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WHAT IS
MARKETING?

Initsbroadest sense, therole of marketing the public library isto present thelibrary and its
sarvices effectively to the community. “Effective presentation” encompasses everything
from gtationery, sgnage, flyers, displays and programming, to good customer service and
proper board and council relations.

Marketing must be understood as a totd system of activities working together to
communi catethemessagethat thepubliclibrary isadynamicandvita part of thecommunity.

A market isdl the people who use or could use a product or service. For example, the
public library’s market is the entire community.

For a public library, marketing encompasses dl the activities concerned with the
promotion of the library itsdlf, or the planning, promation and ddivery of specific library
SEIViCes.

Marketing ismorethan just good publicity. Thefoundation of successful marketing isgood
sarvice. No amount of good publicity will encourage use of alibrary which provides poor
savice.

Why market?

The library must compete with other local interests for public funding. When alibrary is
recognized asadynamicand important community resource, it will beessier toobtain public
funding to maintain existing services or to expand into new service aress.

Thelibrary offersavitd servicetoitscommunity. Itisimportant that thecommunity beaware
of themany programmes and servicesavailablefromitslibrary. Inorder to achievethisthe
library must bemarketed properly -- andin order tomarket thelibrary properly, amarketing
planisavery good idea. The stepsin such aplan are outlined on the next page.
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THE MARKETING PLAN

Define objectives
What is to be accomplished.

Determine the target audience
Particular community group to be attracted to the library.

The marketing mix

0 Products
Choose what will be done to achieve the objectives

(e.g., programmes, open houses, displays, €tc.)
o] Price
0 Pace/digtribution
0 Promotion
Develop an implementation plan

The various tasks are listed and scheduled with budget amountsd e -
termined and personnel assgned. Evduation criteria are dso deve-

oped.

I mplement

Evaluate
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OBJECTIVES

Setting objectivesisactudly part of the processof planning. Inorder to arriveat objectives,
certain partsof the planning processmust beundertaken. Theplanning processisdescribed
in grester detall in the Sourcebook entitted Administration 5: Planning for library
service.

The planning process ensuresthat the library board and staff understand why thelibrary is
there and what can be achieved. Themisson of thelibrary and the services offered by the
library should be quite clear. An assessment of the community’ s needsis an integrd part
of thisprocess. Itisimportant to beableto demongratethat thereisawillingnessto beable
to respond to the needs of the community.

Panning alows the library staff and board to determine ‘why’, ‘who’ and ‘what’.

0 Towhom do the library wish to send a message?
(e.0. exiging patrons)

o Why isthelibrary trying to reach a particular audience?
(e.g. better informing exigting patrons)

0 Wha isthe message?
(e.g0. make exigting patrons aware of anew service now being offered)

A word of caution

Intheprivate sector, acompany will market aproduct to generate higher profitsfor
thecompany. Inthepublic sector, profitisnot aconsderation. Instead marketing
is usualy undertaken to promote increased usage of the library or of aparticular
sarvice. Successwill result in increased demand for library services which means
more money is needed to run the library. A public library, aready in the public
sector, must have resourcesin placeto pay for extrademand. Itisawaysbest to
pace the marketing plan to what can be easily managed. In other words, develop
the marketing plan to alevel where you can be sureyou can ddiver. Marketingis
a very worthwhile undertaking, and can sometimes be undertaken for very little

money!
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Effective marketing is measured by the degree to which the target audience receives,
comprehends and acts upon that message. The intended audience will determinethetype
of marketing used. Target audience groups include the following:

Regular library users

Despite efforts to serve everyone, most public libraries serve certain “true believers’ --
thosewho usethelibrary regularly for avariety of purposes. Theseregular patrons should
beaprimetarget for promotiona activities. They needtoknow, and deserveto know, about
new materials, equipment, servicesand programmes. They may need to be encouraged to
use different parts of thelibrary. When the patron looking for ajob, comesinto the library
to usethe photocopier, he/she might not redlize that thelibrary has material onjob searches
andrésuméwriting. The personwho only comesintolook at the paperback racksmay not
know abouit the library’ s telephone reference or interlibrary loan services.

Special groups

This category might include senior citizens, people with various handicgps, homebound
people, peoplein the business community, preschool children, school-age children, young
adults and parents. In other communities, there may be university or college students,
peoplefromaparticular ethnicgroup, or peoplewhoarefunctionaly illiterate. Thelist could
be endless, but the important thing isto consder how to market the product to the target

group.

Non-users

Insmal communities, it can befairly easy to identify the peoplewho do not usethelibrary.
It is easy to tell whether a promotiona activity aimed at a group of non-usersis actudly
working, smply because they may, or may not have seen been in the library.

Media and decision makers

The media group would include people from a community newspaper or the radio and

televison media. Thedecison makersaremembersof theloca council or otherswho may
handle grants to organizations in the community.

TARGET
AUDIENCE
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Market segmentation

Although the public library is mandated to serve the entire community, different
segments of the community are served in different ways. In many public libraries,
materia sand programmesfor young children, teensand adultshave been separated
for so long that most cannot remember when the arrangement was different. That
isactudly aform of target marketing. When apromotion isdesigned to gpped to
aspecific segment of the community, the action is caled mar ket segmentation.

Thehardest task isoftendetermining which kind of publicity wouldbemost effective
for thetarget audience. In gpproaching certain target audiences, for example, one
type of publicity may not be enough. A programmefor retirement planning might
be promoted by telephoning loca organizations as well as advertisng in the loca
newspaper.

Consder what type of marketing would be most gppropriate to reach thetargeted
audience, for example, newspaper, cabletdevison, flyers, or by direct contact with
a specific group in the community. By focusng on a target group, avalable
resources, both time and money, can be used more efficiently.

MARKETING MIX Marketing has been described and explained in many different ways by different authors.
Thefirg thing thet every marketing student learnsisthe“four p's’. Theseessentia dements
of amarketing campaign are:

aproduct itsprice

the place itspromotion
itissold
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Product is the foundation on which the other elements of the marketing mix rely. Inthe
consumer field, the product isavery tangibleitem but in thelibrary field, theideaof having
aproduct seems rather strange. There are avariety of different products which may be
employed to help achieve any given objective. Theterm products canrefer to‘thelibrary
asawhol€ or it can refer to individua services within the library.

Products can be categorized as follows:

o savices(informeation, referrd, etc.)

o library materids (books, videos, cassettes, etc.) which may bedisplayed withinor
outsde the library

o programmes (on-going activities such as story hours, literacy tutoring)

o Specid events (one-time activities such as a lecture, workshop, performance,
reception or open house, etc.)

o exhibits and digplays such as artistic works or crafts

The dements of the marketing mix are gpplicableto dl the objectives of thelibrary. If one
of the objectivesisto increase circulation of young adult materias by 5% over sx months,
there are severd products that will help.

For instance:

o themateriasthemsdlves, promoted by adisplay in the library
o agpesker on young adult literature

o adramatization of particular apped to young adults

o awriter-in-resdence for young adult materials

For many of the objectives, anumber of products may aready be in place. For instance,
intheyoung adult example, youngadult materidsarelikely dready inthelibrary. Inthinking
about the objectives, the products presently in place should be assessed to see how they
could befurther devel oped, and then determinewhat other productsmay be devel oped and
used.

PRODUCT
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PRICE

The next step is to decide what changes and/or initiatives should be undertaken. For
ingtance, in the young adult example, more young adult materias could be purchased, the
young adult materials could be placed in a separate collection in the library or perhaps, a
young adult section could be established on the library bulletin board. Consider whether
the time and resources are available to achieve dl of theseinitiatives,

It may be necessary to set priorities and in doing do, consider the following ements:

1 Target audience
Will the chosen mix of products have animpact on thetarget audience? If the plan
isto draw non-users aswell as attracting regular users, which of the productswill
best achieve both intentions?

2. Resour ces
What resources such as funds, personnel and expertise, are available? Arethere
funds available to cover expenses? Are there outside agencies willing to donate
what isneeded or canagrant beobtained? Doesthelibrary, or thecommunity, have
the personnel and expertise to lead, manage, and plan?

If the necessary resources are not available immediately, consider postponing
certaininitiatives until they are. Remember to include them in the plans and budget
for next year.

3. Approval
Isit necessary to gain approva from asupervisor and/or the board to proceed? If
s0, how much groundwork will be necessary?

Inthemarketing context, priceequal scost, that is, thecost required to produceor provide
aproduct. Two areas where the library incurs cost are:

o thecogt of the marketing plan itsdf, and
0 thecost of providing additiond or expanded services.

Costs can be direct such asthe cost of personnd, equipment, materias, and supplies, or
indirect such as genera operating expenses. In the profit sector, all costs are calculated
and apriceor feeisset. Inthis case, the costs include a profit margin. In the non-profit
sector, inwhich thelibrary rests, the budget i sthe known quantity and al possible products
must compete for a share of those finite dollars -- unless the library undertakes specid
fundraising for this purpose.
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Section 23 of the Public Libraries Act, Revised Statutes of Ontario, 1990, Chapter
P.44, satesthat, with afew exceptions, library servicesto the public areto be provided at
no additiona cost to the user. In thisway, alibrary must absorb the cost of any existing,
additiond or expanded services within the library budget.

Accordingly, the exceptions are that fees may be imposed for certain services such asfor
photocopying, for computer searches, and for admission to programmes offered by the
library. Feesmay dso belevied if the person wishing to use the library doesnot resdein
thearea. A decisionmust bemadeastowhether these servicesshould beoffered onacost-
recovery bass, subsidized from the generd library budget or a profit-making venture.

Pricing congderations affect the development, distribution and promotion of a particular
product. Considerationsto pricing and cost include:

0 Mos marketing efforts, whether the development of a marketing plan or the
expangon of a particular service, have some direct costs. Staff timeisinvolved
in every product or service. For certain product implementations, for example,
more staff may beneeded or existing saff may requireadditiond training. Doesthe
library have the money and the S&ff to handle the particular service, particularly if
the user cannot be charged an additiona feeand the servicemust be provided from
the operating budget?

0 Oncean estimate of cogt is caculated, it must be weighed againgt the anticipated
demand for theproduct. Thepriceof aproduct must be baanced with theamount
that an audience iswilling to pay. Payments may bein the form of money as, for
example, in the price for an on-line computer search. Payment may dso take the
formof timeand energy. Inthiscase, pricewouldrefer totheamount of timeit takes
to attend an outreach programme at the library. If the audience perceivesthat the
cost to them exceeds the vaue of the product, they will not useit.

Price and other marketing elements

The other three components of the 4 P’s must be considered with the pricing component.
Their effect on the pricing component would, of course, depend on the marketing mix
sdected. Thefirgt P -- product -- often requires anumber of direct costs such asthose
costsentailed in the production or purchasing activities. Another P -- place -- incurssuch
costs as preparing a convenient, safe and comfortable place for the product to the
digributed. Thelast P -- promotion -- money is spent for advertiang, printing, postage,
and related costs.
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PLACE

The place component of the marketing mix is the channd that links the product to the
consumer. Insomeinstances, theword ‘ distribution’ isusedinstead of place. Inthelibrary
context, there are two elements to the place component. Place can refer to:

o thedigribution of promotiona materid to the potentia user, or
0 thephyscal location, or placement, of a particular product or service.

Distribution of promotional material

Didribution is the channd that links the product and the consumer. A product which is
located in one Site and a consumer who is at a different location must come together if an
interaction isto occur. The best promational messagewill fall if it is not where people will
See or hear it.

Small communitieshaveanumber of effective outletsfor promotion such asastore, church
or community centre. Different people use different media, shop in different stores and
attend different functions. Peopletend to pay attention to the samething in the same place
for ardatively limited time. Thelocation of aposter, or availability of abookmark, should
be changed so that different peoplewill seeit for thefirst time. For sometarget audiences,
anewdetter or oral presentation might be abetter method of distributing the message about
the library or anew servicein the library.

Placement of products or services

As part of the overdl planning process, the placement of the library and its services is
important. For the convenience of the user, the number and location of library outlets can
be important. In most smal communities, the location of the library is aready established
and isunlikely to change -- but for the convenience of the user, should there be additiona
outletsfor library service? For instance, an outreach serviceto shut-inscoul d beestablished
whereby library materid saretaken directly totheuser. Withtheadvent of microcomputers
and better telecommunications, should aservice of did-in accessfrom home computersto
the library’ s automated cata ogue be established?

Withinthelibrary itsdlf, the placement of featureswithin thelibrary isimportant. Anillogicd
arrangement of the collection, inadequate signage, and poor lighting can result infrugtration
for theuser. A frustrated user may never return to use the product again -- whether it be
thelibrary itsdf or a particular service offered by the library.

10
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Promotionencompassesall activitiesthat bring about awarenessthat theproductsexist and
that inform the target audience about the benefits of using the products.

For example, if the product isthe public library and the targeted audience is the municipd
council, the council can be kept informed through board minutes, presentations to council
and persond contact. They can be persuaded of the vaue of the library through the
professondism of the staff and board, appropriate lobbying, good public reations and
leedership in the community.

In a one-person, part-time library with limited funds for buying
bestsdlers dl thistak of planning, evaluating and marketing may
seem rather far-fetched. In an isolated community, many of the
promotiona resources mentioned are Smply nonexistent.

It may seem poor stewardship to spend money and time on
marketing and promotion when it is SO desperately needed to
sdect, buy and cataogue books, but the aternative might be
watching agood (and expensive) book sit on the shelves because
people do not know that the library hasit. Keep in mind that the
generd objective of promotion isto remind, inform and persuade
the target market to use the product.

The promotional mix

For every product to be promoted, the correct promotiond mix must be chosen.
Promotiona efforts must be scaled to the significance and complexity of the objective and
the particular product. It would be amistaketo try to obtain maximum coveragefor every
undertaking. A low key event, for example, does not merit afull-scale promotiond effort.
In deciding on a promotiona mix, congder the following:

o Direct and indirect communication
Communication channds, like digtribution channels, are used to reach the target
audience. They carry information and not products. Direct methodsof communication
are usually one-to-one or one-to-smal-group encounters such as persond vidts,
telephone cdlsand direct mail items. These methods are generdly used effectively for
smdll target audiences. Indirect methodsaredefined asone-to-many and frequently use
the media to reach larger audiences.

11
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Size and char acteristics of the audience

Marketing, including promoation, must begeared to thetarget audience. I1stheintended
audience smd| and homogenous enough to be reached via direct communication? Is
the audience large and diverse and therefore gppropriately reached via mass media,
such asradio, cabletdevison and print? Isthe target audience predominantly library
users or non-users, or both?

Type of product and/or theme

If the product islikdly to be of interest to asmal number of people, promotiond efforts
should belimited to moredirect formsof communication. If itisof interest tothewhole
community, then the use of mass media might be more gppropriate.

Special attractions

Have specid attractions been included as part of aprogramme or event? Examples of
theseinclude awell-known guest, participation by another community organization, or
celebration of abigger event such asacommunity anniversary. Inthese situations, the
event will assume much more sgnificance for the community and the media, and will
likely attract more interest.

Assets and tools available

Thetypes of available resources will determine the scale of promotiona effortswhich
can redigticaly be undertaken. Depending on the promotional mix selected, sufficient
time must be dlocated to prepare the publicity, contact people, distribute flyers,
generate mailings and spesk at community mestings.

The“threenotice’ rule

Most audiences will respond to a message only after they have encountered it three
times. Therefore, 3 different techniques can be used to inform the audience and
persuade them to participate in whatever product is being provided.

Within this promotional mix, there are three mgjor means of promotion available to the
library:

0 persona communication
0 good library environment

0 published word

12
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“Persona communication” occursevery timethe patron comesin contact with alibrary saff
member and during any activity outsde the library where staff or board members are
representing the library.

Persond contact isthe most effectiveway of delivering amessage. Itisthemost credible,
and dlows the use of body language to clarify and reinforce what has been said. It dso
alowsfor questions. The next best one-to-one method of personal communication is by
telephone. It has the same advantages as persond contact, athough it is not as effective
because body language cannot be used.

The topic of persona communication will be discussed under the headings, “ Community
relations’ and “Customer service'.

Community relations

A good chance to promote the library through one-to-one persona communication is
through good community relaions. Thephrase® community reaions’ referstotheway the
library, the community and other organizations are connected. Good community relations
involves:

1 Working with the municipality

Thelibrary staff should maintain good communications with the municipd gtaff, such asthe
municipa clerk. Thisisoneway of ensuring their interest in library services. 1t dso helps
makethelibrary staff more aware of municipa affairs so planning and budget requests can
be tailored to the municipa Stuation.

The library board has an important role in maintaining good municipd relaions as well.
Trustees should be aware of the politica climate in the community, develop relationships
with the councillors and keep the library in the forefront of the councillors minds. Should
particular trustees be a council representative, their role is even grester in bringing the
message of the library to the council.

In addition to informal contact, there are anumber of waysto develop good reationswith
council including holding alunch or teafor councillorsinwhich a presentation onthelibrary
is made; presenting dl councillors with alibrary card; making sure the councillors on the
library board are given good orientation sessonsto the library; or distributing the library
annud report and board minutes to council and municipd steff.

13
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2. Working with other community or ganizations

Wherever posshle, saff and trustees should become involved in other community
organizations, such as sarvice clubs and socid service agencies. Participation in these
organizations promotes an environment of cooperation and integrates the library into the
community’s socid service, recregtiond and culturd gructure. Thiskind of involvement
a0 provides the library with a better sense of the community’ s needs and services. Of
particular importanceisagood rgpport with thelocal mediaincluding the newspaper, radio
and cable televison gations.

Onapersond basis, alibrary representative could giveata k toan organizationor club. The
advantages of this method are that the speaker lends credibility to the message and he/she
is able to answer questions. The disadvantage is the message cannot be tailored to each
personinthe audience. Also, individuasin the audience are unlikely to voice concerns as
fredy asthey would in a one-to-one conversation.

3. Working with other resources

Thelibrary ispart of alarge network. Thisnetwork includesthe Ontario Library Service,
provincid and federd governments, loca businessesand other libraries. Thesegroupsare
resources and their personnd are colleagues. It isimportant to make contact with them,
build relationships and work together. Do not hesitate to consult with others when other
expertise could be of some help.

Somepractica suggestionsfor maintai ning agoodworking rel ationshipwiththeseresources
are atending meetings and workshops, becoming involved in their activities, and commu-
nicate any concerns or gppreciations for services, funding, assstance, etc.

Customer service

Every contact with apatron is an opportunity to promote the library. These opportunities
frequently occur at the reference and circulation desks. All library staff must concentrate
thar efforts on agngle key dement: service. The service could be in person or on the
telephone. Without good service, al marketing effortsarewasted. If every patrontellsten
other people about poor service at thelibrary, and in aparticularly bad week there are 25
unhappy people, soon 250 potentid patronswill have anegative impresson of thelibrary.
Thepatron’ s satisfaction with the servicereceived -- more than any product, iswhat keeps
them coming back.

14
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Another meansof promotionisthrough the provision of agood library environment. Inthis | IBRARY ENVI-
context, the phrase “library environment” refers to the concept of designing the library RONMENT
building with cons deration for the peoplewho useit. Itasoimpliesconcernfor thepatron’s

comfort, psychologicdly, as well as physcdly. The building should have a welcoming

feding and the g&ff attitude must be pleasant. Good service and awell-designed, visudly-

pleasing building go hand in hand.

To enter abuilding that looks forbidding and then to be greeted by an unsmiling face or by
an dtitude that implies the patron is somehow intruding, will result in disester. Thelibrary
must beavisudly-pleasing placewhere peoplewill enjoy spendingtime, or a least not mind
spendingtime. If thelayout issoimposing that it ishard to find abook or even anindividua
who can provide assistance, patrons are not going to spend much time in the building.

There are anumber of consderations for both the insde and outside of the library.
Outside of the library

Isit obvious wherethelibrary is?

Aretheredirectiona sgns around the community?

Isthe library visbly identified with asign?

Arethe library hours clearly posted?

Does the library look open when it is open?

Is the entranceway bright?

Doesthe library entrance door open easily, without brute force?

O OO0 OO0 Oo0OOo

Inside the library

o Isthelayout of thelibrary visble and easy to follow?

Is each area of the library clearly marked so patrons know where to go for
magazines, indexes, interlibrary loan, children’sroom, etc.?

Can the card catdogue or online catalogue termina's be seen from the entrance?
Are there any reading areas with tables or chairs available?

Isthefirg impression of the ingde of the library a pleasant one?

Isthe interior wdl-lit with naturd and attificid light?

o

O O OO

15
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Furniture and wall areas should be kept uncluttered. Pictures and posters not on bulletin
boards should be framed whenever possible. Notices should only be posted on bulletin
boards. Racksfor brochuresand handoutshelp in reducing clutter. Ingenera, moreisnot
necessarily better. A few well-placed pieces, such aspictures, postersand mobiles, present
amore dtractive image.

Take advantage of the natura festures of thelibrary building. If possible, arrange shelving
andfurnituresothey giveasenseof opennessand do not block naturd light. Higher shelving
unitsshould be placed near outsdewalls. Library materidsshould bearrangedinlogicdly
and neatly ontheshelves. Anovercrowdedretail storeisnot very gppealingfor thecustomer
and in the same way, overcrowded and untidy library shelves do not make the library’s
collection very appeding to the patron.

There are two items which particularly affect the physical appear ance ingdethelibrary:
the signage and the use of digplays.

Signs in the library

Sgnssarveanumber of functionswithinthelibrary. They canidentify placesand things (for
example, the children’ sarea or the washroom if thereisone!).  They can be used to give
ingructions, state policies, or orient new library patrons.

Whenasdgniscreated, thereisafinelinebetween function and attractiveness. Themessage
on the sign should be smple and clear, but a the same time, it should be pleasant to look
a. Toomany signs, ontheother hand, cresteavery cluttered ook and are not aseffective.
When faced with dozens of different Sgns, the patron may fedl intimidated and confused.
The best 9gns are those which fit comfortably into the library environment, but that stand
out enough to get the message across.

Displays and exhibits

Good, credtive digplaysin thefront window of thelibrary can draw peopleinto thelibrary.
Exhibitsor displayswhich promotethelibrary outsdeof thelibrary, for exampleat afdl fair
or in sore windows can dso be effectivein promoting thelibrary. Onceingide, thelibrary
patron can be encouraged, instructed or entertained by displays on walls, bulletin boards
and table tops. These displays could be of library materias or perhaps exhibits of other
materids such as arts and craftsin the library.

16
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Displays of library materials

Displays of library materid can be used to promote specific library services such as
referenceandinterlibrary loan, specificlibrary materid ssuch asbestsdlers, classcsor new
cassettes, or adisplay onaparticular topi c such ashow-tomanuals, travel accounts, interior
design, or humour. Thesedisplaysadthepatroninse ectingmateria andimprovethelibrary
environment.

Most new materids have very atractive book jackets which can be used asthefocusof a
display. Book jackets are among the most attractive itemsin thelibrary. Publishershave
goneto great expenseto design coversthat will promote books. Full advantage should be
taken of the sales vaue of the book itsdf. This can be achieved by:

0 using open space a the end or on top of shelvesto display front covers

0 keepingjacketsclean and replacing them when necessary to ensurether attractive-
ness, especialy when used in adisplay

0 purchasing shelving which permits displays of front covers
Special exhibits

Local artisansand collectorssometimeswant to stlagean exhibitinalibrary. Inother cases,
thelibrary staff may solicit exhibits of loca interest to be placed in thelibrary. People may
think that they do not have enough space to house exhibitsin the library, but this may not
necessarily bethecase. Many very atractiveexhibitsrequirevery littlespace. For example,
somelibrariesusethetop of shelving units, or wal space, or they suspend exhibitsfromthe

cdling.

Specid exhibits can make the library especidly attractive and may even attract non-users
tothelibrary. Suchexhibitsaso providean opportunity for thelibrary to offer acommunity
sarvice by supporting the development of locd artisans and interests.

It iswise to have aboard-gpproved palicy regarding exhibits which includes information
about:

security for exhibits

set-up procedures

duration of the exhibits

content and qudity of exhibits

insurance

the sde of items

O OO o0 oo
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PUBLISHED
WORD

Providing a bulletin board in thelibrary

Bulletin boards may be used as anotice board for the community or library asavehiclefor
the promotion of thelibrary. Asacommunity notice board, it represents a service offered
by thelibrary. Asalibrary notice board, it promotes aservice of the library. Regardless
of the function of the boards, certain guideines should be followed:

o Putatake-down date on everything that goes up, especialy on notice boards, and
check thedatesregularly. Thiswill kegpdl theinformationup-to-date, and patrons
will get used to reeding it on aregular basis. If things areleft too long people think
it is the same old thing and will not bother to stop and look.

o Change the background covering on the board periodicaly to keep the board
looking freshand clean. Al coveringstendto get faded and dusty after atime. This

will aso serve to draw attention to the board just because it ooks different.

0 Captionsare necessary to makethe materidsmeaningful. Oneor two brief words
are usudly sufficient to identify the various sections. For example, “What' snew”,
“Municipd affars’, “Coming events’ or “About town”.

It isimportant to have awritten policy governing the use of the bulletin boards. It should
include the types of notices accepted (e.g., can itemsfor sale be posted?), instructions to
submit themtothelibrary staff first, and state that theright to refuseto post itemsisreserved

by the library.

The third mgor means of promotion in the library is the published word. This includes
posters, bookmarks, newdetters, a library column in the newspaper, press releases,
bibliographies on specific subjects, cable televison and even radio announcements.

Library publications are often Smple items such as one-page pathfinders with information
on aparticular topic or bookmarks. To communicate effectively in whatever format, the
message sent must be clear. There should be aplan for the publication of printed materia
whichgivespecificinformation onthetypeof publicationsto bedone, whothey areintended
for and who isrespongible for them. In thisway, the various publications will fit together.

18
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A library logo

A good placeto beginisto design alogo for the library, asit will give adidtinctive
image to the library. The logo should be used on al sgns, sationery, forms and
publicity to dowiththelibrary. If you do not have your ownlogo, or the resources
to have onemade, consder using the Ontario Public Library Symbol. Thissymbol
was designed for the Ministry of Culture and Communications and isavailablefor
useby any publiclibrary. Contact theOntarioLibrary Servicefor moreinformation.

Whether or not alogo is being used, the name, address and tel ephone number of
the library should appear on every publication.

Posters

Pogters can make the library seem friendlier by adding colour and interest. Inthelibrary,
posters may be used to inform, educate, amuse and inspire.

It istempting to say that aposter isjust amore elaborate kind of sign. Infact, postersand
sgns differ in gopearance and in function. Unlike a sgn, which is used to communicate
information smply and clearly, aposter usudly presentsidess or factsin an interesting or
thought-provoking manner. While most Sgns consist of plain text, posters often feature
illustrations and decorative typefaces.

Signsareusud|ly either permanent or long-term, whereasaposter ismeant to betemporary.
If aposter istied to aseason, it must be taken down after the appropriate time has passed.
Even “timeess’ posters lose their apped after a short period of time and should be taken
down (athough, if properly stored, they can be reused at the later date!) Posters can be
made of rdaively lightweight and perishable materids. For example, felt-tip pens and
congtruction paper, which are unsuitable for permanent sgns because they fade after long
exposure to light, areidea for posters.

If posters are used as part of alarger diplay, be sure that the poster fits with the overal
design. Thebest concelved display will beweakened by apoorly-|ettered poster or aposter
which does not seem to complement therest of theitems. Posters should be designed so
that they can beeasily seenwhen placed onthebulletin boardsor other spaces. Commercia
posters are available and should be purchased as necessary, afteral a poster presents an
image of the library and should look as professond as possble.
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Brochures

Brochures are used frequently in librariesto inform regular users and potentid users of the
library about thelibrary hours, specia servicesor programmes, and eventoprovideasketch
of the library floor plan. Brochures can be used to give specific information about a new
computer inthelibrary or about new acquisitions. The preparation of abrochure must start
withadeterminationand understanding of itspurpose. A brochuredeservescareful thought,
good graphics and qudity printing.

Bookmarks

Bookmarks with all sorts of messages are standard library handouts. A bookmark can

Scary stuff!

Haloween
books

a the
Trillium
Public

Library

Albala, Leila. Easy Halloween
Costumes.

Barth, Edna. Witches, Pumpkins and
Grinning Ghosts: The Story of the
Halloween Symbols.

Corwin, Judith Hoffman. Halloween
Fun.

Dobrin, Arnold. MakeaWitch, Makea
Goblin: A Book of Halloween Crafts.

Gates, Frieda. Easy-to-Make Monster
Masks and Disguises.

Glovach, Linda. Little Witch’'s
Halloween Book.

Supraner, Robyn. Happy Halloween!
Thingsto Make and Do.

be used to cdl attention to a specific service such as ddivery to shut-
ins or can be a gentle reminder about such things as a loan period,
library hours or fines.

Whether handed out as a convenience to the reader or asareminder
or announcement, they are easly associated with the library and are,
therefore, useful promotiond items. Those which Smply promotethe
library could be distributed outside the library to those who might not
be aware of the services of thelibrary. Often funding to cover the cost
of printing bookmarks can be obtained from business or service clubs
in the community.

Newsletters

Newdettersarethevoiceof thelibrary. Producing anewdetter for the
community isamethod of providing informeation about the library and
promoting thelibrary inthecommunity. Inlargelibraries, theremay be
avariety of in-house published newdetters, somefor saff and somefor
patrons.

Unfortunately, newdetters cost money to creste which may put them
beyond the range of many small libraries. However, withtheincrease
in the number of microcomputersin libraries across Ontario and the
avalability of desktop publishing capabilities, this argument may no
longer be true since the costs of producing a newdetter have been
reduced.

There are some things which should be noted in newdetter design.
Newdetters designed for the community must be informetive, attrac-
tive and avoid library jargon. Gresat detail about the workings of the
library should be avoided unless a change will have adirect effect on
the patron.
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Any number of story ideas could be used. Some idess are:
getting to know the staff

mesetings and programmes - when they are, who will spesak, what issues
descriptions or reviews of new books

new Services

acolumn from the Chief Executive Officer (CEO)
letters and suggestions from patrons

articles from aroving reporter

policy changes

building plans

how-to articles

Specid sarvices or equipment avallable

book sales

O OO0OO0OO0OO0OO0OO0OO0OO0OOoOOo

The design of the newdetter is another important element.  As is the case with any
promotiona materid, the newdetter should have aprofessond look. Thetextua formet,
for example, can be varied with a piece written in the form of a conversation or questions
and answer. Short fillers' that are made up or contributed from the staff help to break up
blocks of text and catch the reader’ s eye.

Annual reports

Anannud report isan account of what has happened inthelibrary over thepast year. The
annual reportisakey corporate document, used toidentify changeand to report on growth.
It isan opportunity to define your service to the public, and to project a positive image of
the library in the community.

Annua reports can serve three different audiences:
0o themunicipd, band or county council
o thelibrary board
0 the public (includes patrons, non-patrons, businesses, service clubs, etc.)

The content and design of theannual report should betailored to the needs of the audience.
For example, the report prepared for the public will usudly be ashorter and more concise
verson of the report prepared for the library board and council.

Financid information should be conveyed using tables, charts or graphs. Text should
highlight library activities, emphaszing new services or any changesin sarvicesor hours. It
iseader if the materias for the report are gathered throughout the year. Sift through this
collection and use only the mogt interesting.  The report should be well organized and
concise.
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The annual report can be printed as a bookmark, postcard, newdetter or brochure. The
method chosenisdetermined by thetarget audience. Itisasoessentid that theannua report
has aprofessond look toit.

A kit on writing annua reports, produced by the Small Libraries Team of the Southern
Ontario Library Service, will be available from the Ontario Library Service.

Book lists and bibliographies

A favourite library publication is the booklist or bibliography of suggested readings on a
certain subject. The purpose of acurrent list is smply to have on hand the answer to the
question a patron may ask “Do you have any information on...?" In addition, a good
bibliography should encourage individuas to go beyond just browsing the shelves when
searching for information. They can beused to draw attention to an unusua subject, anew
subject or an old favourite.

Although the topics will vary from library to library, lists of materids on cooking, travel,
gardening, taxes and the various fidds of business, science and technology could be
included. The list of cookbooks could be broken down to include sections on specidty
items, foods of different countries, and on freezing and preserving. In addition, ligts on
specid subjectscould becreated based on current interestsand events. Thelist could cover
bookscurrently available, any magazinesreceived & thelibrary containing relevant articles,
reference materias, and any non book materid such as videos.

Keep in mind that any lists created for the library should bear the library’ s logo (if oneis
avalable) and the nameof thelibrary. If thereisroom, someinformation about the library
could be included on the book list/bibliography. Occasiondly the local newspaper might
mention theavailability of anew bibliography. If alistisbeing produced in connection with
aparticular loca event such asthe opening of anew business or loca scout week, thelist
could be mentioned as part of the write-up of the event in the local paper.

Miscellaneous printed materials

Many library publications are designed to meet a current interest or demand and are not
aways consdered promotional materid. Other library publications could be directories
of community services and organizations, a community cadendar of loca events or
compilation of locd higory materids. There are a growing number and variety of
posshilities for printed materids.

22



& Marketing

Good publicity isgetting factud, newsworthy and interesting informationtotheloca media.
Depending on the community, the community newspaper, radio station or cabletelevison
dation may be used asthe main vehiclefor promation. Examplesof publicity inthe media
includealibrary column, mediare eases, radio spots, public serviceannouncementsandtalk
shows.

The library column

Anexcdlent techniquefor ongoing promotion of thelibrary isaregular library columninthe
community newspaper. The principles of good writing and generd rules of organization
goply tothistypeof writing. Thecolumn couldincludegenerd information about thelibrary,
programmeor event detailsto complement other promotiond activities, new materiaslists
with annotations and book reviews.

Book review

Most newspaper and trade publications publish reviews. This provides an opportunity to
promote the library while a the same time publicizing anew book acquired by thelibrary.
All reviews gart with the name of the book, the author, the publishing company and the
number of pages. The review itsdf should summarize the essence of the book. It should
containtheviewpoint and purposeof thebook, should comment onitsoutstanding quaities,
and availability & thelibrary.

Annotated new materialslist

Anannotationisabrief paragraph describing the content of abook or other materials. Most
annotationsare only 50 to 75 words|ong, and areintended to persuade the reader to read
the book. Therefore, they do not contain any criticd analyss. Rather, they are made up
of satements, frequently highly descriptive, including adjectives such as* brilliant’, ‘witty’,
‘adventurous, ‘thrilling’, ‘authoritative, etc.

An annotation dealswith the whole book rather than its parts, doesnot list or describe the
characters, and does not necessarily outline the plot. The reader just needsto betold the
type of book, the subject matter, the book’ s atmaosphere and the author’ s main theme.

The purpose of annotations isto attract readers, and to guide them to interesting material
worth their time, so firg clearly identifying the audience will make the annotations more
relevant. Thesdection of titlesand the tone of the annotations should be suited to thetarget
audience.
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Mediarelease

A mediardeaseisthetimely account of acurrent event whichisof interest to alarge number
of people. The media rdlease is a vitd tool, whether communicating with the narrow
audienceof specidized publicationsor withthegenera audienceof larger, wide-circulation

NewSspapers.

When deciding whether a media release should be written, examine whether the event or
piece of information will affect alarge number of people who read the publication, whether
it has specid sgnificance locally, or whether it has specid human interest apped. These
consderationsare caled “angles’, one or two of which will make the mediarelease more
likely to be published. For ingtance, eventsthat affect many people in the community are
achangein library hours or acquisition of new callections. Information of interest to the
community might aso include the gppointment of a new CEO, congratulating reading or
writing contest winnersand locdl library participation in anationd or provincid event such
as Reading or Education Week.

Thetrick to mediareleasesisto get them published! Most newspapers are interested in
finding out about what activitiesand movementsthereareinthe community. Aslong asthe
information is newsworthy, newspaper people are usualy more than willing to help you.
Community newspapers, in particular, are congtantly looking for information and are the
prime targets for news releases.

Regular and persona contact with theeditor of theloca newspaper may helptogetamedia
release published. A follow-up telephone cdl to the editor regarding a media release
provides an opportunity for the editor to clarify any questions raised by the release and
increases the likelihood that the item will be published.

Mediaitems are or ganized differently from other types of writing because of the reading
habits of newspaper readers. The intent of a news release is to ensure that the reader
absorbstheinformation at aglance and decideswhether or not to read on. Mediarel eases
are written so that the most important and most interesting elements gppear firgt, with the
less important information written afterwards. A sample mediardease isincluded at the
back of this Sourcebook (Sample 1 : Mediarelease).

A mediardease is usudly submitted to a weekly community newspaper about 10 days
before the newspaper’ s publication date. Submissions to radio or community televison
outlets, described on the next page, are usudly made 6 to 8 weeksin advance of airing. It
isaways best to check with the particular media outlet on the time frame for submission.
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Radio/Cable television spots

Radio and the community television outlet of cable tdlevison may be another outlet for a
promotiond effort. Higtoricaly, radio and community televison stations have dways
supported the causes of non-profit organizations as part of their community involvement.
The operating license of al radio and television gations requires that they devote some
portion of programming time to public service.

At some time during the day, the targeted audience will likely tune in to the radio. Pesk
listening hours arefrom 7 to 9 am., and again from 4 to 7 p.m., when people are going to
or coming home from work.

Each radio dation specidizes in different types of programming and this specidization
provides an indication of who its liseners are -- and provides an opportunity to talor a
promotiond effort according to the respective audience. For example, aradio station that
specidizesinnewsandfinancia reportsappea sto bus nesspeopleand professonas, while
a“Top 40’ music station gppealsto teenagers. A programme aimed at teenagersis better
publicized on arock station than on CBC.

Public service announcements

The public service announcement (PSA) isan announcement that servestheinterestsof the
public and istransmitted by radio or televison. PSAsarewritten like advertisements, but
unlike advertisements, they are free. Stations generdly prefer announcements that have
loca impact over those which are nationd in nature. For example, loca gtationswill have
little interest in an announcement that October 19-25 is Ontario Public Library Week.
Instead, announce that the local library will host alecture by a noted historian, as part of
Public Library Wesek.

Every PSA should bewritten withtheaudiencein mind. Listenersare normdly engagedin
other activities, such asdriving, cooking or gardening, and generadly remember only short
and smplewords. They cannot go back and review ideas once the announcer hasfinished
reading them. PSAs should be written with an enticing introduction. Once the listener is
paying attention, deliver thespecific messageor announcement. Attheend of thePSA, urge
the audience to act immediately, perhapsto cal for more information, to attend afunction
or to register for new services.

Although announcements can range from 15 seconds to one minute reading time, stations
prefer shorter messages. A 15 second message has about 37 wordswhereasaone minute
message has 250 words. A sample PSA isincluded at the back of this Sourcebook
(Sample 2 : Public service announcement).
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Generic PSAsfor publiclibraries

TheMinigry of Cultureand Communications(now theMinistry of Culture, Tourism
and Recrestion) produced four radio PSAsfor public libraries, each conveying a
different seasonad message. The PSAs are 30 seconds long, with origind music,
lyrics and voiceover, and each has an eight-second “tail” for aloca announcer to
mentionthelibrary’ sname. Thesegeneric PSAscan beobtaned fromthe Southern
Ontario Library Service, London office.

DESIGN AND
WRITING
PRINCIPLES

Talk shows

Another excellent opportunity to promotethelibrary anditsactivitiesand servicesisthrough
participation in atak show. Unlike the PSA, the talk show provides an opportunity to
discuss in more depth the issue or the event that being promoted.

There aretwo formats of tak shows the type involving interviews with severd organiza-
tions, two or threeof themin ahaf-hour show; or thetypeinwhichthelibrary representative
isthe only interviewee, with the listeners participating in a phone-in at the end.

Some people seem to have anaturd talent for design. Their posters, displaysand printed
materiasare created with aminimum of fussandtime. Most people, however, finddesign
abitintimidating. Thereareanumber of resourceson the principlesand dementsof design
which can helpindividuastoimprovethe attractiveness and effectiveness of both thevisua
and printed materias of thelibrary. The EXCEL course entitled Library marketing may
be worth consdering if more detail on marketing, and on design isneeded. The EXCEL
course entitled Communication skills covers writing principles very well.

Professond-looking designs can be created by usng smple and commercidly available
pictures, letters and three-dimensiond objects and by applying the design principles of
balance, emphasis and smplicity, variety and unity.

Visud displays and printed materials are designed to carry out a function or to serve a
purpose. The principle of smplicity, for example, isthat adesign should accomplish its
purpose as directly as possible, diminating any unnecessary parts. Theideaof smplicity
does not mean that every digplay should consist of plain block |etters on white cardboard.
That type of display would be quite boring and would certainly not add to the visual appedl
of thelibrary. Instead oneillustration might be added but not two illustrations which would
only clutter the display.
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Lettering

L ettering isan important part of every display and printed item. Some displays, such as
sgns, consst amogt entirdly of lettering. Thereareavariety of devices such astemplates,
|ettering sheets or computers which can be used.

Legibility isimportant to good design, but isnot the only factor. The style, szeand colour
of the lettering used in any message display must be gppropriate to the purpose and the
theme, and must reinforce the message and mood established by the words, pictures and
subject of thetota design. Therearehundredsof different stylesof lettering. Stylesof type
used in printing are known as typefaces, or more commonly in computer desktop
publishing programs, asfonts.

In selecting type styles, consder the following guiddines:

0 Choose type that is easy to read, either seif (letters with “talls’)or sans serif
(letters without “tails”). Thetext of thisSourcebook iswritten primarily inaserif
type caled Times New Roman. Upright type is usually easier to read than
slanted type (italic). Thisisimportant when dedling with people involved in a
literacy programme or for whom English is not their first language.

o Titlesmade of dl-capitd letters are difficult to read and occupy too much space.
Itisbest to useacombination of UPPER CASE(CAPITAL LETTERS) andlower

case (smal letters).

0 Stick to two or three basic typefaces and one or two special faces. Decideon a
“corporate typeface’ (a typeface to be used consstently, so that the printed
materidswill gppear rdated in auniform, recognizable style).

0 Foraposer or printed page, the typefaces should come from the same “family”,
perhaps in different versons such as bold or itdic.

0 Typographicd errors are embarrassng, especialy for an educationd ingtitution.
Proofread everything and then proofread again just before printing. If possble,
have someone el seread the piece carefully. But remember thet typosare afact of
life. All that can be doneistry to minimize them.
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Writing principles

Legibleand attractiveletteringisavery important part of many typesof promotion, although
good copy writing can bejust ascritical to apromotion. All public relationsexpertsadvise
that the most important skill required inthetask of communicating istheability towritewdll.
Itisonly incommunicating messagesclearly and quickly that thegoa splanned for thelibrary
will be redized. In other words, a wonderfully innovative and useful product for library
patrons could have been designed, but if the messageisunclear or ineffective, they may be
unable or unwilling to participate.

Although different promotionad materids, such as news releases or brochures, require
different stylesand dants, dl types of writing exhibit the same basic characteristics. Good
writingisorganized, conciseand to the point, short with smplesentencesand familiar words
and also accurate with respect to names, dates, places and facts.

Visual aids

Visual aids, in the form of photographs, cartoons, drawings or charts break up the
monotony of thetext. Illustrations can serve avariety of other purposes. They add visud
interest to an otherwise straightforward display. A sign about overdue fines, for example,
can seem much lessthreatening if it showsacartoon figure on askateboard racing to return
a book to the library. The illugtration shown here is taken from Cliplines, a service
described on the next page.

[llugtrations set the tone for a disolay. Drawings can
humourous or serious depending on the tone of the bro-
chure or the particular display. If a black and white
photograph of an oil-coated bird isused inadisplay of the
library materids, theimagewould seem quitegrave. If the
display is accompanied instead by drawings of people
picking up garbage, the display takes on atone of energy
and optimism.

In library publications, photographs of people are more

interesting than objects, but each face in the picture

should be at least asbig asadime. When presenting statistical materid, chartsand graphs
are more interesting to the reader than the actual numbers.
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Resource files

It isimportant for the image of the library that dl promotiond items be as attractive and
professiona-looking as possible, but it can be difficult for saff with no artistic or desgn
trainingto producequdity materias. Itisalsoimpossblewiththelimited resourcesinasmdl
library to employ a person as a graphic designer or editor.

It is often helpful to develop aresource file. Sources for aresource file include:

1. Eye-catching advertisng, headlines, sayings, or quotations that have appeared in
magazines, newspapers or other publications. These advertisements can assigt in
developing themes and concepts for the library’ s promotiond materids.

2. Provincid and nationd advertising campaigns, such as Ontario Public Library Week,
County Libraries, Children’sBook Festival. Kitsof posters, bookmarks and clip-art
are often available for these campaigns.

3. Commercid sources of promotiond items available from library suppliers.

4. “Clip-at” or “Reproduction art” refersto acollection of linedrawings, usualy in black
and white, which can be used as illudrations in publicaions, advertissments and
displays. Origindly clip-art wasintended to be clipped from a printed page but more
recently, clip-art is photocopied from a printed page or reproduced from a computer
program. Clip-art isavailable from avariety of sourcesincluding:

o The Southern Ontario Library Service Marketing Department through a service
cdled Cliplines. Published four times a year, each issue is produced around a
theme such as reference or fundraising. The annua subscription rate ranges from
about $20. per year for printed copy to $40. for eectronic copy.

o artcompanies
o provincid and nationa campaigns such as Ontario Public Library Week

o copyright-free materias and including old line engravings, lines, boxes, g e o -
metric shapes, standard backgrounds

o magazinesandjournalsandincludingwords, phrases, borders, picturesbut beware
of copyright restrictions

0 computer clip-art programs (described on the next page)

o materias previoudy produced by the library
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Summer reading programme

The summer reading programme is a good example of usng promotiona materids
produced by another organization to help promote the locd library. To hdp library staff
across Ontario plan summer reading programmes, apackage of resource materia hasbeen
produced by the Southern Ontario Library Service. Each programme revolves around a
particular theme with supporting promotionad meaterids and idess. The programme for
1992, for ingtance, was based on the theme “Readers are good sports’ and included
posters, buttons, colouring sheets, certificates, bookmarks, reproduction kits and clipper
sheets.

To servetheneeds of dl libraries, some of the summer reading programme products such
as the pogter, colouring sheet, button and certificate are bilingual. Order forms are
digtributed to dl libraries and materias are avallable for acharge, from the London office
of the Southern Ontario Library Service.

Computer resources

Computer desktop publishing software can be used inlibrary marketing.  Simply defined,
desktop publishingisthe processof |aying out and printing text and graphicsusing adesktop
computer and printer.

Using a microcomputer and a good printer, letters, newdetters, signs and other printed
materiadscan beproduced tolook just asgood asaprofessondly-printed work. Different
sylesand sizes of typeface are available. A page can be st into severa columns. Large
bold headlines can be added and charts, graphs and illustrations can be integrated into the
text.

Clip-art has dso made the trangition to computers. Itisalot easier to pull aready-made
illustiraton out of acomputer file than to create one from scratch. With thiselectronic form
of dip-art, the picture can be modified somewhat to individua needs.

Thereisawidevariety of computer clip-art available. Itisoften helpful to check with other
usersto seewhich clip-art packages contain good quality typeandimages. A good choice
for librariesis Cliplines, a series of reproduction art produced by the SOLS Marketing

Department.

Inthequestion of the propriety of using clip-art without copyright permission, asarule, clip-
art can be used for any purpose except to repackageit asclip-art. Thus, the pictures can
be printed and used as part of a newdetter or magazine, but the origind files -- or any
variations on them -- cannot be given to someone else asfiles.
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Thefina stages of the marketing plan areimplementation and evaluation. Implementation M PLEMENTATION
requires an assessment of thetechniquesto be used to promotethe product and aschedule A ND EVALUATION
ligting toolsand timelines. Eva uation comparesthe results with the objective and asksthe

questions” Diditwork?” “Why?” or “Why not?” Smdl library fundsare usudly too scarce

to waste on ineffective marketing and promotion. The marketing plan must include some

way to evauate the results.

Implementation

Implementation of an effective marketing plan for the public library can only be achieved
through careful planning. The firg step in implementation is to rank the objectives of the
library in priority order. While al of the objectives may be very important, the resources
avalable (in terms of time and budget) will impose limits.

The next step is to work through the objectives one by one, listing present and potentia
products of the library that will help to achieve each objective. Then:

o rearangethat list in order of priority for the next year

o ligknowndatesthat relateto theproducts, e.g., thelibrary’ sanniversary relatesto
the date of the open house which will celebrateit; dates of board meetings relate
to obtaining gpprova for certain undertakings; school vacationswill affect products
for certain target audiences

o decide on tentative implementation dates for dl of the products
o note these on an annua schedule, beginning with the highest priority product.

The marketing mix, introduced on page 6 of this Sourcebook, isan optima combination
of the four main e ements of amarketing campaign -- product, price, place and promotion
- which are designed to appedl to atarget audience. Sincethere aremany optionsfor each
of the four P’s, the number of possible marketing mix srategies and implementation plans
are staggering.  Sample mixes are printed at the back of this Sourcebook (Sample 3:
Mixes).
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RESOURCES

Evaluation

The marketing processis complete only after an evauation of the product. In most cases,
al that isinvolved is reviewing the objectives and noting whether they were met or not. I
it achieved the objectives set, consder what steps were particularly useful.

Some results are easy to measure. For example, if the primary objective was to attract a
certain number of non-traditiond clientsto the launch of anew service, attendance will be
the primary indicator. An evauation form, completed by participants, is an essentiad tool
for evauating events and programmes. A sample evauation form isincluded at the back
of this Sourcebook (Sample 4: Evauation form).

These resource materias are available from the Ontario Library Service.

ALA Video - Marketing: A Planned Approach for the Public Library, 1989. (24 minutes)
This video shows how to apply the principles of marketing to alibrary. It describesaplanning
process for achieving a successful marketing strategy that can help match community needs to
library strengths, and eventually increase library use.

ALA Video - The Library Show: Merchandiseit!, 1985. (19 minutes)
| deasand adviceabout effectivedisplay and merchandising techniquesfor thelibrary’ scollection
are offered. Aimed at staff who have responsibilities for designing and implementing collection
displays.

Blake, BarbaraRadke and Barbara L. Stein. Creating Newletters, Brochuresand Pamphlets: A How-
to-do-it Manual for Librarians. New Y ork: Neal-Schuman, 1992.

Grunenwald, Joseph P. Developing aMarketing Programfor Libraries. Clarion State College, 1989.
Kies, Cosette. Marketing and Public Relationsfor Libraries. Metchen, NJ. Scarecrow, 1987.
Leerburger, B. A. Promoting and Marketing the Library. Boston: G.K. Hall, 1989.

Liebold, Louise Condak. Fireworks, Brass Bands, and Elephants: Promotional Eventswith Flair
for Librariesand Other Nonprofit Organizations. Phoenix, AZ: Oryx Press, 1986.

Roberts, Anne F. Public Relationsfor Librarians. Englewood, CO: Libraries Unlimited, 1989.

Tuggle, Ann. Grand Schemes and Nitty Gritty Details: Library PR That Works. Englewood, CO:
Libraries Unlimited, 1987.

Walters, Suzanne. Marketing: A How-to-do-it Manual for Librarians. New Y ork: Neal-Schuman,
1992.
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