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Overview

Marketing Plan

● Drafting a 
marketing plan 
with SMART goals

● Creating a budget

Audience 
Segmentation

● Recognizing 
identities of 
students

● Recognizing 
identities of 
faculty and staff

Messaging Channels

● Tailoring 
messages

● Utilizing various 
messaging 
channels

Assessment

● Setting priorities
● Assessing goals



The Marketing Plan
1. Assess Market

What are your products? 
Who are your customers?
What is the competition?

5. Assess your Goals

Assess goals using data
Create a brief report for 

administration

2. Create Goals

Start with a strategic plan
Create SMART goals

4. Carry out the Work

Work may be carried out of 
those outside of the 

marketing team

3. Create an Action Plan

How will you achieve the objectives?
What resources do you need?

Marketing Plan 
Cycle



SMART Goals

Image credit: Wikimedia user Dungdm93,  (CC BY-SA 4.0)



https://tinyurl.com/libsmartgoals



Case Study:
Increase social 
media engagement.



How is this 
measured?
By how much?

Which 
platforms?

What does 
“engagement” 
mean?

Increase social media engagement.



Objective 2
During the Fall, 2018 semester we will increase the library’s social media engagement through a targeted 
social media drive by using engagement strategies for Facebook twice per week.

Target: 25% increase in engagement metrics on Facebook compared to the 2017 semester (494)= 618 
target goal between August 1, 2018 to December 1, 2018.

Related Goal: 3. Foster a Culture of Responsiveness and Innovation. By increasing engagement with our 
users, we are demonstrating our responsiveness to their expectations and needs.



From the Field: Budget

Goal 1
New Faculty Lunch

Goal 2
Book Displays

Goal 3
Lecture Series

Goal 4
Contests

$600 catering $50 Printing $100 Social Ads $100 candy

$50 Printing $100 Book Stands $1,000 honorarium $250 Swag

$50 Postage



From the Field: Budget

Food Printing Swag Fees

$600 Event 1, Goal 1 $50 Event 1, Goal 1 $250 Goal 3 $1000 Event 1, Goal 3

$200 Event 2, Goal 1 $100 Goal 3

$100 Goal 3



Audience Segmentation

• Students

• Faculty/Staff

• Administration



Audience Segmentation: 
Students Demographics

● Age
● Background/Ethnicity/Language
● Socioeconomic Status
● Health/Ability/Disability
● Field of Study at the College
● Primary Campus/Online Student
● Year in School (1st semester? 

3rd?)
● Education Path (Plan to transfer? 

Graduate? Undecided?)



Audience Segmentation: 
Students Identity

● Gender
● Sexual Orientation
● Occupation
● Religion
● Background/Ethnicity/Language
● Social Identity (Leader, Geek, 

Artist, etc)
● Library User/User Frequency
● Parent/Caretaker



Student Identity: The Things They Carry





Audience Segmentation: 
Faculty/Staff

● Faculty by discipline
○ Regular library users
○ Non-library users

● Frontline workers who interact 
with students

○ Library workers
○ Outside departments



Case Study: 
Marketing videos to 
faculty/staff



Case Study: 
Marketing Special Collections to Faculty/Staff using Video

(Chapter 7)

Institution: John M. Flaxman Library, School of the Art 

Institute of Chicago 

Description: Marketing Special Collections to faculty 

and staff through video



Audience Segmentation: Admin

-Numbers
• Is it costly?
• Is it increasing 

student success?

-Stories
• Does it make the 

college look good? 
Does it pull me and 
others in?

-Connections
• I love dogs too!

CSN’s 
former 
VP of 
Academic
Affairs

Library 
therapy 

dog event 
volunteer



Messaging 
Channels

● Social Media
● Email
● Learning Management System
● Library website
● College website
● External channels (community 

newspapers, radio, TV, etc.)



TikTok

https://www.tiktok.com/@csnlibraries

https://www.tiktok.com/@csnlibraries


Assessment

Objective 2: Increase the library’s social media 
engagement using engagement strategies

Assessment method: Facebook analytics, 
targeting 25% more engagement on 
Facebook compared to the 2017 fall semester 

Results:

Daily Engaged Users 8/1/2017 to 12/1/2017= 
494 users

Daily Engaged Users 8/1/2018 to 12/1/2018= 
919 users (86% more)

Goal exceeded by 61%



Assessment

Goal 5: Engagement 
Engage in continual outreach and marketing with all stakeholders,     
including students, faculty, administration, and community partners.

Outcome Strategy 5.2: Refine and promote a coherent picture of support available to faculty
Details/Description: Development and deployment of a comprehensive marketing plan 
targeted at faculty

Acceptable Target: A comprehensive marketing plan targeted at faculty has been developed
Ideal Target: A comprehensive marketing plan targeted at faculty has been developed and 
deployed

Implementation Plan (when data will be collected): 1 Year

Key/Responsible Personnel: SEV



Assessment

Action 5.2.1:
Action details: Investigate new methods of marketing to faculty in the virtual environment.
Implementation Plan (timeline): Completed
Key/Responsible Personnel: SEV
Measures: New methods of marketing discussed at a Libraries COM Team meeting and reported to CSN 
Libraries administration
Budget approval required? (describe): No additional resources currently required
Budget request amount: $0.00

Action 5.2.2:
Action details: Develop and deploy plan for marketing to faculty in the virtual environment.
Implementation Plan (timeline): In progress
Key/Responsible Personnel: SEV
Measures: Deployed faculty marketing plan
Budget approval required? (describe): No additional resources currently required
Budget request amount: $0.00



Case Study: 
Tracking 
Engagement



CASE STUDY: 

● For Twitter: total posts, likes, replies, retweets, 

and click-throughs

● For Instagram: total posts, likes, and comments

● For Facebook: total posts, reactions, 

comments, shares, and click-throughs



Q & A

https://www.facebook.com/groups/acrl.lmao

stephanie.espinoza@csn.edu

kshotick@niu.edu

https://www.facebook.com/groups/acrl.lmao
mailto:stephanie.espinoza@csn.edu
mailto:kshotick@niu.edu
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