Question 1 - Impact Categories and outcomes
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Question 2 - Mapping outcomes to metrics/assessment tools
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Question 3 - Huerta Collection Talking points

e Tie the format of you pitch tot he three bullet points in the mission statement
o Inform: here’s where we’ve been successful already

o Transform: project of a different scale - from one person to an entire
population of organizers



e New collection would be a more well rounded addition; enhances but does not

duplicate collection

Self-driven learning

Community engagement re: coffee shop events, etc

Donor engagement

Student engagement - student retention is important at their institution

Transforming lives: continued use over time as evidence of its compelling nature;

social justice organizations using it

More actionable information: people users, bots from other countries?

Growth over time - how did it grow? Sustainable growth/consistent use - that'd

show impact.

DPLA - collection isn’t isolated, part of a much larger network

Social justice: relating items to current events (anti-union efforts,

anti-immigration, etc); what’s impt at this institution--how that collection could be

used in the classroom. Testimonials from professors “Here’s how I've used in
the past, here’s what | can do with more info.”

e Want community to engage digitally. Community is engaged IRL--potential for
donor engagement, university is reaching out, not just waiting for people to come
to them.

Strengthening their brand
Unique aspect of audio files - billing as oral history, filling a gap. Bridge to
connect the past to today--can continue to be built in the future.

e Student bloggers can contribute to student recruitment, geographic distribution
can contribute to international recruitment, etc.

e Collections as foundations for community engagement. When you have
sustainable relationships, can attract companies who want to get involved with
university. Story for potential, opening up larger convos about community impact.

e Attracting corporate support. Ag industry money. Follow the money, will speak to
the institution.

Collection recruitment from companies, unions, people in the community.

e Connecting directly to mission statement--easy to make an argument for this

collection.

Question 4 - Reporting out on Labor collection:

e Did you want to know more?
o Wanted to know if the attention was local or dispersed?
o We never set benchmarks



We were not able to compare both sets of metrics because we didn’'t have the
timeframes for the Huerta

Desire to connect the collection to the history of labor in the SW. We don’t know
how the attention characterizes the collection and who is using it.

e Why was the collection successful?

o

o O O O

Demonstrates that we were able to make contact with researchers and scholars
and raise the profile of the collection/library.

Data reflects impact on local and national level - shows potential.

Proportion of use locally vs. national/international is significant

Document how we used the investment, and the long term benefits.

Tied metrics to the library mission

Question 4a - Metrics to Stakeholders

e Views worldwide:

o

Researchers - interested in knowing who else is looking at the collection, also
finding collaborators

Professional network: could give you professional development opportunities
General public / tax payers: eye catching number that can be used in press
releases

Dean and development officer

e Local numbers:

o

O

o

Deans and recuriters interested in enroliment
Local government to affect and raise awareness about legislation
Funders that seek scholars that do interdisciplinary work (CLIR, etc)

e Newspaper / blog posts:

o O O

O

e Twitter:

O

o

o

Social justice activists

Local chamber of commerce and tourism
College leadership

Donors (may be negative or positive)

National union

Librarian community - promoting awareness for others to use and bolster our
professional profile

Prospective Students / admissions: active engagement could attract students

e Citations:

o

O

o

Faculty
Tenure and promotion committees
Library leadership

e | ocal public school history class:

o

The parents



o O O O O O

Community engagement office on your campus
Local school board

Legislators

Alumni

Donors

Education Faculty

Question 5 - why aren’t metrics always useful

e Comparing w/ peer institutions plus and minuses

O

o

O

Institutional context is difficult to compare
Hard to compare impact on distinct communities

m Have to be able to measure your community that you want this to reach
Positive side: institutions interested in maintaining their competitive edge
Try to compare unique collections to each other as opposed to comparing
institutions to institutions.
Always think about what you are comparing.

e How do you mitigate the risks of interpreting metrics incorrectly?

O

Don’t only focus on the biggest number that you have. If the class visit is a more
compelling metric, then use that even if its the only 1 of its kind.

Look at use over time to avoid the isolated peaks and valleys

Address where the collection fell short so you don’t lose your credibility. Talk
about opportunities for growth.

Twitter posts may be negative. Look at the context if you can.

Managing expectations to stakeholders about numbers from the beginning helps
you not fall short

Look at your metrics and determine what you need, be honest about what you
want and how you are promoting.

Ask a colleague to take a look to get perspective and feedback.



