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FAHD Communications 
Spring 2014 

  

Suzanne Dietzel and Sarah Jenkins 

Dietzel@ohio.edu, Jenkins1@ohio.edu 

Ohio University Women’s Center 

 

Dear Mrs. Dietzel and Ms. Jenkins, 

 

Working with both of you and the Women’s Center has been a great 

experience, and we would like to sincerely thank you for this opportunity. 

Learning more about this aspect of campus has been eye opening and 

enlightening. Becoming more educated about what you do has motivated 

us to assist with your mission of equality and fair treatment for all 

women. It has also been a pleasure getting to know both of you. 

 

The members of FAHD Communications used this experience to discover 

more about researching to create an effective plan that can make your 

organization stand out even more at Ohio University. We are glad to have 

benefited so much from an opportunity that can also benefit the 

Women’s Center. We have discovered students who want to know more 



 

                                                                        FAHD COMMUNICATIONS
   

4 

about your organization, and we have discovered a need to increase 

education at Ohio University about your mission. This document details 

our work throughout the semester, and more importantly our suggested 

plan of action for the Ohio University Women’s Center as you move 

forward. 

 

Please feel free to contact us if you have any questions. 

 

Thank you!  

 

Briagenn Adams                   Dan Mulvey 

Account Executive         Account Coordinator 

 

Hannah Colburn                  Rachel Fleig 

Research Coordinator          Account Associate 
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Executive Summary 
  

The Women’s Center at Ohio University serves and responds to the needs 

of OHIO women students, faculty, and staff, as well as members of the 

Athens community. Founded in 2007, the center is dedicated to creating 

an inclusive and welcoming climate for all members of the community 

through programs, resources, referrals, advocacy, and education. 

  

The Women’s Center is a valuable asset to Ohio University and for the 

OHIO public. However, the Women’s Center is challenged to attain and 

retain a diverse pool of active participants. Primarily, the Women’s Center 

attracts self-proclaimed “feminists,” but it does a poor job in reaching the 

entire student population as a whole. In order to combat that 

communication issue, the Women’s Center hired FAHD Communications.   

  

Immediately, FAHD Communications identified three underutilized 

consumer segments on whom the Women’s Center should focus all 

campaign efforts: freshmen, males, and non-involved females. By 

targeting those audiences, the Women’s Center will become better 

established as a definable force at Ohio University, and will increase the 

strength of its mission and brand in Athens, Ohio. 



 

                                                                        FAHD COMMUNICATIONS
   

6 

  

After FAHD Communications analyzed the current promotional efforts 

and events employed by the Women’s Center, it was decided that the best 

methods of research would be personal focus groups, and an anonymous 

survey. After three separate focus groups and 46 survey respondents, 

both research approaches culminated in one consistent theme: there 

exists a negative stigma against feminism at Ohio University. 

  

As a direct consequence of the focus groups and survey results, FAHD 

Communications decided the best campaign approach would be to “Make 

Feminism Fun Again” at Ohio University. With that core value at the 

center of the entire campaign, FAHD Communications was continuously 

inspired to attain that goal for the Women’s Center. By making feminism 

fun again, the Women’s Center will become a more balanced, 

approachable, and popular organization on Ohio University’s campus.  

 

In order to accomplish the Women’s Center entirely new campaign plan, 

it will have to think outside its preconceived comfort zone, and really 

delve into the culture that is OHIO. By incorporating specific audiences 

such as the Bobcat Student Orientation groups, Greek Fraternities, and 
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non-involved, disinterested females, the Women’s Center will 

exponentially expand its reach at Ohio University.  
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Situational Analysis 

1) Problem Statement:  

The Women’s Center at Ohio University strives to serve and respond to 

the needs of OU students, staff, faculty, as well as members of the 

Athens community. Founded in 2007, the center is dedicated to 

creating an inclusive and welcoming campus climate for all members 

of the community through programs, resources, referrals, advocacy, 

and education. Although the Women’s Center will happily accept any 

interested person into its organization, they have had problems with 

gaining new members, especially male members, since the beginning 

of the center’s presence on campus. The Women’s Center believes that 

there is a stigma attached to feminism at Ohio University that is 

preventing men and new members from becoming actively interested 

in the Women’s Center. To attract more male members to the center, 

our mission this semester will be to “make feminism cool again,” and 

to make feminism a more relatable, approachable subject on Ohio 

University’s campus. 

 

2) Internal Organization: 
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a) Mission Statement: According to the Ohio University Women’s 

Center website (2014), “The mission of the Ohio University Women’s 

Center is to act as a catalyst to promote awareness, education and 

advocacy about women, gender and diversity, among faculty, staff and 

students at Ohio University and its surrounding communities. In fulfilling 

its mission, the Center provides students, faculty and staff with 

information, services and programs that address matters of particular 

concern to women -- while exploring the connections among gender, race, 

economic status, sexual orientation, culture, religion, political views and 

other significant elements in relation to women’s individuality and 

collective identity. Through a commitment to educate and advocate, the 

Women’s Center provides opportunities for campus involvement while 

attending to the specific needs and concerns of women at Ohio 

University. 

  

b) History: The Women’s Center has been active at Ohio University since 

2007. Founded alongside the opening of Baker Center, Suzanne Dietzel is 

the current and founding director. A Women’s Center was encouraged in 

the 70’s but failed to open due to a lack of funding. 
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c) Publics Served: The Ohio University Women’s Center primarily serves 

the Ohio University students, staff and faulty, as well as the Athens 

community. By implementing programs such as “Walk a Mile in Her 

Shoes,” “International Women’s Day” and “Love Your Body Day,” the 

Women’s Center attempts to involve the Ohio University community in 

fun, meaningful activities revolved around the overall empowerment of 

women. Through the Survivor Advocacy Program, the Women’s Center 

strives to serve women who have been victims of sexual assault, stalking, 

dating and domestic violence, and make them feel like respected and 

supported members of society. 

 

d) Organizational Structure: The Women’s Center is a subset of Ohio 

University’s Office of Diversity and Inclusion, along with the LGBT Center, 

the Multicultural Center, and the Multicultural Student Access and 

Retention Program. As for the organizational structure of the Women’s 

Center, the Women’s Center has one Director -- Suzanne Dietzel. Below 

Suzanne are Brenda Strickland, the Survivor Advocacy Program 

Coordinator; Sarah Jenkins, the Program Coordinator; L Volpe, a Graduate 

Assistant for the Women’s Center; Bill Arnold, a Graduate Assistant for 

Bystander Intervention and Prevention Education; Sara Lowenstein and 
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Lindsey Spanner, Student Outreach Coordinators; Hannah Abrahamson, a 

Student Outreach Coordinator for Gender Initiatives; and Ashley 

Osborne, a Student Worker. The Women’s Center does not typically ask 

permission from Ohio University before implementing any campaigns or 

hosting any events. 

 

e) Organizational Performance: As far as community outreach, the 

Women’s Center currently owns six forms of social media -- Twitter, 

Facebook, Wordpress, Tumblr, Pinterest and Instagram. Sarah Jenkins 

runs the Instagram and Tumblr accounts, L Volpe runs the Twitter and 

Facebook accounts, while the rest remain vastly underutilized. For the 

most part, the social media accounts are used to advertise upcoming 

events involved with the Women’s Center. They do not necessarily use 

social media to recruit new members of the Women’s Center, although 

they are not opposed to that idea.   

 

f) Internal Communications: The Women’s Center communicates 

internally via email. Also, because the office is so small, the workers are 

very comfortable with each other, so many messages are simply 

communicated face-to-face. A newsletter is sent out monthly and there is 
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a weekly “Brown Bag Lunch & Learn” every Thursday at which members 

and anyone interested is encouraged to join. 

 

3) External Environment: 

a) Reputation: The Women’s Center has a positive but not optimal 

reputation at Ohio University. A lot of those who hear about the center 

assume that it is for another group. According to Sarah Jenkins, there is 

an issue with perceiving the center as a health center or exclusively for 

victims of female-focused crimes. The center is also often associated with 

a negative definition of feminism rather than an open forum for women’s 

issues that any man or woman can relate to. 

 

b) Media: The Women’s Center does not actively pursue media coverage. 

The Post at Ohio University has a beat reporter specifically assigned to 

women and LGBT issues. This reporter, along with reporters from other 

local papers, often contact the women’s center about stories or their 

events. The staff reports that the amount of contact at certain times is 

difficult to track. The center is now considering using news releases for 

important events and issues. 
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c) Target Audience: The Women’s Center currently has a devoted 

following from students and staff involved with the Women’s Gender 

Studies program. However, the center does wish to expand their 

knowledge and support to a broader audience. Specifically, The Women’s 

Center would like to see more involvement from the male students at 

Ohio University. It is also imperative to reach the younger students and 

those that don’t necessarily have a clear understanding of feminism. 

 

d) Competition: At this time there is no competition for the Women’s 

Center’s audience. The most similar program to The Women’s Center is 

My Sister’s Place, which offers shelter for battered women. Although My 

Sister’s Place offers support to women, it does not interfere with the 

programs and events offered by The Women’s Center. In fact, both 

organizations work closely together to reach the community in the most 

effective way possible. 

 

e) Opposition: Although there are no specific groups that vocally oppose 

the Women’s Center, there are members of the community who may not 

agree with the necessity of a women’s center on campus. It is not a 

prominent issue that demands immediate attention, but a 

misunderstanding of women’s issues is present, albeit small, in the area. 
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f) Supporters: The LGBT community works very closely with the 

Women’s Center at OU.  My Sister’s Place is a shelter the center works 

with in providing housing for abused women and children.  The Women’s 

Center helps fundraise and provide services for My Sister’s Place. The 

Women’s Center receives support through the Athens community 

through various events including, “Walk a Mile in Her Shoes.”  This 

annual October event allows men to walk a mile in women’s shoes to 

advocate gender oppression and to raise awareness about the role men 

play in preventing sexual assault. 

 

g) Trends: There has been a further positive trend towards feminism 

and women’s issues. Society as a whole is becoming more accepting of 

the issues that are present concerning gender. Obama is the first 

president to openly acknowledge the pay gap between men and women. 

There is also more discussion of how our culture produces a dangerous 

environment for women in some circumstances. Although these cultural 

moves are promising, a fully positive view of feminism and the 

environment surrounding it proves to be a difficult mentality to obtain 

on a college campus. At Ohio University the Women’s Center must 

continually prove their necessity in order to receive funding from the 
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office of Diversity and Inclusion. It has been a struggle to consistently 

reach its target audience and engage a large number of members in the 

community.    

  

h) External Stakeholder: External stakeholders for the women’s center 

is a very broad audience. Considering the issue from the women’s 

center’s perspective, both men and women on campus and beyond will 

benefit from the positive changes their movement can make. The more 

equal men and women become, the better society as a whole will become. 

As far as a more specific stakeholder group, the members directly 

affiliated with the center are deeply connected to the cause and depend 

heavily on its success. The center’s ability to reach the community 

reflects upon the members themselves. 

 

4) SWOT Analysis: 

a) Strengths: 

• Numerous programs 

• Close-knit staff 

• Ability to produce merchandise to be sold to students on campus 

 

b) Weaknesses: 
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• A lack of social media presence 

• A lack of significant male presence  

           

c) Opportunities: 

• Women on campus do not recognize their opportunity to be 

involved with the Women’s Center 

• Untapped audiences – specifically a male audience 

• Joining discussion of current issues on campus like the LGBT 

movement 

 

d) Threats: 

• Negativity towards their mission 

• Unintentional association with more radical groups can deter 

members from affiliating 

• Misunderstanding of message 

• Must deal with negativity towards “feminism” 

 

5) Research Goals and Objectives: 
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• Research goal 1: Discover what holds back the average student 

from being involved with or attending the events of the Women’s 

Center. 

 

Objective 1: Have an event, such as a focus group, to discuss 

women’s issues and why students would be averse to being associated 

with the center. 

  

Objective 2: Conduct a survey of the student population at Ohio 

University to find out if students perceive a barrier from joining the 

organization. 

 

● Research goal 2: Find out what would entice more men at Ohio 

University to become involved with the Women’s Center and their 

cause. 

          

Objective 1: Conduct a focus group of a diverse group of male 

students. 

  

Objective 2: Hold two different Women’s center events for males, 

and then survey men why they came  
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Research Methodology 

 

Qualitative Research: We decided as a team to conduct three 

separate focus groups: one of people already associated with the 

Women’s Center, in order to gain intimate and institutional insight; one 

of all men, in order to gain perspective from the opposite sex; and one of 

all women not associated with the Women’s Center, in order to gain 

perspective from the Women’s Center’s untapped target audience. After 

consulting with our client, the Women’s Center, we decided to ask each 

focus group the same questions, as to not avoid survey biases. 

         

(Please refer to Appendix I for focus group question details) 

  

We believed that by asking these specific focus group questions, we 

would address all aspects of the Women’s Center and the programs the 

Center has to offer, and be able to gain valuable knowledge as to which 

methods of promotion Ohio University students respond to. By asking an 

equal mix of close-ended and open-ended questions, we allowed our 

focus group participants to become accustomed to our research methods 

before they were asked to provide more individual, thought-out 
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responses. In addition, by asking an array of general questions about the 

Women’s Center, we attempted to gain an overall understanding of the 

widespread sentiments of all Ohio University students about the Center 

and its purpose on campus. 

 

Each focus group took approximately an hour to complete, and we 

offered a pizza dinner as an incentive for students to participate. All 

three focus groups were conducted on Thursday, February 20, 2014. All 

groups were held in Alden Library, a neutral meeting place for all 

students involved. FAHD Communications found focus group 

participants by word of mouth through the library, asking peers if they 

were willing to participate in the groups, advertising about the focus 

groups on the Women’s Center’s Facebook page, as well as posting about 

it on our own Facebook groups/organizations. The majority of the 

participants were at least 20 years old and their graduation dates ranged 

from 2014 to 2016. Six of the total participants were expecting to 

graduate in 2016. Each focus group lasted no more than an hour and 

each participant was willing to be recorded. Rachel, our account 

associate, was a note-taker, while Hannah, our research coordinator, 

recorded and transcribed the groups.  

(For a detailed transcription please refer to appendix II) 



 

                                                                        FAHD COMMUNICATIONS
   

20 

This ensured that all answers and conversation would be available for 

accurate reference and analysis later on. 

  

Quantitative Research: Our quantitative research consisted of 

an online survey available to any student willing to take it. Our group 

used social media to allow access to and to distribute the survey. Our 

survey questions were created after taking into account the responses 

from the focus groups. We used the major themes to produce eleven 

questions that ranged from school year to perceptions of feminism. Our 

questions included a series of open ended inquiries, scaling system 

questions, and multiple-choice questions. 

          

(Please refer to appendix III for a list of the survey questions) 

 

Our questions were created to gain a quick knowledge of who was 

participating in the survey, how involved they were, how likely they were 

to become involved with the Women’s Center, and what their view of the 

Women’s Center consisted of. 

          

Our survey garnered 46 participants and included a wide range of 

demographics. From this, we were able to gain an acute knowledge of the 
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audience the Women’s Center was facing. We were also able to develop 

finely tuned goals and strategies for the campaign. 

  

Research Results: 

Focus Group Analysis: After recording the participants in three focus 

groups, we listened to the data we had recorded. We identified several 

themes that were apparent throughout each of the groups. The data was 

then transcribed into text, which made analyzing the data simpler. 

 

When we analyzed what was said throughout the focus groups again, we 

were able to identify two themes for each of the two goals we were trying 

to reach. These themes were successful in creating a data set that related 

directly to the goals we had established. 

 

Research Goal 1: Discover what holds back the average student from 

being involved with or attending the events of the Women’s Center 

  

● Objective 1: Have an event, such as a focus group, to discuss 

women’s issues and why students would be averse to being 

associated with the center. 
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● Objective 2: Conduct a survey of the student population at Ohio 

University to find out if students perceive a barrier from joining the 

organization. 

  

Themes found: 

• A misunderstanding/stigma attached to the word “feminism”. 

  

○ “A lot of women can be like super crazy and I know that’s not 

how all of them are but when I think of a feminist I think of 

someone who is just completely like all about women. I 

wouldn’t really consider myself a feminist but I definitely 

would promote women and that kind of thing.”   - Participant 

2, Women’s Focus Group 

○ “People have thought about feminism as telling men what 

they are doing wrong as a guy. They think of lesbians.” - 

Participant 1, Men’s Focus Group 

  

● A greater chance of participation in the Women’s Center if there 

were more information issued to the public in a clear, precise, and 

fun way. 
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○ “I think if I knew that the events I’ve seen were affiliated with 

the women’s center I would be more inclined to become 

involved but I just never see any information about their 

affiliation”  - Participant 1, Women’s Focus Group 

○ “We have our content out there but I definitely think we could 

be doing more. Again, it just comes down to limited resources 

and time and a limited staff.”  - Participant 1, Women’s Group   

  

Research goal 2: Find out what would entice more men at Ohio 

University to become involved with the Women’s Center and their cause. 

 

• Objective 1: Conduct a focus group of a diverse group of male 

students 

• Objective 2: Hold two different Women’s center events for males, 

and then survey men why they came. 

  

Themes found: 

• Men on campus would be more inclined to participate in the 

Women’s Center if there were events that catered to that 

demographic.           
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○ “If they do more things geared towards men, it would get 

more interest.” - Participant 1, Women’s Focus Group 

○ “Promoting male focused events would broaden their 

participation. If the center did more male friendly things it 

would help.” - Participant 2, Women’s Focus Group 

  

● Men on campus would show more interest in the Women’s Center if 

they saw other male students and leaders involving themselves in 

Women’s Center activities and events. 

  

○ “Just seeing more men in there would make me more inclined 

to go. You don’t want to be the only guy going. I think if one 

guy goes and gets his buddies to go then it’d be a chain 

reaction” - Participant 4, Men’s Focus Group 

○ “At basketball games I know they recognize women leaders on 

campus. I think if they did something similar for men working 

for equality for women it would help” - Participant 1, Men’s 

Focus Group 

 

Survey results: All members of our team analyzed the survey in order 

to solidify the pre-existing themes. We developed the survey in a way that 
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allowed us to recognize emerging trends relating to the Women’s Center. 

We were surprised by some responses, but all in all our findings validated 

what we had already assumed were issues for the Women’s Center. The 

following questions were identified by our team as “key questions” that 

offered especially insightful information from our audience.  

 

(For detailed graphics of the survey results please refer to appendix IV) 

  

Key question #1: Before this survey, did you know these events 

were sponsored by the Women’s Center? 

Analysis: The previous question to this asked participants 

what Women’s Center sponsored events they knew of on campus. 

This was a list that included Walk a Mile in Her Shoes, Take Back 

the Night, International Women’s Day, and Love Your Body Day. An 

overwhelming amount of people were aware of the events 

(approximately 80 percent of participants were aware of Walk a mile 

in Her Shoes), however, about 60 percent of respondents to the key 

question answered that they were not informed of the Women’s 

Center sponsorship. This showed us that although people were 

knowledgeable of the events that the Women’s Center conducted, 

they were not aware of the Women’s Center affiliation. This was an 
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important concept to utilize in our brainstorming of campaign 

ideas. Our team recognized the need for better name connection. 

  

Key question #2: I associate myself with feminism: 

Analysis: This question was particularly important to our 

research because it let us examine the perception of feminism on 

campus. This question was offered as a rating system where 

participants could rate their association from “strongly disagree” to 

“strongly agree”. Our team was surprised to find that almost 20 

percent of participants responded with “strongly disagree”. There 

were also an alarming number of participants that recorded being 

“neutral” when it came to feminism, over 30 percent. This data is 

especially important when it comes to the Women’s Center. It 

showed us that there is a trend of misunderstanding when it comes 

to feminism. The Women’s Center is built upon feminism, and if not 

everyone is fully receptive or understanding of the term, an 

increase in membership will be hard to come by. We used this data 

to determine what steps should be taken to clarify the term and 

what should be done to make feminism appealing to the target 

audience. 
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Key question #3: What would encourage you to attend a Women’s 

Center sponsored event? 

Analysis: This question was the last question of the survey 

and was open ended so that all participants had an opportunity to 

give creative and intuitive ideas. A considerable amount of 

respondents told us that “free food” would be helpful in gaining 

their interest; something that we had been considering during our 

campaign event brainstorming. Participants also told us that having 

well known/inspirational speakers would attract them. There was 

also feedback about better advertising of the events. Our focus 

groups also drew our attention to the fact that many people found 

advertisement of the Women’s Center to be unclear or minimal 

around campus. We took this and all responses to this question into 

careful consideration when constructing our campaign strategies 

and tactics. 

  

Implications: Our research revealed interesting implications for the 

Women’s Center and its interactions with students. Data received from 

the focus group and surveys showed us that a good number students at 

Ohio University are very tentative to associate themselves with the 

concept of feminism, which is obviously an important aspect of the 
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Women’s Center’s rhetoric. This illustrates an opportunity to inform 

students about feminism. This insight was the reason we developed the 

tagline “Make Feminism Fun Again” so that we could reveal that feminism 

can be as light-hearted as it is serious. Feminism is simply the concept of 

equality and we believe that most students would be willing to stand 

behind that. We realized that men desired a presence of other men before 

they were willing to get involved with the Women’s Center. Particularly in 

the focus group, but in multiple survey respondents, men said that if 

other men were more visible in the Women’s center they would be much 

more inclined to attend events. We also realized that the communication 

from the Women’s Center could be much improved. Students might 

recognize the name, about 72% in the survey, but they don’t have the 

information to know how to interact with the center. Some of the center’s 

events, like Walk a Mile in Her Shoes, had high visibility but were not 

associated with the Women’s Center in the minds of students. The survey 

revealed that Twitter and Facebook are the best arenas for improving 

these communication problems. Overall, we realized the Women’s Center 

needs to be more vocal with a friendly and welcoming voice to Ohio 

University students so that they can truly enact change at this university 

and beyond its campus. 
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The Women’s Center: 
Communication Plan 

“MAKE FEMINISM FUN AGAIN” 
  

A. Goals, Objectives, Tactics and Strategies: 

    1) Goal: Increase male awareness of the Women’s Center on Ohio 

University’s campus. 

     a. Objective: Enhancing awareness among men regarding the events 

organized by the Women’s Center by 10% by the end of the semester. 

      1. Strategy: Create monthly spotlight of men who are involved 

or used to be involved with the Women’s Center – displayed in prominent 

area in Baker Center. 

       a. Tactics: Find men who are involved/have been 

involved with the Women’s Center. 

       b. Tactics: Create promotional poster displaying picture 

of featured male of the month, include links to social media on poster. 

  

 2) Goal: Increase participation with the Women’s Center’s 

sponsored events on Ohio University's campus. 

 a. Objective: Increase awareness and participation with the Women’s 

Center’s events by 10% by end of the semester. 
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      1. Strategy: Employ increased social media efforts to promote 

Women’s Center events. 

       a. Tactics: Track Ohio University students on Twitter, 

follow all Women and Gender Studies majors. 

       b. Tactics: Host Twitter contest, offer free 

admission/registration to winner. 

  

 3) Goal: Better recruit Ohio University freshman to the Women’s 

Center, starting early with awareness efforts. 

a. Objective: Recruit 5% of each Freshman Orientation group to attend a 

Women’s Center event during orientation. 

      1. Strategy: Plan fun, gender-neutral activities each night of 

Bobcat Orientation. Encourage all incoming freshmen to attend. 

       a. Tactics: Book Baker Theater/Lounge to watch female-

centered films, such as a “Hunger Games” marathon. 

               b. Tactics: Rent (free) cotton candy machine/popcorn 

maker from Event Services in Baker Center, offer free food & 

refreshments at event. 

  

 4) Goal: Increase interaction among Ohio University students and 

faculty on all social media platforms. 
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a.Objective: Increase the students and faculty’s use on the social media 

platforms (Twitter and Facebook) by 10% by the end of the semester. 

      1. Strategy: Increase interest and involvement in and about all 

social media platforms, most specifically Twitter and Facebook. 

       a. Tactics: Tweet fun “Feminism Fact of the Day” each 

day to engage and educate followers. 

       b. Tactics: Host social media contests each month (Most 

Re-tweets, First Tweet of the Day, etc.). Offer $5 gift cards to each winner. 

 

Women’s Center Survey Monkey Questions: 

1. What is your gender? 31 female, 8 male, 7 skipped 

2. What year are you at Ohio University?  8 seniors, 17 juniors, 9 

sophomores, 11 freshman, 1 other 

3. What form of social media do you use most regularly? 13 

Facebook, 24 Twitter, 6 Instagram, 2 Pinterest, 1 skipped 

4. What campus organizations are you involved with? 13 PRSSA, 11 

ImPRessions, 26 Greek Life, 1 College Republicans, 1 OU Consulting 

Fellows, 2 Sales Center, 1 Supplemental Instruction Leader, 1 

Association for Women in Communication, 1 Hillel, 1 James Hall 

Council, 1 UPC, 1 St. Jude, 1 Bobcat Suicide Prevention, 1 

Gymnastics, 1 HER Campus, 1 Psychology Club, 4 Marching 110, 1 
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Relay for Life, 1 Thread Magazine, 1 SPJ, 1 Learning Communities, 1 

Brick City records, 1 AMA, 1 Paws for a Cause, 1 Aviation, 1 Student 

Senate, 1 Links, 1 Intramural Sports, 1 None, 4 skipped 

5. How often do you attend Ohio University sponsored events? 7 

not at all often, 16 moderately often, 17 slightly often, 6 quite often 

6. Have you heard of the Women’s Center at Ohio University? 32 

Yes, 12 No, 2 Skipped    

7. Which Ohio University Women’s Center events have you heard 

of/know about? 18 Take Back The Night, 32 Walk A Mile In Her 

Shoes, 14 International Women’s Day Festival, 7 Love Your Body 

Day, 2 skipped     

8. Before this survey, did you know those events were sponsored 

by the Women’s Center? 27 No, 18 yes, 1 skipped  

9. How strongly do you associate with feminism? 8 strongly 

disagree, 6 disagree, 14 neutral, 15 agree, 3 strongly agree 

10. I find the information regarding the Women’s Center and the 

Women’s Center events accessible: 4 strongly disagree, 8 disagree, 

22 neutral, 10 agree, 2 strongly agree 

11. What would encourage you to attend a Women’s Center 

sponsored events? 

● An insightful guest speaker 
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● Free food and class extra credit 

● It isn't really what would or wouldn't make me want to attend an 

event. I have not seen many flyers for an event sponsored by the 

Women's Center. I'd probably be more inclined to attend if I saw 

more around campus 

● Better advertising 

● More information, free food, a chance to voice my opinions 

● Knowing more about the events 

● Have them take place in more neutral location like Alden or 

Front room. The Women's Center is intimidating to walk into 

● Incentives to go – food, contests, door prizes 

● Well-known speakers 

● Having information provided through social media 

● Disassociated with Feminism 

● I already Attend 

● 5 – Free Food/Stuff 

● 2 – More Advertising 

● 10 – Skipped 

● Something with interaction and not just speakers and lectures. I 

want to know that I am a part of something and what I do 

matters 
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● Empowering speakers and events that led to a greater 

appreciation for being a woman 

● If it seemed interesting 

● If I knew about them more time in advance 

● Information about the event 

● If more people I knew were attending 

 

Messages: 

We would like to see greater participation among Ohio University 

students with the Women’s Center and Women’s Center sponsored 

events. We will not limit our message to people who are already involved 

with the Women’s Center; we will target our messages to men, freshmen, 

and non-involved females on Ohio University’s campus. 

  

For men:  

Catch Phrase: “Real Men Love Feminism” 

Twitter Hashtag: #RealMenLoveFeminism 

Facebook Message: Once a month, we will feature a male who is involved 

with the Women’s Center or Women’s Center sponsored events. Not only 

will we display an informational poster with a picture in Baker Center, 
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but we will also write a personality profile of the individual and post it on 

the Women’s Center blog. Then, we will share a photo of that individual 

on Facebook along with a link to the full article on the blog. 

  

Key Insights: Based on the qualitative research from our focus groups 

and survey respondents, men aren’t involved with the Ohio University 

Women’s Center because there isn’t enough male presence within the 

organization to act as a prerequisite. Men are hesitant to associate 

themselves with “feminism,” especially because the word can hold 

negative connotations for many. In order to combat that stigma, we will 

begin a “Real Men Love Feminism” campaign at OHIO. We will incorporate 

this campaign into all forms of social media: Twitter, Facebook, the 

Women’s Center blog. Additionally, we will display/advertise each 

monthly male feminist in Baker Center, to spread knowledge and 

encourage participation. We will also make it a goal to reach out to each 

fraternity at OHIO, and encourage the men to participate in Women’s 

Center sponsored events such as “Take Back the Night” and “Walk a Mile 

in Her Shoes.” We will host Twitter contests with the fraternities who 

participate and tweet a picture of themselves at each Women’s Center 

event, with the hashtag, #RealMenLoveFeminism. With this increased male 
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interaction, we hope to rally the university as a whole and perpetuate the 

positive image of men involved with the Women’s Center. 

  

For freshmen:  

Catch Phrase: “Freshmen For Feminism” 

Twitter Hashtag: #FreshmenForFeminism 

 Facebook Message: During each Bobcat Student Orientation, the 

Women’s Center will search out the “Ohio University Class of 2016” 

Facebook page, and personally invite each incoming Freshman to attend a 

“Women’s Center” movie marathon. We will keep the movies neutral, as 

to not dissuade anybody from participating. We will offer free popcorn, 

cotton candy and soda as an extra incentive to attend. The Women’s 

Center will also reach out to the Office of Admissions to make sure that 

each incoming Freshman personally knows about the event, and knows 

where in Baker Center the Women’s Center is located. 

  

Key Insights: Although freshmen must go through a “sexual violation” 

orientation that is sponsored by the Women’s Center, that is an event 

with negative connotations and incriminatory vibes. In order to “Make 

Feminism Fun Again,” we will continually encourage freshmen to get 

involved early, and have fun with the Women’s Center. By introducing the 
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Women’s Center to each Bobcat Student Orientation group, the Women’s 

Center will be present in the minds of OHIO students from the very 

beginning, and that association will hopefully encourage a continued 

interest in the Women’s Center and Women’s Center sponsored event all 

throughout each freshman’s college careers. At each Bobcat Orientation, 

the Women’s Center will host a Twitter contest to the newcomer who 

tweets, #FreshmenForFeminism the most during the weekend-long event. 

The winner will receive an OHIO t-shirt. 

  

For non-involved females:  

Catch Phrase: “Feminism at its finest with OHIO females” 

Twitter Hashtag:  #OHIOfeminism 

Facebook Message: Plan to host a “Girls’ Night” each semester in either 

Baker Center or Ping Lounge. Order pizza, a yoga expert, and nail 

polish/Pure Romance saleslady. Have fun with it! Feminism shouldn’t 

only be about strong, political issues. Feminism should be about 

embracing womanhood, and loving every aspect of the female gender and 

sex. Advertise these events on Facebook, create a Facebook Group to 

track possible attendees. Keep it lighthearted and FUN! On Twitter, reach 

out to @OHIOu and ask that they also advertise the event to all OHIO 

students. 
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Key Insights: According to our research, the majority of females today 

either do not associate themselves with the feminist movement, or do so 

dispassionately. More and more, the term, “feminism,” is viewed as a 

dirty word, with a judgemental and righteous following. Because of that 

stigma, it will be a goal for the Women’s Center to get rid of that social 

connotation and again, to “Make Feminism Fun Again.” By hosting the 

aforementioned “Girls’ Night” activities, the Women’s Center will position 

itself as a warm, welcoming environment that encourages girl-on-girl 

bonding and a friendly, fun atmosphere. When the Women’s Center is 

able to strip itself of the negative connotations that many women are 

unlikely to agree with/associate with, they will be better able to recruit 

young females into their mission and purpose at Ohio University. 

 

Channels: We will convey our messages about the Women’s Center  

primarily through Facebook and Twitter. Based on our Women’s Center 

Survey, the majority of our respondents  use these social media 

platforms the most, and thus those channels will lead to the most real 

and usable interactions. We agreed that Twitter and Facebook should be 

the main channels of communication based on our anonymous survey 

responses. Based on those responses, 24 out of 46 preferred Twitter over 
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any other form of social media. Additionally, 13 preferred Facebook over 

any other form of social media. Based on those concrete numbers, 37/46, 

or 80.43% of survey respondents preferred Twitter and Facebook over 

any other form of social media, most specifically Instagram and Pinterest. 

Although we will leave it up to the Women’s Center to decide with finality 

whether or not they wish to proceed with both Instagram and Pinterest, it 

is with our expert guidance that we suggest most effort be put towards 

Twitter and Facebook, and the improvement of those two social media 

platforms. 
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Proposed Timeline:  

May to June 2014: 

● Analyze the research results from the campaign plan presented and 

compiled by FAHDCommunications. 

● Prepare campaign tactics for Bobcat Student Orientation.  

● Brainstorm fun, gender-neutral activities for freshmen during each 

night of Bobcat Student Orientation. 

 

June to July 2014: 

● Track incoming freshmen on Twitter and Facebook. 

● Make Facebook events for the Women’s Center activities during 

Bobcat Student Orientation. Invite the freshmen to attend via 

Facebook. 

● Reach out to Office of Admissions to make sure that each incoming 

freshman knows about the upcoming events and where the 

Women’s Center is located in Baker. 

● Host Women’s Center activities during Bobcat Student Orientation. 
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● Host a weekend-long Twitter contest during the orientation, 

utilizing the hashtag, #FreshmenforFeminism. Award OHIO t-shirts 

to winning participants.  

 

July to August 2014: 

● Track incoming freshmen on Twitter and Facebook. 

● Make Facebook events for the Women’s Center activities during 

Bobcat Student Orientation. Invite the freshmen to attend via 

Facebook. 

● Reach out to Office of Admissions to make sure that each incoming 

freshman knows about the upcoming events and where the 

Women’s Center is located in Baker. 

● Host Women’s Center activities during Bobcat Student Orientation. 

● Host a weekend long Twitter contest during the orientation, 

utilizing the hashtag, #FreshmenforFeminism. Award OHIO t-shirts 

to winning participants.  

 

August to September 2014: 

● Track Ohio University Students on Twitter and begin to follow up-

and-coming Women’s and Gender Studies majors. 



 

                                                                        FAHD COMMUNICATIONS
   

42 

● Host Twitter contest for prizes (free admission/event registration) 

before the first Women’s Center Event of the year. 

● Begin tweeting “Fun Feminism Fact of the Day” to educate and 

engage followers. 

● Begin finding males for monthly spotlights, thus beginning the 

“Real Men Love Feminism” campaign. 

 

September to October 2014: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Brainstorm ideas for big “Girls’ Night” event for the following 

month. 

● Create a Facebook event for “Girls’ Night.” 

● Reach out to Ohio University’s fraternities on campus. Ask them to 

participate in Twitter contests with the Women’s Center events. 

● Begin implementing Twitter Contests with fraternities on campus. 

Encourage them to attend Women’s Center events and to tweet 
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pictures of themselves at the events using the hashtag, 

#RealMenLoveFeminism. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first tweet of the day etc.) 

 

October to November 2014: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first  tweet of the day, etc. 

● Reach out to @Ohiou so they can advertise the “Girls’ Night” event 

to OHIO students. 

● Host “Girls’ Night” event. 

● Continue implementing Twitter contests with fraternities on 

campus. 

 

November to December 2014: 

● Continue tweeting “Fun Feminism Fact of the Day.” 
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● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first tweet of the day, question of the day, etc. 

● Continue Twitter contests with fraternities on campus. 

 

December to January 2015: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Begin brainstorming new ideas for next semester’s “Girls’ Night.” 

 

January to February 2015: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Find new male feminist for the end of January. 

● Display monthly male spotlight in Baker and post it on Facebook, 

Twitter and Women’s Center blog. 

 

February to March 2015: 

● Continue tweeting “Fun Feminism Fact of the Day.” 
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● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first tweet of the day, question of the day, etc. 

● Continue Twitter contests with fraternities on campus. 

  

March to April 2015: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first tweet of the day, question of the day, etc. 

● Continue Twitter contests with fraternities on campus. 

● Create Facebook event for next month’s “Girls’ Night” 

● Reach out to @Ohiou so they can advertise the “Girls’ Night” to 

OHIO students. 

● Reach out to Women and Gender Studies professors, ask to offer 

extra credit to participants of “Girl’s Night” event. 
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April to May 2015: 

● Continue tweeting “Fun Feminism Fact of the Day.” 

● Display monthly male spotlight in Baker and advertise on Facebook, 

Twitter and Women’s Center blog. 

● Find new male feminist for the following month. 

● Implement social media contests once a month for most Women’s 

Center re-tweets, first tweet of the day, question of the day, etc. 

● Continue Twitter contests with fraternities on campus. 

● Host “Girls’ Night” – take attendance at event, add each attendee to 

Women’s Center listserv.  
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Budget Proposal 

 

Description Quantity Unit Price Cost 

Gift Cards 

(Social Media 

Contests) 

9 $5 $45 

Popcorn 

Machine/ Cotton 

Candy 

1 of either $O $O 

Rent from Event 

Services 

Food and 

Refreshments 

15 Orientations 

2 

Women’s nights 

$5  

Domino's 

Medium Pizza 

$2 

Two-Liter Soda 

 

$340 

 

$70 

 

 

=$410 

Posters (Male of 

the month) 

10 per month 

90 total 

10 for $35  

via 

Vistaprint.com 

$315 
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Orientation T-

shirts 

15 $6 $90 

Total Cost   $860 
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Conclusion: 

FAHD Communications conducted a three-tiered awareness and 

promotional campaign for the Women’s Center at Ohio University. The 

Women’s Center is a beneficial yet extremely underutilized aspect of Ohio 

University and the Athens Community, so FAHD Communications set out 

to discover why. To do so, FAHD conducted three separate and diverse 

focus groups, and also blasted out an anonymous survey to the OHIO 

student population. Both the focus groups and the survey respondents 

revealed an interesting theme: people are hesitant to associate 

themselves with the word, “feminism,” because there is a negative 

connotation attached. From that conclusion, FAHD focused its entire 

campaign to “Make Feminism Fun Again.” Making feminism fun again at 

Ohio University required the incorporation of three specific target 

audiences: freshmen, males, and non-involved females. By conducting 

Bobcat Student Orientation events, involving Greek Fraternity life, and by 

hosting a “Girl’s Night” event each semester, the Women’s Center will 

become a larger presence on OHIO’s campus and in the minds of Ohio 

University’s students.  
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Additionally, the second aspect of the “Make Feminism Fun Again” will be 

to simply raise awareness about the Women’s Center at Ohio University 

by increasing brand recognition. The Women’s Center is involved with a 

number of popular events at Ohio University including “Walk a Mile in 

Her Shoes,” “Take Back the Night,” “Love Your Body Day,” and 

“International Women’s Day Festival.” Revealed from FAHD’s research, 

many people at Ohio University already know about those programs, but 

they do not necessarily associate them with the Women’s Center. To 

increase that recognition, the Women’s Center will personally brand each 

event, and offer extra promotions and incentives via social media 

contests. By doing so, the Women’s Center will become more prevalent 

and involved with OHIO students and Ohio University. 
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Appendices 

Appendix I: Focus Group Questions: 

 

OPENING:  

1. So how’re you enjoying the nice weather this week? 

 

INTRODUCTORY QUESTIONS: 

1. What is your graduation year? 

2. What is your age? 

3. What is your major? 

4. What gender do you identify with? 

 

TRANSITION QUESTIONS:  

1. Have you heard of the Ohio University Women’s Center? 

2. Do you know where the Women’s Center is located? 

3. Do you personally know anyone involved in the Women’s Center? 

 

KEY QUESTIONS:  

1. What do you think the Women’s Center’s purpose is at Ohio 

University? 



 

                                                                        FAHD COMMUNICATIONS
   

52 

2. What ideas and values do you associate with the Women’s Center? 

Are those ideas and values positive or negative?  

3. Do you attend events on campus? What kinds of events do you 

attend on campus? When are you most likely to attend campus 

events?  

4. Which events sponsored by the Women’s Center are you aware of 

on campus? 

5. Have you ever attended a Women’s Center-sponsored event? 

6. Are you involved in a campus organization? What kind of 

organizations are you involved with? 

7. What are some of the reasons that motivate you to get involved 

with an on-campus organization? 

8. What would make you want to become more involved with the 

Women’s Center? 

9. Do you follow organizations on social media? 

    10. Where do you get information regarding different events? 

11. Would you be likely to follow/like the Women’s center? What SNS 

networks would you recommend to the Women’s Center to reach to 

OU students? 

 
CLOSING: 

1. Where do you see the Women’s Center going in the future? 
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2. How can Women’s Center reach out to OU students? 

3. Do you have any last minute thoughts on the Women’s Center? 
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Appendix II: Focus Group Transcription: 

Focus Group One: Involved Individuals, 34:08 minutes 

Briagenn (B): What is your graduation year? 

P1: I’m a senior, so I’ll graduate this may. I’m 22. 

B: What is your major? 

P1: I’m a PR and marketing major with a specialty in community health 

and sociology. 

B: And what gender do you identify with? 

P1: Female. 

B: Have you heard of the Ohio University women’s center? 

P1: Yes. 

B: Do you know where the women’s center is located? 

P1: Yes. I’m in there way too much. Baker 403. 

B: Do you personally know anyone else involved with the women’s 

center? 

P1: Yes, I work there so I know the entire staff, I know the director, and 

we have regulars that are in there a lot so I know them. Also, (this may be 

a good place to reach out to other people)… we have student groups that 

meet in the women’s center, so I know the student leaders for that. 

B: What kind of student groups? 
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P1: There’s a few different groups… feminist movement group meets on 

Mondays, there’s also VOPPS which is voices for planned parenthood, 

Fuck Rape Culture meets in the center, there’s also PrOUd Parents which 

isn’t a weekly meeting but meets about once or twice a month…that was 

started by an undergrad student who is now a grad student at OU and 

has a baby and is a part of the College of Personnel, so she’s going to 

make it far. But she kind of started the group because as an undergrad 

she didn’t have a support system on campus. They also have a random 

thing… a female comedy improv group that meets occasionally in the 

center. 

B: So what do you think the women’s center’s purpose is at Ohio 

University? 

P1: I think more than anything else, that we’re a safe place on campus. I 

don’t think that there are many places where everyone is welcome no 

matter your gender, how you identity, you know, whatever. I think we’re a 

safe place that’s inclusive to everybody. So I think that that would be our 

first and foremost purpose. Also I think that we do a lot with educating 

the study body. In the last few months we’ve noticed that there’s a lot of 

educating in terms of certain issues on campus. So I think our main 

purpose is to be a place that not only educates the student body, but also 

provides resources, information on events and to talk about these issues, 
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and some things that aren’t even issues…positive things as well. 

Education and also advocacy, like I said we’re a very inclusive center, 

we’re always advocating for students that may not have good 

representation on campus. It’s just a good environment. I always enjoy 

going to work; it’s a very peaceful place. My friends enjoy coming and 

hanging out, it’s a good mellow vibe. Its also a place of empowerment 

too, especially for women. I feel like I’ve developed being more of a 

feminist by working at the center. Really understanding what a true 

feminist is about. Equality and things like that are amplified at the center 

as to why these issues matter. 

B: So what ideas and values do you associate with the women’s center? 

And would you say those ideas and values are positive or negative? 

P1: From a personal or university standpoint? 

B: Your personal standpoint. 

P1: Obviously I’m a little biased since I work there but I have really 

positive feelings about the women’s center. Empowerment, being 

inclusive, welcoming, safe, resourceful, those would some of the things 

that I associate with it. There are also some stereotypes… I remember 

when I first started working (at the center), people were questioning why 

and what I meant. Overcoming those “stigmas” of what type of people 

work at a women’s center. 
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(Enter next participant) 

B: What is your grad year? 

P2: 2015. 

B: So you’re a junior? 

P2: Yes. 

B: And how old are you? 

P2: 21. 

B: What is your academic major at Ohio University? 

P2: Spanish. 

B: And what gender do you identify with? 

P2: Female. 

B: Have you heard of the Ohio University women’s center? 

P2: I better have by now. 

B: And do you know where the center is located? 

P2: I better have by now. I do have a key. 

B: And do you know, or personally have a relationship with someone, 

who is also involved with the women’s center? 

P2: I have my coworkers and friends who are involved. 

B: Regardless of your occupation with the women’s center, what do 

you think the Ohio University women’s center does? 
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P2: I think it’s there as a safe space to talk about women and the issues 

that pertain to them. Also, the broader gender issues. We do a lot of 

different things. We bring in a service to talk about issues with women 

and what they’re doing as far as scholarships. We have a lot to do with 

the crisis that are going on as far as what we’re referring to as the rape 

culture. Which is permeating through OU. We have a library. We have a lot 

of different activities. Brown Bag is every Thursday. Sometimes we show 

movies. There are just a lot of resources. There’s the survivor advocacy 

program affiliated with the center. 

B: What ideas and values do you associate with the Women’s Center? 

And are those ideas and values positive or negative? 

P2:  I would probably say the ideas are feminism, openness, opportunity, 

(and) understanding. All positive of course. 

B: (both p’s) Do you attend events on campus? Women’s Center or not, 

how often do you attend university sponsored events? 

P1: I’d say I go to a good amount. I try to be supportive of what we have 

going on and also the different organizations and things like that. 

P2: I go to things I’m involved in. I’ll edit papers for the undergrad society 

of journalistic history, I’ll do things for the women’s center, I’ll do things 

for the students of education reform, I do not give a fuck about football, 

or any of the other sports really. I couldn’t care less about some of the 
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other activities going on. I’m glad they exist for other people but I have 

too much homework to care really. 

B: Is there any particular time of the year that you’re more likely to 

attend university events? 

P2: It’s best to not schedule things around finals and/or midterms, which 

unfortunately midterms happen in this three week haze and finals 

happen in one week so its easier to not hit that. But with midterms 

there’s this whole three-week time where it’s kind of dangerous to have a 

big event, because people will be studying. 

P1: I would definitely say too, homecoming, the first few weekends, when 

it’s warmer outside, it’s a motivator to attend things. 

B: So around bigger university events? 

P1: Yes, exactly. 

B: Do you think during the week is better for events or during the 

week? 

P1: I think it depends on the event, and your audience that you’re 

working with. We have events during the day, some evenings and then 

our big events that we have this semester are on Sundays, like the 

International women’s day. 

P2: Personally, if it’s a weekend thing, I only go if I have to. Because I have 

so much work to do I need my weekends to do it. 
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B: So what events sponsored by the women’s center are you aware of 

on campus? 

P1: I know of all of them just because we’re constantly promoting them, 

in newsletters and creating flyers. 

B: Can you name any that you’re especially passionate about? 

P2: International women’s day, a mile in her shoes, take back the night… 

P1: We also did coffee with the dean last semester, and we’re trying to do 

more of those this semester, so those. I went to the vagina monologues 

this past weekend. 

D: So those are your preferential events, personally. What do you think 

the majority on campus prefers out of those events? 

P1: I think our big events of the semester, like International Women’s 

Day, that’s something that’s held annually and we get vendors, student 

orgs, and performers. That event definitely generates the most people 

just because there’s so many ways to get involved. 

P2: Walk a mile (in her shoes) is huge too. 

P1: I think that’s a reason why it is so big; senate sponsors it as well so 

the events that are able to bring in different groups of people are the 

successful ones. 

P2: I think the annual ones are the popular ones. 
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B: So you think the annual events are the ones that should be focused 

on and promoted? 

P2: Those are the ones that garner more attention already. 

P1: We have international coffee hour, which we’re kicking into gear this 

year more just because it’s a good way to connect with the international 

community and I think it should be promoted more. We’ve had issues 

with copyright but we tried to do a gay film series. We’ve tried 

masculinity workshops. I feel like those need attention. All of our events 

are important but those events attracted a smaller group and need more 

promotion because there is such a lack of recognition within those 

groups. 

P2: I personally feel that the bystander transition intervention education 

is important because again, we’re getting to smaller groups in OU. Bill 

and I did a bystander training session for English TAs so they can notice 

those things while they’re teaching their sections. Things like that are 

helpful. Especially because this year has been so very focused on the 

sexual assault issues that we’ve been having on campus. 

P1: But along those lines this is the first year that has been available and 

last year bill had just came to campus for that position that had just 

opened up with just enough funding. So it’s in the very early stages of 

getting word out about that. 
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P2: But of course I’m bias towards what I am apart of. 

B: What other organizations on campus are you actively involved with? 

P2: Students for education reform, OU journal of history, and the honors 

fraternity I’m in for history. 

P1: I’m in PRSSA and The Post. 

B: What are some of the things that motivate you to get involved with 

campus organizations? 

P1: Networking and a future career is always important to think about, 

the people and the events and the vibe that you get when you go. It’s a 

support system. You can be a leader on campus. 

P2: My doctor keeps telling me to get out of the homework cycle and 

actually get out and do things with people so I’m doing that. I’m not 

kidding. It’s doctor’s orders. 

B: Imagining you are not employees at the center, if you were just 

average students, what would make you want to be more involved in 

the women’s center? 

P2: Free food! 

P1: I think that once you get there and see what it’s about and the people 

that work there and you see how welcoming and cozy the center is. It is 

the motivation you need. I think just getting people to walk through the 

doors to experience it is important. We also get questions all the time 
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from guys asking if they’re allowed in there. We want everyone in there 

so breaking down the stereotypes would help. 

B: What is your opinion of the word “feminist”? There’s a lot of flack 

out there about the word but it may not be accurate. So what do you 

think a true feminist is? 

P1: I think it’s someone that supports equality and is open-minded and 

non-judging. Totally capable of standing up for equal rights between both 

genders. 

B: (Story about makeup in WGS class) 

P2: That is a stigma and a stereotype about feminism 

P1: That’s like when I started working at the center and people asked me 

why I was working there as if I didn’t meet the bill, I wasn’t a whiny 

feminist or something. 

B: I think people may not think they can go into the center because of the 

stigma against feminism and that maybe they don’t think they’re feminist 

enough. 

P1: We’re constantly trying to work on changing the negative attitude 

towards feminism but I’ve even seen changes, its not where we want it to 

be but people are becoming more aware. What happened on court street 

was so negative but I think it gave the women’s center more of a face, 

more recognition that these are the things we have been doing since our 
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inception but it recognized us as more of a resource center and a 

necessity. 

B: Just for the record, what was the women’s center’s official stance 

about what happened on court street? 

P2: Did we ever come out with an official stance? 

P1: We were all surprised and disappointed about what happened. But 

some of the people I talked to were saying that they knew this was going 

to happen eventually. Which is a really cynical take. I’m kind of naïve 

thinking that “ah bobcats! We’re all friends!” but these things happen all 

the time in this culture. I’m disappointed that something this scale 

happened but at the same time the administration is more willing than 

ever to help the center. It’s helping to show that the center needs to be on 

campus. The survivor advocacy program isn’t funded by the university, 

its funded by the attorney generals office. Things like this show that the 

university needs these programs on campus and they need to be 

supported. If these things go away it would be horrible. 

B: What makes social media stand out to you? As insiders of the 

women’s center do you think social media is being used in an effective 

way? 

P1: We have our content out there but I definitely think we could be doing 

more. Again, it just comes down to limited resources and time and a 
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limited staff. There’s only 2 of us who really have experience in social 

media and sometimes it gets left up to someone who doesn’t have that 

experience if we’re not available. We struggle with it but we do just try to 

get our content out there. 

B: Where do you get the majority of your information about campus 

events? 

P2: E-mail, Facebook, Twitter. 

P1: I still read The Post. 

P2: If I see something around enough I’ll take the time to look at it. 

B: If you weren’t working at the women’s center would you be inclined 

to follow the women’s center on social media? 

P2: I don’t follow anything I’m not involved in. There’s enough 

information from the things I am involved in that I don’t want even more 

to clog up my social media feeds. 

P1: I would still follow it but that’s coming from a biased opinion at this 

point. 

B: That’s all we have now but is there anything else you’d like to add? 

P2: Nah, we covered most of it! 

P1: We’re always willing to talk your ear off. 

 

Focus Group Two: Males, 27:25 minutes 
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Briagenn (B): First, lets get started with your intended graduation date? 

P1: I’m shooting for 2015. 

P2: I think 2015 but it may be an extra year because an accountant’s life 

sucks. 

P3: Hopefully 2016. 

P4: Yep, hopefully 2016. 

P5: 2017. 

P6: 2016. 

B: Ok what are all of your academic majors? 

P1: Political science. 

P2: Accounting. 

P3: Currently undecided but I’m going to do BSS and do construction 

management. 

P4: Undecided. 

P5: College of finance. 

P6: Undecided. 

B: So, what genders do you all associate with? 

P1: Male. 

P2: Male. 

P3: Male. 

P4: Male. 
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P5: Male. 

P6: Male. 

B: Have you guys heard of the women’s center at Ohio University? 

P1: Yes. 

P2: No. 

P3: No. 

P4: Yes. 

P5: Yes. 

P6: Only when I was invited to do this focus group. 

B: Do you guys know where the women’s center is located? 

P1: I do believe it’s on the 3rd or 4th floor of Baker.  

P4: Is it next to Chipotle? 

B: For most of you just hearing about the OU women’s center, what 

ideas and values would you associate with a women’s center? And do 

you consider those ideas and values negative or positive? 

P1: Cultivating women’s leadership abilities and just cultivating women’s 

culture within the university. 

P3: He nailed it. 

P5: Just a positive reinforcement thing for women. 

B: How often do you attend any type of event on campus? 

P2: Occasionally. 
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P5: Yeah, occasionally. 

P6: Does this count? 

B: What events do you attend? 

P1: I attend sporting events as a band member and I’m in a chorus group. 

I’m also in a fraternity as well. 

P3: I go to different sporting events. 

P4: Well I’m in a fraternity and I play intramural sports.  

P5: I play club sports. 

P6: I go to the free sporting events. 

B: When are you more likely to attend events? During the week or 

weekends? 

P2: During the week. 

P3: Week. 

P4: During the week. 

P5: Yeah, during the week. 

P6: During the week. I like to party on the weekends. Also, When I’m out 

of college I’d feel really bad if all I said I did during the week was watch 

How I Met Your Mother. 

B: What events sponsored by the Women’s Center are you aware of on 

campus, if any? 

P1: Take back the night. A mile in her shoes. 
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P3: I’ve heard of the shoes one. I can’t remember what it’s for though. 

B: Have any of you actually attended any events sponsored by the 

Women’s Center? 

P1: No. 

P2: No. 

P3: No. 

P4: No. 

P5: No. 

P6: No. 

B: What are some things that motivate you to get involved in campus 

organizations? 

P1: Friends and passion. 

P5: Getting involved helps with academics and keeping a focus on school, 

so I’m not just sitting around doing nothing. 

P6: Same. 

B: How do you think the Women’s Center approaches the male 

population on campus? Do you feel welcomed? 

P1: I think it’s welcoming. In recent feminist theory they are including 

men and not just men but they’re also branching out towards different 

sexual orientation as well. 
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P3: I think it’s more of a woman’s thing but I don’t think they’d turn you 

away if you tried to become involved. 

P4: I think they’d be very welcoming to men. 

B: Branching off of that, we’ve come across a thought that the LGBT 

center is a part of the Women’s center. Is this how you view it or do 

you think that the LGBT center and women’s center are different 

entities? 

P1: They clearly work together because they have the same motivation… 

equality. 

P3: I would think that they are different but they do work together. 

P4: I thought they were separate causes. 

B: As men, what would make you want to become more involved in the 

women’s center? What would peak your interest in the organization? 

What role do you think a typical guy could play in the women’s 

center? 

P1: At basketball games I know they recognize women leaders on 

campus. I think if they did something similar for men working for 

equality for women it would help. 

P4: Just seeing more men in there would make me more inclined to go. 

You don’t want to be the only guy going. I think if one guy goes and gets 

his buddies to go then it’d be a chain reaction. 
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B: what do you think of when you hear the word feminist? What is 

your visual? 

P1: People have thought about feminism as telling men what they are 

doing wrong as a guy. They think of lesbians. But that’s not the case. Fuck 

Rape Culture fought against the 110 playing blurred lines and I thought 

they really went to the extreme instead of dealing with things in a 

different way. 

P5: Women protecting women’s rights. 

P6: Fuck Rape Culture was really vocal about that issue and I can see 

where it was controversial but it was still really in your face. 

B: Going off of that, do you think rape culture is an issue at OU? 

P6: Yes, for sure. I think people know about it but they’re just not 

changing. I don’t know the solution for it other than people just stop 

being assholes. 

B: Which organizations do you currently follow on social media? 

P1: I follow my fraternity and The Post, Student Senate, the LGBT group. 

P3: I hardly follow any. Too many posts are annoying. If I’m on social 

media I want to be entertained. 

P4: I don’t follow any OU organizations 

P5: I don’t follow anything on social media as far as organizations. Unless 

you count OU crushes. 
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B: Is there anything that organizations could do to attract you? 

P1: The library did trivia about the university and they gave away prizes 

at the end of the day. That was a way to get attention. 

P4: I want to do a flash mob! 

P6: Free stuff is appealing to me. But something really cool and out there 

would be something to make me go. Like bare on the bricks is something 

super cool that gets out there and noticed. Flash mobs would be 

something to gain my attention and my participation. 

B: What is your main source of information about events at OU? 

P2: I look at emails and then I delete them. 

P4: You see flyers all over campus and sometimes pay attention to what it 

says. 

P5: Lots of emails. 

P6: Emails and word of mouth. They have to learn it from somewhere 

though. 

B: What if a professor offered extra credit to attend something? 

P3: I attended a women’s studies talk for extra credit. 

P4: Yes. 

P5: Yeah I would go. 

P6: I would definitely go. 
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B: Would you be likely to follow the women’s center on social media if 

there was an event or if someone suggested it to you? 

P3: After a few tweets I may not follow it anymore. 

P4: I’d want to see engaging and entertaining things if I did follow them. 

P6: If there were a cool event I would follow it. 

B: Where do you guys see the Women’s Center going in the future? 

P1: I see it broadening the outreach on campus on not just women’s 

issues but gender issues all over campus. 

B: How do you think the women’s center could specifically reach men? 

P1: I think there’s a belief that straight guys don’t involve themselves 

with the women’s center so cutting the stigma of just gay guys 

participating is important. 

P4: Have men talk about the women’s center. 

P5: More male role models in silly, goofy events put on by the center. 

P6: Seeing guys actively participate in the events. 

 

Focus Group Three: Non-Involved Women, 19:16 minutes 

Dan (D): Do you mind going around and saying your graduation year? 

P1: 2014. 

P2: 2016. 

P3: 2015. 
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D: Age? 

P1: 21. 

P2: 21. 

P3: 21. 

D: And your major? 

P1: Wildlife conservation. 

P2: Nursing. 

P3: Health services administration. 

D: And what gender do you identify with? 

P1: Female. 

P2: Female. 

P3: Female. 

D: Have you heard of the OU Women’s Center before today? 

P1: Yes. 

P2: Yes. 

P3: No. 

D: Do you know where the Women’s Center is located? 

P1: Yes, in the corner? 

P2: I think. Is it in Baker? 

P3: No. 
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D: Do you personally know of anyone involved with the Women’s 

Center? 

P1: No. 

P2: I knew a teacher but no friends. 

P3:  No. 

D: In your opinion, what do you think the women’s centers purpose is 

at Ohio University? 

P1: To support women in college and their transition into the real world. 

P2: To promote women. 

P3: To help women. 

D: What ideas and values do you associate with the women’s center? 

Do you think they are positive or negative? 

P1: Positive. 

P2: Positive values for sure. 

P3: I would think they have positive ideas. 

D: What do you think of when you think of the ideas behind the 

women’ center? 

P1: maybe support groups for people that have been raped, resources for 

women. 

P2: Feminism and that whole thing. 

D: How often do you go to OU sponsored events? 
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P1: I’ve been to events but not on a regular basis 

P2: I haven’t been going lately. I did more when I was an underclassman. 

Things are promoted more in dorms so you see them when you’re a 

freshman and sophomore. 

P3: I went to a lot when I was a freshman and sophomore. 

D: What events do you still go to? 

P1: I go to the Superbowl party at ping for the food, I want to go to the 

club nine thing they’re trying to do. 

D: What would get you to attend events on campus? 

P1: Seeing signs that catch your attention, like in baker. 

P2: Seeing things via email doesn’t really catch my attention, I don’t even 

open it sometimes. 

P3: Things advertised off campus that include detailed information 

D: Have you ever been to a Women’s Center sponsored event? 

P2: I think I have I just cant think of anything off the top of my head. 

D: Do you know of any of the events sponsored by the women’s 

center? 

P1: No. 

P2: Do they do that rape culture stuff? (D: they are affiliated with it but 

Fuck Rape Culture is its own group.) 

D: What organizations are you involved in on campus? 
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P1: I’m in a sorority and I’m in tri beta and sometimes I do book club. 

P2: I’m in the marching 110. 

P3: I’m in habitat for humanity. 

D: What inspired you to join the organizations you’re in? 

P1: My friends got me to join things. The people involved and their 

personalities sell me. 

P2: Big colors and words caught my attention for groups. 

P3: Flyers I saw my freshman year. I always end up reading the flyers in 

the bathrooms. 

D: What would make you want to be more involved with the Women’s 

Center? 

P1: I think if I knew that the events I’ve seen were affiliated with the 

women’s center I would be more inclined to become involved but I just 

never see any information about their affiliation. 

P2: Honestly just more information about it. Its not like I wouldn’t go to 

something like that I just don’t know anything about it. I’m not 

intimidated by it but I can see where men would be. 

P3: I had never heard of it so if there were more information about it I 

would be more inclined to go. 

D: On social media, do you follow campus organizations? 
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P1: I’m following a lot of things, like OU involvement and OU calendar. I 

didn’t know that the women’s center even had a twitter. I find a lot of 

information on twitter. 

P2: I never follow anything. 

P3: I follow a lot. 

D: Would you be likely to follow the women’s center on their social 

media now that you know it exists? 

P1: Yeah! 

P2: Yeah I really like going to events. 

P3: Yeah it sounds pretty interesting. 

D: What does feminism as a word mean to you? 

P1: Women working for equality. 

P2: Just promoting women in a mostly male area/situation. A lot of 

women can be like super crazy and I know that’s not how all of them are 

but when I think of a feminist I think of someone who is just completely 

like all about women. I wouldn’t really consider myself a feminist but I 

definitely would promote women and that kind of thing. 

P3: the women I worked with in Habitat (For Humanity) were really out 

there. 

D: Where do you see the Women’s Center going in the future? 
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P2: I think they could get more people to come to their events. If they just 

promote it more I think a lot of people would be interested. 

P3: I would agree. 

D: What are some ways that the women’s center could reach out and 

get a response from their audience? 

P1: If they do more things geared toward men it would get more interest. 

And if they do things more on their social media it would make a 

difference. 

P2: I think the bathroom stall advertisements would help. Promoting male 

focused events would broaden their participation. If the center did more 

male-friendly things it would help. 

P3: Advertisements at sporting events would get people’s attention. 
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Appendix III: Survey Questions 

1) What is your gender? 

 a. Male 

 b. Female 

 c. Other 

 

2) What year are you at Ohio University? 

 1. Freshman 

 2. Sophomore 

 3. Junior 

 4. Senior 

 5. Other 

 

3) Have you heard of the Women’s Center at Ohio University? 

 a. Yes  

 b. No 

 

4) Which form of social media do you follow most regularly? 

 1. Facebook 

 2. Twitter 

 3. Instagram 
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 4. Pinterest 

 5. Tumblr 

 6. WordPress 

 7. Other: (Please specify) 

 

5) Which campus organizations are you involved with: 

 

6) How often do you attend Ohio University-sponsored events? 

 

NEVER: 1 2 3 4 5: VERY OFTEN 

 

7) Which Ohio University Women’s Center events have you heard 

of/know about? 

 1. Walk a Mile in Her shoes: 

 2. Take Back the Night 

 3. International Women’s Day 

 4. Love Your Body Day 

 5. Other: (Please specify) 

 

8) Before this survey, did you know those events were sponsored by 

the Women’s Center? 



 

                                                                        FAHD COMMUNICATIONS
   

82 

 1. Yes 

 2. No 

 

9) How strongly do you associate with the Feminist Movement: 

 

Do not strongly associate: 1 2 3 4 5: Strongly 

associate 

 

10) I find the information regarding the Women’s Center and the 

Women’s Center events accessible. 

 

Strongly disagree: 1 2 3 4 5: Strongly agree 

 

11) What would encourage you to attend a Women’s Center sponsored 

event? 
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Appendix IV: Survey Results 
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