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ABOUT US
Over the course of this semester, we conducted research to help
the GVSU Library find ways to raise more awareness for their
resources and support services to better aid students and foster
their success.

Our campaign goal was to increase student awareness and
interaction with the various on campus resources provided by
Grand Valley State University Library, like:

Replenish Center
Student Academic Success Center (SASC)
Student Ombuds
Recreation and Wellness
Student Organizations
Tutoring Center
Student Success Network
Milton E. Ford LGBT Resouce Center
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RESEARCH
PRIMARY AND SECONDARY 



PRIMARY 
SURVEY

INTERVIEW

On a scale of 1-10, GVSU students ranked how relevant the GVSU library resources
were to them. The average response was 6.86
When asked what resources students have utilized, the majority had used none.
After that, the Tutoring Center and Recreation & Wellness were used the most 
Most students identified needing support with classwork and mental health
On average, Freshman students had the least knowledge about available resources 
Majority of students prefer receiving information via email, followed by Instagram,
and then word of mouth

After conducting interviews, we found that Student Organizations was the most
known GVSU Library resource followed by the Tutoring Center and the Student
Academic Success Center
The individuals we interviewed identified struggling most with class work, mental
health, and finances
Similarly to our survey, the individuals prefer to be reached with information by
email or social media. 



SECONDARY
GVSU DEMOGRAPHICS

PSYCOGRAPHIC98% of college students are on social media
College aged individuals are motivated by social status, peer
recognition, and political consciousness 
General traits of college aged students are impulsive, indulgent,
and status conscious
College aged individuals spend around 8 hours/mo on
Instagram

82.2% of students identify as white, followed by Hispanic
students who make up 5.9% of the student body
60.5% of students are women, and 39.5% are male
33.7% of students are ages 20-21
31.6% of students are ages 18-19 
19.5% of students are ages 22-24 

(Dossett, 2020) (Dixon, 2023) (The Psychographics of Gen Z: What Really Drives Them?, 2023)

(Grand Valley State University Diversity: Racial Demographics & Other Stats, n.d.)



ACTION PLAN
OBJECTIVES,  STRATEGIES,  AND TACTICS



Increase GVSU’s library Instagram engagement  
by 20% (1,522 to 1,826 followers) by Fall 2024.   

OBJECTIVE #1



Make weekly posts as a “Did
You Know” and give the

students facts about the
different resources that are
avai lable for GVSU students

to foster their  success.

TATIC 01

Uti l ize GVSU’s l ibrary
Instagram page to share

information regarding the
different resources and

organizations associated
with the l ibrary.

STRATEGY 01



Do a GVSU Library takeover on
the main GVSU Instagram

account.  We wi l l  use this to
share useful  information about

the GVSU Library and what
resources they provide.  Each

resource/organization wi l l  have
its own takeover with student

success stories.

TATIC 02

Increase students
knowledge on the

resources provided by
the GVSU Library 

STRATEGY 02



Follow the GVSU Library’s
Instagram account!

Make QR codes for the GVSU
Library Instagram account
and place them on tables

throughout the l ibrary and in
other areas around campus.  

TATIC 03

Increase awareness of GVSU
Library resources by

increasing fol lowers on  the
GVSU Library Instagram

account.

STRATEGY 03



Increase GVSU Library’s outreach to students by 
end of April 2024. 

OBJECTIVE #2



TATIC 01STRATEGY 01

Creating a monthly
newsletter and sending them

out as emai ls and posting
Newsletter around campus

to GVSU students about
each resources that the
GVSU Library provides

Reaching more GVSU
students through

different channels of
communication 



STRATEGY 02 TATIC 02

Making the emai ls more
attention grabbing whi le

being informative to peak
students interests in

actual ly reading about the
information

(making them funny,
relatable. .  etc.)

Send emai ls from the Library
directly to mass amounts of

GVSU students about
service information that can

be used to their  benefit





TATIC 03STRATEGY 03

Set up a table in Kirkhof with
giveaways and games that

deal  with different
resources.  Use this to share

information about GVSU
Library resources and how
students can get involved.  

Interact and engage with
students to them

informed and excited
about services provided

on campus



Increase participation by 20% within the GVSU
library resources by Winter 2025.

OBJECTIVE #3



TATIC 01STRATEGY 01

Encourage students
to uti l ize each

different support
services by offering

incentives.  

Every student that visits
the ‘Resource center of

the month’  recieves
their  name put into a

raff le for a gift  card to
the Laker Store.



STRATEGY 02 TATIC 02

Each different resource
can host events at their
center that get people

in the door and
connecting with the

community.

Create events that
generate traff ic to the

centers.



TATIC 03STRATEGY 03

Create foot traff ic in the
resource centers.  

“Open house” concept.
Offer snacks and

introduction tours to
each center .  Include this

information monthly
newletter and Instagram.



TIMELINE
GANTT CHART



Current 2023 - Winter 2024

Planning

Social Media
Posting 

 QR  codes in library
and campus

Emails 

DECEMBER JANUARY FEBURARY MARCH APRILTASKS



Winter 2024 - Fall 2024

Plan Newsletter

Post Newsletter

Incentives

Table in Kirkoff

JAN FEB MAR APR AUG SEPTTASKS



BUDGET



BUDGET
SOCIAL MEDIA/EMAIL  

INCENTIVESLaker Store Gift Card - $50
Resources per Event - Varies by Event 
Kirkhof Table -  $100
Open House Food - Maximum of approx. $300 to cater
an event
Approximate Total - $450 + event resources cost



EVALUATION
THE AFTERMATH



1

Check analytic tools on
Instagram after Fall

2024 to see how
engagement has

improved (followers,
likes, comments, shares) 

22

Resend original survey
after one full year that
students took before

this campaign to gauge
how awareness and

participation has
changed

33

Compare monthly
traffic in each library
resource prior to the

campaign to monthly
traffic after the

campaign



REFERENCES



THANK YOU!
ANY QUESTIONS?


