
Chapter 10
Marketing, Promotion,
and Collaboration
Today's library users are no longi-r satisfied with the status quo` traditional library. The library clientele`s
bar of expectations for public library services and programs has surged so high that today's libraries aJ.e
challenged and forced to pl-omote and market their services at levels that were never before conceived.
With the emergence of large bookstores` coffee cafes, the Internet, downloadable devices, and widening
access to information,  libraries are being placed in a competitive environment;  therefore, in order to
compete, survive, and tlirive, libraries must determine what their library patrons want <ind need. llie
library patron must be the center of every program or service that the library provides. The lit)rary staff
must be orientated to all of the library services and programs.  Of imperative importance, the community
nius[ be aware of`what the libriry is providing,  and library staff should always lnake sure their library

patrons leave the library satisfied-since it is highly likely that a library user who is nor satisfied will not
return.

A public that is aware t)f all the services and collections off`ered by its library and that views its library as a

positive, fundamental` and indispensable part of life-this is the ideal achieved through an effective public
relations and marketing program.

APplicable Core Standards-Please see Core Standards 1, 7,15,14,17, 22, and 23 in
Chapter 1.

Marketing Standards

1.     The library board di-velops ancl adopts a marketing plan that support`` the library'`s long-range and
sm[egic plan.

2.     The library board and .idministrarion participates in three or more cooperative activities with
other community organizations, businesses, and in`stitutions, such as Chamber of commerce and
service organizations.

3.     The lit)rary's services and programs are regularly promoted in the community by using three or
inorc publicity methods such as  flyers,  brochures,  library Web site,  postcrs`  banncrs` disi)lays,

presentations and speeches, and newspaper ads.

4.     The library Lspecifically invites  local,  state,  and federal officials  to visit the library`  providing them a
firsthand view of the library's services.

5.     The library's Wet) site is updated at least p`onthly to reflect current and future programs,  board
minutes,library policies, and new material.

6.     1hc bt)ard, admiiiistration, and staff assess the library's appetirance at least once a year,  using this
information to revise the library's image in the community.

7.     The board,  administration`  and appropriate staff visit orhcr libraries at least once a year,  learning
what services and progrdms other libraries offer their p<itrons.

8.     The operating budget includes fun(1s for public relations and marketing.

9.     The library considers persons witli special needs when developing and delivei.ing information
about the library`s collections and services.

10.  'lhe library dcvclops stratcgics [o  reach those gr(tupL`  that do  not use the library.

11.  One llicllibcr of the staff coordinates  the lil)rary's  marketing cfl`orts,  but all staff rcccives customer

service and marketing training.
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12.  When reviewing antl setting library policies,  the bo.ird ev<iluates how the policies affect persons
within the jurisdictional population.

13.ThelibraryincludespublicrelationsandcustomerL`erviceaspartoftheorientationofallncwstaff
and board members.

14.Thelibraryregularlyevaluatespatronandcommunityawarenessofthelibrary'sprograms.ind
services through focus groups, surveys (in-house and Web-based),  interviews, etc.

15.Thclibraryadministrationcnsuresallboardandstaffmembcrsrcccivcanoricntati(]nofthc
librarycoveringthelibrary'shistory,fundingsources,long-rangeplan,andservices.

16.  The library builds on public relations an(1 marketing efforts developed by the library system, state
and national organizations, the state library, and the community.

Marketing Checklist
'[helibraryhasamarkctingplal`thatsupportstliclibrary'slong-range,strategicplan.

Thelibraryboardandadministr`ationparticipatcsinthrceormorccoopcrativcactivitieswithothcr
community organizations.

Thelibrary'sservicesandpi-ograms`vei.epromotedinthecommunity.Checktheapplicablepublicity
methods.

I   flyers
a   brochures
lJ   Website

D   posters

I  banners
H   displays

I   podcasting
I   presentations

D   speeches

I   newspaper ads
I  other

The library invited local, state,  and t`cderal officials  to vis.it the library.

The library's Web site was updated at least monthly.

The board, administration, and staff conducted a library walk-through.

The board, administration, and appropr.late staff visited other libraries.

The budget includes funds for public relation`` and marketing activities.

The library`s promotional methods and services al.e ADA compliant.

Adcsigliatedstaffmelnbercoordinatcsthelibrary'smarketiiigcff.orts.

Thc' library.s `staff rcccived customer service and  marketing training.

Ihelibr<iry'sorientationforstaffandtrustee`sincludc.sthelibrary'spublicrelations,customerservice

philosophy, library history, funding sources, and long-range plan.

Thelibrarysurveyedpatronsalldthecommunitytojudge<iwarenessofthelibrai.y'sprogramsand
services.

'[he libr.iry's statistics al-e effectively used to compare the library's progress  in  reaching its colnmunity.
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Web sites
Library Success: A Best Practices Wiki.
http://www.Iibsucce5s.org

The "M" Word-Marketing Libraries: a blog designed to bring the wonderful world of marketing to
librai.ies.  http://themwordblog.blogspot.(om/

Marketing the Library-Web-based Training for Public Libraries, Ohio Library Foundation, 2003.
http://www.olc.org/marketing


