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Proposal for Focus Group 

Each member of State+Sons was to recruit at least three members for the focus 

group. The focus group was led by Carter (moderator) and assisted by Zach (assistant 

moderator).  Saige and Kyle were in charge of documenting everything that was said 

during the study. This included documenting body language and emotions displayed by 

the participants. In order to make sure nothing was missed, the focus group was recorded 

with an audio recorder.   

State+Sons’ focus group consisted of ten people. The focus group was made up of 

six women and four men, all students at Iowa State.  The students’ classification and 

majors represented every college on campus except for Design. The College of 

Engineering was represented twice as well as the College of Agriculture and Life 

Sciences. The group consisted of four seniors, four juniors and two sophomores. 

Members of State+Sons solicited these students to the focus group by forming a 

list of people who each person remembered from their general education classes and 

extracurricular activities that would be a good fit for the group. They were not friends per 

say, but they were people who had stayed in contact with members of State+Sons 

randomly throughout the years. They were contacted via email, giving different times to 

meet and another email was sent after a wide majority could attend. 10 of the 15 

contacted showed up to the library on Tuesday, October 29, and for approximately 45 

minutes.	  

During the 45-minute to hour session, there were three main topics:  

• How do you know about UM?  

• Why or what will get you to UM?  

• Suggestions on ways to increase student awareness of UM.  

State+Sons also tested two different PR campaigns that include interaction 

between students and UM. These are the questions State+Sons used to probe answers to 

the three topics:	  

1. What year are you in school and what is your major area of study?  

2. Which media platforms do you use the most and which advertising or public 

relations tools catch your attention the most?  



3. Do you know about University Museums? If so, how much and how did you hear 

about them? 

a. If you have visited University Museums, which exhibits did you enjoy the 

most and what sort of exhibits would you like to see there? 

b. If you haven’t visited University Museums, what is the reason and what 

sort of exhibits would you be most likely to go see? 

4. Do you think University Museums is an essential, cultural aspect of campus? 

Why or why not? 

5. Would you be more likely to visit University Museums if they made the visits 

more interactive, such as setting up scavenger hunts or something online? 

6. What would you suggest University Museums could do to increase awareness of 

the organization and increase students’ interest in them? 

7. Are you likely to recommend visiting University Museums to your friends? Why 

or why not? 

8. Which of the following PR campaigns would increase your attention about UM? 

What suggestions do you have? 

a. Students painted as sculptures who move to interact with students on 

campus 

b. #ArtOnCampus Twitter competition 

9. Out Question: What is the one thing you would tell UM staff about their product? 

 

The questions led to a better understanding of the student population at Iowa State 

and their relationship with UM. State+Sons questions led us to possible future actions for 

the client to use, and an analysis of their current sitting position with students. Below is a 

summary of the findings from the group with a more detailed analysis in the headings 

that follow. 

Summary of Findings from Focus Group	  	  

 Overall students on campus, according to this focus group, seemed to know about 

UM. They see it as essential part of campus, but it needs more awareness on campus. 

Students did not seem to have bad things to say about UM, it just did not win in their 

busy schedules. Students find sandwich boards as a great advertising tool on campus. 



Students who knew the most were interacting with UM during their younger years on 

campus. Students have a strong view of a living statue campaign on campus, and believe 

that UM could have a very beneficial relationship with organizations on campus. 

Verbal Findings	  

To start with, every single one of participants considered Facebook as a main 

media platform to collect their information from. Two-thirds considered TV and about 

half considered Twitter as a major media platform in their day to day lives. Each student 

seemed to have a routine, and the times in which they gathered their information was 

around times when they ate. (Morning, lunch and dinner.) When advertising on campus 

was asked and what kind of forms caught their eyes the group as a whole had very strong 

feelings toward one form. This was the white sandwich boards throughout campus and 

many gave examples of specific spaces on campus where they have seen them every day. 

(MU, library, Marston Hall) The rest of the ways to advertise on campus were very much 

a personal opinion. Some argued the bulletin boards on campus caught their attention 

between classes, the bus advertising spots on the buses on campus, or Facebook 

groups/advertising on social media. The group did seem to have a consensus, not as 

strong as the sandwich boards, that emails were also great ways to attract students. 	  

When it came to the knowledge of UM, the group did admit they have very little 

knowledge of UM. The older students, as in seniors, said they had interacted with the 

museums on campus through many different groups and classes on campus when they 

were younger. Some said the honors program as well. However, now they claim they 

never hear of about UM. None of the students went to the museums just to go, besides 

one student who had a class in Morrill Hall, so she walked through the museum before 

class one day when she was bored. A participant also stated she had heard about UM 

through a friend once, but nothing in depth.	  

The discussion about UM and their exhibits, or product you could say, was the 

most interesting and the most lively conversation. All the students, that being seven of the 

ten, who had gone to one of the museums on campus really did enjoy their time. (One 

said “enjoyed”, which we assumes mean it was fine, but I would prefer not to do it 

again.”) They thought the work was, in their words, outstanding, interesting, appropriate, 

and historical. Both students who had gone and had not gone to the museums said they 



would have enjoyed/would have enjoyed the art if it was relevant to their classes, if the 

art was contemporary, and some said they would have enjoyed art from other cultures. 

One participant said, “I guess I’d like to see more Monet, Picasso, or van Gogh. That’d 

be pretty cool.” Students who had attended said they would/did tell friends shortly after 

to check it out, but never really pushed their friends.	  

Eight out of ten found UM’s place on campus was essential when asked, “Do you 

think University Museums is an essential, cultural aspect of campus.” One participant 

said kind of, and the other flat out said no. (The women who said no, did not even know 

UM was on campus until this focus group.) Out of the eight all of them seemed to agree 

that the historical aspect UM brings to campus is what makes it essential. They seem to 

find extreme value to have that open for the public. One member of the group said the 

underexposure really decreases the essential value it has on campus. Another said if 

professors used what they had to offer, they would be great educational centers, which in 

her view is what a museum is. 	  

State+Sons then asked how UM could attract students to enter their doors. To 

begin with, they were hesitant and seemed not to have any ideas. When Zach prompted 

them with a “Well what if they were more interactive, such as a scavenger hunt and you 

could win a prize or something.” The group thought if the prize was really, really good 

they would maybe consider it. (Good for them was free food from somewhere in Ames or 

on campus.) The group came up ideas such as hosting the sports teams for a meet and 

greet, incorporate the Greek Community to get house points, incorporate Late Night at 

the MU, or hosting some kind of “study break” space during dead week. One member 

thought if UM had a set time every day, or once a week or where they took students to all 

the museums for a tour would be beneficial. “Some students will do almost anything to 

procrastinate,” she said. Along the same line of the previous question, State+Sons asked 

how UM could get students to be more interested. The members of the focus group didn’t 

say anything new; instead they said much of what UM is trying now, but they didn’t 

know UM was doing these things. This included getting professors involved and 

informing the students on campus at an early stage. Someone did suggest maybe UM 

could look and see if GSB would like to join their cause to inform students of what UM 

has to offer.	  



The participants were then asked if they would recommend their friends to attend 

UM. They all seem to agree, but they just did not have enough information to properly 

inform their friend of what UM is. Many said they would suggest their friends to go to 

MU if they were doing a project about Iowa State, and did seem to think UM was a good 

place to go and get information. The students who did attend UM said they would 

definitely suggest the museums if their friends were into art.	  

 State+Sons then proposed the two following PR campaigns to increase their 

attention about UM. 	  

a) Students painted as sculptures that moved to interact with students on campus. 

(Picture located in Appendix) 

b) An #ArtOnCampus Twitter competition where one could win prize. 

The group was immediately attracted to the sculpture idea. Many said, “You have 

to do that!” One member thought it was one of the coolest PR ideas he has seen for 

campus. Many found value in the Twitter competition as well, but were worried not 

enough people would find out about it. The students were also very interested in seeing if 

there was a way for students to highlight their art somehow, or highlight how they work 

as a painter/sculptor/etc.	  

To cap of the focus group, State+Sons talked to the participants about the product 

UM has. The students wished there was more awareness of what they had to offer, they 

believed the product was great, and wished there was some way to make the product 

more exciting. One student said they wished UM would highlight the collection when 

they had walked in. He would have gotten more out of the exhibit if someone had been a 

bit more aggressive to help him throughout the exhibit. 

Nonverbal Findings	  

In summary of the nonverbal information, what State+Sons picked up throughout 

the interview was pretty normal, with nothing too strange throughout the session. 

Everyone participated, though two of the males did seem to have strong opinions 

throughout the process. The strongest nonverbal’s came during the possible PR 

campaigns. Students became very, very excited of seeing such a campaign on campus. 

They did have physical reactions to what they thought was right for advertising on 

campus. They all had very different perspectives, and you could physically tell when 



students disagreed with others. The student who did not know anything about UM did 

seem to feel like she was out of place. All students did believe they could be helpful to 

UM in their body language and they were engaged and very concerned about UM’s lack 

of awareness on campus. 

With the closure of the focus group, State+Sons had completed the needed work 

to gather enough information on how to improve the relationship between UM and ISU 

students. State+Sons had also gathered enough evidence to make the recommendation on 

how to address the current situation facing UM. (Awareness, Attendance, and Perception) 

On the pages that follow you can find the specific goals and strategies that State+Sons 

recommends. 

  


