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Duquesne E-Resources Team Marketing Plan 
 

I. EXECUTIVE SUMMARY 
Gumberg Library, located in Pittsburgh, PA on the campus of Duquesne University, is an 
academic library that embodies the Spiritan identity and values. Home to a wide variety of both 
print and digital resources, Gumberg aims to provide students and faculty with the information 
and education they need. At the library, members of the Duquesne community have access to 
over one hundred computers with printing capabilities, and electronic databases covering 
virtually every academic subject are available through the Gumberg website. 
  
This marketing plan strives to provide the Gumberg staff with the means to promote the library’s 
electronic resources to the Duquesne student body. Specifically, three types of handouts have 
been developed: a brochure, a sticker, and a bookmark. These tangibles are intended for 
distribution at campus events such as freshman orientation and are also appropriate to give 
students at any point during the academic year. Each handout brings with it a specific plan for 
implementation, as well as the rationale for developing that type of material. 
  
Ultimately, the marketing products described herein will help make Duquesne students aware of 
the Gumberg Library’s electronic resources. They reflect basic information about these 
databases and stand to remind students of the resources’ round-the-clock availability. 
 
 
II. ENVIRONMENTAL SCAN 
Gumberg Library serves as Duquesne University’s academic library. Duquesne is located in 
Pittsburgh, PA and is the largest Catholic university in Pennsylvania. Currently, enrollment 
stands at 10,011 undergraduate, graduate, and law students representing nearly every state in 
the U.S., as well as eighty countries. The university is co-ed, and approximately 3,500 of its 
students reside in on-campus housing. Duquesne also boasts a large faculty population; its 
current student-to-faculty ratio is 14:1 (About Duquesne University). 
  
Duquesne students are quite tech savvy, and 70% of those surveyed prefer to receive 
information about campus events and news via email. Other common sources of information 
include word of mouth (18%), social networking (11%), and campus newspapers or newsletters 
(11%). The majority of students are also familiar with the Gumberg Library’s electronic 
resources; 67% indicated that their professors discuss these databases in class, and 36% noted 
that they utilized these sources more than once a month. Thirty-eight percent stated that they 
found Gumberg’s electronic resources “somewhat easy to use”. When conducting research, 
34% of student respondents indicated that these resources are their first stop for information. 
 
 
 
 
III. OBJECTIVES/STRATEGY 
The objectives of the E-Resources team for Duquesne are twofold: 
1) Increase student awareness of the electronic resources offered by Gumberg Library, and 
2) Increase student use of said electronic resources.   



 
Efforts to increase student awareness of electronic resources will begin this academic term and 
continue into subsequent terms. This marketing plan strives to provide the Gumberg staff with 
the means to promote the library’s electronic resources to the Duquesne student body. 
 
Three types of handouts have been designed: a brochure, a sticker, and a bookmark. These 
tangibles are intended for distribution at campus events such as freshman orientation and are 
also appropriate to give students at any point during the academic year. Each handout brings 
with it a specific plan for implementation, as well as the rationale for developing that type of 
material. 
 
 
IV. ACTION PLAN 

Following receipt of feedback from the staff of Gumberg Library and the results of the 

Environmental Scan conducted, we have elected to disseminate information about the 

electronic resources of Duquesne using three primary formats: bookmarks, stickers, and 

brochures.   

Given that Gumberg is a library, we have elected to design bookmarks highlighting the 

electronic resources being offered.  Bookmarks are useful, easy to distribute, and likely to be 

saved by students for their utility.  Below is one bookmark mockup we propose for creation and 

distribution: 

 

 
 

The selection of the sticker format represents an alternative tangible that has the potential for 

high visibility among the student population.  Stickers can be distributed in the library, as well as 

during events.  By using the stickers, students become a passive marketing force for Gumberg.  

Below is a sticker mockup we propose for creation and distribution:  



 
 

In production, the sticker design could be produced to be completely round, eliminating the 

excess black border around the centered design.  The graphic creates visual interest in addition 

to providing usable information in the form of the URL for the electronic resources of Duquesne.  

Once a graphic is selected by Gumberg, we foresee potential to adapt the concept into 

additional iterations, thus creating a consistent branding effort on the part of Duquesne.   

 

Finally, our selection of the brochure format allows Gumberg to incorporate both graphics and 

text, and allows the greatest degree of explanation of the resources available to students.  The 

relationship between libraries and information is emphasized in this format, and provides great 

students new to Duquesne and to the resources of Gumberg.  Text and graphics may be 

adapted for future use.  Below is a proposed brochure mockup:  



 
 

 

Based on the recommendations of this Marketing Plan, the staff of the Gumberg Library will 
create and distribute physical brochures, stickers, and bookmarks to students at Gumberg 
Library itself, as well as outside of the library confines, at student orientation and appropriate 
programs throughout the academic year.  Additionally, librarians at Gumberg will also 
incorporate the project tangibles into their "National Library Week 2012 Proclamation." 
 
Though beyond the timeline of this project, it is hoped that Gumberg Library will be able to 
capture the interest of Duquesne students through the employment of other forms of tangible 
and intangible media, such as e-mail transmissions and the incorporation of radio and/or video 
segments intended to inform students of the electronic resources offered at Gumberg.   
 
 
 
V. BUDGET 
Since there are three types of promotional handout materials being presented, that presents 
multiple potential costs.  We feel that given the variety of handouts, each one can fit different 



budgetary availabilities and concerns.  Cost is also dependent on the potential of pre-
established contracts Gumberg Library may have.  If Duquesne University has its own in-house 
printing unit, or if Duquesne or Gumberg has an established relationship with an outside printing 
vendor, cost may vary from what is expressed in this report. 
  
Bookmarks – 

Printing from NextDayFlyers (nextdayflyers.com) 

 

             Size                     2” x 6” 
             Paper Type      14 Pt. Ultra-thick cardstock 
             Printed              Full color front side 
             Quantity           1000 
             Turn-around   2-4 Business days 
             Cost                    $45.95 + $15.26 shipping 

  
Brochures – 

Printing from Brochures Printing Online (brochuresprintingonline.com) 
 
             Size                     5.5” x 8.5” 
             Paper Type      100 lb. Gloss 
             Folding              Tri-fold 
             Printed              Front and back 
             Quantity           1000 
             Turn-around   3 days 
             Cost                    $127.59 (includes shipping) 
  
Stickers – 

 Printing from UPrinting (uprinting.com) 

  
            Size                     1” x 1” 
             Shape                Circle 
             Material            Vinyl (indoor/outdoor) 
             Lamination       Clear Gloss Outdoor Laminate 
             Quantity           500 
             Turn-around   6 days 
             Cost                    $186.32 (includes shipping) 

  
Clearly, printing stickers is the most expensive option but again, it depends on the possibility of 
existing printing contracts at Duquesne University. These prices come from web research and 
online printing businesses.  Local print shops may have lower prices and may not include 
additional shipping costs, thus reducing price greatly.  We include these prices as a reference 
for how much the recommended promotional materials could cost.  Additionally, we hope the 
prices will aid in helping materials since we recognize that Gumberg Library is working within a 
limited budget.   
 
 
VI. EVALUATION 
One potential method for evaluating the use of the Electronic Resources after the distribution of 
the promotional materials is web analytics.  Gumberg Library’s Articles/Research Database 
website is currently hosted in a LibGuide format.  The LibGuide software includes detailed 



usage statistics reports, which can be accessed from a tab on the dashboard of individual 
guides.  Statistics should be pulled from the previous year and every year that the LibGuide 
structure has been in use as the web platform for the Electronic Resources.  At specific intervals 
in the future, these numbers should be compared to the usage statistics after the promotional 
campaign has debuted.  These time intervals are explained at the end of this section. 
 
Another method of evaluation is the use of a survey.  An environmental scan was conducted 
during the initial research for this project.  Surveys were given to students on campus, the 
results of which are discussed in the section on the environmental scan.  The questions from 
the initial environmental scan can be used to evaluate the success of the promotional campaign.  
The questions from the environmental scan follow.  Some of the questions have been modified 
to restructure questions or answers that resulted in confusion for those being surveyed. 
  
1.    How do you prefer to receive communications about campus news? 
a.    Flyers on campus 
b.   Campus television network 
c.    Campus radio station 
d.   Word of mouth 
e.   Social networking & media sites 
f.        Campus newspapers or newsletters 
g.    Banners 
h.   E-mail 
  
2.       Do your professors talk about database use in class? 
a.    Yes 
b.   No 
  
3.       How frequently do you use the electronic resources at Gumberg Library? 
a.    More than 5 times in a month 
b.   3-5 times per month 
c.    1-2 times per month 
d.   1-2 times in a semester 
e.   Never 
  
4.       How accessible or easy to use do you find the electronic resources? 
a.    Easy 
b.   Somewhat easy 
c.    Somewhat difficult 
d.   Difficult 
e.   Never used 
  
5.       When you need to conduct electronic academic research, where are you most likely to 
begin? 
a.    Google 
b.   Bing 
c.    Gumberg Library’s electronic resources 
d.   Another academic institution’s website 
e.   Public library website 
f.        Other search engines 
  



The initial survey showed that the majority of students are familiar with Gumberg Library’s 
electronic resources, but only 36% said they use the resources more than once a month.  Only 
34% of student respondents said they begin any electronic research with Gumberg Library’s e-
resources. 
 
Given that the materials have a tentative debut date during National Library Week (April 8-14) 
and the end of term is drawing near, the first evaluation should happen fairly quickly at or after 
the end of the spring semester.  Comparing previous visitor statistics to the e-resources website 
with current statistics should give an idea of how the promotional materials are affecting use of 
the electronic resources.  Summer term is likely to be a slower time in terms of traffic to the 
website, but another evaluation should be conducted again, six months from debut of the 
materials, which would be October.   The statistics should be examined every three months to 
determine if traffic has increased.  Again, past and present usage statistics from the LibGuide 
should be compared.   
 
A survey should be conducted at the six month mark in October to evaluate whether a) a 
greater number of students are beginning their electronic research with Gumberg Library’s 
electronic databases and sources and if b) a greater number of students are visiting the 
electronic resources on a more regular basis (more than once a month).  A survey should be 
conducted again at the year mark.  This will give a solid amount of time for the message of the 
marketing campaign to have taken hold among students.     
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