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Integrating Undergraduate Research in a Service-Learning Agricultural Communications Campaigns Courses

Introduction
In the communications field, it is challenging to model coursework in college classes to an accurate, professional experience (Bryant, Chonemann & Karpa, 2011). Many educators have found a way to meet students’ needs by integrating service-learning into their courses. Service-learning is a classroom tool that utilizes an organized service activity while meeting community needs (Bringle & Hatcher, 2009). This model of teaching offers valuable skills to college students as they enter the workforce by introducing them to the fundamentals of representing clients effectively in marketing and public relations fields (Bryant, Schonemann & Karpa, 2011). 
The range of skills needed before entering the workforce is consistently growing, and a demand for graduates who are knowledgeable in research methods has increased. Incorporating undergraduate research can greatly impact the teaching of communication by serving as an educational tool (Rodrick & Dickmeyer, 2002). Furthermore, educational value is seen in service-learning projects through the collaboration of faculty and students as they work with businesses and other organizations to address problems and needs (Neese, Field, & Viosca, 2013). Working with a client to understand their problems and needs allows students to develop an effective research project in which they gain a better understanding of how to address the client’s problems and needs through feedback from the target audience. Exposing students to the research process through service-learning courses is one way to incorporate researching skills in the classroom.
How It Works
	Students enrolled in an agricultural communications campaigns service-learning course at a major Southwestern university were required to conduct a research project as part of the course curriculum. At the beginning of the semester, students were introduced to their client and tasked with creating a campaign for them. Students were then broken into teams. Once the teams identified the client’s problem and created goals and objectives through a situational analysis, they were required to conduct a research project to better understand the target audiences’ wants and needs. As a class, students developed an online questionnaire to be distributed to the target audience of the campaign. Once developed, they presented the survey to the client for review. After revisions were made, the survey went live via Qualtrics™, an online survey software. Students utilized Facebook and email to distribute the survey to the target audience. After surveys were collected and data were analyzed, students created a research report based on their findings. The research report included the following sections: Introduction, Purpose and Objectives, Background, Methodology, Findings, Interpretations, and Application. Students were able to utilize the results from their research to ensure effective strategies and tactics were created for the campaign. They also shared the results with the client. 
Results to Date/Implications
	After students conducted the research, the instructor asked them questions in order to understand their thoughts and opinions about conducting research in general. Students were asked if their thoughts and opinions about research had changed compared to before they conducted the research project. Overall, students indicated that their opinions about research had changed. One student said: “I have learned what kind of survey questions are relevant and helpful and what kinds are not.” Another said, “I realized there is a lot more to research then what I thought previously. I never thought about doing scholarly research and incorporating that.” Others commented that their opinions had not changed. One student said, “It’s all just as tedious as I found it to be before.” 
	When asked what students’ had learned by going through the research process, student responses included: attention to detail is important, how to do research, it is in-depth, there are different ways to conduct research, and it is time consuming. 
	When asked if they thought they could conduct research if their boss asked them, all but two students said yes. One student said, “I believe I could conduct research from what I have learned in this class and previous classes.” Another said, “I know how and where to get info and put it in a report.” The students who were unsure said they could possibly conduct research, but were not confident in their abilities. 
	Feedback from the client was also positive. The client had never conducted research before. They found the survey to be a great idea and enjoyed having the results to review and make changes as necessary.
Future Plans/Advice to Others
	In order to create a thorough campaign, research needs to be conducted in order to understand the target audiences wants and needs. By requiring students in a campaigns course to conduct research, the students are gaining the research skills necessary for the “real-world” but are also learning more about the target audience in order to create the most effective campaign for the client. The research component of the campaign will remain a required component of the course curriculum. Instructors who teach agricultural communications campaigns courses are encouraged to think about including a research component of the campaign plan in order to expose students to the research process as well as provide a service to the client. 
Costs/Resources Needed
	Time and resources are needed to contact the client in order to understand their research needs and to conduct the research. It is important to think about possible software that may be needed to conduct the research. For this course, students created an online questionnaire and used Qualtrics™ as the distribution method. A link to the questionnaire was distributed via email and Facebook. Accounts can be set-up through Qualtrics™ for free.
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