the library as a place.11 The database provider LearningExpress, LLC, which produces Learning Express Library, a major online resource for college preparation tests, is one such cog. Publishers of test preparation guides, scholarship and financial aid directories, and writing handbooks are other cogs in this wheel. A comprehensive marketing plan will include a thorough analysis of the physical and operational aspects of place.

Promotion

Promoting library programs and services comes easily for many librarians. Librarians are natural promoters of books and resources to help patrons move forward with projects, find jobs, gain new computer skills, learn new languages, or brush up on ancient history. Although librarians may create displays and flyers that inform users about upcoming programs and new resources in the collection, promotion entails more than creating glossy flyers. Promotion encompasses “activities marketers undertake to inform consumers about their products and to encourage potential customers to buy these products.”12 It is closely tied to outreach services. Through both activities, we inform and encourage customers to use a service or attend a program.

A library must choose the appropriate medium for its message. Print materials, websites and social media outlets, radio and print advertising, sponsorships, and participation in community events are all avenues for promoting library services and programs. Outreach and marketing messages should be displayed in the library and distributed in those places in the community where the target audience gathers. When promoting to college-bound patrons, libraries must consider the settings frequented by each subgroup of college-bound patrons and determine the appropriate marketing methods.

Decisions of where and how to carry out promotion activities will be guided by any needs assessment and market research you have conducted. Libraries are likely to reach younger college-bound patrons at local middle and high schools, homeschool collectives, community centers, parks, recreation centers, sports clubs, parent associations, and even coffee houses. Places to promote the library to reach adult college-bound patrons include networking groups, professional organizations, Chambers of Commerce and business associations, corporate human-resource departments, company bulletin boards, and online. Places of worship and workout facilities are other options. Use the worksheets in appendix D to brainstorm with your staff where you are most likely to reach your target audience and, within that space, what is the most effective and efficient manner to get your message across.

There are two additional considerations for your promotion efforts: 1) note on your promotion materials that a library card or membership is not required to access your services and programs (this might be a determining factor for those who do not regularly frequent the library), and 2) be prepared to create multilingual marketing materials as needed for your community and target audience.

People

Libraries are community spaces. People go to libraries not only to check out the latest bestsellers, but also to meet up with friends, find out what is happening in the community, and chat with favorite library staff members. This fifth P is about relationships, which William J. McEwen considers a “priceless asset” that often goes unnoticed because of organizational compartmentalization and how businesses measure success.13 Because the fifth P is a significant component of a marketing plan, remember that staff members build relationships with patrons as they provide services and information and promote upcoming events. Library staff member—be they librarians, clerks, or pages—are on the frontlines. Completing the skills inventory in appendix D will help you assess the skills and interests of your people, which will provide direction on how each staff member can contribute to your outreach and marketing activities. (Note that the inventory should not be used as a means to judge the quality of staff but rather how their strengths can be better utilized to serve particular special populations.) You may find that some staff members have particular skills that may be more useful in your marketing efforts more than do others.

Marketing is an ongoing process that follows the systems theory model, wherein input from the environment is used to make informed decision. In marketing, this input comes from market research and evaluation. The five Ps—product, price, place, promotion, and people—provide input that will directly drive your library’s outreach and marketing efforts, and help you to assure your efforts are focused, goal-oriented, and measureable. Libraries and library staff must embrace the exciting prospect of marketing services and its value to the world. By carefully assessing each part of the marketing mix in relation to the target audience, marketing can be an exciting process

MARKETING TO DIGITALLY CONNECTED PATRONS

Digitally Connected Teens

Many college-bound patrons in your target population may be “Millennials,” that is, people born between 1981 and 2000.14 According to the Pew Research Center, Millennials are more ethnically diverse than other cohorts, are politically progressive and less religious, and consider digital activity to be a part of their social lives. Millennials also are on track to become the most educated generation in America. This last characteristic indicates that there likely will be an audience who need those library services and programs related to attending college, whereas the other characteristics illustrate the diversity of this population, and the possible challenges of creating marketing messages and outreach activities to reach Millennial college-bound patrons.

Although a highly individualized generation, Millennials also like to be part of a community, as evidenced by their participation in social networks that allow for both freedom of expression and interaction with peers. Remember the fifth P? People are a valuable asset to communicating your values. Invite young people into the process. To create effective marketing campaigns to reach this population, involve them as advisors who may, ideally, become ambassadors for your services and programs. Research shows that Millennials, like young people before them, influence one another. Erin Bilezikjian-Johnson describes this as Millennials “having each other’s backs.”15 Unlike cohorts of young people in the past, their influence has a wide reach because technology allows peers greater access to one another. Teens are constantly posting messages on friends’ social media profile pages or texting each other using mobile devices; 87 percent of older teens (14 to 17 years old) have a cell phone, 49 percent send and receive text messages, and 86 percent of teens who use social media post comments to friends’ pages on social media sites.16 The level of influence among this group should not be underestimated. If an influential, technology-using teen finds your library’s test-preparation workshop beneficial, you could have a room full of teens after one text or Facebook post. Couple this influence with Bilezikjian-Johnson’s finding that teens are bargain- and value-conscious shoppers, and your library’s college-specific programming and services could become very popular—if you employ the right marketing messages and outreach efforts.

Keep in mind the various devices teens use to access the internet. As Rosy Henderson of the New Brunswick Public Library notes, most of the youth in her community have Facebook accounts, but not all have computers at home.17 In Dancing with Digital Natives, Peggy Anne Salz presents a case for marketing to youth using mobile technology from the for-profit perspective.18 We know from Pew and other research than teens are heavy cell-phone users. As communication with consumers is pushed to a mobile environment, consumers’ and patrons’ expectations change, becoming increasingly “anytime, anywhere” in terms of access and user expectations of active engagement with brands or companies or libraries. Youth interacting via mobile devices and social media in general are no different; they expect engagement and proof that a brand or company (or library) is listening. This fosters connections that may strengthen participation in activities hosted by the library, as well as generating word-of-mouth marketing. For young college-bound patrons, this may mean expanding channels of communication to include mobile communications, and encouraging feedback and dialogue about the college-planning process and patrons’ needs.

Salz also notes teens have a need to tell their story and create content, and today’s youth are looking for ways to do so digitally. In addition to marketing library services to youth and talking about how the library can meet their needs, libraries might consider allowing youth to tell their own stories of how library programs and services have helped them. Teens can do this by creating video testimonials about a program, blog posts, or sharing stories on Facebook, Twitter, or the library website. Doing so meets the dual need of creating content and sharing their own story while in a digital environment that is accessible to a wider audience.

An example of marketing in the digital space is the Phoenix Public Library’s College Depot, which communicates with its patron community on Twitter using its handle @CollegeDepot. College Depot staff tweet notices of upcoming events, college-related articles, and other information to over 900 followers.19 The College Depot also retweets scholarship and financial aid information from other Twitter users in its network. From advice on how to pay for college to information on nursing scholarships and grants, the College Depot has found a great way to communicate their programs and services to the wider community. Teens, parents, and adult college-bound Twitter followers have access to this information from their computers and mobile devices. Figure 7.1 shows a few samples tweets from @CollegeDepot.

Figure 7.1

SAMPLE TWEETS FROM @COLLEGEDEPOT
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Digitally Connected Adults

According to a 2012 survey by the Pew Research Center’s Internet and American Life Project, 85 percent of American adults use the internet.20 The research also shows that 80 percent of internet users have a high-school diploma and 94 percent have some college education. Top activities for adult online users include using search engines to find information, sending and reading email, looking for information on hobbies, and searching for product information. With regard to social media, women were more likely than men to use social media, users were generally under 50 years old, and social media was more popular among urban dwellers than those living in rural areas.21

Adult use of the internet and social-networking sites continues to increase at a steady pace. What does this mean for libraries? They must distribute outreach and marketing information in multiple formats, both print and digital, and use multiple methods to reach patrons. Most of the librarians I interviewed for this book use a variety of methods to reach college-bound patrons, including placing flyers throughout the library and notices in the library’s newsletter; targeted outreach to the school districts, charter school networks, library listservs and email lists, and sending out press releases.

The key to your digital outreach and marketing efforts is to use available research and data to learn about how and when your patrons use the Internet, the social media sites they frequent, the physical locations they visit, and the time they spend using computers at home. The more we know about our communities, the better and more fruitful our outreach and marketing activities. Libraries can learn from the experiences of commercial businesses that pursue this target market, as well as research organizations that provide data to inform marketing strategies aimed at youth and adult patrons. Appendix A lists additional resources for thinking through outreach and marketing strategies for your library.

Marketing Collateral

Many libraries still publicize and communicate program and service offerings using flyers. Promotional flyers may be distributed widely in the community; they can be posted on bulletin boards in local businesses and distributed to interested patrons at the check-out desk. If your library has a design team or a few talented staff members, professional-looking flyers can be created and easily updated as programs change. On each promotional piece distributed, include enough information for patrons to decide whether to attend: the program title; expected outcomes; the name of the facilitators (if they will help draw attendees); contact information, time, and location; registration information; website URLs for additional information; and price of admission.

It is very important to state whether or not there is a fee to participate in the program. Workshops related to college preparation often have associated fees; if you are providing programs and services free of charge, make this clear on your promotional flyers. Additionally, if you are posting updates on Facebook, include the same level of detail. If using Twitter, which at the time this book was written limited message to 140 characters, supply a link to a site that gives more details.

Examples of promotional materials used to market to college-bound patrons range from simple text to professionally designed flyers, and show different messaging used to communicate product offerings. They also illustrate the variety of programs libraries are offering to college-bound patrons (see figures 7.2 through 7.4). Note that most of the programs are targeted to traditional-age college-bound patrons. Similar promotional flyers may be designed for adult learners and placed in locations frequented by them.

Figure 7.2

FREE COLLEGE PREP FLYER, FREE LIBRARY OF PHILADELPHIA
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This program has been made possible at the Free Library of Philadelphia with generous support from the Philadelphia City Institute Board of Managers.

Figure 7.3

COLLEGE DEPOT FLYER, PHOENIX PUBLIC LIBRARY
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Courtesy of College Depot at Phoenix Public Library.

Figure 7.4

COLLEGE-PLANNING PROGRAMS, CHAPPAQUA LIBRARY



Understanding the College Application Process
with Will Goodman

Tuesday, September 11
7:30 – 8:30 PM, in the theater
Grades 9-12

Learn the key elements of the Common Application as well as how to show yourself in the best light, all about teacher recommendations, and early application options. Parents are welcome.

Will Goodman is a private college counselor who attended Horace Greeley High School. He graduated from Princeton University where he was a history major. Will received his M.B.A. from Columbia University. He has been President of Guidance Associates for twenty years and has counseled hundreds of students through the college process. He gives frequent talks on college admissions throughout Westchester County.

College Essay Writing Seminar
with Marek Fuchs

Saturday, October 6
10:00-11:30 AM or 12:30-2:00 PM, in the theater
Grades 9-12

Brainstorm, pick a topic, and start writing at this fun, informative but relaxed college essay seminar. (Please register for either session, bring a laptop if desired)
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Marek Fuchs teaches non-fiction writing at Sarah Lawrence College and wrote the “County Lines” column for The New York Times for six years. He wrote A Cold-Blooded Business, a book based on a murder story he covered for the Times, which was called “riveting” by Kirkus Reviews. Fuchs’s next book, Local Heroes, is due out this fall. When he is not teaching or writing, Fuchs serves as a volunteer firefighter.

College for Kids with Disabilities
with Julie Gaughran, Rachel Asher & Carolyn Cohen

Tuesday, October 9
7:30-8:30 pm, in the theater 
Grades 9-12

Gain important information about the issues facing students with disabilities as they choose, apply to, and attend college. Julie Gaughran and Rachel Asher, of Asher, Gaughran, LLP, are attorneys whose practice focuses on special education law. Carolyn Cohen is a college placement counselor with experience in advising special needs students. (parents welcome)

Practice SAT/ACT

Saturday, October 20
8:00 AM-12:30 PM, in the theater
Grades 9-12

This test offers students a sampling and results of both exams. It will give students an idea of which they prefer and which they do better on, to help them decide which exam might be better for them.





Courtesy of Chappaqua Library.
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ONLINE COLLEGE-PLANNING RESOURCES

As information centers and institutions of lifelong learning, libraries are equipped to help young and adult patrons become informed consumers when it comes to making important education decisions. From accreditation to campus security, financial aid, and college search tools, the library offers numerous valuable online resources for college-bound patrons of every age. This chapter presents a sampling of online college-planning resources that offer a wealth of information on preparing for what is often an overwhelming time for students and families—particularly first-generation students and their parent or guardians. Some are sponsored by the federal government, and others are maintained by private businesses and non-profit organizations. Librarians can use this chapter to select resources suitable to their particular college-bound populations, and add these resources to existing lists on the library websites, and even host programs that demonstrate the resources.

College-bound patrons will likely be familiar with college ranking sites such as US News and World Report and Forbes. Although ranking sites have a place in the college-planning process, these sites are not without controversy because of questionable methodology and problems with data reported by institutions. Such a strong emphasis is placed on college rankings that institutions are driven to report inflated and erroneous data. Forbes removed four institutions (Claremont McKenna College, Bucknell University, Emory University, and Iona College) from its list of America’s Top Colleges because of falsified reports of SAT scores, alumni giving, and acceptance and graduation rates.1 For this reason, I chose to highlight search tools and information resources that serve a variety of college-bound patrons and offer the perspectives of a broad range of college students, but do not emphasize rank. Although colleges and universities do provide data to these online resources, the resources given are information gathering tools that do not serve as ranking services.

This list of resources should give library staff an idea of what is available. Some resources are narrow in focus, offering college-bound patrons just enough of information to begin the college-planning process. Some sites are written for specific audiences, such as KnowHow2Go, which focuses on low-income, first-generation, and veteran students. The resources offer articles written from different perspectives and offer various nuggets of advice. There is some overlapping data in the profiles on different websites, yet each resource has a unique approach to presenting the data in college profiles and meeting the information needs of different college-bound patrons. Because of topic overlap in some of the resources, the list is presented in alphabetical order. Table 8.1 presents a chart of the resources organized in broad categories.

BIGFUTURE BY THE COLLEGE BOARD
https://bigfuture.collegeboard.org

BigFuture walks students and parents through the college-planning process with articles and resources organized into six categories, including finding colleges, career exploration, college funding, the application process, and the overall basics of preparing for college. Articles can be accessed for free, but users must pay for an account to save information about colleges, create customized plans, send test scores to institutions, and apply to institutions from within the site. This variety of services makes BigFuture an extremely useful resource for college-bound students. BigFuture has smaller sections with articles for military and undocumented students, and its campus profiles have information for transfer and international students. The overall focus is on traditional-age college-bound students, their parents, and educators.

[TABLE 8.1]

ONLINE COLLEGE PLANNING RESOURCES



	
	
College Search


	
Career Exploration


	
Scholarship Search/Financial Aid


	
Adult Students


	
Military/Veteran Students


	
Students with Disabilities





	
BigFuture


	
X


	
X


	
X


	
	
X


	



	
CampusExplorer


	
X


	
X


	
X


	
X


	
X


	



	
Campus Security Data


	
X


	
	
	
	
	



	
CareerOneStop


	
	
X


	
X


	
	
	



	
College Confidential


	
X


	
	
	
	
	



	
College Navigator


	
X


	
	
	
	
	



	
College Portrait


	
X


	
	
	
	
	



	
College Scorecard


	
X


	
	
	
	
	



	
Common Application


	
X


	
	
	
	
	



	
Database of Accredited Postsecondary Institutions and Programs


	
X


	
	
	
	
	



	
FAFSA


	
	
	
X


	
	
	



	
Federal Student Aid


	
	
X


	
X


	
X


	
X


	
X





	
Heath Resource Center


	
X


	
	
	
	
	
X





	
KnowHow2Go


	
	
	
	
X


	
X


	



	
Think College


	
X


	
X


	
	
	
	
X





	
U-CAN


	
X


	
	
	
	
	




Features


▪ Over 200 videos featuring college-bound and currently enrolled students, college deans of admissions, consultants, and professors

▪ Profiles for nearly 4,000 schools

▪ College search and comparison tools

▪ Advanced search options

▪ A step-by-step interactive guide to help students find the right college fit, based on answers to a series of questions

▪ Campus visit checklists and guides

▪ A scholarship search tool organized by type of award, personal characteristics, employer, and military affiliation



Social Media


▪ www.facebook.com/mybigfuture

▪ www.twitter.com/mybigfuture

▪ www.youtube.com/user/bigfuture



CAMPUSEXPLORER
www.campusexplorer.com

Campus Explorer is a college search tool with profiles of over 8,000 colleges and universities. The profiles are comprehensive, and include detailed summaries, quick facts, retention data, ratings and reviews, graduation data by major, an admissions requirement checklist, transfer student data, special study options (e.g., honors, study abroad, internships), and information on athletics and student services offered on campus. Users will also appreciate the campus photos and virtual tours. Career overviews are included. Population-specific articles and guides lead parents and, traditional-age, military, adult, and graduate students through the college-planning and financial aid processes. It is not necessary to log in, but doing so allows users to save and compare schools and use the interactive checklist. Campus Explorer is privately owned and created by a group of developers in California.

Features


▪ “College Match” tool with thousands of higher education institutions including online and graduate degree programs

▪ College-planning timelines and guides by grade level for high-school students; adult, graduate, and military students; parents; and counselors

▪ Scholarship directory and search tool

▪ Ratings and reviews

▪ Request additional information from institutions



Social Media


▪ www.facebook.com/campusexplorer

▪ www.twitter.com/campusexplorer

▪ https://plus.google.com/107912839340988749517/posts



CAMPUS SECURITY AND DATA ANALYSIS CUTTING TOOL
http://ope.ed.gov/security/

Campus crime is an unfortunate reality of college life. The severity and nature of crimes ranges from petty theft of personal belongings to robbery on campus or in the surrounding area. Per the Jeanne Clery Disclosure of Campus Security Act (popularly known as the Clery Act of 1990) and the Higher Education Opportunity Act (HEOA), all postsecondary institutions participating in federal financial aid programs must comply with regulations on the reporting of crimes, and adhere to approved safety and security policies. Campuses must share information about crimes occurring on and around the campus. In addition to major crimes, colleges are required to report on arrests and campus disciplinary actions for liquor, drug, and illegal weapons law violations. Hate crimes and intimidation must be reported as well.

The Campus Security and Data Analysis Cutting Tool (www.ope.ed.gov/security/), sponsored by the US Department of Education’s Office of Postsecondary Education, is the result of the Clery Act. The database provides customized reports of campus crime data free of charge with no login required. Data lists alleged criminal offenses reported to campus security or local police authorities. Users may search and download data for one institution or generate aggregate data from a group of campuses. In addition to crime statistics, each institution profile has information on the staff members responsible for campus and fire safety. Data on fires in on-campus housing include the names of individual campus housing facilities and fraternity houses. All data is self-reported by each higher education institution; the database currently has data through 2012. College guidance counselors, school administrators, and parents of traditional-age students will especially appreciate this tool.

Features


▪ User-friendly search interface with explanations and search tips

▪ Advanced search options, including search by institution name, city and state, enrollment, type of institution, and instructional programs

▪ Compare institutions and download data to Excel



Related Resources and Social Media

The Clery Center for Security on Campus—www.clerycenter.org


▪ www.facebook.com/clerycenter

▪ www.twitter.com/clerycenter

▪ www.youtube.com/clerycenter



CAREERONESTOP
www.careeronestop.org

Primarily a resource for career changers and job seekers, this site features articles on writing resumes and interviewing, a job search engine, occupation descriptions, and tools for exploring careers (e.g., wage tables). The scholarship search tool with over 7,000 scholarships, loans, grants, and fellowships will be of particular interest to college-bound patrons. Users can easily search by award type, state, program level, and special characteristics such as ethnicity, gender, and military affiliation. Keyword searching is also an option. Results link to longer descriptions of the awards that include application information, deadlines, and external links. The site is part of the American Job Center Network. It is available in English and Spanish. This resource will likely appeal to adult college-bound patrons for whom career change requires additional educational training and funding.

Features


▪ Robust scholarship search tool with detailed profiles of funding opportunities

▪ Licensed Occupations search tool to find information on licenses for various careers

▪ Certification Finder to search for occupation- or industry-related certifications with links to the certifying organization’s official website

▪ Career exploration tools to help college-bound patrons uncover career interests and related educational requirements



Social Media


▪ www.twitter.com/career1stop

▪ www.facebook.com/pages/careeronestop/135511219941994

▪ www.youtube.com/user/careeronestop



COLLEGE CONFIDENTIAL
www.collegeconfidential.com

College Confidential is a resource for straight talk on college admissions and college life. Created by Hobsons, an education solutions company, this editorial site has articles written by experienced professionals that offer advice on all manner of admissions and college-related matters. Users may register to participate in an active online community in discussion forums for prospective students and their parents, and network with other college-bound students and admissions representatives. Discussion topics organized by general theme include college and dorm life, financial aid preparing for classes, and getting recommendations for college applications. Unregistered users can view discussions, but registration is required to participate. With a registered account users can participate in discussion forums, post photos and videos, report on campus visits, save and share college searches, receive private messages, and receive a monthly newsletter. College Confidential has links to numerous financial aid resources and a robust college-search database. The site also ranks college ranking sites, which are heavily used by parents and students in the college application process. Librarians, parents and students will appreciate the book reviews highlighting books on the college search process, college life, and financial aid.

Features


▪ Large, active online community for interacting with other college-bound students and sharing perspectives and experiences

▪ CampusVibe allows users to report on and rate their campus visits and post photos and videos

▪ SuperMatch College Search has profiles of over 4,500 schools with numerous options to narrow search results including by major, campus setting, selectivity, disability services, political climate, and even party scene

▪ Regularly updated Ask the Dean feature addresses individual user’s questions

▪ Mobile app available for iPhone, iPad and Android

▪ Mobile version of discussions forums available at http://​talk.collegeconfidential​.com



Social Media


▪ www.facebook.com/collegeconfide

▪ www.twitter.com/collegeconfide



COLLEGE NAVIGATOR
www.nces.ed.gov/collegenavigator

College Navigator is a comprehensive data-driven resource that provides students, parents, and guidance counselors with information on over 7,000 public and private two- and four-year higher education institutions. Provided by the US Department of Education through the National Center for Education Statistics, College Navigator’s profiles present extensive information based on the latest available data from IPEDS, a system containing data from surveys submitted by college institutional research departments. Tuition and fees, retention and graduation rates, admissions statistics with average entrance exam scores, accreditation, and campus security data are just some of the information provided on each institution profile. This resource, which features an intuitive, uncluttered user interface, offers institutional facts without extras such as videos, photos, forums, or banner ads; there are no associated social media accounts. College Navigator is available in English and Spanish.

Features


▪ Guided search function leads users step-by-step through the college search process

▪ Advanced search options allow filtering by tuition rate, enrollment, test scores, religious affiliation, and extended learning opportunities (distance education, weekend and evening courses, credit for life experience)

▪ Side-by-side comparison of institutions

▪ Save searches using email address rather than creating a login account

▪ Export results to Excel

▪ Links to other federally sponsored college-planning resources



COLLEGE PORTRAIT
www.collegeportraits.org

Sponsored by the American Association of State Colleges and Universities (AASCU) and the Association of Public and Land-grant Universities (APLU), College Portrait is a smaller-scale college search tool with just over 300 profiles of institutions that are members of the Voluntary System of Accountability (VSA) project. Individual profiles include information on campus life, demographic information on students and faculty, applicant data, and links to resources on the institution’s website making College Portrait a portal to the websites of VSA-affiliated institutions, Institutional data is simply presented; most of the information is organized in sidebar categories with links to more data and related charts. Financial aid information includes data on average loan, grant, and scholarship award amounts. Degree-completion data for general areas of study is provided, as well as data on student involvement in campus learning experiences (e.g., study abroad and community service), which is not commonly reported in other resources. Unlike some other college search resources, campus comparisons and profiles cannot be saved. The data provided on College Portrait, coupled with the supplied links to institutions’ web pages, give college-bound patrons a straightforward picture of campus and academic life at a few campuses.

Features


▪ Search for colleges by name, zip code, campus size, degree level, entrance exams, and special study options (distance learning, internships, study abroad)

▪ Side-by-side comparison of two institutions



COLLEGE SCORECARD
www.collegecost.ed.gov/scorecard

A service of the US Department of Education’s College Affordability and Transparency Center, College Scorecard generates a list of colleges based on user preferences and campus characteristics. Instead of profiles detailing the institution’s admissions criteria, campus organizations, student programs, and faculty data, College Scorecard profiles focus on college costs, graduation rates, loan default rates, and median loan amounts borrowed for undergraduate study. Users may search for institutions based on a number of criteria such as major, occupation, campus size and setting, region, and awards offered, but the focus of each profile is affordability. College Scorecard has an important place in the college search tool arena because of its single focus on affordability at a time when college costs are steadily increasing and college-bound patrons seek the most affordable options for accomplishing academic goals.

Features


▪ Numerous search criteria based on campus characteristics and user preferences

▪ Graphics effectively present data so that users can see whether a college’s costs are low, medium, or high in comparison to other institutions

▪ Cost data includes the average annual net price increase or decrease for an institution, with links to the institution’s own net price calculator for a more customized estimate of college costs



COMMON APPLICATION
www.commonapp.org

Common Application is an online undergraduate admissions application for first-year and transfer students applying to one or more of the over 500 Common Application member institutions. It simplifies the college admissions process with a standard application for select institutions. Members, including international institutions, must have a commitment to a “holistic” admissions process, meaning that all parts of a student’s application are considered. Some institutions— primarily private colleges and universities—use Common Application as their only means of accepting admission applications. Other institutions share standardized deadlines, fees, and other application elements. Though each member institution has a profile on the site with data relevant to college planning, and users may search for colleges using limited criteria, this bare-bones site exist primarily for the purpose of applying to member institutions. An account is required to complete applications, and anyone who writes recommendations for a student must also have an account to complete the appropriate forms. Users should note that participating institutions have varying application fees that can reach $100 (a fee waiver is available to eligible applicants). Common Application receives administrative support from the National Association of Secondary School Principals.

Features


▪ Save up to twenty colleges to the “My Colleges” list

▪ College profiles with admissions specific data

▪ Links to request information from member institutions

▪ Recommendations submitted online

▪ Knowledgebase for technical support



Social Media


▪ www.facebook.com/commonapp

▪ www.twitter.com/commonapp



THE DATABASE OF ACCREDITED POSTSECONDARY INSTITUTIONS AND PROGRAMS
http://ope.ed.gov/accreditation/

When researching educational opportunities, it is not only important to find quality academic program or the college with the best sports and recreation facilities. It is also crucial to learn about an institution’s accreditation status. College-bound patrons will want to seek colleges and universities with institutional accreditation; additionally, some programs or departments may be accredited by specialized agencies. It is especially important for transfer and adult college-bound patrons to know that all accreditations are not created equal in terms of the ability to transfer credits from one institution to another. Colleges and universities undergo rigorous peer quality assessments that ensure the institution meets acceptable standards. These assessments most often are conducted by private accreditation agencies that develop criteria used to evaluate institutions. Each institution is evaluated against a set of criteria, and the findings are publicly available through the Database of Accredited Postsecondary Institutions and Programs maintained by the US Department of Education’s Office of Postsecondary Education.

The database includes only those institutions accredited by agencies recognized by the US Department of Education. Search results include the names of the agencies that review and accredit an institution, the status and year of review, and any applicable specialized accreditation data. Users also may search for accreditation information on internships, residencies, and special programs like nursing, physical therapy, and teacher education. No login is required to use the site; results may not be saved on the site but can be downloaded to Excel. The database files are updated every three months.

Features


▪ Simple interface allows searching by institution, agency or program

▪ Users may download data on institutions to import into Excel



FEDERAL STUDENT AID
https://studentaid.ed.gov

This is the definitive resource for all students applying for federal student aid. Federal Student Aid is the office of the US Department of Education that develops the FAFSA, manages the disbursement of federal student aid funds, and monitors compliance by participating schools and students. The site’s information and resources are grouped into five main categories—preparing for college, types of aid, eligibility for aid, completing the FAFSA, and loan repayment—which helps users access desired information without getting lost on the site. Not only does Federal Student Aid cover options for traditional-age students, the site has information for adult and military students and students with intellectual disabilities or criminal convictions. Federal Student Aid is also available in Spanish with some resources available in Braille or audio.

Features


▪ Checklists for elementary through high-school and adult students cover academic and financial planning and provide links to related resources from other federally sponsored websites

▪ Career exploration information with links to additional resources

▪ Glossary of financial aid terms

▪ Budget calculator

▪ Events calendar featuring college and scholarship fairs at which Federal Student Aid will have a booth



Social Media


▪ www.facebook.com/federalstudentaid

▪ www.twitter.com/fafsa

▪ www.youtube.com/federalstudentaid



FREE APPLICATION FOR FEDERAL STUDENT AID (FAFSA)
www.fafsa.ed.gov

Students interested in financial aid from colleges and some scholarships must complete the FAFSA. This is the only official site for accessing the free federal financial aid application. Several other sites exist that appear free but in the end charge students to submit the application. For this reason, it is important that college-bound students and parents are aware of the official website. A login is required to complete the application. The site is available in English and Spanish.

Features


▪ Free application to apply for federal student aid

▪ Federal School Code Search

▪ Comparison tool with abbreviated college profiles displaying tuition and graduation and retention rate data

▪ PDF version of the latest application

▪ FAFSA4Caster to estimate eligibility for federal student aid

▪ Knowledgebase of frequently asked questions



Social Media


▪ www.facebook.com/federalstudentaid

▪ www.twitter.com/fafsa

▪ www.youtube.com/user/federalstudentaid



HEATH RESOURCE CENTER
www.heath.gwu.edu

Heath Resource Center serves as an online clearinghouse of resources for persons with disabilities pursuing higher education. Maintained by The George Washington University Graduate School of Education with support from the HSC Foundation, the site offers articles and publications, fact sheets, guides, and directories for students, parents and guidance counselors. Counselors as well as librarians planning programs for special populations will benefit from the Guidance and Career Counselors’ Toolkit—a publication highlighting what students with disabilities should consider when making college decisions such as financial aid, using campus disability services, and exploring career paths. Modules cover such topics as joining clubs and organizations, writing college essays, and stress management. Although a forum for student interaction would be useful, the Heath Resource Center is a rich repository of free materials for students with disabilities, their families, and counselors.

Features


▪ Topical modules helpful to students, parents and advisors include key questions to consider when exploring higher education, online resources, and references for additional information

▪ Events calendar designed to showcase educational and professional opportunities for those working with students with disabilities, which also serves as a good resource for students and parents interested in opportunities related to their unique needs

▪ Counselors’ Toolkit, which although designed primarily for those professionals who serve students with disabilities, also functions as a resource to equip students and parents with information about exploring services offered at higher education institutions



Social Media


▪ www.facebook.com/heathcenter

▪ www.twitter.com/heathcenter



KNOWHOW2GO
www.knowhow2go.org

KnowHow2Go is part of a multimedia public-service campaign created by the American Council on Education, the Lumina Foundation, and the Ad Council to encourage college attendance among low-income and first-generation students. College-planning advice emphasizes exploring interests, what questions to consider when making plans, learning from the experience of others, and advice on how students can talk with their parents about their college plans. Reading the articles is like talking with a personal college advisor who understands the challenges and anxiety associated the college search process. The student-centered site has separate sections for military and veteran students as well as middle- and high-school students. KnowHow2Go is also a good resource for returning adult students who may need a softer reintroduction to the college-planning process than that offered by other resources with a strong focus on college search. Some states, including California, Connecticut, Illinois, Indiana, Kentucky, Michigan, and Nebraska, offer state-level KnowHow2Go websites.

Features


▪ “Four Steps to College” plan breaks down the college-planning process into detailed steps (Be a Pain, Push Yourself, Find the Right Fit, and Put Your Hands on Some Cash)

▪ Success stories from veteran and non-veteran students that address the process of choosing a school, finding a mentor, paying for college, taking challenging classes, and being the first in a family to attend college

▪ College-planning guides by grade level

▪ Virtual campus tour guides students through a simulated college campus

▪ College Quiz tests students’ general knowledge about college planning while debunking myths and providing general information



THINK COLLEGE
www.thinkcollege.net

Think College is a national organization focused on research, policy, and information for college-bound people with intellectual disabilities (ID). The organization coordinates the efforts of the Transition and Postsecondary Programs for Students with Intellectual Disabilities, provides training at national conferences, conducts research, and shares resources. Think College has articles on paying for college and understanding legal protections, videos presenting the perspectives of students and parents, and research-based articles. The organization also publishes a book highlighting ways to support students with ID as they plan for the transition to college. Think College LEARN features self-paced modules on financial aid for students with ID, information on college options and how college differs from high school, and coaching and mentoring for those working with students with ID. Think College Island, designed especially for students, has games and activities to enhance self-awareness and aid in thinking through goals, worksheets designed to help students discover their strengths, identify tools for self-advocacy, and manage time. The intended audience for Think College includes policy makers, parents, students, and educators.

This initiative is sponsored by the Institute for Community Inclusion at the University Massachusetts, Boston, with support from federal grants. A listserv is available for parents, students, counselors, and program staff.

Features


▪ College search tool with over 200 college programs specifically for students with intellectual disabilities

▪ College profiles with entrance requirements, contact information, and type of disability best served by the institutions

▪ Think College Stories—a video library of personal stories from students, families, and higher education professionals

▪ Think College Island—a colorful, game-based portal leading to selected online resources on health, self-awareness, career matching and job choices, and college tours

▪ Training resource modules and webinars for program administrators



Social Media


▪ www.facebook.com/thinkcollege

▪ www.twitter.com/thinkcollegeici



U-CAN: UNIVERSITY AND COLLEGE ACCOUNTABILITY NETWORK
www.ucan-network.org

U-CAN is a college search tool for students planning to attend a private, non-profit college or university. Over 800 colleges and universities from 43 states have active profiles on U-CAN, which provide data important to the college decision-making process: admissions and enrollment, majors and programs of study, tuition and financial aid data, and graduation rates. This is information U-CAN found to be important to students and parents through its focus-group research. The profiles are not as comprehensive as other resources discussed in this chapter, but the profiles are complemented by links to the institution’s website. U-CAN also contains fewer articles and resources on college planning and does not cover special populations in detail. Designed to be more visually appealing than other data-driven sites, U-CAN’s uncluttered profiles and simplified data will appeal to users who want less flash and more easy-to-read information; it is a reasonable starting point especially with its focus on private, non-profit institutions, but most users will want to supplement with information from other sources. Profiles are updated annually using self-reported data from the institutions profiled. U-CAN is developed and maintained by the National Association of Independent Colleges and Universities (NAICU).

Features


▪ Advanced search function that allows filtering by location, degree level, religious affiliation, tuition rate, and other institution characteristics

▪ Profiles serve as a portal to resources on an institution’s website that cover student life, life after college, and campus safety (including the campus’s safety report)

▪ Links to college-planning resources and articles



Related Resources and Social Media

The National Association of Independent Colleges and Universities—www.naicu.edu


▪ www.facebook.com/privatecolleges

▪ www.twitter.com/naicutweets



Of course, many other online college-planning resources exist. Librarians are encouraged to highlight the resources that apply to their individual communities, on the library website or through a series of programs demonstrating each site to college-bound patrons. Librarians also are encouraged to find more specific state-level and local websites, based on patron interest and community demographic data.

| Note |



1. Abram Brown, “Why Forbes Removed Four Schools From Its America’s Best Colleges Rankings,” Forbes, July 24, 2013, www.forbes.com/sites/abrambrown/2013/07/24/why-forbes-removed-4-schools-from-its-americas-best-colleges-rankings/.






  
    
APPENDIX A

Additional Resources


Rosalind Farnam Dudden, Using Benchmarking, Needs Assessment, Quality Improvement, and Library Standards: A How-To-Do-It Manual with CD-ROM. (New York: Neal-Schuman, 2007).

Kavita Gupta, A Practical Guide to Needs Assessment. (San Francisco: Jossey-Bass/Pfeiffer, 1999).

Joseph R. Matthews, The Evaluation and Measurement of Library Services. (Westport, CT: Libraries Unlimited, 2007).

Lynn Westbrook, Identifying and Analyzing User Needs: A Complete Handbook and Ready-to-Use Assessment Workbook with Disk. (New York: Neal-Schuman, 2001).



COLLEGE ADMISSIONS AND RELATED ORGANIZATIONS


American Association of Collegiate Registrars and Admissions Officers (AACRAO)

1 Dupont Circle NW, Suite 520

Washington, DC 20036

Phone: (202) 293-9161 Fax: (202) 872-8857

www.aacrao.org

National Association for College Admissions Counseling (NACAC)

1050 North Highland Street, Suite 400

Arlington, VA 22201

Phone: (800) 822-6285 Fax: (703) 243-9375

www.nacacnet.org

National Association of Student Financial Aid Administrators (NASFAA)

1101 Connecticut Avenue NW, Suite 1100

Washington, DC 20036-4303

Phone: (202) 785-0453

www.nasfaa.org

National Catholic College Admission Association (CCAA)

PO Box 267

New Albany, OH 43054

Phone: (614) 633-5444 Fax: (614) 839-9232

www.catholiccollegesonline.org



TEST-PREPARATION PUBLISHERS


Barron’s Educational Series

250 Wireless Blvd.

Hauppauge, NY 11788

Phone: (800) 645-34761

Fax: (631) 434-3723

www.barronseduc.com/test-preparation.html

College Board

45 Columbus Avenue

New York, NY 10023-6917

Phone: (212) 713-8000

www.collegeboard.org

https://store.collegeboard.org

Gary Gruber, PhD

http://drgarygruber.com

Kaplan Publishing Titles (distributed by Simon and Schuster)

Special Markets

100 Front Street

Riverside, NJ 08075

Phone: (877) 989-0009

Fax: (856) 824-2291

www.kaptest.com/kpub_home.jhtml

McGraw-Hill Professional

1221 Avenue of the Americas, 46th Floor

New York, NY 10020

Phone: (617) 472-3555

www.mhprofessional.com/templates/111-testprep.php

Peterson’s Publishing

3 Columbia Circle, Suite 205

Albany, NY 12203-5158

Phone: (800) 338-3282 ext. 53406

www.petersonspublishing.com/Catalog/

The Princeton Review (distributed by Random House)

Department of Library Marketing

1745 Broadway (6-2)

New York, NY 10019

Fax: (212) 940-7381

www.randomhouse.com/princetonreview



FINANCIAL AID AND SCHOLARSHIP BOOK AND AUTHORS

A common criticism of scholarship and financial aid guidebooks is that websites listed in the guidebooks are no longer active, or that the book’s information is not entirely accurate or applicable to nontraditional students. For this reason, it is likely patrons will look to the library for these resources rather than purchasing the books for personal use.

Many test-preparation publishers, including Kaplan Publishing, The College Board, Peterson’s, and The Princeton Review, also publish books related to financial aid and scholarships. Aside from the test-preparation companies, several authors regularly publish guidebooks with financial aid tips and scholarship listings and share personal experiences financing their college education with little or no student loans. Those authors and their recent works are listed here. This is not meant to be an exhaustive list.


Zack Bissonnette, Debt-Free U: How I Paid for an Outstanding College Education Without Loans, Scholarships, or Mooching off My Parents (New York, NY: Penguin Group, USA, 2010).

Gen Tanabe and Kelly Tanabe, The Ultimate Scholarship Book 2014: Billions of Dollars in Scholarships, Grants and Prizes (Belmont, CA: SuperCollege, LLC, 2013).

Gen Tanabe and Kelly Tanabe, How to Write a Winning Scholarship Essay: 30 Essays That Won Over $3 Million in Scholarships (Belmont, CA: SuperCollege, LLC, 2009).



DIRECTORY OF STATE LEVEL HIGHER EDUCATION ASSISTANCE AGENCIES

Books in circulation may be supplemented by material in the reference collection or links on the library’s website from state higher education assistance agencies or authorities listed here. These sites provide state-specific information for college-bound students.


Alabama Commission on Higher Education

PO Box 302000

Montgomery, AL 36130-2000

Phone: (334) 242-1998 Phone: (800) 960-7773 (AL Residents Only) Fax: (334) 242-0268

www.ache.alabama.gov/Content/Departments/StudentAsst/StudetAsst.aspx

Alaska Commission on Postsecondary Education

PO Box 110505

Juneau, AK 99811-0505

Phone: (907) 465-2962 Toll-Free: (800) 441-2962 Fax: (907) 465-5316

acpe.alaska.gov/STUDENT-PARENT/College_Career/The_Smart_Way_to_Pay_for_It.aspx

Arizona Commission for Postsecondary Education

Suite 650 2020 North Central Avenue

Phoenix, AZ 85004-4503

Phone: (602) 258-2435 Fax: (602) 258-2483

www.azhighered.gov

Arkansas Department of Higher Education

114 East Capitol

Little Rock, AR 72201-3818

Phone: (501) 371-2000 Fax: (501) 371-2001

www.adhe.edu/divisions/financialaid/Pages/financialaid.aspx

California Student Aid Commission

PO Box 419027

Rancho Cordova, CA 95741-9026

Phone: (916) 526-7590 Toll-Free: (888) 224-7268 Fax: (916) 464-8002

www.csac.ca.gov

Colorado Department of Higher Education

Suite 1600 1560 Broadway

Denver, CO 80202

Phone: (303) 866-2723 Fax: (303) 866-4266

highered.colorado.gov/Finance/FinancialAid/

Connecticut Department of Higher Education

61 Woodland Street

Hartford, CT 06105-2326

Phone: (860) 947-1800 Toll-Free (800) 842-0229 Fax: (860) 947-1310

www.ctohe.org/SFA/default.shtml

Delaware Higher Education Commission

Fifth Floor Carvel State Office Building

820 North French Street

Wilmington, DE 19801

Phone: (302) 577-5240 Toll-Free: (800) 292-7935 Fax: (302) 577-6765

www.doe.k12.de.​us/infosuites/students_family/​dheo/how_to_apply/financial_aid​/default.shtml

District of Columbia

Office of the State Superintendent of Education

State Board of Education 9th Floor

810 First Street NE

Washington, DC 20002

Phone: (202) 727-6436 Fax: (202) 727-2019

http://osse.dc.gov/

Florida

Office of Student Financial Assistance

State Department of Education Suite 1314

325 West Gaines Street

Tallahassee, FL 32399

Phone: (850) 410-5180 Toll-Free: (888) 827-2004 (FL residents only) Fax: (850) 487-1809

www.floridastudentfinancialaid.org/osfahomepg.htm

Georgia Student Finance Commission

2082 East Exchange Place

Tucker, GA 30084

Phone: (770) 724-9000 Toll-Free: (800) 505-4732 Fax: (770) 724-9089

www.gsfc.org

Idaho State Board of Education

PO Box 83720

650 West State Street

Boise, ID 83720-0037

Phone: (208) 334-2270 Fax: (208) 334-2632

www.boardofed.idaho.gov

Illinois Student Assistance Commission

1755 Lake Cook Road

Deerfield, IL 60015-5209

Phone: (217) 782-6767 Toll-Free: (800) 899-4722 Fax: (217) 524-1858

www.isac.org/students/during-college/paying-for-college/index.html

State Student Assistance Commission of Indiana

402 West Washington Street

Indianapolis, IN 46204-2811

Phone: (317) 232-2350 Toll-Free: (888) 528-4719 (IN residents only) Fax: (317) 232-3260

www.ssaci.in.gov

Iowa College Student Aid Commission

603 E.12th Street, 5th Floor

Des Moines, IA 50319

Phone: (877) 272-4456 Toll-Free: (800) 383-4222 (IA residents only) Fax: (515) 725-3401

www.iowacollegeaid.gov

Kentucky Higher Education Assistance Authority

PO Box 798

Frankfort, KY 40602-0798

Phone: (502) 696-7200 Toll-Free: (800) 928-8926 Fax: (502) 696-7293

https://www.kheaa.com/website/kheaa/paying?main=1

Louisiana Office of Student Financial Assistance

PO Box 91202

Baton Rouge, LA 70821-9202

Phone: (225) 219-1012 Toll-Free: (800) 259-5626 x1012 Fax: (225) 208-1496

www.osfa.la.gov

Finance Authority of Maine

5 Community Drive

PO Box 949

Augusta, ME 04332-0949

Phone: (207) 623-3263 Toll-Free: (800) 228-3734 Fax: (207) 623-0095

www.famemaine.com/Education_Home.aspx

Maryland Higher Education Commission Suite 400

839 Bestgate Road

Annapolis, MD 21401-3013

Phone: (410) 260-4500 Toll-Free: (800) 974-0203 (MD residents only) Fax: (410) 260-3200

www.mhec.state.md.us/financialAid/index.asp

Massachusetts Department of Higher Education Room 1401

One Ashburton Place

Boston, MA 02108-1696

Phone: (617) 994-6950 Fax: (617) 727-6397

www.osfa.mass.edu

Michigan Student Financial Services Bureau

PO Box 30047

Lansing, MI 48909-7547

Toll-Free: (800) 642-5626 x37054 Fax: (517) 241-0155

www.michigan.gov/mistudentaid

Minnesota Office of Higher Education Suite 350

1450 Energy Park Drive

St. Paul, MN 55108-5227

Phone: (651) 642-0567 Toll-Free: (800) 657-3866 Fax: (651) 642-0675

www.ohe.state.mn.us/mPg.cfm?pageID=888

Mississippi Office of Student Financial Aid

3825 Ridgewood Road

Jackson, MS 39211-6453

Phone: (601) 432-6997 Toll-Free: (800) 327-2980 (MS residents only)

Fax: (601) 432-6527

www.mississippi.edu/riseupms/financialaid-state.php

Missouri Department of Higher Education

PO Box 1469 205 Jefferson Street

Jefferson City, MO 65102-1469

Phone: (573) 751-2361 Toll-Free: (800) 473-6757 Fax: (573) 751-6635

www.dhe.mo.gov/ppc/

Montana Higher Education Student Assistance Corporation

2500 Broadway Street

Helena, MT 59601-4901

Phone: (406) 495-7800

www.mhesac.org

Nebraska

Coordinating Commission for Postsecondary Education Suite 300

140 North Eighth Street

PO Box 95005

Lincoln, NE 68509-5005

Phone: (402) 471-2847 Fax: (402) 471-2886

www.ccpe.state.ne.us/PublicDoc/Ccpe/financialaid.asp

Nevada State Board of Education

700 E. Fifth Street

Carson City, NV 89701

Phone (775) 687-9200 Fax: (775) 687-9101

www.cpe.state.nv.us

New Hampshire Postsecondary Education Commission

101 Pleasant Street

Concord, NH 03301-3860

Phone: (603) 271-3494 Fax: (603) 271-1953

www.state.nh.us/postsecondary/

New Jersey

Higher Education Student Assistance Authority

PO Box 540

Four Quakerbridge Plaza

Trenton, NJ 08625-0540

Phone: (609) 588-3136

Toll-Free: (800) 792-8670 Fax: (609) 588-2228

www.hesaa.org/Pages/Resources.aspx

New Mexico Higher Education Department

2048 Galisteo Street

Santa Fe, NM 87505-2100

Phone: (505) 476-8400 Toll-Free: (800) 279-9777 Fax: (505) 476-8453

www.hed.state.nm.us/students

New York State Higher Education Services Corporation

99 Washington Avenue Albany, NY 12255

Phone: (518) 473-1574 Toll-Free: (888) 697-4372

www.hesc.com/content.nsf/SFC/Paying_for_College/

North Carolina State Education Assistance Authority

College Foundation of North Carolina

PO Box 14103

Research Triangle Park, NC 27709

Phone: (919) 549-8614 Toll-Free: (866) 866-2362 (NC residents only)

Fax: (919) 549-8481

www.cfnc.org/index.jsp

North Dakota

University System (North Dakota)

State Student Financial Assistance Program 10th Floor, State Capitol

600 East Boulevard Avenue,

Dept. 215, Bismarck, ND 58505-0230

Phone: (701) 328-2960 Fax: (701) 328-2961

www.ndus.edu/students/paying-for-college/

Ohio Higher Ed

25 South Front Street

Columbus, OH 43215

Toll-Free: (800) 233-6734

https://ohiohighered.org/students/pay-for-college/

Oklahoma State Regents for Higher Education

655 Research Parkway, Suite 200

Oklahoma City, OK 73104

Phone: (405) 225-9239

https://secure.okcollegestart.org/Financial_Aid_Planning/_default.aspx

Oregon Student Assistance Commission

1500 Valley River Drive, Suite 100

Eugene, OR 97401

Phone: (541) 687-7400 Toll-Free: (800) 452-8807 Fax: (541) 687-7414

http://oregonstudentaid.gov

Pennsylvania Higher Education Assistance Agency

1200 North Seventh Street

Harrisburg, PA 17102-1444

Phone: (717) 720-2509 Toll-Free: (800) 233-0557 Fax: (717) 720-3901

www.pheaa.org

Rhode Island Higher Education Assistance Authority Suite 100

560 Jefferson Boulevard

Warwick, RI 02886-1304

Phone: (401) 736-1100 Toll-Free: (800) 922-9855 Fax: (401) 732-3541

www.riheaa.org

South Carolina Commission on Higher Education

1122 Lady Street, Suite300

Columbia, SC 29201

Phone: (803) 737-2260 Fax: (803) 737-2297

www.che.sc.gov

South Dakota Board of Regents

Suite 200

306 East Capitol Avenue

Pierre, SD 57501-2545

Phone: (605) 773-3455 Fax: (605) 773-5320

www.sdbor.edu/students/payingforcollege.htm

Tennessee Student Assistance Corporation

404 James Robertson Parkway, Suite 1510

Nashville, TN 37243

Phone: (800) 342-1663

www.tn.gov/CollegePays/index.html

Texas Higher Education Coordinating Board

1200 East Anderson Lane

Austin, TX 78752

Phone: (512) 427-6101 Toll-Free: (800) 242-3062 Fax: (512) 427-6570

www.collegeforalltexans.com

Utah Higher Education Assistance Authority

60 South 400 West

Salt Lake City, UT 84101-1284

Phone: (801) 321-7294 Toll-Free: (877) 336-7378 Fax: (801) 366-8430

http://blog.uheaa.org

Vermont Student Assistance Corporation

10 East Allen Street

PO Box 2000

Winooski, VT 05404

Phone: (802) 655-9602 Toll-Free: (800) 642-3177 Fax: (802) 654-3765

http://services.vsac.org/wps/wcm/connect/vsac/vsac/pay+for+college/

State Council of Higher Education for Virginia

James Monroe Building

101 North 14th Street, 10th Floor

Richmond, VA 23219

Phone: (804) 225-2600 Fax: (804) 225-2604

www.schev.edu/students/Payforcollege.asp

Washington Student Achievement Council

917 Lakeridge Way

Olympia, WA 98502

Phone: (360) 753-7800 Fax: (360) 753-7804

www.wsac.wa.gov/sfa-overview

College Foundation of West Virginia

1018 Kanawha Boulevard, East, Suite 700

Charleston, WV 25301-2800

Phone: (304) 558-2101 Fax: (304) 558-5719

https://secure.cfwv.com

Wisconsin Higher Educational Aids Board

131 West Wilson Street, Suite 902

Madison, WI 53703

Phone: (608) 267-2206 Fax: (608) 267-2808

www.heab.state.wi.us



MARKETING AND OUTREACH SERVICES

General


▪ Office of Literacy and Outreach Services, American Library Association, www.ala.org/olos/



Books on Library Marketing and Outreach


Barbara Blake, Robert S. Martin, and Yunfei Du, Successful Community Outreach: A How-To-Do-It Manual for Librarians (Chicago, IL: American Library Association, 2011).

Kathy Dempsey, The Accidental Library Marketer (Medford Township, NJ: Information Today, Inc., 2009).

Robin Osborne, From Outreach to Equity: Innovative Models of Library Policy and Practice (Chicago: American Library Association, 2004).

Ned Potter, The Library Marketing Toolkit (London: Facet Publishing, 2012).

Nancy Rossiter, Marketing the Best Deal in Town: Your Library (Oxford, UK: Chandos Publishing Ltd., 2008).

Marcia Trotta, Managing Library Outreach Programs: A How-To-Do-It Manual for Librarians (New York: Neal-Schuman Publishers, Inc., 1993).



Courses


▪ Marketing Plans for the Faint of Heart (On-Demand Webinar) www.​ala.org/pla/​onlinelearning/webinars/ondemand/​marketingplans/

▪ Marketing the Library in the 21st Century, Library Juice Academy www.libraryjuiceacademy.com/044-marketing.php



Blogs


▪ Marketing Trends for Libraries www.njstatelib.org/blog/marketing

▪ The ‘M’ Word—Marketing Libraries www.themwordblog.blogspot.com




  
    
APPENDIX B

Commonly Used Sources for Higher Education Data

The United States Department of Education annually collects data on elementary, secondary and postsecondary education. The higher education data comes from surveys completed by colleges and universities, and is used in various reports published by the National Center for Education Statistics or as comparison data for research conducted by colleges and universities and private organizations. Several online resources described in chapter 8 use data from the sources below, presenting the data in visually different ways to distinguish the online resource from others.


▪ The Almanac of Higher Education (published by The Chronicle of Higher Education see http://chronicle.com/section/Almanac-of-Higher-Education/801) is an annual collection of data on enrollment, faculty salaries, spending, and technology on college campuses. The data in the Almanac is generally used to compare institutions. Sources include the US Census Bureau, Department of Education, and education associations

▪ Two useful resources are available from the National Center for Education Statistics (NCES) (http://nces.ed.gov)

• The Digest of Education Statistics (http://nces.ed.gov/programs/digest) provides statistical information on enrollment, graduates, teachers, libraries, finances, and other characteristics. The national-level data comes from government and private sources and encompasses all levels of education—pre-K through graduate school. This resource will be useful to librarians conducting needs assessments who need to compare national data to local data.

• Integrated Postsecondary Education Data System (IPEDS) (http://nces.ed.gov/ipeds/) provides data on enrollment, degrees earned, faculty and staff, and finances. Data for IPEDS is provided annually by colleges and universities as required by the Higher Education Act of 1965, and is often used by federal and state agencies and professional associations to study trends in higher education. Librarians can use this resource to generate state-level data for needs assessments and to compare institutions in the local community. Local business newspapers often have special editions on the status of education in the community served. Readers can expect to find articles highlighting new programs and initiatives in local schools, trends in enrollment at the local level, and how the business community can support local education. This current, local information is important to librarians to learn about community changes that may impact the need for college related programs and services.




  
    
APPENDIX C

Sample Questions for Needs Assessment Data Gathering

Chapter 3 discusses several research methods that may be used to collect data on the needs and interests of your college-bound community. What follows are examples of question types that may be used in survey research, and focus groups, which can be used to gather more in-depth responses from patrons and allows patrons to interact with each other.

CLOSED-ENDED QUESTIONS

Closed-ended question types limit respondents to a pre-selected set of answer choices. Closed-ended questions may be easier to interpret because of the limited number of answer choices, however such questions do not allow respondents the same freedom of expression as open-ended questions (e.g., focus group questions). Below are examples of closed-ended question types.

Forced Choice format limits respondents to “yes” or “no” or other specific responses; there is no option for a non-response such as “no opinion” or “not applicable.”

Would you like to reserve computers at a specific time to complete college forms online?


a. Yes

b. No



Nominal Scales are used to place data into categories in which there is no assumption of rank or order among choices given.

To which type of institution are you most likely to apply?


☐ 2-year Community College

☐ 4-year Public College or University

☐ 4-year Private College or University

☐ Vocational, Technical, or Career College



Multiple Choice is similar to forced choice and nominal scale because respondents choose one item from the several choices presented. However, in multiple choice questions, respondents are free to choose a non-response item and answer choices are not necessarily categorized. Some multiple choice questions allow respondents to select all applicable items.

When do you plan to return to or begin studies at a college or university?


a. 1–6 months

b. 1 year

c. 2–3 years

d. Unsure



Likert Scales are multi-item scales that measure respondents’ attitudes or feelings about something. Extreme positions are the end points. Traditionally, the same scale is used to capture respondents’ attitudes on multiple items.

The public library should offer programs to support patrons preparing for college.


1 = Strongly Agree

2 = Agree

3 = Neutral

4 = Disagree

5 = Strongly Disagree



Ordinal Scales are used when you want respondents to rank or order answer choices. They can be used to measure patrons’ preferences when planning programs and services.

Please write a number between 1 and 5 next to each item below to rank the items by importance. Put a 1 next to the item that is Most Important to you when deciding to attend a library or library-sponsored program. Put a 5 next to the item that is Least Important. Please use each number only once.


___a. Cost of program

___b. Location of program

___c. Speaker

___d. Objectives of the program

___e. Length of the program



FOCUS GROUP DISCUSSION QUESTIONS

Focus groups bring patrons or community members together to discuss a particular topic. Focus groups allow library staff to ask a series of primarily open-ended questions and gather less structured responses than those gathered by the close-ended questions described above. Because participants interact with—and react to—one another. The engagement among participants can generate rich data for library staff.

Begin the focus group session by introducing the moderator, recorder, and any other library staff present. Explain that the session will be recorded in a way that preserves the confidentiality of those participating, and set ground rules for conduct. Inform participants how the information will be used.


1. The items below also may be used in interviews or surveys. Please introduce yourself; tell us your occupation and how you use the library for college-planning information needs.

2. What library college planning services or programs have you found to be helpful?

3. What services or programs do you get elsewhere that you wish the library provided?

a. Where do you get access to these programs or services?

b. What is the cost?

4. What do you think the library is especially good at providing, related to college planning?

a. What would you improve?

5. What online resources do you use to obtain college-planning information?

a. To find financial aid information?

b. To find college or campus information?

c. Do you use the library’s website for these resources?

6. Some patrons have requested that the library reserve computers especially for completing college-related forms. Would you use such a service?

7. What time of day would be best for you and your family?

8. How long would you need to use the computer in one sitting?

9. Are there community organizations or agencies you think would be good partners for the library to provide college-planning services and programs?

10. Are there programs related to college planning offered at the library that you do not attend?

a. Would you attend an adults-only or young-adults-only program on college planning?

11. What other services, programs, or resources can the library offer to assist you with college planning?




  
    
APPENDIX D

Resources for Brainstorming

1. Library Assets Brainstorming Worksheet

Products and Services Inventory

Use this checklist to audit your offerings specific to college-bound patrons.

PHYSICAL COLLECTION

Books on the following topics


☐ College guides

☐ Financial aid and scholarships

☐ Students with disabilities

☐ Minority students

☐ First-time students

☐ Working adults and returning students

☐ Planning Tips and Resources for Parents

☐ Study skills

☐ Essay writing

☐ Fiction about students applying, transitioning to, and attending college

☐ Personal narratives about attending college



Forms specific to college planning


☐ FAFSA applications (printed copies)

☐ Local college applications (printed copies)



ONLINE RESOURCES


☐ Relevant databases (list):

1. _______________________________

2. _______________________________

3. _______________________________

☐ Links on library website to local colleges and universities (public, private, for-profit)

☐ Links on library website to FAFSA application and scholarship resources

☐ Links on library website to relevant college-planning websites (see chapter 8)



SERVICES AND PROGRAMMING


☐ In-house staff (list names and area of specialty here)

1. _______________________________

2. _______________________________

3. _______________________________

☐ Speakers (list previous or upcoming speakers)

1. _______________________________

2. _______________________________



WORKSHOPS


☐ Writing (list titles of previously held or upcoming workshops)

1. _______________________________

2. _______________________________

☐ Financial (list titles of previously held or upcoming workshops)

1. _______________________________

2. _______________________________

☐ Career and interest exploration (list titles of previously held or upcoming workshops)

1. _______________________________

2. _______________________________



MEETING SPACES FOR EVENTS


Space #1 _____________ Capacity_____________ Technological Capabilities ____________

Space #2 _____________ Capacity_____________ Technological Capabilities ____________

Space #3 _____________ Capacity_____________ Technological Capabilities ____________

Space #4 _____________ Capacity_____________ Technological Capabilities ____________



Library Staff Experience, Skills, and Interests Inventory

Use this inventory to track staff skills, experience, and interests. Update as necessary when considering new programs and services based on the skills desired to meet new needs.

EXPERIENCE IN VARIOUS LIBRARY SETTINGS (CHECK ALL THAT APPLY)


☐ Public

☐ Rural

☐ Urban

☐ Suburban

☐ Elementary School

☐ Rural

☐ Urban

☐ Suburban

☐ Public

☐ Private

☐ Middle School

☐ Rural

☐ Urban

☐ Suburban

☐ Public

☐ Private

☐ High School

☐ Rural

☐ Urban

☐ Suburban

☐ Public

☐ Private

☐ Academic

☐ 4-year College/University

☐ Community College

☐ Other (Specify)

☐ Special (Check Area of Specialty)

☐ STEM

☐ Business

☐ Government

☐ Law

☐ Health

☐ Non-profit organization

☐ AssociationArchives

☐ Museum/Gallery

☐ Religious

☐ Historical/Cultural Society

☐ Other (Specify



EXPERIENCE WITH VARIOUS LIBRARY SERVICES AND OPERATIONS (CHECK ALL THAT APPLY)


☐ Circulation

☐ Polaris

☐ Serials Solutions

☐ Koha

☐ Voyager

☐ Readers’ Advisory

☐ Reference

☐ Virtual Reference

☐ Book Groups

☐ Adult Services

☐ Young Adult Services

☐ Children’s Services

☐ Cataloging

☐ Original Cataloging

☐ Copy Cataloging

☐ Classification

☐ Indexing

☐ Preservation

☐ Digitization

☐ Instruction

☐ Supervision

☐ Acquisitions

☐ Serials Processing

☐ Interlibrary Loan

☐ Information

☐ Vendor Relations

☐ Literacy Programming

☐ Library Design

☐ Budgeting

☐ Personnel/Hiring

☐ WorldCat

☐ LC

☐ Dewey

☐ Other (Specify)



TECHNOLOGY (CHECK ALL THAT APPLY)

Productivity:


☐ Word

☐ Excel

☐ Pages for Mac

☐ Powerpoint

☐ Access

☐ Prez

☐ SlideShare

☐ Keynote for Mac

☐ Numbers for Mac



Editing and Graphics:


☐ Photoshop

☐ Paint.NET

☐ Acrobat Pro



World Wide Web:


☐ Mozilla Firefox

☐ XML

☐ HTML

☐ Safari

☐ Internet Explorer

☐ Chrome

☐ Other (Specify)



Social Media:


☐ Twitter

☐ Pinterest

☐ Facebook

☐ YouTube



Blogging:


☐ Blogger

☐ WordPress

☐ Tumblr



SKILLS


☐ Web Design

☐ Web Usability

☐ Project Management

☐ Writing

☐ Editing

☐ Group Facilitation

☐ Abstracting

☐ Marketing

☐ Sales

☐ Finance/Accounting

☐ Training

☐ Advocacy

☐ Storytelling

☐ Digital Storytelling

☐ Coaching

☐ Proofreading

☐ Public Speaking

☐ Fundraising/Development

☐ Grant Writing

☐ Other (Specify)



HIGHER EDUCATION EXPERIENCE


☐ Admissions

☐ Tutoring

☐ Financial Aid

☐ Teaching

☐ Alumni Relations

☐ Advising

☐ Recruitment

☐ Career Services

☐ Disability Services

☐ Other (Specify)



Populations served:


☐ Undergraduate Students

☐ Graduate Students

☐ Transfer Students

☐ Adult Students



HOBBIES AND OTHER INTERESTS (PLEASE LIST ADDITIONAL HOBBIES AND INTERESTS)


___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________



2. PARTNERSHIP BRAINSTORMING WORKSHEET

Information Sources for Partner Research

List the names of information sources in your community for each category listed below. These will provide information from which you can learn about potential partners.

LOCAL NEWSPAPERS


1. _______________________________

2. _______________________________

3. _______________________________



SMALL NEIGHBORHOOD NEWSPAPERS


1. _______________________________

2. _______________________________

3. _______________________________



HOMEOWNERS ASSOCIATIONS NEWSLETTERS


1. _______________________________

2. _______________________________

3. _______________________________



INDUSTRY-SPECIFIC PROFESSIONAL ASSOCIATION NEWSLETTERS


1. _______________________________

2. _______________________________

3. _______________________________



BUSINESS NEWSPAPERS (E.G., BUSINESS JOURNAL)


1. _______________________________

2. _______________________________

3. _______________________________



LOCAL LIFESTYLE PUBLICATIONS


1. _______________________________

2. _______________________________

3. _______________________________



OTHERS


1. _______________________________

2. _______________________________

3. _______________________________



Partner Information

Use this inventory to organize the information you collect about each potential partner.


Organization/Agency name:

Primary contact:

Organization/Agency address:

Organization/Agency phone number:

Organization/Agency mission/values statement:

Core services:

Education-related programs, services and interests:

Type of college-bound patrons served (young adults, adults, seniors, etc.):

Library assets and strengths that will benefit organization/agency:

Potential ways library can partner based on organization/agency’s future plans:

Upcoming library events of interest to partner:



Evaluating the Partnership

The partnership allowed the library to reach new users.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



The partnership allowed the library to further its goal of reaching college-bound patrons.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



The partnership added value to existing library college bound programs and services.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



Library staff learned of new resources to serve college-bound patrons.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



Patrons provided positive feedback of programs and services as a result of this partnership.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



The program or service could have been conducted without the partnering organization/agency?


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



What specific assets did the partnership bring to the library in its efforts to serve college-bound patrons?


___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________



These staff members at the partnering organization/agency were most helpful:


___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________



The library should consider another partnership with this organization/agency.


☐ Agree

☐ Neither agree nor disagree

☐ Disagree

☐ Not sure



3. PROMOTION WORKSHEET

Use this form to brainstorm opportunities for promoting services in your community.

Youth


Local schools:     ☐ Public     ☐ Private     ☐ Magnet

Homeschool collectives:     ☐ Secular     ☐ Non-secular

Community centers:

Parks/recreation centers/sporting clubs:

Parents’ groups:



Adults


Chambers of Commerce:

Professional networking groups:

Businesses/HR departments:

☐ Large

☐ Medium

☐ Small

Places of worship:

Professional organizations:

Workout facilities:

Senior living facilities:

Media outlets
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Bureau of Labor Statistics, 65

Business Journal, 79

businesses, partnerships with, 64–66, 75–76, 79

C

Calcasieu Parish Public Library, 2, 18, 57, 59, 75, 83

California library programs, 9, 40

Campus Explorer, 109t, 110–111

Campus Security and Data Analysis Cutting Tool, 109t, 111–112

Campus Visit Guide, 61

campus visits, 60–61, 110–111, 113
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Summer programs for 7th-12th grade students, link to our summer flyer.
bit.ly/lgACOMK
register here: bit.Iy/1j626JH

College Depot May 16
Understand the repayment process for your federal student loans here:

Lusa.gov/lpZWQ9

College Depot
We are offering "Picking Your College
Major" from 5:30-6:30 pm, Thursday May
15. You can register here:

bit.ly/1j626JH
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Beyond... Senior Sequence

10:00 - 11:30 a.m. Saturday, April 6

Get tips to help you transition from high school to
college, including information on dorm life, campus
involvement, study abroad, and more.

Como Pagar la Universidad

5:30 - 6:30 p.m. miercoles, 10 de abi
Este taller compartira ideas sobre cmo pagar la
universidad, aceptando ayuda financiera, y
buscando becas.

Picking the Right College Major
5:00 - 6:15 p.m. Thursday, April 18
Learn helpful resources to assist you in the
exploration and selection of a college major.

How to Pay for College

5:30 - 6:30 p.m. Wednesday, April 24
Please join us to discuss the various ways to pay for
college including financial aid, scholarships, work-
study and savings, “College is the best investment
you will ever make”.

Financial Aid

Scholarships

May 2013

How to Best Prepare for the ACT and SAT
5:30 - 6:45 p.m. Thursday, May 2

Leam the difference between the ACT and SAT and find
out the best ways to prepare for these very important

t

Organizational Skills For College
10:00 - 11:15 a.m. Saturday, May 11
Learn some helpful techniques in goal setting, tie
management, study skills, and note-taking.

How to Pay for College
5:30 - 6:30 p.m. Tuesday, May 14

Please join us to discuss the various ways to pay for
college including financial aid, scholarships, work- study
and savings, “College is the best investment you will
ever make”.

Colegio 101
5:30 - 6:30 p.m. martes, 21 de mayo
Colegio 101 es disefiado para ayudarle a tener un
transcurso fluido a al universidad

Writing Winning Scholarship & College Essays
4:00 - 5:15 p.m. Wednesday, May 29

This very informative workshop will cover our best tips to
help you write winning college and scholarship essays.

or email ix.g

To register for workshops, call

For more information, visit phoenixput

COLLEGEQepot

at phoenix publ

ibrary.org/collegedepot.
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