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Description 
The proposed project aims to evaluate, re-design, re-launch and continually assess the 

teen serv ices space of the Fayetteville Free Library, with the goal of better serving the 

library’s teenage patrons and increasing their use of the space.  At present, the library 

has a very traditional teen space consisting of a conference table, a few armchairs, 

and bookshelves.  Dedicated teen computers, and a teen computer lab, along with a 

small and large tutoring room get a fair amount of use. Teens rarely linger in the space, 

coming in primarily to browse new books, or use the computers.  The recent addition of 

a gaming station has increased use of the space as a social venue, a trend this project 

hopes to build upon. 

 

The library is in a position to offer extensive services to its teen patrons, but the fact that 

they are not taking advantage indicates that their needs are not being adequately 

met.  The library will embark on a process of reinvention by immediately addressing 

some of the limitations of the current space.  These changes will kick-start an ongoing 

process of growth and feedback.  We emphasize the importance of gathering input 

from teen patrons and teens from the community to guide further changes to the 

space and to the collection.  Ultimately, the space should support a thriv ing and active 

community of teens who come to the library for information, recreation, socialization, 

relaxation, and civ ic involvement.  

 

The teens already have a clearly defined space within the library, and efforts have 

been made to incorporate teen advice in planning collections (for example, manga 

and graphic novel collections were largely selected by a prev ious teen advisory 

group). There is also already a teen computer lab, tutoring rooms, and a gaming 

station. While these are all used to some extent (the gaming station is a new acquisition 

within the last month, so measurement of its use is not available), staff feel that the 

space is not being utilized to its full potential, and the need for a “third space” for teens 

within the community is apparent. 

 

Goals of the new service 
The most immediate goal of this project is to make the library more attractive to teen 
users, developing the space in a way that makes it inherently inv iting for teens but 

uncomfortable for adults, in order to create a place where teens are safe, welcomed, 

and as unrestricted as possible. 

 

In the long term, the project aims to keep patrons engaged with the library as they 

grow through childhood and adolescence into adulthood, as well as to bring in teens 

from the community who have not traditionally seen the library as being “for them”.  By 

improving patron retention, the library will not only grow its user base but will more 

effectively meet the information needs of its community. 
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Need for the service 
No formal assessment has been undertaken thus far, however, the development of the 

teen space will benefit both the library and its patrons.  The need from the library’s 

perspective is twofold.  Most immediately, the library wants to ensure that it is fully 

equipped to serve its entire patron base, even the diverse and traditionally under-

served teen population.  Secondly, doing so holds great benefit for the library, as it 

prov ides an opportunity to develop childhood patrons into independent library users.  

 

On the patron side, there is a need for public spaces where teens can gather and feel 

welcomed. Teens socialize, study and relax differently than adults, and many of the 

venues available to them during their leisure time are not sympathetic to their specific 

needs.  The library is the rare place that can provide a safe, judgment-free, and cost-

free environment to serve as a ‘third space’ outside of school and the home.  

Developing Fayetteville’s teen space with teen input and with the needs of teenagers 

in mind - adapting to them, rather than demanding that they adapt to a space 

unsuitable for them - creates a positive outlet for teen energies and develops a positive 

relationship with the library where they feel that their concerns are heeded and their 

ideas have impact. 

 

User community 
Although the library currently has some teen users, very few of them are active in the 

programming the library offers.  The executive director, Sue Considine, suggested 

possible reasons for this, including that most teens in the area are involved in many 

different extra-curricular activities (including academics, sports, after-school 

employment, college preparation, etc.), which may account for lower attendance at 

Teen Advisory Group meetings or programs geared for teens. In response to this, she 

acknowledged that perhaps traditional teen programs may be a mis-allocation of 

resources, and funds should instead be spent making the location attractive, available, 

and functional for students to use on their own terms and in their own time.  

 

This plan defines its users as preteens and teenagers, roughly between the ages of 11 

and 18.  Although we may take into account the influence of parents whose teens use 

the space, the library is explicitly excluding adult patrons from the target users of the 

space.  We hope to reach both current teen patrons and teens who are non-users.  The 

library is situated within a residential neighborhood and is within walking distance of 

several large apartment complexes.  I t is also within two blocks of a major bus line. 

Given that Fayettev ille is a small community, centrally located between Dewitt, Manlius 

and East Syracuse, there is a significantly larger base of teenagers that can be reached 

from neighboring communities.  

 

 

 

 

 

Mission 
The Fayettev ille Free Library’s stated mission is “to prov ide free and open access to 

ideas and information”.  This re-imagining of the teen space will give the young adults 
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of the community a say in what sorts of information they need, and input on what kind 

of access they prefer.  There is little point in pouring resources into books that will never 

leave the shelves, particularly if the library can disseminate the same information more 

effectively through ebooks or a web presence.  Further, a much ignored resource that 

a library prov ides is the community that forms around it, and at present that community 

is entirely lacking for teens in the Fayettev ille Free Library.  By providing resources of 

interest to its teen patrons and a comfortable place to meet, the library can foster such 

a community.  

 

Vision: 
The Fayettev ille Free Library’s v ision statement is as follows: 

 “Individuals and groups in the Fayettev ille community will have their information 

needs met so that they can fully participate in the life of the community. 

 Individuals will utilize library services and resources for enlightenment and 

entertainment.  

Individuals will find free, diverse, accessible and up to date materials, resources and 

technologies. 

 Individuals and groups will be welcomed in a pleasant and safe environment for 

instructional, informational and entertaining experiences.” 

 

This project could well be defined as the process of bringing the teen space up to the 

standard outlined in the library’s v ision statement.  Both the collection and the physical 

space need to be aligned with the needs of the community.  The space is currently 

underutilized, either because the space itself is inadequate, because the resources are 

not sufficiently relevant or accessible, or because the target users are unaware of the 

resources.  Making the space itself more welcoming and comfortable will encourage 

use, attract a group of users from whom to solicit feedback, and optimally result in a 

significant teen voice in future library planning. 

 

Strategic Initiatives 
At present, the library is in the process of a long-term development project.  For some 

time there has been no official teen program, nor has there been a teen librarian.  Pete 

Cioppa, a recent Syracuse University graduate, has been hired as the new teen 

serv ices librarian.  With space, staffing and resources in place, development of teen 

serv ices (as defined by the space, collection and programming) is a priority.  Sue 

Considine, the executive director of the library, described the whole organization’s 

initiative to redefine the patron experience. In her vision, patrons will come to the library 

not only to find specific materials, but to discover things they didn’t know they were 

looking for, shifting the library's values from simple location and access to discovery and 

inspiration.  Considine intends to achieve these goals through the use of well-designed 

shelv ing and displays. The thinking behind this initiative will also inform the layout of the 

teen space. 
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Key Internal Stakeholders 

Project team - Teen 

librarian, clerk 

assistant 

Responsible for administering, maintaining, and securing 

funding for this project, and for maintaining contact with the 

Teen Advisory Group. Team wants to see teen involvement 

in the library increase, wants children to stay involved with 

the library beyond childhood, wants library to have a good 

reputation as a place that is supportive of teens 

Executive Director 

Responsible for securing funding, provides a guiding v ision 

for library services as a whole, wants library to have a good 

reputation and serve as much of the community as possible. 

Librarians 

Responsible for working with teen librarian to integrate teen 

nonfiction into adult collection, deciding on a classification 

scheme, and coordinating display.  Librarians may also 

adjust their acquisitions choices if the number of teen 

patrons significantly increases, and will have to be trained 

and prepared to respond appropriately to teen behavior  

Clerks  
May have to handle increased circulation, also be prepared 

to make teens feel welcome 

Members of Teen 

Advisory Group 

Local teenagers will be an integral part of decision-making 

about the space and any teen-centered activities. They will 

be tasked with evaluating and creating ideas for the teen 

space. Their interests are to create a welcoming social and 

academic space for themselves that is separate from home 

or school.  

 

 

Key External Stakeholders 

Young teens (users 

and non-users, ages 

11-14) 

Will benefit from a safe, supportive atmosphere that lets 

them be themselves and explore social, intellectual and 

personal interests; opportunities for 

involvement/empowerment.  Will have access to 

technology and other resources for learning and 

entertainment. 

Teenagers (users and 

non-users, ages 15-18) 

Will benefit from a safe, supportive atmosphere that lets 

them be themselves and explore social, intellectual and 

personal interests; opportunities for 

involvement/empowerment.  Will have access to 

technology and other resources in support of personal 

and academic interests.  The library will also serve these 

teens as a relaxing social venue and an escape from the 

stress of school, work, college preparation, and other 

activ ities. 

Parents  
Will benefit from knowing that their teens are in a safe 

environment and that their learning is supported 
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Other library patrons 

May benefit from having teens’ energies properly 

channeled, some may complain that their own use of the 

library is disrupted 

Taxpayers/wider 

community 

Benefit from having teens out of malls, off streets, better 

educated/informed/prepared for life 

Library Profession 
Benefit from a successful example of collaborative work 

with patrons, and example of successful teen space 

 

 

Service users 

Users 

Preteens and teenagers (between ages 11-18) 

- Current library users- New library users- Students- Readers- 

Gamers 

Benefits/ 

Opportunities 

Have a safe space to hang out 

Have access to current technology and other resources 

Encounter other worldviews 

Become part of a community 

Gain experience as a volunteer or advisory board member 

Do better in school 

Be more successful in the future 

Be a better informed citizen 

Costs/Risks 

Difficulty in getting to the library 

Possible overdue fines 

Potential for interpersonal conflict between teens who care 

about the space 

Importance 

Safe space particularly important for teens who are unhappy at 

home or don’t fit in at school 

Access point for technology and information 
Creates ties between teens who are invested 

Exposure to a larger worldview through library resources 

Impact 

Gives teens some autonomy 

They are able to pursue personal interests and become self 

actualized 

 

At this time, no formal needs assessment has been completed.  The philosophy of the 

library has been to anticipate trends and to imagine innovative, exciting new services 

rather than waiting for patrons to request them.  However, it is not possible to anticipate 

all the needs of the teenage patrons.  An initial needs assessment, as well as ongoing 

evaluation, is useful for focusing the librarian's attention on the users and serv ices that 

can yield the greatest impact. 

 

The creation of a Teen Advisory Group (TAG) is essential to the process of needs 

assessment. Three Teen Advisory Group meetings have already been held, and teens in 

attendance indicated that they would be very interested in arts programming, which 

has been successful in the past. In the future, the teens in the group will be tapped for 

their input on programming, materials, and improvements to the physical space. In 
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addition to these formal discussions, the Teen Serv ices librarian should be interacting 

with the teens in the library on a daily basis and developing open lines of 

communication with them, both in-person and v ia social media.  

 

Requesting direct feedback from teens benefits all stakeholders.  Although limited by 

the population (teens who already use the library) and by teens' willingness to talk 

openly about what they like and dislike, giv ing teenagers a large role in planning their 

own space ensures that the end result is appealing to them and keeps them in 

dialogue with the library.   

 

Some suggested questions for these discussions (formal or informal) include:  

 

 What do you think about the space (or recent changes to the space)? 

 What keeps you from using the space more?   

What is appealing and unappealing about hanging out in the library?  

 What features might attract more of your friends to hang out here? 

 

Fayettev ille librarians can further define users’ needs based on internal assessments 

such as feedback from library staff and observations of current users.  The library 

director feels that having engaged employees is the best way to do assessment, and 

says “we are ALWAYS doing assessment of user needs and assessment of the success of 

our projects”. She feels that surveys don’t generally return the information that they’re 

designed for, and so informal discussions with patrons are the best ways to find out 

what is needed.  

 

Important points to consider include:  

 Who is using the teen books, resources, and computer lab?  

 When teens use the room, how exactly are they using it? Are there particular 

activ ities and spaces they use?  

How can the features that are used be expanded or accentuated?  

 What groups or demographics are not seen in the library? What could be done to 

encourage them to come?  

 

These evaluations can be done in an informal way, as librarians collect observations 

from their daily work. We suggest the use of a checklist to record the ways that kids use 

the space. These are quick for librarians to fill out, and have the advantage of possibly 

drawing staff’s attention to behaviors that might have otherwise gone unnoticed. 

Checklists also allow a degree of standardization in reporting that can be more 

accurate than anecdotal observations.  

 

Estimated Demand 
The busy lives of teens and their mercurial social habits make it nearly impossible to 

estimate what the demand for the serv ice might be. However, as Farrelly (2006) points 
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out, teens need a “third space” that isn't school or home. The teenage population of 

Fayettev ille will always change over time, as will their study habits, leisure pursuits, and 

means of socialization and interactive technology. This is why it is v ital to have a flexible 

space within the library where their changing needs can continue to be met, and their 

love for the library continue to be nurtured into the future.  

The current project strives to take into account the strategies and successes of similar 

projects. Two elements proved to be key in nearly all of the literature examined: 

successful libraries for young adults have spaces that are designed for teens’ bodies 

and preferred ways of working (Cranz & Cha, 2006), and they involve teens in their 

planning processes.  

 

Another aspect of planning that is repeatedly seen in the literature as a feature of 

successful teen spaces is the support of administration behind a well-defined vision 

statement emphasizing teens as a valued population.  Having a positive philosophy 

regarding the role and place of teens in the library can make the difference between 

attracting teens and turning them away, as noted by Bishop who found that a 

welcoming atmosphere as opposed to a controlling one generates increased 

involvement and positive responses.  Bishop cites the work of Mary K. Chelton, who sums 

up the roles libraries can play in the lives of teens: “assuring access to caring adults; 

equitable access; access to recorded information; access to parent education; access 

to information literacy instruction; access to opportunities for learning and youth 

participation; and access to helping networks” (Bishop, 2002).  

 

On the basis of her study, Bishop concludes that teen programs should strive to be: safe 

and accessible to all youth; base their content and methods on a systematic 

assessment of community needs, and existing serv ices on knowledge of the attributes 

and interests of youth; work with a variety of other community organizations and 

government agencies to extend their reach to the most vulnerable adolescents; have 

staff who are knowledgeable about adolescent development and trained to work with 

young people; regard young people as resources in planning and program 

development and involve them in meaningful roles; reach out to families, schools, and 

other community partners to create a strong social support system for young 

adolescents; have clear objectives and criteria for evaluation of success; have strong 

advocates for and with youths to improve their opportunities to become well educated 

and healthy; and have active, committed community leadership on their boards. 
(Bishop, 2002). 

 

The learning commons approach is an attempt to re-imagine the planning and use of 

space around people and activ ities rather than books.  As Bennett succinctly puts it, 

“Correct planning for future libraries will need to “start with an affirmation that library 

buildings are primarily and inv iolably about people, not about ‘stuff.’ This affirmation 

should not be seen as slighting the function of the library to prov ide access to 

information; it only recognizes that such provision will increasingly be met in the v irtual 

space created by the library’s electronic systems, while its building has other primary 
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functions” (Bennett, 2003).  This user-centered philosophy lends itself well to service for 

teens, whose unique needs have always required more from librarians than mere 

access to books. 

 

 

While the library is located within a relatively affluent and supportive community, the 

possibility of a decrease in funding is always present with the current economic 

situation. That being said, the executive director, Sue Considine, is committed to staying 

ahead of the next development in library philosophy to remain relevant and v ital to the 

patron-base. Because of that desire, she requested that our group conduct our analysis 

and generate recommendations without operating under the limitations of a set 

budget, preferring instead that we prioritize said recommendations for her to facilitate 

gradual incorporation into the library budget as funding and staffing allow. With that in 

mind, and her injunction to “Think big!” ringing in our ears, we set out to v iew the space 

with fresh eyes and suggest a broad range of possible improvements to the space.  

 

Recommendations: Physical facility 

Seating 
The space currently has five leather chairs, which are somewhat comfortable, but are 

seldom observed to be in use. This may be because they are too structured, and are 

not as amenable to lounging and unstructured socializing as teens would like. We 

suggest complementing the current arrangement with 3-4 beanbag chairs, and 2-3 
gaming chairs to go with the four-console gaming station the library just purchased for 

the teen area. As the library is located in a renovated furniture factory, much of the 

historical features including lovely hardwood floors and exposed wooden beams and 

pipes were not only left intact, but showcased in the building design. Because of this 

aesthetic, new furniture purchases should not stray too far from that design schema. 

The hardwood floors are beautiful, but do not inv ite sitting or lounging. As a 

compromise, we would recommend a large area rug in a dark, neutral color upon 

which students could gather, sit, lounge, or game in a more relaxed attitude than the 

structured, straight seating, and wooden table and chairs currently allow. 

 

Shelving 
Currently in development is a plan to incorporate the teen-centered non-fiction and 

reference section with the regular non-fiction and reference section in the adult 

serv ices area of the library. The time frame for this integration is set for mid-June of 2011. 

This would free nearly the entire back wall of shelving.  Rather than using this space to 

expand more traditional shelv ing of the fiction collection, the v ision is to move toward a 

more display-oriented, retail model for browse-able arrangements of material that 

promote discovery of new material and increased circulation. With this in mind, we 

would like to recommend the removal of the old non-fiction shelving to clear the wall 

for artwork, and a screen for movies. To facilitate browsing and increase collection 

discovery, one or more mobile shelv ing units with display capabilities are 

recommended. 
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Projector and Screen: 
While there are a projector and screen in the large community room area, which have 

been used to facilitate movie events in the past, turnout for teen events in this setting 

has historically been low. The teen librarian has expressed interest in utilizing the space 

provided by the removal of non-fiction from the teen area to install a screen and 

projector on the newly available wall space. This would allow for a more inv iting 

atmosphere for teen movie and gaming events. When coupled with added 

comfortable seating in the form of beanbag chairs, and gaming chairs this will help 

facilitate gaming tournaments and other events. 

 

Service point 
The creation of a checkout/reference point in or near the Teen Space would have a 

number of benefits.  Teens would benefit from convenient, specialized service.  The 

experience could be customized, and circulation and reference needs for teens could 

more easily be tracked.  Most importantly, teens would be encouraged to develop 

relationships with the teen librarian through these transactions. 

 

Teen impact on the space 
At present the Teen Space has a very professional, almost corporate feel to it.  While 

elegant, it does not lend itself to making teens feel ownership of the space.  We 

recommend finding ways to allow teens to change the space and make it their own.  

The inclusion of moveable furniture is one step, but we also suggest allowing the display 

of teen artwork, as well as a community art project such as a chalkboard wall which 

could double as both a physical space for showcasing teen creativity, and a teen-

specific notification board for upcoming events.   

 

Recommendations: Virtual space 
Although the library's website does have a section for teens, it is very simple and 

informational.  There is no social media presence geared specifically toward teens, nor 

is there much interactiv ity within the teen page.  We recommend adapting the website 

to reflect any colors and branding selected for the space and marketing materials in 

general, so well as increasing opportunities for content creation by teens.  Online 

resources should be made easier to browse, and the site should be kept updated with 

information about events, new items in the collection, features of the teen space, and 

social media promotions. 

 

Goals and outcomes 
Goal 1: Create a space where teens can pursue academic, recreational, social, and 

literary activ ities in a non-judgmental space that is clearly designed for them. 

Outcome:  Number of teens utilizing the teen space and attending teen 

programs will increase 

Outcome:  The library will be a safe, comfortable space for teens to gather 

 
Goal 2: Engineer and advertise services and materials to meet the needs of local teens 

with the goal of increasing effective use of library resources 
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Outcome:  Teens in the community will be aware of the library’s specialized 

serv ices for them. 

Outcome:  Circulation will increase due to improved marketing and selection in 

the collection 

Outcome:  Teens will have greater access to information because they’re in the 

library 

 
Goal 3: Connect with under-served parts of the community by creating a safe social 

space for kids, which will attract new patrons, improving social welfare for the whole 

community 

Outcome:  The number of patron registrations for teens will increase 

 
Goal 4: Teens will feel empowered through collaboration with library staff and peers to 

implement their ideas to develop space and programming. 

Outcome:  Teens will become peer educators, leading activities, acting as tutors, 

and working in study groups 

Outcome:  Teens will become life-long library patrons  

Outcome:  Teens will connect with the library through social media to become 

engaged patrons who identify with and are invested in the library’s brand 

 

 

Budget 

Initial Changes 
I tem Quantity Cost per item Total 

Beanbag Chairs 3 
$154 (Gaylord) - 

$235 (Demco) 
$462 - 705 

Floor Rockers 2 
$100 (Gaylord) - 

$135 (Demco) 
$200 - $270 

Area Rug 1 $105 - $290 $105 - $290 

Projector 1 $860.00 $860.00 

Projector Screen 1 
$130 (Newegg.com) 

- $750 (Demco) 
$130 - $750 

Bookstore-style Display Units 3 $345 - $2,060 $1035 - $6180 

Receipt printer for service 

point 
1 $200.00 $200.00 

Yalsa webinar 2 registrants $49.00 $98.00 

Website Redesign  40 staff hours -- -- 

  

Recurring Costs 
I tem Quantity Price Price per year 

Pizza or snacks for 1 

TAG meeting per 

Varies based on 

attendance 
$30 - $60 $360 - $720 
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month 

Food and supplies 

for 1 teen program 

or event per month 

Varies based on 

program type 

$50 (ex. Supplies for 

jewelry-making 

class) - $100 (ex. 

Snacks and awards 

for v ideo game 

tournament) - $250 

(author talk and 

book event) 

$600 - $3000 

Circulation Staff 

time for assistance 

with programs 

10 hours per month $100.00 $1,200.00 

Website and social 

media 

maintenance 

10-20 hours per 

month 
 -- -- 

 

Year 1 cost: $5250.00 - $14273 .00 plus implied cost of staff time 

 

Ongoing yearly cost: $2160.00 - $4920.00 plus implied cost of staff time 

 

Note: As the teen librarian is salaried, duties associated with implementation will fall 

within his regular responsibilities.  Due to the privacy of salary information, time 

commitments are tracked in terms of hours, which the library may convert to a dollar 

amount. 

 

Action Plan and Timeline 

What Who When Cost 

Phase 1: Evaluation and planning 

Site v isits to libraries 

with learning 

commons 

Pete Cioppa, Katie 

St. Laurent 

May and June, 

beginning 

immediately 

Staff time 

Coordination with 

adult serv ices 

librarian for 

changes to 

nonfiction 

collection; weeding 

of teen nonfiction 

Pete Cioppa, Ellen 

DuPree 

May, beginning 

immediately 

Staff time, potential 

need for new 

shelv ing/signage/sp

ine labels 

Teen spaces 

webinar 

Pete Cioppa, Katie 

St. Laurent 
May 19 $49 per participant 

Select furnishings; 

get approval from 

TAG 

Pete Cioppa, Teen 

Advisory Group 

Begin looking 

immediately, 

present selections 

at May 9 TAG 

meeting 

Staff time 
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Seek teen 

feedback/assistanc

e on website 

Pete Cioppa May 9 TAG meeting Staff time 

Begin to develop 

social media 

presence 

Pete Cioppa 

May and June, 

beginning 

immediately 

Staff time 

Needs assessment 

based on how 

teens are currently 

using the space 

Pete Cioppa 

Ongoing, 

beginning 

immediately 

Staff time 

Phase 2: Implementation 

Nonfiction 

collection moves: 

items are removed 

from teen space, 

records are 

updated in Polaris 

to reflect new shelf 

locations, retraining 

of pages and clerks 

Pete Cioppa, Ellen 

Dupree, all clerks 

and pages 

Month of June 

Staff time, potential 

need for new 

signage/spine 

labels/shelving 

New 

seating/furnishings 

arrive, installation 

Pete Cioppa June 
Cost of furnishings, 

Staff time 

Creation of new 

displays using face-

out bookstore style 

shelv ing 

Pete Cioppa June 
Staff time, cost of 

new signage 

Launch of social 
media presence to 

coincide with 

summer reading; 

hold contests to 

encourage teens to 

“like” and “follow” 

the teen space on 

Facebook and 

Twitter 

Pete Cioppa June, ongoing 
Staff time, cost of 

prizes 

Phase 3: Ongoing assessment and growth 

Grow Teen Advisory 

Group 

. Pete Cioppa, 

Katie St. Laurent 

Beginning 

immediately, 

ongoing 

Staff time, snacks 

and materials 

Seek feedback on 

past changes and 

suggestions for the 

future 

Pete Cioppa, Katie 

St. Laurent 

Beginning in June, 

ongoing 
Staff time 

Implement Pete Cioppa, Beginning Staff time, cost of 
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marketing plan Brenda Shea immediately, 

ongoing 

marketing materials 

Begin planning for 

future initiatives 

Pete Cioppa, Katie 

St. Laurent, input 

from all staff 

Beginning in late 

August, ongoing 

thereafter 

Staff time 

 

 

Responsible parties 

Position Name Qualifications/Skills 
Responsibilities/Deli

verables 

Student Planners 

Alison Miner 

Katharine St. 

Laurent 

Meghan Dornbrock 

Sarah Vecchi 

MLIS Students 

- Literature Review 

- Project Plan 

- Marketing Plan 

- Assessment Plan 

Other Consultants 

Mary Tiedemann - 

BOCES Library 

Media Specialist 

MLIS Degree, 

experience assisting 

schools meet the 

mandate for 

learning commons 

- Suggestions on 

space usage 

- Concrete 

examples of other 

teen spaces from 

within the BOCES 

system 

Teen Advisory 

Group Members 
to be recruited 

Authentic 

perspective on 

teen needs and 

interests 

- Feedback on the 

space 

- Suggestions for 

improvements to 

the space 

- Suggestions for 

relevant 

programming 

- Promotion 

Teen Librarian Pete Cioppa 

MLIS Degree, 

comprehensive 

knowledge of 

current teen space 

and users 

- Survey the 

targeted users 

- Promotion 

- Coordinate events 

Executive Director Sue Considine 

MLIS Degree, 

prov ides v ision for 

project goals 

- Feedback on 

proposals 

- Approval 

- Seek higher-level 

approval and 

funding 

 

Communication Plan 

Pete Cioppa and Katie St. Laurent will be in direct communication with teens using the 

Teen Space v ia email, social media, TAG meetings, and interactions in the library.  
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Marketing materials both inside and outside of the library should reflect a youthful, 

energetic aesthetic and should inform teens in the community of both specific and 

general reasons that they should v isit the library. 

Library staff should be made aware of teen initiatives, through staff meetings and 

internal email so that they can encourage participation and report observed results.  

Staff will be encouraged to send emails anytime they receive feedback, observe 

interesting needs or uses of the Teen Space, or have questions and suggestions. 

 

Pete Cioppa and Katie St. Laurent will meet monthly to rev iew progress, analyze 

gathered usage data, and plan future programs. Pete Cioppa will also meet monthly 

with Sue Considine to share information regarding plans for the teen space, successes 

and challenges, resource needs, and to constantly align the teen program with the 

overall goals of the library. 

 

Pilot-test 
Because of the structure of this project, there is no formal pilot.  The project plan is 

composed of many phases, creating small changes over a long period of time. Early 

phases, such as incorporating gaming through the inclusion of the gaming console, the 

rearranging furniture and consolidating the teen non-fiction into the larger non-fiction 

collection will be treated as experimental and will be evaluated carefully. 

 

Assessments occurring alongside and after these phases will be used to adjust the 

implementation of the phases to follow. The strategy is to make small adjustments to the 

space continuously, both to keep up with changing technologies and to ensure that an 

overall positive change is reached. 

 

Scalability 
Due to the nature of implementation, scalability is an inherent option. As many or as 

few of the suggested changes can be applied as needed. In terms of scaling up 

beyond the scope of the suggested changes, they can be applied as suggested, just 

“bigger”. Gaming tables can become gaming rooms, computer labs can get bigger, 

even to include specialty subsections for podcast recording and blogging, and more 

group activ ity areas can be added. 

 

The executive director is committed to implementing any good ideas, and requested 

that we prioritize our list of suggestions, as they may have to be stretched over multiple 

budget cycles. Additional capital can be used to bring other spaces up to code, 

should significant additional space be required. 

 

SWOT 

Strengths 

Budget 

Well trained staff 

Available space 

Affluent community 

Weaknesses 
Don’t currently have a strong teen following 

Don’t have a successful model to fall back on 
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Opportunities 

Teens will stay involved with the library into their adult lives 

Teens will be better equipped for college and for life 

The community will benefit as this segment of the population 

is enriched and educated 

Threats 

Teens in this community are already very busy 

Transportation may be an issue, but the library is on the bus 

line Competition from the mall, other nearby libraries, the 

YMCA 

 

Limitations and Assumptions 

Budget 
Possible budget cuts hinder implementation, although 
instituting these changes over several budget cycles is an 

acceptable option 

Space 

Available physical space is limited, and some space is taken 

up by a large industrial scale. Other areas of the library may 

be available in the future, but would require a huge 

investment 

  

Teen involvement 

Teens are extremely busy with other commitments - school, 

homework, sports, clubs, etc - and there is a high turnover 

due to the narrow age group. Interest may fluctuate 
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Katharine St. Laurent 
This project has been very challenging.  We were hindered by the fact that we were 

unable to meet with our host librarian until Monday of this week, and we were reluctant 

to get too far ahead of ourselves before knowing her expectations.  We went in with a 

lot of questions and gathered the information we needed.  We had some difficulties this 

week, with several group members traveling and experiencing technological issues.  I 

hope that for the marketing plan we'll be able to start earlier and get a better handle 

on things.  We are enjoying the opportunity to be creative, and we will probably revise 

this plan to make it even more ambitious. 

 

Sarah Vecchi 
 I  think that not being able to meet with our host librarian until February 28th, and 

having the secondary, teen librarian not able to make the meeting complicated things 

to some extent as we attempted to assemble our literature review, goals, and plan 

while blindly assuming certain things about what the host librarian wanted as the end 

product.  

 

We managed to work together well as a team, but had some difficulties because of 

scheduling conflicts and technology issues.   

 

I  had fun “shopping” for potential items to include in the space and figuring out how to 

pencil out a tentative budget for the project. I t helped me to understand something 

that’s a v ital part of the contemporary librarian’s job. I t’s also exciting to work on a plan 

with a host librarian so open to new ideas, and who encouraged us to “think big.”  

 

Meghan Dornbrock 
This is the week we were finally able to meet with our library personnel. We had a lot of 

questions concerning what they already had in mind for this project, especially in terms 

of budget and timeframe. I t turned out that a lot of these answers were very open and 

created more questions, but in a way the freedom has been helpful. 

 

I t also became evident that our library may expect us to give them a more concrete 

plan than is the expected outcome of this assignment. We’ve tripped ourselves up a 

little trying to keep the expectations separate, and I  think our compromise is to give our 

library a lot of possibilities and our best estimations as to what their outcomes might be. 

 

Ultimately, the library wants to implement a lot of little changes over time, which helped 

answer our timeframe question. I  think they’re taking a very smart approach in 

understanding that something as trend and tech-centric as a teen space is going to be 

an always-evolving entity, so small continuous changes are best for the budget and for 

everyone’s sanity. 
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Alison Miner 
This is a difficult task to get a full v iew of. As we discussed in our meeting today, we are 

trying to design a methodical plan, but also being asked by the host library to come 

up with concrete ideas about things as specific as paint color and types of displays. I  

think our plan paper ended up being theoretical and about guidelines for action and 

needs assessment, while what the Fayetteville librarians are looking for is specifics. I 

hope that the marketing plan will allow us 

to address these needs of theirs, while the theoretical plan will be helpful for outsiders 

or a reminder of the main goals. 

 

I  had a very difficult time getting my part of the writing done for this project, because I 

had homework assignments due earlier in the week and also had computer problems 

that literally wasted hours of my time. I  definitely cried several times and was really 

frustrated about this. 

 

However, I  am really impressed by the great writing done by my group members, and I  

enjoyed doing the editing afterwards to tie ideas together. I  worried that the 

document was repetitive because we had to address the same ideas in many 

different sections, but in the end I  think it is not unduly so, and the repetitions are 

justified 
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At present, the library’s efforts to market its teen services have focused entirely on the existing 

community of teens that use the library.  Email notifications for Teen Advisory Group meetings 

go out to a mailing list developed during last year’s summer reading program.  Events for 

teens are posted on the library’s Facebook page and tweeted alongside all other library 

programs.  The library website has a section devoted to teen services.  Activities and 

resources for teens are promoted on fliers and electronic display boards within the library, 

and teens receive bookmarks promoting upcoming Teen Advisory Group meetings with their 

checkouts.   

 

These efforts have been minimally successful at best.  Programming for teens (with a few rare 

exceptions) is poorly attended.  The focus of marketing thus far has been to make current 

patrons aware of services; little has been done to draw in teens who have never visited the 

library, or to play up the value and attractiveness of library services to those outside the 

regular member population.  Therefore, although all existing promotional efforts should 

continue, they should be reevaluated and tailored to appeal to teen desires and meet teen 

needs.  

 

At present, all marketing efforts are coordinated through a single public relations professional 

employed by the library.  She has been responsible for conceiving, designing and creating 

all signage, press releases, and promotional materials.  To date, promotional materials for 

teens have been consistent with the overall aesthetic of the library’s materials for adults: 

mature, elegant design and subdued colors.  There has been little to indicate that certain 

materials are geared toward teens, and changes in color and design will make dedicated 

materials more recognizable to teens. 

 

There is a great deal of room for improvement in how the teen space and programming is 

presented and promoted.  Changes to the space itself will make it more inviting, while a 

large-scale marketing effort driven by the teen librarian will increase exposure for the teen 

space and make its purpose more clear to the community.   

 

There are two primary gaps in the current marketing of the teen space.  The first, and most 

obvious, is marketing outside of the library’s current users.  Pushing promotional materials to 

local schools, malls, community centers, homeschool organizations, and residences, and 

expanding the web presence of the teen program is of high priority.  The second gap to be 

addressed is the tenor of the marketing itself.  Materials need to be adapted to appeal to a 

teen audience, to demonstrate the relevance of library services to their needs, and to be 

attention-grabbing. 

 

Increasing the use of social media to encourage student interaction and more effectively 

assess and respond to teen feedback and suggestions regarding teen programs and space, 

will perform double duty as both a means of marketing the space and hosted activities, and 

also serving as an ongoing assessment tool for student responses, participation, and 

feedback. 
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“Marketing aims to anticipate or find customer needs and fill them” 

(Hill, 2009, p.70) 

 

Marketing a teen space is simultaneously easy and hard. A successful space doesn't need 

much to satisfy teens once they're in the door, but making the space cool relies on extremely 

subtle details. Fortunately a librarian has many resources to consult when making such 

decisions. 

 

In planning space, materials, and atmosphere for any library service, it is vital to know what 

users like and want. A 2005 study by Nippold, Duthie and Larse showed that, for teens, “many 

other activities are preferred over reading, such as listening to music/going to concerts, 

watching television or videos, playing sports, and playing computer or video games. The 

study also indicates that interest in reading as a free-time activity declines during  [teen] 

years” (2005).  Students may not necessarily be lured by books as a primary motivating factor 

for utilizing the teen space, but they do enjoy reading, so drawing them into the teen space 

with other activities might lead them to pick up reading material that is well-displayed and 

attractive. 

 

To start with, simply having an inviting space devoted to teens where they can do what they 

want can serve as a major attracting force (Auerbach, 1996). Teens who need a place 

besides home or school in which to “hang out, mess around and geek out” (Ito, 2009) will be 

drawn to places where they can do that, especially if those places also host technology 

resources, gaming equipment, study facilities, and recreational reading material. As teens 

relating positive experiences to friends helps facilitate increased usage through word-of-

mouth, a well-appointed teen space effectively designed in response to real student needs 

and wants functions as its own marketing.  “By focusing on our patron's needs and showing 

clear efforts to meet them, effective marketing may make it unnecessary to talk about the 

laurels of the library in its own right, ever.” (Hill, 2009, p.70) 

 

As with all aspects of planning a teen space, most authors emphasize that marketing for 

teen spaces has proven to be most successful when teens are directly involved in the 

development of services, spaces, design, and programs (Brooks-Reece, 2006; Bishop, 2002; 

Lushington, 2002). Involvement in such Teen Advisory Groups (TAGs) or Teen Advisory Boards 

(TABs) leads to a feeling of ownership over the space, and an increased likelihood of teen 

involvement. Key to this sense of ownership was the belief on the part of teens that their 

opinions mattered, and that the space was developed (at least in part) by them and for 

them. Case studies have shown increased student involvement in programs suggested by 

and decided upon by fellow students, whereas prior events planned without teen 

consultation sparked only “hit-or-miss” participation (Bishop, 2002). 

 

“It is exceedingly difficult for librarians to keep pace with the changing sophisticated tastes 

of young people and almost impossible to provide satisfactory services to them without their 

continual input” (Dewe, 1995). The teens who already use the library are an invaluable 

resource for determining what sort of space and programs will meet the community’s 

particular needs, and continue to draw them and their peers (Taney, 2003). “Another 
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valuable resource is part-time staff at the library [such as high school-age pages], who 

usually are young and know what other kids like.” (Auerbach, 1996). 

 

If a librarian doesn't have the advantage of a pre-established teen group, he or she must 

build one, or look to outside resources. Making connections with the larger community 

through schools,  community groups, and parents, can be vital to successful growth (Hill, 

2009). Websites such as marketingprofs.com or ypulse.com can provide a sense of marketing 

trends that can guide librarians about what’s popular or innovative. This can teach librarians 

what things to emphasize in order to attract teens. “Start looking for patron needs that are 

related to needs you're currently filling, and then fill those needs in a slightly different way by 

only modifying current offerings rather than overhauling them.” (Stover, 2007). 

 

The traditional teen space design, exemplified by Gallo's 2008 article “Attractive displays for 

teen spaces”, incorporates things like bulletin boards, thematic book displays with props, 

posters and clip art. But many current writers emphasize the need to branch out from these 

tactics. Authors point out how important design is to creating the décor, and thus the 

coolness, of a space (Taney, 2003 Bolan, 2007, Bernier, 2010). Modeling teen spaces after the 

“adult” spaces they like, such as coffee shops and bookstores, can appeal to those who 

reject “childish” things. Book design is very carefully studied and created by publishers, and 

can be used to enhance the space by face-outs shelf displays, or reader's advisory booklets 

in the style of popular books (Trevor Oakley, personal communication, Mar 20, 2011). 

 

The library space, however, can only market to people who already use the library. In order 

to reach out to teens, advertising presence needs to extend to where the teens are (Doyle, 

2008). Many librarians have successfully used Facebook, MySpace, blogs, and other 

interactive Web 2.0 sites to keep kids aware and engaged with the library (Doyle, 2008, 

Braun, 2009, Bolan, 2007, Dawson, 2010). These articles have several good tips for successfully 

reaching teens through social media. 

 

Braun(2009) makes the salient point that the library's website cannot replace Facebook and 

should not try. The library's website may be most useful as the way to access the library 

catalog (Braun, 2009). If there is a way to make the library site truly interactive –  with 

students able to upload their own content or write reviews of media – this can be very 

appealing to both younger and older teens (Goodstein, 2008). However, if this is not done 

well, it becomes “web 1.5” rather than 2.0, as Bolan, Canada, and Cullin (2007) caution. 

 

Goodstein (2008) points out that librarians should look beyond the standard social media 

sites like Facebook and Twitter to those that are used by particular demographics. Sites such 

as Crunchyroll.com which is frequented by Manga fans, or Gamestar Mechanic where 

participants can build their own games and play them online, are invaluable sources to tap 

into for both better understanding what teens want, how they communicate via online 

media, and also providing a platform for advertising available services geared toward 

related teens. Goodstein also encourages librarians to take advantage of other popular 

online entertainments, such as dance videos on YouTube (2008). Dawson (2010) shows how 

a creative use of Flickr can not only promote the library, but create pride in the larger 

community, with photographic series about the unique aspects of Two Rivers, Wisconsin. The 

Chicago Public Library’s You Media program runs an online literary magazine via Tumblr that 

specifically hosts teen patron-generated content, such as poetry, videos, songs, mashups, 
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and web comics (http://www.youlitmag.tumblr.com). Such sites not only showcase what 

students are able to create at the library and so serve as further advertisement, but also 

provides students with a sense of ownership of and personal investment in the library, helping 

to create life-long library members. 

 

It is important that messages recognize and are geared toward the age of the target 

audience, as well. Teens, in general, want short messages, rather than something with too 

much text (Goodstein, 2008). Several resources suggest humor and pop culture references 

(Metzger, 2008, Taney, 2003), as teens enjoy being "in the know," that is, feeling that they are 

part of an in-group that understand what is happening in an advertisement. Ads targeting 

younger teens needed to be sophisticated enough to attract attention but not so 

sophisticated as to make them feel stupid. For example, Faris noted that pre-teens “enjoyed 

silly but not too sarcastic themes” (2009). 

 

Silly can also work with older kids, as demonstrated by a piece by Rebecca Metzger on the 

blog Library Marketing (2008). Her college library created postcards with pop culture 

references and silly images, which got attention and changed users' opinions of library staff. 

“The postcards, which are mailed to all students a few weeks into each semester, feature the 

faces of reference librarians superimposed on movie or TV stills, thus appealing to the visual 

and pop culture interests of most youth” (Metzger, 2008). One, a spoof of the film Conan the 

Barbarian, had the tagline, "Make an appointment with a reference barbarian today!". 

 

If teens are involved in making social media, they will promote it themselves. Podcasts, 

YouTube videos, Book Trailers, and animations are all projects that can be a library teaching 

activities as well as promotional materials (Braun, 2009, Bolan, Canada&Cullin, 2007, Hill, 

2009). A library equipped with media equipment, where youths can come to learn video 

editing or music mixing, will draw kids and foster creativity. Such media equipment can 

represent an expensive outlay, but could be completed in stages and expanded based on 

response. 

 

In the end, many say that good customer service and a welcoming environment are the 

most effective marketing strategy (Barber and Wallace, 2010; Bolan, Canada&Cullin, 2007). 

Barber and Wallace point out that the creating a goal and a message for the teen space, 

and communicating it to library employees, is essential to this process (2010). If librarians 

value youth and respect them, the youth will value and respect the library. And they'll tell 

their friends. 

 

 

http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
http://www.youlitmag.tumblr.com/
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Goal: The marketing campaign will increase usage of teen library resources, services and 

space 

• Outcome: The number of teens counted using the teen space will increase 

• Outcome: The number of teens attending library programs will increase 

• Outcome: Teens will utilize books, computers, study spaces and the gaming station 

 

Goal: The marketing campaign will increase awareness of the library as a fun, safe, useful 

service for teens 

• Outcome: Teens will identify the library as a place they’d like to hang out 

• Outcome: Teens will be exposed to marketing materials and be aware of the library’s 

teen services 

 

Goal: Marketing materials will pique teens’ curiosity and encourage exploration of the world 

through library resources 

• Outcome: Teens will actively engage by suggesting ideas for new materials, programs, 

and design 

• Outcome: Teens will use library resources to seek information 

 

Goal: Marketing materials and signage will draw a clear distinction between library spaces 

for teens and those for adults 

• Outcome: Signage will be recognizable as having a teen focus, and will tend to 

decrease the number of adults using the space 

 

 

See following page 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Target Audience Demographics Lifestyle Library Usage Information Needs 
Communication 

Preferences 

Service 

Alternatives 

Pre-Teen or Young 

Teens 

 

Age 11-13 May have more free time 

than older teens 

 

Students – Spend a great 

deal of their time in school 

or engaged in homework 

 

Readers – Looking for 

quality fiction, perhaps a 

community to share it with 

Gamers – Looking for a 

chance to try out new 

games and systems, or a 

place outside the house to 

play with friends 

 

All may or may not have 

access to 

books/technology at 

home 

Likely to come to library 

with parents 

 

Usually evening/after 

school/weekends 

 

Study, check out books, 

play or borrow games, 

use computers, 

attend library programs 

 

Fiction 

 

Homework help 

 

Current technology  

 

Games 

 

Social interaction 

Word of mouth 

 

Text message 

 

Facebook 

Activities at 

school/church 

 

Local YMCA/ 

Community 

Centers 

 

Other libraries, 

including school 

libraries 

 

Mall 

 

Parents' basement 

Teens 

   Readers 

   Students 

   Gamers 

 Library users 

   Non-library users 

 
 

Age 13-18 

 

Service area is 

generally middle to 

upper middle class, 

suburban 

Preparing for college 

 

May work part-time 

 

Students – Spend a great 

deal of their time in school 

or engaged in homework 

 

Readers – Looking for 

quality fiction, perhaps a 

community to share it with 

Gamers – Looking for a 

chance to try out new 

games and systems, or a 

place outside the house to 

play with friends 

 

All may or may not have 

access to 

books/technology at 

home 

May come to the library 

with friends or alone 

 

Usually evening/after 

school/weekends 

 

Study, check out books, 

play or borrow games, 

use computers, 

attend library programs 

 

Non-library users - 

None 

Fiction 

 

Career Information 

 

Homework help 

 

Current technology  

 

Games 

 

Social interaction  

Word of mouth 

 

Text message 

 

Facebook 

Activities at 

school/church 

 

Local YMCA/ 

Community 

Centers 

 

Other libraries, 

including school 

libraries 

 

Mall 

 

Parents' basement 



Parents of teens Wide age range 

 

Generally middle- to  

upper-middle class  

 

Majority of users are 

Caucasian but 

significant range of 

ethnicities 

represented 

Regular/sporadic library 

users 

 

May bring teens to the 

library 

 

Likely to be 

married/employed 

Check out books/DVDs 

 

Use computers 

 

Attend programs 

 

Use meeting space 

 

Eat at the cafe 

Entertainment 

 

Social interactions 

 

Personal 

interests/research 

 

 

Library website 

 

Newsletters 

 

Library signage 

 

Email 

 

Print advertising 

 

Facebook 

Other clubs/ 

community centers 

 

Barnes and Noble 

 

Other libraries 

 

Netflix 

 

 

 

 

Librarians  Vary in age 

 

Well-educated 

Full time/Part time     Internal email 

Staff meetings 

  

Circulation Staff Vary in age 

 

Well-educated 

Part time   Internal email 

Staff meetings 
 

PR Director  Full time   Internal email 

Staff meetings 
 

Executive Director   Full time     Internal email 

Department meetings 

Staff meetings 

  

Children’s Librarian  Full time   Internal email 

Staff meetings 
 

Teachers & School 

Librarians 

Vary in age 

 

Well-educated 

Tech-savvy, well-

educated, and in-touch 

with student needs, 

challenges & 

developmental stages 

 

Aware of the school 

environment teen patrons 

are coming from 

Preview potential 

additions to their 

collections 

 

Network with other 

librarians and 

collaborate with Youth 

Services staff to provide 

services/programs 

outside of school 

Latest teaching 

resources 

 

Materials for preview  

 

Professional 

development 

 

Internet connectivity 

for students 

Email 

 

Facebook 

 

Twitter 

BOCES 

 

AASL 

 

Amazon.com 



Other Library 

Patrons 

Diverse in age, 

income and 

background 

Varied – many young 

children, parents, 

grandparents, and 

babysitters of these 

children; non-parents, 

seniors 

 

May be employed, 

unemployed or retired 

 

May or may not have 

access to technology at 

home 

 

Daily users represent a 

significant portion of 

overall users 

Check out 

books/DVDs/CDs/magazi

nes 

 

Use computers 

 

Attend library programs 

 

Use meeting space 

 

Eat at the cafe 

Entertainment 

 

Social interactions 

 

Personal interests/ 

research 

 

Access to technology  

 

Job hunting 

Library website 

 

Newsletters 

 

Library signage 

 

Email 

 

Print advertising 

 

Facebook 

 

Text message 

Other clubs/ 

community centers 

 

Barnes and Noble 

 

Other libraries 

 

Wifi hotspots 

 

Netflix 
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The positioning statement of the Fayetteville Free Library teen space describes and justifies 

the service, and reflects the ideal image of the space for both teens and adult users. 

 

Libraries function as gateways to the world, as well as repositories for locally-generated 

content. Teenagers deserve a space where they can safely immerse themselves in fiction, 

research, gaming and socialization, with the freedom to be themselves, and the tools and 

guidance to express their creativity in new and positive ways.  The Fayetteville Free Library 

affirms the value of teenagers to its community and provides a safe, comfortable, teens-only 

space with the best books, games, and technology, while also providing a place where 

teens can express themselves, create and share their work with the larger community.   

 

 

 

Internal 

Librarians: Having a designated teen space helps draw teens to the library, increasing 

overall usage, and creating tomorrow’s engaged and media literate library patrons today. 

 

Circulation Clerks: Helping teens become engaged library patrons encourages them to 

continue on into adulthood, which is great for circulation throughout the library’s collections. 

 

Children’s Librarian: A teen space encourages frequent teen patron use, which can provide 

a mentor base for younger patrons.  

 

Executive Director: Building the next generation of engaged library patrons today. 

 

Public Relations Director: The FFL Teen Space provides unique opportunities for area teens to 

learn, socialize, read and game in a safe setting with the latest technology close at hand. 

 

Teachers and school librarians: Let us support you curriculum, and provide out-of-school 

learning activities for your students 

 

Board of Directors: Invest in the next generation of engaged library patrons today. 

 

External 

The wide variety of reasons that teens might use the FFL teen space results in several distinct 

target audiences, requiring an array of targeted marketing.   

 

Gamers: Come try out the newest games and systems with friends and meet new gamers. 

 

Studious kids: The teen space is safe, quiet, and accommodating place to study, with 

access to online and print resources, databases, reference help, college information, and 

technological tools. It’s also the place to connect with other students for studying, test prep 

or just relaxing. 
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Socializers: With comfortable chairs, the latest reading material & technology, and a 

delicious cafe, the FFL Teen Space the perfect place to chill out with friends. 

 

Readers: The teen space has the largest selection of books and new reading material. Come 

find what you’re looking for!   

 

Parents: [While parents aren’t necessarily a target user, they’re important for motivating and 

transporting kids to the library.] The library teen space is a safe and creative space for your 

kids to spend time after school!  

 

 

Tools  

Branding: It’s vital that the teen space differentiate itself from the rest of the library. Currently, 

teen space marketing is done by the Director of Community Relations, and the format and 

location of marketing is essentially indistinguishable from what is produced for the remainder 

of the library. We recommend the investment of time to create and promote the brand of 

the teen space, including its own logo, color scheme and font for marketing materials, as 

well as a slogan(s), and choice of a particular vernacular as the consistent “voice” of 

marketing materials.  

 

Speak Your Piece: In keeping with the push for making teens feel ownership for a space built 

to suit their needs, we recommend the conversion of some of the wall space left by merging 

the teen non-fiction with adult non-fiction into a message space via the purchase and 

application of a few gallons of chalkboard paint, some wooden moulding from the 

hardware store to function as frames for the chalkboard space, and a good amount of 

colored chalk. Promotions for upcoming teen events can be posted here by library staff, 

while another framed-off section can be open for student creativity, including artwork, 

poems, and other expressions of creativity. Another option would be to convert a portion of 

the wall into a large magnet poetry board through the purchase and installation of a piece 

of sheet metal, and the creation of magnet poetry words. 

 

Increased teen librarian visibility: The teen librarian is already prominently located at a desk 

within the section, but is underutilized as a reference source, in part because books cannot 

be checked out at his desk. Were this to be changed, his presence might become more 

obvious and his expertise more utilized. Another method of highlighting his presence and 

identity as the teen librarian would be to include signage indicating the teen librarian’s desk.  

 

Slap bracelets were suggested as an initial marketing give-away because of their low-cost, 

high-fun and high-use nature. Branded with the teen space logo and/or marketing slogan 

(such as, “A space to create, not just to borrow”), bracelets will be worn by teens, acting as 

continued marketing. The nature of the bracelets as something to be played with and 

fiddled with, makes them something that teens think about and other teens notice. 
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Locker magnets: Eye-catching magnets with Teen Space info can be handed out at teen 

events such as summer reading. These could have the Teen Space’s social media info, and 

a funny graphic. 

 

Poster marketing for external venues: High-impact posters advertising major teen space 

events can be created and displayed in various venues beyond the library, including  in 

local schools, community centers (YMCA/JCC), malls, schools, and nearby apartment 

complexes, to increase knowledge of what services, facilities and opportunities the teen 

space has to offer. 

 

Extend marketing push to area schools: To better reach the target user population, we 

recommend contacting the local high school to determine whether they would be willing to 

periodically include event announcements in their morning announcements, or allow for the 

placing of posters advertising library teen space events on their campus. The Teen Librarian 

can speak with Josephine Laneve, Fayetteville Manlius High School Library to determine if this 

would be possible, and arrange for implementation. 

 

Social media for marketing and assessment: Students are already using social media in their 

everyday lives. The Fayetteville Library already has a very active social media presence on 

both Facebook and Twitter. Polling students at TAG group to see what forms of social media 

they use regularly might help to determine whether current marketing efforts are being 

focused on the best possible audiences, and also whether any new venues for marketing 

should be considered.  Running contests and promotions that connect students to the Teen 

Space’s social media presence (such as, “Like us on Facebook, follow us on Twitter, or Tweet 

your Teen Space ideas to #FFLTeen and be entered to win an iPod Touch!”) would be an 

excellent way to gain attention and build an audience of active library users who can also 

be tapped for feedback and suggestions.  

 

 

Action Plan 
 

What Who When Cost 

Product 

Relaunch teen space 

and accompanying 

programs 

 

Director of Teen 

Services, with support 

from youth services 

assistant 

 

In the next quarter  

 

Time; assessment and 

reconfiguration of 

physical space – 

approximately 30 

hours 

 

Purchase of new 

furniture, décor, 

materials, fixtures 
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Solicit input from users 

and current non-users 

 
 

Director of Teen 

Services 

Next teen advisory 

group 

meeting/Healthy Kids 

Fair 

Time; Teen advisory 

group meetings – 2 

hours planning/setup, 

1 hour meeting 

monthly 

Place 

Develop teen space 

for relaunch 

 

 

Director of Teen 

Services; Teen advisory 

group  

 

 

Some changes 

immediately 

 

 

Time; assessment and 

reconfiguration of 

physical space – 

approximately 30 

hours 

 

Purchase of new 

furniture, décor, 

materials, fixtures 

Continually assess 

teen space and 

incorporate new user 

input 

 

Director of Teen 

Services, youth 

services assistant, Teen 

advisory group 

 

 

Ongoing 

 

 

Time; Teen advisory 

group meetings – 2 

hours planning/setup, 

1 hour meeting 

monthly 

Professional 

development 

Director of Teen 

Services, youth 

services assistant 

Ongoing Conference and 

webinar fees 

Price 

Make teen space 

more comfortable for 

teens, less inviting for 

adults 

Director of Teen 

Services, with support 

from all staff and clerks 

At inception of project 

 

Time/money involved 

in updating the space 

Reduce overall image 

of library as being just 

for books, or just for 

kids/adults, but not for 

teens 

Director of Teen 

Services, with support 

from all staff and clerks 

Ongoing No additional cost; 

implied by the 

changes in the space 

and the attitudes of 

the staff 

Promotion 

Promote space and 

services through 

website, Facebook, 

text message, 

newsletters, press 

releases, promotional 

items (slap bracelets), 

locker magnets 

Director of Teen 

Services, Director of 

Community Relations  

Ongoing, beginning 

immediately; 

concurrent with 

special events 

Time involved in 

creating and 

distributing materials, 

approximately 4 hours 

weekly 

 

H. Cost of 

printing/postage/ad 

space 
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Physical Environment 

Adapt space design 

and look of 

promotional materials 

to be more appealing 

to a teen 

audience/stand out 

from library's overall 

more mature theme 

Director of Teen 

Services; Director of 

Community Relations  

Begin immediately, 

reassess at each 

monthly Teen Advisory 

Group meeting 

Overall time for 

planning and 

marketing the project 

 

Cost of 

updating/maintaining 

new teen space 

Process 

Getting the word out 

 

 

Director of Teen 

Services, Director of 

Community Relations 

Ongoing 

 

Time for redesign and 

creation of marketing 

materials; 10 hours up 

front, 4 hours weekly 

Increasing awareness 

of the space and 

improving opinions of 

the teen space 

All library staff who 

interact with teens 

Ongoing Cost of printing, 

postage, ad space 

Productivity & Quality 

Constant feedback Director of Teen 

Services, youth 

services assistant, Teen 

advisory group 

Ongoing Time involved in Teen 

Advisory Group, time 

to create formal 

assessments and to 

engage in collecting 

informal feedback 

from day to day users 

 
 

 

Timeline 

 

Given that the overall goal is to get the Teen Space usable and the teen program up and 

running while incorporating teen input to make further changes on a continual basis, we 

have concentrated on what can be done in the next three months to have the space ready 

to accommodate the desired sorts of teen activities and to harness the influx of teens for 

summer reading to solicit feedback and grow a core group of teens. We have included 

events here from our original Marketing Plan which have since occurred in order to show the 

planning and implementation that has already taken place. 
 

When? Who? What? 

Immediately 
Director of Teen 

Services 

Submit proposed designs to Executive Director, Director 

of Public Relations for approval, printing, purchase 

Immediately 
Director of Teen 

Services 

Marketing materials go up in teen space to announce 

TAG meeting, let teens know that changes are coming 

and that their input is needed 
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03/28/11 

Director of Teen 

Services, Youth 

Services Assistant, Teen 

Advisory Group 

Teen Advisory Group meeting 

●Inventory of teens' preferred communication tools 

●Survey them for social media and other tech tools 

they both use, and would like to learn more 

about. 

●Solicit teen input on how they’d like to see their 

work posted on the website 

03/30/11 Director of Teen 

Services 

Communicate results of Teen Advisory Group meeting 

to Executive Director, request approval for any new 

initiatives 

Week of 4/4 
Director of Teen 

Services 

Develop promotional materials for YMCA event  

 

Create Facebook page for Teen Space 

04/08/11 All staff 
Announce completed/upcoming changes at staff 

meeting 

04/10/11 
Youth Services 

Assistant 

YMCA Healthy Kids Fair 

●Youth services assistant on hand to demonstrate 

digital devices, discuss teen services 

●Hand out locker magnets 

Week of 4/11 

Director of Teen 

Services, 

Director of Community 

Relations  

Contact schools, community centers, homeschool 

organizations, businesses, determine willingness to 

post/announce marketing for TAG meetings and other 

events 

 

Assess potential audience, determine needed volume 

of marketing materials 

 

Develop promotional material for next TAG meeting, 

theme “Changes are coming; get in on the action!” 

 

Submit mock-ups to Brenda Shea for approval/printing 

Week of 4/18 

Director of Teen 

Services, Director of 

Community Relations  

Distribute/post marketing materials for the next TAG 

meeting 

 

Complete initial assessment of space layout, select 

furnishings 

04/25/11 

Director of Teen 

Services, Youth 

Services Assistant 

Teen Advisory Group meeting 

●Gather suggestions for summer reading programs 

●Feedback on marketing efforts 

●Feedback on gaming station/Teen Cafe 

●Feedback on selected furnishings 

●Feedback on planned programs 

●Slap bracelets for attendees 

04/27/11 Director of Teen 

Services 

Communicate results of Teen Advisory Group meeting 

to Executive Director, request approval for any new 

initiatives 
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Week of 4/25 Director of Teen 

Services, Youth 

services assistant 

Meet to finalize programming for summer reading, 

develop promotions including posters and Facebook 

contests/incentives 

Week of 5/2 

Director of Teen 

Services, Director of 

Reference and 

Information Services 

Meet to discuss merging teen nonfiction collection with 

adult nonfiction 

 

Decide on how teen-interest nonfiction will be 

distinguished 

 

Submit purchase order for new shelf tags if needed 

Month of 

May 

Director of Teen 

Services 

Weed teen nonfiction collection 

 

Create record sets to change shelf location of teen 

nonfiction in Polaris 

 

Begin to scout out upcoming community events where 

the Teen Space might represent itself to potential users 

(such as the YMCA’s Healthy Kids Fair), and plan 

accordingly 

05/19/11 

Director of Teen 

Services, Youth 

Services Assistant 

YALSA teen space design webinar 
 

Week of 5/23 

Director of Teen 

Services, Youth 

Services Assistant 

Meet to finalize layout of teen space, furnishing 

selections 

 

Submit purchase order for all furnishings 

05/23/11 Director of Teen 

Services, Youth 

Services Assistant 

Teen Advisory Group meeting 

●Discuss possibilities for programming in updated 

space 

●Hand out slap bracelets 

05/25/11 Director of Teen 

Services 

Communicate results of Teen Advisory Group meeting 

to Executive Director, request approval for any new 

initiatives 

Week of 6/6 Director of Teen 

Services 

Update promotional materials for June TAG meeting, 

include information about changes to the space as 

well as summer reading events for teens 

 

Submit materials to Brenda Shea for approval/printing 

 

Distribute materials to partners in schools/community 

centers etc. 
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Week of 6/13 Director of Teen 

Services, Youth 

Services Assistant, 

Director of Reference 

and Information 

Services, all clerks 

Merge teen nonfiction collection into adult nonfiction 

 

Make changes to catalog records 

 

Distribute promotional materials for summer reading 

and June TAG meeting 

 
 

Week of 6/20 Director of Teen 

Services, Youth 

Services Assistant 

Install new furnishings, post large posters featuring key 

messages in teen area 

Week of 6/27 All library staff Summer reading begins 

 

Official re-launch of teen space 

06/27/11 Director of Teen 

Services, Youth 

Services Assistant 

Teen Advisory Group meeting 

●Gather feedback 

●Solicit further ideas 

06/29/11 Director of Teen 

Services 

Communicate results of Teen Advisory Group meeting 

to Executive Director, request approval for any new 

initiatives 

 
 

The primary initiatives during this time period are summer reading and the integration of the 

two nonfiction collections.  This plan assumes that if teens’ interest can be piqued during 

summer reading, and the teen space altered to better suit them, we will have a group of 

teens from whom to solicit further feedback and ideas for future projects.  The cycle of 

programming, marketing for the programming and the space, gathering feedback, and 

initiating new projects will continue, ideally incorporating the input of Fayetteville’s teen 

community as the utilization of space increases. 

 

 

Budget 

 

Primarily initial start-up costs for promotional items/materials 
 

Locker magnets with FFL Teen Space branding/social media info $50 for 500 

Materials for slap bracelets ($1.30 single-color printed, 500 min. 

theawristocrat.com) 

$650 

Posters/fliers for external advertising $50/month 

Chalkboard paint x 4 qts. $15 ea. at Lowe’s $60 

Magnetic Primer x 1 qt. $21 

Paintbrushes for application x 4 $10 ea. at Lowe’s $40 

Chalk Initial outlay and monthly replenishment cost $10 

Magnetic sheets for printing magnet poetry a pack of 5 sheets of 8.5 x 11” 

paper 

$9 
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Approximately 32’ of moulding to frame chalkboard area (optional) $50 

Optional sheet metal for separate magnet poetry board (magnetic primer 

used prior to application of chalkboard paint should make the wall semi-

magnetic, but having a separate space for magnetic poetry words would 

make space more varied and visually stimulating). 

$25 

Total estimated initial start-up cost for materials $965 

 

Ongoing costs, including time* and maintenance 

 

Initial time investments 
 

Initial training of Teen Librarian and Youth Services Assistant in website 

development and maintenance 

15 hours 

Initial creation of new website features, including space to highlight teen 

work 

40-60 hours 

Creation of logo/branding pieces 15-30 hours 

Total estimated initial time investments (excluding time for integration of Teen 

Non-Fiction section with Adult Non-Fiction section) 

70-105 hours 

 

Ongoing time investments per month 
 

Management of the Teen Space social media presence  10 hours/mo. 

Updates and maintenance of the showcase section of the website that 

hosts teen-generated content 

10 hours/mo. 

Creation of marketing materials, including posters for display within library 

and at community venues, and event announcements to be shared with 

high school/middle school 

5-15 hours/mo. 

Total estimated ongoing time investments 25-35 

hours/mo. 

 

*Salary information was not available, so all time investment figures are reported in terms of 

hours, with the assumption that the final figure can easily be determined by the library. 

 

Responsible Parties  
 

Responsible 

Party 

Competencies 

Required 
Time Commitments Deliverables 

Executive 

Director 

Vision for library 

service 

 

Ability to convey 

reason for service 

to Board Members 

Time for meetings to review 

progress of teen space, and 

time to report results to Board of 

Directors 

Funding approval 

 

Approval from Board 

Members 

Support for initiatives 
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Director of 

Teen Services 

Ability to 

communicate with 

teens, select 

appropriate 

materials, and 

advocate for teen 

needs 

 
 

Time to generate new 

marketing ideas, create mock-

ups, and get clearance from 

the Director of Community 

Relations  

 

Time to plan, set up, and run 

TAG meetings on a regular basis 

 

Time to shop for, order and 

install new furniture and 

chalkboard message space 

New, enticing design for 

teen space  

 

Increased teen 

awareness of what the 

library has to offer 

 

Engaging programs that 

are both suggested by 

and geared toward 

what students actively 

want 
 

Director of 

Community 

Relations 

Marketing skills 

 

Connections with 

local venues/ 

organizations for 

advertising 

Time to review teen librarian-

submitted marketing ideas and 

approve them 

 

Time to contact local venues to 

share marketing   

Approved marketing 

pieces   

 

Suggestions of further 

marketing 

Director of 

Web Services 

Web design skills 

 

Skills incorporating 

new content and 

features to the teen 

page 

 

Knowledge of 

social media tools 

and how best to 

incorporate them 

for marketing 

Time to teach Teen Librarian 

and Assistants how to 

incorporate new student-

generated content to the teen 

page   

 

Time to review and approve 

changes 

 

Time to meet with Teen Librarian 

and Director of Community 

Relations to discuss ways the 

teen web page can be 

improved upon 

More interactive, Web 

2.0 style teen page on 

the website 

 

Teen Librarian & 

Assistants educated on 

how to manage the 

teen space web 

presence 

Director of 

Patron 

Services 

Ability to manage 

problem behaviors 

 

Management of 

circulation staff to 

ensure all are 

aware of new 

services and on-

board to promote  

 
 

Dependent on teen 

needs/behavior 

 

Ongoing as space layout, 

programming, and patron 

services evolve and clerks and 

pages must be brought up to 

speed. 

Orderly atmosphere in 

teen space 

 

Teens and other patrons 

know what’s expected 

of them 

 

Clerks and pages 

understand and support 

teen space activities 
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Other 

Librarians 

Personal skills to 

communicate with 

teens and parents 

to encourage use 

of teen space 

Dependent on patron needs - 

time spent answering questions 

while working on the reference 

desk 

Teens feel welcomed 

and trust librarians as a 

source of information 

Circulation 

Clerks 

Ability to talk with 

teens to advertise 

the services/ 

facilities offered by 

the teen space 

 

 
 

Time during circulation 

interactions to promote teen 

space events and services, and 

also to solicit feedback from 

patrons 

 

Time to facilitate teen space 

events as needed. 

Teens feel welcomed 

 

Teens are made aware 

of services and 

upcoming events 
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Katie St. Laurent 

It's hard to say whether I felt more or less out of my depth this time around.  There was 

somewhat less ambiguity, since we had the completed project plan to work from, but 

marketing is not something that I feel like I have any talent for.  I did enjoy doing the target 

audiences and the action plan and timeline, (even though I was sometimes confused by 

them) because I felt like those were really useful exercises for making some sense out of a 

mess of information.  The samples were helpful but also sometimes confusing, simply because 

every project is so different.  I do expect that we'll end up doing some large-scale revisions 

before the poster session, as more ideas have come out that need to be incorporated into 

the project plan, and the marketing plan adjusted accordingly. 

 

 

Meghan Dornbrock 

I feel like this is the interesting part to me, because I have some experience creating 

marketing materials. Some of the required information felt redundant, but getting to create 

a sample flyer was awesome. It’s definitely worth putting time and money into it, to have it 

done well. And I think there might be some misconceptions about the value of well-done 

marketing materials (and having a logo, and brand standards, and all that), so more 

information on WHY that’s so important might be cool. Both for the folks doing the project 

and eventually for the other staff members In the library, even. 

 

Also, Sarah and Katie are freakin’ powerhouses. I know they’ve so invested because this is 

their workplace, but they definitely do a lot of the hardcore synthesizing and putting words 

on the page. We definitely deliberate as a group, and talk everything over, but they’re the 

ones who can really articulate this in a way they know will be relevant to their bosses. 

 

 

Sarah Vecchi 

Our teamwork was much more effective in coordinating the creation of our Marketing Plan 

than it has been on previous projects. I think our ideas have started to emerge and we’ve 

been able to sift through possibilities to better narrow down what ideas will truly work for our 

host library. We’ve also figured out a better method of communication and succeeded in 

collaborating on our plan via Google Docs in a more productive manner than before.  

 

I’m excited about the plans we’re looking to implement, especially as I work at our host 

library, and feel a sense of ownership that goes beyond what’s associated with my 

schoolwork. It’s also exciting to be working on a project for a library that’s open to new ideas 

and eager to experiment and implement cutting edge idea. I hope that we can truly help 

facilitate positive evolutions of the teen space. 
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Alison Miner 

This plan went more smoothly than the previous one, though I am still worried that Katie and 

Sarah did a disproportionate amount of the work. On one hand, they have the advantage 

of knowing the library employees and procedures, which gives them insight that Meg and I 

don’t have. But they should not have to take so much of it onto their shoulders. I am trying to 

work more ahead of time so as to lift the burden, but I tend to over-research, which keeps 

me from writing.  

 

In any case, we are incredibly lucky to have them, because Katie and Sarah are incredibly 

eloquent writers. I have high standards about writing quality, and clearly Meg does too, since 

she does an excellent job of editing the papers into a coherent whole. I feel frustrated when 

I’m writing, because it seems like I’m constantly repeating the same words and sentence 

constructions. When I read it over it tends to be fine, even impressive, but the process makes 

me hate my ‘voice’. I wanted to give you a nice short literature review that was quick and 

straightforward, but I ended up with two pages, anyway. I apologize! I rarely finish my work 

with enough time to re-organize or re-write, and I would really like to do that, in the future. 

Unfortunately desire has never fixed my ADD - only lots of slogging through. Which is what I’ll 

continue to do. 
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Due to ever-changing trends in teen services, continual assessment of services and 

facilities is crucial.  The serv ices that works with one generation of teens may be entirely 

outdated in only a year or two.  The Fayettev ille Free Library strives to provide innovative 

and inventive services to all of its patrons, and assessment of these serv ices not only 

gauges their success but gives clues as to the most appropriate services for the future.   

 

Assessment, when done correctly, can actually improve connections between the 

library and its teen patrons. Teens appreciate it when their opinions are valued and the 

library reaches out to them.  I f the space and serv ices are being used, and they are 

contributing to the lives of Fayettev ille’s teen community, they can be v iewed as 

successful investments in the library’s future patron base. 

 

Goals of the Service 
Goal 1: Create a space where teens can pursue academic, recreational, social, and 

literary activ ities in a non-judgmental space that is clearly designed for them. 

 

Goal 2: Engineer and advertise services and materials to meet the needs of local teens 

with the goal of increasing effective use of library resources 

 

Goal 3: Connect with under-served parts of the community by creating a safe social 

space for kids, which will attract new patrons, improving social welfare for the whole 

community 

 

Goal 4: Teens will feel empowered through collaboration with library staff and peers to 

implement their ideas to develop space and programming. 

 

Outcomes of service in order of priority 
• Number of teens utilizing the teen space and attending teen programs will 

increase 

• Teens will become life-long library patrons  

• The library will be a safe, comfortable space for teens to gather 

• The number of patron registrations (library memberships) for teens will increase 

• Teens will connect with the library through social media to become engaged 

patrons who identify with and are invested in the library’s brand 

• Teens in the community will be aware of the library’s specialized services for them. 

• Teens will have greater access to information because they’re in the library 

• Circulation will increase due to improved marketing and selection in the collection 

• Teens will become peer educators, leading activities, acting as tutors, and working 

in study groups 
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Assessment of the success of a library program or space can take many forms. 

Quantitative measurements such as circulation, attendance, computer usage, or test 

grades can be useful for explaining how much change has occurred, or how wide its 

impact has been. Qualitative data, such as survey answers, observation reports, and 

interv iew responses give the librarians a greater understanding of what kind of impacts 

the changes have made on clients. Circumstantial data such as crime statistics or drop-

out rates may also be included in the analysis, though the causality is often hard to 

trace to the library. 

 

While most of the articles about assessment outline customized approaches to the 

process, almost all of them agree that outcomes must be tied to the goals of the 

program. “Vision and mission statements are a cornerstone of the strategic planning 

process” say Dresang and Gross (2009), and point out that it’s impossible to even know 

which data to collect unless you know what change you’re looking for. Walter and 

Meyers, in their book Teens and Libraries: Getting it Right, outline the same plan; first you 

decide what your objectives are, then decide what measurements will reflect those 

objectives. 

 

The mission of the teen program at Fayettev ille is to prov ide a safe space for teens in 

which they can learn and socialize together.  Bearing this mission in mind, good 

assessment might be circulation figures, hours of computer use, time spent hanging out 

in the teen space, attendance at programs, or qualitative feedback via word of mouth 

or surveys.  Generally, a mix of qualitative data and quantitative data is recommended 

by the authors surveyed. Some feel that the qualitative has traditionally been over-

used, or worse, anecdotal evidence has been substituted for qualitative data.  

 

According to Bennett (2003), planning and assessment for academic libraries too often 

rely on the casual observations and assumed truths of library professionals rather than 

on real survey data, student input, or an understanding of how students learn. Also, the 

measures taken for success (namely door counts) can be an insufficient means of truly 

gauging success. However, since the main goal for this teen space is for it to be used by 

more teens than in the past, door counts may be very useful and accurate metrics. 

 

Both Dresang & Gross and Walter & Meyers specifically advocate the criteria defined 
by the United Way of America Foundation, which seeks to learn how a project has 

made a difference in the lives of people by “effecting changes in their skill, knowledge, 

behavior, attitude, or status”. 

 

For instance, in order to evaluate the effectiveness of furniture in a space, Cranz and 

Cha’s evaluators collected data by observation of seating in the teen area of an 

Oakland California library (2006). They recorded numbers and precise behaviors of 

patrons using different seating spaces, to see what was popular and how it was used. 

Armed with this data, the researchers then went back and conducted interviews to get 

a fuller idea of the responses to the space (2006). They returned a third time to meet 

with the librarians and suggest changes that might allow the space to be fully utilized. 

These approaches, though laborious, did result in a more subtle understanding of the 
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aspects of the space which were successful and which were not, and how to change 

those in the latter category. 

 

As Dresang and Gross (2009) state, assessment does not just happen after a program is 
over. “Evaluation is a continuous process that is integrated into the design and delivery 

of programs and serv ices”. And, as in all other aspects of teen library planning, 

comments from teen patrons should get central attention (Brooks-Reese, 2006). The 

attention paid to youth will result in a more accurate understanding of what works, and 

create ties between librarians and youth who appreciate that their opinions are 

counted. “Youth participation is the means by which librarians can ensure that their 

programs develop positive developmental outcomes.” (Walter & Meyers, 2003). 

 

Listening, and incorporating the opinions of teens as much as possible, will allow a 

project to continue to grow and change over time. Walter & Meyers point out that 

additionally, the teens who are more closely connected to the library can benefit from 

that experience, but also be employed to promote library programs more widely 

amongst their peers, thus spreading the effects of the programming (2003). They remind 

us that proper assessment will create a situation with the optimal amount of impact. 

“Evaluation transforms good intentions into results” (Walter & Meyers, 2003). 

 

 

 

Number of teens utilizing the space & attending programs will increase 

Target Teens (Age 13-18) and PreTeens (Age 11-13) in the Fayettev ille 

area 

Methods Regular headcounts in the Teen Space, conducted by librarian 

which count number of patrons in the categories: “Adult” 

“College” “High School” “Middle School” “Elementary or 

younger” and “Family” (using space together)  

[See attached Teen Space Usage Checklist] 

Pilot No pilot necessary 

Alternative 

Methods 

Track patron usage as above, but also specifying activities and 

location [See attached Teen Space Usage Checklist] 

Data Analysis - Establish baseline headcounts - count for 1 month before 

changing the space or marketing. 

- Pete and Katie will analyze counts before and after changes. 

Analysis of the more thorough counts (which track use of space) 

will show what changes are successful or popular and what 

space is needed.  

Outcome has 

been met? 

I f head counts increase by more than 5 over the baseline month 

(particularly outside the computer room), on more than 10 days 
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per month. 

Result Scenarios Outcome met: The number of teens in the space increases from 

the baseline by +5, more than 10 days in a month.  Fayettev ille 

has met the goal to make the teen space more attractive.  Shift 

focus to building a sustainable TAG, less on appearance and 

marketing of the space.   

 

Outcome not met: Space does not have at least 10 days per 

month with a +5 increase.  Re-evaluation is in order: 

- New marketing approaches to different community 

organizations.    

- TAG consulted for ideas to change the space or marketing. 

Recommendations 

for Reporting 

Pete Cioppa (Teen Librarian) will submit a report of the head 

count data and his findings from it, during his monthly meeting 

with Sue Considine (Executive Director). 

Responsible Parties Pete Cioppa and Katie St. Laurent - Collection and analysis of 

data 

Timeline Headcounts should begin in June 2011 to establish a baseline.  

Counts will occur daily at particular intervals.  

Evaluation of the data should occur monthly to detect and 

respond to changes.  

Headcounts continue for at least a year, to see if patterns are 

detectable or data is useful.  

In July 2012, the headcount policy will be evaluated to 

determine if it should continue.  

 

 

Teens will become life-long library patrons 

Target Teenagers(13-18) in the Fayettev ille area, from “Readers” 

“Students” and “Gamers” groups.  

Methods Run reports on number of teen cards remaining consistently 

active.    

Pilot No pilot necessary 

Alternative 

Methods 

-Gather anecdotal ev idence based on personal relationships 

with library staff 

Data Analysis -Establish a baseline with reports from circulation - see how many 

childhood registrants remain active after age 11, and after age 

18. 
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-Repeat yearly in order to gauge whether the library is more 

effectively retaining patrons 

Outcome has 

been met? 

-First indicator: After a year, more than 10 teens over baseline 

are actively using cards 

-Second indicator: After two years, more than 10 teens over 

baseline are actively using their cards.  

-Third indicator: After five years, 20% more pre-teens continue to 

be active teen users.  

20% more teens continue to be active adult users.  

-Long Term Indicator: The percentage of library cards issued to 

children and teens that remain active for at least 20 years 

increases 

Result Scenarios Outcome Met: The goals above are met at 1 year, 2 years, 5 

years, and 20 years. The number of patrons who receive cards as 

children and teens and who continuously use them for at least 

20 years increases by 5%.  Continue the established cycle of 

feedback, implementation and evaluation. 

 

Outcome not met: Goals are not met at one or more of the 

intervals.  Analyze anecdotal responses to determine whether 

original goal is too ambitious given teens’ college plans; 

consider whether maintenance is acceptable 

 

Recommendations 

for Reporting 

Pete will compile these numbers and present them to Sue at 

least once per year. 

Responsible Parties Pete Cioppa - Generating and evaluating statistics 

Gary Krajacic - Support for advanced features of Polaris 

Timeline Once yearly, Pete should run these reports and determine what 

percentage of patrons who received a Fayetteville library card 

as a child or teen are still active library users.  These numbers 

should be reported to Sue Considine and recorded.  Successive 

yearly reports should yield information about whether the library 

is retaining more of its teenaged patrons. 

 

 

The library will be a safe, comfortable space for teens to gather 

Target Teens (Age 13-18) and PreTeens (Age 11-13) in the Fayettev ille 

area 

Methods Regular headcounts of Teen Space users, conducted by 
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librarian using form to note number, age, and activ ities of those 

using the space 

[See attached Teen Space Usage Checklist] 

Pilot No pilot necessary 

Alternative 

Methods 

-Monitoring FFL incident reports involving teens or Teen Space 

-Note if furniture has been moved 

-Social media responses concerning space 

Data Analysis -Data will be gathered v ia a checklist to be completed at 

regular intervals on a daily basis 

-Results will be reviewed by Pete Cioppa in order to determine 

whether the space is drawing in the desired users, whether 

usage has increased, whether users are demonstrating needs 

that can be better met, and whether the space is conducive to 

the activ ities patrons do in it. 

Outcome has 

been met? 

Usage of the space by target users increases from the baseline 

by about 20 per week.  

No incident reports about teens or Teen Space.  

Result Scenarios Outcome met: Number of teens noted spending time in it 

increases by 20 per week.  Continue efforts to establish the TAG 

and to solicit feedback as long as this still leaves room for 

growth. 

 

Outcome not met: The number of teens using the space does 

not increase, or the number of adult users increases.  Reconsider 

marketing/branding efforts, solicit further feedback regarding 

the layout and contents of the space. 

Recommendations 

for Reporting 

Pete Cioppa should report teen activities in the space to Sue 

Considine, to show the range of activ ities and also the most 

common activ ities.  Any change in the head count numbers 

that requires a response or indicates success should also be 

reported. 

Responsible Parties Pete Cioppa and Katie St. Laurent will complete the checklist to 

gather data, Pete will analyze and track the findings.  

Timeline Checklists will be completed daily on a regular schedule and 

stored.  Pete will analyze the data on a monthly basis when 

changes are recent, may scale back to bi-monthly if only 

needed to monitor the continued use of the space.   

In July 2012, the headcount policy will be evaluated to 

determine if it should continue.  
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The number of patron registrations for teens will increase  

Target Teenagers (Ages 13-18) in the Fayettev ille area 

Methods Run reports on new patron registration (for library membership), 

sorted by age 

Pilot No pilot necessary 

Alternative 

Methods 

N/A   

Data Analysis -Establish a baseline with reports from circulation, to determine 

average number of monthly teen patron registrations 

- Run reports on a monthly basis to determine number of teen 

registrations for comparison.  

- Analyze resulting data to determine whether the library is 

effectively attracting new teen patrons on a continuing basis. 

Outcome has 

been met? 

Number of teen patron registrations per month increases from 

baseline (estimated 1 per month) to 2-3 per month. 

Result Scenarios Outcome has been met: Teen patron registration numbers 

increase - at least 1-2 more teen patron registrations per month 

than the preliminary baseline established. 

Outcome has not been met: Teen patron registration numbers 

remain stagnant or decline. Revisit goals to determine whether 

estimates were unreasonable considering that patrons only 

register once, can use a card from any Onondaga County 

Library at Fayettev ille, and have the option of using three 

different libraries within a small radius. 

Recommendations 

for Reporting 

Pete Cioppa can run these reports once a month from Polaris, 

compile several months’ worth, and discuss results and any 

recommended responses with Heather Matzel and Sue 

Considine. 

Responsible Parties Pete Cioppa - Generating and evaluating statistics 

Heather Matzel - Support for evaluating patron statistical data 

Gary Krajacic - Support for advanced features of Polaris 

Timeline May 2011 - Run preliminary reports for baseline statistics  

June 2011 - Summer reading program begins, monthly reports will 

continue to be run over the next year so that trends in new teen 

patron registrations can be charted over time.  

July 2012 - Evaluate results of reporting and decide whether to 

continue monitoring new patron registrations 
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Teens will connect with the library through social media to become engaged patrons 

who identify with and are invested in the library’s brand 

Target Teens (Age 13-18) in the Fayettev ille area 

Methods Analysis of followers and responses via social media 

Pilot No pilot necessary 

Alternative 

Methods 

Anecdotal: conversations with library staff regarding library 

social media activ ities and presence. 

Data Analysis Baseline is essentially zero, since the Teen Space does not have 

its own Facebook or Twitter account. 

At regular intervals (every month) 

-Note the number of Facebook “likes” and followers. 

-Note the number of Twitter followers. 

-Approximate the volume of responses on each, either 

numerically or general range (“low, “high”, etc.) 

Outcome has 

been met? 

-Followers on Facebook and Twitter increase 

-Patrons are providing feedback through social media 

Result Scenarios Outcome met: 

- Staff and patrons are consistently (several times per month) 

interacting with one another through social media. Community 

is fostered through the exchange of ideas through Facebook 

and Twitter. More staff time should be devoted to social network 

use.  

Outcome not met: 

-There is infrequent or no interaction between staff and patrons 

through social media. Consider devoting more staff time to 

social network use, or to marketing it more. Alternatively, 

consider downplaying social media presence, if it’s not 

effective.  

Recommendations 

for Reporting 

Staff members can record estimated numbers of social network 

interactions, on a regular basis. These statistics can be kept in the 

record, and be addressed at meetings. 

Responsible Parties Pete Cioppa, or a staff member reporting to Pete 

Timeline June 2011 - Social networking presence created and marketed. 

Statistics on teen and pre-teen use should be noted consistently 

every month. 

July 2012 - the social media program should be rev iewed for 

success. 
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Teens in the community will be aware of the library’s specialized services for them 

Target  Teenagers (13-18) and PreTeens (11-13) in the Fayettev ille area 

Methods Tallying reference interactions in the teen space 

Tallying numbers of teens using resources such as teen computer 
lab, gaming station, or tutoring room, from headcount checklists. 

Pilot No pilot necessary 

Alternative 

Methods 

- Social media interaction between teens and library staff 

Data Analysis - Librarians working at the Teen Space reference desk will tally 

numbers of teens assisted that day, mentioning any specific tools 

or resources to which teens were introduced.  

- Social media analytics can be examined for reference 

interactions between staff and teens. 

Outcome has 

been met? 

Teens are regularly requesting help at the reference desk in the 

teen area 

Teens are seen actively using library resources. 

Result Scenarios Outcome met: Teen reference desk usage increases by two 

interactions per day above the baseline, more than 10 days in a 

month.  

- Number of teen patrons counted using library resources 

(gaming station, computers, tutoring room) and utilizing the teen 

space increases from baseline numbers.  

- Also, responses to and teen interaction with the library via 

social media is seen to increase. 

Marketing and space design considered a success. Review 

statistics each year to make sure that use continues.  

 

Outcome not met: Results from ongoing headcounts and tallies 

of reference interactions show stagnation or decrease.  

In this case, a re-analysis of how resources and services are 

advertised is necessary, to ensure teen needs are being met.         

Recommendations 

for Reporting 

-Add a second clicker to teen space reference desk for tallying 

reference interactions with teens 

-Ask at monthly director’s meeting that all librarians email Pete 

with any patron responses to services, which he can combine 

with numbers of teens using reference services in Teen Space. 

Responsible Parties - Reference Librarians at the Teen Space desk  

-Teen Librarian will coordinate data collection and analysis. 
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Timeline Prior to summer reading program in June 2011, reference 

librarians at the teen reference desk will begin tallying teen 

reference interactions, noting sorts of resources used and any 

patron responses.  
 

Librarians will continue to tally these interactions, and pass these 

numbers on to Pete monthly. Any interactions with teens via 

social media will be reported in these monthly statistics. Pete will 

rev iew results to see if advertising of services and resources, or 

patron education in resource usage could be improved in any 

way.  

 

Teens will have greater access to information by spending more time in the library 

Target Teenagers (13-18) and PreTeens (11-13) in the Fayettev ille area 

Methods Regular headcounts, especially as they relate to computer 

usage and reference interactions. 

Pilot No pilot necessary 

Alternative 

Methods 

Circulation reports, including in-house usage. 

Anecdotal ev idence from librarians about length of time teens 

spend in the Teen Space.  

Data Analysis -Headcounts taken at regular intervals, Pete will look for an 

increase in number and frequency against baseline 

-In-house check-ins data, and possibly circulation data, 

examined looking for  a rise in books used within the library 

Outcome has 

been met? 

- Headcounts increase in number and age-appropriateness 

- Circulation data shows an increase of teen material circulation, 

both in and out of the library 

Result Scenarios Outcome has been met: 

- More teens are utilizing the space, reflected in the headcount 

data 

- Materials are being circulated more often both within the 

library and outside. 

- Librarians notice teens spend longer periods of time in the 

space.  

 

Outcome has not been met: 

- The same number or fewer teens are utilizing the teen space 

- There is no change in circulation, or even fewer items are being 

checked in 
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- Teens spend shorter periods in the teen space.  

Recommendations 

for reporting 

Headcount data will be recorded and shared at meetings. 

Specific attention will be paid to the teens using the space as 

opposed to other age groups, and the consistency with which 

they utilize the computers. 

Responsible parties Pete Cioppa and other staff members record the headcount 

data on the appropriate forms.  

Timeline Data is to be collected through regularly scheduled head counts 

on a continual basis.   

Evaluation of the data should occur monthly in order to be 

responsive to obvious changes.   

Larger-scale evaluation should occur at least yearly in order to 

assess the overall impact of changes to the teen space. 

 

Circulation will increase due to improved marketing and selection in the collection 

Target Teenagers (13-18) and PreTeens (11-13) in the Fayettev ille area 

Methods Tracking circulation data 

Pilot No pilot necessary 

Alternative 

Methods 

- I tem requests v ia OPAC, social media or in person 

- In-house check-in numbers (re-shelving numbers) 

Data Analysis Run reports to establish baseline circulation figures for the past 
year 

- Pete will analyze circulation increases compared to the same 

month in 2009-2010 

- Pete will keep track of item requests and look for increases 

- Pete will look for increases in in-house check-ins and note what 

titles are being used by patrons in the library 

Outcome has 

been met? 

- Circulation of books and non-book materials increases    

- In-house check-ins increase because the collection is being 

used more 

Result Scenarios Outcome met: Circulation increases significantly (+10 over 

baseline for at least 10 days per month) 
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Outcome not met: I f circulation does not increase significantly.        

New marketing approaches will be tried and outreach to new 

communities will be implemented. 

Collection development ideas will be solicited from teen users 

Recommendations 

for reporting 

Circulation statistics (including in-house check ins) will be part of 

Pete’s monthly report to director Sue Considine. 

Responsible parties Pete Cioppa - Generating and evaluating statistics 

Heather Matzel - Support for evaluating patron statistical data 

Gary Krajacic - Support for advanced features of Polaris 

Timeline May 2011 - Run preliminary reports for baseline statistics 

June 2011 - Summer reading program begins, monthly reports will 

continue to be run over the next year so that trends in circulation 

can be measured 

July 2012 - Evaluate results of reporting and decide whether to 

continue monitoring circulation 

 

Teens will become peer educators, leading activities, acting as tutors, and working in 

study groups 

Target Teenagers (13-18) in the Fayettev ille area 

Methods Tracking teens’ participation in Teen Advisory Group 

Pilot No pilot necessary 

Alternative 

Methods 

- Tracking tutoring room usage v ia sign-in sheets 

- Tracking headcounts and teen activ ities in teen space, by 

librarians 

Data Analysis Notes should be kept at TAG meetings 

- note increase in attendance and participation 

- note the types of ideas that are suggested 

Look at usage of tutoring room by teens for increases 

Look at activ ities of teens in headcount chart, track how many 

are studying together in teen space 

(No baseline figures for these two, so increase over time must be 

noted) 

Outcome has 

been met? 

- Number of programs created from TAG suggestions increase 

- Number of teen users of the tutoring rooms increase 

- Number of teens studying together in teen space will increase 

Result Scenarios Outcome met: I f teens are using the space to study. I f teens are 

participating in TAG. 
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Outcome not met: I f there is no significant increase in teens 

studying in the space and/or Participating in TAG. 

New marketing approaches should be tried. Recruiting for TAG 

should be more aggressive. 

Teen space furniture should be re-arranged to create a better        

env ironment for social learning.  

Librarians should offer & advertise a matching serv ice for 

tutoring. 

Recommendations 

for reporting 

Pete and Katie will note the number and types of suggestions 

being made at TAG meetings; any trends or popular ideas will 

be pitched to Sue Considine at regularly-scheduled update 

meetings.  Any programs or changes that arise out of 

suggestions from teens should be noted in monthly reports. 

Responsible parties Pete and Katie will record data collected through their 

interactions with the TAG. 

Closing staff will be responsible for gathering study room sign-in 

sheets. 

Pete will be responsible for evaluating study room usage data 

and checklist data. 

Timeline Headcount checklists will be completed each day at regular 

intervals. Study room sign-in sheets will be collected daily.   

Pete will compile numbers as part of his monthly report, along 

with the number and quality of suggestions generated at TAG 

meetings.  At least every 6 months the information should be 

v iewed as a whole in order to determine whether teens are 

seeing and using the teen area as a space for interaction, 

participation and learning. 

 

 

 

May 2011 - Run preliminary reports for baseline statistics about circulation to teens 

in each month of the prev ious year.  

- Begin to record number of teen reference interactions and any 

particular technologies introduced.  

- Run reports on new patron registration (for library membership), by 

teens, over each month of the prev ious year.  

June 2011 - Summer reading program begins, TAG recruited, changes made in 

marketing and layout of the Teen Space. 

- Social networking presence established and marketed. 

- First head counts taken at specified intervals on particular days, 

recording area of use and activ ities in Teen Space. 
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- First circulation and in-house check-ins statistics reports are run. 

- First report of new teen patron registrations. 

- First report of number of pre-teens who become active teen users and 

first report of number of teens who become active adult users.  

Jan 2012 - Teen participation data (such as TAG numbers) will be evaluated. 

July 2012 - Headcount policy will be evaluated to determine if it should continue. 

- Circulation monitoring policy will be evaluated to determine if it should 

continue. 

- New Teen Patron Registration monitoring policy will be evaluated to 

determine if it should continue. 

- Reports run to determine what percentage of patrons who received a 

Fayettev ille library card as a child or teen are still active library users. 

July 2013 - Reports run to determine what percentage of patrons who received a 

Fayettev ille library card as a child or teen are still active library users. 

July 2018 - Reports run to determine what percentage of patrons who received a 

Fayettev ille library card as a child or teen are still active library users. 

July 2031 - Reports run to determine what percentage of patrons who received a 

Fayettev ille library card as a child or teen are still active library users. 

 

Ideally, a successful teen space and program will provide a logical next step for tweens 

who have been involved with the library’s programs for children.  At best, the library 

can expect to have patrons engaged with teen programs for approximately 7 to 8 

years.  Realistically, teens who come with friends or who discover the library 
independent of their parents may interact with the teen space for a much shorter 

period of time.  The library should expect a constant turnover of its teen patron base as 

teens graduate to adult serv ices or leave the area for college.  The nature of teen 

culture also demands that librarians constantly refresh their approach in order to 

maintain the appeal of serv ices.  Making teen involvement a key component of 

Fayettev ille’s teen services generates a fresh flow of ideas, and regular data collection 

will provide a pool of information on which to base assessments of success.   

 

We have recommended a simple survey to be completed by the teen librarian or other 

teen space representative on a daily basis. We recommend a large scale evaluation of 

the collected data at least yearly, both in order to avoid continuing initiatives that are 

not popular and in order to bolster and grow successful ones. 

 

 

 

 

 

 



Indicators Preliminary Progressing Exemplary Data Source 

Attendance Headcount of +5 over 

baseline on several days 

 

Headcount of +5 over 

baseline for at least 10 days 

per month 

Headcount of +10 over 

baseline for at least 10 days 

per month 

Headcounts 

Participation 5 Twitter followers 

 

50 Facebook friends 
 

0 TAG group participants 

50 Twitter followers 

 

100 Facebook friends 
 

5 TAG group participants 

100 Twitter followers 

 

200 Facebook friends 
 

10 TAG group participants 

Social Media Analytics 

 

TAG group stats 

Library Usage Circulation of +10 over 

baseline on several days 

 

Tallying of teen reference 
interactions begins 

Circulation of +10 over 

baseline for at least 10 days 

per month 

 
Teen reference interactions + 

2/day 

Circulation of +30 over 

baseline for at least 10 days 

per month 

 
Teen reference interactions 

+5/day 

Circulation reports 

 

Reporting from librarians at 

teen reference desk 

Env ironment In-House Check-ins +10 

 

Furniture static 
 

Chalkboard wall gets 

attention 

 
 

In-House Check-ins +20 

 

Furniture moved occasionally 
 

Chalkboard wall used 

occasionally 

In-House Check-ins +50 

 

Furniture moved frequently 
 

Chalkboard wall  used 

frequently 

Circulation reports 

 

Headcounts including 
activ ities 

 

Headcount sheets note 

chalkboard use 

Anecdotal 
observations 

Solicit anecdotal ev idence at 
the monthly director’s 

meeting and record answers 

Occasional positive 
anecdotes about teen space 

use 

Frequent positive anecdotes 
about teen space use 

Solicitation of anecdotes from 
librarians during monthly 

directors meetings 

Member 
Status 

1 new teenage patron per 
month 

 

5% of childhood registrants are 
still active library users at age 

18 

2 new teenage patrons per 
month 

 

20% of childhood registrants 
are still active library users at 

age 18 

More than 2 new teenage 
patrons per month  

 

50% of childhood registrants 
are still active library users at 

age 18 

Card registration and activ ity 
data, sorted by birth date 
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Katharine St. Laurent 
This section of the project seemed to come together more easily than the prev ious 

ones, although I 'm not really sure why.  I t was enlightening to work through the steps 

actually necessary to understand whether an initiative is effective or not.  We learned in 

our initial meeting with Sue that formal assessment isn't a huge priority, and it's easy to 

see that unless it yields truly critical information, assessment can be a huge time suck.  I t 

needs to be integrated into the daily routine, or else it will either never happen or will 

consume huge amounts of energy and time on the occasions it does happen.   

 

I  think my group worked more cohesively this time around - some parts were done 

collaboratively and the rest were divided up.  I  felt like everyone got to contribute a 

significant amount of information.  I  was sick for the entire period we were working on it, 

so I  definitely stepped away from leading.  I  feel like Sarah took the lead and directed 

the rest of us while we were working as a group. 

 

Sarah Vecchi 
I t was a helpful exercise to actually sit down together and figure out how we would 

assess whether any of our proposed planning and marketing has worked or not, 

including specifying what numbers would be our baseline, and how much 

improvement/increase we might expect in terms of certain indicators. 

 

First, we spent a good amount of time going back over our goals and outcomes to 

determine whether they were realistic, measurable, and relevant. We then prioritized 

them and decided as a group which would be our main and alternative methods for 

assessing each one. From there, we constructed the rubric, and debated what figures 

could be expected to demonstrate progressing outcomes.  

 

We have more information we came across as a result of the Computers in Libraries 

Conference regarding the use of social media for assessment purposes (mostly as it 

concerns “gamifying” surveys, and using Twitter/Facebook/Hopskoch to elicit feedback 

and responses in a game-like manner that is more interesting and appealing to the user 

than a traditional survey. We would like to incorporate this into our final paper and 

poster, but needed more time to discuss it.  
 

Our group dynamics have steadily improved from the beginning to where we now sat 

and talked through everything, and it seems our Assessment Plan is more uniform 

throughout than our prev ious assignments as a result. 

 

Meghan Dornbrock 
The more practice we get working together, the better we are at it. This section came 

together so well because we already had the framework, and it was just a matter of 

deciding what to put in the boxes. We did most of that as a group, which was really 

effective, and we all made some great contributions. We ended up realizing some of 

our goals and outcomes needed to be merged or rearranged, and taking a good look 

at it together made that so much easier. 
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We’re also coming up with ways to improve the previous sections as we go. The more 

time we have to mull over this project and really scrutinize it, the better we make it. 

Social media came up as an assessment, since Sue is really pushing for “not surveys”, 

but we realized it could be an extremely effective marketing tool as well. Certain 
aspects of social media could also become an integral part of the teen space. 

 

Alison Miner 
I  feel like i sorta redeemed myself this week because I  began working on the 

assessment plan last weekend and was more prepared, knowing what we needed to 

do and how to go about it. I  hope that my knowledge was helpful to the others, but at 

least my model was. I  felt much better about this, not coming in feeling guilty, and also 

felt confident asserting that we needed to write less and more simply than before, 

which i think we did super well. I think this week's plan is very good, due of course, to my 

amazing teammates and their writing abilities, and their untiring desire to make the 

project interesting and innovative and not boring. 
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Katharine St. Laurent 

In the end, I'm pleased with how our project came together.  We learned to work 

together more cohesively as a group over the course of the semester, and I feel that 

everyone contributed equally to the finished product.  I think the project caused me 

more stress than necessary, both because I'm so deeply involved with the task, and 

because I was sick for pretty much the entire duration of the project.  I am surprised at 

how much I've learned though.  In another class we had an assignment to create a 

plan for a program, and I found that a lot of what we did in this class helped me with 

that project.  I've gained a lot more confidence in my ability to think through such a 

complex task and plan for all the factors.  I'm glad that I was able to do a project within 

the FFL, even though it raised the stakes for me, because I think I came out of it with a 

much better perspective on how such a plan would be implemented.  I can see how 

many things have to be fluid, while having the plan provides a framework for action.  

I'm looking forward to working with Pete Cioppa to begin implementing our ideas and 

hopefully seeing results. 

 

Sarah Vecchi 

This project was a big learning experience for me. It was somewhat stressful to do a 

PMA for the library where I already work, because I had a vested interest in its success. 

Having to think about how we would measure outcomes pushed me to analyze the 

goals and outcomes in a more thorough way than I may have had to otherwise. It’s 

been exciting and yet stressful to know that my current boss will be reviewing our PMA 

plan and actually implementing our recommendations. Our group has matured 

together quite a bit since the beginning, and everyone worked really hard and well to 

see this project to the end.  

 

Especially considering that I’m on track to graduate with a School Media Specialization, 

I think that getting the experience of actually creating a PMA for a real-life organization 

that will implement it has given me skills I need to plan, market and assess programs in 

my future school library media center, where I may be the main “Responsible Party.” I 

feel more equipped now for that eventuality.  

 

Meghan Dornbrock 

This was definitely a learning experience. In some ways having an entire group made it 

easier, and in some ways it made it more difficult. Everyone really came together 

throughout the course of this thing, and gave it their best. I’m really impressed with what 

we’ve turned out. 

 

I’ll admit I was concerned about the validity of this type of project in terms of being a 

school librarian. I talked to my fieldwork librarian about it, and besides learning more 

about what I was doing through explanation, I got some great feedback from her. A lot 

of the skills we’ve gained from this plan are very similar to grant-writing for schools, and 

grants can make a big difference in a school library. 
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Alison Miner 

This project has produced good results, and I feel proud of it. Over the months I think we 

came up with a variety of good ideas that Katie will hopefully get to implement at 

Fayetteville. Because of the fact that she's going to do it, it has been hard to separate 

out the PMA project from actually planning for changes to the space. And I felt like we 

came up with a lot of interesting ideas (like "gamifying social media interactions" or "use 

the architecture of the space, don't fight against it") that didn't have any place in the 

PMA because they were so specific. I'm not sure if we could've come up with a place 

to put them - a suggestions page at the back of the binder? - but I'm glad they're not 

being lost because Katie is doing it. I think that doing the planning, marketing, and 

assessment plans was actually valuable to me because I will not be intimidated by 

those kind of tasks in the future. I really appreciate the outlines that Jill gave us to show 

how to break up the work into tasks. I think that the project was valuable practice and I 

think my group got very good at working together, which was also valuable 

experience. I think that class time should not have been devoted to the PMA project, 

however. I think probably collections development should be taught during classes 

(perhaps with a few "check in" classes scattered throughout), and the PMA work is 

mostly done outside of class, in groups. I'm glad we did this, but I would've preferred 

classes talking about the larger theoretical issues to be addressed, rather than talking 

about the homework assignments. 
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