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CHANNELING DON DRAPER:
DABBLING IN DATABASE MARKETING

By Katie Wesolek, Gaby LeBeau, and Robert Heaton

Introduction
Utah State University Lib ies’ Collecti Develop t Department embarked
on a marketing paign to i awar of our datab Every two

ks, we select a new sub ipti or an isti E iption that has been

nndarusad in the past. We wrm a short dc:cﬂptlun of the resource and pro-
duce an accompanying visual that may illustrate an example of the resource’s
content or just play the datab 's logo or title. Our graphic designer pnsts
thls | ption and i on the library's h She also P

bining our i text, and a QR ccd. llaklnu to the resource, wlllcll
she post: to a flat screen television monitor display in the library's entryway.

Discussion
189 Book Section Requests 20133012
1500 I —zo12-2010
A Credo’s usage during and immediately following the spotlight
1308 was much higher than it was during the same period of the
1000 previous year. Usage tapered off towards the end of the Fall
00 semester, and seems to have resumed the same basic pattern
P of usage as last year during the Spring semester, but perhaps
i at a slightly higher level due to the increased awareness.
o0
iz I =
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15000 Total Searches e At first glance, this campaign appears to have failed. This year's
T usage was the lowest yet, but we attribute that to other factors.
20,000 A o First, we implemented a discovery layer that pulls in results from
/ A our EBSCO databases, so there is generally more federated
18000 £ \ i searching and less direct usage for our EBSCO products. Also,
- 4 A J i we upgraded our subscription from Busi Source Premier to
S / \ Business Source Complete in June 2012, so the increase in
B \ full-text content has probably allowed students to expend less
e - N — \ effort searching for immediately accessible results. This year's
\ usage follows the same pattern as previous years, so we think
A that perhaps there is already widespread awareness of the data-
Wl Aug Sep Oxt Nov Dec lan Feb Mar Age My hin base, which limited the possible impact of our marketing efforts.
. ication & 0
MCﬂ‘?TK&IEgEICgIIU"’ﬁr : i I“"" Searches e The time of year appears to have been a factor in the success of
ass edut m”}' EiL ey this campaign. This was a new subscription so historical usage
B exePUm a8 | 3 \ patterns do not exist yet, but it appears that the end of the Fall
i = ikt \ semester caused usage to taper off just as we were promoting
B '.l' - e, £ 2500 3 - this database. Usage did pick up again and trend upwards
- ¥ 2,000 f o= starting in January, but we have no way of knowing if this was
o / because awareness generated by our campaign carried over into
ot f the Spring semester, or if the uptick in usage should be attributed
> mainly to students and faculty already aware of CMMC who
i resumed their research activities.
Thae et robust, gqualiby meseasch mobubion i apeas ]
related to comemunication and mass media_ Ml Aug Sep Oct Now Dec  lan Feb Mar  Age May  Jum
i Page Loads
¥50 i 1
THE WORLD'S MOST USEFUL ONLINE e N i This has historically been a very under-used database that was

HAP DATABASE on the chopping block as a possible cancellation. This promotion
was designed to give it one last chance. Usage increased

0 £\ tremendously during the spotlight period, but dropped back down
\ immediately afterwards. We intend to continue monitoring usage

ATO Z MAPS ONLINE

145,000 + Maps . | e | \ for several more months to see if there is any sustained impact
> i oo : J \ from the marketing.
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A Conclusion

These results are preliminary. We realize there are many factors that may affect
the out of our g efforts, such as the time of year, class assignments,
ll' visual appeal of the marketing materials, and so on. We intend to turn this into a
(i longitudinal study in order to measure the impact of our efforts over time. This will
be especially important for the newly acquired resources we have highlighted,
since a typical usage pattern has not yet been established.
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