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Communicating Research: Promoter Interactions 
 

The purpose of this research was to identify ways to improve promoter interactions on college 
campuses. For this study, I define promoters as anyone with the goal of convincing students to 
sign something, buy something, or join something. The overarching goal of the study was to 
better understand how the University of Washington student population interacts with 
promoters, and use this knowledge to improve the way information is promoted on campus. The 
majority of secondary research on this topic comes from college and university student 
newspapers, and the four student newspaper articles referenced throughout this study make clear 
that there is a problem with the way promoters interact with students. All research conducted 
attempted to answer the following questions: how do students react to promoter interactions, 
how do students feel about promoter interactions, and why do they react and feel the way they 
do?  
 
To answer these questions, I conducted three studies, including field work, interviews, and a 
survey. The end user in my problem space is the University of Washington student population. 
The field work consisted of three thirty-minute deep hanging out sessions, in which I observed 
different types of promoters in three different locations on campus. For the interviews, I recruited 
participants from my college friend group, and interviewed three people for thirty minute 
sessions. I created the survey using Google forms, and posted it on my Facebook profile, 
collecting twenty-six responses that met the inclusion criteria. Today, negativity surrounding 
promoter interactions is directing the attention away from what is being promoted. These 
findings could help transform the promoter process into a positive experience, which could help 
more effectively communicate information to students.  
 
  
 
 
 
   
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Framework	Diagram:	Overview	of	Key	Findings	



The key findings were prioritized in terms of which factors most inhibited the promoter process. 
The following results were determined to be the most problematic aspects of student-promoter 
interactions. 
 
Human Interaction Turns Students Away 
 
Students do not like the human element of promoter interactions. Students feel negatively 
towards promoters, which prevents them from wanting find out what’s being promoted.  
 
Proof 
 
Nearly all students reported to feel negative emotions before and during promoter interactions. 
Interview and survey results both revealed that when promoters try to start an interaction with 
them, students feel pressured, uncomfortable, anxious and nervous. Out of twenty-six survey 
participants, sixteen feel pressured, fifteen feel uncomfortable, ten feel nervous, and eight feel 
anxious when promoters try to start a conversation. In one interview, “the more people try to 
make conversation with you, the more awkward it is.” (Interview P2). These studies also show 
that students feel trapped or attacked during some promoter interactions. During an interview, 
“it’s just their being forceful that pushes me away even more, and makes me want to believe in 
their cause even less.” (Interview P1). Thirteen of the twenty-six survey participants also noted 
that feeling trapped or attacked is one of the reasons why they don’t engage with promoters.  
 
Additionally, field and interview results show that often students don’t check what’s being 
promoted before deciding not to engage, meaning they base their decision solely off of promoter 
appearance and strategy. My observations during the field study showed that often times when 
students take flyers from promoters, they throw them out or crumple them before even checking 
what’s on them. In an interview, when the participant was asked if they look to see what is being 
promoted before making a decision on whether or not to interact, “No I don’t.” (Interview P2). 
 
Discussion 
 
This finding reveals that the human element in promoter strategies is detrimental to the goal of 
the promoter. Negative interactions with promoters are making students even less inclined to 
learn more about what’s being promoted than before the interaction. This is a key pain point for 
all students, as it’s causing them to feel harassed and uncomfortable. Solving this problem could 
help improve promoter success rates and gain more awareness for what they’re promoting. 
  
Design Recommendation 
 
In order to stop the damage being done through human promoter interaction, it is necessary to 
disassociate the promoter from what is being promoted. This could be achieved by creating an 
online promoter database. This database would allow students to find out what’s being promoted 
at the time without the negative feelings and emotions that come from promoter interactions. It 
would also give them the freedom to initiate learning about what’s being promoted, rather than 
have it forced on them. Students could browse through topics online without ever having to deal 
with uncomfortable one-on-one human interactions. This would also put the focus entirely on 
what’s being promoted, and get rid of the human promoter in the middle. 



 
 
 
 
 
 
 
 
 
 
 
Promoters Interact at Bad Times  
 
Students do not have time to interact with promoters on campus, generally because they are 
heading to class, the library, or another school-related activity.  
 
Proof 
 
Often times students do not engage with promoters because they don’t have time to, even when 
they might be interested in what’s being promoted. Interview and survey results show not having 
time to be the most popular reason for why students don’t engage with promoters, with nineteen 
of twenty-six survey participants selecting this option. In one interview, “I’m a supporter of gay 
rights, but I just didn’t have time to talk…” (Interview P1). Students generally feel they have a 
goal to get to their destination on time, and interacting with promoters is hurting their chances of 
achieving that goal. One interview participant said, “Whenever I’m on campus it’s for a reason. 
I’m there to go to class or go to the library. I don’t just wander looking for these people.” 
(Interview P3). Field results also support this idea, as one observation showed that a female 
student that was “trapped” into an interaction with two church promoters quickly told them she 
was in a hurry and walked away.  
 
Discussion  
 
This finding reveals that promoters are targeting students during times when students will most 
likely be busy. This is an extremely ineffective strategy, and is resulting in very few successful 
interactions between promoter and student. This is another major pain point for students, as 
their time for education is being interrupted. This is making the target audience view promoters 
as the people keeping them from their education, which further prevents promoters from getting 
through to students.  
 
Design Recommendations 
 
To create a more efficient and successful promoter process, students should only learn about 
what’s being promoted when they have time to listen. Since it would be extremely difficult for 
promoters to know when every student was available, it would be more effective for students to 
seek out promoters when they have time. By creating an online database, students could go on to 
the database whenever they have a minute, and browse through what’s being promoted. This 
would allow students to take their time to absorb the information without time constraints or the 
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stress of needing to get somewhere on time. 
Another possible solution for this problem is a 
promoter fair. Similar to a career fair, students 
could attend the career fair if they want to, 
whenever they have time. They could stay as 
long as they want, but wouldn’t be forced to 
stay for any amount of time.  
 
Students Lack Interest 
 
Students are often not interested in what’s 
being promoted, and do not want to interact 
with promoters about it.  
 
Proof 
 
Interview and survey results clearly show that one of the major reasons students don’t engage 
with promoters is because they are not interested in what’s being promoted. Nine out of twenty-
six survey participants gave this response. In one interview, the participant stated, “I don’t care 
about this, but I have to pretend like I do because the [promoter] obviously does.” (Interview P2). 
Students may talk to the promoter for reasons regarding the human interaction, but that does not 
mean that they are truly engaged.  
 
Students have also made it clear that they much prefer knowing what is being promoted before 
engaging with a promoter, and that they are much more likely to enjoy the interaction if they are 
interested in what’s being promoted. Both field work and interviews support these conclusions. 
During my field observations, Donald Trump protestors used megaphones and large banners to 
get students’ attention. This created an opportunity for students to observe, and decide by 
themselves whether or not they were interested, and if they wanted to stay or not. Many of the 
students who chose to stay went on to interact with the promoters collecting signatures for the 
cause. During an interview, one participant started talking about an online Democratic 
promotion service that she’s subscribed to, “I like it because I am a Democrat, and I want to be 
in that party.” (Interview P2). In another interview, “I want to know what they’re promoting 
before I interact with them I guess.” (Interview P1). 
 
Discussion 
 
This finding shows that students want to have prior interest in what’s being promoted to interact 
with promoters. If they are not already interested, they do not want to engage. This is a major 
pain point for students, as they are being pushed into unwanted interactions. In addition, forcing 
students to engage when they aren’t interested is simply helping to create a negative view of 
promoters in general, which will give students’ yet another reason not to interact. Finding a 
solution to this problem could help promoters successfully get their point across, allowing them to 
meet their goals as well as create a positive exchange between student and promoter. 
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Design Recommendations 
 
To avoid this problem, 
students should already be 
interested in what’s being 
promoted before learning 
more. An online database 
would make this possible, by 
allowing students to browse 
through different topics, and 
only read further into what 
interests them. They could 
skim over everything that 
they aren’t interested in 
without fear that they would 
be forced to engage. This 
would give students the opportunity to learn more about topics they are intrigued by or really 
interested in, in a peaceful and laid back setting. Another possibility would be a promoter fair, in 
which they could wander from table to table, and only stop to learn more when they want to. If 
none of the topics interested them, they could leave and wouldn’t be given a hard time about it.  
 
Future Research  
 
For my next step, I would like to explore the effectiveness of my design implications, by 
conducting usability testing for the database and a survey study. I would create a mockup of the 
promoter database for students to test, then observe the experience. For the survey, I would ask 
questions to reveal how students feel about the database and promoter fair ideas, as well as how 
likely they would be to utilize this resource. Some questions I would like to ask are: 
 

• How likely is it that you would use a promoter database or attend a promoter fair? 
• Tell me about your experience with the database mockup? What did you like/dislike? 
• Would receiving extra credit in certain classes for checking out a certain number of topics 

being promoted motivate you to use these resources? 
• Do you feel that a promoter fair or database would be a good resource for UW students? 

 
In terms of going deeper into my existing research topics, I would like to further explore why 
specifically students feel trapped or attacked during promoter interactions. This may help find 
ways to reverse the negativity surrounding social interaction with promoters. I also found several 
holes in my current research that I would like to attempt to fill with future research. I found that 
although all of my participants met my inclusion criteria, they almost all fell under one 
demographic – upper-middle class white students. This made my results lack the depth that I 
would have wanted, and I would conduct future studies making sure to get a wide variety of 
demographics from participants. I also felt that in several instances, my personal bias showed 
when communicating with participants. For future research, I would use my experience to 
conduct interviews and write surveys with a completely neutral voice, making sure not to 
influence participant responses.  
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