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Project Overview
Hosting Unit: Reference and User Services Association (RUSA)

Team Members: Kate Aultman, Margaret Breen, Maggie George,
Matthew Goldberg

Member Guides: Paul Chasen, Dawn Mick

Staff Liaison: Ninah Moore

Project Description:
The Reference and User Services Association (RUSA) is a network within
the American Library Association (ALA) meant to educate, empower, and
inspire its members to advance the evolution of the profession and better
serve users in a continually changing information society. RUSA
Leadership, through comprehensive surveys of both past and present
members, uncovered that members strongly affiliate with specific
sections rather than the larger organization. The RUSA Member
Engagement Committee is keen to encourage members without a section
affiliation to fully utilize their membership by joining one or more sections.
With six distinct sections—Business Reference & Services (BRASS),
Collection Development & Evaluation (CODES), Emerging Technology
(ETS), History (HS), Reference Services (RSS), and Sharing and
Transforming Access to Resources (STARS)—the goal is to provide
concise, personalized, and informative communications. These messages
must be sustainable and reusable by future committee members to ensure
ongoing engagement.
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Member Details and
Contact Information
Kate Aultman
Head of Washington Memorial Library
Middle Georgia Regional Library
Aultmank@bibblib.org

Margaret Breen
Adult Services Librarian
Hennepin County Library
mbreen@hclib.org 

Maggie George
School Librarian
Metro Nashville Public Schools
maggie.george414@gmail.com

Matthew Goldberg
Access and User Services Librarian, Assistant Professor
Ekstrom Library, University of Louisville
mdgold04@louisville.edu
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Introduction and Goals 

Introduction:
At the beginning of this project, there were currently 549 members (27%) of RUSA

who are not affiliated with a RUSA Section. The RUSA Member Engagement

Committee was interested in encouraging members without section affiliation to

maximize their membership by joining one or more sections. As members have

countless emails to sort through, the committee tasked ALA Emerging Leader Group

J with the creation of a communication plan predicated upon short, personalized, and

informative messages. These messages need to have a sustainable infrastructure so

they can be re-used with minimal effort by current and future RUSA Member

Engagement committee members.

Goals of the Project:
1.  Retain RUSA members without sections by describing what each section offers.

2.  Create a sustainable mechanism to send informative messages to new and

current RUSA members who do not belong to one of the six sections.

3.  Create a tracking mechanism to track read rate of emails and whether the user’s

section membership changed over a specific period of time.

What should the project team accomplish and/or produce for your unit?
1.  Create a messaging infrastructure for sections within ALA’s email marketing

platform (Informz) to personalize messaging.

2.  Create a plan for contacting and communicating with RUSA section chairs to get

section information for the email messages.

3.  Determine the best timing for sending each section’s message (e.g. monthly,

bimonthly, etc.) and program it in Informz, if possible.

4.  Devise a system for tracking response rate and whether the user’s section

membership has changed within one year after the last message has been sent.
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Methodology
Methodology:

The project methodology involved several key steps:

1.  Interview Section Chairs: Discuss current section engagement opportunities

and pathways for joining their section so that we were able to accurately

communicate to unaffiliated members how they can get involved.

2.  Survey: Created and conducted detailed surveys with RUSA members not

affiliated with any sections to gather insights on communication preferences

and motivations for joining RUSA.

3.  Data Analysis: Analyzed the motivations, barriers, and preferred communication

channels of RUSA members to refine outreach strategies.

4.  Communication Infrastructure: Developed a messaging infrastructure using the

AI Taskade Workspace that could be input into ALA’s email marketing platform,

Informz, to tailor and automate section-specific messaging.

5.  Scheduling and Tracking: Established a schedule for sending targeted

messages and devised a system to track the read rate and changes in section

membership over time.
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Summary of Section Leaders
Discussions

A brief summary of the narratives provided by the section leaders is below. Questions during
these interviews concentrated on current communication with members, recruitment efforts,
and section activities.

HS (History Section)
Communication: Biweekly RUSA HS Roundup posts on Connect, occasional Facebook posts,
one-off posts for specific programming.
Programs/Resources: Discussion groups, paid webinars/courses, ALA Annual, RUSA Virtual
Forum, revamping online resources, updated professional guidelines.
Engagement Goals: Increase member contributions on Connect, build a volunteer bench for
committees and leadership.
Additional Info: Leadership is mostly from academic libraries facing budget and service
challenges. Concerned about the cost of paid programs despite membership fees.

CODES (Collection Development and Evaluation Section)
Communication: Monthly emails to committee chairs, occasional posts on Connect.
Programs/Resources: Book and award committees, Literary Tastes event at ALA Annual.
Engagement Goals: Broaden volunteer pool for committees.

ETS (Emerging Technologies Section)
Communication: Monthly with committees, rare with general members unless specific news or
events. Advertises committees.
Programs/Resources: Award Committee, Programming Committee, RUSA Virtual Forum
sessions, ALA sessions, Professional Resource Committee working on website.
Engagement Goals: Encourage member participation and contributions, emphasize community
and knowledge sharing.

STARS (Sharing and Transforming Access to Resources)
Communication: Recently adopted a communication plan, uses ALA Connect, promotes on
social media and through emails.
Programs/Resources: Two discussion groups with annual forums, interlibrary loan resources,
committee service opportunities.
Engagement Goals: Desire more professional development opportunities and involvement
from members unable to commit to committees.

Each section has unique communication methods, programs, and goals for member
engagement and development. A key finding of these interviews was that the sections do not
take a standard approach to the process of recruitment or retention.
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Survey of Unaffiliated RUSA
Members Results

We sent a survey via Google Forms to all RUSA members who are not
currently affiliated with a section from the email of a member of the

Member Engagement Committee.
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Survey of Unaffiliated RUSA
Members Results

Survey Trends by Membership Duration

Less than one year: Many new members are

concerned about time commitments and lack

clarity on subcommittees.

1-2 years: Members are often involved for

professional development and express

uncertainty about subcommittees.

2-5 years: Members are generally engaged for

professional development, tenure track

requirements, and face barriers related to time

commitment and clarity on involvement.

5+ years: These members are typically

motivated by professional development and

tenure requirements, but face barriers

including time commitment and a lack of

clarity on subcommittees.

Participation in RUSA Sections

Yes: Members with experience in RUSA

sections are often motivated by

professional development and connecting

with other professionals; they may have

tenure-related motivations.

No: Members who haven't participated

express barriers such as time commitment

concerns and lack of knowledge about

subcommittees.

Maybe/Don't Know: There are similar

barriers due to unclear pathways for

involvement.
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Survey of Unaffiliated RUSA
Members Results (cont.)

Participation in Other ALA

Divisions

Yes: Members involved in

other ALA divisions also seek

professional development

and connection with

professionals.

No: Those not involved with

other divisions are focused

on overcoming time

constraints and clarity on

engagement opportunities.

Motivation for Joining RUSA

Professional Development:

The most common

motivation across all groups.

Connecting with Other

Professionals: A significant

secondary motivation.

Tenure Track Service

Requirements: Important for

some longer-term members.
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Survey of Unaffiliated RUSA
Members Results (cont.)

Barriers to Joining RUSA

Section
Time Commitment: A

significant concern across all

membership durations.

Uncertainty about

Subcommittees: A prevalent

issue, especially for newer

members.

Preferred Communication

Channels

Email: Universally preferred

for updates and opportunities.

ALA Connect and RUSA

Website: Important for more

detailed engagement and

updates.

RUSA Social Media: Used

alongside other channels for

broader outreach.
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Project Deliverables
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Each of the six RUSA sections received two separate email
templates which were informed by the results of the survey of
section leaders. One email is a welcome template that can be
sent to new members. The other email is a monthly email
template that can be adjusted periodically and sent out to
current members. 

Consistent branding of each of the RUSA sections continues
throughout the emails by imbedding the RUSA section logos
into the content of each of the twelve emails.

Concentrating on brief but engaging emails, Team J was able to
emphasize the steps needed to join a RUSA section by using
hyperlinks. The hyperlinks send the email receiver to  a
committee volunteer form, the ALA Connect portal, and each
individual RUSA section webpage.

After surveying the unaffiliated RUSA members, it became
evident that emails are the preferred method of communication.
To preserve the longevity of a communication plan, Team J
created the below custom email templates: 

1.  An email to RUSA members unaffiliated with sections (page
14), which was sent out via a chair of the RUSA Member
Engagement Committee.

2.  Templates for each of the six RUSA sections that were
uploaded to the Member Engagement Drive. 



Email to RUSA Members Unaffiliated
with Sections Using Informz
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Rate of Engagement with Initial
Email
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Email Template - ETS
Welcome Email:

Monthly Email Template:
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Email Template - STARS
Welcome Email:

Monthly Email Template:
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Email Template - HS
Welcome Email:

Monthly Email Template:
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Email Template - CODES
Welcome Email:

Monthly Email Template:
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Email Template - RSS
Welcome Email:

Monthly Email Template:
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Email Template - BRASS
Welcome Email:

Monthly Email Template:
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Conclusion 
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Project Expectation Reflection - What were we able to accomplish?

1.  Create a messaging infrastructure for sections within ALA’s email marketing platform

(Informz) to personalize messaging.

a.  While RUSA was unable to provide direct access to Informz for Team J due to

security reasons, we were able to create email templates that are now stored in

the RUSA Member Engagement Drive for member engagement committee

members and section leads to access. These guides will remain accessible even

as section leaders change or their terms end.

2.  Create a plan for contacting and communicating with RUSA section chairs to get

section information for the email messages.

a.  We were able to survey and interview four of the six section chairs and gained

insight into the goals of each section and the various programs and support they

offered. These findings informed the individual section email templates.

3.  Determine the best timing for sending each section’s message (e.g. monthly,

bimonthly, etc.) and program it in Informz, if possible.

a.  Without the direct ability to program the verbiage into Informz, our team

recommended monthly emails to avoid over-communication to RUSA.

4.  Devise a system for tracking response rate and whether the user’s section

membership has changed within one year after the last message has been sent.

a.  RUSA leadership has access to track click-through rate and the email to RUSA

members tracked survey response rate. Our team recommends that the RUSA

Member Engagement review the 549 unaffiliated RUSA members during the coming

months to see if they migrated to sections as part of the evaluation process.

The RUSA Email Communication Plan has revealed vital insights into the importance of

personalized and strategic communication to engage members effectively. By

establishing a sustainable email infrastructure and crafting tailored messages for each

RUSA section, the project has addressed the challenges posed by the organization's

siloed structure. The successful implementation of personalized welcome emails and

targeted outreach can significantly improve clarity around how to join, section affiliation

benefits, and opportunities to engage further. 



Recommended Next Steps
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Moving forward, the following strategic actions are recommended:

Send emails both inside of and outside of the Informz platform, to
gauge member needs and ensure that the content and resources
offered remain relevant and valuable.

Develop a system for sections to use Informz to promote and
communicate with section members and unaffiliated members.

Standardize process for getting involved in a section and increase
transparency in messaging about time commitment, section
membership expectations, and other relevant information.

Create an “Outreach Communication Plan” specifically crafted to
those who have unsubscribed from ALA emails sent through Informz.

One year after implementing the RUSA “Email Communication Plan”,
evaluate the number of unaffiliated members to establish
effectiveness of plan.

Re-survey unaffiliated members to determine if email communication
decreased the number of unaffiliated members or met previous gaps
in knowledge about subcommittees.


