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Marketing Strategies
for Lean Times

Mot long ago an MT reader brought up the problem of
continuing a library®s marketing and public relations
activities in an organization suffering severe cuthacks as
It went through re-entrenchment and economic hard
tmes, The librarian had been asked o cut back on
marketing effons o minimize costs of library services.
Being a marketing orented librarian, this was hand 10
implement. The reader wondered how one could
initiate a low profile marketing campaign while not
losing the vigsibility gained through recent marketing
effons,

Most organizations going through cutbacks will identify
departments 1o be supported if the orpanization is to get
back on its feet. As the librarion, find out who and what
depraments are being supportied by upper makigemaent,
Identify existing information services that can help
them, and/or ¢reale services and products targeted o
this group. Know everything about your organization's
business - where it"s coming from and where it's going
- and then think creatively about how the library's
information resources can add 1o the tum amound efTore.

You will probably have to concentrate your library®s
mesources at the expense of some market segments, This
may mean you will be supporting the marketing
depariment instead of R & D sections. If you are
uncomforable with providing marketing information
services, then get some outside help and take a crash
course in marketing lilerature resources,

Let people in the organization know that vou will be
fargeting the most productive/revenue generaling
depanments of the organization, Atlend meetings to
leam what informaton is needed and how it can be
utilized. Get out of the liboary and ik with
management. This is a very inexpensive formm of
visibility that can get you and the library inte the righ
Mace at the right time. 17 you are 4 one person library,
invest in an answering machine, have a secretary take
the phone calls, or hire a disadvantaged person 1o keep

the library open without the books walking out the front
door.

It will be obvious to you that the library's resources
should not be cul because it has the ability of providing
information that can turm a company around, What is
obvious 1o you is not obvious to everyone else. Sit
down and make o list detailing specific resources Lthe
library has that can help your organization, Don't be
general, bur do be creative and stretch your
applications, Think about information resources you
cither have inhouse or can get access to that can help:
generate sales leads, provide market indicalors, show
diversification opponunities, reveal feasible corporate
moves, introduce product innovatons, improve in
quality control, assist in personnel oulplacement, and
monitor govemment reguliations,

If your library is threatened with cutbacks that are mone
severe than other organizational depatments, be
prepared 1o submit a detailed plan of action of how your
library will help the organization get throwgh the lean
times and what it will realistically take in terms of
budget and staff,

If you still yearn for visibility other than through a solid
marketing program, then pursuc a course of public
relations. I's true you will not be spending money on o
four color brochure during hard times, but there are
plenty of public relations activities you can initiale (o
maintain the library's positive image.

SPONSCring &n organization team event can be a low
cost method to obtain visibility and generating
gopdwill, IT there are bowling, goll, or baseball teams,
be sure to sponsor a prize. Hand out a traphy for the
highesi bowling score of the evening, or give away a
pair of tickets (o a ballgame (o the first homenin hittzr.
I there are no team activitics (o take advantage of, think
aboul organizing a coniest, Make sure you give away
something wonhwhile so people will be inferested in
panicipating. To make the most of your public relations
effort, be sure (o get the announcements out, take

pictures of the winner(s), and have a follow-up story.
corlinued an page 4
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Pearls of Wisdom

IT you're tired of handing out Pepperidge Farm cookics ag
vour open houses, maybe you should try fortune coakics with
messages inside, David Scoil, a big name in custom printing,
has a Food Exchange Division responsible for puiting cliznt
names on chocolases, lollipop sticks, or bags of poprom.
Prices lor the fortune cookies man from 3042 per coolde
whan 230 are arderd, 10 30,18 per cookie in quantitics of
5000, The price includes the printed message, along with
cellophane wrapping for each cookie. Wrilz 1 David Scoll
Industries, 1500 Fronmge Road, Northbrook, IL 60062-4 107
or coll (800) 323-5556.

Mow that the value of information services is o hot topic,
some librurians may be inclined o produce value coupons
depicting ULS, currency ondd use them as premiom offers. Be
awnare there are reproduction guldelines o be Tollowed 1o
keep you oul of jail. First, the artwark must be reproduced in
black and white, Second, the artwork mast be less than
three-quarters the original size or greater than 1 1/2 times
larger in lincar dimension - whether it's a whole bill or any
pan thereof. For a copy of the regulations, call Robert Snow,
LS. Secrel Service 202/535-5704,

Syrthetic paper isn’t new - it°s been around for sbour 10
years. However, iU's taken that bong for it 1o start being
noticed. If you have an instruction manual, index, maps,
outdoor posters, display materials such as bonners, or other
muuerials that receive heavy use and demand cdurability, then
think aboul using synlhetic paper, Although it costs w litile
more than regular paper, it is walarprool, exiremely tough,
and fear-resistant. A sample bookler of KIMDURA, the

synthetic paper produced by Kimberly-Clark, is available by
writing o the company ot 14080 Holcomb Bridge Road,
Roswell, GA 30076, Attn: Helen Pearson,

Muarketing, especially gruphics and promotion, 18 mpidly
gaining recognition by all types of libmries, The American
Association of Law Librories (AALL) presents o Law Library
Publications Awarid, Honoring “ochevement in coealing in-
hoigse, wser-ariented library mmerials ousanding in qualiny
and significance”, enirics can ineluda Loy aids, guides,
pathfinders, maps, newsleeiers, videotwpes, and slides, Entrics
are limated 10 AALL members, For information contact John
Edwards a1 Drake University, 515/271-2141,

The AALL Public Relations Committee has sianied a
clearinghouse of sample AALL chapier brochures, program
announcements, ind press releases, To obtain copies of
sumples send o sell-addressed, stamped {31}, lorge manila
envelope 10 Kathy Gamer, Southem Nlinois Univ. Sch. of
Law Librory, Lesar Law Bldg, Carbondale, IL 62901 (618/
516-TT11).

Ever wonder how mised print is crested? Called
thermogruphy, it i% a priniing technique that ndds three
dimensionality 1o a prinied ploce. The process involves
printing with a slow drying ink which is dusted with o
reginous powder, The resin adberes 10 e ink, with the
remainder vacuumed away. The paper is then moved o an
oven whers - ot up to 1,200 degrees- the resin mehs, Tuses o
the ink, and raises the image [rom the paper. Maost peiniers
luck thermography equipment, but generally muinain
waorking relutionships with printers who do.

In the last ssee of MT, [ announced the Marketing Swap &
Shop program planned for the SLA conference af Denver in
carly June, Organizers of the program have identified where
to send yoor samples. 17 you live East of the Mississippi send
to - Glodys Mills, 3958 Haddon Road, Denver, Co 80205, I
youl live West of ol” Miss send 1o - Kathy Kinney, Aoraria
Library, Lawrence at 11th Street, Denver, CO 80204, You
are asked 1o send beiween 20 - 200 copics of your most
successful library marketing materials. Questions? Contact
Liz Bibby ot 404/888-8263,

Books reviewed in "Sparkling Reviews" are
available for loan. For more information contact
Chris Olson ai (301) 647-6708.,
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Worth Its Weight in Gold

It seems that marketing and public melations become
shrouded in mystery when il comes o delermining
whether a program has been successful or not. Usually,
people claim suecess by pointing o isolated instances
and reams of statistics o back up their claims. Bul how
do vou actually determine the success of your
marketing effons?

First of all, vour marketing program should have
measurcable objectives, Whether your ehjective is 1o
tell everyone in your organization about a new service
or to alter your library's image, vou should set up
realistic numerical objectives by which you will be able
o measure projected and actual results.

The most imporiant evaluation criteria are bascd on the
questions “what is happening? and why is it
happening? What percentage of the company actually
received your brochure? How many phone calls or
inquires did it generate? Pring a special phone number,
mail box, or electronic mail code on the brochung 50
vou'll be able (0 measure inguiries, Track them over a
period of time (o estimate peeok retum rates and 1o
idenmify when, as inquiries taper off, it’s time to matl
out a follow-up promotional picce.

Analyze the responscs 1o your promotional effons. Are
people asking the questions you wanted them wo? Did
they pet your message? If not, then you'll need o
rethink your communications theme and/or redesign

cantinued on page 4

Sparkling Reviews

Promotion Gems

Day alier day, in librarics across the country,
informatiom products are delivered to customers with
litdde or no thought 1o package presentation. The
impornance ol good, atention-getling, and persuasive
packaging becomes apparent when one realizes that
everyone judges a book by its cover. First impressions
dio count, Hene are four key questions to ask yoursell
about how your library packoages its infomation
products. These questions can also be used 10 develop a
packaging program [or your library,

I. Is the package design diregied oward the targel markel?
Think about the sititudes and behavior of dudlerenl mincket
segments and what they look for in your products. The
chiel of surpery will naed a different packapge from that
uzed for medical lechnicions wnd secrelarics.

2, Does the package design beave an impresson consistent
with the image you want for the product? Submitting a
markel research repor ina nonserious, colarul, fun-
looking binder won'l do much for credibility, 1F your
prosduct is new and improved, does 15 packaging convey
thot messsge, or nre you siill uzsing old fobder lobels?

3, Does the package persuasively communigate the
product’s primary benelil? Your packoge design should
moivale customers (o cagerly review your informaticn
moduct, The visuals and copy on the package should
prompt people 1o open the product and review it
immediptely instead of puiting it on the comer of the desk
for *later reading™.

caenlinued en page 4

Mirketing i Modern Taf on G - A Cuide 1
i i by Junet
Schmide. Find/SVP, 1987 £95. ISBN (-931634-73-3
This guide is presented in three basic secions. The st
presents the results of a FIND/SVP survey conducted with
500 munngement decision- makers whao had, st one tme, wsed
FINDYSYP services. The resulls are interesting, bul are
loosely ued 1o the purpose of the book and ils contents. The
second section presents interview conversations with six
inlommation managers who are considerad by the author 0 be
scIf promoters, This section offers an insight into the
approaches and management styles of other information
profcssionals, but docsn’t warrant the 40 some pages it
consumes. The third section finally approaches whar the vitke
promises. 1t offers an excellent discussion on compeltons,

bath eaternul and inemal, and presents a marketng progrm
based primarily on advertising and public relations

With some ediung, this book could be a succinct gusde 1o
marketing for librarians. There are two fine cxamples of
brochures included in the appendices, but that's all. One
wishes there were more examples o review aller reading the
section on advenising and public relations. The cost of this
book is ruther high for what the reader gets. The entire book
is double-gpaced on standard size paper and inseried intoa 3
ring hinder. IT you are looking 1o sugment your markeling
liernune collection, then this is a fing book (o buy, bat il
you're just starting your collection and have limited funds, 1
recommend purchasing 2 or 3 basic marketing lexls with your
S50,
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Promations! Gams continued from pags 3 the day before the evient?!  Was your announcemeni
4, How well do you use point of purchase packaging? anractive? T3id it promise a benefit - give a good reason
Using your package w make o product svailable at places | for people 1o attend the event or did it just list the
where your targel market will easily see it is calied point- | databases you planned 1o talk about? Or did word get
of-purchase (POF) marketing. (Candy displuys a2 the wround that this year's open house was going to be as
EROCErY SWe cli:-l:k-gul nmmu:rs.rf: rOP nump]n:..) Lsz bering as last vear's?
vour prodoct packaging on POP displays 1o adventise the
pvailablity of infn@nllm Services in locations peeay from Before initiating any promotion or public relations plan,
M Faeyy CTRORE AN A LREMEI, DO T D0y identily what you want 1o gain from your effons.
stofion, conference rooms, and lobbizs can yse POP Estahlish how vou will gather information
displays. By the way, posiers wre not paint-of-purehase Aueh i oo
displays. evaluating whether your ohjectives were met or nod,
It's not enough 0 keep statistics. Finding out the “what
Worth Its Weight continued from page 3 and why™ will enable you to capitalize on your
your promotional tools, 1 you ariginally wanted w successes and avoid failures - an approach that's worth
reich middle management and at the Last minuie
decided o include upper management as well, you Marketing Strategles coniinued from page 1
could be asking for trouble, Middle management muy You can also participate in programs that will benefit
respond positively, bul upper management may be put employce fumilics, such ps the company picnic or
off. I wouldn't consider the results of that promotional | Paliday partics. To get ideas, look at your local
efforn a success, would you? | mewspaper and observe what other organizations in your
neighborhood ane doing with the YMCA, the Scouts,
How many resources did it take 1o gain a new customer | churches and other civic organizations, Just adapt the
or introduce a new product? A favorite PR event for idea o your situation.
libraries is the open house, Did the money spent on the . A —
open house really change your image, or did people just IT you're faced with an economic climate requiring you
come in, eat cookles, and leave. Many open houses are W scale back your marketing efforts, don't give up.
poorly attended, If this has happened to you, find out Insiead, rethink your marketing strategics and carefully
why people didn't attend, Was it because the event was plan your mm_umlr_-: to get the biggest retum on your
held during lunch time on a sunny day? Late Friday investment. You'll be pleasantly surprised at how much
afternoon? Did your notices reach your target audience you can do.
7 3
The Crystal Ball
Tha folkewing sominars will ba bad by Wasnior in Sacramenio, Calilomin barch 18 (santaiva) “Markating Tips
Aico Warnor at tha SLA Mid Winlor Contact Dwna Sehr 810/453-3520 far tha Indarmntion Centar
Confpronco in Willlomsburg, Coninc Protossionnl™ led by Corilos Chiistou,
Kathy Warpa 202/334-4700, Fubruary 24 “Knowing When o Pal Sponsored by Moad Daza Cantral in
|| denuary 28 “Foa-Based Servca: Yoursall on the Back: Evaluatng Your San Francisco.  Contact: Cns Fischer
|| Inraprenourship” Puslic Ralalars Progiam® prosehtaton 0052381648
January 30 "Budgeds and Librarios® by Chris Clsan ol the Lbeary Public
Jmnuary 31 “Fea-Based Sorvions Ralatons Counci dnner mosting, Haw March 26 “Design and Dovalopmant ol
Entrepranaurship® ok City, Cantaal: Sheldan Tarakan 516/ Premational Matarinls® kod by Chis
BEI-d400 Qison in Blogminglan, indiana.
February 14-20 Amarican Markatng Contmst Gwen Parshing B127335-
Association Markating Woak. Varlous March §.8 "Building Library Suppart with 7865
aciivilios and moatings have baan Croatheer Markirling® Alacka Liboay
planned by 80 chapbars across the Association meeting in Farbanks. March 28 “kaking Monay: Feos far
country, Tha Atianta Chspbar will hawe Canlack Maunne Canatsky BONE5E- Irformation Serdons® led by Alice
rendtabie digcussions al serdcos 5170 Warnor in Philadethea. Contact: Ann
markating, advwerising mnd marketing Mista 315728-2T11
reseanch.  Contsct: AMA offices B March 7-8 *Madoting and Pultibs
idenlify tha chapbor in your arsa. 3127 RAokatiens” unii of e SLA Micdle Ageil 27-30 Public Libeary Asgooalicn —
G4B-0535, Managmmant Instiue bed by Qhris Cisan Conforencs program promisas S6me
in Mow York City  Comact Kathy Warye imierasting markating prasentations.
Fabruary 19 "Making Money: Facs far 202/234-4700, Cantact PLA 312944-6780,

l\":lnrmnum Sarvices™ lad by Alice




