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Introduction and Inspiration
• Everyone has been impacted 

by the pandemic.

• Everything is different. 
What do we do now?

• Opportunities are all around 
us to take small steps that 
have a big impact.
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Our Story

1.
Listening Tour

We Learned:
• The importance of building relationships.
• Other areas had preconceived ideas about the 

Library regardless of current efforts.
• They are excited to work with us.
• What they need from us.



Our Story

1.
Listening Tour

"They requested messaging that is easy to share 
with students, they wanted a simple, clear 
message, and one that has a linear or stepped 
approach."

The Challenge:
Our website and services are complex. There is a lot of 
information. How do we simplify?



Our Story

2.
Thanks Pandemic!

3.
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are Versus What 
Others Think They Are
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Taking a Different 

Approach



Our Story
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Our Story



View Presentation

https://spark.adobe.com/page/uELvIVhxSo5im/


Our Story
Feedback from Collaborators: 
• WOW!
• Advisors, faculty and staff felt more

knowledgeable about sharing 
information about the Library 
after seeing the presentation.

• Wanted to share it with contacts.
• >750 unique views



Our Story
Assessment – What Worked?
• It was easy to follow.
• It helped us “package the 

information”.
• It could be interactive/self-guided.
• People were excited to share 

this information for us.



Project Overview: Our Case Study

Knowledge Central 
Open House



Project Overview: Our Case Study
Knowledge Central Open House:

• Resource fair structure
• Relationship building with 

building partners
• Giveaways, food, drink
• Stamp Cards (Stats)
• Dogs (Crowd Pleaser)
• Live Tweeted the event
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Project Overview: Collaborators
• University Library

• Clarke Historical Library

• Adobe Digital Lounge

• Certified Testing Center

• Help Desk –
Office of Information Technology

• Math Assistance Center

• Student Disability Services
• Technology Awareness and Training Team –

Office of Information Technology

• Writing Center

• Office of Student Success

• Counseling Center



Project Overview: Challenges
• Time to plan
• Event coordination with 

collaborators and vendors
• Budget for giveaways, food, drink
• 100 people on average attended
• We didn’t host it in 2020.

Cancelled due to pandemic. 



Project Overview: Goals
It had to:
• Provide important information to students.
• Foster relationships with our building

and across-campus collaborators.
• Increase the amount of people reached.

(>100 receiving information would be 
a success)



Project Overview: Goals
This got us thinking:

• Did this need to be a live event? NO

• Was there another way that we 
could get the same information 
out, nurture relationships and 
increase the amount of people 
we reach? Possibly?

• How? What tools do we have? 
What is available to us?



Project Overview: Our Plan
• Using similar tools and formula based on 

what we had learned from the 
Explore the Library Campaign

• Collaborate with building partners to 
gather uniform information about the 
various areas and services.

• Utilize Adobe Express to create an 
interactive and self-guided presentation 
that could be easily shared.



View Presentation

https://express.adobe.com/page/YOc4r0LKWAFej/


Project Overview: Timeline
• Two-week dynamic push for audiences to 

have the potential to see this information
in many different places.

• Library continued to promote the 
presentation throughout the end
of the semester.



Project Overview: Reaching Audiences
Leveraging social media to disseminate information:
• Created a general content that all 

departments could share and promote.
• Created feature components that were

showcased individually on social media.
• Encouraged building partners share

their focused content.
• Dedicated one day to each department.



Project Overview: Reaching Audiences



Leveraging collaborators and channels:
• Collaborators were encouraged to share

information in newsletters, presentations,
and direct emails.

• The Library shared the presentation in 
direct emails, on the Library website, and
student e-newsletters.

• We continued to promote through the end of
the semester.

Project Overview: Reaching Audiences



Outcomes and Statistics
• >1,000 unique views of the presentation to date.
• Top Knowledge Central Tweet had an 8.3%

engagement rate, 1063 impressions, and 88 
engagements.

• Witnessed the power of “word-of-mouth” and 
empowering collaborators to self-promote/
promote others.

• This collaboration led to additional projects, that 
followed a similar formula and have had successful 
results.



Challenges, Next Steps & Takeaways
• Assessment to see if information going farther

impacted the use of services in each of the departments.
• When working on new projects, it is hard for

collaborators to understand the tools and our formula.
• We see a use for these tool s and this formula for

many projects. Are we being innovative?
• This format helps people interact with our website.

How else can it be used?
• We have set the bar high for other

efforts.



Challenges, Next Steps & Takeaways
• Why doesn’t this work like a webpage?
• It is more engaging.
• Works very well on multiple devices.
• Succinct and focused.
• Our brains need to look at information in

a new way to see it as exciting and fresh.
• Stuck in the concept of websites.
• Our website has become an encyclopedia

of information and is complicated.



Challenges, Next Steps & Takeaways
• Experimentation and assessment is key.
• We need people no matter how

"virtual" the world gets.
• Listen to feedback, you can create

something that others can support
and get excited about.

• Word-of-mouth marketing is still
relevant and helps information go farther.



Our Formula
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Listen/
Gather 
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7.
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Look for new 
Opportunities
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