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RESEARCH 
Through our research, we have chosen to form our program plan for SGA which is a 

program located at Biola University to help give all students a voice on campus. We conducted 

interviews, browsed their social media platforms, searched for information on their page on the 

Biola site and found out who they were. SGA stands for the Student Government Association and 

their association consists of 24 people on staff. Their vision statement is to empower students 

and the overall mission statement is “advocating for students and their experience at Biola.” 

Their values also form the acronym for their association: servanthood, growth, all stories. 

 SGA communicates to its audience on a multitude of platforms such as newsletters, 

posters on campus, campus-wide emails, and especially social media. They have a Facebook 

account(@BiolaSGA), Twitter account(@Biola_SGA), and an Instagram(@biola_sga). People may 

know of SGA because they are also covered on journalistic media coverage on campus such as 

The Chimes, The Torch, and other Biola accounts on Instagram. We also discovered how 

important SGA is because they provide so many services to Biola students that many of them 

may not be aware of or utilize. They provide Biola GoCards that give student discounts, renting 

of hammocks, SGA room sponsorship, student initiatives, funding(SMU, Student Media Board, 

OCE, SEID, and GSPD), and are a part of planning events(Candyland, Nationball, Midnight 

Madness).  

SGA’s audience is focused primarily on the Biola student body. The average age bracket 

of Biola students ranges from eighteen to early twenties. Being a Christian campus, students 

value a community abiding in truth and Christ-like love, honesty, diversity, support for 

minorities, and to be given a voice.  
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Communication from SGA to students is distributed almost exclusively through 

newsletters and emails. Many students rely on printed newsletters posted in dorm bathrooms 

and lounges to get their information on what is happening around campus and resources that 

are available to them. Dorm senators also provide news, resources, and polls weekly at SGA 

hours, which are every Sunday night between 9:00 to 10:00 p.m in every dorm building. SGA also 

has an Instagram account that many students follow but not necessarily interact with. Events 

from SGA are advertised but not especially endorsed by students. Overall, the main 

communication line from SGA to students is one-sided through both print and email newsletters.  

Competition for SGA is not necessarily found in other groups on Biola’s campus. Other 

groups help aid SGA’s campus mission, which is to encourage students to join groups and be a 

part of campus life. The competition for SGA is found within the students themselves 

For example: students who are unwilling to participate, students that never fill out surveys, and 

students who never attend SGA events. SGA also focuses on the important role diversity plays. 

Some competition, or challenges that we face with this, can be found amongst those who do not 

recognize the importance that diversity plays in the Biola community.  

After concluding our research we have come to recognize the important function SGA 

plays on the Biola campus in being advocates for the student body. In efforts to strengthen the 

program by identifying areas that we can improve, we have also concluded that SGA’s image and 

role are being misinterpreted by the students due to a lack of clarity about the program. This is 

because students do not have easy access to information about SGA on platforms such as the 

Biola University webpage and their social media pages; where there is information, it is very 

minimal or difficult on the student’s part to retrieve. This results in a lack of understanding about 

what SGA does for Biola and knowledge on the resources they provide for the students. The lack 

of clarity about SGA also results in a misconception from the students about the program. This 

misconception has led students to perceive SGA’s image in a false context. Without an 
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understanding of the program, students are passive about their relationship with SGA. Since the 

students do not know how SGA benefits them or applies to their Biola education and campus 

life, they do not have a motive to engage with them.  

Strengths and Weaknesses 

We believe that SGA already has good strengths, but they also have many opportunities 

to boost involvement in their organization. They have such dedicated staff who are all about SGA 

and make better contact with administration, especially the higher-ups, who are more difficult 

for students themselves to contact. Turns out, SGA also funds and keeps account of all the other 

organizations on campus. However, they also care deeply about students and send out 

newsletters, as well as post things around campus to let students know SGA is there for them. 

The problem is that students are not utilizing these opportunities. Through this SWOT analysis 

chart we point to many of the possible reasons why. We decided to obtain content analysis 

research, or qualitative research, by analyzing their presence on media to better see how much 

information is provided about them as well as measure student interest. (See Appendix A.I.) 

Currently, SGA has a smaller budget to work with and we can’t yet point to why, but we 

are hoping that creating more student involvement could help in this area. As a matter of why 

the students might not be involved we found that through our research SGA’s social media 

presence is there (primarily Instagram), but are not as consistent compared to other Biola 

organizations we found on social media. For example, the SGA Instagram account has 1,259 

followers with 66 posts compared to the Biola's Student Missionary Union account has 1,668 

followers with only 38 posts, and the Biola Campus Engagement account with 1,631 followers 

and only 43 posts. Therefore, we decided that SGA has the opportunity to do more promo to get 

more students engaged with their page. Other than social media, we looked at the SGA section 
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on the Biola University webpage and found that the information was difficult to navigate and 

provided minimal information. Their page contained basic information including a brief sentence 

about their mission, three words to capture the values they hold, an SGA Constitution, and tabs 

that included “meet us”, “proposals”, “resources”, “elections & hiring”, and” contact”. Although 

there is information present, there is also room to expand so that students are not leaving the 

site with little information about SGA. 

Another big thing we noticed in our research is the way SGA brands themselves, and 

what it looks like to students. They have a strong mission statement to “advocate for students 

and their experience at Biola,”  which creates a positive image for SGA. We believe it is crucial to 

match up this mission statement with the content they post on social media and the posters they 

choose to plaster around campus. We felt like the services they provide go way farther than just 

being an advocate for students, and the students themselves do not take advantage of them. 

They play a huge part in running events on campus and providing resources like renting 

hammocks or Biola Go Cards that are meant to enhance student life. SGA has the opportunity to 

brand all of the other fun resources they have stronger and more consistently so that students 

are more aware of and engaged with the services they provide.  

Finally, we believe there are some minor threats SGA faces in their attempts to engage 

more students. We realize that there are many other clubs and organizations on campus that 

students favor for the appeal of fun and they seem more engaging in activities. However, we also 

expect that some students may be too focused on their studies that may not allow much of their 

time to be spent at events or interacting on social media. We have also seen on social media that 

some gossip accounts (ex. @Byeolaconfessions on Instagram) have complained unjustly about 

SGA, therefore maybe giving some students the wrong idea about this organization. We strongly 

believe that SGA can overcome these threats and  have concluded with a statement that 

recognizes the reason for disengagement. We will be using it as a reference to strengthening the 
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program in this area: “Currently, students are disinterested with SGA because they lack clear 

knowledge of who SGA is and don’t understand their relationship (latent public) with SGA 

compared to the other organizations on campus; students don’t sufficiently engage with their 

social media, events, and resources as a result.” 

PROGRAMMING 

SGA serves to advocate for the Biola student body, and is an overall program designed to 

listen to the students so they can create better campus life and education quality for them. In 

order to act upon their mission they must first establish a relationship with the students. 

Cultivating a relationship is done through solid communication from both sides, and so student 

engagement is heavily depended upon. After identifying the disconnect between SGA and the 

Biola students we have chosen three publics that SGA should focus on reaching so that we can 

accomplish our goal: to refine SGA’s communication skills so that students understand their 

relationship with and purpose of SGA to ensure they become actively involved. (See Appendix 

B.II. for PIPP Chart)  

Freshman Students 

The first key public we identified for SGA is the freshman students attending Biola. They 

have the freshest perspectives, which means they have time to develop good interactions with 

SGA and are good potential candidates to reach. Currently, some are excited about SGA, but 

some of them have predispositions due to backlash of SGA on Biola gossip accounts(made 

anonymously). Freshman are aware of SGA, but they are confused about what kind of role this 

organization plays in their life and on campus. Freshmen are a latent audience that must be 

made more aware of SGA’s purpose in order to decide whether they want to be involved or not.  
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After we identified this public, we came up with a SMART objective. We would like to 

change the attitude of the freshman Biola students’ by decreasing the percent of freshmen that 

are uninterested in the importance of SGA by 20% in Spring 2021. We arrived at this objective 

because we realized how many freshmen are misunderstanding SGA due to instagram gossip 

accounts and lack of interaction with SGA. To shift the attitude of the freshman students and 

reach this objective we decided to organize promotionals directed specifically for freshmen that 

involve SGA’s resources (Gocards, hammocks, proposals). This will help to create a memorable 

first impression that makes freshmen want to know more about and become involved in making 

a difference at Biola.  

To increase freshman engagement with SGA, we created 3 tactics to implement our 

strategy. Firstly, SGA will advertise a t-shirt contest where students can comment, like, and tag a 

friend under a post on SGA’s Instagram account and six winners will be chosen to be given a free 

t-shirt. Our second tactic is a featured student of the week on SGA’s Instagram, where students 

can nominate others to be featured in the comments and whoever gets the most nominations 

gets a shoutout from SGA. Lastly, our third tactic is a survey before and after each semester for 

students to voice their opinions and thoughts about SGA so they will feel heard.  

Upperclassmen 

The second key public we identified are the students who are faced with an overload of 

school. Being so busy with school, or life in general can become lonely. Students often begin to 

feel isolated because they forget to take time out of their day to spend with others and are 

immersed in their education. Oftentimes we see this most in our upperclassmen students. They 

are settled in, but become so invested in their school that they have no time for anything else. In 

this regard they are less likely to interact with SGA unless given an incentive or easy access to do 

so. Upperclassmen are considered an aware public because they realize the connection they 
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have with SGA after gaining years of experience with programs at Biola, but have not responded 

yet.  

After we identified this public, we came up with a SMART objective. We would like to 

increase the participation of juniors in SGA’s events at Biola by 10% in Spring 2021. We arrived 

at this objective because we realized that by now juniors have probably experienced enough to 

know SGA well, however they aren’t captured by the events and participate in enough of their 

services. In order to increase their participation, we came to the strategy of creating a specific 

initiative that gives juniors (and upperclassmen) who have gained experience on how Biola 

operates an opportunity to voice their opinions and ideas in an easy and accessible way. 

Like freshman students, upperclassmen will be reached by a featured student of the 

week shoutout on Instagram and a survey sent before and after each semester asking about their 

opinions on SGA. There will also be an improvement in SGA hour by promotion on social media 

to increase attendance and interest, fun themes, and free snacks. 

Off-Campus Students 

The third key public we identified are off campus/commuter students. These students are 

equally deserving of a quality campus life and education as students who live on-campus, and 

are given the same resources and opportunities to utilize.. Although this public is not our 

primary focus we still aspire to reach them to the best of our ability. A big effort to reach 

off-campus students is still necessary because many are not fully involved in campus life, or not 

always there to experience Biola’s resources to its fullest because they are not physically present 

as much.  Therefore, they are a latent public because they have a connection to SGA, but have 

yet to realize this connection.  

After we identified this public, we came up with a SMART objective. We would like to 

increase awareness and engagement of SGA in all students, especially off-campus students, by 
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increasing the average of 4 comments per post by 50% in Spring 2021. We arrived at this 

objective because we realized that off-campus students may not be knowledgeable enough 

about SGA because the promotion SGA does is mostly on campus and they hold most of their 

services on campus. To reach the off-campus students we arrived at the strategy of creating 

more awareness might help them engage more with SGA, especially on social media. Produce 

promotional social media material that intrigues, attracts, and engages all Biola students as well 

as cohesively captures SGA’s image in order to create consistent participation on the SGA 

accounts. 

To enhance SGA’s social media presence so off-campus students can still feel connected, 

we decided to implement previously mentioned tactics of a t-shirt contest and featured student 

of the week shoutouts on SGA’s Instagram. We also decided it would be beneficial to hire 

two-part time staff leaders and two interns to create a cohesive social media page that is 

informative, promotional, and active. 

Budgeting 

The SGA Campaign budget would lie between $1,800-$2,000 as our total came out to 

$1637.  With the aim to strengthen the media strategies of SGA to push for more engagement 

and interest from the students we have priced out the tactics necessary to meet our goals; prices 

are negotiable depending on what options will be realistic and which tactics SGA would like to 

move forward with 

Currently our budget lies heaviest on our proposal to add a staff member to the SGA 

media team with an estimated salary of about $975 for the school year. By keeping within the 

budget we have also proposed for two interns to enhance the media team further by only paying 

the media leader hired for the paid position. The media team would create graphic content for 

Instagram, run the account page and post consistently, and design any posters needed. For our 
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media strategy to run a giveaway on the Instagram page, six t-shirts per semester, or twelve 

t-shirts for the whole year, would total out to around $180. This is due to a set cost for making 

custom t-shirts on the Comfort Colors website; this t-shirt site is also a brand used by the 

Student Missionary Union on campus to create their mission t-shirts. Stickers would also have a 

set cost at the Biola print shop of about $183 to have enough to supply to the freshman class 

during orientation week. Finally, we would have to contact Bon Appetit Catering for making and 

packaging our cookies for the freshman orientation gift table which would total to around $249. 

The remainder of the budget can be given to SGA for any extra supplies needed to enhance the 

campaign’s tactics in however way they best see fit. (See Appendix B.III. for a detailed budget 

chart) 

IMPLEMENTATION 
In our first step of implementation, our team developed a mind map for each of our 

publics to decipher how they were thinking, feeling, and doing in order to better understand the 

behaviors and beliefs they currently hold. (See Appendix C.I. for a detailed mind map) Using 

this mind map, we developed a breakdown for each public: 

“This public is latent on the audience spectrum because freshman students have a 

misunderstood mindset about the client. This mindset causes them to think less of SGA , and feel 

unaware of what SGA provides them, thus they do not yet interact with and underappreciate 

SGA.” 

“This public is aware of the audience spectrum because the busy juniors/seniors have a 

respectful, but uninterested mindset about the client. This mindset causes them to think they 

don’t have the time to get involved, and feel it’s too late to get involved, thus they somewhat 

interact, but aren’t actively participating.” 
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“This public is latent on the audience spectrum because commuters/off-campus students have 

positive and negative mindset about the client. This mindset causes them to think SGA has 

potential, and feel like they want to be drawn in first, thus they do not yet interact with SGA.”  

We then created a channel calendar that further breaks down our three publics and 

matches them with the best outreach medium to efficiently communicate our message to them. 

The overarching common goal for all three of the publics is to encourage engagement between 

them and SGA so that there is a relationship between the two. By creating a strong and 

consistent social media presence the students will become more aware of SGA, and will be more 

likely to interact with them if SGA is engaging more first. Social media presence especially has 

become the best way to get the attention of students and also leads them to share the content 

they find with their peers.This will be done through more attractive and engaging Instagram 

posts, Instagram story promotionals, posters, and interactive games done through their social 

media for students to participate.  (See Appendix C.II. for a detailed channel calendar) 

EVALUATION 

The three steps of evaluation are preparation, implementation, and impact. While 

evaluating our program plan for SGA we have discovered that although SGA is known, it is not 

always known for the right reasons. This was our first step in evaluation: preparation. 

The preparation of our plan is what brought it together overall. By researching, and 

collecting first-hand information, as well as assessing SGA’s social media page, we found that 

our collective opinions on what could be better; caused an achievable overarching plan to form. 

Hypothetically, if our preparation for SGA’s campaign was not enough, then we would have to do 

more research on the overall public we are trying to reach. We might have to take some surveys 
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or ask a few questions to find out what the public would most like to see from SGA, or what 

might make them more interested.  

In the implementation phase, we have to be watching our publics and seeing the way 

they are handling the changes. We will do monthly surveys with a random sample of students 

from each audience group. If we implement the changes: such as new posters, and improved 

social media and as a result,  SGA’s ratings begin to go up and more involvement is seen from 

the student body, then we will continue to implement these changes. However, if these changes 

are not taken well and we are not seeing any new interest from our students, then we will take 

our new research from the preparation phase of evaluation, and implement this into our program 

plan.  

If the impact we see is not only a change but a positive one, we will know we have done 

our job. If not, however, we may have to try targeting another audience or age group. If this is 

not creating a big enough impact then we will have to try changing some of the program plans 

in order to impact our student body as a whole. Hypothetically if there is not a strong impact we 

see within the student body, then we must rewrite our program plan with a strong 

leader/presence on campus who may know what we could do to impact and influence Biola’s 

campus.  

After assessing SGA’s social media presence and overall reputation among students, it 

was concluded that a remedial program to build awareness and connection between SGA and 

students was necessary. For the first and second smart objective, the program included 

promoting a t-shirt contest, a featured student of the week, improvement on SGA hour, and a 

survey about student’s opinions on SGA. For the third objective, we hired 1 part-time staff leader 

and 2 interns to create a cohesive social media page that is informative, promotional, and active.  
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By adding more members to the team, the work of the social media coordinator was more evenly 

distributed and easier to manage. SGA’s main Instagram account gained 400 followers and 

student involvement with the page increased by 30%. Freshman disinterest towards SGA has 

decreased by 15% and juniors by 12%, with a survey of 150 freshman and 100 juniors. Surveys 

said that student’s awareness of SGA has improved positively since SGA’s increased social media 

presence. The participation of juniors in SGA’s events increased by 6% by Spring 2021. Although 

we did not reach the benchmarks for every goal, the overall perception of SGA across the student 

body has improved drastically by word of mouth communication (as assessed in the survey). We 

hope to improve by continuing our remedial program and raising awareness about SGA so we 

can soon obtain every benchmark.  
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APPENDIX 
A) RESEARCH 

I. Swot Analysis Chart 

Strengths:  
 
➔ Endorsements 
➔ Dedicated staff who love SGA 
➔ Head of ALL organizations 
➔ Advocate for students 
➔ Easy contact with administrators 

Weaknesses: 
 
➔ Low budget 
➔ Lack of engagement from students 
➔ Branding is unclear to students 
➔ Lack of social media 

presence/consistency 
➔ Hard to find SGA’s information and 

resources 
 

Opportunities: 
 
➔ Stronger self-branding: gives students 

a clear, well-known idea of what 
➔ Establish more social media 

consistency (promos) 
➔ Get more students engaged & excited 

about SGA 
➔ Utilize media platforms as a way to 

communicate with the students in 
order to cultivate deep relationships 

Threats: 
➔ Other clubs more valued on 

campus(OCE, SMU, The Chimes 
➔ Students heavy schedules(no time for 

clubs) 
➔ Gossip accounts(BiolaTea, 

Byeolaconfessions) creating 
predispositions about SGA 
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B) PROGRAMMING 

I. PIPP Chart 
 

Public
 

Important 
Segments  

Profile   Priority 

 

College student  Freshman   On-campus  primary 

College student  Busy Juniors/Seniors   Nursing 
major/medical major 

secondary 

College student  Off campus 
students(ig) 

Commuter  primary 
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II. Budgeting 
 

Tactics 
 

Items  Projected Cost 

Strategy 1: 
Gift table- GoCards, 50% off 
Coupon for Hammock, a flyer, 
1 sticker, and a cookie 

Cookies from Bon Appetit 
Catering & Stickers 

Cookies: $249 
Stickers: $183  

Strategy 1 & 3:  
SGA T-shirt contest(6 winners 
per semester)  

6 T-shirts per Semester  T-shirts: $180 

Strategy 3: 
Media team- 2 part-time staff 
leaders and 2 interns 

Staff Salary  Staff salary(1 added staff 
member): $975  

Strategy 1, 2, 3: 
Featured Student of the Week 
Shoutout 

x  $0 

Strategy 1 & 2:  
Survey of how students feel 
about SGA 

x  $0 

Strategy 2:  
Improvement on SGA hour 
with promotion on social 
media, theme, and snacks 

Snacks  $50 

Total Cost:  (total items)  $1637 
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C) IMPLEMENTATION 

I. Mind Map 

Audience  (-) Mindset  (+) Mindset  Think  Feel  Do 

Freshman 
college 

students 
 
 
 
 
 
 
 

 

 

They 
misunderstand 
SGA’s purpose, 
give SGA a bad 
reputation 
through 
BiolaTea/ gossip 
accounts. 
They don’t 
participate 
(uninterested). 

They have yet 
to experience 
the full 
benefits and 
opportunities 
that SGA can 
provide. 
Longer amount 
of time to 
change their (-) 
mindsets. 

Predisposi-
tion that 
SGA 
doesn’t do 
much. 
See SGA as 
a college 
ASB. 
Think only 
Torrey 
students 
do it. 
Seems cool 
but not 
aware of 
what SGA 
can do for 
them. 

They are 
uninterest-ed, 
have lack of 
respect, many 
different 
opinions on 
SGA(don’t 
know what to 
believe), 
unsure. 

They 
underapp-
reciate 
SGA, 
doesn’t 
pay 
attention 
to their 
social 
media and 
little 
engagem-
ent unless 
they are in 
Torrey. 
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Junior college 
students 

 
 
 
 
 
 
 
 
 
 
 

 

 

Don’t participate 
due to stress of 
their major’s 
course difficulty, 
graduating soon, 
and too good for 
it attitude. 

More 
participatio-n 
from upper 
class-men 
because they 
have been on 
campus long 
enough to 
know SGA’s 
purpose very 
well. 

SGA is 
great and 
has good 
values, I 
know some 
people in 
SGA. 
They don’t 
have much 
time for 
SGA or 
they are 
involved in 
other more 
fun or time 
consuming 
things. 

They are on 
good terms 
with SGA and 
know what 
SGA is and 
what they do. 
May feel 
stressed with 
other 
commitme-nt
s and need 
more 
satisfactio-n 
from SGA. 

Not 
actively 
involved 
but pay 
attention 
to what 
SGA 
offers, 
interact on 
social 
media 
occasiona-
lly, aren’t 
involved 
due to 
other 
commitm-
ents. 

Commuter/Of
f-campus 
college 

students 
 
 
 
 
 
 
 

 
 
 

 

Unwilling to 
participate 
because they are 
not on campus as 
much and don’t 
interact on social 
media because of 
SGA’s activity 
isn’t consistent( 
media team 
weakness). 

Since they 
aren’t on 
campus all the 
time, they may 
be more 
willing to 
participate and 
get involved on 
campus if they 
are approached 
in an exciting 
way that 
encourages 
them to 
participate. 

SGA could 
be 
something 
to get me 
involved, I 
don’t really 
know what 
SGA offers 
me, how 
does SGA 
cater to 
commuter 
students, I 
am not on 
campus 
enough to 
get 
involved. 

Some 
interested 
and some not, 
maybe 
confused, 
unwilling due 
to the 
situation of 
commutin-g, 
like how 
diverse SGA is 
and does 
about 
diversity. 

Don’t have 
time to 
further 
investigat-
e SGA, 
more 
interest in 
getting 
involved if 
they know 
more 
about 
SGA, need 
to be 
entertaine
d first. 
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II. Channel Calendar 
 

Date 
of 
Comp
letion 

Audience~  Objective~  Message~  Channel~  Source~  Task~  Who is 
Respon
sible~ 

4/17  Biola 
Freshmen 

Change the 
attitude of 
freshman Biola 
students’ by 
decreasing the 
percent of 
freshmen that 
are uninterested 
in the 
importance of 
SGA by 20% in 
Spring 2021.  

This public, who is 
latent on the 
audience spectrum 
because freshman 
students, have a 
misunderstood 
mindset about the 
client. This 
mindset causes 
them to think less 
of SGA , and feel 
unaware of what 
SGA provides 
them, thus they do 
not yet interact 
with and 
underappreciate 
SGA. 

Social media 
presence/pro
motion 
(primarily 
Instagram), 
SGA Gift 
Table with 
SGA 
“welcome gift 
bag” (stickers, 
cookies, 
flyers) during 
orientation 
week, t-shirt 
prizes 

Biola print 
shop for 
stickers 
and flyers, 
catering for 
cookies, 
Comfort 
Colors 
website for 
t-shirt 
orders 

 The plan is to 
create promotion 
also directed 
specifically for 
freshmen that 
involves SGA’s 
resources such as 
Go-cards as well 
as stickers, 
treats, and 
t-shirts in order 
to create a 
positive first 
impression. 

Noelle, 
Kenzie 
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4/17  Biola Juniors  Increase the 
participation of 
juniors in SGA’s 
events at Biola 
by 10% in 
Spring 2021.   

This public, who is 
aware of the 
audience spectrum 
because the 
juniors, have a 
respectful, but 
uninterested 
mindset about the 
client. This 
mindset causes 
them to think they 
don’t have the 
time to get 
involved, and feel 
it’s too late to get 
involved, thus they 
somewhat interact, 
but aren’t actively 
participating. 

Social media 
presence/pro
motion 
(primarily 
Instagram), 
flyers/posters 
to promote 
SGA hour and 
SGA events, 
digital survey 
through 
newsletter, 
t-shirt prizes 

Biola print 
shop for 
flyers/post
ers, RAs for 
each dorm 
building to 
promote 
SGA hour 
and 
schedule 
times, 
Comfort 
Colors 
website for 
t-shirt 
orders 

The plan is to 
create 
excitement from 
the Juniors who 
are already 
familiar with SGA 
by advocating for 
the important 
role they play in 
campus life and 
providing them 
easy accessibility 
to voice their 
ideas and 
opinions through 
creating high 
quality posters 
and media 
content. 

Tabita, 
Natalie 
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4/17  Biola 
Off-Campus 
Commuters 

Increase 
awareness and 
engagement of 
SGA’s in all 
students, 
especially 
off-campus, by 
increasing the 
average 4 
comments per 
post by 50% in 
Spring 2021.  

This public, who is 
latent on the 
audience spectrum 
because 
commuters/off-ca
mpus students, 
have positive and 
negative mindset 
about the client. 
This mindset 
causes them to 
think SGA has 
potential, and feel 
like they want to 
be drawn in first, 
thus they do not 
yet interact with 
SGA. 

SGA posters, 
flyers,social 
media 
presence/ 
promotion 
(primarily 
Instagram) 
due to 
enhanced 
media team, 
t-shirt prizes, 
organize an 
SGA meeting 
with the 
President of 
SGA to 
discuss 
expanding 
media team 

Biola print 
shop for 
flyers/ 
posters, 
ComfortCol
ors website 
for t-shirt 
orders,   

The plan is to 
create a strong 
media presence 
through social 
media (primarily 
Instagram) and 
posters so that 
all Biola 
students, 
especially 
off-campus 
students, will be 
encouraged and 
excited to 
become 
involved; 
students will be 
more recognized, 
listened to, and 
interacted in 
engaging ways 
through this new 
media plan. 

Tabita, 
Kenzie 
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D)  TACTICS 

I. T-Shirt Design for Instagram Giveaway  
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II. SGA Sticker Design 
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III. SGA Gift Table Flyer 
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IV. Half-Off Hammock Coupon 
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V. ” Student of the Week” Instagram Story Promo Examples 
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VI. SGA Hour Instagram Promo Example 
 

 


