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Segmenting Your Library
Market

Segmenting your library market into groups of indi-
viduals with similar characteristica will help you
target information services. To segment your market
effectively requires background information on vour
markst, gathered through everyday ochservanees nnd
statistics or through survey research.

There are a number of segmentation bases by which
you can divide your market, Some hasas utilize
already existing data. For instanes, n demographic
segmentation base could be identified through person-
nel records providing age, sex, national origin, and
family life eycle (whether they have children, single
etc.). Geographic and erganizaticnal segmentation
bases are other sets of information that should be easy
to identify without conducting a survey resenrch
praject.

There are, however, some segmentation bases that
require survey research. If you want to know how
individuals are utilizing a specific information service,
what they know about library products, who they go to
with an information request, or when they typically
utilize library services, then you are socking behav-
ioral and attitudinal information. Gathering this type
of information for a complete segmentation analysis
will require a survey research project.

Tho key to conducting successful survey research
focusing on segmentation analysis lies in the objectives
statements.

Establish chjectives that will provide a list of usefual
segmentation information, For example, n segmenta-
tion ohjective could be to identify different library
goTvice usage categories. The data collected based on
this chjective would allow you to construet usage
frequency tables, dividing the market into four usage

segments: high, medium, light and none usage sep-
ments. Other possible objectives include image per-
ceptions, benefits sought from library services, or the
level of loyalty held for your services over competitive
information resources,

There are a number of ways Lo segment a market. The
best way allows you to target the information needs of
gpacific proups in a timely and effective manner.
Whan deeiding your segmentation bases keep the
following eriteria in mind:

1. Can you measure the size and 'purchasing’ power of
the segmenta? Trying to target a segment bnse where
individuals are likely to switch back and forth depend-
ing on varishles maokes measuring the results of
marketing activities unrelinble.

2. Can you reach, serve and access the segment? It's
not worth defining your market into segments that
will not give a good return on your investment of time
and resgurces,

3. Is the market of realistic size? Your library seg-
ments should be the largest possible homogeneous
group worth going after with a tailored marketing
program. That's not to say that you should lump
everyone together in one or two large segments, but
don't get carried away and have segments comprised of
only 0.5 or 1% of the marketl.

4. Will the segment respond Lo your marketing initia-
tives? Don't make it impossible to have & successful
marketing program. Defining a market segment that
does not have the resources or will not respond to your
best marketing efforts is not good for morals!

If you ean angwer ves to the above eriteria, your
segmonts should be productive. Remember, your
pegmentation bases and survay research objectives
ghould complement each other so that you ean prepare
and initiate an effective target marketing program,
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Pearls of Wisdom

No one likes to think about the Holidavs in September,
but if you have been thinking about sending out cards
or promotions this coming holiday season, now is the
tima ko place yvour order and receive price discounts,
Hers are soma sources you may want to consider,

Amsterdam Prig & Litho (pocket appt ealendars)
Walling Corners Road
Amsterdam. NY 12010

Thaver (eards, desk calendars)
PO Box 500
Westvilla, NJ 08083

Prudent Publighing (eards)
P.0O. Bex 1068
Englewaod Cliffs, NJ 07632

Graphies 3 Ine. (pop-up eard sculptures)
1400 Indiantown Road

P.O. Box 837

Jupiter, FL. 33468

If you have a hard time thinking of enfchy names or
titles for your library services and products, write Lo
the Balinon Corporation for their brief guide - “The
MNaming Guide; How to Choose a Winning Nama for
Your Company, Service or Produet”. Their address is:
7430 Greenville Ave, Dallas, TX 76231 (P.8. If anyons
wants to buy their software package, contact this
editor first)

The Suffelk County Library Association in New York
has developed a pamphlet promoting reference librari-
ans as “the information professional” in the public
library. Aimed for public distribution, you may get
some ideas for a promo piece on your own professional
image. For a sample brochure, send a stamped, salf-
addressed business envelope to: Janet Gillen, Refer-
ence Librarian, Patchogue-Madford Library, B4-60 E,
Main St., Patchopue, NY 11772,

Can you use n 65-cent pocket folder? Pocket folders
are handy items for presentations and keeping online
printouts organized for clients. But folders will cost
$1.00 ench or more if you go through your local printer.
Here's a source for shiny, bright white folders, with
une color and one unglued pocket on the side. For an
arder of 1,000 folders the price will be §650. (If vou
don't nead a 1,000 felders, consider combining an order
with another library and printing a generic library -
information center title on the felder,) Write; Full-
Color Graphics Ing, 171 New Highway, N. Amityville,
NY 11701 B616/842-3407

Sparkling Reviews

“Costing and Pricing Information Services” by Julie
A.C. Virgo, in Drexel Library Quarterly, Vol. 21, No.3,
Summer, 1385. (Order from Drexel Univ 21 5885-2453
$100,

The entire eontents of this issue of the Drexel Library
Quartarly is devoted to the theme of "Budgeting nnd
Accounting’. Of the six articles, Ms. Virgo's article is
for everyene interested in gaining an elementary
understanding of how to cost information services.
After an introduetory section elaborating on the marits
of knowing the costs of library services and programs,
the suthor explains the actual process of caleulnting
direet and indirect costs, cost accounting, and data
calleetion within o ibrary environment.

Whether you're about to embark upon a complete cost
recavery program or a partial fee-for-service, this
article is must reading, unless of course, you are an
accountant. An added bonus in this issue of the
Quarterly is editor Ann Prentice’s select bibliography
on budgeting and accounting references.
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Worth lis Weight in Gold

The 1887 ALA John Cotton Dana Library Public
Relationg Awards (JOD) wera presented at the ALA
conference this summer,

Thee JCD contest is open_to all Lypes of libraries or
library organizations submitting materials represent-
ing the year's public relations program or a special
project. Two sets of awards are given: The J.C. Dana
Awnrd based on a library's total annual public rela-
tions program with all eomponents - publicity, adver-
tising, publications, events, promobions ete., and the
Specinl Award for libraries with a portion of & PR
program of merit.

Donated by the H'W. Wilson Company, the awards
program is sponsored jointly with the Public Relations
Section of ALA’s Library Administration & Manage-
mont Association,

1887 John Cotton Dana Awnrd Winners
Public Library Cotegory:

Lineoln Library, Springfield, IL

Service Library Category:

Travis Air Force Base, Travis, CA

1987 Special Award Winners

Publie Library Category:

Buffalo & Erie County PL, Buffalo, NY
Denver Public Library, Denver, CO

Enoch Pratt Free Library, Baltimore, MD
J.V. Fletecher Library, Westford, MA
Houston Publie Library, Houston, TX
Enox County P L System, Knoxville, TH
Patchogue-Medford Library, Patchogque, NY
Pikes Peak Lib Dist, Colorade Springs, CO
P L of Youngstown & Mahoning Cty, OH
Spokane Public Library, Spokane, WA
Yakima Public Library, Yakima, WA

Library Consortia Category:
Chesterfield-Henrico-Richmond Consortia, Richmend,
VA

Library Cable Network, Wheeling, IL

Peninsuola Library System, Belmont, CA

College or University Category:

North Texas State University, Denton, TX |

Nerthern Ilineis Univ Lib, Dekalb, IL

The entries take the form of either audiovisuals or

notebooks/scrap-books. Anyone can borrow and review
the winming programs by calling ALA Hatrs library (1-
BO0-545-2433 ext.338).

If you have a public relations program in progress,
then by all means think abowt entering the contest -
yvou might win! Deadline for entries is February 1,
1888, JOD Award Contest forme are available from:

The J.C.Dana Library PR Award Contest
oo LW, Wilson Company

950 University Ave.

Bronx, NY 10452-9978

A source for successful PR ideas and plans, the J.C,
Dana Award notebooks are definitely worth their
weight in pold!

' Promotion Gems

Brochures can be effective promotion tools if written
nnd designed correctly, A good brachure creates
demand for vour services, impresses potentinl custom-
ers, and gives helpful information to those who want to
use your information services. Here are some sugges-
tiens for writing effective brochures.

Before you write, identify your audience and the key
selling points of your service, Why do customers want
bo use vour service? What kinds of people will use it?
If you identify several target markets, consider com-
posing two or more brochures with different messages
and selling paints,

Library rules and regulations make boring reading!
Don't start off your brochure with the hours and 1LL
rules. Instead, start with a discussion on the needs of
the reader; then tell how the library can help solve
them. Put your library's eredentials and operating
guidelines at the end.

Use the magic word Wou', Focus on the reader and tall
the story from your customer’s point of view, not vour
own. For example, "You can depend on our 24 hour
telephone reference service” is more appealing than
*the library offers a4 24 hour telephone reference
EETVice”,

continued on page 4
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Remember to use testimonials from customers who are
recognized by their peers. Get a note of endorsement
from the company president or your division's director.

Use natural language. Don't get earried away with
faney words or library jargon. Remember, nol every-
ene knows what a databaze is, or svien what reference
EATVICER AFE,

Strive for a straightforward tone of voice. Avoid the
passive voice (“these services are provided. ") or third-
party references (the XYZ library provides these
services. "), Instead, say “we provide services..”,

Den’t worry about the design until yvou have the
messagel Sitk down and describe your services and
solling paints before you decide the most appropriate
design. | recommend you first draft the brochure copy,
identify the intended target audience, and know how
the brochure will be utilized [distributed at exhibits,
inserted into database searches, ete.) before youo sit
down with a graphic designer. If your designer tells
voul to réfrain from writing the copy until the design is
complete so vou'll be able to write copy to fit the
design, get voursell o new designer!

Dan't wait five years before vou reprint your brochure.
MNothing lasts forever. Your library services change,
why not the brochure that sells them? Plan on re-
printing vour library brochure every two years.

Conlad: Joan Durance al 31 37TE3-2281,

PEE-1953.

Contact: 30571-2366 (dale nol yat sal)

Octobey dth - "Seling Informalion Sarvices: Enlreprenaurehip and Intraptansurshin” led by Aliss Wamuer al the ASIS Conferance in Boston, Conlact:

2021462+ 1000,

October 14ih - “‘Markiting lor tho Haakh Sciences Lbrarian® ked by Stephen Galnaau al the Noh Allanlic Healh S¢ Lib mip in Manchestes, VT,

Contact: Jucy Freingokd al B03665-5300.

Oiefobar 315 *laking Money: Fees koo Infeemalion Sepdca” led by Alce Wames In Ballimors, MO, Contact: Marghe Simon af 301/238-7373,
Nowarmbar dth - “The Bulding of & Bullding—Mans than Bricks and Merar® in Phesnt, Adzana (Connections ASLAMEMA 1987 1 Conlaranca).
Inchades 3 presantations on PR campalgna lof furding & awanenass ol now lbeary
Novembar 5th - *Demysiifying Library Markeding Sirmlegies” led by Chris Olson in Bosion, Conlact: Ghris Olgon af 3018476708,

Mevermber 18-20th - 120h Annual National Association ol Governmand Communicalors Conderencs al the Rasshyn Westpark Hatol, Adingtan, ¥,

Contact: TOLEZI-4821,

Hare's & sampling of marketing courses offersd sround the cauniry o8 graduals library schools this fall, Phons for delalis,

| The Crystal Ball

Sepdambar 181h - "Mairsireaming tha Libeary: Marksting, Public Relations, Selling” ked by Alce Wasree ot Alumni Reunion of Univ of Michigan SILS.
Seplembar 27-30 - Sixth Anrual Sarvices Markating Canloronca of tha Amarican Markaling Assoclation In San [iega. Coniacl: Thomas Gillell 203/

Seplomber 30th - Making Morey: Fees for information Service® led by Alice Warner in Wichia, K5, Conact; Cardl Matulka 3188851111,
October 77 - “Planning lor Success: Winning Through Marketing Strafegles” led by Bruce Huticn & Suzanne Wallars ol the Derver Pubiic Library,

%

Contact: Mesrilyn ol H02/255-3052

“Library nha Community™ (LIS 5370) instruct: Wilson, Usiv of Tenn, Kncooville, LIS, Phona: 615874-2148
Markiting Managemani Tochniques lor Information Professionals® (LBSCARAM) irslrudion Chitts Ofon, Univ of Maryland, CLIS.

Phons: 301 454-3016

*Inlommation Meads Asseasment” (LIS 5275) Florida Stale Linke, SUIS, Phooe: B04644-5775
"Libeary Public Aelations® [LSC 640) Southem Connectiout Siate Unk, Schol Lib Se & Instructional Tech, Phona: 203.307-4530
“Licenry Publc Felatiors® (LIS 728) Instncior Paul Wisklor, Long lsiand Uee, Falmesr Sch ol Liorany & Indormation Sci Phore 5162805-2855




