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Claiming to be Different and Better

Higher Ed marketing can be a challenge. The market 
landscape is changing, and competition is stiffer.
Marketing materials risk being overly literal or  
institutional – not personal or aspirational. Many  
colleges and universities struggle with creating  
differentiated and identifiable graphic treatments. 
In other cases, schools make broad, abstract claims 
which may not feel realistic or achievable.
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Updated infrastructure
A safe and clean university

A student of the world
Liberal arts methodology

Metrics and network
Return on the investment

Depth of majors
Legitimate school with rigor

Geographic location
Close, but not too close

A culture to tap into
Explore and discover

COMMUNITY 
IMPACT

MY IMPACT

GROUP 
IMPACT

Human-scale
Big enough, but not too big

Hardworking, not entitled
Collaborative

Passionate and Curious
Smart and Mature

Community-Focused

The GVSU Mindset: Having an Impact

The GVSU Mindset: Having an Impact
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We call this the Laker Effect

LAKER EFFECT

We call this the Laker Effect
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GVSU.EDU



LAKER EFFECT
GVSU CAMPAIGN GUIDE

01.13.15



GVSU.EDU

Impact.
When you become a Laker, you look 
outward, focusing on others instead 
of yourself. With professors’ caring 
guidance, you learn how to make a 
meaningful, lasting difference. Then, 
as you enter the world, you’re good 
to go forward, tackle challenges, and 
make meaningful contributions. Like 
West Michigan itself, your positive 
impact will be far reaching. That’s the 
Laker Effect. And we can’t wait for 
you to become part of it. 

GVSU.EDU

Passion.
It starts with an education focused 
entirely on your growth—as a thinker, 
a problem-solver, and as a person. 
By the time you graduate, you 
will have knowledge, confidence, and 
a clear path moving forward. More 
importantly, you’ll be part of a 
community that’s prepared to give,
to create, to make a difference. 
That’s the Laker Effect. And we can’t 
wait for you to become part of it. 

Implementation



Implementation
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You know.
The Motor City has both fueled and felt the power 

of the Laker Effect. Many of our students not only 

hail from the Detroit area, but they also return there: 

as analysts and engineers, biochemists and health 

professionals, as leaders in business and leaders  

of communities. Support them. Support us.  

And see the power of what can be.

gvsu.edu/SupportLakerEffect

T H E  C A M P A I G N  F O R  G R A N D  V A L L E Y  S T A T E  U N I V E R S I T Y

T H E  P O W E R  O F  W H A T  C A N  B E

gvsu.edu/GrowLakerEffect

T H E  C A M P A I G N  F O R  G R A N D  V A L L E Y  S T A T E  U N I V E R S I T Y

T H E  P O W E R  O F  W H A T  C A N  B E

You’ve felt it.
The Lakeshore has shared in and been shaped by  
the Laker Effect. Many of our students live and  
work here, along the water. They are its analysts  

and engineers, its biochemists and health 
professionals, its leaders in business and of 

community. Here on the shores of The Big Lake  
you can feel the power of what can be.

Print Ads



Billboard and Bus Sign







peopledesign.com
peopledesign.com/brand-identity-essentials

gvsu.edu

Thank You


