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Summary
Comprehensive. Awareness.
Texas Tech University Libraries faced the
daunting challenge of creating a comprehensive,
eye-catching, multi-year awareness campaign
while simply and concisely promoting the
numerous services available to achieve academic
success.

Vivid imagery. One keyword.
The solution was a concept using vivid imagery of
one keyword, followed by a brief, descriptive list of
services provided by the University Library.
Campaign pieces included posters, table tents,
window clings, ads, and more implemented
throughout the building and across campus.

Integrated. Series.
Across various print and electronic channels, an
integrated series of six keywords – Action, Create,
Help, Relax, Green, and Connect – promoted that
students could “Get it all at the Library.”
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Needs Assessment and Planning
Needs. Assessment.
If a tree falls in the forest, does it make a sound? If a Library builds and provides a service, will students
come? Our argument, for the latter at least, was a resounding no. What makes us so sure? After all, there is
a pretty good baseball movie about a farmer who cut his crop to build a baseball field and players magically
arrived. And oh yeah – we posted a feature story on our Website and placed a sign at the Service Desk.
That’s marketing. Right? No. And prior to implementing our multi-year awareness campaign, the passive
thinking and passive marketing attempts such as these could be seen in low usage numbers of new and
traditional services.
The ineffective, sporadic, and short-lived messages previously posted throughout the building and on the
Website simply weren’t getting the job done. We needed a communication plan. The challenge we all face is
that the diverse and divergent audiences we must address also have diverse and divergent communication
venues. It is not just that one size does not fit all; some have no sizes. Each audience must be approached
by multiple venues over time with consistent pushes of integrated messages. That sign you posted at the circ
desk is a small step, but a patron’s physical location does not, and should not, matter when it comes to your
message seizing their retinas. Adding a story about the service to your Website is another small step, but
Websites are passive—a patron has to already be on that venue for a Web post to do any good (Daniel &
Dyal, 2010).
On top of the need for an active and ongoing campaign that would keep the Library on the frontal lobes of our
audience, we also had to decide which services to market. To narrow the list from the plethora of services
available, we met with each of our Library’s department heads to asses and uncover under-utilized and
under-marketed services and honed in on those that had the greatest benefit for our students’ academic
endeavors. It was important that the service could be explained concisely but that it also had a “No kidding?!”
element that supported the campaign’s tagline – “Get it all at the Library.”

Planning

Door/Elevator/Stall Sleeve

The implementation of our multi-year campaign would require the
skill sets of all five full-time members of our internal Office of
Communications & Marketing Creative Team encompassing
copywriting and editing, graphic design, video production, social
media, email and Web design, and 3D animation. Together, the
team wrote a strategic marketing and communications
(SMARCOM) plan that identified a student audience (with a
primary focus on undergraduates) and had the following goals:
• utilize all platforms financially feasible to convey
consistent messages on a strong pulsing calendar
• create a concept in which the visual message remained
intact from print to digital to Web and Social Media
• create succinct, concise messages
• create a lasting and memorable tagline
• ensure consistent messages are communicated
throughout the Library’s departments and service points
• increase usage of e-resources by 70 percent
• increase usage of equipment check out by 50%
Company
byName
30% Here
• increase Personal Librarian awareness
• increase Facebook fans by 50%

Implementation and Creativity
Creative. Concepting.
Operating under the motto of “Audience First,” we studied market research of today’s Millennial generation
and their behavioral traits, motivators, and actions. Our student population of more than 30,000 ranges from
entering freshmen to graduate students, and we realized that with today’s environment of high-tech handheld
electronics and frequent information overload, we would be competing for their attention and only had a
second or two to pique their interest. The Creative Team participated in a series of brainstorming sessions to
determine how best to showcase our many services without overwhelming our audience. We used a variety
of brainstorming tools, including word association charts in which we looked at figurative vs. literal words and
phrases. We also created mind-mapping charts which helped us to connect our areas of focus and see the
“big picture” of our SMARCOM plan.
Based on our meetings with department heads during the assessment stage, we knew we particularly wanted
to bring awareness to some of the Library’s newest service – GroupWorks, an interactive study area – as well
as the ever-growing collection of electronic resources such as e-books and databases; the Library’s new and
expanded 24/5 operating schedule; the availability of the latest software such as Adobe Creative Suite and
Autodesk Suite, as well as the many packages available in the 3D Animation Lab; and the fact that a
Personal Librarian is available for every major.
With the help of our brainstorming tools, we had the idea to group these services under an all-encompassing
keyword and then summarize each word with a concise list of related services and/or explanation and
included our website URL.
Our graphic designer created very simple yet vivid word art for each group. To capture the services the word
described, letters were hand drawn to symbolize and highlight a service and to tell a story around the
keyword. For example, in “Action,” the “A” is a spotlight which represents lighting kits that can be checked out
from the Digital Media Studio (DMS). The “C” represents the Library’s open late hours and 24/5 operation.
The “I” is a film strip representing the photo and video editing software available on the DMS computers. The
“O” is a power symbol representing the computers available for use in the DMS.

Implementation
We implemented the campaign in four different stages over a
two-year academic calendar and across various communications
channels ranging from print to digital. This helped maintain the
Library’s presence and pulse among the audience. We rolled out
the first four keywords – “Action,” “Create,” “Help” and “Relax” –
during the fall semesters, in that order, to align with ebb and flow
of class demands; i.e., “Action” pushed at the beginning of the
semester when students are eager and “Help” and “Relax”
pushed at midterms and finals when students are most stressed.
Each keyword push ran the gamut of communications channels
available to us. All of our print pieces we printed in house
including our large-format column banners and our extra-large
window clings. We utilized student assistants’ shoe leather for
the installation of campus posters. At the campaign’s conclusion,
we pushed approximately 3,200 campaign pieces.
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Campaign Pieces
Library print & digital posters
Campus building print & digital posters
CitiBus posters (buses on & near Tech)
Large window clings
Wallpapers for 250 Library computers
HTML emails shared with students via faculty,
research center & grad school
Blurb in Parent Relations monthly email
E-signatures for Library faculty & staff
Library door/elevator sleeves
Large banners for Library columns
Table tents throughout the Library
Ad series in campus newspaper & student
publications
TechAnnounce blurbs (campus email)
Facebook posts
Tweets
Foursquare tips
Website feature story
Animations

Evaluation
Quantitative. Assessment.
Over the course of the campaign, we lost the ability to track usage for some of the services because of
license changes. However, of those that we were able to track the comparisons were phenomenal.

1,183%
Increase
24/7 e-resources

110%
Increase

35%
Increase

60%
Increase

Adobe Creative Suite was one of the top four Most Used Applications with 34,588 sessions. The DMS saw a
60% increase in visitors and the 3D lab saw an 85% increase in visitors.

Qualitative. Assessment.

Lessons. Learned.

This campaign received the following awards:
• 2011 LLMA PR Xchange Best of Show

In the establishment of this campaign, we devised a
cookie-cutter model that could be applied to other
marketing campaigns and projects. Mid-way through
the campaign’s life, we were able to glean from usage
numbers what was working and what wasn’t and tweak
the plan in between the academic years even while
pieces continued to run. The major lesson learned was
to accurately pinpoint usage milestones more
frequently throughout the campaign than at year’s end
to get a better understanding of growth speed.

• 2011 LLMA PR Xchange: Best of Show Honorable
Mention for the “Susie Sunshine Uses KIC
Scanner” animation
• 2012 LLMA PR Xchange: Honorable Mention for
the “Susie Sunshine Seeks Help from Personal
Librarian” animation

Get it all at the Library
2010-2012 Awareness Campaign

Supporting Materials

Posters
Posters featuring all six campaign elements were distributed in both digital and
print form throughout the Library, the Student Union Building, academic buildings
across campus and on the 36 CitiBuses that run on and near campus. Below is
an example of a print poster in one of our group study rooms.

Website news stories
Website news stories with lead-ins on the Library’s homepage were featured
throughout the campaign’s duration.

HTML emails
HTML emails of all six keywords linking directly to featured services were
available for all Libraries faculty and staff, particularly the Personal Librarians
who communicate regularly with faculty and students within their assigned
disciplines. These emails were also sent by our brand ambassadors in the
Center for Undergraduate Research and the Graduate School to their distribution
lists.

E-signatures
E-signatures were available for all Libraries faculty and staff to add to their email
communications.

Print advertisements
Advertisements were placed in publications including the Raider Reader, a new
Red Raider’s guide to Texas Tech; the Word, Texas Tech’s student guide; the
Texas Tech Parent Association’s Parent and Family Guide; and The Daily
Toreador, Texas Tech’s student newspaper.

Table tents and wallpapers
Table tents were installed throughout the Library’s commons areas including the
Ground Floor, Stacks and the Digital Media Studio. Rotating wallpapers were
also included on the Library’s 250 public computers.

Animations
Two 3-D animations were created that feature student “Susie Sunshine.” In the
first, Susie learns to use the KIC scanners which allow her to scan and save the
content of books to a USB drive, rather than copy numerous pages or carry
around a heavy load of books. This video goes hand in hand with the “Green”
component of the awareness campaign and the tagline is announced at the end.

http://bit.ly/WDP6Pq

The second animation features Susie finding help with her research paper by
contacting her Personal Librarian. This goes hand in hand with the “Help”
component of the campaign and the tagline is announced at the end.

http://bit.ly/k44f2R

Window clings
Four large, approximately 6-foot by 6-foot window clings were installed near the
main entrance of the Library to catch the attention of visitors. The clings, located
about 20 feet above the entrance, featured one keyword each, with no
descriptions. This was a strategic omission because 1, the smaller descriptive
type would be very difficult to read at that height and 2, each word served to
pique the curiosity of visitors who would see the accompany signage and full
descriptions once they came into the Library.
In the pictures below, you can see two of the clings above the doorways in the
background.

Wordles
Below is a Wordle derived from answers of students who completed a survey toward the end of
the campaign regarding the Library. They were asked to provide one-word descriptors for the
question, “What are your impressions, likes and perceptions of the Library?” We were pleased to
see the campaign’s services – group study, 24/5, resources, and computers – highlighted!

At an event also at the end of the campaign, we used one of our touch-screen Smartboards as an
interactive engagement opportunity with Personal Librarians to create a Wordle of students’ oneword descriptors of the Library. Below is the result.

We printed these Wordles in large format and displayed them on our columns in our Commons
area.
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