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Abstract

The purpose of this study was to enhanceKitgtate Research and Extenslivand through
communitybased social marketing strategies that emphasize internal branding and sharing
Extensionds story. Thi s rgsearclhpobjscevesyhgpmothesis énd e v e d
research question, which identified needs, barriers, and perceptions of two Extension
communication services units from potential and current customers at Kansas State University.

As an effect, this study provided d&gic recommendations for services and cliefihe

research objectives, hypothesis, and research question were fulfilled through an online survey of
KSRE teaching and research faculty, KSRE state specialists, KSRE county and district Extension
agents, an&KSRE office professional®revious research assessing the marketing of the two
communication services units, University Printing and the KSRE Bookstore and Mail Center, has
identified a confusion among empl oesirepaé, under
policies about how and to whom products and services can be directed toward, and each of the
entitiesd6é and employeesd role in the bigger m
communication services units hold a unique relationship witooters in a cooperative

purchasing agreement, which is commonly referred to as procurement contracts or approved
vendors in many university settings. For this study, commioaised social marketing was used

as a theoretical framework because of the éohiind decreasing budget for marketing,

recommended use of sgifoclaimed brand ambassadors, and the specialized campus and

Extension community customer base. From the findings of this research, increasing familiarity of
Extension communications servicesn i t s®6 services wasstakeel ect ed as
behavior. This study found a respondent need for service center information through email

marketing M = 3.88,SD= 1.28), online resourced(= 3.82,SD=1.16;M = 2.80,SD= 1.34)



and direct, personabatacts 1 = 2.51,SD= 1.34), which was assessed on a-fpeént scale.

Furthermore, there was a weak negative relationship,31,p= O befivdebthe perception

of the service centers and those who felt restricted in purchasing options. Firals,p ondent s 6
perceptions of the iportance of each service centesharing the story of Extension was found,

which wasM = 3.34,SD= 1.33 for University Printing anill = 3.66,SD= 1.26 for the KState

Research and Extension Bookstore and Mail Cemterfore-point scaleWrite-in answers
regarding the service centersd role in sharin
context to this research objective.the linear regression model for R@Be dependent variable
wasexperiences thabfluence customeéss use of Uni ver sStateReséarch nt i ng
and Extension Bookstore and Mail CenfBne significant predictoraerethe K-State Research

and Extension Bookst or evarabledn adjasiet peilCeption \valoled s | mp
a familiarity of University Printing variable, a cooperative purchasargable, and the service
centerso6 role in sharing Extensionf6s story va
dependent wvariabl e wasritmg BEwstaynReisigntiégamt er so r
predictors were an adjusted ebUpiwnsilyBrimthgand t hat
the K-State Research and Extension Bookstore and Mail Ceati@able, the KState Research

and Extension Bookstore aivla i | Centerds i mportanc-Statw ari abl e
Research and Extension Bookstore and Mail Center variable, and a cooperative purchasing
variable.The predictors from these models informed the CBSM strategies selected and described

in recommendationsSpecific CBSM strategies recommended in this study were changing social
norms, using social diffusion, using prompts, increasing communication, and clarifying

incentives. Within these strategies, recommended themes of messages included general

familiarity, acknowledging cooperative purchasing, clarifying incentives, and utilizing the



respondent denti fied role of the service centers
the recommended strategies, both communication services unitsromelase use of services,
familiarity among customers, and enhance the KSRE brand. Future assessment of these units and
other similar structures could provide improvement data, as well as a more robust picture of the

KSRE organization.

Keywords: communit-based social marketing, Extension communication services, internal

branding, storytelling, cooperative purchasing
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Chapter1-I nt roducti on

The purpose of this study was to enhance the KSRE brand theooghunitybased social
marketingstrategies that emphasize internallblann g and sharing Extensior
purposewvasachieved through the research objectives, hypothesis, and research question, which
identified needs, barriers, and perceptions of two Extension communication services units from
potential and current ctsmers at Kansas State University. As an effect, this study provided

strategic recommendations for services and clients.

After the 1914 Smitthever Act, the CooperativExtension Servicevas formed to serve each
statd s | and g byassistingn the dissetninadiam of scientific information to the
public (Carlson, 1970Across the nation, no two state Extemsorganizations are the sana@d
within each state Extension serviceamy have different models of publishingitsfor
communicatios and educational needg\ndersonWilk, Rollins, Ginsburg, & Noel2013

Parker, 2004 funding structures (Teagarden, Johnson, & Graham, 188d3ervices available
to its constituerst (Kansas State Universitp.d-a; Kansas State University.d-b).

Newertheless, all entitiesnder state Extensiondmds are similar in the fact that ultimately, there
are only two elements of the organizaios  m ithatswill uhy andindefinitely matter:
contentandthe method in which it is communicate&lthough anexact trace of literature
accounting the historical development of communicabooles in Extension work idifficult to
obtain communicatios duties havealways been a part ah Extensiorspecida | ®r 6 agent 6 s
role (Kern, 1978) The highlydebatedole of icommunicatod was found irsomeoffices across
the countrySnowdon & Evans, 1991yWhile communicators were initially established as

scribes that recorded research work being done by early agricultural scientists (Kearl, 1983), the



role evolved hhiroughout the 1990s due to changing technologigmnizationaktaff structure
changesanda change in communication services functiidsnnellan & Montgomery, 2005)
Theearlycommunicatorole assisted Extension specialibly serving as a consultagtiring the
planningandexecution process of communicating information (Kern, 194%8he present time
communication servicemntities can specializa butarenot limited ta editing, writing, grgphic
design broadcastingBoone, Meisenbach, & Tucke2000),photography, videography
(Snowdon & Evans, 1991printing, exhibits, public affairs, media relations, information
technology (Parker, 2004yass communication media, interpersonal communications (Kern,

1978) andsocial medigKansas Stat&niversity, n.d-a).

For Extension specialisexdagents t h e piogramconferdahddeliverymethods] are
infinitely variable. It differs with audience, with content, with complexity of concepts, with the
personality of the person managing the actjwitith resources availablapndmany, many other
factor so ( K&agleaaf ExtersignSspeciglisandagents havehifted since

E x t e n maemion@Ksrn, 1978), but currentijgothare distributed regionallgndcounty

wide throughoutKansagK-State ResearcindExtension, n.da; K-State Research and
Extension n.d-b), andthey work toprovide unbiased, researbased knowledgeyhile also
delivering educational programs to the constituehtsansas K-State Research and Extension
n.d-b). These specialissndagentsare charged with thtask to not only disseminatesearch
based information bub encourage its application, which requires the audience member to make
a decision about an idea (Kern, 1978)addition to accomplishing thask of audience
engagement thamany subjecmatter specialistandagentsare not equipped to overcome

because ofommunicatios deficits(Donnellan & Montgomery, 200%ern, 1978, Extension is



facing extensive, detrimental budget cuts; essentialipgdonuchmore withfewerresources
(Mercer, 2004; Spiegel, 2018)his variety ofchallengesnakes statelevel communication
servicesa critical component to fulfilling the Extension mission, telling the Extension story
(Donnellan & Montgomery, 2005andthe future viability of the entire organization (Spiegel,
2018).As Kern (1978) noted, conteahdmethod are key to successfubgrams; without
communicatiorgoals embedded in programmatic goals, ovenrglnizatiomal objectives will

not be met (Donneadin & Montgomery, 2005).

History of Extension Communication Services

Through the 1914 Smithever Act, Extension specialsstprogramsanddemonstrationbrought
practical lands-on teachinganduseful knowledge to communities (West, Drake, & Londo,
2009).Because of this particular method of communicadindinstruction, a need fqgurinted
teachingmaterials became evideiindthis need was filled in the 1928 Capy@tcham Act
that aided in thedifshanibesi ofTedydoden endl.J®Iigpat i on o
85). Information was made available to the public through Extension communication services
units that gathered technical information from subjaatter specialists, creataddedited
manuscriptsandproduced printed materials (8mdon & Evans, 1991). Technologyd

dynamic audiences are largely attributed to the changes in Extension pregi@strsictures
(Donrellan & Montgomery, 2005; West et a&2009), as well as inhibitors like updating costly
equipment (Whiting, 1984). Stusl of budgets for printingndpublication production in
Extensionandagricultural communications offices can be dated back as far as 1984 (Whiting,

1984). Extension clients are now able to enjoy the variety of services distrinatipginting



units pravide such as print publicationaridersonWilk et al., 2013), graphic design, digital

printing, bindery, mailingandposters (Kansas State Universitydl-d).

University Printing (UP) operates as HKmnsas
serving campusandcommunitybased clients. Formerly known as the separate entities of

Printing Servicesndthe duplicating services of Extension, UP was constructed in 2010 when
Printing Services joined the duplication center in the Departmentmh@micationsand

Agricultural Educatio{(G. Nixon, personal communication, July 25, 2018). The distribution of
printed materialss carried out through a closellated, yet separate entity of theSkate
ResearctandExtension BookstorandMail Center BMC). Initially, BMC was recognized for

its Extension publication distribution to county offices, its browsing libramglits federal

permit ability tobypass university central mail.h e t w ability to idrkscldsely as a full
servicebusiness cest provides benefits for the customarsdgivesUP andBMC an edge

compared to other providers (G. Nixon, personal communication, July 25, 2018).

From a bandng andmarketing perspective, thgevious merge that created the all
encompassing UP &andand the current complementaigperations of URNdBMC can present
challenges because of the mixedridentificationamong employeesndorganizational
culture(Einwiller & Will, 2002; Zagonel, Baker, & Kingn pres$. In addition, policies
regarding howandto whom organizations may market produmtsiservices can provoke strife
among internal audiences (Fay & Zavattaro, 2@egjonel et a).in pres$. Marketersand
administrators of university umbrellagors should be aware of these types of polieied

issues when differentiating the organization (Fay & Zavattaro, 2048ake Researcind



Extension, 2017)According to de Chernaton2Q08, umbrella bands are closelyelated

brands in partnership. Umbrella énds are unique irdentifyinghi i nherqual i ti eso (p
the overarching organization they are associ a
organi zation] f r oRecanmengations froro nesearch ih pommuitation .

services encourage improvements to internahding andculture through training othe

organi zati onéndt Hemaregrep!l anjesesGsonr ol e 1 n -t ; to a

N

proclaimed bandambassador employees would be ideal influesy@agonelet al.,in press.

Printing and Mailing Industry Background

The diversified needs of socieapdnew technology godndin-handto produce a market for

additional teaching methods of Extension speciadistiagentTeagarden et all991 Westet

al., 2009).As a result of thigarticular tealsing methodmany state Extension services have
printingandmailing services within the entity. At Kansas State University,duplicating

services entity of Extension found its place in the Department of Communications at Kansas

State UniversityAt thesamet i me , Ext ensi on dentityvasslsorbiought into on s e
the departmerds the KState Research BookstaadMail Center (BMC) Throughouboth

u n i histerg, the namandinternal audiencelsave changedn 2010,Extension duplicating
servicegmerged with a similaon-campusservice centethat functioned astheni ver si t yd s
shop, Printing 8rvices (G. Nixon, personal communication, July 25, 2018). Together,

duplicating serviceandPrinting Servicesow operate under the mergedihdof University

Printing UP), whichentailsa geographic distribution of tleervice centeacross campusnd

clients across the stafi€ansas State Universitg,d-d), perplexing university policies

concerning marketingndsales strategieandinternal bmandng confusion among employees



(Zagonel et al., in pregsAlthough BMC is a separate entity from UP, #&vice centergork
closely togethefor many clienteandprojects,andthe uncertainty related to policies, marketing,
salesandinternalbrandng also affects BMC employee&dgonel et al., in pressAll of these
aspects have the potential to plagaehorganizatiorandlimit the deptls of successUpon
furtherresearch into the histogndoverlaps of URAMndBMC, there are differing opians of
rolesandpositions ofeachentity. For this researcanddiscussion, URNdBMC will be
considered aseparate entitiesf the state Extension service at Kansas State Univeusikyss

otherwise addressed

History of Duplicating and Printing Services at Kansas State University

At Kansas State University, the duplicating services entity of Extension was an isolated entity
from other similar Extension communication servieedt h e i n s t-houseipgrint hepp s i n
Printing Services. In 1993, tlseparated units of information technology, Extension publishing,
Extension news, Agricultural Editors Editorial office, duplicating, distribution, instructional

media, radio, televisiomndweather were joined under the Department of Comoations

umbrela, which washoused in the College of Agriculture. The academics feature was not added
to the department until 1995 when the first assistant professor was hired in agricultural
journalism. During this time, the ezampus institution print shop was notwaping its cosand

losing viability due to decreased fundiagdlimited oncampus space. Seeing tlefforts were

being duplicated by two entities essentially doing the same job, Printing Services approached the
Extension duplicating unit several timegothe years to join forces. Eventually, Printing

Services was moved off campus in 260@203to a buildingnearthe Manhattan, Kansas, airport,

which did notimproveany facet of the service center. After careful consideration of the idea, the



Departmenbf Communicationsandnow also including Agricultural Education, proposed a
collaboration between the entities in anaampus location. The two merged in 2@k@inow
operate under the University Rting brand Current customers @fP remainsimilar topast

clients of both service centeasdinclude Extension personnel, Extension publications, students,
staff, faculty, university guests,-Btate Sports, ettJP offers many different services, such as
full-service graphic design, offsahddigital colorprinting, andbindingandmailing services,

with customer service available in two-oampus locations. Although UP works closely with the
distribution entity BMC, both are still considereskparate service center ur(i& Nixon,

personal communicatioduly 25, 2018).

The K-State ResearcdndExtension (KSREBMC, previously known as Extension distribution,
was added to the Department of Communications
operations were publication distributiand the lesser know browsing library it boasted. In
addition to these duties, the distribution center was also responsible for Umberger Hall mail.
Extension maiendmail for the building had its own federal permits, so it bypassed the
university central maisystem The gparateofficial mail system ended in 2013 for BMC (G.
Nixon, personal communication, July 25, 2018). Today, the BMC offers over 2,000 Extension
publications, promotional materialndother items in addition to its distribution services.
Through the BMCg¢lients are provided access to metered mail, United Parcel Service services,
Federal Express services)ydmail list processingndaddressing (Kansas State University] -

b). In the future, the BM@ouldexpandits clients to more than KSRE by broademits reach
across campuandinto other avenues of promotional materials (G. Nixon, personal

communication, July 25, 2018).



Since UPandBMC are still considered separate units within the department (G. Nixon, personal
communication, July 25, 201&8nhdwork closely together on many job orders because of the
service cent er-sedviceaoperation together ((Kankas Stade Uhiversiti~c),

the organizational structusndemployee associations can get convolu#ahonel et al., in

pres$. Anothercontributingfactor to the complex organizational structure is due to a university
wide service being housed under a single department within a college, rather than lsdg a st
alone university unit that reports to the vice president (G. Nigersonal communication, July

25, 2018) . For clientel e, dandreaisliemp Iwictih yo moe
(Kansas State Universitg,d-c, para. 1) i benefitandgivesUP andBMC an advantage over

other service providers (G. Nirppersonal communication, July 25, 2018).

Cooperative Purchasing in Public Sectors

In addition to internal confusioand two closely related service cenjehgre als@ouldbe

another misleadinggsueat play according to cooperative purchasing kteire (Wang & Bunn,

2004) In cooperative purchasing agreements, there is a governmental, or publigretdler

purchaser (Wang & Bunn, 2004). Oftentimes, these aoghk as procurement contracts or

preferred vendors in university settings (KSU GeneuatRasing Policy, n.d.). Some scholars

believe the relationship between these two parties is nothing but simple bustbesgess
marketing(Dobler & Burt, 1996; Kolchin, 1990; Muller, 1991; Schill, 1980; Sheth, Williams, &

Hill, 1983). However, Shethteal. (1983) says cooperative purchasing in public seitordy

similar to the private sector at a conceptual level. To label both sectors as the same disregards the

dynamic occurring at the operating level of pulséctors. This is an undekplored aea in the



literature.Specifically at Kansas State University, there are both procurement coatrdcts
preferred vendors to gain mutual benefit whenever possible (KSU General Purchasing Policy,

n.d.).

Policies on Marketingand Sales of University Prodwts and Services

Policies regarding how institutionservice centersindorganizations can market produots
services are often in place for administrators, markesedemployees of universities (Fay &
Zavattaro, 2016Kansas State Universit2016).At Kansas State Universitprands within the
largerumbrella bands of the university, lik&JP andBMC, are seemingly restricted in marketing
efforts, yetthe interpretation of policies may be more inclusive of approved activities related to
marketingand promotion.Because communication servicaadspecificallyUP andBMC,

serves a specialized campmrslExtension communitythis presents an ideal opportunity to
employ a grassroots effort, such as commubéged social marketingp market serviceand in

turn, incite a behavior change withicurrentandpotential customer@cKenzieMohr, 2011)

Community-Based Social Marketing

Communitybased social marketing (CBSM)agoolused to promote a distinct behavior change
in a group of individuals (M€enzieMohr, 2000; McKenzieMohr, 2011).The changehat

occurs in the specificallgefined, specialized community benefits the group holistically
(McKenzieMohr, 2011).Though CBSM entails strategic communication, it is much more than
that; it is comprisé of psychology principleandapplied research methods (Tabanico & Schultz,
2007). Originally, the CBSM process stems from sociaketarg where project planners

fianalye, plan, execut@ndevaluaté det ai | s Anfreaseh, @99% p. 6).cC8SMd (



social marketing are typically associated with sustainability causes (McKelatie 2000;
McKenzieMohr, 2011)andnon-profit causes (Singaiah & Laskar, 2015), respectively.
Information overloacindunconvincing masmedia messages are no longer difecfor many
audiences (McKenzi&lohr, 2000). Instead, marketers should deviate attentisaureesand
efforts on CBSM, amffective tool for bettering the wellleing of people, groupand

communities (McKenzidMohr, 2000; McKenzieMohr, 2011; Skelly2005).

TobeginaCBBl i ni ti adi wveé sdhdvibrénag fisst be select@dlcKenzieMohr,
2011, p. 43). Before this behavior can be chosen, adequate research into all aspects of the
situation should be considered (McKenklehr, 2000).The pesent study will attempt to
identify this behwgior for stakeholders diP andBMC andpotential behaviors could be:
consideringJP andBMC for all printingandmailing needsor removing forced feeling of
purchaseln McKenzieMo hr 6 s (209@) thiais oitdd as a step that is often overlooked
because planners assume bar@erdbenefits to the behavior change aheady knownThe
desirable behavior should be just as encouraged as the undesirable behavior is discouraged
(McKenzieMohr, 2011). Barries andbenefits of CBSM can be revealed through literature
reviews, observational studies, focus groups, survey research (McKéolaie 2000;
McKenzieMohr, 2011), analyses of customer feedhaclexamining existing technical reports
(Tabanico & Schultz2007). The identified barrier or barriers can be internal to the individual,
external to the group, or quite different than a barrier identified for a differergtatedbehavior
(McKenzieMohr, 2000).While identifying the enetate behavior desired faiP andBMC
stakeholders, this study will simultaneously identigedsandbarriers of use for curreand

potential customers of UshdBMC.
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Next, marketers must determine which barriers can be overcome (McKéabkie 2000)and

select strategies thdimainate barrierandenrich benefits (McKenziohr, 2011; Tabanico &
Schultz, 2007). Behavior changes are most likely tcebézedwith the help of interpersonal
communicatioranda direct appeal, such as changing a social norm, incentives, recipoocity
social proof. As always in communication, effectaredpersuasive strategic messages should be
engaged (McKenzidlohr, 2011). After behaviors, barriers, benefisdstrategies have been
decided, it is best to test the CBSM program in a smallerrityags the group before broad

scale implementation (McKenziohr, 2000; McKenzieMohr, 2011). Once a smadtcale

adoption rate is achieved, the program can be fully launched into the community. Evaluation of
the pilot program should occur by gatheringedfar several benchmarks (McKendvohr,

2000). Furthermore, once fully implemented, a control group within the larger comroanit

aidin data analysiandcomparisor(Tabanico & Schultz, 2007). It is imperative, in the full
community evaluation, to hawlirect measurement rather than-sefforting data (McKenzie

Mohr, 2000). All in all, CBSM can provide marketers with audience behavior clzenigiata to
support that claim, financial savings finessing the pilot progeardan actual, documented

behavor change instead of a perceived attitude or belief conversion (Tabanico & Schultz, 2007).

Marketing and Branding in Higher Education and its Entities
From 1950 to 1960, the U.S. population saw a migration of an estimated 4.6 million people that
shiftedfrom rural to urban settingsnanyon the move for a betteducational opportunity
(Kinkead, 1967)Simultaneouly, universities saw a heightened student population (Higher

Education Act, 1985rndconsequentlyiniversities begapracticingbrandng andmarketing

11



strategies by differentiating from competitors (ldoltl 1958).Since this time, the educational
market has grown in population of collegesluniversities (NCES, 2018Moreover, many
universities are faced with budgetanydfunding constraits (Higher Education Act, 1985)
rising costs of operation, a competitive pricing environment (Stokes & Slatter amdiay,e
expected teatisfya multitude of stakeholderajth eachpotentiallyrequiringa differentset of
needs (Levacic & Glatter, 89). At present time, higher education enrollmesmsigraduation
ratesare droppindor the sixth consecutive yedljapiro et al., 2017inaking competition
among institutions greater, which medinsneed for increased marketiagdcommunication is

atan alktime high.

These factors only enhance the rivalrous environment of higher eduaatids entitiesand
make shndng out from the redsnore important than evéDeShields, Ali, & Kaynak2005
Stokes & Slatter, n.jl. To addresshese issues, pmotional techniques likierandng,
relationship marketing, wordf-mouth marketingandsociatmedia marketing areommonly
used by institutionsJudsonAurand, Gorchels, & Gordo2009),businessesandorganizations
(Libai et al., 2010). @e entity enacting some of theseorporate communicati@functions and
also a universitgffiliate, is Extension (Maddy & Kealy, 1998Dv er t he year s, EXxt e
brandng andmarketing efforts have been researcaedcritiquedby many(Abrams, Meyers,
Irani, & Baker,201Q Bloir & King, 2010, Boldt, 1988 Buchanan, 198@rani, Ruth, Telg, &
Lundy, 2006;King & Boehlje, 2000Maddy & Kealy, 1998Ray, 2015Settle, Baker, & Irani,
2014;Settle, Baker, & Stebner, 2018need, Elizer, Hastings, & Bar@016 Telg, Irani, Hurst,
& Kistler, 2007 Verma & Burns, 1995Warner & Christenson, 1983n addition toadjustments

andrecommendationsiade by past researchefse organizatiomasadaptedesearch focusde

12



meetthe morediversified needs od migrating societyhile remainng relevantto the public

(Kellogg, 1999Kinkead, 1967; USDA, 2018).

Branding in Extension

Discussion of landng in Extension began with MaddydKealy in 1998 whenit was

suggested to adoptcorporate communications mindsgtich cout increase thevaareness of

the organizationin corporate communications, all aspects of an organization should support the
brand(Maddy & Kealy, 1998). While public awareness of an organization can be low, its
internal stakeholders can serve amnglambassadors. Thus, a consisteraratidentity must be
present among internal stakeholders (Abrams et al., 28u@pestions from previous research
indicate interpersonal communication between emplogedthe public could mitigate land
awareness issuesidwn as internal landng (Settle et al., 2016%ettle et al. (2016) found a
difference in bandidenity among employees of differinglesandresponsibilities. In the

specific area of printingndmailing services, there was also a difference amond@&yreps of

different job statusZagonel et al., in press

Awareness of a bndgrows, not only throgh the productandservices the organization

provides, but through consistenabdmessages of the organization. There is potentially even

more opportaity of growth for servicdocused organizations, likahdgrant institutionsand

associated entities, rather than a prodactised organization (Balaji & Hartline, 2001; Brady,

Bourdeau, & Heskel, 2005). Abrams et al. (2010) notes that external silelos 6 awar enes
the Extensiontandgr ew once Apositi vep Pthrought candeesationser e ac

between those serving theabdandthose seemingly unaware of thebdat hand Though
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traditional bandng definitionscanlimit the term,today, more attention is being drawn to

internal bandmanagemerindhow employees convey thedodthrough interactions (Corley,
Cochran, & Comstock, 2000; Kimpakorn & Tocquer, 2010; Punjaisri & Wilson, 2007; Punjaisri,
Evanchitzky, & Wilson, 2009; Setlet al., 2016)in a time when budgetary cuts a@mmon
andpublic programgan beforced into a defensive positiobgth internalandexternalbrandng
andmarketingstrategieshouldbeat he f or efront of ¢ o nmandFramzc at or s
(2012) urge Extension communicators to look deeper into storytelling, not only for marketing
purposes, but as a way to discover a biggeureappreciation for Extension wodndfoster a
better organizational cultur&he art of storytelling is commonly assated with relationship
building andword-of-mouth marketingGilliam & Flaherty, 2015; Woodside, Sood, & Miller,
2008). Specificallyn Extension, stories have been used to capture public value, meaming,
significance (Peters & Franz, 2012), datiragk as far as 1935 (Shaffer, 201Narratives that
produce stories are beneficamldwork alongside lndmanagement, which encompasses

brandng andinternalandexternal bandequity (Monie & Pettersson, 2017).

While marketingandbrandng strategiehaveproven an essential part any organizatioror

business (Libai et al., 201,Ghe budget fothese efforts can be an issue where fundstate
andcountylevelfinancedandsupplemented through congressionally appropriated formula

grants such agxtension(USDA, 2018) Research recommends specifically reaching out to

community leaders within the entity to spearheadthibanar di ng of an organi z:
among other traditional stakeholders (Abrams et al.02Rihg & Boehlje, 2000; Whelan,

Davies, Walsh, & Bourke2010). This internal landng issuecan contributeo the
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misalignment of human resources objectmwgth marketingandcommunication objectives of
organizations (Kimpakorn & Tocquer, 2010), which is especially likely to occmuii-faceted,
geographically distributed organizations (Hinds & Mortenson, 2005). Meagelacquisitions
can also exacerbate these issues due to the multgpiesbrulturesandsubsidiaries at stake in

these situations (Einwiller & Will, 2002).

Statement of the Problem

The Extension organizatiaandbrandas a whole faces a multitude of problems; one of wisich

a need for accountability to policy makers to ensure future budgetary aresh@devance

(Richardson, 1999). To aid in this effort, Extemmscommunication services are able to provide
services suvaoddi &g ripruit mtoinng@f i nfor mattd ondo (p.
(Teagarden et al1,991). Within the realm of Extension communication services, there are other

issues aplay. Speifically in thecommunication servicasitsUP andBMC at KSRE, internal

brandng, employee landidentification,andmarketing techniques have previously been
addresse@Zagonel et al., in pregd.iterature notes that internal audiences can portraydor

messages, identitgndvalues through their interactioasds hape ext ernal awudi en
perceptions of the bnd(de Chernatony, 2001; Powell & Dodd, 200fproughZagonel et al
(in pres$findings, it was suggestdbat internal bandng could bemproved,andresearchers

urgedf or a shift i n the or-mgalaimed Bahdanbaséaslordthis | t ur e t
initiative aligns with the bigger picture tie presenstudy.An equally important initiative,
communitybased social marketingreque s a i fivn ,sn b | e-stave béhaviorddsbg e n d
identified (McKenzieMohr, 2011), which has not previously been addressed for UP and BMC

but will in this study while applyin€ BSMtenetsto Extension communication servicés.
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addition to discoverig the enestate behavior for customers@P andBMC, CBSM also
necessitates t a k e hneddsife®mU® @andBMC andendstate behaviobarriers identified
According to McKenzieMohr (2000), one way to achieve this is throagita collectionas

needsandbarrierscan be different for each individual or group.

Another method of establishing customer nesattbarriers is through customer feedback

survey forma{Tabanico & Schultz, 2007A previous studyoundUPandBMC6 s mar ket i ng
strategiesandconcerns from an internglerspectivéZagonel et al., in pregsBy using survey

research, this study willncover the effectiveness of curré&f® andBMC marketingand

achieve a bigger picture of potentmrketingapproachedDetailing the effectiveness of

marketing tactics is important to any business or organization, but especially to an organization

|l i ke Extension that is increasi andgdiyg misfkiecda nt coe ¢
(Peters & Franz, 2012, p. BetersandFranz (2012) emphe that stories related to a group or
organi zat i on afdsdpHisécatedanegmooiearniagdd i scovery, o (p. 1)
has ben assessed by Zagonel ef(isl.pres$. To gather a morkolistic view ofUP andBMC0 s

stories related to Extensig currentandpotential customeperceptionsre necessary; no

research currently exists on thiurthermore,he art of storytellinganbe used to mitigate

issues that could arise froonganizational changendintegration (Peters & Franz, 2012),

somehing that has previously occurredif*andBMC6 s hi st ory ( G. Ni xon, p
communication, July 25, 201&@8nhdbeen noted asnainclearaspecbf the organizationfagonel

et al., in pregs However, connections to this$aot been previously explored eirically.
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The present study will fill gaps relateddou s t ofraguensydse behaviorandknowledge of
UP andBMC servicesWith the knowledge of thessistomeicharacteristic3JP andBMC can
be better able overcome policies on marketingsales duniversity service (Kansas State
University, 2016 Zagonel et al., in presthroughthe effectivestrategie®f CBSM. These
initiatives serve not onlyP andBMC but the larger Extension organization as a while to
the increased Bndawarenesghrough internal bandambassadorandgrowth of both Extension

entities.

Purpose of Studyand Research Objectives

The purpose of this study was to enhance the KSRE brand through CBSM strategies that
emphasize on internal br g.mhispargoseswmsadhiegett ar i ng EXx
through the research objectives, hypothesis, and research questions, whichneéexulsfy
barriers,andperceptions of two Extension communication services units from potantal
current custorars at Kansas State Universifys an effectthis study providedtrategic
recommendations for servicaadclients The study objectiveypothesis, and research
guestionwere
1 ROL: Determine existingieedsof currentandpotentialc u s t ouseofUP @andBMC
services.
1 RO2: Determhe existing barrier currentandpotentialc u s t ousesofUP @nd
BMC.
1 ROS: Determine characteristics of experiences that influence claneipotential

c ust ouseof WPéGNd BMC.
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1 RO4:Determine the connecti on oofUPandBMCanme r s 0
telling Extensionb6s story.
Based on findings in previoussearch, the following hypothesias developed:
1 H1: Those who feel restricted in purchasing optiatishave a less favorable perceptio
of UPandBMC than other currerandpotential customers
To gather exploratory data, the following research question was developed:
1 RQ1: What are the differencdmtweerManhattarbased and of€tampus Extension

employee8 perceptions of? UP and BMC services

This studyseekgo address its obftives hypothesis, and research questimough a survey of

all currentandpotentialcustomers, which includes cooperative purchasensthis study,

cooperative purchasers arensidered customers BP andBMC that are in a cooperative

purchasing agemenwith Kansas Stateniversity. For example, a cooperative purchaser would

be considered an Extension specialist or district or county Extension agent who purchases goods
or services fronJP andBMC to achieve mutual benefit¥he customers outsidd this

agreement would be convenience customers with priatnognailing needs outside of

Extensionanduniversity missios.

Definition of Key Terms

Multiple termsandabbreviations were used in this research that may not be common knowledge.
Definitions of key terms used throughout this research include:
1 BMC i BMC is an abbreviation for the KSRBookstoreandMail Center, which

supports KSREBndK-St at eds Col | ege o fanddgtributmgiant ur e
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inventory of more than 2,000 publicatiopspmotional materialandother items,
metering mail, providing United Parcel Servaned Federal Express business services,
andmail list processingndaddressing (Kansas State University -b).
Communication services Communication services are difent entities of many state
Extension services. Often, these units can be referred to by differenttitttbey can
encompass a multitude of services like editing, writing, gcagésign, broadcasting
(Boone et al.2000), photography, videographyn@vdon & Evans, 1991), printing,
exhibits, public affairs, media relations, information technology (Parker, 2004), mass
communication media, interpersal communications (Kern, 1978hdsocial media
(KSU, n.d-a).
Cooperative purchasing agreement A cooperative purchasing agreement is between
two partiesa purchaseandaseller, where a complex, muddled dynamic can occur
within thepublic purchas€McCue & Prier, 2008; Wang & Bunn, 2004).
Cooperative purchasing agreement selleir For thisstudyandsituation at Kansas State
University, the seller party will be attributed @d® andBMC.
Community-based social marketing: Communitybased social marketing (CBSM) is a
tool used to promote a distinct behavior change in a groulviduals that are in a
distinctly-defined community (McKenziélohr, 2000; McKenzieMohr, 2011).
CustomersT

0 A. cooperative purchasing agreement customeiisCooperative purchasers are

one party within a public, or governmental, approved vendor or procurement

contract (KSU Generd&urchasing Policy, n.d.; Wang & Bunn, 20089r the
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present study, these customers will be considered Extension agdssecialists
anddepartments on campus.

0 B. othersi Customers outside of a cooperative purchasing agreement would be
considered conveence customers with printirandmailing needs. These
customers do not fall under the Extension or University mission. An @eaoh
this customer would be@erson making a personal order.

1 Extensioni The SmithLever Act created the Cooperative Extens&ervice (CES),
commonly known as Extension. The organization is charged with disseminating science
based informatiorencouraging its applicatipandproviding expertise on issues
important to Kansanat the state levethese initiatives still guide éhorganization at the
present time (Kern, 197&SRE, n.d:b).

1 Extension county or district agenti Within KSRE, Ragents are profess
who serve as a link between Kansas State Univaasilg o mmuni t i es acr oss
(K-State ResearcdindExtension, n.ek., para. 3).

1 Extension distribution servicesi The distribution services of Extension was a separate
entity of KSRE until 1993 when it merged with other separated units into the Department
of Communications. The main responsibilities of disttion services were to distribute
publications across the stateanagehe browsing libraryanddistribute mail within
Umberger Hall (G. Nixon, personal communication, July 25, 2018).

1 Extension duplicating servicesi Duplicating services was an isoldtentity of the
KSREorganization. It merged with other separated Extension units under the Department
of Communications umbrellain19%ndi n 2010, it then merged w

in-house print shop, Printing Services. Following the second mem@y University
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Printing (UP) bandwas created to encompass both organizations (G. Nixon, personal
communication, July 25, 2018).

Extension specialistg This is a term used to describe an expert who studies a specific,
disciplinerelated subject mattand conducts Extension outreach on the topypically,

this person has studied their specialtjhatdoctoral level (Kern, 1978)

Faculty 1 For the purposes of this study, faculty were defined as teaching, research, or
Extension faculty.

KSRE i KSRE isthe acronym for KState ReseardmdExtension, which is used solely
for internal use, according to KSREabidng guidelines (2017).

Printing Services-Kansas St at ehouweaprim ghopsthattsgn@dtheicampus
community until 2010 when theewvice centemerged with the Extension duplicating
services in the Department of Communicatiangd Agricultural Education. Following

the mergea new University Printing (UP) Bndwas created to encompass both
organizations (G. Nixon, personal communigafiJuly 25, 2018).

Staff i For the purposes of this study, staff were defined as district or county Extension,
Manhattarbased Extension, or department staff.

Umbrella brandi According to de Chernatony (2008), umbrellark are closely

related bands in partnership. Umbrelladnds ar e uni que in that the
gualitieso (p. 611) of the overarching org
Adi fferentiates [the umbrella organization

study, WP andBMC will be considered separate umbrellarnms of Kansas State

UniversityandKSRE.

21



1 UPandBMC i UPandBMC is used whemJniversity Printingandthe KSRE Bookstore
andMail Centerare being considered as a whotgogether.

1 UPT UP is as an abbreation forKansas State Universiy campus print shop,
University Printing. This oftampus resource is a figérvice printing, copyingand

bindery production facility with two location&énsas State Universitg.d-d).

Summary

Chapter one began withbaief history of theCooperative Extension Servidering a time when

the evolving needs of sociegydtechnology changed the method of teaclking

communication for Extension specialisisdagents of today (Carlson, 1970; Snowdon & Evans,
1991).Becase of these adaptions, additional entities were added to state Extension services
(Teagarden et al1,991) Specifically, his chapter highlighted the additiontbe communication
servicegduplicatingandd i st ri buti ng uni ts wsstate Extensibans as
service KSRE (G. Nixon, personal communication, July 25, 20 this studyduplicating
anddistributing unitsUP andBMC respectivelywereregarded as two separate Extension
communication servicemntities.In addition, literatureelated to cooperative purchasing
agreements was highlighted to emphasize the potentially unclear relationstegioéhe

purchaseandseller McCue & Prier, 2008; Wang & Bunn, 2004).

As well as perplexing external relationshipseypous research asssing the marketing &fP

St

andBMC suggestedd conf usi on a mo napdngohquireotynarkeing under st

strategies, policies about h@mdto whom productsindservices can bdirected ,andeachof

t he e ande mp lecsnde iathedbigger missin of Extensior{Zagonel et al., in preks
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Many researcher<prley et al.2000; Kimpakorn & Tocquer, 2010; Punjai&Vilson, 2007;
Punjaisri et al.2009; Settle et al., 20)®0ote employe€ustomer interactiorsndinternal

brandng as a vital aspetb the success of any organizatidhough policies regarding

marketing appear perplexirtg current internal audiences, the policies could be more inclusive
than previously assessethgonel et al(in pres$ suggest using seffroclaimed band

ambassads to lead efforts in an organizational culture shift that is more open to marketing the
brand productsandserviceghrough personal interactioriBhese strategies align with CBSM
strategies that use personal interactions and direct appeals (Mcaotzie2000).This

initiative would satisfy marketingndpromotional needs while also taking into account the
limited anddecreasing budgé&ixtension is facing (Mercer, 2004; Spiegel, 20I8)ese aspects,

in addition tothe specificallydefinedcommunity tlat UP andBMC would be directing

marketing towargdmake this opportunity an idesituation to use communHyased social

marketing (McKenzieMohr, 2011).

For these reasons, CBSMasthe heoretical framework guiding th&gudyandits research
objectives, hypothess, and research questioh surveywasconducted to assess the needs,
barriersandperception®f UP andBMC from potentialandcurrent customers, which includes
cooperative purchasem/hen these unknowns adentified UP andBMC will be beter able to
market productandservices to currergndpotential customers through strategicallyosen

tactics, while strengthening relations with cooperative purchasers.
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Chapter2-Li t erature Review

In this chaper, literature reviewed includethe history6 Ext ensi onds communi c
the history ofExtension in Kansasnarketingandbrandng in higher educatiorgooperative

purchasing in public sectors; promotional technigpesicies on marketingndsales of

university productandservices at Knsas State University; internabbdng; andcommunity

based social miaeting. These topics contribute to the overalirposeof this study, which aimed

to enhance the KSRE brand through CBSM strategies that emphasize internal branding and

sharing Extenis o n 6 s The theoretigal framework guiding this studgsCBSM because of

the limitedavailablemarketingbudget,recommended use of sqdfoclaimed bandambassadors,

andthe specialized campasmdExtension community customer base.

History of Extens i on6s Communi cation Seryv

In its inception, andgrant institutioncame from the Morrill Act of 186andconcentrated

mission efforts on rural audiences with agriculture, mechanicalaandsnilitary tactics being

the emphases (Carlson, 1970; DunBaf5).Later in 1890, a second act was passed to offer the
same learning opportunity to Africeimericans through the addition of 18@htigrant

institutions (Comer, Campbell, & EdwardX®)06).Following the establishment cdrdgrant
institutions, expement stations were created across the nation by the Hatch Act of 1887, which
further advanced the research iritia of what is referred to today as tingartite mission
Theseexperiment stationsicreased the level of availaldeientificallytestedknowledge

(Dunbar, 2005). While experiments were bemogductedat experiment statiorendknowledge

was being produced at the state level, there was a need to relay the gathered information to the

public. Through thisieedwas born thé&mith-Lever Act d 1914 that created the Cooperative
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Extension Servicaith themain goalof improvingthe quality of rural life (Carlson, 1970y
disseminating usefdndpractical information (Dunbar, 20Q5lhis initiative was carried out by
providinghands-on learninghroughinstructionanddemonstrationgm communities (West et al.,
2009).With these specialized methods of teaching came a need for madedalays to
communicate to audiences. 1928, the Cappdfetcham Act was passed to provide salaries to
Extenson agentandf o r t h eanddistributiort of infaymation in connection with the

s a mraigsion(Teagardert al.,1991, p. 85. The printing sector of communication services has
not been popularly studigdroughout its history. blwever, some of thearliest literaturentails

a survey regarding state Extension publication produetm@printing budgets within

agricultural communid#ons offices (Whiting, 1984).

What iscommonly known today d@sxtensionprinting andpublicationsvas known as

i p usbhliiin the@beginnindAndersonWilk et al., 2013). By 1984, it was a common practice

for state Extension offices to charge for certain printed publications. Nonetheless, there were still
statelevel anomalies of the time that either charged for allt@dpublications or made all
publications available, free of charge (Whiting, 1984)e practice of pblishing has vastly

evolved over th years, largely in part to the changing demographics of s@ridthe era of
technology (West et al2009).Some tate organizations found the purchasing of printing

equipment to be dauntinget rewarding as the initial investment could quickly be earned back

andpr ove more efficient for clients; thank, warr

amplifying positive customer relations (Whiting, 1984).
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T o d a ubliskingserviceare nowable to provide print publicationgidersorWilk et al.,
2013), as welasgraphic design needs, digital printing, bindery, mailengposters Kansas
State Universityn.d.-d). Previous models of publishing systems consistatebpportunity for
regional collaborative arrangements to more wisely use resoancksssen duplication efforts
during times of fiscal constrictiong&dersonWilk et al., 2013), though this i#ot the model for

all state Extension groupkd&nsas State Universitg.d-d).

History of Extension in Kansas

The Extension service as many know it today, did not exist in Kansas until 1914 when the Smith
Lever Actwas signed into law (Teagarden et #891). Prior to this Act, offcampus,

educational activities took place beginningli868. The first gathering dii¢ Farmemdinstitute
washeld in Wabaunsee, Kansa&SRE, 1991).Although this movement was not officially

deemed Extension work, it wasidedandaided with the help of the Kansas State Agricultural
College budgeandfaculty (Teagarden et al., 199ITThe Kansas State Agricultural College was
originally the Bluemont Central College until the Morrill Act of 1863, which set into motion the
creation of andgrant institutions. At the present timedafter several monumental name

changes, the same institution is known as Kansas State University, located in Manhattan, Kansas
(K-State Alumni Assaation n.d.). During the 18790s, thetime ofthe devotedKansas State
Agricultural Collegefaculty was limited for the initiatives of the Institute; neverthelesay
communities saw benefits from the prograansiwere grateful for the coltaoration (Teagarden

et al., 199). Throughouthis timespanFarmeréInstituteswere frequently held all across

KansagK-State Research and Extensi@f91).
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Not long after the turn of the century, the Kansas Legislatucgynezed the work being done by

the Farmer8institute The state responded to this effoytsupporting Farme@dnstitutes

through an act that would provideuntyappropriations to the movement1903(K-State

Research and Extensiol©91).In 1905, John H. Miller was hired as the field secresany
organi zer of t hAndtheRisstremmoyest-Ollowing the singleuhtregin 1909 the
first seven Extension specialists were hired through an authorization from the Kansas Board of
RegentgTeagarderet al., 199). Another addition added by the Board of Regents widing a
Departmat of Extensionto the Collegen 1912 K-State Research and Extensi@f9%,
Teagardenetal.,199T he Depart ment of Coll ege Extensi on
anddemonstrations that went along with it, Highway Engineeaimgirrigation, Home
EconomicsandCorrespondece Study (Teagarden et al., 199Through these hireend

additions to the structure, Kansasunty citizens yearned for instructiandknowledge about
scientific agriculture. This desire was appeased throwghat many call tday, an agent.

Originating in southerandeastern states, organizations would financially support an agent to
aid peopldan the county, while also representing the State Agricultural Codedée U.S.
Department of Adculture (Teagardenetal.,, 199Dur i ng t he 1920s, Far mer
succeeded by county Extension programdcounty fair organizations. In the 1960s, specialists
were allocated to oftampus research locatioasdcounty agent offices were creatdd $tate
Research and Extensiol991). At the current time, all 105 countaeslits Kansas constituents

are served bgither county or district Extension officds-State Research and Extensiard-

a). Furthermore, th&xtension network also boaste main Kansas Agricultural Expeent

Station, four regional Extension offices, five agricultural research centers, four satellite units,
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four agronomy experiment fielddyreehorticulturalcentes, andfour experimental fieldsi-

State Research and Extensiard-b).

Marketing and Branding in Higher Education

Research into the marketiagdbrandng of higher, or further, education began around 1958
when product differentiation, market segmentation, promoéindproduct positioning were
assessed (Halhd 1958). Not long after thaRobinsonandLong (1988) discussed the concept
of marketingof highereducation, how it should be carried candcategorizing known literature
on the subject. During tHE960s through the early 1980s, enrollment of students in higher
education increaskrapidlyand at the timepeaked in 1984 with a record high 12.46 million
enrollees (Higher Education Act, 1985). The number of students attending caltebes
universitieshasonly grown since then. In the fall of 2017, some 20.4 million students were
expected to attend institutions in thimited State§NCES, 2017)however, according to
National Student Clearinghouse Research C€at7) universities have seen a shrinking
enrollmentfor the sixth consecutive yedn addition, snce the 1960s, theumber of fourand

two year, publi@andprivate institutiondasincreased (NCES, 2018), which sets the stage for a

competitive eduational market (DeShields et ,a2005).

Higher education is made possible through governmental sources of direct approgriat
research gran@ndcontracts, student tuiticendfees, private sourceandinstitutional revenue
andearnings (Higher Education Act, 1985unding for institutions has decreased, draldost
of teachingandlearning tools hagrown due to changgtechnology (DeShields et a2005

Stokes & Slatter, n.§l.Not only do funding structures set higher education up for potential
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difficulties, the complexity of the relationships, stakeholdansimotivations do as well

(Levacic & Glatter, 1997/Marceao, n.d).

In such an intricate situation, higher education systems have turned attention toward marketing
andbrandng concepts to differentiate among competitddssher & Crawford, 1996; Emery,
1999; Fay & Zavattaro, 2016; Foskett, 20G2bs, 2002; ddson et al., 2009Vaeras &
Solbakk, 2009 When considering the concept of marketing higher educatistitutionscan be
perceived as a producer of educational prodaistiservices that are exchangé&keGShieldset

al., 2005;Gibbs, 2002Judson et al 2009). This characteristic allows for marketthgoretical
principlestypically appliedin service industries to be applied to a universityts service
focusedumbrella bands (Krishnan & Hartline, 2001)Universitiesandcolleges often wrestle
with multiple bandmanifestations, sometiméss referred to as subrands (Zinkan, 2016) or
umbrella bands (Krishnan & Hartline, 2001). Itsinot uncommon that within ingitions there
are separate units, each requinindividual needs, messagemdaudiences. Ahough
sometimes difficult to differentiate, sdivands should be recognized as opportunities for
marketing winwin situations (Zinkan, 2016FurthermorefFayandZavattarosuggested2016)
university administrators be aware of tgrewingmovement of differentiation because if it
continues as predicted, administrators will more than likely be seeing policies surrounding

marketingandbrandng.

In marketing, the four Ps focus on product, price, plandpromotion, which have made up the

martketing mixandmarketing plans in the U.S. since the 1960s (English, 200@ugh the

opinion is not fully dissenting, Gibbs (2002) urges that the marketing of higher education be
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morethart he Af our inftead, it i§ gncourdy@dto)shift foarsthe valueadded

educational experiences through relationship marketing (Emery, I888king beyond the

four Ps, relationship marketing placesghasisonundersatnd ng pr ospecti ve stud
wants, or lack thereofndexisting barriers (Foskt, 2002) rather thadirectselling (Emery,

1999).T h e i s s u ehighdredutatian lislsaidriogoé mitigated through stratagiwell-
developed communication to objectively established audiences (Foskett, 2002) thataattracts
maintains a desad student fit for retention (Absher & Crawford, 1996; Emery, 1999). Retention

of students, or customers, should begin at the point of initial contact up to the point of graduation
for the sake of efficiency related to retaining existngtomersersus #racting new ones

(DeShields et al2005). The definition of student satisfaction can elicit a multitude of different
aspects for different studiemdsituations, such as the studemiversity match, expectations
between a universitgnda student (Emg, 1999) or social adjustment of students (DeShietds

al., 2005). Regardless of the combination of characteristics within the definition, the overall
concept of student satisfaction through custeorented relationship marketirgasa large

factor infuencing retentiomndcompletion ratesAbsher& Crawford, 1996; DeShields et al.,

2005; Emery, 1999 rather tharthe previously assumed predictor, intellectual capability
(DeShieldset al.,2005). Therefore, strategic marketing of a stroraptiis pivatal to the success

of institutions in a competitive environment. A strong, vestablished institutional &and

renders an image or portrayal of a univeramygits valueandpromise (Judson et al., 2009).

In service industries, which higher educati@s lbeen compared tb€¢Shieldset al.,2005;

Gibbs, 2002Judson et al., 2009), employees play a fundamental role in deliaritglfilling

the alluded to promise within adnd(Schultz, 2002). Within the means of higher education,
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faculty, staff,andemployees serve as the highest source for inciting tarsdiexperience

(Judson et al., 2009). Because of this, internahting measures should be made evident to all
areas of internal stakeholders,esuoployeesnay align with the andandin turn, spu andcarry

out the bandpromise with customers (Shultz, 2002). When internal audiences are able to relay
the bandessence, only then will thedirdbe known to external audiences (Judson et al., 2009),

which then sets the stage for the marketing of ensitiesanduniversity bandextensions

In some instances, younger institutions may have difficulties establishing ealdesre

messages, which can be attributed to differing opinions within the whole organization. Without
known bandattributes, orgnizations may be leaving other stakeholders to shatgandstory
(Judson et al., 2009). Previously studied
conceptions about central vallmsdt he uni versityodos essenti al
deff ni ti on of identity difficult to achieve,
each individuabndunit (Waeraas & Solbakk, 2009). For some reseasar&tpractitioners, the
idea of plural identities has been noted as a concept wahipg (Lowrie, 2007), though these
go against traditional Bndng strategies (Judson et al., 200B)is concept can be understood as
umbrella branding, where qualities and characteristics from the parent brand are transferred to
other extensions and assations(Wernerfelt, 1988)Using umbrella brands with other

extension brands can enhance effectiveness of marketing and increase demand for extension

brandg(Erdem, 1998).
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Cooperative Purchasing in Public &ctors

Along with many policies regarding tmearketingandselling of universityserviceslike UP and

BMC (KSU policies, 2016), there is also a complaxdpreviously reported anuddled,

dynamic thatan occubetweerboth parties in @ooperative purchasing agreemévitCue &

Prier, 2008; Wang &unn, 2004) Some scholars arguke relationship between public, or more
easily known as governmentalrghasing organizatiorendsellers in gorocurement entractis
nothing more than a specialized area of marketing; many textbooks do not everzestogni
complexities government buying entails (Wang & Bunn, 20B¥nany universities, these
relationships areommonly referred to as procurement contracts or approved vehdors
underlying university entiti eentgods pppertyc hase i
printing, servicesandl e as es of fiom (&K$U GenemlfPerchasygPolicy, n.dara.

010. Overwhelminglymuch of the literature related to public procurement in busittess
business marketing can be explained by sinpitactices that occun other sectors (Dobler &

Burt, 1996; Kolchin, 1990Muller, 1991; Schill, 1980; Sheth, Williams, & Hill, 1983).

Typically, cooperative purchasing arrangements are enacted for effiegiedegonomic reasons
(McCue & Prier, 2008)Sheth et al. (1983) disputes this notwithin the public sectoby
saying, At hes elofgulicanddrivate sectanprdocaremierit ¢comtracsist at

the conceptual or process | evel. THkpeY do not,
McCueandPrier (2008) echo this mindset by recognizing the lack of conceptual coherence
within cooperative purchasing literatuaadits implications.The requirementandobjectives of
buyers in public procurement agreements often differ from thosesifiesgo-business buying
(Wang & Bunn, 2004)due to the balancing act of satisfying many stakeholders (McCue & Prier,

2008) For successful interactions on both ends, WamaBunn (2004) note that if those in the
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purchasing role undeestdthe biggespicture importance of the purchase, the purchaser will be
more committecndresponsive to the objectives, exchange procegspmesands el | er 6 s
relational requests. Communication flow between purchaselsellers in recurrent, or long

term, cooperage purchasing contracts is often minimal, even though it is generally understood

by both parties that there should be mutwalperation (Wang & Bunn, 2004).

At Kansas State University, there are procurementconadisr ef erred vendors t
andfacilitate the instructional researandpublic service mission of the university by applying

the best business practicesdo (KSU Gener al Pur
are put into place te n s wall peocuiement opportunities whe mutual benefit can be obtained

are achieveddpu(pbaanaes0adp made Afrom univer si
feasibleo (para. 020). Withiasa shedptuochaséengi
responsibility of the individualauh or i zi ng t he purchaseo (para. O

andthe best interests of Kansas State University are notkaesg@s State University, 2016)

Promotional Techniques

Today, there are many different promotional techniques, aveangstrategies available for
organizationg&ndbusinesses to implement. Relationship management is widely used among
service organizations as its objective is a-tmay symmetrical channel of communication to
continuously grovandenhance relationships with casters. Originally, relationship

management stems from a public relations agenda with distinct differences from its counterparts
(Ledingham & Bruning, 2000). The nurturing of relationships with stakeholders has become a

necessity in todntyd sf blufsiilnle sasn cdrigmearntiezati onds
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Moffitt, 2004). Maintaining these relationships can encompass aspects from disciplines of mass
media, interpersonal communication, interorganizational behavior, social psychenolgy,
marketingand management. The relationship management process includes analysis, strategic
planning, implementatiomndevaluation (Ledingham & Bruning, 200@elationship
marketingandmanagement principles bleed over into many other disciplines, such as
cooperatve purchasingCrosby, Evans, & Cowles, 1990)ithin cooperative purchasing
relationships, cooperative norms can offsegsibly undesirable exchange processeb

behaviors (Wang & Bunn, 2004).

Taking a step back, before there is a relationship to geawéh a customer, businesses must

decide how to market products or services to potential customers:diforduth (WOM)

marketing is common among businesaedorganizations that provide a retail experience, a

service, or a highhyisible good (Libai etl., 2010). WOM is defined as an informal, social

method of interpersonal communication between an influearoda receiver (Arndt, 1967).
Simply put by Silverman (2001), womi-mout h mar ket i ng is the art o
often, favorably,ta he r i ght peopl e in the fThisght way abo
communication s N a pthemeeaivet o be i ndependent of corpor
1998, p. 243). Previous WOM research examines industries like hosgtadisgrvices (Libaet

al., 2010) andmost studies observe the phenomena from a custtmeeistomer (C2C)

perspective, even though WOM marketing can often occur from other effectgssaniployees

or other symbiotiorganizations (Buttle, 1998). Oftentimes, a person dened to be an opinion

leader or an influencer is chosen to promote the growth of a service or product within their

network using perseto-persa communication (Goldenberg, Lehmann, Shidlovski, & Barak,

34



2009). The success of a WOM effort is attributetitoe i nf | uencer éandthe oci al
i nf | u abiity ® peéssadandconvey necessary information (Goldenberg et al., 2006).
Information can be formed into different structures depending on the desired outcome of the
communication (Woodsidetal., 2008); an increasingly recognized toolbuild this powerful
relationshipis the power of storytellingGilliam & Flaherty, 2015)Different chronological

events make up a story (Ryan, 19&b)dstories often use facésdemotions to connect with

the intended audience (Fog, Budtz, Munch, & Blanchette, 2&i0@)ytelling in Extension dates

back to as early abe 1930s when community members were gathered in small groups to

discuss public issues (Shaffer, 2017). These gatherings served as aabilevaiay to gather

critical accountsolidifying the fipublic value, meaningndsignificanc® of Extension work

(Peters & Franz, 2013.7).

Though the core concepts of WQihrketingare tied to personal interactions, researchers were
citing the transmision of personal referraldexperiences online as early as 1998 (Buittle,
1998). Now, with the help of the Internet, WOM opinions have the power to make or break

brands andorganizations at the push of a button (Hatch & Schultz, 2001).

In the 21st centy, webbased reviews, messagasdcommunicatios areanythingbut

ordinary. Businesseandorganizations have a multitude of platforenailableto make a

presence in the online world. According to MangaidlFaulds (2009), examples of saki

media maketing can be usingocial networking sites, such as Facebook, Twitter, Instagram;
Acreative wor k s har iamdglicks(p. 858)s usespossaredibloggisd You Tub

companysponsored websites, blogs)dhelp sites. Sociainedia sites are said be beneficial
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for businesseandorganizations of all sizes, whether these are small, multidimensional, non

profit, or governmental (Kaplan & Haenlein, 2010). For many scenarios, social media can serve

as a tool for bands to share information with stakolders, or customers, that the receiver would

not normdly have access to (Whitdleyers, Doerfert, & Irlbeck2014). Just as relationship

marketing provides personalized tw@y communication (Arndt, 1967), socialedia marketing

permits the same unig@@mmunication online, virtually fre@ndwith a higher level of

efficiency than traditional communication methods (Kaplan & Haenlein, 2010). Along with

online businesso-customer communication, social media allows for C2C communication,

whi ¢ h c tceamduntiofrmontrol companies have over the coatghdissemination of
informationdo (Mangold & Faulds, 2009andp. 359)
provide desired content to enders for potential engagement commisssntiatmedia

mar keting as an essent imatelatiprisheps (GhatispBamlanVEvagsa t | n g
Hubbard, & Taylor2014).Pew Research (2018) recommendg andevery business or

organization should make sociakedia marketing a paramount objectiverexent research

showsnearly twathirds (68%) of all U.S. adults are daily Facebook uaatthe median

American uses at least three different sesiadia platforms. To remain relevaaridefficient,

Extension could benefit from the integration of soai@dia (Gharis et al., 2014).

Another form of digital marketing is email marketing, which has the power to be even more
effective in producing returnsn investmenthan sociaimedia marketing (Dodson, 201&mail
marketing allows businesses to have peatized, economicalifeasible communication that

leads to an actionable outcome (Groves, 2088pther benefit of email marketing is being able

to increase the value of the list over time (Groves, 2009). Groves (2009) describes ways to add

depth and unerstanding of recipieathat can lead ta closer busined®-customer relationship,
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as well as adaptinigusiness decisiorsased on responsdersonalization and informativeness

of messages are complementary to email marketing messages. Solely ivomegsages can
limit the successf email marketingbut by including content that is deemed important by the
recipient, deliberation and outcome of the email improves (Sahni, Wheeler, & Chintagunta,
2018).In addition to being informative and personatizistening to customers through email
marketing is essential in fostering a relationship. When listening occurs and businesses show
changes based on custorhee e d b astokers will see you as someone they have a
relationship witld someone who cares alidheir needs, appreciates their hardshipg,veants

t o know wh a trovesh2609, ch. Bpama.KL@). ( G

Policies on Marketingand Sales of University Productsand Services at

Kansas State University
For the promotion of producesmdservices, thee are many options as previously discussed, such
as sociaimedia marketing, wordf-mouth marketingandrelationship marketing. However, for
many employees in communication services, there is still a relatively gray area as to what can

andcannot be dontor selfpromotion in a university settingégonel et al., in pressAs stated

in Kansas State Universityds Policies (2016),
its related entities, suchB® orBMC 1 s appr opr iessandntegral paytoforf t he 0
reasonably related to an activity, which is e
instructional, research, or public service mi

different criteria to establistupplementary, clarifying guidelines toward students, faculty, staff,

university guestsandthe external community. According to the policy, a university guest is
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defined as a person entering the campus community for an institution mission of education,
research, or public service activis;mdnot with the intent of solely purchasing goods. Purchases

by university guests should only be related t

The institution may provide a product or service to studerasltia staff, or university guests if:

it i s Aedacatormliyeelattder convenience needso (para. |
avail able to the general public; 1t maintains
envir onme ntibsat gopropaate saledfOa)product or service, which shall be

measured in terms of convenience, quabtyquantity of service, known as availability or ron

availability of the good in the community during the time of the saidjt is advertised oy in

media that can be strategically targeted to the campus community or other methods which are

limited to the campus.

Sales of products or services may be provided to the external community if: the good is

appropriate for the sale; the sale of thedyadheres to the appropriate policy on priceugglthe
advertising of the good s handcostitothesproducterasonabl y
service being soldo (para. 030). Appropriate
tothensti tuti onds mission; an enhancement to t h¢
environment of the -graonpwest cofmmume tiyn s tai thbtyi o n ¢
or public service activiti e salgengatedfmomrebedaréh) ; an
activities; a food service offered to the campus community; clothing, gifts, souvenirs related to

the institution or a conference; or if the good is unavailable anywhere else in the comandnity

justifiably related to the ingtiut i onds mi ssion. These policies n
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appropriate sale to the community unless the product or service has specific state or federal

authority to do so or a grant or contract with a governmental entity to do so.

Pricingonproducs or services sold by an insamnditution

indirect costs of the [goodinds houl d mi ni mally refl ect price ir
030) unless the sale of the good is a key component to satisfying theé instdun 6 s mi ssi on.
the good may be priced at Aless than full <cos

executive officer or the c¢chief executive of fi

Internal Br anding

Employeesf an organizatioplay a crucial ole in a band perception among the publior

external audienceasthese internal membease the facandfeel of a band(de Chernatony,

2001; Kornberger, 201@ettle et al., 201,6Tybout & Calkins, 200p The focus on internal

audiences begani®l7 7 when Kennedy conveyebdastehdeo i(dpe.a 2t
images, or reputations, obrporate companiegould standthe test of time. This radical

assertiorgave prominence to employemsdthe fundamental values the organizations rather

than the typical advertisirgndpublic relatiors activities (Kennedy, 19775 fie people of a

branddgradually became a norm amganizatiomal brandng, identity,andimage considerations

(Stuart, 2002)

In order b undersandinternal bandng in an orgaization, it is necessary to first immetse

mind to brandng of an organization in generdlany difficulties arisein this realmas

researcherandorganizationslike have posed the question dfyhat exactly is the definition of
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brandng andinternalbrandng?(Aurandet al.,2005; Boone, 2000; King & Grace, 2008&ry,

2017; Punjaisri & Wilson, 20)1Brandng, in geeral, is defined by EinwilleandWill (2002)

as fa syst e nmadinmplernmentedyprogess afrcreatiafidmaintaining favorale
imagesandconsequently a favorable reputation of the company as a whole by sending signals to

all stakeholders by managing behavior, communicatindsymbolism® ( p .Furthédnioje,

Lury (2017) suggests &ndng encompasses a lotgrm purposandphilosophy to form a

master plan that guides marketing endeasods al es di rection; it exhibi

beliefsandtransformseopleinto customers.

On a micro level, PunjaisandWilson (2011) describe internalddng as the actions aaed

out by an organization tnsureemployees are fulfilling the Bndpromiseandemulating band
values to customers through interactidnsreasingly organizations are placing an importance
on brandng in the marketplace with an emphasis on botkragiand most notablyinternal
audiencesRowell & Dodd, 2007)Because andmessagesdentity, andvaluesare often
portrayed through personnel of an organizatiomn e e mp | 0y e ardactiopseshoualee pt i ons
represent an accurate reflection ofthe g ani z at iandméssagefle Ghernatomy,
2001; Powell & Dodd, 2007)f employees are not able to prevail with this charge, the
organization should improve theamdconcept among internal audien¢dse Chernatony, 2001;
Kornberger, 2010; Settket al., 2016 Tybout & Calkins, 200p The misalignment that occurs
between employeemda biandis often when leadership directs an organization toward a
strategic visbn or course that employees dd nodersand support, or find inspiration in (Hatch
& Schultz, 2001)Frequentlythese internal audiences are overlooked because fufdine on

external stakeholds(Stuart, 2002).
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With evolving audiences (Kellogg, 199@hdchanging technologyDeShields et al2005)

come differenpublic needs fromandgrant institution@andthe tripartite missiofiKellogg,

1999).Although state Extension programs have been around since the 1914 SwathAct

(Carlson, 1970), lamdng in Extension is a generally recent topic that began in 1998 (Maddy &

Kealy, 1998. MaddyandKealy discuss incorporatirg corporate communicatismodeland
supportingstrategies téhe Extensionprogram with one of those supporting strategoesng

brandng (1998).Before thistime, brandng andinternal bandng were not explicift mentioned

in the literature However,moretopics related tdothbrandng andinternal bandng have been
researchedjiscussedandput into practicesuch aseadership, engagemeatdtrainingof

employees (Buchanan, 1988ay, 2015Sneed eal., 2016), Extension audience analysisafii
etal.,2006Ki ng & Boehlje, 2000), thepubliebsinsxenaf,s per ce
2010; King & Boehlje, 2000; Settle et al., 20M&rma & Burns, 1995; Warner & Christenson,
1983),andinternal bandidertity andperception (Bloir & King, 2010; Boldt, 198&ettleet al,

2014;Settle et al.2016;Telg et al., 200) Recently, researchers explored the perceptions of
employees in a communication services unittoundedg ac h i ndi vi duthd 6 s |1 nv e
Extension band In this case, a maijity of the employees were not invested in thenidiand

lacked an overall undeestdng of the band(Zagonel et al., in preks

Community-Based Social Mirketing

Communitybased sdal marketing (CBSM) is compriseaaf psychology principleandapplied
research methods to provoke a desired behavior change across a diversity of scenarios (Tabanico

& Shultz, 2007) CBSM stems from social marketing, which teeena powerful tool for
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improving the welfare of people, grps,andcommunities $kelly, 2005). In social marketing,
commercial marketing techniquaadstrategiesiianalyzing, planningexecuting] and
[evaluating]o (Andreasen, 1995, p. Areemployed, similar to the principles CBSM. While
CBSMis typicallyassociated with environmentahdsustainabilitycausegMcKenzieMohr,
200Q McKenzieMohr, 2011)andsocial marketing with noprofits (Singaiah & Laskar, 2015),
the concepts could be applied to a variety of settings to pr@desired outcomieom
audiences (Tabanico & Shultz, 200¥Y¥hen communicating with audiences, an increase in
knowledge amonmtendedaudiences does not eqabehavior changgMcKenzieMohr,

2011). Therefore, when looking to ignite change anmesglecteédudience segment, CBS84n
serve as an effecti ve -itmtodns irvadMoeenmesMdtiagin an A i
200Q p. 544; MckenzieMohr, 201). To promotea behavior change, massedia messages will
no longerbe sufficientdue to impersonal messagiagdthe highly underestimated difficulty of

change (McKenziévohr, 2000).

CBSM is different from its counterparts because of its deliberate selection of behavior to be

promoted; how it seeks to identify barriarsdbenefits associated with the behavior change; its
calcubted strategwith toolsto promoteanddiscourage said barrieesdbenefits with a small,

or test, communityandits critical evaluation of efforts on a broad scale (McKemahr,

2011).To begin a CBSM program, it is essential to select a behaviaevihe potential

influence of the behavior change is knoamdis specific to the overall goal (McKenzMohr,

2000). The behavior change mbse a-diiwo s i bl ed behavior, meani ni
taken for a behavior change (McKenaiwhr, 2011, p43).For examplean overall CBSM goal

would be to increase use of WRABMC among potential clients, bthie explicit, endstate

behaviorcould be to first increase familiarigndknowledge of services among currand
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potential customerdVhen seleting the behavior, it is important o preliminary research into
the situatiorandkeep in mind barriers that would need to be diminishedbenefits to

encourage the adoption (McKenohr, 2000). An impeding barrier to the previ@aeenario
could beunknown information about the UP ordering procassla benefit could be the
decreased cost of the purchased proddmivever, current research has not been conducted to
determine communitidentified barrierandbenefits. McKenzieMohr indicatedhis isoften a
forgotten step in the CBSM process (2000)e discouraging of a less desirable behavior should
be just as prevalent #se encouragement of the seledvethaviorwhich is considered a key

component to some of the first steps of CBSM (McKeiaahr, 2011).

For marketers, there are a variety of ways to go about uncovering banrsnefits to the
adoption of the behavior change. This can be done through literature reviews, observational
studies, focus groupandsurvey research (McKenzMohr, 2000; McKenzieMiohr, 2011).
Though surveyandfocus groups could be pricey to carry out, other alternatives include
analyses of customer feedback or examining existing technical repabaico & Schultz,
2007).Barriers acknowledged in these methods be internal to the individual external.
Individuals can have multiple barriers for one behawaadit is quite possible to have different
perceived barriers for different individuals (McKenafohr, 2011).When specific, endtate
behaviorsare¢eect ed, only then can the fAbehavior
Mohr, 2000, p. 547). Thus, what is keeping a client ffiogt thinking of UPand/or BMCis

more than likely vastly different from the barrier keepiihg clientfrom recommenaig UP

and/or BMCto other potential clients. McKenzMohr (2000) notes the use of statistical
techniques as being a significant contributor to revealing baeme}sn turn, developing

comprehensive CBSM strategidtsis also notedhatsocial psycholgical research showsBSM
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program planners may be inclined to wrongly believe existing baateralready knowrso it is

imperative to establish known barriers through sound research methods (Mekiemzie2000).

The next step in CBSM i® designstraegies to remove barrieesidenhance the benefits
(McKenzieMohr, 2011).By gathering exploratory information, marketers can then thoughtfully
calculateandprioritize which barriers can be overcorfidcKenzieMohr, 2000 Tabanico &
Schultz, 200Y. Barriess can be overcome through a variety of different ways, but social science
research indicates audiences are most likely to follow thrauitfha behavior change when there
is personal contae@nda direct appedMcKenzieMohr, 2000) Some of the CBSM tools

include a human aspect, such as commitment, social norms, social difarsion,

communication, in which the recommendation (Zagonel et al., in press) f@rgeldimed
brandambassadors could be used. Previoustgassful s@tegies enlist the use afdissuch as
gaining a commitmenthanging aocial normsocial diffusion, promptsncentives
communicationandconveniencéMcKenzieMohr, 2011; Tabanico & Schultz, 2007All of the
strategies should include effectisadstrategically persuasive ssages (McKenzi&lohr,

2011), similar to the backbone of social marketing (Singaiah & Laskar, 2015). Caooatiam

to the audience must delivédre right messagandmost importantly, at the right time (Singaiah

& Laskcar, 2015)Consequently, it is not able to only promote positive attitudasdawareness

of issues, ands, or programs; there must be detailed changes to induce action in the audience

(Tabanico & Schultz, 2007).

Once the strategiemdmessagebave been decided the CBSM program shouldilo¢ tested in
a smaller section of the community before implementing it to the overall commiukefzie
Mohr, 2000; McKenzieMohr, 201). Pilot testing is beneficial because it allows for results, or

adoption, to reach a certain level before enactroerat larger scalén this situation as well
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statistical evidence is helpfuln pr ovi di ng c oefféciiveanmlteif o mi o fi va fMdac

(McKenzieMohr, 2000, p. 549)Evaluation should include gathering data at several points
during the programMoreover, if possible, broagtale implementation should include a control

groupto help with data analysé¥abanico & Schultz, 2007).

The final step of CBSNk to apply the strategies to a broad scale audience community. In
addition, this step includentinuous evaluation of the program (McKenbdehr, 2011).

CBSM emphasizes the importance of direct measurement of the behavior in the evaluation
process rather than sedporting measurements (McKenawohr, 2000). Information gathered

in the evaluatio process can be usedagaptstrategieandprovide statistical proof of behavior
changes (McKenzi&ohr, 2011).Using CBSM can provide marketers with empirical data in

most stages of the program, save funds through pilotaedisontinuous monitoringand

produce actual behavior change rather than perceived change of attitudes or beliefs (Tabanico &

Schultz, 2007).
Summary

The purpose of this study was to enhance the KSRE brand through CBSM strategies that
emphasize internal branding and sharing Exteoasn 6 s st o r ywasachiévedghropghr p o s e
the research objectives, hypothesis, and research question, which identify needs, barriers, and
perceptions of two Extension communication services units from potential and current customers
within the KansasState Universitysystem As an effect, this study provided strategic
recommendations for services and clients. This studygwiaked by the theoretical framework of

CBSM because of the limited available marketing budget, recommended usepobskelimed

brandambassadorgndthe specialized campasdExtension community customer base.

45



Thischaptetb egan with the history of aBlExeaeassiond®d&s co
communicatios gap thaduplicatinganddistributing units filled for Extensiospecialistsand

agents (Teagarden et d991). Following the historical overview of nationwide Extension
communication services, the chaptescussedhe history of communication services,
specificallyfocusing orduplicatinganddistributionunitsatK ansas St at e Uni ver si
Extension servicé&KSRE Previous research conducted with these audiences identified a
confusion among many empl oyees andservitebZagomelar ket |
et al., in press which leads into the fallwing topic of marketingindbrandng in higher

education settings. Next, the specific policies on marketinmtsales of university producgsd

services at Kansas State UniversigrediscussedNext,theintricateandcomplex relationship

between coopative purchasing agreements in the public sestasdiscusse(McCue & Prier,

2008; Wang & Bunn, 2004). In this study, both Extension communication services units

previously referencedlereconsidered selle@ndcustomersvereconsidered the purchasers

(Wang & Bunn, 2004). Purchasing policeasdpreferred vendors specific to Kansas State

University entitiesveredescribed to provide detailed context to the bigger picture of cooperative

purchasing in general.

Furthermore, this chapter providéterature related to promotional techniques for businesses
andorganizations, such as relationship management,-afengouth marketing, storytelling,
sociatmedia marketinggemail marketingandinternal bandng; all of whichwererelevant to the
present studgs the topics were cited as potential marketing avenuesiifandBMC
employees in the Zagonel et al. stuthygres$. Moreover this studysuggestee grassroots

focused effort, such as CBSM, to market servara$productsandelicit a behavior change
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the specialized campasmdExtension communityZagonel et al., in prekd.iterature associated

to CBSMwasdiscussedndrelated to the curretdP andBMC environment in the following

section. Becausthe first stepn the CBSM process is identifyiry A-dbwni si bl e-0 ( Mc Ke
Mohr, 2011, p. 43) behaviathis studyidentified the behaviarwhile simultaneously gathieig

barriersandneeds of currerdndpotentialUP andBMC customergo enhance the KSRE brand.
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Chapter3-Met hodol ogy

This chapteoutlinedthe design of the study, sampling methassumptions, limitations, panel
of experts who reviewed the instrumanstrumentationprocedureseliability, anddata
analysisUponthe review of relevant literatuandavailable researclaquantitativesurvey
methodsapproach was selecteddather data thatlentified needs, barriergndperceptions of
two Extension communication services units from poteatiaicurrent customers at Kansas
State Universitywhich contributed to the purpose of this studiith all of these aspects in
mind, the following researabbjectives hypothesis, and research questiare developed:
1 ROL: Determine existing needs of curremdpotentialc u s t ouwseofUP @andBMC
services.
1 ROZ2: Determine existing barriets curreriandpat ent i al c u &§Pamdner sO U S €
BMC.
1 ROS: Determine characteristics of experiences that influence claneipotential
c ust ouseof WP&GNd BMC.
T RO4:Det er mine the connection of URandB¥M®imer sd p
telling Exte n s & story6
Based on findings in previoussearch, the following hypothesvas developed:
1 H21: Those who feel restricted in purchasing optiatishave a less favorable perception
of UP andBMC than other currerandpotential customers.
To gatherexploratory data, the following research question was developed:
1 RQ1: What are the differences between Manhatiased and oftampus Extension

empl oyeesd perceptions of UP and BMC servi
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Design of the Study

For this studyan Internesurvey approdtwas used to gathelataanddetermine existing needs,
barriersandperceptions of currerndpotential UPandBMC customersTheresearcher used
thismethodto collecta substantial amount of détsatyieldspredetermined responsasdopen
ended ansers.Furthermore, this methqurovideda close estimate of a behavior or attitude
distribution within a population; thus, an efficient method for leagrirom a large,

geographicalldistributedpopulation(Dillman, Smyth, & Christian2009.

Suggestioa made by Dillman, SmytlandChristian (2014were followed in the creaticand
implementation of this surveyhe survey instrument was developed in Qualsigsey

software, version March 2019, Qualtrics, Provo, Utah, US#as designed to be accdsdsion

both computeandmobile devices since respondehts’e become increasingly receptive to

online surveys (Dillman et al., 2014). Since the order of questions plays a substantial role in
responses, the survey was created in a logical order with gobuglated questions (Dillman et

al., 2014). During the creation of the scale for a majority of the questions, the neutral, or referred

to by Dillman etal(2009)as fino opi ni ono (p. 147) ,surgegt i on w
design restrictionslourangeau, CoupesindConrad (2004) found that when moving the neutral
option to the end of the scale, the change sh
which changed the overall responses. Furthermore, since the survey design dichitdope

extra space between the four loaded optamdthe neutral option, it was placed in the midpoint

of the scale. To reduce respondentsd percepti
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descriptorsthe following choices were selectedt familiar, slightly familiar, mostly familiar,

andextremely familiar (Dillman et al., 2009).

Sampling
Surveys were distributed throutSRED kistservsto ensureall audiences ofesearch faculty,
teaching faculty, Extension faculty (state speciali$flanhattan campus), Extension faculty
(state specialist at other campus), Extension regional specialist (Manhattan campus), Extension
regional specialist (other campus), district or county Extension agent, distraciuntybased
Extensionstaff, Manhatan campudased Extension staff, departmaifiliated staff,andinterns
or student employedsave their opinions capturetheseaudience groupwere selected as UP
andBMC serves a specificallgiefined community oKSRES personnelTo increase survey
responseandensure all audience members were reactiedsurvewaspertinent to each
participantandassociated wh Kansas State UniversigndKSRE Qillman et al., 2014)This
study useatensus sampling to get the most accurate representationpufghkationandreach
as many of the target audience members as po¢Biiilman et al., 2009)At thetime of the
study many of thedemographics of the populatisrereunknown.However,it wasknown
within the population thererere235 district or courty-wide Extension agenend150 faculty
andunclassified personndPrevious research with Kansas distrmt countybased Extension
agents noted the popul atanddiversaygarsiobexperiengce Alal | di
working for [KSRE] (Ray, Bake & Settle, 2015, p. 65)urthermoreijt wasknown hat all
memberf the target audiendeaveaccess to the Internahdtheir university email address

their office.
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The research objectivesypothesisand research quest were tested through éhdependent
variables ofexperiencesndrole in story Independent variableésstedn the regression model
were:cooperative purchasing, perception, &iRIBMC familiarity, UPandBMC importance,
UP andBMC frequency, gender, age, primary affiliati@amdsocial technographicSee Table

3.1 for a list ofall dependenandindependent variables.

Table3.1

Dependent variableandindependent variables

Dependent variables Independent variables
Experience$Q14, Q16, Q19) Cooperative purchasin@15 8, Q17 _8)
Role in story(Q23) Perception(Q15_17, Q17_17)

UP andBMC familiarity (Q3.1, Q3.2, Q7, Q10)
UP andBMC importancgQ5, Q6, Q13.99, Q23)
UP andBMC frequency(Q8, Q11)

Gender, age, primanffdiation (Q33, Q32, Q2)

Social technographid§26-29)

Assumptions

Overall asumptions of this studyerethatrespondents thepopulationanswered survey
guestions honestlgndto the best of their ability. As prescribed by Best, Krueger, Hubbadi
Smith (2001), ivasassumed that the sample is representative of the population. A predominant

assumption of this studyasthat every potential customer is not already usingaédBMC
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servicesandthose bound by the cooperative purchasing agreeare usindJP andBMC for

professional services

Limitations

Potential limtations were that this study aimexgather a censws every member of the target
population andfor the sake of time, monegndefficiency, surveysverenot printedandmailed

to thetarget populationonly one method of data collection, Internet survesasused Survey

research may lack detaihddepth of participant responses, as well as a lack of ability to ensure
accurate responséBillman et al., 2009)In addition,Internet surveys that provide an easily
accessiblendavai |l abl e popul ation present the issue
thetargetpopulation (Dillman et al., 2014, p. 10). According to Dillman et al. (2014), Internet
surveys can be ignorédr a myriad of reasons, some of which are fear of spamming, shifting

use of devices (e.g. desktop computers to smartph@areyolving electronic communication.

Another limiting factor spedi to this study ishatresearckocused respondents magtnealize

their research dathey provide tahe KSRE publishing unitthrough their Extension

appointmentis eventually printed for publicatiorsd UP. Theserespondentsay not see the full
process ooutcome of their research work. They ntaysidethemselves as workingith the

KSRE publishing unitrather than working with UBNdBMC. Furthermore, a limitation ohts

study was the response rate and the inability to understand how much of each audience group

was represented in the sample.
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Panel of Experts

Before the survey was sent, it was reviewed by a panel of experts fani@dcentent validity.

All experts were from Kansas State Universitiie panel of experts includeahe professoin
agricultural communicationsndjournalism with past BExension specialist experience in lowa
andalso the current CommunicatioasdAgricultural Education Department Head, which
houseKSREO s ¢ o mmu n i c;®reiassatiate professor m aggicultural communications
with a 30% research appointmemtda focus on Extensiobrandng; one associate professor in
horticultureandnatural resourcesith a 75% Extension appointmeatdthe current Associate

Director for Extension in Kansas.

Instrument

The survey instrument used to obtain data that fulfillotijectivesandhypothesis of this study
can be found in its entirety in Appendix A. The first page of the survey was used to achieve
consent from the potential participant. Page one provided the study title, information on the
study, the survey length skis or anticipated benefits to participating in the suraagcontact
information for investigatorandthe IRB chair contact. If the participant did not agree to
participate, they were directed to the end of survey message. Only those participauetitt

to participate in the survey were directed to page two, which was the beginning of the survey

guestionsThose who did not agree to participate were dismissed with a thank you message.

The second page of the survey was a demographic questioskbdinrawhat way the

participant was affiliated with eith&SREandor a college at Kansas State University.

Participants were asked to selalttoptions they considered themselves to best describe
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respondents affiliation(s) to KSRE. The options wexearch faculty, teaching faculty,

Extension faculty (state specialist at Manhattan campus), Extension faculty (state specialist at
other campus), Extension regional specialist (Manhattan campus), Extension regional specialist
(other campus), district or coty Extension agent, distriabr countybased Extension staff,

Manhattan campusased Extension staff, departmaffiliated staff,andinterns or student
employeesSince many participants could have varying appointments, once answers from the
previous ist were selected, participants were asked to provide the percentage of affiliation for
each selection. For example, a faculty member could have a split appointment of research faculty

30%andteaching faculty 70%.

Page three of the survey included twog st i ons rel ated to the parti
two service centerandt wo questions related to the partici
centersodo importance. The first question of th
they werewith each service center. The second question asked if they had ever used services

from either service center. The third question asked participants to select how important they felt

UP was,andthe fourth question asked participants to seleetimportace of BMC.

Within page four there were two questions. The first provided a brief description of University

Printing. This description encompassed a short list of services provided by University Printing

andt he service <cent er Gescriptiomarticipaatsveere asken tolseventi ng t t
how familiar they were with the service center. The second question asked participants about

their frequency of use for University Printing. Participants were asked to select how often they

used UP for businessdor professional usandpersonabndor convenience use. The answer
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options included never, once a year, several times a year, once a amamttultiple times each
month. After page four, a text box was provided if the participant had anythindpeysevanted

to say about UP.

On page six, participants were provided a brief description of {8&ake Researcind

Extension BookstorandMail Center. This description encompassed a short list of seranzes

the service cent eedesriplion, patitipamtswere &skeld 1o selectmogy t h
familiar they were with the service center. In the second question, participants were asked to
select how often they used the3fate ResearcdindExtension BookstorandMail Center for
businesandor professional usandpersonabndor convenience use. The selection options

were never, once a year, several times a year, once a randthultiple times each month. The

next page provided participants with a text box if they had anything else to sagingghe kK

State ResearcndExtension BookstorandMail Center.

Page eight asked participants about the importance of individual services providedibg UP

BMC, as well as characteristics of experienaegbarriers that influence participants teube

service centers. The first question listed popular services provided bpdBMC andasked

participants to select how important each service was to them. The selection wetienst at

all important, slightly important, neutral, mostly importandextremely important. The next

guestion provided characteristics of using the service cantisked participants to select how

much each characteristic influenced their dec
included the easendconvenence of the ordering process, the willingness of employees to help,

the easandconvenience of the pielap or delivery process, a quick turnaround time, the ability
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to mail out a project, the quality of the final product, there is no other option tbgubject
needsandan other option, where participants can type in responses. The selection options are
not at all, a little, neutral, a lobnda great deal. The next question provided potential barriers to
use of URPRnddaskes partivipants select how much each barrier influenced their
decision to use UPOs services. The barriers
services offered, peers do not use their services, other preferential business, unaware of ordering
process, serges do not fit my needs, inconvenient for my locatemdrequired to use their

services. The selection options included not at all, a little, neutral, anldé, great deal.

On page nine, participants were asked the same questions regduaiagtestics of using the
service centeandasked participants to select how much each characteridtiemeed their
decisiontouse BME s s e Characterestics, barrierandselection options for both

guestions were the same. The only difference waséhvice center in question.

Within page 10, participants were asked to select how often they used each service provided by
either UP or BMC. Popular services listed were printing, copying, binding, large format printing
(postersandbanners), graphic degn, ordering publications, buying promotional iteamsl

supplies, metering mahndmail list processingndor addressing. Selection options were never,
once a year, several times a year, once a manthmultiple times a month. The second

guestion ased participants to select how much each characteristic influenced their thoughts of
UP andBMC. Characteristics included quality of product, quick turnaround time, variety of

services, ease of ordering, ease of delivery or-ppkorice of services, ifgers are using the
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servicesandpreferred vendor contracts. Selection options included none at all, a little, neutral, a

lot, anda great deal.

Page 11 asked questions regarding marketing preferandesovided participants with a list of
channels tdnear about currermndadditional services from both UlhdBMC. Participants were
asked to select how much they would prefer each channel of communication. Channel options
were through social media (Facebook, Twitter, Instagram, etSjate Today, KState
ResearctandExtension Tuesday Letter, through an email, through a newshattihrough an
in-person contact. The second question on the page provided a text box for any further thoughts

on either URandor BMC.

On page 12 there were two questiogigted to storytelling. The first question provided

participants with a definition of storytelling. The definition was: a method of capturing public
value, meaningandsignificance of work, which often uses faatsdemotions to connect with

the intendedhudience. Participants were then asked to select how important each service center
was in telling the story of Extension. Selection options were not at all important, slightly
important, neutral, mostly importargndextremely important. The second questprovided a

text box for participants to describe what role they savabidfor BMC playing in telling the

story of Extension.

Pages 13 through 18 asked participants about their use of techanligpcial mediahrough

the social technographic questgVarious actions were provided to participaatsithey were

asked to select how often performed each action. Some actions included posting original content,
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reading a blog, listening to podcasts, commenting on parstisubscribing to a video channel
Participants were also provided with a list of scomddia siteandasked which ones they have

joinedandcreated an account with.

The final page of the survey consisted of further marketmdgdemographic questions. In the
first question, participats were asked how they learned about the services provided &ydJP
BMC. Options for how they learned about the services were -@ampus informational session,
a training session, their department, a friend of colleague, the Kansas State Universig, web
social media, KState Today, KState ReseardndExtension Tuesday Letteandthe current
survey. The second question asked participants to provid#ege category best described
them,andthe final question askatem to provide whie gender ciegory best describedem.
After answering the final question, participants were taken to a new page that stated the
debriefing statement. Thaebriefing statement can be seen at the end oh#teiment in

Appendix A

Procedure

Prior to survey distribtion, the studyandinstrument received Institutional Review Bo4ldB)
approval at Kansas State Universitygjposal number 9659) (Appendiy.Brhe suvey was pilot
tested with twaudience segmesito ensure variabtdoaded correctiandthere were no

unforeseen issuagith the instrument
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Pilot Test

Thefirst pilot test respondents weretirees from KSRE because of their knowledge of the
Extension systerandpotential prior exposure to UkhdBMC. In the first round of the pilot

test, the survey walistributed to 228 potential respondents as a link in an email. The survey was
sent in three waveandwas introduce@ndexplained by a credible source, which is suggested as
a best practice by Dillman et al. (2009). At the closing of the survey, trexeonly 9

respondents, which did not yieéshough respondents to run reliability on the instniraed

variables. After completing this pilot test, it was concluded the retiree population may have not
been the most ideal audience to pilot test with, sgaedentgould have beeretired many
years,unaware of current details of WlrdBMC, not interested in the research, or not

responding.

In the second pilot test, the survey was dispersed toef@bers of the Department of
CommunicationeindAgricultura Educatio® s ¢ o mm s lastsenat Kansas State
University. Thissecondpilot sample was selected because ofethglly accessible audienard
their potential exposur@ndundersandng of UP andBMC. In this pilot test, there were 35
respondents, kich is a 48.6%esponse ratd.he second pilot test survey was sent out in three
wavesandwas open from March 8 to Mardly, 2019.Following the pilot, adjustmentsvere
madebased on instrument issusmsdrecommendations. Specific changes made to thriment
based on the pilot include addingizackv a r llittonandincreasing the approximate duration
of the survey time from 15 minutes to 15 to 30 minukesthermoretechnical difficulties were
fixed by convertingnatrix table questions that had a tiple answerfive-point Likert scale

option to a single answefiye-point Likert scale questions. Those questions were related to
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frequencyandmarketing preference. Specifically, the questimese Q8. How often do you use
University Printing for businesandor professional usandpersonabndor convenience use?
Q11 How often do you use the-Btate ReseardndExtension BookstorandMail Center for
businesandor professional usandpersonabndor convenience use2ndQ20: What is your
prefered channel to hear about currantiadditional services from University Printiagdor

the K-State ResearcindExtension BookstorandMail Center?.

Pilot Test Reliability

Data from the second pilot tesiereused to determine reliability of the scadndquestion type
by usi ngsdphmadmemaemlhaderage instrument reliability w88, andreliability on
each scalandquestion typeanged from81to .95, which indicates a strong reliabilignd
internal consistencfCronbach, 1951). Relulity for each individuakcaleandquestion typean

be seen in Table 3.2.

Table3.2

Reliability reported by variable

Variable type items measured Corresponding questions n  Cr o n [s dpbah
Familiarity (4) Q3.1,Q3.2,Q7,Q10 34 .95
Importance (11) Q5, Q6, Q13 34 .85
Influence (37) Q14, Q17, Q19 33 .90
Social technographjcreaton(9) Q26.:0Q26.9 33 .81
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Reliability for thefamiliarity questions was calculated using Q3.1: In regard to your rotekwit
State Researd@dndExtension, how familiar are you with University Printing?; Q3.2ielgard to
your role with kState ResearcdindExtension, how familiar are you with-Btate Researcind
Extension BookstorandMail Center?; Q7: University Printings Kansas St at e
house print shop. This resource is a-fdhvice printing, copyinggndbindery production facility
with two locations, 26 Umberger Halhd52 K-State Student Union. Based on this description,
how familiar are you with Unersity Printing?;andQ10: The kState ResearcindExtension
BookstoreandMail Center supports State Resear@ndExtensionandthe College of
Agriculture by managingnddistributing an inventory of more than 2,000 publications,
promotional material, andother items; metering mail, providing United Parcel Senace,
Federal Express business serviaaglmail list processingndaddressing. This resource is
located at 24 Umberger Hall. Based on this description, how familiar are you withStaeK

ResearclandExtension BookstorandMail Center?.

Reliability for importance questions was calculatisthg Q5: How important is University
Printing?; Q6: How important is the-Btate ResearcdindExtension BookstorandMail
Center?andQ13: How inportant is each of the following services to you that are provided by
University Printingandthe K-State ResearcindExtension BookstorandMail Center?. The
importance question reliability should have included Q2BdQ23.2: For this question,
consicer storytelling a method of capturing public value, mearangsignificance of work.
Storytelling often uses facesxdemotions to connect with the intended audieht®y important
do you see each of the following service centers in telling the stéytehsion?. However, in

the pilot test, the question was set as a multiple answeitpdive: Likert scale question, rather
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than a single answer, fiyaoint Likert scale questioigince there were three othergortance
guestions with 11 itemsnthe scalendquestion type were deemed reliable without Q23d

Q23.2.

Reliability for influence questions was calculatexing Q14: Thinking about University Printing,
how much does each of the following influence your decision to use its services?. The final
matrix lineinQl4dwas A Ot her ; apdwas el aut obtipeeetiabilityyanalysis as some
respondents did not have answer for this additional option. Other influence questions included
Q17:Thinking about the KState ResearcdindExtension BokstoreandMail Center, how much
does each of the following influence your decision to use its senacek219: How much does
each of the following influence your thoughts of University Printingthe K-State Research

andExtension BookstorandMail Center?

Within the social technographic questions that measured Internet use, mattiertiaevithin
eachset of classification questions wexreeragedndlabeled to create composite variables.
Classifications include creator, critic, collector, dpéar,andinactive.Ther valuesof the

classifications can be seen in Table 3.3.
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Table3.3

Multicollinearity coefficientsof social technographic classifications

Creator Critic Collector Spectator
Creator 1.00 .25 A3* .60**
Critic .25 1.00 40 .36*
Collector A43* 40* 1.00 A49**
Spectator .60** .36* AG* 1.00

*significantatthgO . 05 | evel

** gignificantatthepO . 01 | evel

Study Survey Procedureand Response Rate

Thestudysurveywas sent td,, 703 ptentialregpondents as a link in an email through the KSRE
ExtensionResearch Listserv. It was unknoawndunattainable to iddify abreakdown of

specific groups of people within théstserv.Many of the audience members on the Listserv
were tangentially related to KSREdwere not the intended audienttewasalsoknown that

this Listserv could include irrelevant audienc@ébe researcher was able to gather specific
numbers of people from only the Extension agantfaculty andunclassified personnel

specific groups within KSRE. Those numbers were 235 ageats50 facultyandunclassified
personnelandthose were the typaf audience members this research was looking to reach.
From the survey dat#here were 152 respondents with four participants who did not agree to
participateand14 respondents who did not fully finish the survey. After removing these, case
there werel34 usable respondents out of th@ iéspondents. Survey completion plateaued off
after the third wave, and additional time after the final wave or incorporating a fourth wave was

not predicted to add a substantial amount of responses to th&ataakes the response rate
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7.87% for the KSRE ExtensieRResearch Listsepandusing only these intended audiences, the

response rate would be closer to 34.8%.

Accordingto Dillmane t a | . tidrs (2800)ghg iesgument was sentthree waves witlat
leastone daybetween each wavVithin the email, thesurveywasintroducedandexplained by
acrediblesource Dr. Gregg Hadley, Associate Director id6RE. Including a recognizable
sourcebuilds rapportandtrustwith the audiencet an effortto increase response raté3illman
et al., 2014)The text within each wave of emails was construetededited to sound similar to
the credible sourceds typi c-ademaiandfinal engilcant yl e .

be found in AppendiceS, D, andE, respectively.

Study SurveyReliability

Nonresponse error teegroup of people who respond versus group who do not respond
(Dillman, 2007).Nonresponse errandhomogenous sampling were batiecked within the
survey sample by identifying theveere respondents from every categdiye surveyandemail
wording were reviewed to ensure the instrument would measuredattccurately since

surveys with customers can skew responses (Dillman et al., 2014). In addition, the wording in
each of the ttee emails was slightly changed to seem persam@dihcrease response rate
(Dillman et al., 2014, p. 361From the numbersf knownKSRE agentaindfaculty and
unclassified personnel, this survey gathered 18.7% of agediisl.3% facultyandunclassifiel

personnel.
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Reliabilitywasd et er mi ne d u slphafgr each soalaidquestiod t/pe & ensure
internal consistency with the study survey (Cronbach, 1991 .majority of variable types were

the same from the pilot test. However, additionth&reliability includedall social

technographic questiommdpreferential question€r onbachés al pha for the
guestions was .5% was concluded this question had a low reliability because it included an
additional sixth point on the seathat was not supposed toibeludedon the survey. This could
have had an influence on the reliability of the ques#ofiequency for Q20 will still be

provided in the results. However, the results will not be usady other tests or comparisons.
Overall reliablity of the instrument was B A reliability coefficient of .7 or higher is considered

an acceptable in a social science setting, and anything less than .5 is considered unacceptable
(Cronbach, 19515tudy survey reliability can be seenTiable 3.4, and computed variable

reliability can be seen in Table 3.5.
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Table3.4

Reliability reported by variable

Variable type (items measured) Corresponding question n  Cr onbach
Familiarity (4) Q3.1,Q3.2,Q7,Q10 134 .88
Importance (13) Q5, Q6, Q13.19, Q23 134 .88
Influence (33) Q14.17, Q15, Q16.31, 134 .86
Q17, Q19
Social technographic (29) Q26-29 134 .89
Preference Q20 134 .55
Social technographiclassificationg4) creator, criticspectator, 134 .80
collector
Table3.5

Computed variables reliability

Computed variable ltemsmeasured Cronbach©o:
UP andBMC Familiarity 4 .78
UP andBMC Importance 2 .69
UP andBMC Frequency 4 54
Influence scale 37 .89

The social technographic questions were tested to ensure no high levels of multicollinearity.

These questions measured Internet use with matrix line items within each set of classification
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guestions. Line items scores werensned upandlabeled to create computed variables.
Classifications of computed variables include creator, critic, collemtaispectator. The
values of the classifications can be sgehable 3.6 There were no high correlations with the
classificatiors. All itemsandclassifications were statistically significant at {heé.01 level,
which is important to ensure all items within the classificationvalgable add to thevariable,

andare somewhat related to conduct an exploratory factor analysis.

Table3.6

Multicollinearity correlation coefficientsof social technographic classifications

Creator Critic Collector Spectator
Creator 1.00 .63** 50** .60**
Critic .63** 1.00 AT .64**
Collector S50** AT 1.00 S1**
Spectator .60** .64** S1** 1.00

** gignificant atttepO 01 | evel

Because all items within the classifications were somewhat related, a factor analysis test was
conducted taheck convergent valunddiscriminant valugField, 2005)In the exploratory

factor analysis test, methods of extracting principahponents analysis, Kmax rotation

method used is thmost popularKield, 200 andwas usedor the present studyfhe extraction
sum of squares was 65.39% variarargja variance of more than 50% is deemed acceptable.
Extraction communalities were86.69, .70and.55 for creatorandspectator, criticand

collector classifications respectively. Communalities, or factor loadings, less than .3 should

reconsider if factor analysis is the proper tastj.4 is deemed importarithe sampling
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adequacy as assessed througtKaiserMeyer-Oklin (KMO) test. This score can range from O
to 1,and.5andhigher is deemed suitablgEiéld, 2005. KMO score for the data reported .80
Next,B a r tsltest of sphericity that provideshi-square output was condad. The output
must besignificant p O .05) for factor analysis to be suitablhe survey data output was
significant atp O .000 level. Literature staté¢Bield, 2005 that to create a component matrix
approximately 1,000 casesnecessaryhich is why there is no component matrix ureéd in

this data.

Data Analysis

IBM SPSS Statistics 2vasused to analyze datReliabiity for the study survey was nuo

ensure internal consi Pdasaipticestatistewerewsed@iurtherb a c h 6 s
describe the populatipinaddii on t o t he previous | iandkmoant ur ed s
description of the sample populatid@omputedvariableswereused to describe he s ampl e d s
social technographic#ulticollinearity tests were mito be sure items within each social
techngraphicclassification were exclusivandexploratory factor analysis tests, such as KMO,
Bartl ett 6s aeEextractionfconsmurialdieswere tisgd,to assess if factor analysis

was an appropriate test of reliabilapdvalidity. Frequenciesvere run for each variabland

guestion Correlationsandlinear regressiowereused to underahdthe relationship between the
independent ariablesanddependent variableidependent-tests were used to test for

significant differences between corféilmtions, gendersandinternet use classifications.

Items within questions were grouped to create indepermaelttependent variables in the

regression models. To create the fAexperienceo
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variable in the moddbr RO3, Q14 17, Q16_16,andQ19 items were averaged to create a
computed experience variableh e fA ot h e r dandQ16evare rfotinclude€dlirdthe
experience variablandwere reported only in table form by theme. The eighth item in Q19,

Apred ewaredor contracts, o0 was also not includec

To create a computed Aperceptionodo variable to
guest i owesetecodetteermateh all items with positive connotatioBarrier questions

Q15andQ17 were recoded from 1, 2, 3,ahd5 to 5, 4, 3, 2and1l, respectivelyQuestion items

Q15 _17andQ17_217 were averaged to create the perception variable. The eighth item in the

barrier questions 1&nd1 7, Al 6m requwiiced , 00 wasgeneralf $ et of

perception variable and was used as a part of the cooperative purchasing variable.

The fAicooperative purchasingo var and@lb 8ThisSas cr e
variable irtcludedt wo it ems of ofilué e randpwnbee elNdpirceefsedr r ed ver

c o nt rThesd tereedems were averagedreate the cooperative purchasing variable.

The Arole in storyo var i-a@dhisevariabaiscluded ¢ a&tmesd UPLDisn
importance in tellig the story of ExtensioandB MCO0s i mportance in tellin

Extension. These two items were averaged to create the role in story variable.

To create the computed fAfrequedBMLCOcf blhesinesss

andor professioal use were combinezhdaveraged. These items were Q&ntiQ11 1. The

same was done for the fAifrequency asdBM@éssonal
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personabkndor convenience use were combiradlaveraged. These items were Q&2

Q11 2.Thefamiliarity variables were created by averagingresportdes 6 f ami | i ari ty
withouta descriptiorandwith a description, which wenéems Q3_1andQ7. Familiarity for

BMC was created usingQ3addQ1 0 as an average. These variab
fami | i andii B MG f a mimpartancei varigble® were created for each service center.

AUP i mportanceoandBBNMCQ5Mport aateesused Q6 for

Qualitative research methods watleousedin thisdataanalysis Gl aser ns@ant( 1965) ¢
comparative method was used to analyze wnitenswers of the survewhich identifiedthemes

within responses. Responses were coded according to theme, while constantly being compared to
previous themes present in the d#tthere were enough sponses, the responses were

categorized by theme in a table.

Summary

This chapter examined the methodology used in this study, which was guided by previous

literature. This study usemlquantitative survey methods apprhodée gather data that identified

needs, barriergndperceptions of two Extension communication services units from potential
andcurrent custmers at Kansas State Universitye research objectives, hypothesis, and

research question contributed to the purpose of this study, whiclo wakd@nce the KSRE brand
through CBSM strategies that emphasi #alsoi nt ern
used qualitative methods to examine wittenswers from respondenWithin the chapter

topics discussed were the design of theystadmpling method, assumptions, liatibns, panel

of e x p eimstruménationgpfoeedurereliability, anddata analysis.
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To ensure thistady gathered data that fulfillétle purpose, research objectives, hypothasid,
resarch questionpa Qudtrics online survey was developaddreviewed by a panel of experts.
The survey was pilot tested twice. First, with KSRE retirees, which did not receive enough
respondents to test the reliability. Thesljability was achieved with the second pilot tgsiup
of members of the communications Listserv in the Department of Communications
Agricultural Educatiorat Kansas State UniversitiReliability forthe pilot test achieve@®8 of

the overall instrumenandspecific reliability for each individuacaleandquestion type can be

seen inTable 3.2.

Following the pilot tests, adaptions were made to the instrurRefiability for the study survey

achieved .81or the overall instrumentatiomn total, there were 134 usable respondents from the
studysurveyandwerefurtherclassified intogroups that includedl7 faculty, 27 specialists, 44
agentsand45 staff. One respondent was left out of this categorization due to not fitting directly

into a category. This case referred to their affiliation wiSR& or a college at Kansas State
University as an fAadmi ni sverecamparable catefmiese nsur e t

faculty andspeciaistwere weighted in later statisticalapsesandcomparisons.
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Chapter4-Resul t s

In this chapter, a descriptiot the samplevasgiven,as well as the results of R&1H1, and
RQL Resultsverepresented by research objectibigpothesis, and research question number,
anddetailsweregiven to show hoveachobjective, hypothesis, or question vaakiressedData
wereincluded in tabldorm, and in some instances, graph fobmlowthe corresponding
research objectivdnypothesisor research questioAt the end of this chapter, a summegs

provided.

The purpose of this study was to enhance the KSRE brand th@R©M strategies that
emphasize internal brandi ng anwsachibvadthraugh E Xt e n
the research objectives, hypothesis, and research question, which identify needs, barriers, and
perceptions of two Extension communicationvazes units from potential and current customers
at Kansas State University. As an effect, this study provided strategic recommendations for
services and client3his study waguided by the theoretical framework of CBSM because of
the limited availablenarketing budget, recommended use of-paitlaimed bandambassadors,
andthe specialized campasmdExtension community customer base. The results of this study
werepresented in order of the study objectivagothesis, and research questéin
1 ROL1: Determine existing needs of curremdp ot ent i al c WRandBM@r s 6 u s
services.
1 RO2: Determine existing barrierstocurremdp ot ent i al c WRBand mer s 6 U S
BMC.
1 ROS: Determine characteristics of experiences that influence claneiotental

c ust ouseof WPaNdBMC.
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1 RO4:Determine the connection ofUPandBMCanmer s 0O
telling Extensionb6s story.

1 H21: Those who feel restricted in purchasing optiatishave a less favorable perception
of UP andBMC thanother currenandpotential customers.

1 RQ1: What are the differences between Manhatiased and oftampus Extension

empl oyeesd perceptions of UP and BMC servi

Description of the Sample

The study survey was sent to 1,703 potential respondentsnksman email through the KSRE
ExtensionResearch Listserv. It was unknoandunattainable to identify a breakdown of

specific groups of people within the Listserv. Many of the audience members on the Listserv
were tangentially related to KSREadwerenot the intended audience. It was also known that
this Listserv could include irrelevant audiencasch as recipients that had changed institutions
The researcher was able to gather specific numbers of people from only the Extensioarebents
facultyand unclassified personnel specific groups within KSRE. Those numbers were 235 agents
and150 facultyandunclassified personnedndthose were the type of audience members this
research was looking to reach. From the survey data, there were 152 respaitbidats
participants who did not agree to participatel 14 respondents who did not fully finish the
survey. After removing these case, there were 134 usable respondents out of the 152
respondents. This makes the response rate 7.87% for the KSREi@«Rasearch Listserv,
andusing only these intended audiences, the response rate would be closer tdr8th8%.
sample, there wer9 (14.2%Yyesearch facultyll (8.2%)teaching faculty24 (17.9%)

Extension faculty (state specialist at Manhattan canpu3.8%)Extension faculty (state
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specialist at other campu$)(2.2%)Extension regional specialist (Manhattan camp2i§},.5)
Extension regional specialist (other campd$)(34.3%Xistrict or county Extension agei24
(17.2%)district or couny-based Extension staftQ (7.5%)Manhattan campuisased Extension

staff, 10 (7.5%)departmentffiliated staff,2 (1.5)interns or student employeesd?2 (1.5%)

other. The total number of affiliations provided by respondents were 158. Respondents were
asked to provide the percentage for each affiliation. For example, a faculty member could have a
split appointment of research faculty 3@¥dteaching faculty 70%. Frequency Table 4.1 was

constructed with all respondsdaffiliation(s).

Using the perastagesprovided by the recipierdf eachaffiliation they selectedrespondents

were further categorized into four categories, faculty, specialists, agad&aff. This was done

to make thegroups within thel 34 personsample more comparablgll respandents but one

Aot her o category wer e a,lblingngthecore affiliatiamicasdsiton an ot
133 This was a respondent who felt their affiliation with KSRE or a college at Kansas State
University was as an administratdhe researchetid not feel there was an appropriate category

for this caseandchose to leave it out of the core affiliation varialdheaddition, one case of

Ao-€E @ampus Extension staff, o was initially incl
chosetoinclde t hi s ¢ ats ec atne gohrey .iA sRuarftfher more, a res
the fiothero category as a SNAP Education spec
Finally, there was one case where the respondent did not include theiggeden each

affiliation. This respondent was both a research fa@uitjoff-campus state specialist. The

researcher chose to categorize this case in the category of faculty, due to the lesser responses in

Af acul t y®hegraupseffacultgndspecialists within the affiliation variable were
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weighted to allow for mean comparisons between grdoggioup comparisons, faculty
responses were weighted by 1.96, specialists by adggts by .76, and staff by .7¢he
frequencyof distributionfor core affiliations can be seen ihable 4.2 as well asinweighted

grow frequencies.

Table4.1

Types of affiliation with KSRE and/or a college at Kansas State University

All affiliations n= 158 %
District or county Extension agent 46 34.3
Extension faculty (state specialist at Manhattan campus) 24 17.9
District- or countybased Extension staff 24 17.9
Research faculty 19 14.2
Teaching faculty 11 8.2
Manhattan campulsased Extension staff 10 7.5
Departmenaffiliated staff 10 7.5
Extension faculty (state specialist at other campus) 5 3.7
Extension regional specialist (Manhattan campus) 3 2.2
Extension regional specialist (other campus) 2 15
Intern or student employee 2 15
Other 2 15

Note: respondas could have more than one affiliation.
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Table4.2

Categorized type of affiliation

Core affiliations n=133 %

Staff 45 33.6
Agent 44 32.8
Specialist 27 20.1
Faculty 17 12.7

Within the sample, therwere49 (36.6%)males,85 (63.4%)Yemalesandno self identified

respondentas seen iTable 4.3 Ages of the samplean be seen in Table 4Bhe agesanged

from 25to 65+, andthere wereno 18-24 year olds26 (19.4%)25-34 year olds25 (18.7%)35

44 year olds22 (16.4%)5-54 year olds50 (37.3%)55-64 year olds,and11 (8.2%)65+ year

olds.

Table4.3

Genderof respondents

Gendetrtype n %
Male 49 36.6
Female 85 63.4

Self identified

76



Table 4.4

Ageof respondents

Age categories n %

5564 50 37.3

2534 26 194

3544 25 18.7

4554 22 16.4

65+ 11 8.2

1824 - -

RO1: Determine existing needs of currenandp ot ent i al c uUWPtamdmer s 6 u

BMC services.
To determine the existing needs of curramtip ot ent i al ¢ WRandiheBMCs 6 use o
participants were askeajpliestions abounharketingandtheir use, frequencgndimportance of

services provided by UendBMC.

In a matrix tableparticipants were asked to select how much they pegfendividual marketing

channef or UP and BMCO&s mar kvwhichwerg soaialrdedia,-Btatenu ni c at i
Today, K-State ReseardndExtension Tuesday Letter, email, newsletéglin-person cotact.

Selection options were do not prefer, slightly prefer, neutral, mostly pegfeprefer a great
deal.Frequencies can be seen foeference oéach specific type aharketing channel in Table

4.5Meansandstandard deviations for each marketingacimel can be seen Table 4.6
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Table4.5

Preference to specific marketing channels

Do not Slightly Mostly Prefer a
prefer prefer Neutral prefer great deal
Type of marketing channe n % n % n % n % n %

Social media 75 56.0 14 104 34 254 7 5.2 4 3.0

K-State Today 37 276 14 104 33 246 39 291 11 8.2

KSRE Tuesday Letter 9 6.7 12 90 14 104 58 433 41 30.6

Email 11 82 13 97 12 9.0 43 321 55 410

Newsletter 54 403 11 82 44 328 20 149 5 3.7

In-person contact 48 358 13 9.7 41 306 21 157 11 8.2
Table4.6

Meansandstandard deviations fopreference oéachspecificmarketing channel

Type of marketing channel M SD

Email 3.88 1.28

KSRE Tuesdayetter 3.82 1.16

K-State Today 2.80 1.34

In-person contact 2.51 1.34

Newsletter 2.34 1.25

Social media 1.89 1.14

Note: Thiswasafivpoi nt scal e, with onandfbievien gb efi Dhog nioPtr e
great deal . o

In addition, participanta/ere given a text box option for any additional comments regarding the

marketingandcommunications of URAndor BMC. There were&9 additional comments
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provided by respondent8linor themes found within those@mments can be seen in Table.4.7

Themeswere st abl i shed by using Glaserdéds (1965)

determine major themes within the data while constantly comparing to previously established

themes.

Table4.7

Additional comments abbmarketingandcommunications of UBndor BMC

Theme Descriptionof theme n
Thankful Appreciative of valuable servicemdassets at their disposal 9
Barriers Time, money, distance, employee knowledge, unaware of 7

Communication

Unaware of benefits

Pass it on

Local office use

Support

Level of knowledge

Simpleandtimely

People

services

About publiations, form changes, ordering changes, struct 6
changes

Assistance on seeing how using services would be efficien 4
Person said they did not directly use it, but it would be helg 4
to know details of services to passn

Rather fulfill needs in local office to save time, moneyl 4

resources

N

Support of programs in the form on marketing heatpl
financial grants to print

Little to no knowledge about UsndBMC andservices, slow 3
learning system

Ordering process, billing, invoice, etc. 3

Helpful, knowledgeable staff 1
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Regarding marketing, participants were asked to skt@gttheylearned of URandBMC.

Options for how they learned o&eh service center included through arcampus

informational session, through a training session, through my department, through a friend or
colleague, through the Kansas State University website, through social media, thfStagfle K
Today, through KState ResearcandExtension Tuesday Letter, through this sunagother.

SeeTable 4.8 for frequencied each optiorfor both service centers.

Table4.8

Frequencies of previous exposurdJmiversity Printing and the KState Research and Extension

Bookstore and Mail Center

Type of previous marketing exposure n % n %
On-campus informational session 44 32.8 49 36.6
Through a training session 37 27.6 45 33.6
Through my department 71 54.0 75 56.0
Through a friend or colleague 54 40.3 58 43.3
Through the Kansas State University website 33 24.6 35 26.1
Through social media 3 2.2 7 5.2
Through KState Today 23 17.2 21 15.7
Through KSRE Tuesday Letter 42 31.3 61 455
Through this grvey 29 21.6 27 20.1
Other 9 6.7 8 6.0

Note: Respondents could select more than one answer.
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To gather prticipant®useof UPandBMC, theywere aked,ina mat ri x t abl e,
services from University PrintingndK-State ResearcdindExtersion BookstoreandMail
Center?0. The r e sandnmte determipd ifithe pasticipard maé prigre s
experience(s) with dier of the service centers. Participants were also asked to select how often
they used URIndor BMC for business/professal useandpersonal/convenience ugeesults

for business and/grofessimal use can be seen in Table,f8rsonal and/oronveniencen
Table410means and standard deviations of both
Table 4.11andbath resultsfor UP and BMGin graphic fom in Figure 4.1Response options

were never, once a year, several times a year, once a randthultiple times each month.
Meansandstandard deviations are included in Table 4.8@nificant differences betweearore

affiliations can be seen in Tabik12.

Table4.9

Businesses and/or professional use of both University Printing and8tat& Research and
Extension Bookstore and Mail Center

uP BMC
Category of frguency n % n %
Never 24 17.9 15 11.2
Once a year 42 31.3 12 9.0
Several times a year 49 36.6 52 38.8
Once a month 11 8.2 25 18.7
Multiple times amonth 8 6.0 29 21.6
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Table4.10

Personal and/or convemee use of both University Printing and theSkate Research and
Extension Bookstore and Mail Center

UP BMC
Category of frequency n % n %
Never 116 86.6 103 76.9
Once a year 10 7.5 10 7.5
Several times a year 7 5.2 17 12.7
Once a month 1 v - -
Multiple times a month - - 3 2.2

Table4.11

Means and standard deviations for business and personal use of University Printing and the K
State Research and Extension Bookstore and Mail Center

UP (n=134) BMC (n=133)
Type of use M SD M SD
Businessandor professional use 2.53 1.07 3.31 1.23
Personalndor convenience use 1.20 .56 1.42 .88

* Significantdifferencesat thep O.001 level between faculgndspecialists, facultandstaff,
specialistandagets,andagentsandstaff
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2.5
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Business and/or professional Personal and/or convenience
use use

Figure 4.1 Means for both University Printing and theS{ate Research and Extension
Bookstore and Mail Center business and/or professional use and personal and/or convenience use

Note: This question was asked on a {pa@nt scale, but the graph was enlarged to show detail.
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Table4.12

Means and standard deviations fayre affiliationswith significant differences for personal
andor convenience use of the¥ate Research and Extension Bookstore and Mail Center

Faculty  Specialists  Agents Staff

M SO M SO M SO M SD

BMC personal and/or convenienceu 1.12 .478 1.70 1.10 1.21 .52 156 1.06

The final frequency question ofttaisb j ecti ve asked the participant
of the following services?0. Services include
(postersandbanners), graphic design, ordering publications, buying promotional &eds

supplies, metering mailandmail list processingndor addressing. Selection options were never,

once a year, several times a year, once a mantmultiple times a month. Resul$
respondentsodo frequency of use 1ldMearsgndstancafdi ¢ s er
deviations f or e auerncycampbe seenfiniTablegl.8gnificade s 6 f r e q
differences for frequency of use for specific services between core affiliations can be seen in

Table 4.15.
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Table4.13

Frequency of use by specific service

Seveal Multiple
Once a : Once a .
Never times a times a
year month
year month
Service type n % n % n % n % n %
Printing 34 254 45 336 38 284 11 82 6 4.5
Copying 88 65.7 18 134 18 134 5 3.7 5 3.7
Binding 94 70.1 29 216 11 82 - - - -
Large format printing 59 440 51 381 24 179 - - - -
Graphic design 84 627 33 246 15 112 - - 2 1.5
Ordering publications 27 20.1 18 134 53 396 22 164 14 104
Buying promotional items 34 254 33 246 52 388 13 9.7 2 1.5
Metering mail 102 76.1 7 52 9 6.7 7 52 9 6.7
Mail list processing 115 858 7 52 6 45 5 3.7 1 v
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Table4.14

Mears andstandard deviations reported by use @hiversity Printing andhe K-State Research
and Extension Bookstore and Mail Cendpecific services

Service type M SD
Ordering publications 2.84 1.23
Buying promotional items 2.37* 1.02
Printing 2.33 1.08
Large format printing 1.74 75
Copying 1.66* 1.08
Metering mail 1.61* 1.23
Graphic design 1.53* .81
Binding 1.38 .64
Mail list processing 1.28* .78

* significant at the p2001 level for copying: facultgndspecialists, facultgndstaff,andagents
andstaff; graphic design: faculigndspecialists, facultandagents,andfaculty andstaff; buying
promotional items: fadty andspecialistsandfaculty andstaff, mail list processing: facultgnd
specialists, facultpndagentsandfaculty andstaff; andmetering mail: facultyandstaff,
specialistandagentsand agentsandstaff.
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Table4.15

Means and standard deviations fayre affiliationswith significant differences among use of
specific services

Faculty  Specialists  Agents Staff

M SO M SO M SO M SD

Copying 129 58 196 122 141 .76 1.87 1.33
Graphic design 112 48 196 .81 350 105 147 .97
Buying promotional items 112 48 219 .73 - - 2.33 1.07
Metering mail 135 85 1.70 1.26 1.18 .66 2.09 1.57
Mail list processing 1.00 .00 137 .92 118 .66 144 .92

Participants were then asked to select how important individual services were to them. Individual
services were printing, copying, binding, large format printing (postaitbanners), graphic

design, ordering publications, buying promotionahisandsupplies, metering magndmail

list processingndor addressing. Selection options were not at all important, slightly important,
neutral, mostly importangndextremely importantSee Table 4.1&r frequencies for each

service andmeanandstancard deviations for eackervice importance in Table 4.1Gore

affiliations with a significantly different means can be seen in Tablg.4.1

87



Table4.16

Importance oBpecific service for bothUniversity Printing and the KState Research and
Extension Bookstore and Mail Center

Not atall  Slightly Mostly Extremely

. : Neutral . :

important  important important important
Service type n % n % n % n % n %
Printing 9 6.7 14 104 26 194 38 284 47 351
Copying 34 254 18 134 40 299 24 179 18 134
Binding 32 239 23 17.2 40 299 22 164 17 12.7

Large format printing 19 142 13 9.7 27 201 48 358 27 20.1
Graphic design 21 157 17 127 43 321 33 246 20 149
Ordering publications 11 82 7 52 19 142 37 276 60 4438
Buying promotional items 14 104 14 104 26 194 35 26.1 45 33.6
Metering mail 55 41 13 97 37 276 14 104 15 11.2

Mail list processing 57 425 14 104 45 336 7 52 11 82

88



Table4.17

Mears and standard deviationdor importance of each University Printing and theSkate
Research and Extension Bookstore and Mail Center service

Service type M SD

Printing 3.75 1.23
Copying 2.81 1.36
Binding 2.77 1.33
Large format printing 3.38 1.30
Graphicdesign 3.10 1.26
Ordering publications 3.96 1.24
Buying promotional items 3.62 1.33
Metering mail 2.41 1.4

Mail list processing 2.26 1.29

* significant at thep O.001 level for ordering publications: ageatsdstaff; buying promotional
items: agatsandstaff andspecialistandstaff; andmail list processing: facultgndspecialists.

Note: This questionwas afijgoi nt scal e wi th oneandfieeibeing A Not
AExtremely i mportant. o
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Table4.18

Means and standard deviations favre affiliationswith significant differences among
importance of specific services

Faculty  Specialists  Agents Staff

M SO M SO M SO M SD

Ordering publications - - - - 441 79 389 144

Buying promdional items - - 359 97 423 99 358 149

Mail list processing 188 91 267 156 - - - -

RO2: Determine existing barriers to currentandp ot ent i al cus tamdmer s 06
BMC.

In order to determine barrierstocurrandp ot ent i al ofWRan®dBV&Er s6 use

participants were asked questions regarding familiarity wittakd BMC andspecificbarrier
characteristics that would influence their decision to use the services. Participants were asked
through a matri x t ab | UniversitylPomingandthe K-StateaResearahe y o u
andExtension BookstorandMa i | Center?06. Selection options
familiar, neutral, mostly familialendextremely familiar. In another question, participants were

provided with adescription of UPandagain, asked their familiarity with the service center. The

same question was asked again, but participants were instead provided with a description of

BMC andasked to select their familiarity with the service center. Selectionraptiere the

same for botllescriptionquestios andused the previous familiarity scalerequencies for

familiarity without a description can be seen in Tablé®4wlith a description in Table 20, and

mears andstandard deviations for withowndwith descriptionof both service centers can be
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seen in Table 4.2Table 4.22ighlights the means and standard deviatiorsooé affiliations
with significant differences between familiarity of UP and BMR@miliarity for both UP and

BMC with and without a éscription can be seen in graph form in Figure 4.2.

Table4.19

Familiarity of University Printing and the ¥State Research and Extension Bookstore and Mail
Center without a description

Not familiar Sllg.h.tly Neutral Mo#ly Extrgmely
familiar familiar familiar
n % n % n % n % n %
UP 8 6.0 39 291 12 9.0 50 37.3 25 18.7
BMC 10 7.5 21 157 7 5.2 56 41.8 40 29.9

Table4.20

Familiarity of University Printing anl the kState Research and Extension Bookstore and Mail
Center with description

Not familiar Sllg.h.tly Neutral MO.SJFIy Extrgmely
familiar familiar familiar
n % n % n % n % n %
UP 7 52 24 179 20 149 57 425 26 19.4
BMC 9 6.7 13 9.7 9 6.7 49 36.6 54 40.3
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Table4.21

Mears andstandard deviationf University Printing and the ¥State Research and Extension
Bookstor e an damilhaty, both @ighrarid evithéusa description

Service center, witbr without description M SD

BMC (with description) 3.94* 1.21
BMC (without description) 3.71 1.26
UP (with description) 3.53* 1.15
UP (without description) 3.34 1.24

* significant at thep O.000level between facultgndagents

Note: The scale faihis questionwasafiypoi nt scal e wi th andfiee bei ng 7
being AExtremely familiar.o

Table4.22

Means and standard deviations for significant differerafdamiliarity of University Priting
and the kState Research and Extension Bookstore and Mail Cbatareercore affiliations

Faculty = Specialists  Agents Staff

M SO M SO M SO M SD

UP (with description) 265 125 - - 348 101 - -

BMC (with description) 253 135 - - 439 .76 - -
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3.9
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3.6

3.5

3.4
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3.2

3.1

With description Without description

Figure 4.2 Means of familiarity for both University Printing and theSfate Research and
Extension Bookstore and Mail Center with and without description

Note: This question was asked on a{pa@nt scale but the graph was enlarged to show detail.

Participants were also provided with a list of specific characteristicsydraieemed barriers
to use andasked to select how much earttaracteristiavould influence their decision to use the

services otUPandBMC, in two separate questians | n sent ence form, char e

had unfavorable experiences in the pasto, nl
use its serviceso, dl al r eadynawaevotthecomaringher bu
processo, fAiThe services do not fi @andimy amedso,
required to use its serviceso. Selection opti
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neutral, a lotanda great dealevel of influence for specifibarriersof UP canbe seen in Table
4.23 BMC in 424, andmeansandstandard deviations of both UBndBMC in 4.25 Core
affilationswith significant differences of specific barriers can be seen in Talie 3p2cific

barrier neans can be seen in graph form for both UP and BMC in Figure 4.3.

Table4.23

Frequencies of level of influence for specific barriers to use of University Printing
Not & all Alittle Neutal Alot A greatdeal

Barrier n % n % n % n % n %

Unfavorable pastxperiences 74 55.2 9 6.7 32 239 12 90 7 52
Unaware of services 34 254 35 261 38 284 14 105 13 9.7
Peers do not use services 59 440 15 112 48 358 10 75 2 15
Other preferential business 68 50.7 16 11.9 38 284 9 6.7 3 22
Unaware of ordering process 56 41.8 23 17.2 34 254 9 6.7 12 9.0
Services do not fit needs 58 433 15 112 47 351 12 90 2 15
Inconvenient location 55 410 14 104 24 179 22 164 19 14.2

Required to use services 66 493 8 6.0 41 30.6 8 6.0 11 8.2
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Table4.24

Frequencie®f level ofinfluencefor specific barriers to use dhe K-State Research and
Extension Bookstore and Mail Center

Notatall  Alittle Neutral Alot A great deal

Barrier n % n % n % n % n %

Unfavorable past experience 96 71.6 8 6.0 19 142 8 6.0 3 2.2
Unaware of services 64 478 29 216 27 20.1 6 45 8 6.0
Peers do not use services 84 62.7 14 104 34 254 1 v 1 v
Other preferential business 96 71.6 8 60 24 179 5 3.7 1 v
Unaware of ordering process 83 61.9 16 119 21 157 6 45 8 6.0
Services do not fit needs 85 634 7 52 35 261 6 45 1 v
Inconvenient location 66 493 19 142 25 187 17 127 7 5.2

Required to use services 72 53.7 6 45 3 261 11 82 10 75
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Table4.25

Means and standard deviatiofe thelevels ofinfluence ofspecific barriers to use adniversity
Printing and the KState Research and Extension Bookstore and Mail €ente

UP BMC
Barrier M SD M SD
Unfavorable past experiences 2.02 1.08 1.16* 1.08
Unaware of services 2.53 1.25 1.99 1.19
Peers do not use services 2.11 1.11 1.66* .93
Other preferential business 1.98 1.13 1.56 .96
Unaware of ordering process 2.24 1.31 181 1.21
Services do not fit needs 2.14 1.13 1.74 1.04
Inconvenient location 2.52 1.51 2.10 1.29
Required to use services 2.18 1.33 2.11 1.34
*significantatthepO . 001 | evel for unfavorable past

peers do not use services: faculty and specialist and faculty and staff

Note: The scale for this questionwasafwe® i nt scal e with one bei
andfivebe ng AA great deal of influence. 0
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Table4.26

Means and standard deviations fare affiliationswith significant differences of specific
barriers of the kState Research and Extension Bookstore and Mait&Z use

Faculty  Specialists  Agents Staff

M SO M SO M SO M SD

Unfavorable past experiences 200 135 141 .84 - - - -
Peers do not use services 212 110 159 .79 - - 1.60 .87
s UP = BMC
3
2.53 2.52
25 2.24
: 2.14 2.18
; 202 199 211 198 L 2.1 2.11
1.61 1.66 1.56 ' L.74
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Figure 4.3 Means forspecific barriers to use for University Printing and th&tdte Research
and Extension Bookstore and Mail Center

Note: This question was asked on a{pa@nt scale, but the graph was enlarged to show detail.
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RO3: Determine characteristics of experiencgthat influence currentand potential

c ust ouseof SRand BMC.

In order to determine characteristics of experiences that influence camdgdtential

c u st ousesof WPANdBMC, participants were asked questions about how much a
characteristic wuld influencethem to use both UBndBMC separatelyandthen together.

These characteristics are related to product or service, ordering, process, price, delivery or pick
up,andpeer habitsln addition, respondents were asked about their Inteisezind frequency of

specific actions on the Internet through social technographic questions.

Respondents were asked to think solely abouaiitfon a matrix table, they were asked to select

how much each of the following characteristics influentedr deciont o use UPO6s serv
Characteristics partici pantasdcomenienceafsheed t o r a
ordering processo, fAThe wil | i napdcensesiencefoftremp | oy
pickup or delivery pooodssomedA Gdhekabutnay to
AThe quality of the final producto, AThere is
andi Ot her ; pl fekedien ogigne included rot at all, a little, neutral, adotla

great del. Specific characteristicandits frequencie$or UP can be found in Table #.2

Additional write-in characteristics from respondents were grouped into thérhethemes for

write-in charactastics can be found i able 4.28.
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Table4.27

Frequencies for thenfluence of specific characteristits the usef University Printing

Notatall  Alittle Neutral A lot A great

deal
Specific characteristic n % n % n % n % n %
Order ease/convenience 8 6.0 14 104 25 18.7 46 343 41 30.6
Willingnessof employees 8 60 3 22 31 231 41 306 51 38.1
Pick-up ease/convenience 11 82 6 45 31 231 47 351 39 291
A quick turnaroundtime 8 60 4 3.0 29 216 42 31.3 51 381

Ability to mail out project 28 209 11 82 53 396 21 157 21 157
Quality of final project 5 37 3 22 19 142 42 313 65 485

No one else to fulfill project 30 224 12 9.0 68 50.7 16 119 8 6.0

Table4.28

Additionalwrite-in characteristicghat influencehe use of University Printing

noOt her ; pl ease specifyo responses n
Priceandcost transparency 5
Communicatiorandfairness during process 5
Required to use 3
Quality 2
Support local economy 1

Respondents wemskedhe same questionith the same responses but to think solely about

BMC. On a matrix table, they were asked to select how much each of the following

characteristics influenced their decand i on
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selection options were usedeBuencies for specific charaastics can be seen in Table 4.29

Additional write-in characteristics from respondents were grouped into themes. Those themes
andlevel of influence for each writen charactestic can be found ifable 4.30Meansand

stardard deviations for bothUBndB MC6s speci fi ¢ chhlenecanbe i st i cs
seen in Table 4.3Tore affiliationswith significant differences of influence to specific

charactastics can be seen in Table 4.82ans for both UP and BMC infla&al characteristics

can be seen in graph form in Figure 4.4.

Table4.29

Frequencies for influencef specific characteristicg the use of the 6tate Research and
Extension Bookstore and Mail Center

Notat all Alittle Neutral A lot A great

deal

Specific characteristifn) n % n % n % n % n %
Order ease/convenien(¥33) 8 6.0 6 45 17 127 52 388 50 37.3

Willingness of employeed 33) 8 6.0 7 52 17 127 40 299 61 455
Pick-up ease/convenien¢&34) 10 75 8 6.0 19 142 47 351 50 37.3
A quick turnaround tim¢134) 8 6.0 7 52 17 127 50 37.3 52 38.8
Quiality of final projec{133) 8 45 6 45 16 119 43 32.1 62 46.3

No one else to fulfill projectl34) 34 254 13 9.7 40 299 22 164 24 17.9
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Table4.30

Additional write-in characteristicghat influenceuse of the KState Research and Extension

Bookstore and Mail Center

Ot her ;

pl ease specifyo

responsen

Conveniencandprice

Communicatiorard fairness during process

No other place to do project

Someone else takes care of this

3

2

Table4.31

Mears andstandard deviationdor influenceof specific characteristict the use of University

Printing and the KState Research and Extension Bookstore and Mail Center

UP BMC

Specific characteristic M SD M SD
Order ease/convenience 3.73 118 3.98 1.11
Willingness of employees 3.93 112 4.05 1.16
Pick-up ease/convenience 3.72 1.17 3.89 1.19
A quick turnaround time 3.93 1.12 3.98 1.13
Ability to mail out project 2.97 131 -

Quality offinal project 4.19 1.01 4.1 1.08
No one elseo fulfill project 2.70 1.12 2.92 1.42

* significant at thep O.001 level for willingness of employees: facudtydagentsandquality of

final product: facultyandagents.

Note: This questionwas afygo i n t
five being NA great

scal e
de al
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Table4.32

Means and standard deviations fare affiliationswith significant differences of influence for
specific characteristics of the-Btate Research and Extension Bookstore and Mail Center

Faculty = Specialists  Agents Staff

M SD M SD M SD M SD

Willingness of employees 3.53 148 - - 4,12 .85 - -
Quality of final project 3.71 147 - - 430 .67 - -
mUP mBMC
4.5 4.05 4.194.12
. 37398 3930 5,389 3933.98
3.5
3 279 57 2.92
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Figure 4.4 Means for characteristics that influence use of both University Printing and the K
State Resarch and Extension Bookstore and Mail Center

Note: This question was asked on a{pa@nt scale, but the graph was enlarged to show detail.
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A third question was asked to determine exper

was, i H o wacimaf thehfollanfng influence your thoughts of BiRdlB MC ? 0 .
Characteristics included AThe quality of the
serviceso, fNAThe ease of orderingo, AThKk ease

my peers are uvmdiPgefleereedr veoede®sdo, contractso.
none at all, a little, neutral, a l@nda great deal. The frequencies for each charactesistic

level of influence can be seen in Tal.33 Mears andstandard deviatios for each item of the

guegion can be found in Table 4.3dndcore affiliationswith significant differences of

influence to specific characteristics of UP and BMC can be found in #&88eMeans for each

characteristic can be seengraph form in Figure 4.5.

Table4.33

Influence ofspecific charactestics tothe use of both University Printing and theState
Research and Extension Bookstore and Mail Center together

Notatall Alittte Neutral Alot A great
deal

Specific characteristic n % n % n % n % n %
Quiality of product 9 67 6 45 14 104 53 39.6 52 3838
Quick turnaround time 8 60 5 37 14 104 54 403 54 39.6
Variety of services 12 90 4 30 31 231 50 37.3 37 27.6
Ease obrdering 7 52 5 37 20 149 50 37.3 52 3838
Ease of pickup or delivery 12 90 3 22 20 149 49 36.6 50 37.3
Price of the services 12 90 7 52 29 216 37 276 49 36.6

If my peers are using the service 61 455 15 112 42 313 9 6.7 7 52

Preferred vedor contracts 52 38.8 8 6.0 50 373 13 6.7 11 8.2
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Table4.34

Mears andstandard deviations foinfluence ofspecific characteristicg the use of University
Printing and the KState Research and ExtensBookstore and Mail Center together

Specific characteristic M SD

Quick turnaround time 4.04 1.09
Ease of ordering 4.01* 1.08
Quiality of product 3.99* 1.13
Ease of pickup or delivery 3.91 1.19
Variety of services 3.72 1.17
Price of the services 3.78 1.25
Preferred vendor contracts 2.43 1.31
If my peers are using the services 2.15 1.22

* significant atp O.001 level for quality of product: faculndspecialisteindease of ordering:
faculty andspecialistandfaculty andagents.

Table4.35

Means and standard deviations fmre affiliationswith significant differences of influence to
specific characteristics of University Printing and theSkate Research and Extension Bookstore
and Mail Centewusetogether

Faculty = Specialists  Agents Staff

M SO M SO M SO M SD

Quality of product 353 152 4.04 .98 - - - -

Ease of ordering 3.24 154 4.07 .95 4.14 .86 - -
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Figure 4.5 Means of influential charaatstics of University Printing and the-Ktate Research
and Extension Bookstore and Mail Center use together

Note: This question was asked on a {fpant scale, but the graph was enlarged to show detail.

To further determine characteristics of experemnthat influenced curreahdpotential

c ust ouseof WPAINdBMC, r e s p o n dneonmmends franr both W@ndBMC were
included in this research objective. Respondents were provided a tetdbgiven the option to
provide any further commentbaut UPandBMC, separately. Responses were coded for themes

andare presemtd in table form. See Table 4.86dTable 4.37or UPandBMC, respectively.
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Table4.36

General aditional comments about Univaty Printing

Theme Description of theme n
Barriers to use Unaware of services, location, timeliness, cost issues 28
People Knowledgeable, helpful, kind 19
Minimal exposure Little to no knowledge of URndminimal use of services 12
Product Responsie about orders, fast service, great quality 8

Changing times

Misconceptions

Outsourcing versus UP, local in office, convenience, costly, sg 7

Contract for use, unaware of personal use 4

106



Table4.37

General alditional comments abothe K-State Research and Extension Bookstore and Mail
Center

Theme Description of theme n

People Accommodating, helpful, friendly 20

Product Nice resource, helpful to programs, cost, prompt, promotional iter 14
comparisos

Specific needs Search function for resources, adjusted deaigiformatting, notified 8
of publication changes, additiorempdannual reports, prpaid
postageandaccount is too strenuous

Changing times Less use than previously, other alterviedi do not see value, adjust 7
expectations, decreased space for library

Locations Difficult physical location, multiple locations, better online search 6
location tool, customer friendly online location

Misconceptions Unaware of personal use opportigst 3

Social technographics, or Internet aselhabits, of respondents were also used in determining
characteristics that influence curremdp ot ent i al -statsbelavioe 5axcidl e n d
technographics is a form of demographics that identifiesnataiseandinternet habits, then

classifies respondents according to how they use social technologies (Li & Bernoff, 2011). In the
sample, the respondentsdé social technographic
critics, 1 (.7%) collectorand110 (82.1%) spectators, equaling 132 total respondents. There were

two cases lefout ofthe categorization because one case had a tie foramiispectatoandone

case had a thremay tie of critic, collectorandspectator. These two cases weot added into
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the ladder of Internet use, seerFigure 4.6 To create the ladder of Internet use among the

sample, respondents were categorized into four classifications. Since thexaryargamounts

of items in each social technographic questiodg®@ 9 ) , t he respondentsd sc
guestion type waaveraged fronall item scores in the questicamdthe highest average among

all four questions was used to categorize th®ee Figure 4.6r specific characteristics of each

classificatiorandwhat percent of this sample was in each level.
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/ 2Publish or update webpages and sites \
o SWrite a blog

e ‘“Upload video to the web for the purpose of
sharing

e 9Post original content to Facebook

e °Post original content to Twitter

o fPost original content to another social-media
site besides Facebook and Twitter

e Blnitiate a discussion on a forum

| e "Upload phots to the web for the purpose of

Creator 4.5% . sharing (using Facebook, Twitter, Flickr, etc.)
reator .57 e Post original content to a wiki (Wikipedia,
| \ pbworks, etc.) /
Critic 11.2% . e ?Read/look at posts on Facebook \

e PRead/look at posts on Twitter
e “Read ablog

e YView user-generated videos online

[ | e ‘“Listen to podcasts

—I Collector .7% [.— o fSearch for and read reviews

| | e 8Search for and read online forums
e "Search for and read articles found in an

\ Internet search /

e 2Comment on webpages (i.e., news story)

e °Comment on blogs
Spectator 82.1% e ‘Comment on tweets
' ._ ¢ 9Comment on Facebook posts
e °Post ratings/reviews on products or services

e Reply to a discussion thread on a forum
e &’ jke “a post on Facebook

( e °Tag webpages for yourself or others using \

| social bookmarking (i.e., Digg, StumbleUpon)

e "Subscribe to a website or blog using RSS

e “Subscribe to a podcast

e 9Subscribe to a video website channel (i.e.,
YouTube)

\ e “Subscribe to an online forum )

Figure 4.6 Social technographic habits grouped into a ladder of Internet use with study
respondent sd percentages

Inactives do none of the above listed ati#g. There were no inactive respondents in this
sampleThe ladder of Internet usadsocial technographic questions that identify Inte s

activity of respondents weaalapted frontorrester Research, 1(i2009) To see specific
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frequencies for edcitem within the classifications, see corresponding superscript letter in

classification tables belovCreator is Table 4.38, critic is Table 4.39, collector is Table, 4dd

spectator is Table 4.4For each classification, there were 133.

Table4.38

Frequencies, meanandstandard deviations for creator classification

Never QL year Several/ 1/month 2-3/ l/week 2-3/we&k Daily
(M, SD) Year month

f (%) f ) f (W (W f %) f (%) () f (%)
a(3.40,2.17) 42(31.3) 14(10.4) 18(13.8) 12(9.2) 22(16.8) 8(6.3) 13(10.0) 3(2.2)
b(1.38,.975) 110 (82.4) 9(6.9) 8 (6.3) 1(1.1) 2(1.9) 2(1.5) - -
c(2.43,1.55) 52(39.2) 21(15.4) 37(27.9) 9(6.5) 8 (5.8) 3(2.6) 3(2.0)0 1(.6)
d(3.84,2.19) 34(25.7) 8(5.8) 19(14.0) 15(11.3) 22(16.4) 19(14.4) 12(8.9) 5(3.5
e(2.05,1.84) 92(69.4) 3(2.6) 14(10.2) 4(3.0) 7 (5.6) 7 (5.4) 4(3.00 1(.9)
f(1.98,1.74) 92(69.1) 9(6.5 10(7.8) 2(1.7) 8(6.1) 10(7.2) 1(1.1) 1(.6)
0(1.52,1.16) 99 (74.4) 16(11.9) 12(9.1) 2(1.7) - 2(1.5) 1(9) 1(.6)
h(3.77,2.15) 34(25.4) 9(7.0) 21(15.8) 10(7.3) 25(19.0) 20(14.7) 11(8.6) 3(2.2
i (1.09,.389) 125(94.1) 3(2.6) 4 (3.3) - - - - -
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Table4.39

Frequencies, meanandstandard deviations for spectator classification

Never QL year Several/ 1/month 2-3/ l/week 2-3/week  Daily
(M, SD) Year month
f % f %) f ) f W f %) f W f (W f (W

a(6.26,2.52) 15(11.4) 3(21) 9(65) 5(41) 6(44) 8(6.3) 10(7.2) 77(57.9)
b(3.07,2.82) 78(58.8) 3(26) 8(5.9) 3(20) 7(.2) 2(1.9) 12(8.7) 20 (14.9)
c(3.23,1.96) 38(28.6) 16 (11.9) 24 (17.9) 20(15.3) 13(9.5) 14(10.2) 8(5.8)  1(.9)
d(4.39,1.92) 13(9.7) 7(5.2) 27(20.1) 22(16.4) 26(19.8) 18(13.2) 14(10.2) 7 (5.4)
e(3.06,1.95) 42 (31.5 15(11.6) 28(21.4) 16(11.8) 17(13.0) 5(3.7) 5(3.8) 4(3.3)
f(4.44,1.97) 13(9.5) 11(8.4) 21(15.4) 19 (14.0) 32(24.1) 17(12.8) 11(8.2) 10 (7.6)
9(2.84,1.76) 39 (29.5) 27 (20.5) 26(19.5) 17 (125) 11(82) 9(6.7) 1(9)  3(2.3)

h(6.12,20) 5(4.1) 3(2.0) 11(8.2) 6(4.9) 18(13.4) 17(12.6) 28(21.0) 45 (33.8)
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Table4.40

Frequencies, meanandstandard deviation forcritic classification

Never Ol year Several/l  1/month 2-3/ l/week 2-3/week  Daily
(M, SD) Year month

f % f %) f ) f W f %) f W f (W f (W
a(2.03,1.61) 79 (59.3) 19 (14.1) 14(10.4) 6(4.7) 9(7.00 3(22) 1(1.1) 1(1.1)
b(1.47,.94) 100(75) 15(11.1) 11(8.4) 5(3.5) 3(2.0)
c(1.79,1.56 98(73.8) 6 (4.4) 9 (6.7) 7 (5.6) 8(5.7) 2(15) 1(1.1) 1(1.1)
d(4.34,2.46 29(21.5) 11(8.2) 13(9.4) 13(9.6) 22(16.9) 12(9.1) 16(11.9) 18(13.4)
e(2.04,1.3p 68(51.2) 26(19.3) 19(14.0) 10(7.2) 8(6.3) 3(2.0)
f(1.77,1.33 89(67.1) 14 (10.6) 13(9.9) 8(5.8) 6 (4.6) 2 (1.5) 1(.6)
9(5.49,2.7) 24(179) 5(4.1) 9(6.9 5(35 9(6.7) 10(7.5) 24(17.9) 47 (35.6)
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Table4.41

Frequencies, meanandstandard deviation for ollector classification

Never QL year  Several/ 1/month 2-3/ 1/week 2-3/week Daily
(M, SD) Year month
f (%) f (%) f () f %) f () f % f %) f (%)

a(1.68,1.64) 106(79.9) 6(45) 6(4.6) 3(26) 2(15 3(22) 4(32) 2(L5)
b(1.37,.78) 103 (77.5) 16(11.7) 10(7.6) 3(26) 1(.6) - - .

c(1.69,1.24) 89 (67.1) 14(10.2) 21(158) 6(4.7)  1(6) . 1(6) 1(L1)
d(1.75,1.29) 89(66.9) 12(9.1) 17(128) 10(7.5) 3(20) 1(6) 1(6)  1(6)

e(1.36,.728) 100 (75.1) 20 (15.2) 12(9.1) - - 1 (.6) - -

In addition to categorizing respondents into classifications on a ladder of Internet use, the
distribution of scores were providedbox and whiskerform to showhow thetotal sample is
distributed in eactsocial technographidassification, whiclcan be seen iRigure 4.7.

Furthermore, Figure 4.8 shows the number of creators, spectators, critics, and collectors within
each core affiliationThe darker the shade of green, the higher the classification is on the ladder

of Internet use.
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Distribution of each social technographic classification

M creator M spectator M critic collector

60
50
40
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10

Figure 4.7 Distribution of each social technographic classification among the sample
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Social technographic classification numbers
by core affiliation

collector mcritic mspectator ®creator

28

faculty

o
(3]

10 15 20 25 30

Figure 4.8 Numberrespondents ieach social technographic classificationhiviteach core
affiliation

Respondents were asked to provide a fiyeso or
media accountd here weren = 133, andhese frequencies can be seen in Table ©4AR.item

within the social technographiguestiors asked respondesto provide any other socialedia

platforms they have joineshdcreated acounts for. The additional writen answersncluded

Instagram G = 12), LinkedIn 0 = 4), Snapchatn(= 4), Pinterestr{ = 3), andeach with one

response, Tanndrigade, Research Gate, Auctions, Marco Polo, GroupkéStitcher.
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Table4.42

Social media accounts joined

nYes

Social media type n % (M, SD)

Facebook 116 87.1 (1.13, .34)
Twitter 60 45.3 (1.55, .50
YouTube 57 43.0 (1.57, .50)
Google + 50 37.4 (1.63, .49)
Blogging websites 21 15.8 (1.84, .37)
Social media management 17 12.4 (1.88, .33)
Social bookmarking 8 5.7 (1.94, .23)

Note: This question was a yes or no selection

The beginning regressianodel for RO3 included UP importance, BMC importance, role in

story, perception, cooperative purchasing, frequency of personal use, frequency of business use,
UP familiarity, BMC familiarity, age, gendeandprimary affiliation. The adjustedfor the

beginning model was .59n the &ove order, the slopes were ,033, .16;.30, .12, .02.08,

.18, .06, .01, .07Nnd.12 Significant variables at th®#0.001 level were BMC importan@nd
perception. The only significant variable at h®.01 level was role in story. Significant

variables at the O.05 level were cooperative purchasargdUP familiarity. To further adapt

the model, the computed peption variable was removed from the modetispecific

perception items were individually testedplace of the computed perception varialédentify
significant items within the computed perception variable significant items within the

perceptiorvariable included: Q15_3 significant at th©.05 level, UP my peers do not use its
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servicesp = .05 Q17_7 significant at the O.05 level, BMC inconvenient for my location=
.07: Q17_4 significant at the O.05 level, BMC | already have another business | préfer,01;
Q17_1 significant athep O.01 level, BMC | have had unfavorable past experierices,07:
Q17_2 significant at thp O.001 level BMC unaware of services offereldl= -.18, Q17_2
significant at thep O.001 level BMC my peers do not use its servichs; .05 Q17_5
significant at thegp O.001 leve) BMC | am unaware of the ordering process,.001;and
Q17_6 significant at thp O.001 level, BMC the services do not fit my nedals,.13. These
items were used to compute an fseddnjthe Bhaleadelper ce
of the regression analysis. All four social technographic classifications were tested in the
regression modegndnone were found to be significafitherefore, no social technographic
classifications were used in the final regressimodel.The adjusted®for the final modelvas
.62, andField (2005)classifies effect size of models with an adjusfedf 5 or more a large
effect sizeof explaining the varianc&his modelincluded variables BMC importanck £ .47),
adjusted pergaion (b =-.33), UP familiarity b = .25),cooperative purchasing € .12), and

role in story b = .12). Sopesandsignificances for the final model can be seen in Tal8.4.
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Table4.43

Slopes and sigficances for variables used in the final regression model of characteristics of

experiences that influence cusiSateResenrohands e o f
Extension Bookstore and Mail Center

Variable b Significant atp O

BMC importance A7 .001

Adjusted perception -.33 .001

UP familiarity .25 .001

Cooperative purchasing 12 .01

Role in story 12 .01

RO4: Determine the connection of amdust omer s
BMC in telling Extensionds story.

Todet ermine the connecti on ofUPandBMCneingsd per ce
Extensionds story, quest i oasBMCahdmnpogahceino gener
telling Extensi Partidigntswere asked o setee haogpertare they felt

UP was. Selection options were not at all important, slightly important, neutral, mostly
important,andextremely important. Participants were then asked the same question but about

BMC. Selection options were the sarfkeequencies of geeral importance, means, and standard
deviations of UP and BMC can be seen in Table 4.44. Significant differences of general

importance of UP and BMC between core affiliations can be seen in Table 4.45.
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Table4.44

General importancef University Printing and the ¥State Research and Extension Bookstore
and Mail Center

Not at all ~ Slightly Neutral Mostly  Extremely

important important important  important
Service centefM, SD) f % f % f % f % f %
UP (4.82,1.0) 2 15 10 79 37 277 45 33.7 39 293
BMC (4.19, .93* 2 15 5 39 21 157 43 323 62 46.6

* significant at thep O.001 level for BMC between agergadstaff

Note: This questionwas afijgoi nt scal e wi th oneantifieeibeiig A Not a
AExtremely i mportant. o

Table4.45

Means and standard deviations for classifications with significant differences of the general
importance otheK-State Research and Extension Bookstore and Maile€en

Faculty = Specialists  Agents Staff

M SO M SO M SO M SD

BMC importance - - - - 461 54 429 .87
Another question respondents were asked through a matrixtahle wWas w | mpor t ant i s
the following service g€ontelSselentieh|l opgi Bxse

center were not at all important, slightly important, neutral, mostly impodadgxtremely
important.Each service centdilevelof importance n t el | i ng Eaxnbeseesinonds s
Table 4.46as well as manandstancard deviations for eaclrigure 4.9shows general

i mportance and i mportance in telling Extensio
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Table4.46

Importance of University Printing and the-8tate Reearch and Extension Bookstore and Mail
Center in telling the story of Extension

Not at all ~ Slightly

Mostly  Extremely

. . Neutrd . -

important important important important
Service centefM, SD) f % f % f % f % f %
UP (3.34, 133 19 142 16 119 28 209 42 313 29 216
BMC (3.66, 1.2% 11 82 15 11.2 39 194 39 29.1 43 321

Note: This questionwas afieoi nt scal e wi t h oneantifieeibeing A Not a
AExtremely i mportant. o

mUP mBMC
5 4.82
4.19

4 3.34 3.66
3

2

1

0

General importance Importance in telling the

story of Extension

Figure 4.9 Meansfor general importance and importance in telling the story of Extension for
University Printing and the {State Research and Extension Bookstore and Mail Center

Note: This question was asked on a {fp@nt scale.

To further assesmsabitdJprmdBMEAGS sboperceptel |l ing
Extension, respondents were presented with aavrile questi on asking, @A Wha-

University Printingandor the K-State ResearcdindExtension BookstorandMail Center
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playingintelingthest or y of Extension?0. Answers were caQa
answerandgr ouped into themes using GI| asTherd&s (1965
were 63 additional writén responseslhemesdescriptionf the themesandfrequencies can

be sen in Table 4.47.

Table4.47

Write-in answers fotJniversity PrintingandtheSt at e Research and Ext en:
and Mai l Centeré6és role in telling the story o
Theme Descriptionof theme n

Providing assistance Reports, publications, materials, mailings, graphics, etc. 38
Helping tell story UP andBMC give others the tools to tell story 31
Specific needs Consistent kandng, creative story writing, attention grabber 7
brandrecognition best practices for marketiragnd
storytelling, public relations for Extension
No role Did not see role in telling story 7
Increase awareness More people should know about the resources, increased | 5
awareness, more public relations work

Changingimes Decreased print more, differing audience needs 4

To determine the connecti on o fandBMGsirtitelinger s6 per
Extensiondés story, a |linear regression test w
wasthecompued variable role in story. The #fArol e i

Q23 2. This variable includes items WRds I mpor
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BMC6s i mportance in telling the st ocrgatethE Ext e

role in story variable.

The beginning regression model included the variables: UP importance, BMC importance, UP
familiarity, BMC familiarity, cooperative purchasing, frequency of personal use, frequency of
business use, gender, age, affitin, andexperience. The beginning adjustéavas .307. In the
above order, the slopes were .07, .52, -138,-.15, .17 -.18, .18, .10-.03,and.40. The only
significant variable at thp O.05 level was cooperative purchasing. Significant variables gt the
0.001 level were BMC importance, BMC familiariggndexperience. To further adapt the

model, the computed experience variable was removed from the eratiglecific experience
itemswere individually tested in place of the computed experience variable to identify
significant items within the computed experience variable. The significant items with the
experience variable include@16_5 significant at thp O.05 level, BMC quality othe final
product,b = .24 Q14 _1 significant at thp O.01level, UP easandconvenience of ordering
processb = .20; Q19 _1 significant at the O.01 level, UPandBMC quality of final productb

= .26; Q19 _5 significant at the O.01 level, UPandBMC ease of delivery or piekp,b = .20;

Q14 _6significant at thep ©.001 level, UP quality of final produdh,= .33 andQ19_3

significant at thgp O.001 level, UPandBMC variety of serviced) = .28 These items were used
to compute eamrifeandkcjeu svtaeed aebdpe, 0 which was wused
regression analysis. The adjustéébr the final model was .3hndField (2005) classifiesffect

size of models with an adjustetaf .3 a medium effect size of explaining the variaridgs

model included variablesdjusted experiencé € .51),BMC importancely = .48), BMC
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familiarity (b = -.35), andcooperative purchasing € -.17). Slopesandsignificances for the

final model can be seen irable 448.

Table4.48

Slopesandsignificances fowariables used in finalegression model of determining the
connection of customersd percept iState Reséarch he r o
and Extensionds Boolkstomg &xd eMsi onGesntseémoriyn

Variable b Significant atp O
Adjusted experience 51 .001
BMC importance .48 .001
BMC familiarity -.35 .001
Cooperative purchasing -.17 .05

H1: Those who feel restricted in purchasing optionsvill have a less favorable
perception of UPand BMC than other current and potential customers.

To determine if respondents whdtfeestricted in purchasing optiohada less favorable
perception of URANdBMC, the cooperative purchasiagdperception variable were tested
through eonetailedP e ar sono6és ¢ ®rmre s ar¢glafian coefticeent Was31and
was significant ap O.000level. This correlation included 133 casandaccording to Evans

(1996)is considered a weak relationshifme null hypothesis was rejected.

Items within the computed cooperative purchasing variable included: Q15 8, @id 8,
Q19 8. Thetwoitesm of @Al 6m required to use itsandservi ce

BMCandone npreferred vihesdtbreeitems wererageaged o créate then .
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computed cooperative purchasing variallee perception variable was recodadicreaed by

using question items Q15-71andQ17_17 as an average.

RQ1: What are the differences between Manhattatbased and offcampus

Extension employeesd perceptions of UP and
To explore if there were differences between Manhditsed andfé-campus Extension

employees, descriptive statistics were ran for computed variables and individual barriers to use

of UP and BMC. Means and standard deviations for computed variables can be seen in Table

4.49. In the data, cases% 111) were sorted bylanhattarbased locationf(= 47, 42.4%) and

off-campus based locatioh< 64, 57.6%). There were 22 cases left out of the data analysis due

to not being able to truly know if the respondent was Manhdidged or ofcampus. This data

analysis also solglfocused on Extension faculty, Extension regional specialists, district or

county agents, and staff members.
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Table4.49

Means and standard deviations faymputed variables of Manhattdrased and oftamps
based University Printing and the-8tate Research and Extension Bookstore and Mail Center
customers

Manhattarbased Off-campus
(n=47)
Variable M SD M SD n
UP familiarity 3.73 1.07 3.42 1.00 64
BMC familiarity 3.85 1.15 4.09 .87 64
Frequency bbusiness use 3.08 1.04 2.99 .79 63
Frequency of personal use 1.57 .83 1.19 .43 63
Role in telling E:347 1.23 3.54 1.07 64
Cooperative purchasing 2.57 1.11 2.14 .97 64
Experience 3.67 7 3.71 .622 61
Perception 4.04 71 4.01 .69 64

* Significantdifferencesat thep O . 0 0 Petwleam Wanhattabased and oftampus based
customers

Summary

This chapter contained the results of a quantitative research methods study that aimed to

determine existing nee@sdbarriers of currendandpotential customers use of @RIBMC.

Furthermore, the survey determined the characteristics of experiences that influenceandrrent

potential customerandg at hered respondeaemiBEOGOperacleptimnt @If |

story of ExtensionResults were also provided for H&hereit was hypothesized that those who
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felt restricted in purchasing options would have a less favopastzeption ofJP andBMC.

Lastly, results fronthe exploratorn\RQ1 were presented

In addition to providing results from survey questions, Chapter 4tegpmrspondent answers
from write-in questions that allowed for further comments about UP, BMCadfB MC 0 s
communicatiorandor marketing, other barriers to use of IBMC, andUPandBMC&6 s r ol e

in telling the story of Extension.
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Chapter5-Conc | u s iuosnssigamiBDei csocmmendat i on:

In this chapter, conclusiongeremade about the datandfurther interpretationserediscussed
andif applicable, related back to previous literaturke purpose of this study was to enhance
the KSRE brand through CBSM stegies that emphasize internal branding and sharing
Extensionds story. This purpose was achieved
research question, which identify needs, barriers, and perceptions of two Extension
communication services ugifrom potential and current customers at Kansas State University.
As an effect, this study provided strategic recommendations for services and Thengudy
wasguided by the theoretical framework of CBSM because of the limited available marketing
budget, recommended use of getbclaimed bandambassadorsndthe specialized campus
andExtension community customer base. The results of this stadyused to identify an end
state behavior for customersldP andBMC, while simultaneously entifying needsand
barriers of usingJP andBMC. Conclusionsaanddiscussionsverepresentedn order of research
objectiveshypothesisand research questiomhich were:
1 ROL: Determine existing needs of curremdp ot ent i al c WRandBM@r s 6 u s«
servies.
1 ROZ2: Determine existing barrierstocurremdp ot ent i al c WRBRand mer s & U S
BMC.
1 ROS: Determine characteristics of experiences that influence claneiptotential
C ust o mestats liehasior.d
1T RO4:Deter mine t he ¢ onn e tiohsiobthe roe bUP@andBMCanme r s 6 ¢

telling Extensionds story.

127



1 H21: Those who feel restricted in purchasing options will have a less favorable perception
of UP andBMC than other currerandpotential customers.
1 RQ1: What are the differences between Matdrabased and oftampus Extension

empl oyeesd perceptions of UP and BMC servi

Following conclusionainddiscussions, recommerntdansweremade for research, theognd

practicebased on the findings in this stud

Conclusionsand Discussion
RO1: Determine existing needs of currenendp ot ent i all custamdmer s 6 u
BMC services.
To determine needs of curreaitidp ot ent i al ¢ u sandBME, respondants wereo f UP
asked about marketing preferences, type of use, frequamdynportance. Ovavhelmingly,
respondents did not prefer social me@dib= 1.89,SD= 1.14) for future UPandBMC marketing
andcommunication. Té highest marketing channaleferredwasemail, with amean of 3.88
andSDof 1.280on a fivepoint scaleThe mean score for an-person contact was 2.53P=
1.34 whichinternal audiences had previously defined as a wanted method of communication
from UP andBMC (Zagonel et al., in pressiithough the inperson contact mean score was
above the halfway marker on the figeintscale, it wasot close to its higher counterpart, email
marketing M = 3.88,SD= 1.28).This difference was significant attpeD . 0 0 Ohel e v e |
lowest preference for a marketing channe$wacial mediay = 1.89,SD= 1.14 Email
marketing camprovide businessean opportunity to increase personalizedonomicallyfeasible

communication thatan leado an actionable outcon{&rove, 2009). Including a personal touch
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in emails also follows social science research that indicates when personal cuh&dir@ct
appeal is present, behavior change, or an action, is more likely to take place (Malehzie

2000).

To further assegwarketing needs write-in questiorregarding marketingndcommunication

was availableFrom these answers, respondéatsthere was a need for a simpledtimely
ordering procesandbilling (smple andtimely themen = 3; barriers related to simplicignd
timelinessn = 4; combined for a = 7). When respondents in the faculty group were working
with UP andor BMC, respondents felt the invoicing process should also include them, even
though their respective department was then managing the invoice. This aligns with another
theme in the writen answers from responden®With n = 4 respondentsdicatingthey did not
directly use URandor BMC, it would be helpful to know details of servi@slprojects, so they
were able to pass it do studentg&ndothers who many need or want to use the services
Respondents who felt this way were faculty members, adwsegradua¢ studentsistrict or
county agents who have office professionalgjstaff members in larger departments with
multiple people who are responsible for placing ordeespondents also felt it necessanyl

helpful to know about newndor changed publations, removed publications, ordering changes,
form changesandstructure changes, as some respondeatsunaware of currerandpast
structureandrelationships of KSRE entitiedlthough not entirely URNdB MC 6 s

responsibility, espondents felt iwvas important for those producing publications to be cognizant

of formatting for ease of printingndcost.
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The majority of respondents learned of &lRiIBMC through their department, UR = 71),

BMC (n=75), andsecondly through a friend or colleagl; (n = 54), BMC (h=58). Thisis a
promisingfinding for employinga communitybased social marketirgirategy because social
normsandsocial diffusion are both tools that can be ugegromote a behavior change within a
community (McKenzieMohr, 2011) Both of these tools involve a human asewtcould be

encourage@ndincreased through the use of frieraaglcolleagues.

Since previous research with internal memloéidP andBMC revealed an uncleaicture of
promotionalandmarketingtechniquesandlimitations (Zagonel et al., in presshdtechnology

can create dynamic neefis the printing service®f Extension service®eShields et al., 2005

to fully assess the needs of currandpotential customers, is important to specifically asses
which type of usebusinesaindor professional or pgonalandor convenience, respondents
used,how often respondents used each typesafandr e s ponde ntandneeiofe quency
importance for individual serviceEhe highest level of busiseandor professional use for
respondents was several times a year for botardBBMC. This is also reflected in the means

of both service centers, W =2.53 SD=1.07andBMC M = 3.31, SD=1.23. The majority of
respondents didot use UP or BMC for personahdor convenience us@ndthis is reflected in

the much lower means of usghis could mean respondents are unaware of the availability to use
UP andBMC for personalhndor convenience needsndin general, unaware of the abilitiaad
services of URNDBMC.Respondent s 6 amdoeconzeniece pse forsU® wakl |l
=1.20,SD= .56andBMC M = 1.42,SD= .880n a fivepoint scale There were significant
differences athep 0.001 level of personalndor convenience use for BMC between faculty

andspecialist, facultyndstaff, specialistandagentsandagentsandstaff. These differences
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could be attributed to a generally higher use of BMC for persson@dr convenience us&he

highest reported servicegere ordering publicationgl = 2.84,SD= 1.23andbuying

promotional itemd =2.37,SD=1.02 This question was also a fagmint scaleln buying

promotional items, thenaeresignificant difference at thep O.001 levelbetween facultyand
specialisandfacultyandstaff Re spondent s 6 f rcosplyaigned withof use al s
respondent sé reported I mportance of services.
ordering publicationaV = 3.62 SD= 1.24,andthe third highest importance was buying

promotional itemsM = 3.62 SD=1.33 For a CBSM plan, a potential starting point could focus

onfamiliarity andknowledgeof currentandp ot ent i al cust omer sdé needs,

andor professional uses this was the most frequently reported type of use.

RO2: Determine existing barriers to currentandp ot ent i al c¢ uUWPtamdmer s 0
BMC.
To determine currergndp ot ent i al cust omer sabdBM&HGsi ses vi ceth

respondents weresked to provide their familiarity of UBndBMC andhow much a particular
barrier influencesheir use To fully encompass all internal individual barriensdexternal

barriers, respondents were also provided with multiple opportunities to providemaitswers.

Respondents were first asked to identify how familiar thege witheach service center
individually without a descriptorSecondly, respondents were asked to identify how familiar
they were with each service cemth a description of theervice center was provided. There
was a slight increase in familiarity with a description versus no descriptéspondents could

have a lack of recognition of the specific names ofad®BMC. This could mean the sample

131



was still unsure about their falmarity with the service centeandhad minimal previous

exposure to service centers, which was reflected in sditie write in answeré = 3 in
communicatiorandor marketing themes; further comments regarding$p@cifically

unfamiliarityn = 6). Without the description means wévie= 3.34 SD= 124 for UPandM =

3.71, SD= 1.26for BMC. With a description, means wdve= 3.53 SD= 1.15for UPandM =

3.94 SD= 1.21for BMC. These means were significantly different atpr@.001 level.

Throughwrite in answers, participants provided answers, but stated they were unsure if they
were considering the correct service cerif@ere was a significant differenoéboth UP and
BMCoO6s familiarity po000tevebbetdeersfacultingagentsfor URt t he
faculty hadM = 2.65,SD=1.25, and agents hatl= 3.48,SD= 1.01.For BMC, faculty hadV

= 2.44 SD= 1.24 andagents hail = 4.24 SD= .75 This could be attributed to the fact that
many agents are usi ng orBeM@publicaienandatheraction® r e t hr o
versus faculty who could be working through other facets, such as the KSRE publishorg unit
their respective department. This could also mean faculty have less need for pnatinailing

without an Extension agmtment.Since McKenzieMohr (2000) cites identifying barriers is

often a forgotten step in the CBSM process. It should not be discounted that this barrier needs to
be minimized, through an increase in knowledgdfamiliarity, just as much as any behawi

should be encouraged.

There were eight barriers per service center presented to respondents in this survey, which
totaled16 barriersn all. Fourteen of the lfluentialb a r r meansagrébelow2.5 on a five
point scale, except UP unaware ofssgsandUP inconvenient locatiarMany of the higher

scored barriers were related to being unaware of serarwite ordering proces$he top four
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highest scored barriers out of eight in the question for UP were unaware of sévvic@s53,

SD=1.25, inconvenient locatiofM = 2.52,SD= 1.51), unaware of ordering procesd € 2.24,

SD= 1.3]), andrequired to use serviceB! (= 2.18,SD= 1.33. The top four highest scored

barriers out of eight in the question for BMC were required to use serMice2(11,SD=

1.34), inconvenient locationM = 2.10,SD= 1.29, unaware of service$A(= 1.99,SD=1.19,

andunaware of ordering procedd € 1.81,SD= 1.21). The inconvenient location barrier could

also be attributed to a lack of knowledge of &iRIB MC 6 s s er v i caadnailingis del i v

an option for receiving projecesdonline ordering is available

RO3: Determine characteristics of experiences that influence currerand potential

c ust ouwseof SRand BMC.

To ensure current customeatinueandpotential customers are more inclined to first use UP
andBMCb6s services, specific characteristics wer
influential to respondentdlearly allcharacteristics reportegiere above the 2.5 score on a five
point scale oinfluence, but the most influential aspeftis UP werequality of the final product
(M =4.19,SD= 1.0J), a quick turnaround timeM = 3.93,SD= 1.129, willingness of employees
to help me M = 3.93,SD= 1.19, andeaseandconvenience obrdering(M = 3.73,SD=1.18.
The most influential aspects for BMC were quality of final prodivtt(4.12,SD= 1.08,
willingness of employee® help(M = 4.05,SD= 1.16, easeandconvenience of ordering (M
3.98,SD= 1.11), anda quick turnarountime (M =3.98,SD =1.13. For the willingness of
employees to help me characteristic, there was a significant difference between faculty (

3.53,SD= 1.48 andagentdM = 4.12,SD=.85) at thep O.000 level For the quality of the final
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product characteristic, there wasignificant difference between facu{fiyl = 3.71 SD=1.47)

andagentgM = 4.30,SD= .67) at thep O.000 level When UPandBMC influential qualities

were assessed togethitre top four out of eight characteristics were a quick turnaround Wme (
=4.04,SD= 1.09, easeandconvenience of ordering/A = 4.01,SD= 1.08), quality of product

(M =3.99,SD= 1.13, andeaseandconvenience of pickip or delivery M = 3.91,SD=1.19.

The eas@andconvenience of ordering received a 4.01 meaneySD =1.08 on a fivepoint
scaleandhas a | ot of i nfl uenc andBMC. This sharacteresticel€o c hoi
had a significant differencat thep O . 0 0 DPetwieezbothfhculty (M = 3.24 SD=1.54) and
specialistsi1 =4.07, SD=.95) andfaculty (M = 3.24 SD= 1.54) andagents iyl = 4.14 SD=

.86). Thequality of product characteristic also had significant differences betiaeaty (M =

3.53 SD=1.52 andspecialists i1 = 4.04 SD=.98) at thep O . I8vel.Sincethese are

important aspestto customersandit is known from the barriers determined by this survey, the
knowledge gap between employeesicurrentandpotential customers atd be gporofoundly

deterring factortomany nt er nal branding |iterature descri
and maintaining favorable images and consequently a favorable reputation of the company as a
whole by sending signals to all stakehofley managing behavior, communication, and

symbolism (Einwiller & Will, 2002, p. 101). Zagonel et al. (in press) found there were some self
proclaimed brand ambassadors who cdulll this mission for UP and BMC, while also

assisting in bridging the infmation gap found between customers and the service centers.

Additional write-in answers provided more insight into specific aspects of experiences that could

influence customers that was not provided in the matrix style questions. The most common

themereported for UP was a descriptionsefi-identified barriergo usen = 28. The most
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common theme for BMC was about the people of BMC. Many comments reported
accommodatinghelpful,andfriendly service Perhaps this could be attributed to more people
interacting directly with BMC since it is a more specialized service versus UP, where you could

find more information from alternative sources.

The social technographics of respondetdéswereconsidered when testing for differences

between groups in treampleandtheir experienceThe majority of respondents in this sample

were classified as a spectatardcritic on the ladder of Internet use, which could provide

context or this communityos online habitswereThroug
classified into different levels of the Internet use ladder depending on Interraatdlagernet

habits (Li & Bernoff, 2011)This population is highly active online, gsegtators read blogs,

listen to podcasts, watch video from other users, oeéide forums, read customer ratirgysd
reviews,andread tweets. Critics post ratingedreviews of products or services, comment on
someone el seds bl og, andcomributei tdandediearticles inawiki.i ne f or
The finalregressiommodel that predicted experiend&l not include social technographics

because it did not contribute to the overall model encaigtitherefore, was left out. The final

model found BMC importancé =.47), UP familiarity(b = .25, cooperative purchasin =

A2, UPandBMC6s rol e in t elbkFild gnddhadjustegerceptord s st or y
variable(b = -.33) were all significant in predicting experien&MC importance, UP

familiarity, andadjusted perception were all significant at ph®.001 level. Cooperative
purchasinggndUPandBMCds rol e in telling Ext @06l onds st
level. The biggest predictor in this model was BMC importafte final adjustec?rfor this

model was .62which constitutes a largdfect size of explaining the variance (Field, 2005)
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meaning these elements explain 62% of the variance in experignsenodel concludes there
are characteristics of a customeaendBBICésperienc
serviceslt is imporant to follow the paper trail this model provides, sodsEBMC can

capitalize on increasing use of its services.

RO4: Determine the connection of amdust omer s
BMC in telling Extensionb6s story.

Since previous research fadiinternal audience membesUP andBMC did not see

themselves as a part of telling the story of Extension or the bigger mission of Ex{&agjonel

et al., in press}the question was posed to this sample that is external &mtBMC, yet still

internal to Extension. The mean score ofimportance t el | i ng BxUPea@assi onds s
3.34,SD=1.33andB MC 6 s me3&66SDw &.26 The regression model for this objective

included BMC importancéb = .48, cooperative purchasing =-.17), BMC familiarity (b = -

.35), andan adjusted experience varialite= .51) aspredictors in the final model. All variables

were significant in predictingU8ndBMC&6s r ol e i n toeylBMC importdhcet ensi o
BMC familiarity, andthe adjusted experieneariable were all significant at the0O.001 level.

Cooperative purchasing was significant atph®.01 level.The final adjusted?rfor this model

was .31, meaning the variables in the model explain 31% of the variance in the role of sharing

Extensionds story.
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H1: Those who feel restrictedn purchasing options will have a less favorable
perception of UP and BMC than other current and potential customers.

AonetailedPear sonds c or r enaadshovwedhose whp lfekt restviated inr u
purchasing options had a less favorgigecepton of UPandBMC. The coefficient was.31and
significant at thep O.000level. According to Evans (1996 Pear sonds correl ati
.3 to .4coefficientis considered a weak relationshigthough it is a weak relationshig, is still
present in the mindsf currentandpotential customerandshould be ad@éssedFurthermore,

this theme waalso identifiedthroughout writein answers prior tparticipantdbeingspecifically
askedn the survey. In many university settings, cooperative purchasing relationships are often
called procurement contracts or apprbvendors. It is continually beirghownthat cooperative
purchasing agreements exhibit more complexities than a normal karnyisglling relationship
(Wang & Bunn, 2004). According to past literature (McCue & Prier, 2008; Wang & Bunn,
2004), these relainships camntailuncleardynamics between two partiesydon a small level,

this aspect is no different for the cooperative purchasing agreement in thisVgtulgythis
hypothesis held true in this studgdwas a prevalent theme in the datas important to note

other elements were more impactful in decisiandbarriers to the use of UdhdB MC 6 s

services.

RQ1: What are the differences between Manhattatbased and offcampus

Extension employeesd perceptions of UP and
To explore ifthere were differences between Manhattased and oftampus Extension

employees, independentdsts were ran to compare means. There were significant differences

between Manhattahased andoft a mpus based employeesdé fMrequen:
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= 1.57,SD= .83)and BMC M = 1.19,SD= .43). This difference was significant atth®® . 00 0
level. This could be attributed to a lack of familiarity or knowledge of services and opportunities
with UP and BMC, as well as location driven needs. In addition, as-wréeswers contributed,

respondents may want to support their local businather than UP and BMC.

Recommendations

This study generated recommendations for researdadded tditeraturein the areas of

brandng for KSRE KSRE history, Extension communication services, applying CBSM to a
nortenvironmental cause, and coopem purchasing at universitieddditional

recommendations for practice, both generatiggspecifically, emerged when analyzing the data.

These recommendatiomgeregroupedby researclandpractice.

Research

Recommendations for future research inclugiéhier exploration ito the KSRE retiree
populationandengagement with KSRE. This group was selected as a pilot test group for the
survey because of their previous experience with KSRE. However, from the few responses
received from the pilot, the populatiwasunaware of structuralhangesndresources of

KSRE. Many otheareasandaudiences related ggreneraExtension have been studieatluding
external communication (Ray, 2015), ageartdeducators (Rohling, 2016), stakeholders
(Abrams et al., 2010employees (Settle et al., 2014; Settle et al., 2@t®)board leaders (Ray
et al., 2015). Retirees should be included in these focuslageassehey too still playa part in
the overall mission of Extension through thieisight, experienceandroles as citizens in the

state In addition, the feeling of a &nd its identity,andits values are often gathered by external
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members through the people of the business or organization (de Chernatony, 2001; Powell &
Dodd, 2007). Retirees could be consideaa external audience to KSRE, kdten proving

your public worth is a constant battle, communication between all audience groups, retired or

not, should be enlisteth the case of Extension, a retirgzuld still be a landambassador

willing to champia the bandthrough interactions with otherghis group is also a part of a

convoluted realm within the structure of Extensegmidcan be seen iRigure 5.1 This figure
demonstrates the complex structure of Extension in relation to other communicatierise e s 6
units, the Department of Communications and Agricultural Education, the College of

Agriculture, Kansas State University, the public, and sectors within the pUbigfigure can

serve as brief structure map that includes relations between itesefithe graphic also

illustrates that customers, like faculty, specialists, agents, and staff, are considered external
audiences to UP and BMCO6s communications and
technically an internal audience to the KSRE bradoutput of the present study is the

additional of the word mixternaBecause of thisniqueconceptf he t er m fimi xt er nal
to describe the audience relationship between an entity and its stakeholders where both are a part

of the larger brand.
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Figure 5.1 Structural overview and relationships of KSRE that highlight mixternal and unclear
relationships

Figure 51s howcases the complexities of theenstructu
represents the public. Purple shaded areas are entities associated with Kansas State University.

The KSRE retiree population is shaded purple within the green public, as they are a part of the
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general public but could still associate with the univetsignd. The purple KSRE bubble is

outlined in green to show the mixternal relationship between UP and BMC and KSRE faculty,
specialists, agents, and stafhite dbtted linesepresent entities and its employees that could be
representing the Extension hdato the public. Solid white lines represent entities and its

empl oyees who are more than | ikely already sh
Extension brand to the public as a part of their role in the organization. Realgggd lines

represat an unclear relationship between two entities and its employees.

In this study, importance of UlhdBMCO6s r ol e i n telling Extensi on
through a scalar questioRespondents were also able to provide specific comments regarding
UPandBMCO6s role in telling Extensionds story th
when Extensiomndpublic dollars are constantly being critiquaadin question $piegel, 2018

it is vital that all members of an organization are on board Wwehntission, valuegnd

importance of an organization, as memizrdsectorsaa r e faceamdfealing of a band(de

Chernatony, 2001; Settle et al., 2016; Tybout & Calkins, 2005). One method of relaying these
factsandemotiongs through storytellindFog et al., 2010)Stories,andword-of-mouth

marketing in general, have the power to make or bremkdbandorganizations (Hah &

Schultz, 2001).

In some of the writén answers, there were respondents who felt a service center did not need or
see aoleforUPandBMC i n telling the story of Extensior
printingo is equival ent tandBM®Ganployees asrassessedhjyer c e

Zagonel et al.if pres$. More qualitative research should be don@otms on the perceptions of
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specific organizational u andstogytélling as & reethodof t h e mi
capturing unit valueThis study still leaves gaps within the reagtdfull potential of UPand
BMC. Assessment should be done vKtinsas State University departments to create a
benchmarlkandimprovements to the ecampus communityGathering these data points could
also provide a solid foundation for the need of the service cartdits importance to the
function of the universy as a wholeMore specifically, this study should be replicated with
other Extension unitandservice centers at Kansas State Univesityother stateto gather a
more robust picturef KSRE, Kansas State UniversigndExtension as a whol@his sudy
should be replicatedndadjusted in the future to assess if progress was anadibe endstate
behavior is more prevalent, as this study provides a benclandrecommendationsn
addition, this study should be repeated at othwedgrant instituions where Extension

communication services units are present.

Although this research focused solely on two Extension communication services units, university
settings potentially have many procurement cmisr or approved vendors from which

underlyingentities can purchase. Future research shexptbre the attitudes of purchasers in

other sectors, assess how the procesaridérl, andexamine ways other entities combat the

feeling of restriction in purchasing optiogdditionally, there should be search assessing
customerso6 intent to use the communication se

measure that variable due to other research objectives adding to the survey length.

Furthermorein the RO4 there was a significant difference betm agentéM = 4.61, SD=

.540 andstaff(M = 4.29,SD= .873 andthe general importance of BMCThis could be
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attributed to different training or differing roles within KSRE, but more exploration with each
group could uncover more undensting of why this difference existandthe level of employee

buy-in to the band

Research should also been done in the area of message testing with this audience. This study
presents example messages in the recommendations, but more messages could be developed and
tested with a smaller sector of the community. Within the study, intent to use and familiarity

could be assessed.

Finally, a web usability assessment should be
this was mentioned in wrii® answers and coulcelcontributing to unfamiliarity and confusion
incustomersRe spondent s6 social technographic respon
are likely exploring online information prior to purchasais could help similar assessments of

UP a n dscBsww@ss in the future and could help guide future research into online

resources of UP and BMC.

Literature

Throughthis research, more information is now known about the intricacies of cooperative
purchasing in one state cooperative Extension organizatios aféa is underexplored at the
current time, as much of the cooperative purchasing literature pertained to general government
buyingandless about university preferred vendor contracts. This research also confirms there is
a feeling of restriction withiwooperative purchasing in KSRE, which could be reassessed in the

future for building more literature.
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Moreover, this research addstie further understndng of Extension communication services,
Extension bandng, storytelling,andKSRE history. This@search can provide knowledge to
other Extension communication services units in Kansas, as well as atwoithgrant
institutions. It specifically provides recommendations to increamedbfamiliarity and
awareness that can be replicated in other faceasanduniversities. In addition, this research
builds literature known about storytelling, sifecally with people indehindthe-curtairbroles.
As for internal bandng, this study confirms landng literature that states internal perceptions
can ude outward to audiencess the lack of need for contribution to the overall mission of
Extensiolands har i ng Ext ens i on 0 sandmixiernayaudiepoeEhes stuslyd
documentshehistory of communication services uni#sKSRE Departnent of
CommunicationgndAgricultural Education, University Printingndthe KSRE Bookstorand

Mail Center.

The recommendations for practice from tl@search should be carried eudlater measured to
add to CBSM literature with a nesustainabily andnon-environmental topic. More specific
research could be conducted qualitatively to build depth of uradhelsg barriers within this
specificallydefined community. Future research should work to build literature for CBSM in

other areas, as well @stentially linking CBSM to social marketing.

Practice

In CBSM, strategic psychological principlaadapplied research methods are used to elicit a

desired behavior change in a specificalgfined communityTabanico & Schltz, 2007). Once
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a deliberatdoehaviorchangeandbarriers have been assesdashefits associated with the
behavior should be assessed (McKesMighr, 2000), so barriers can be eliminatedibenefits
can be highlighted. Importaaspect of CBSM ardhe research that goes into tharphndthe
evaluation that occurs throughartdthe end of th@lan(McKenzieMohr, 2011). This study
aimed to provide moransight to the community iquestionmore information on thgeneral
situation,anda selection ohnendstate behavior. The ersfate behavior should be a ron
divisible, measurablgndattainable behavigiMcKenzieMohr, 2000) Based on the findings
from thisdatg an achievable behavior for the community would bmtoeasdamiliarity and
knowledge othe services dboth UPand BMC andthe service centers in generahis study
provides a benchmark of fahairity of UP andBMC servicesandthis could be evaluated to

assess progress on a regular basis.

Toolsthat can baisedto carry outCBSM plars are commitments, social nospsocial diffusion,
prompts, communication, incentivesjdconvenienceWhen identifying tools to use in CBSM
plans, it is important to select tools specifically basetherbehaviorbarriers andbenefits of

your community.Some of the CBSM tools inatle a human aspect, such as commitment, social
norms, social diffusiormndcommunication, in which the recommendation (Zagonel et al., in
press) for selproclaimed bandambassadors could be usBdrriers can be overcome through a
variety of different vays, but social science research indicates audiences are most likely to
follow through with a behavior change when there is personal candatdirect appeal
(McKenzieMohr, 2000).The first tool on McKenzie¢Mo h r 6 s, 200218t @&s @ommitment,
whichinvolves getting people to commit to one particular action that could transform into larger

behavior change€ommitment can be obtain@da multitude of ways. Specific commitments
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are through verbal, group, or public pledgesithe footin-the-door tedinique. For URand

BMC, pledges could be helpful in making information known across the board, as well as the
foot-in-the-door technique. By having people commit to one action, subha\asg people learn
more about one servicthe individual is more likg to choose future actions within the same

theme.

The second tool available is to change the social norm of the community because people adopt
the habits of others. Social norms must be known at the time of the decision. For example, from
what is known bout UPandBMC customers from this research, using social norms as a first

tool in the CBSM plarrouldbe ineffective as many of the respondents were unaware of

servicesAt the current time,rying to change the social norould be less successhecase
customers would not have all t hdloweveriothemat i on
future, his tool could be used, perhaps when another assessment on customer faamtlarity
knowledge is reassessaddhas grownOne method of increasing knedge among customers

could be to use brand ambassadors, which was identified by Zagonel et al. (inTgress)
6people of a brandd have become commonpl ace i
Chernatony, 2001; Kornberger, 2010; Powell & Dod2)2 Punjaisri & Wilson, 2011; Stuart,

2002; Tybout & Calkins, 2005) and could also serve in bridging the gap between customers and

the service centers.

Once customers have been infornaediare familiar with the service centers, using social

diffusion cauld be effective in how quicklgndwidespread a behavior change occurs. Social

diffusion heavily relies on visibilitenddurability, suchasposting a sign or note of the action
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individuals are doing. InUBNdBMC6 s case, this clikelnmlmdgndba@ postin

pricing sheet, in an area where other potential customers could Ragidipants identified a

lack of knowledge of pricingndservices, so this could be tvfold. This may not be the best
choice for all UPandBMC customersbut if there could be multiple people potentially ordering
or working with UPandor BMC in one office, this could be helpful in getting more people
within a certain office or department on bodrdaddition, informing new audiences could occur
at new faculty oriatation, similar to the presence of dRABMC at new Extension agent

training.

Social diffusion is closely related to prompts in terms of visual representation of the behaviors.
Prompts serve as reminders to people in the behavior toatadthe prompimust be easily
understoodandclearly displayed. If possible, the prompt should be placed close to where the
actionwill take place. This tool can be thought of as a reminder to do an action we are already
predisposed to do. For tiAdBMC, this seems li& an easy tool to use as they have the
resourcesndmethods for producing signs, magnets, notepads, posters, dgdrapre. Since a
barrier for many URNdBMC customers was being unaware of servarasfamiliarity of the
business, notepads could badeanddistributed to all currereandpotential customers. On these
prompting notepads could be contact informatada quick checklist of specific aspects to

think about when placing a job order with @Rdor BMC. These pieces of information could be

in lighter text to still leave room on the notepadriotes without making a lettsize notepad.

The next tool is communicatioandcommunication should also be considered in everyandl

contact with customers. McKenzilohr (2000) cites it is impdant to researcandundersand
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the behavioraindattitudes of your audience, or customers in this case, before developing
messages. During the message creation, it is imperative that memsdgal-to-actions are
personal, engaginghdconcise Messagg should highlight whais lost by neglecting to act
versus the benefits, or savings, by acting. When framing messages like this, it is important to
provide your audience the next step to take. In addition, general communication should be
consistent throghout all mediums, onlinendprint. Furthermore, as seen in the data from
respondents, online resources like the Kansas State University website were @32BMCn

= 35) selected as how they previously learned ohbdor BMC, so websiteandonline

resources should be updated to reflect tiveemt service centerin preparation for thistudy it

was noted that areas of the welssaerrently refer to older names, configurations, or acronyms.
Another way to minimize the barrier of unawareness @ael to make pricing itemizations
available to customers, which could also be done in print pgetwtis online resources, like
websitesandemails.It is important to make information known to the audience instead of them
searching for the answer, asstican lead to frustraticandless motivation to follow through

with the behavior. For UBNdBMC, both service centers are producing specialized goods that
the majority of customers are not knowledgeable about. This produces a needhfud RNC

to overome the knowledge gap beten the employeesdmeet the customers at their
information level. A specific practice to do this could be to use the preferred methods of

communication from respondents of this study.

Incentivesare another tool that can beedsn CBSM plans to motivate the adoption of new

behaviors. This tool can be used to reward positive adbiecausg@unishments for non

conforming behavior do not lead to the intended outc@vitikenzieMohr, 2000) Incentives
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should be well thought ow@ind planned for long term as taking away rewards can lead to less
motivation to the behavioAlthough this may not be the best strategy for UP and BMCe
incentives should have longevity should be made clear to curramdpotential customers if
theyare getting a deal or discowting UP and/or BM@ersus using another service cenler.

UP and BMC were to use a shtgtmincentive, an appropriate one would be to have current or
potential customers tour the facilities of UP and BMC. Those whacpeated in the tour could
receive a discounted printing or mailing job as an incentive. In additietqur could serve as a
tool to increase familiarity of the locatigrservices, and overall processsefvicesA potential
message to addreff®e savgsa s p e c t  Quoalityaddsavimgs in éverprint. dhis

message highlights quality, which was found as an important aspect to customers, and
simultaneously addresses any savings or resources saved by usigéxamplemessage for
BMC that highlghts any money or resourcessaeed ul d be, A Reac.hd nlghinor e
example message also incorporates the theme found withinimveteswers of RO4, which was

UP and BMC helps others tell the story of Extension.

The final tool used in CBSM plans conveniencandmaking the less desirable behavior less
convenient. This can be possible through chan
with the desirable action. Once tools have been selected that will lessen barriers, the strategy

shauld be pilot tested within one or more smaller sector of the commamitgvaluated to

ensure a behavior has been changed. In the casearidBMC, the behavior is being more

familiar andknowledgeable with both service centarglits respective serves. By measuring

this among a couplef smaller sectors of the larger community, it can be assessed if the pilot

was successful.
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A minortheme throughout this researahdits data was cooperative purchasarmgihaving
currentandpotential customers &ing restricted in their purchasing optioMgangandBunn

(2004) cite that it isecommended to address this problgyrhelping those in the purchasing

role undersindthe importance of their purchase in the bigger picture. Through this, purchasers

will be more inclineé@ndresponsive to the objectives, exchange process, outcantess,e | | er 0 s
requests. In addition to increasing knowledge ofdd@BMC among customers, this should be

an additional theme addressed when selecting CBSM tools. It is typataldmmunication

between purchaseasdsellers in longerm cooperative purchasing agreementgeigible

because it is known by both parties there should be a mutual cooperation. By pushing the

envelope of traditional, minimal communicatiandconneting the purchaser with the meaning

of their supportUPandBMC could overcome the stigma that customers are required to use their
services. As recommended by CBSM tools (McKesMdahr, 2000), concisandpersonalized

messages can be helpful in communigatvith audiences to inhibit behavior changes.dvl

BMC could construct a message specifically targeted for those who fall under the cooperative
purchasing agreement that negates the contract mindset. An example message could be

AUniversity Printingius e it because you wantnothevexamplet becalt
message that incorporat@shemeound within the writein answers of RO4 coulok, fiPrinting
foryouandyours 06 Thi s message emphasizes UP amd BMCO

fulfill the mission of Extension.

Social technographic questioasdclassifications can be used to direct specific, useful resources

to audience membebmsed on their Internet uaadinternet habits (Li & Bernoff, 2011While
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social media is not amppropriate channel as identified by this audience, this audience was
comfortable with web usandhad a high level of social technographic skills. Thus, they are

likely seeking resources online madpost purchasing. It could be beneficial to make aerta
aspects clear online like costs, discounts, pricing structure, services available, turnaround time,
andonline ordering instructiorendoptions. To further eliminate the barrier of inconvenient

locations, it could be helpful to make mandshipping @tions clear online as well.

Furthermore, it is recommended the KSRE List serv be updatedore usable format for

business, departmental, and research use. Within that, it is also recommended the list be pruned
for recipients that have changed ingiibns or positions, include descriptive information

regar di ng randbe greessibleé ssndng depdrtment memiddns would provide

bettersystem forresearch rad business purposes.

Summary

In this chapter, conclusiongeremade about the datandfurther interpretationserediscussed

andif applicable, related back to previous literatufellowing conclusionganddiscussions of

the research objectivdsypothesisand research questia®commendations for research, theory,
andpractice wee madeThe purpose of this study was to enhance the KSRE brand through

CBSM strategies that emphasize internal brand
wasachieved through the research objectives, hypothesis, and research question, wiifigh iden

needs, barriers, and perceptions of two Extension communication services units from potential

and current customers at Kansas State University. As an effect, this study provided strategic

recommendations for services and cliefitss study waguidedby the theoretical framework of
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CBSM because of the limited available marketing budget, recommended usepobslkelimed
brandambassadorgndthe specialized campasidExtension community customer base. The
results of this studwereused to identifyan endstate behavior for customersldP andBMC,
which was to increase familiarigndknowledge of service centemsdits services.

Simultaneouslythis study identifiecheedsandbarriers to use of UBndBMC.
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AppendixA-Survey I nstrument

University Printing & K-State Research
and Extension Bookstore and Mail
Center Survey

Q1 PROJECT TITLE: Signed, sealed, delivered: Understanding Extension communication
services customer needs for the advancement of the Extension brand in Kansas

PROJECT APPROVAL DATE: February 22, 2019

EXPIRATION DATE:

LENGTH OF STUDY: 15-30 minutes

PRINCIPAL INVESTIGATOR/CO-INVESTIGATOR(S): Dr. Lauri Baker and Anissa Zagonel
CONTACT DETAILS FOR PROBLEMS/QUESTIONS: Anissa Zagonel, azagonel@ksu.edu
IRB CHAIR CONTACT INFORMATION: Rick Scheidt, Chair, Committee on Research Involving
Human Subjects, 203 Fairchild Hall, Kansas State University, Manhattan, KS 66506, (785) 532-
3224

PROJECT SPONSOR: N.A

PURPOSE OF THE RESEARCH: The purpose of this survey research study is to identify
potential and current customer needs, barriers, and perceptions of two K-State Research and
Extension communication services units at Kansas State University.

PROCEDURES OR METHODS TO BE USED: Research will be conducted through an online
survey created in Qualtrics.

ALTERNATIVE PROCEDURES OR TREATMENTS, IF ANY, THAT MIGHT BE
ADVANTAGEOUS TO SUBJECT: N.A

RISKS OR DISCOMFORTS ANTICIPATED: There are no anticipated risks to participating in
this study.

BENEFITS ANTICIPATED: Employees could benefit from the enhancement of the K-State
Research and Extension brand, increased business, and job responsibility.

EXTENT OF CONFIDENTIALITY: The subject's responses will be kept confidential to the
extent provided by law. The survey participants' name and personal information will be
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anonymous. Only descriptive data will be used to describe the population in the research
conclusions.

IS COMPENSATION OR MEDICAL TREATMENT AVAILABLE IF INJURY OCCURS: N.A.
PARENTAL APPROVAL FOR MINORS: N.A.

Do you agree to participate?
Yes

No

Skip To: Q2 If Q1 = Yes
Skip To: End of Survey If Q1 = No
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Q2 In what way are you affiliated with <strong>K-State Research and Extension and/or a
college at Kansas State University? If you are affiliated under multiple categories, please
provide the percentage of affiliation in each category.

Research faculty

Teaching faculty

Extension faculty (state specialist; Manhattan campus)

Extension faculty (state specialist; other campus)

Extension regional specialist (Manhattan campus)

Extension regional specialist (other campus)

District or county Extension agent

District- or county-based Extension staff

Manhattan campus-based Extension staff

Department-affiliated staff

Intern or student employee

Other; please specify
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Q3 In regard to your role with K-State Research and Extension, how familiar are you with each
of the following service centers on Kansas State University's campus?

Not familiar at Sllg_h.tly Neutral I\/Iogly Extremely
all familiar familiar familiar
University
Printing
K-State
Research and
Extension
Bookstore
and Mail
Center
Q4 Have you used services from either of the following?
Yes No
University Printing
K-State Research and
Extension Bookstore and
Mail Center
Page 4 of 28
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Q5 How important is University Printing?
Not at all important
Slightly important
Neutral
Mostly important

Extremely important

Q6 How important is the K-State Research and Extension Bookstore and Mail Center?
Not important
Slightly important
Neutral
Mostly important

Extremely important
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Q7 University Printing is Kansas State University’s in-house print shop. This resource is a full-
service printing, copying, and bindery production facility with two locations, 26 Umberger Hall
and 52 K-State Student Union.
Based on this description, how familiar are you with University Printing?

Not familiar at all

Slightly familiar

Neutral

Mostly familiar

Extremely familiar

Q8 How often do you use University Printing for...

Multiple
Several Once a .
Never Once a year . times each
times a year month month
business
and/or
professional
use
personal
and/or
convenience
use
Page 6 of 28
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Q9 Is there anything else you would like to say about University Printing?

Q10 The K-State Research and Extension Bookstore and Mail Center supports K-State
Research and Extension and the College of Agriculture by managing and distributing an
inventory of more than 2,000 publications, promotional materials, and other items; metering
mail, providing United Parcel Service, and Federal Express business services; and mail list
processing and addressing. This resource is located at 24 Umberger Hall.

Based on this description, how familiar are you with the K-State Research and Extension
Bookstore and Mail Center?

Not familiar at all
Slightly familiar
Neutral

Mostly familiar

Extremely familiar
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Q11 How often do you use the K-State Research and Extension Bookstore and Mail Center

for...

business
and/or
professional
use

personal
and/or
convenience
use

Never

Several

Once a year .
times a year

177

Once a
month

Multiple
times a
month
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Q12 Is there anything else you would like to say about the K-State Research and Extension
Bookstore and Mail Center?
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Q13 How important is each of the following services to you that are provided by University

Printing and the K-State Research and Extension Bookstore and Mail Center?

Printing

Copying

Binding

Large format
printing
(posters and
banners)

Graphic
design

Ordering
publications

Buying
promotional
items and
supplies

Metering mail

Mail list
processing
and/or
addressing

179

Extremely
important
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Q14 Thinking about University Printing, how much does each of the following influence your
decision to use its services?

The ease and
convenience
of the
ordering
process

The
willingness of
employees to

help me

The ease and
convenience
of the pick-up
or delivery
process

A quick
turnaround
time

The ability to
mail out my
project

The quality of
the final
product

There is no
other option
that can fulfill
my project
needs

Other; please
specify

Not at all

A little

180

Neutral

A lot

A great deal
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Q15 Thinking about University Printing, how much does each of the following influence your
decision to use its services?

I've had
unfavorable
experiences

in the past

am unaware
of services
offered

My peers do
not use its
services

| already
have another
business that
| prefer

| am unaware
of the
ordering
process

The services
do not fit my
needs

It is
inconvenient
for my
location

I'm required
to use its
services

Not at all

A little

181

Neutral

A lot

A great deal
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Q16 Thinking about the K-State Research and Extension Bookstore and Mail Center, how much

does each of the following influence your decision to use its services?

The ease and
convenience
of the
ordering
process

The
willingness of
employees to

help me

The ease and
convenience
of the pick-up
or delivery
process

A quick
turnaround
time

The quality of
the final
product

There is no
other option
that can fulfill
my project
needs

Other; please
specify

Not at all

A little

182

Neutral

A lot

A great deal
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Q17 Thinking about the K-State Research and Extension Bookstore and Mail Center, how much

does each of the following influence your decision to use its services?

I've had
unfavorable
experiences

in the past

am unaware
of services
offered

My peers
don't use its
services

| already
have another
business that
| prefer

| am unaware
of the
ordering
process

The services
do not fit my
needs

It is
inconvenient
for my
location

I'm required
to use its
services

Not at all

A little

183

Neutral

A lot

A great deal
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Q18 How often do you use each of the following services provided by University Printing and
the K-State Research and Extension Bookstore and Mail Center?

Several Once a Muttiple

Never Once a year times a vear month times a

y month
Printing
Copying
Binding

Large format
printing
(posters and
banners)

Graphic
design

Ordering
publications

Buying
promotional
items and
supplies

Metering mail

Mail list
processing
and/or
addressing
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Q19 How much does each of the following influence your thoughts of University Printing and the

K-State Research and Extension Bookstore and Mail Center?

The quality of
the product

A quick
turnaround
time

A variety of
services

The ease of
ordering

The ease of
delivery or
pick-up

The price of
services

If my peers
are using the
services

Preferred
vendor
contracts

None at all

A little

185

Neutral

A lot

A great deal
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Q20 What is your preferred channel to hear about current and additional services from
University Printing and the K-State Research and Extension Bookstore and Mail Center?

Through
social
media

(Facebook,
Twitter,
Instagram,
etc.)

K-State
Today

K-State
Research
and
Extension
Tuesday
Letter

Through an
email

Through a
newsletter

Through an
in-person
contact

Do not
prefer

Slightly
prefer

Neutral

Mostly
prefer

Prefer a
great deal

Q21 Is there anything else you would like to say about the marketing and communications of
University Printing and/or the K-State Research and Extension Bookstore and Mail Center?

186

Page 17 of 28



Q22 In the next series of questions, you will be asked about storytelling.

Q23 For this question, consider storytelling a method of capturing public value, meaning, and
significance of work. Storytelling often uses facts and emotions to connect with the intended
audience.

How important do you see each of the following service centers in telling the story of Extension?

Not at all Slightly Mostly Extremely
. . Neutral . .
important important important important

University
Printing

K-State
Research
and
Extension
Bookstore
and Mail
Center

Q24 What role do you see University Printing and/or the K-State Research and Extension
Bookstore and Mail Center playing in telling the story of Extension?

Page 18 of 28

187



Q25 In the next series of questions, you will be asked about technology and social-media use.
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Q26 On the Internet, approximately how often do you...
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Several
Times a
Year

Once a
Year or
Less

Never

Publish or
update
your own
Web
page/site

Write a
blog

Upload
videos to
the web for
the
purpose of
sharing

Post
original
content to
Facebook

Post
original
content to
Twitter

Post
original
content to
another
social-
media site
besides
Facebook
or Twitter

Initiate a
discussion
on a forum

Once
aMonth

190

2-3
Times
a
Month

Once a
Week

2-3
Times
a Week

Daily
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Upload
photos to
the web for
the
purpose of
sharing
(using
Facebook,
Twitter,
Flickr, etc.)

Post
original
content to
a wiki
(Wikipedia,
pbworks,
etc.)
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Q27 On the Internet, approximately how often do you...

Oncea Several 2-3 2-3
Never Yearor Timesa CI\)Ar(I)Cr{etr? Times a ?,Gggka Timesa  Daily
Less Year Month Week

Read/look
at posts
on
Facebook

Read/look
at posts
on Twitter

Read a
blog

View
user-
generated
videos
online

Listen to
podcasts

Search
for and
read
reviews

Search
for and
read
online
forums

Search
for and
read
articles
found in
an
internet
search
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Q28 On the Internet, approximately how often do you...

Once

veral
a Year Severa

Times a
Year

Once a
Month

Never
Less

Comment on
webpages
(i.e., news

story)

Comment on
blogs

Comment on
tweets

Comment on
Facebook
posts

Post
ratings/reviews
on products or

services

Reply to a

discussion

thread on a
forum

"Like" a post
on Facebook

193

2-3
Times
a
Month

Once a
Week

2-3
Times
a
Week

Daily

Page 24 of 28



Q29 On the Internet, approximately how often do you...

Once

veral
a Year Severa

Times a
Year

Once a
Never Month

Less

Tag
webpages for
yourself or
others using
social
bookmarking
(i.e., Digg,
StumbleUpon)

Subscribe to a
website or
blog using

RSS

Subscribe to a
podcast

Subscribe to a

video website

channel (i.e.,
YouTube
Channel)

Subscribe to
an online
forum

194

2-3
Times
a
Month

Once a
Week

2-3

Times

a

Daily

Week
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Q30 Which of the following social-media sites have you joined and created an account?

Google + (Plus)

Twitter

Facebook

YouTube

Blogging Website (i.e.,
Wordpress, Blogger)

Social Bookmarking (i.e.,
Digg, StumbleUpon,
Delicious)

Social media management
tool (i.e., HootSuite,
Tweetdeck, etc.)

Other(s)

Yes

195
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Q31 How did you learn about the services provided by University Printing and the K-State
Research and Extension Bookstore? Please check all that apply.

Through K-State
Through an  Through Through the . Research
on-campus a Through a friend Kansas Throl_Jgh K and This
informational  training de :;Tr]t};nent or State ;%ﬂ?; _?g:tae Extension  survey Other
session session p colleague  University y Tuesday
website Letter

University
Printing

K-State
Research
and
Extension
Bookstore
and Mail
Center

Q32 Which age category best describes you?
18-24
25-34
35-44
45 - 54
55 - 64

65+
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Q33 Which gender category best describes you?
Male
Female

Self identified
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AppendixB-1 nst i tuti onal Review Boa

KANSAS STATE
UNIVERSITY

{ University Research Compliance Office

TO:  Dr. Lauri Baker Proposal Number: 9659
Communications and Agricultural Education
307 Umberger Hall

FROM: Rick Scheidt, Chair
Committee on Research Involving Human Subjects
DATE: 02/26/2019

RE: Proposal Entitled, “Signed, sealed, delivered: Understanding Extension communication services
customer needs for the advancement of the Extension brand in Kansas”

The Committee on Research Involving Human Subjects / Institutional Review Board (IRB) for Kansas State
University has reviewed the proposal identified above and has determined that it is EXEMPT from further
IRB review. This exemption applies only to the proposal - as written — and currently on file with the IRB.
Any change potentially affecting human subjects must be approved by the IRB prior to implementation and
may disqualify the proposal from exemption.

Based upon information provided to the IRB, this activity is exempt under the criteria set forth in the
Federal Policy for the Protection of Human Subjects, 45 CFR §46.101, paragraph b, category: 2,
subsection: ii.

Certain research is exempt from the requirements of HHS/OHRP regulations. A determination that
research is exempt does not imply that investigators have no ethical responsibilities to subjects in such
research; it means only that the regulatory requirements related to IRB review, informed consent, and
assurance of compliance do not apply to the research.

Any unanticipated problems involving risk to subjects or to others must be reported immediately to the

Chair of the Committee on Research Involving Human Subjects, the University Research Compliance
Office, and if the subjects are KSU students, to the Director of the Student Health Center.

203 Fairchild Hall, Lower Mezzanine, 1601 Vattier St., Manhattan, KS 66506-1103 | 785-532-3224 | fax: 785-532-3278
comply@k-state.edu | k-state.edu/research/comply
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| FOR OFFICE USE ONLY:  IRB Protocol # Application Received: Routed: Training Complete: |

KANSAS STATE  ommittee for Research Involving Human Subjects (IRB)

UNIVERSITY

University Research Application for Approval Form
Compliance Office Please send your completed application to comply@k-state.edu
INSTRUCTIONS

Be sure to save the application PDF to your computer before you begin completing the form.
You may not be able to save your changes if you edit this form in a web browser.

The KSU IRB is required by law to ensure that all research involving human subjects is adequately reviewed for specific
information and is approved prior to inception of any proposed activity. Consequently, it is important that you answer all
questions accurately. If you need help or have questions about how to complete this application, please call the Research

Compliance Office at 532-3224, or e-mail us at comply @ksu.edu.

Please provide the requested information in the outlined text boxes. The text boxes are designed to accommodate
responses within the body of the application. As you type your answers, the text boxes will expand where appropriate and
as needed. After completion send your application by e-mail to comply @k-state.edu.

You may sign this form using a digital signature. DO NOT sign the form until it has been completed. You cannot edit the
form entries once the form has been digitally signed. If you are making revisions to a previously signed form, right-click
the digital signature and select Clear to remove the signature (this can only be done by the person who originally digitally

signed the form).
Forms that have not been signed will not be accepted.

Additional material is requested with this application. Be sure to provide electronic copies of the following documents (if
applicable) and submit them to comply @k-state.edu along with your application:

Consent Form (see Administrative Information, IX. Informed Consent A.)
Sponsor's grant application or contract as submitted to the funding agency. (See Administrative Information)

Surveys, instruments, etc used for data collection (see V. Design and Procedures C. and X. Project Information P.)
Debriefing statement to be utilized (see IX. Informed Consent E.)

FAILURE TO PROVIDE ALL INFORMATION REQUESTED MAY LEAD
TO A DELAY IN PROCESSING YOUR REQUEST.

Please proof read and check spelling BEFORE submitting the form.
To use Acrobat spelling check, press F7 or select EDIT, CHECK SPELLING

PLEASE CONTINUE TO THE NEXT PAGE
TO BEGIN COMPLETING THE FORM

Last Revised: 1/18/2019
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IRB Application Page 2
ADMINISTRATIVE INFORMATION:

Title of Project/Course: Signed, sealed, delivered: Understanding Extension communication services customer needs for the advancement
of the Extension brand in Kansas

Type of Application: [v] New/Renewal [ ] Revision (to a pending new application)

(check one box) [] Modification to an existing approved application #: |:|

Principal Investigator Details: (must be a KSU faculty member):

Name: Dr. Lauri M. Baker ‘ Degree/Title: |Associate Professor in Agricultural
Communications

Department:  |Department of Communications and Agricultural Education ‘ Campus Phone: [(785) 532-1140 ‘

Campus Address: 307 Umberger Hall, 1612 Claflin Road, Manhattan, KS 66506

E-mail: Imbaker @ksu.edu Fax #] (785)532-5633 \

Responsible Graduate Student: (Person to contact for questions/problems with the form):

Name: Anissa Zagonel Campus Phone: [(620) 238-1025 ‘

E-mail: azagonel@ksu.edu ‘

Does this project involve any collaborators not part of the faculty/staff at KSU? (projects with non-KSU collaborators may require additional
coordination and approvals):

[vI[No [ ] Yes
Project Classification (Is this project part of one of the following?):
Thesis [ | Dissertation [ ] Faculty Research

[] Other: ‘

Note: Class Projects should use the short form application for class projects.

Copy of the Consent Form: Copy will be submitted to comply @ksu.edu with this application [ ] Consent form not used

Funding Source: [ | Federal [ | State [ ] Internal Other

Funding Agency: Please give name of Funding Agency. (You will also need to provide a copy of the sponsor's grant application
or contract as submitted to the funding agency. Submit documents to comply @ksu.edu with your application.)

Based upon criteria found in 45 CFR 46 — and the overview of projects that may qualify for exemption explained at_http://www.hhs.gov/ohrp/
policy/checklists/decisioncharts.html, T believe that my project using human subjects should be determined by the IRB to be exempt from IRB
review:

[ ] No [v] Yes (If yes, please provide the category of "Exemption” in the space below)

Exempt Projects: 45 CFR 46 identifies six categories of research involving human subjects that may be exempt from IRB review. The
categories for exemption are listed here: http://www.hhs.gov/ohrp/policy/checklists/decisioncharts.html#c2 If you believe
that your project qualifies for exemption, please indicate which exemption category applies (1-6). Please remember that only
the IRB can make the final determination whether a project is exempt from IRB review, or not.

Exemption Category: |45 CFR 46.101(b)(2)

MODIFICATION:

Is this a modification of an approved protocol? No [ | Yes If yes, please comply with the following:

If you are requesting a modification or a change to an IRB approved protocol, please provide a concise description of all of the changes that you are proposing
in the following block. Additionally, please highlight or bold the proposed changes in the body of the protocol where appropriate, so that it is clearly
discernible to the IRB reviewers what and where the proposed changes are. This will greatly help the committee and facilitate the review.
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IRB Application Page 3

L

1L

III.

NON-TECHNICAL SYNOPSIS (Please provide a brief narrative description of proposal. This should typically be less than 75
words and be easily understood by nonscientists):

The purpose of this survey research study is to identify potential and current customer needs, barriers, and
perceptions of two K-State Research and Extension communication services units at Kansas State University.
Through this study and its findings, the Extension brand will be enhanced through increased effectiveness of
marketing and a bigger picture of potential marketing approaches will be achieved.

BACKGROUND (concise narrative review of the literature and basis for the study):

After the 1914 Smith-Lever Act, the Cooperative Extension Service was formed to serve each state university
by assisting in the dissemination of scientific information to the public. At Kansas State University, this is
known as K-State Research and Extension. Within this organization, there are multiple communication
services units providing assistance to the Extension service to fulfill the mission of Extension.
Communication services can focus on many different areas of dispersing information, such as editing,
writing, videography, broadcasting, printing, distribution services, social media, and many more. The two
areas of focus for this study are printing and distribution services, which are both vitally important to the
process of spreading the research-based knowledge to the Kansas public. Previous Extension branding
literature shows Extension employees are invested in the brand they represent; however, the population of
communication services is an anomaly at K-State Research and Extension. Past research has shown
employees are not invested and do not identify with the Extension brand, which could unknowingly be
embedding a negative perspective to external audiences. By using a community-based social marketing
(CBSM) strategy, internal brand ambassadors could change a specific behavior among a specifically-defined
community to benefit the group holistically. As an example, the specific behavior change, often referred to as
an end-state behavior, for this specifically-defined community could be to think first of K-State Research and
Extension's printing and distribution services over any other competitors. This end-state behavior is often
selected after further research is done into external audiences and an attainable behavior has been identified.
The specifically-defined community in this research would be anyone who would or could potentially work
with the state Extension service with matters of printing and distributing research. The group that would
benefit holistically would be: internal audiences (communication services employees), as they would have
more business and job responsibility; external audiences (current and potential customers of communication
services), as they would be more aware of the printing and distribution services available to them; and the
state Extension service as a whole due to the increase of general brand improvement and awareness. To begin
a CBSM initiative, needs, barriers, and an end-state behavior must be identified. This information can be
gathered through many different ways, but a common strategy is through survey research of the external
audiences.

PROJECT/STUDY DESCRIPTION

Please provide a concise narrative description of the proposed activity in terms that will allow the TRB or other interested parties to clearly
nderstand what it is that you propose to do that involves human subjects. This description must be in enough detail so that IRB members can make

n informed decision about the proposal).

A survey will be used, so the researcher can reap a substantial amount of data through predetermined
responses and open-ended answers. Surveys will be distributed through the K-State Research and Extension's
list of email addresses for Extension specialists and agents through Kansas State University's list of campus
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