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Introduction

It was the start of summer 2014 when the University of Notre Dame (ND)’s Kresge Law
Library (KLL) started to make its entry into social media with a Twitter
account@NDLawLibrary. The accountgrew a following to focus on library related topics. In
Fall 2014, the KLL conducted a social media survey focusing on graduate students(see
Appendix A, Appendix B, Appendix C).Participants in the survey included 355 graduate
students that completed the survey out of the 629 that received it. Of the participants that
responded to the question as to whether they would follow the KLL in social media,66% (212
of 320) of participantsresponded that they would. In response, the Kresge Law Library started
the Facebook fanpage Kresge Law Library and continued with the Twitter account in an effort
to increase communication between the Library and the graduate students.

Objective and Library Mission
Social media is in line with the KLL strategic initiatives. The mission and fundamentals
sections below are direct excerpts from the strategic plan. The underlined sentences within the
sections support the creation and continuation of social media at the KLL.

Mission
The Kresge Law Library exists to provide the necessary scholarly foundation for the conduct of
research in the law and to provide space for independent and collaborative study of the law for
the faculty and students of Notre Dame Law School. The library supports the mission of the
Law School by acquiring, providing access to, and guidance in the use of the best resources in
support of the curriculum of the Law School and the scholarly interests of the faculty and
students. Additionally, it supports the legal research requirements of the larger university
community.

Fundamentals
The Kresge Law Library is an enterprise devoted to service within our community. We conduct
our work in such a way that the Catholic character of the University informs our endeavors. The
faculty and staff in the Kresge Law Library work in harmony with the University’s mission and
communicate the University’s values of accountability, teamwork, and integrity in every action.
The Law Library delivers the highest level of service to its primary patrons, the faculty and
students of the Notre Dame Law School. We embrace the Law School’s goals of being a
premier legal research center and of offering an unsurpassed educational experience. In order to
best contribute to the success of the Law School and the University, the Law Library supports,
enhances, and enriches the scholarly and educational experience within the Law School by
developing innovative library practices and services, providing exemplary technology support
and research assistance, and by offering an authoritative collection of legal resources.

Social Media and the Kresge Law Library Strategic Plan
Below is an excerpt from the KLL strategic plan that supports the creation of social media in the
Law Library.
4. Develop a law library staff which will be flexible and creative in response to changes in the
work environment and which will embrace the vision, mission, and fundamentals of the Kresge
Law Library.
● Provide law library staff with sufficient opportunities, resources, and support to
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work productively and with flexibility in a changing environment, with particular
emphasis on increasing technical capabilities.
○ Share information and spotlight the work and contributions of all staff
members.
The entire KLL strategic plan can be viewed athttp://tinyurl.com/KLstrategicplan

University of Notre Dame Social Media Policy
To stay on message with ND, it is important the KLL author(s) become familiar with the
University’s Social Media Policy. You can review it including the University’s Best Practices
for social media at
http://tinyurl.com/undsmpolicy

Social Media Decision Tree
The University provides a visual tree to help those participating in social media with making
decisions regarding information found in social media about ND. (See Appendix D for the
Social Media Decision Tree).
There is a handy “remember” box at the top right of the webpage that reads:
● Be transparent about your connection to ND.
● Cite official sources if presenting a fact.
● Take your time to craft a smart response, but take into account the speed of the
Internet.
● Your tone reflects the entire University.

Policies
Before posting to any of social media platforms, KLL author(s)will need to review the
following policies:
Facebook policy
https://www.facebook.com/policies
Twitter rules
https://support.twitter.com/articles/18311#
Policies and violations
https://support.twitter.com/groups/56-policies-violations#

Peer Institutions
In the creation of the various social media platforms, the KLL’s peer institutions were reviewed.
Below are a few questions asked and a few questions that that should have been asked:
 Do they participate in social media?
 If so, which platform(s) are they using?
 What type of content are they posting?
 How are they using social media to communicate news, events and scholarly
information?
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What percentage is created content and what percentage is recycled?
How often are the institutions author(s) posting to their accounts?
Does the Law Library have a separate account from the main library?

The peer institutions reviewed:
1. Boston College
2. Cornell University
3. Duke University
4. Emory University
5. Fordham University
6. George Washington University
7. Georgetown University
8. Vanderbilt University
9. Washington and Lee University
10. Washington University, St. Louis
(See Appendix Eand Appendix Fforpeer institution research completed by the KLL
Communication team).

Develop a Social Networking Policy
Before developing a Social Networking Policy, the KLL should establish a social media
strategic plan that develops ties to the Library strategic plan and mission and include goals for
the future (Steiner, 2012). However, if there is not time,guidelines should be compiled in the
form of a Social Media Networking Policy for author(s) to abide by within the institution. This
is composed of outlining the following:
 Purpose/ mission statement
 Guiding principles for content
 Who may contribute
 Topics covered/ suggested content
 Content, style, tone
 Intellectual properties consideration and guidelines (proper citation)
 Identifying target audience
 Identify social media channels
 Definitions of social media language
 Operation strategy – develop the structure of how content is created, reviewed (if
any) and published. Outline the journey from creation to publishing.
 Response policy – develop a policy regarding audience participation and
response (ex. Can the audience comment on posts? Will comments be allowed?
How are they reviewed and how and when are they responded to? How do you
respond to negative posts? Can comments/posts be deleted?)
 Allocation of resources – How much time does each author commit to social
media?
 Affiliated organizations – Identify other institutions on social media that you
want to collect information from, interact with, and share information on your
social networks.
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Annual Social Media Goals

In addition to a Social Networking Policy, goals should be developed that are projected out at
least a year. Some examples of goals can be:
1. What do you want to accomplish within the first year?
2. What can be built upon in the second year?
3. What are your desired metrics by [enter date]? (ex. Increase visits per day,
increase [insert type] content posts per month, increase clicks per content, etc.)

Use Your Analytics
The Fall 2014 Social Media Survey helped to identify the main audience for the KLL in
social media. It is important to continue to follow and learn from your analytics to determine
who your audience is and how it is growing:
 Facebook Page Insights
 Twitter card analytics
 Google analytics
Take this data and use it to craft a social media voice.
1. Identify the age range.
2. Identify the male to female ratio.
3. Factor in what the KLL mission and how it’s best to present the services and
resources the Library can offer the audience.
4. Scope out popular accounts or peer institution accounts on these platforms and
see what type of content works best for them. Video? Still images (photos or
posters)? Custom graphics? Text only updates?

Know Your Audience/Crafting Your Tone
Developing Your Brand Persona
“Stating the obvious: a brand isn’t going to be a human on social media. A brand needs a
“humanized brand” that speaks to their community.” Peg Fitzpatrick (2014)
Craft messages that consistently use the same tone and language.Don’t become repetitive
when crafting phrases. Develop a unique tone that is fresh and creative. It’s essential to
developing a brand across social media platforms for the library. Readers, especially
students, will notice posts that repeat and content that is robotically generated. This is the
mark of cluelessly generated content and the fastest way to lose touch with the audience.
Results from the Social Media Survey identified the intended audience for the Facebook fan
page and Twitter feed are the graduate students of the ND’s Law School. This is different
than the Law School’s social media. The Law School’s intended audience is parents,
prospective students and alumni. All of the content created and recycled should be beneficial
information and fall within the interests to hold the attention of the graduate students. In
other words, the Library needs to solve problems and be useful to the intended community.
By developing a brand persona, it will make content creation easier to gear towards
answering questions.
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Personas
Complete this stepbefore any content is created for any of the social media platforms.
Crafting the KLL voice involves understanding the audience. This can be achieved through
creating personas. A persona is a model of the intended users; based on the user research
data. They are represented as specific, individual human beings; they are fictional
personifications. They represent groups of users; archetypes, not stereotypes. They provide a
precise way of thinking about and communicating how users behave, how they think, what
they wish to accomplish, and why.
Create a persona based on a specific “archetype” of the intended users. It is recommended to
identify and create personas for the different years of the graduate law students. This includes
international graduate law students, Juris Doctor students, LL.M. studentsand possibly one
for potential faculty that may follow the social media of the KLL. Give each persona a first
and last name that evokes his/her archetype, select a photograph to represent him/her, and
craft a narrative (first- or third-person) that adds relevant detail about the persona’s life. The
persona must fit on one page and should be both memorable and appealing.
Next, write a scenario for the persona that provides contextual details around the persona’s
use of social media (e.g., study locations, time usage, study pressures, fears, etc.), but does
not include the use of Facebook or Twitter. Be creative, but keep it short (about 125-150
words). Where possible, include insights from user research to ground it in reality.(See
Appendix G for an example of persona).

How to Create a Persona
To develop a persona, one must understand the audience. Data analysis is needed and can be
gathered through interviews of graduate students, observations of graduate students using
social media and surveys.All of this can help develop personas.
Personas answer the following:
Users
Who are they? Where are they from? What do/don’t they know? What do they do for a
living? What’s their background?
User Needs
What do they look for? What types of information do they need? What requirements do they
have? What limitations or restrictions do they have?
User Behaviors
How do they look for information? What do they do when they have an information need?
User Contexts
What’s going on in their lives when they look for information? Where are they? What are
their expectations or motivations?

Understanding Behavioral Patterns
Examine the users you observed/interviewed/surveyed and look for commonalities in terms
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of their behavioral variables. Look for common activities, aptitudes, skills, etc.

Behavioral variables.These are measurable and observable characteristics to
compare individuals. This results in end user knowledge and attitude and use of social media.
1. Activities: What the user does; frequency and volume
2. Attitudes: How the user thinks about social media and/or technology
3. Aptitudes: What education and training does the user has; their capability
tolearn
4. Motivations: Why the user is engaged in the using social media platforms
5. Skills: User capabilities related to the social media platforms and/or
technology(Cooper, Reimann, and Cronin 2007)

Goal Setting/Synthesize
For each common behavior pattern, synthesize it into goals.
1. Common goals:
a. Experience goals (how they want to feel)
b. End Goals (what they want to do)
c. Life Goals (who they want to be)
2. Common details about use (e.g., relevant context in which your social media
platforms will likely be used).
Give the persona(s) a distinct first and last name. The name should be evocative of the type
of user they represent, but not a caricature or stereotype. Be creative. (Cooper, Reimann, and
Cronin 2007)
● E.g., “Bob Businessman” or “Robert Q. Moneyworth”

Expand
Begin crafting a narrative that synthesizes the behavior patterns, goals and characteristics and
brings each persona to life. Understand that this is NOT a short story. This is a biographical
sketch that introduces the person in terms of their job/internship, student status, family and
lifestyle. Select a photograph to represent each persona and make them more “real.” (Cooper,
Reimann, and Cronin 2007)

Persona Types
A number of personas may be created. They should be categorized into several different
types including primary (all of your personas will likely be primary), secondary and negative.

Other tips.
● Be succinct and direct; each persona description should fit entirely on one
page.
● Lots of text can be overwhelming, so don’t be afraid to use graphics/charts
to visually communicate important details.
● Be creative! Use color, pictures, icons (and white space!) to make each
persona unique and memorable.
● Remember: the goal of a persona is to invoke empathy for the intended
users and help remind KLL author(s) who they’re writing for.
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Scenario
Once personas are created, give them tasks. A scenario is a concise narrative description of
how a persona will use the KLL social media platforms to achieve specific goals. They
should specify an information need that may be experienced by the persona. Scenarios are
like mini-stories: they describe the context in which the KLL social media platforms are
used. (Gaffney, 1999)

Tips for Scenario
The scenario should tell a memorable, but realistic story about the persona.
● Keep it short (about 125-150 words)
● Be creative! Bring the persona to life.
● Describe the context: in addition to the problem this person is facing, what
else is going on around them?
● Make it real: use insights from user research to ground it in reality.
● The scenario should stop just before the person starts using the social
media platform.
● All scenarios should end with something like “Joe sits at his desk and
browses to the Kresge Law Library Facebook page, so he can begin his
search for [INSERT TASK].” (Mac Donald, 2013)

Content Outline
Match the content with the ideal persona and KLL will be planning for success. There are two
types of content creation:
● Created - Original content that is created and written by the author(s). This
could include citing resources. However, the post is original content and
properly cited, if necessary.
● Recycled - Content that is not created by the author. This content is someone
else’s exact words and should be properly cited and formatted to attribute
credit.
There are three categories under content creation classifying the types of posts recommended:
● Standard - These types of posts convey library business. This is internal
news.
● Creative - These posts are creative in nature. They are created content
versus recycled.
● Resource - These posts are external to the KLL. The news and
information that are external in nature. Examples: tips, educational,
advice.
Below, find a recommended list of suggested topics from the Social Media Survey and
assessment of peer institutions categorized by type.
Standard
Event announcements
Library News (hours/availability)
Opportunities (instruction/ research and scholarship)
Exploring spaces in the library
Job vacancies
Changes in journal or database information/tips
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Notification when tours occur (so students can schedule study around it or participate!)
Highlight movies in the collection for students
Pictures of special events, holiday decorations, etc. (that help make the library look more
open and engaging)
Lost and found items
Creative
Did you know…? (trivia, study tips)
Feature unique (crazy) cases from the past and important information
New acquisitions and book recommendations (faculty books or articles, fun non law books)
Research tips
Blue Book facts/tips (cover common questions)
Legal researching/citation
Legal humor
Librarian/research person of the week
Resources
Event announcements
Opportunities (instruction/ research and scholarship)
Changes in legal jurisprudence, opinions regarding Supreme Court cases
Fun facts about the law
Topics students are researching
Supreme Court fun facts
News
Weekly law and legal news
New important case law
New publication on ground breaking legal research
Analysis of important Supreme Court cases and decisions
Important development on major legislation
Other legal news that may be important to not only students but also practitioners
On campus event related to research
On campus resource for students to take advantage of (ex. that will benefit their research or
help them relax during finals).
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Facebook and Twitter Instructions
How to Post To the Facebook Fan Page
After you log into the Facebook account, you should see the dashboard with the news feed.
To the left there is a list of bookmarked pages. At the very bottom of the first list is the
Kresge Law Library Facebook Fan page. Click that and it will bring you to the fan page.

Research #hashtag and @mention Opportunities
● Research relevant #hashtags that you could use in your tweets to
potentially boost readership. Go to https://twitter.com/ and type keywords into the
search box that you think may be possible #hashtags.
○ It’s best to use #hashtags that are being used by the larger
Twitterverse than to create your own. For example, #Lawschool and
#NDLawStudents are a good hashtags for KLL posts.

● Note that the KLL hashtag is #kreslib
● Research relevant Twitter and Facebook profiles that you can mention as
part of your post or tweet. For Tweets, use @Mention (by including the @ in
front of the twitter handle). For Facebook, like Twitter type a @ before a name. A
drop down should appear with suggestions. Click the one that you are looking for.
○ This encourages a connection between our profile,
@NDLawLibrary, and other Twitter and Facebook users. It may result in
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more retweets (RTs), shares and likes.
○ Go to https://twitter.com/ and type name keywords into the
search box that you think may result in a potential Twitter profile. Be sure
to select the “People” option in the top left:

● You can do the same in Facebook’s search box.

Write a Tweet and/or Facebook Post In Hootsuite
Managing and creating posts to multiple social media accounts can get tedious and become
cumbersome. Hootsuite is one platform the KLL can use to post to several social media
accounts. Hoostsuite can be used with one author but certainly should be used with multiple
authors posting to several accounts. Among the many features of the free account is that
authors from the KLL can schedule posts to publish at later dates and posts can be saved
with out being published. So if there are posts an author is working on, but has not
completed the save feature can be crucial. The “publish later” feature providesthe KLL
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authors the opportunity to build posts ready for publishing out weeks. It also provides the
opportunity to curate posts more effectively and efficiently.
Instructions on use below:
● Go to www.hootsuite.com

● The generic account username/email is libnews@nd.edu. For password
contact INSERT ADMIN’s Email Address. All tweets for this account will need
to be approved by a HootsuiteKLL supervisor.

● The above screen will appear.
● Refer to the screenshot above, in the box with A below it, select the social network for
your tweet or Facebook post by putting your cursor in this field and a drop-down menu will
appear.
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● If you want to compose a tweet, click “NDLawLibrary.” By doing this,
you will ensure a character count tool will appear as you compose your
message.This will help you keep your tweet with in 140 characters.
● If you want to compose a Facebook post click “Kresge Law.” A character
count will also appear at the bottom.

● In reference to the B in screenshot on page 13, put the cursor in the
“Compose message...” field to the right to type your tweet or Facebook post.
● Writing tweets tips:
○ Make it short (obviously, you only have 140 characters to
work with).
○ You want to grab the attention of the reader and you want
to add value to the reader. To do this, ask questions of the reader, pick out
a succinct fun fact, or invite reader participation.
○ Remember to use relevant #hashtags and @mention
applicable twitter profiles.
● Adding links: Copy the URL you’d like to use in your tweet and place
your cursor in the “Add a link...” field. The following screen will appear.
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● Paste the URL into this field and click “Shrink,” this will insert the URL
into your tweet, which is a factor in your character count.

Schedule Tweets and Facebook Posts In Hootsuite
● From the “Compose message...” box you can schedule your tweets and
Facebook posts.

● Click the calendar icon. Schedule the date and time from the calendar and
drop down menus.
○ Make sure to select the AM or PM options. Times for
tweets are recommended to occur around the peak hours of
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Facebook and Twitter. (SeeAppendix H for the best times
to post to Twitter and Facebook andAppendix Ifor the 2014
Social Media Cheat Sheet).
● Once you have selected the date and times, click “Schedule.” Your tweets
and/or Facebook posts will then be submitted into a queue for approval by the
supervisor.

2014 Recommended Best Times To Post To…
Every year the KLL must stay on top of annual research by the social media companies
stating the best time to post to their platforms. This can be included in an annual review of
social media goals.
● Facebook
○ Best times: Weekdays 6:00-8:00am and 2:00-5:00pm
○ Worst times: Weekends 10:00pm-4:00am
● Twitter
○ Best times: Weekends 1:00-3:00 pm
○ Worst times: 8:00pm-8:00am
(See Appendix H for the best times to post to social media).

Attributing Credit
To sources within posts.Cite sources as you would in a scholarlypaper. To cite an
article from a link include the publisher, author if included. If you have the name(s) of the
publisher and/or author, depending on where the author(s) is crafting the post, search in the
Twitter and Facebook search boxes for their respective Twitter handle(s) or Facebook fan
pages.
 Ex. Library of Congress’s Twitter handle is @librarycongress
 Ex. The New York Times’ Twitter handle is @nytimes
Once thehandle(s) is found, include the publisher and/or author. If there is a link, at the very
least include the publisher’s handle.

To images.When you use a images from another source in your posts always attribute the
photographer, include the artist’s Twitter handleor Facebook username or if they do not have
one, insert their name in parentheses after the word “Photo:”
 EX. (Photo: @lunapaint) or (Photo: Liza Lane)
o If no photographer is visible from the source, attribute credit to the publisher.
o If the photographer is a staff member, a decision must be made and
documented in the social media policy about attributing credit or the decision
not to do so.
o If you are running out of characters in Twitter, simply list the name or Twitter
handle in parentheses.
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Ex. (Richard Mundy) or (@rmundy)

Finding and Storing Images
Locating free images and size.A good source for images that are not created by staff
or librarians is Flickr Creative Commonshttps://www.flickr.com/creativecommons/
Attribution License is the safest to use, which means if the KLL author(s) use an image from
any Flickr Creative Commons pool of photos,the author(s) must attribute credit to the
photographer. (See Attributing Credit to Images).
Make sure the image quality is good. This includes an understanding of the dimensions (size)
and pixilation of a image. Visit this link to learn the basics of required image sizes for
Facebook and Twitter: http://tinyurl.com/sizecheat
Image storage and file organization. Keeping images organized. It will save the KLL
author(s) valuable time when they search for images to attach to their posts. This comes in
handy when the KLL has annual events and the author(s) are looking to recycle images.
● For images taken by staff and librarians, it is recommended all images be
stored in one location. This could include a Box folder shared among the
KLL author(s) or a folder in a shared drive.
● When images are saved at the designated location, create a folder for all of
the images.Within the folder, create a folder by date (ex. 12152014). The
date should refer to the upload.
○ Within each dated upload folder will be the images. This
may seem tedious, but will be an incredible way to
organize files and for author(s) to find what is needed.
Incorporate the abbreviated title of the event or subject if it
is known, add the date and author’s initials (if it was
decided in the social networking policy that the author(s)
attribute credit to individual staff and librarians).
■ It might look something like this:
● Halloween_10312014_KAS.jpg
○ If there are multiple images on the same subject or event by
the same staff or librarian you can add consecutive
numbers after the initials.
■ Examples:
Halloween_10312014_KAS.jpg
Halloween_10312014_KAS_1.jpg
Halloween_10312014_KAS_2.jpg
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Social Media Collective Research Blog http://socialmediacollective.org/
“Twitter for Business.” https://business.twitter.com/
The “M” Word: Marketing Libraries (blog). http://themwordblog.blogspot.com/
Wired. www.wired.com

Social Media Good Practices
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Social Media Survey
Are you…
Response
Percent

Answer Options

Response Count

50.3%
49.7%
answered question
skipped question

Male
Female

179
177
356
0

Male	
  

49.7%	
  
50.3%	
  

Female	
  

Social Media Survey
Are you …
Answer Options
Staff
Student (J.D.)
Student (LL.M., J.S.D.)
Faculty
Library Faculty or Staff

Response
Percent
2.0%
91.3%
3.4%
3.1%
0.3%
answered question
skipped question

Response Count
7
325
12
11
1
356
0

0.3%	
  

3.4%	
  

2.0%	
  

3.1%	
  

Staﬀ	
  
Student	
  (J.D.)	
  
Student	
  (LL.M.,	
  J.S.D.)	
  
Faculty	
  
Library	
  Faculty	
  or	
  Staﬀ	
  

91.3%	
  

Social Media Survey
How old are you?
Response
Percent

Answer Options

Response Count

2.6%
71.7%
15.1%
7.1%
2.3%
1.1%
answered question
skipped question

18-21
22-25
26-29
30-39
40-49
50 or older

2.3%	
  

1.1%	
  

2.6%	
  

7.1%	
  

18-‐21	
  
22-‐25	
  

15.1%	
  

26-‐29	
  
30-‐39	
  
40-‐49	
  
71.7%	
  

50	
  or	
  older	
  

9
251
53
25
8
4
350
6

Social Media Survey
Do you own a smartphone?
Response
Percent

Answer Options

Response Count

96.5%
3.5%
answered question
skipped question

Yes
No

335
12
347
9

3.5%	
  

Yes	
  
No	
  

96.5%	
  

Social Media Survey
Do you plan to purchase or upgrade to a smartphone in the next 6 months?
Response
Percent

Answer Options

Response Count

8.3%
91.7%
answered question
skipped question

Yes
No

1
11
12
344

8.3%	
  

Yes	
  
No	
  

91.7%	
  

Social Media Survey
Which operating system does your smartphone have?
Response
Percent

Answer Options

82.6%
0.3%
15.6%
1.2%
0.3%
answered question
skipped question

iPhone (iOS)
Blackberry
Android
Windows
Other (please specify)

Number

Other (please
specify)

Response Date
1

Nov 4, 2014 11:13 PM Samsung Galaxy
1.2%	
  

0.3%	
  
iPhone	
  (iOS)	
  

0.3%	
  

15.6%	
  

Blackberry	
  
Android	
  
Windows	
  
82.6%	
  
Other	
  (please	
  
specify)	
  

Response Count
276
1
52
4
1
334
22

Categories

Social Media Survey
How do you access social media networks? (Check all that apply.)
Response
Percent

Answer Options
Smartphone
Tablet
Desktop or laptop computer
eReader (Kindle, Nook, etc.)
Other (please specify)

Number

90.7%
29.4%
91.3%
3.8%
2.0%
answered question
skipped question

Response Date
1
2
3
4
5
6
7

Nov 7, 2014 9:16 PM
Nov 1, 2014 8:41 PM
Oct 31, 2014 1:58 AM
Oct 31, 2014 12:31 AM
Oct 30, 2014 5:21 PM
Oct 30, 2014 5:10 PM
Oct 30, 2014 4:45 PM

Response Count
311
101
313
13
7

Other (please
Categories
specify)
I avoid social
media
alluse
Inot
doat
not
Isocial
don't media.
use social
media,
I do notbut
usewhen
social
Do
notmedia
participate
in social medis
N/A

343
13

100.0%	
  
90.0%	
  
80.0%	
  
70.0%	
  
60.0%	
  
50.0%	
  
40.0%	
  
30.0%	
  
20.0%	
  
10.0%	
  
0.0%	
  

Smartphone	
  
Tablet	
  
Desktop	
  or	
  laptop	
  
computer	
  
eReader	
  (Kindle,	
  Nook,	
  
etc.)	
  
Other	
  (please	
  specify)	
  

Social Media Survey
Do you snap QR codes with your smartphone/tablet?
Response
Percent

Answer Options

Response Count

15.7%
84.3%
answered question
skipped question

Yes
No

54
290
344
12

15.7%	
  

Yes	
  
No	
  

84.3%	
  

