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Marketing 1s NOT

Selling
Industry-driven
Internally or senior management driven

No Big Bang theory of marketing




Marketing 1s...

* Marketing 1s the process of finding and then
keeping customers.

— Theodore Levitt
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Mission Statement

The start of every marketing plan.

Should be known and understood by all
employees.

Should guide and inform all marketing (and other)
decisions.

Should clearly define the role of the library, the
needs the library satisfies, and the benefits it
provides. Should also include a distinctive
competence- something that sets this library apart
from others. Finally, should include an indication
of future direction.




Sample Mission Statement

e The University of Baltimore's Langsdale Library provides both
print and electronic informational and instructional resources
to measurably strengthen the University's performance of its
teaching, research, and public service missions by:

 Acquiring materials, collections, and services that support
the full spectrum of teaching and research endeavors.

Providing added value to information resources by
cataloging, organizing, and customization and by providing
both one-to-one assistance to users and formal class
instruction.

Developing information services accessible by the
University community both on and off campus.

Creating independent learners by educating users in
evaluating the biases, accuracy, and relevancy of
information resources.

Fulfilling the University's teaching and public service
initiatives both on and off campus by providing operational
and technical support and training for the University's
instructional media and distance education facilities (3/98)




Summary of Performance
SWOT

* An overview of broad practices will help
situate you, and help you decide where you
need to focus, and where you want to go.

— General services provided
— Markets served

— Types of marketing communications already
used

» Assess areas of strength, weakness,
opportunity and threat.




Overall Assumptions

* A very few “givens” about the services,
markets, etc. that could affect your
marketing efforts and other decisions.

— "The five top uses of the Web by senior citizens are using e-mail,
looking up hobby information, seeking financial information,
reading the news and checking weather reports." "They are more
likely than younger Americans to be online on a typical day."
"Wired seniors are more likely than their offline peers to be
married, highly educated and enjoying relatively high retirement
incomes." from
Based on




Audience

* Describe your audiences/ target markets

* There will be more than one-
— Seniors
— young adults
— children
— physical therapy students
— tenured faculty

* Gather demographics and break them up
into core groups (we’ll revisit this later)




Finding the Market

e Who are our customers?

e It 1s not enough to have a vague or general
1dea of our market- a “feeling” of who our
customers are.

* We need to find out who the general market
1S, and then who our core customers, or
target markets are...




The General Market

e The broad community that we serve:

— The students, faculty and staff of a college or
other school.

— The residents, businesses and government
offices of a town or city.

— The departments, staff and management of a
corporation or other organization.




Core Customers

* [t 1s important to know our general
community- however, no library services
100% of their available community.

* A small segment of the general community
makes up the bulk of our business. Repeat
customers who could- and should- become
our advocates.




Core Customers: Who

* A variety of ways to find out who your core
customers are:

— Surveys/ Questionnaires
— Library Database

— Circulation Records

* You’ll want to know their basic demographics:
Age
Sex
Income level
Children at home
Education level
Languages spoken at home

Religion

What products/ services do they want/ need




Group Project 1

Define one of your core audiences




Marketing Objectives &
Strategies

* An objective 1s what you want to achieve,
and should be quantified.
— 1.¢. Increase overall attendance by 5% in one

year through increased awareness of library
activities and services.

* A strategy 1s how you plan to achieve your
objectives.

— Invite local news reporter to do an article on 1st
annual Halloween Party.




Budget

* There should be a dedicated budget line for
marketing.

This line can be further broken down for
advertising, give-aways and contest prizes,
publications, printing, etc.

Plan your marketing strategy and then
monitor how your budget 1s spent before
allocating money for each marketing sub-
category.




3 Views of Marketing




View 1

Pamper Your Core Customer




Core Customers: Why
The 20/80 Rule

Core customers use our services- they find a
benefit and value to what we have to offer.

Once we know and understand our core customer
we can tailor our marketing and our services to
suit them.

Core customers will then become advocates- and
they will bring in more customers seeking similar
services.

20% of customers account for 80% of business




Principle 4

 When a customer buys a quarter inch drill,

what they really want are quarter inch holes
— Theodore Levitt

* Pamper your core customer. Remember
that customers don’t really want products or
services, they want benefits. Give it to
them!




Pamper Your Core Customer

* Marketing starts with customers- the
marketer works backward from the
customer to the product, service and
marketing strategy.

— You must know your customers- their wants,
needs, etc.

— Talk with customers, seek their advice, give
them what they want.

— You can also target new markets this way.




Pampering Core Customers

 Know who they are: Segmenting markets.
« Know their wants and needs- surveys.

* Create benefits geared toward them:
— Don’t fall into a superiority trap.

— Give them added value- book clubs w/
newsletters, give-aways, first dibs reserves.

— Budget more for high-circ high-use items, buy
multiple copies.




Core Customers: Clarification

* Finding our core customers and tailoring
products and services to their needs does
NOT mean that other customers do not
count.

We should still have broad collections that
will meet diverse needs.

We should always give all customers
excellent customer service and strive to
meet their needs.




Core Customers: Clarification

 However, marketing budgets are limited,
and broad marketing efforts are often
1gnored.

If the general population does not have a
particular want or need, they will likely
1gnore advertisements.

Knowing our core customers allows us to
target marketing dollars, and then rely on
those customers to bring in more patrons.




Targeting Other Customers

* Pampering core customers does not mean
1gnoring others.

* You can target other groups that you would
like to bring 1n, and offer them services and
products geared toward them.

 BUT- do not lose sight of your core
customers or you risk alienating them.




Group Project 2

Come up with at least one way to pamper the
group defined in project 1




View 2

Customer Service




Promoting Customer Service

* Marketing i1s every employee’s job.
— All employees should know, understand and
promote the mission.

— There should be a clear customer service
policy, supported by training.

— Marketing should be an attitude not a
procedure.

— Encourage employee input and creativity




More on Customer Service

* C.S. 1s one of the most important aspects of
marketing. Your best and worst customer 1s
your most recent- depends on their
experience.

* Number one reason for failing to keep
customers 1s the perception of your
indifference.

* Nice customers don’t complain- or come
back!




Steps to Improve Customer Service

* Management has to model good customer
service- never belittle the customer!

 Empower and encourage all employees to
resolve customer complaints.

e Run to the problem- look at complaints as a
way to create an advocate. The best
customer 1s one who got a complaint
resolved quickly and satisfactorily.




Steps to Improve Customer Service

Never refuse to help a customer- even 1f 1t
1sn’t your dept.

Customers shouldn’t have to seek out help-
employees should be easily identifiable.
Be pleasant- smile, ask 1f help 1s needed.
Dress appropriately.

Have a policy for time it takes to answer
questions/ resolve problems.

Keep things clean- all employees should be
responsible for cleaning/ straightening up.




Steps to Improve Customer Service

* Customer service 1s only as good as
employee morale.

— Encourage employee 1deas and implement them
whenever possible.

— Thank employees when they resolve a problem
or complaint. If 1t 1s not resolved correctly- use
that as an opportunity to train.

— Reward employees.




Group Project 3

Come up with 2-3 policies to improve customer
service for same core group




View 3

Creating Experiences




The Experience Economy

o James Gilmore- customers don’t want
products or services, they want experiences.

* The best organizations provide as many of
the 4 €’s as possible
— entertainment
— education
— escapism

— esthetics




Experiences

 Libraries should be perfectly positioned to
offer the type of experience Gilmore
describes.

* Compare to places that offer such
experiences:
— Theme restaurants

— Barnes & Noble bookstores
— Disney




Experiences

» Libraries should be able to compete on
these terms.

 Education and Entertainment are built-in
offerings of libraries.

 We may need to work on Esthetics and
Escapism- 1n many cases library facilities
and spaces do not offer these benefits.




Esthetics

* We can improve our spaces without huge
budgets or complete renovations:

— Think Trading Spaces- with $1000 you could:
 Clean- especially upholstered furniture

« Re-arrange furniture, create spaces for quiet reading,
group study etc. Replace old or unattractive items.

* Improve the look with paint, lighting, art.
 Create attractive displays




Escapism

* Create an environment to linger and relax:

(ask yourself- why do people go to B&N to study,
rather than the library?)

— Offer comfortable nooks for reading, studying.

— Offer listening and viewing stations for videos,
DVDs and CDs

— Have fun events around your customers’
interests- book signings, movie screenings,
field trips.

— Consider allowing drinks in covered containers.




Group Project 4

What improvements could you make in any of the 4 ¢’s to
improve experiences for the same core group

What kind of brand/ image do you want them to have?




Marketing Venues and Ideas

Finally- the fun stuff




Promotions and Events

* The most bang for your buck.

* Run 2-3 events each year and make them
yours- so customers recognize and look

forward to them.
— Halloween Party, CRL, Stmmons College

» Costumes, decorations, prizes, scavenger hunt
— , BEuclid Public Library,
Ohio
* http://www.olc.org/marketing/6euclid.htm




Promotions and Events

— Fine Free Festival

e Team up with a local shelter- anyone who brings a
donation/ canned good gets their fines wiped out.

 Combine with a book sale- donate a book and have
fines erased.

— Contests

* Writing contest, Name the catalog, Most books read,
etc.

* Have local businesses donate prizes.

— Library Card and Pizza!
* http://www.olc.org/marketing/6plsj.htm




[.ocal Media

* Make use of local media.
— Local radio, tv and newspapers.
— Invite local reporters to cover events.

— Submit articles.

— Run a talk show with local politicians.

e More on PR

— http://www.cyberdriveillinois.com/library/news
/pcap pr.html




Connect to the Community

* Take cues from popular local hang-outs:

— Have a community bulletin board, let people
advertise on it.

— Have a library vacation board- people send
pictures of selves in front of a library on their
vacation. Have prizes.

— Display local artists” work

— Have a meet the director brunch- invite the
mayor!




Create Benefits for Core Customers

Have a mystery (or sci-f1, biography,
history, etc) lovers’ book club.

Homework assignment notice

e Tell a Friend




More Resources

Librarians’ Tool Kit

Marketing Tutorial for Librarians




Be Creative!

e Limited budget?
— Have local businesses donate prizes for

contests.

— Ask a local business to donate printing services
for newsletters, etc.

— Hire interns for college credit- GSLIS, Studio
5, Marketing, etc.

— Have potluck brunches, etc.

 Know when to splurge!




Group Project Compilations




Project 1
Target Audiences

Young Adult (12-18)... 2 sections
Senior Citizens... 2 sections

Teachers of Adult Basic Ed

Small Business Owners

Elementary School children... 2 sections
College Age Students

Foreign Language Speakers (Chinese and
Russian)



Project 2
Pampering Core Customers
* Young Adults

— Junior Friends of the Library group- run their own
fundraiser

— Special collections: Manga, graphic novels workshop

on creating Manga
— Create a space with teen input
— Teen programs- movies, video games etc.

 Teachers Adult Basic Ed

— Mail 1n labels to return books, or pick-up returns
— Parking privileges
— Off-site drop-offs.




Project 2 Cont’d

* Senior Citizens
Variety of formats- large print, audio, etc.
Off-site delivery and book groups
Social events- teas, game nights etc. Tie-in with Senior Center
Volunteer programs for seniors
Targeted programs- computer instruction
Physical accessibility- shopping carts, eye level shelving, etc.
e Small Business Owners
— Business Plan Research
— Networking groups, tie-ins with local business organizations
— Targeted handouts- 1.e. funding resources
e College- Age
— Café coupons for repeat customers
— Poetry slams
— Targeted newsletters




Project 2 Cont’d

* Elementary School students
— Recreational reading, Mother- Daughter book club
Collaborate with schools on assignments/ summer reading
Homework Center- adequately staffed, Stock school supplies
Visual book talks
Tie-in with organizations like 4H

* Foreign Language Speakers

— Translate newsletters, put links to foreign sites on web site, offer
story hour in foreign languages

— Hire native speaking staff
— Invite lecturers from college, churches
— Offer craft and cooking classes with foreign theme




Project 3
Customer Service Policies

e Small Business Owners

— Try to ensure adequate collection and service support-
1.e. serials complete and on time, tech support

— Offer program space

* Elementary School Students
— Library behavior policies enforced across age groups
— Dedicated space for snacks
— Communicate with schools about summer reading

— Reward staff after summer reading program- massages!




Project 3 Cont’d

e College-Age
— Longer withdrawal and grace periods during exams
— Van service
— Dedicated desk just for library cards

* Foreign Language Speakers

Invite a customer to speak at staff meetings on cultural sensitivity
Improve signage, offer information in other languages

Have staff liaisons

Suspend ILL limits on foreign language books

Shorter loan periods on new titles

Title suggestion link on web site




Project 3 Cont’d

*  Young Adult
— Adequate staff at peak times

Junior “Friends” to liaise with schools- get special privileges,
appreciation day

Acknowledge teens when they come it
Liberal card policy
Teen zone times
* Senior Citizens
— Pick-up returns
— Waive fines
— Physically assist seniors, have dedicated staff for them
— Allow seniors to initial books they’ve read
e Teachers of Adult Basic Ed
— Use listserv to poll/ survey




Project 4
Incorporating the 4 ¢’s

* Foreign Language speaking
— Play foreign music, play foreign music
— Display Chinese brushwork, banners
— Offer topical programming- i.e. feng shui, tai chai, field trips

e Teachers of Adult Basic Ed

— Improve the overall aesthetics (referred to Barefoot Book stores).

* Young Adults
— DVD, video game or game nights
— Time/ space for groupwork, comfy chairs
— Teen art exhibits/ realia, patron displays




Project 4 Cont’d

* College Age
— Post school banners in lounge

— College day- mvite mascots, professors
— College day for YAs

* Senior Citizens
— Programming- music/ movies of their era, field trips

— Reading area- armchairs, intense light, news/
magazines

— (Catfé area




Project 4 Cont’d

* Elementary Students
— Aesthetics- lighting, colors, area rugs
— Interactive displays- add to wall displays
— Magnetic board for artwork
— Puppet theaters, tea parties, bean bags

e Small Business
— New desks with storage
Signage
Cozy area with lamps, wireless access
Promote tours
Programming with vendors




The End

Thank you!




