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American Marketing
Association Services
Conference Offers Ideas for
Librarians

Your Marketng Treasures editor attended the first day
of o four-day Services Marketing Conference held in
Aringion, Virginia and sponsored by the American
Marketing Associgtion. With a theme of "Designing a
Winning Service Strutegy,” the conference offered a
variety of wiorlals and paper presentations [ocusing on
services marketing issues in various service industries,

While information services wene not specifically
nddressed, plenty of relevant (deas and concepls were
included in the material presented. For example, John
Ronchetto and Jacqueline Brown, both Assistant
Frofessors of Marketing at the University of 5an Diego,
gave a fascinating presentation on “Using Network
Analygis 1o Understand Service Communications,™
Metworking is often referred 1o as “'word-of-mouth”
communications. The presenters used sociometne
technigues to analvze these informal communications.

The implications of their research and Mindings are
important for marketing-orented librarians. How many
times have “word-of-mouth” referruls augmented a
library marketing program? Do they work? And how
can librarians exploit their powers?

Wond-of-mouth communications networks nne
informal, verbal, interpersonal communications dealing
with information regarding new or existing product/
services. [n analyzing a network you can examine both
the type of relation among individuals and the common
properties that link pairs of individuals together,

Using o “Sociogram™, a visual chan that diagrams all
the people and links in & network, Ronchetto and
Brown presented an example of a service referral
network. By analyring the sociogram, it was very easy

o see how information about the service was difTused
throughout the nework. You can also siudy these
networks interms of fime: How long does it take
person A o 2]l person B about the service?

Network analysis can help those invalved with library

| marketing programs (o

1. Understand current position, This {8 particulardy
impaortant if yvour lbrary services have competition
from iniernal gate-keeper networks, "old boy"
networks, records menagement departments or Local
information businesses,

2. Increase the density of the network. Because
direct links are the strongest referral sources, it is
important 1o create as many direct links as possible,
One subgroup of a network includes people who work
together or are close friends. Information passed along
10 these network neighbors or “strong-ties™ is percelved
ns highly credible,

X Inerease reachability and conneciedness (o
facilitate the Mow of information and resources. By
tnalyzing the network paths, you can identifly
battlenccks where information {5 slowing down or
stopping.  You also can identifly gatckeepers and
opinion leaders, Both of these network personalities
can be critical to the success of & marketing program
relving on word-of-mouth promotion. Understanding
when individual gatekeepers pass along information
(and w0 whom} can help vou direct your promotional

| messages (o these network links. Another imporiant

network subgroup includes opinion leaders. These are
people whose opinion is highly respected. Having these
network links speak favorably of your information
services can be a key component of a word-of-mouth-
based communicalions program,

4. Diversify networks. “Weak-ties” are individuals in a
network who recetve information through casal

Continued on page 4
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Pearls of Wisdom

If you're looking for different forms of promotion
displays, you may be interested in the sample package
available from Blanks/USA. This company specializes
in providing printers with blank, pre-cul paper forms
for door knob hangers, mble tents, mlodex cands,
ticke1s, small pocket folders, and other ilems. You
probably have seen many of these ilems used 10
promote products in stores and restaurants, You easily
can adapt these promotion tools 1 your own needs - -
just take the arnwork and sample blank form o your
printer. Your printer will order the blank forms and
print them for you, To receive a package of unprinted
samples and a catalog, contact Blanks/USA, 612/559-
3846, or write to them a 2722 Fembrook Lane Noth,
Minneapolis, MN 55447,

According 1o o study by the Technical Assistance
Research Project (TARP) in Washington, D.C,, it costs
about four times more (0 aitract a new customer than it
does to retain an existing customer, If you wonder how
"word-of-mouth” can impuct your marketing program,
consider these findings by TARP. “Six times more
people hear about a negatlve customer fervice
experience than hear about a positive one.” (For morne
information, sce “Stmtegies for Enhancing Services
Quality” by Thomas Kelser, The Journal of Services
Marketing, Summer 1988, 2:3 pp. 65-T0.)

The Gilbert Paper Company just released the winners
of its 515t Letterhead Competition, The Golden Cuill

Awards, The competition selects the best lenarhead
design entries produced on Gilben-made papers. The
winning entries include examples of beautiful designs
a8 well as several interesting printing, engraving,
embossing, and stamping techniques. To receive the
package of award winners, wrile on your company
stationery to: The Gilbert Paper Company, Atin:
Advertising Manager, 430 Ahnaip Street, P.O. Box
260, Menasha, Wisconsin $4952-0260,

IT you are designing or updating a logo for your library,
you may interested in leaming that logos using type are
preferred over abstract symbol images for corporate
communicatlons. A recent anicle in Adweek noted that
only 11% of the Forune 1000 companies employ pure
abstract symbals as logos. Another 35% of the
companies used typeface treaiments of the company
name, while 14% used the corporate nume combined
with a graphic image. Unless your library name is long
and complicsted, you may want to skip the abstract
image of o book or computer and proceed with a
creative design using unique typefaces to establish your

| visual image and (o identfy your Hbrary. (Adweek,

October 3, 1988, pp. 28-29.) The January issue of
Marketing Treasures will explore logo design and
graphic idently systems for libraries,

As you may know, your Marketing Treasures editor
creates and conducts seminars on various library
murketing topics. In the works is a new seminar on
desktop publishing: how 1o create good-looking
promotional pieces using deskiop publishing
capabilitics. The seminar will focus on graphic
techniques and will build on design concepts by taking
existing library materinls and making them over using
deskiop publishing. If you produce newslemers,
brochures, bookmarks, fyers, or other {tems on o
deskrop system, your editor is interested in receiving
copics for use in the seminar. This is your chance to get
free design consultation ndvice! The seminar will
premier at the Special Libraries Association conference
in New York in June 1989, Send your materials to DTP
Seminar ofo Marketing Treasures.

The Intergraphix Company has introduced yellow
paper 0 its line of pre-printed brochure and newsletier
papers for photocopiers. To receive a sample package
call 800/451-2515 or write Intergraphix, 1356
Washington St., Weymouth, MA 02185,
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Get Visible!

Many Markering Treazures subscribers use the clip-ar
that comes with their subscription to enhance flyers,
brochures, and newsletters, Karen Rihacek of the
ATET Bell Leboratories Library in Middleiown, NI,
sent in this application of the cartoon from Cut & Paste
Sheet #2 (Yol 1, Mo 4.)

literature searches.” In sdditon, the exhibit generated
guestions that Karen can address in future newsletter
articles and presentatons.

I would like to hear sbout your latest promotion e ffons!
Call or drop an informal note and sample in the mail.

The event wis an exhibit o display AT&T
Library Network services and training classes
on & network compuier database service,
Karen enlarged the cartoon and the type for
ppplication o afyerand cna 117 x 197
poster. The flyer was photocopied onto blue
paper and distributed. The poster was
photocopied too, and then mounted on poster
boand. Because only a few posters were
necded, Karen ook a few minutes 1o color the
¢lothing of each canoon figure with urquoise,
prunge, red, and purple magic markers. Now
there's an easy, low-cost way of getting some
color into your artwork, and what an eye-
catching difference it makes!

Did Karen's adverising efforts pay off?
Considering that the library exhibit was
scheduled during Yom Kippur and o large
company divisional meeting, the mmout was
good. Karen and the library stafl maintained
three scts of statistics (0 measune the exhibit’s
elfectiveness: the number of complimentary
pens given out at the booth, the number of
people who stopped o pick up Hierature af the
booth, and, of course, a list of people who
registered 1o attend the training classes. Of
Karen's potential 3,000 customers, 198 people
picked up lierature, and 287 pens were given

KEEP AHEAD OF EVERY
PROJECT

LIBRARY NETWORK

MIDDLETOWN -

..1||,'1||"' )
VISIT THE

DISPLAY

Sept. 21st & 22Znd
l1st FLOOR
(by Images Gift Shop)
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put (some people probably ook more than one pen),

While Karen reached approximately 7% af her
potentinl market in measurable terms, the exhibit and
its advertising effons increased the library's visibility
and awareness among potential customers. As Karen
nofes in o follow-up report. . ., the publicity alone
should help 10 generute business by word-of-mouth. 1
also noticed an increase in searches during those two
days from people who never had requested on-line

I'm looking for volunieers! If you have a brochure,
flyer, newsletter, or other promotional piece that you
would like o submit for a “make-over™ in Marketing
Treasures, just mail it to: “Make-over™” /o Marketing
Treasieres, We can’l guaraniee that we will make-over
all submissions, bul we can try, Please note thal we
only can make-over finished printed pieces. Skeiches,
rough drawings, and unfinished pieces will not be
considered for make-overs.
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Worth Its Weight in Gold

This issue of Marketing Treasures includes the next
Cut & Paste library clip-art sheet in our series. The
sheet includes original arwork in camera-ready form,
Il you would like the frst three clip-an sheets from
Volume 1, send 37.50 for each sheet ofo Markedng
Treazires,

To Stay Current and Competitive. Here's o subtle
messape o send 1o your customers. [T they're not using
your information services to support thelr decision-
making, they could risk extinction,

Our Services Are On Target! There's nothing worse
than providing information services that don't address
the read needs of your customers. Why not advertise
how your services meet the specific information needs
of your different customer groups? You could use this
gruphic to introduce a series of brochures or handouts
targeted 1o different segments of your market,

30 Hour Clock, This graphic idea came from

Jeannette Glynn at the Bank of America in Califomia,
She thought of the theme “Wish You Had 30 Hours in
the Day?" to spark interest in her information services,

Pencil Us In, I you suffer from being the Last to know
about an information need, you may want 1o use this
graphic to remind people to begin their search for
information with the library, This graphic would be
appropriate for announcing online search
demonstralions or other scheduled events. It also would
work well with a calendar graphic.

The Power Breakfast. Thiz phrase actually came from
an pdvenisement for the Wall Soreet Joumal. [t lends
itself 1o a number of informition services, especially
current awareness services, Use this phrase along with
supporting text 10 emphasize the imporance of
knowing the latest developments in medicine, business,
or research, and how the library helps 10 meet this
critical need. You could show a cup of coffee and half-
ealen doughnut sitting next o your table of contents
listings or an on-ling search,

Book, Computer Terminal, Holiday Greetings. This
arwork can be used for the holiday greeting card we
describe in the make-over,

Promotion Gems

Always ask your printer for o folded dummy blueline
proof, A blueling is a proof of the artwork taken
directly from the film used to make the printing plates.
It's called a blusline because the paper used for the
proofing tums biue when it is exposed o ultra-violet
light. If theere wre any problems with the armwork or the
film, the blueling should reveal them. Seeing the
blueline should give vou an very good idea of what the
finished piece will look like. Once you have received
the blueling, here are some tips on what to look for:

O 1. Check pago numbers, nules, barders, alignment, hesdlines, page
placement, lolds, snd critbeal regliies aneas.

H L Be sure that pholos are positionesd comecily and that exch is
cropped ard scaled m indicaled on your original eriwodk. Be sure
that pholos heve not been {Tipped over. The Bueling may ba vour
cnly opportunity (o review theie photos, so look closely.

o 3 Cheek o ba sure that ne leal of graphlcs hove been mosked
over oF Uimmed,

4, Check for broken letters or spots, Sometimes dust will get an
the film and cause o letier 1o print incompleiely or causs o solid area
of color © have File while dust mazks,

2 5. Cen't be afradd to questhon snything thal seema wrong, If you
are printing a picce with several calars and screens, be sure yag
isnderitand how tose alemans are represeited an the blueline, and
elseck o pee that they are cofmect.

When you prool your job it helps 10 have a copy of the
original artwork - - either a photocopy or the actual ant
boards, Check the proof against the original
instructions. You can proof your blueling either at the
printer's shop or back at your office; whatever is
convenient and quiet 80 you won'l be intermupted. Your
printer most likely will want a fast "yea” or "nay™, so
be sure to ask for and meet his dewdline.

Use a bright colored pen o circle all problems and to
clarify instructions. The blueline 15 your insurance that
the printing will be done cormectly. If you miss an ermor
on the blueline and vou can't Hve with it after the picce
is printed, vou'll have w pay for the reprinting. If you
note an ermor on the blueline and the printer neglects to
mike the cormection, vou can elther negotiate a price
reduction for the job or have the printer print the plece
Over again ot his expense,

Editar's Mobte; Marketing Treasures arkinally carme with 5 heets
of Thrary chg art and This column provided deas on how To use
the graphics, The clip art images from Marketing Treasures are
o avallables from vessa | BrareC Badrt corm




Library Holiday Greeting Cards

“Personalized library holiday greeting cards, What a
great idea!” your Marketing Treaswres editor said 1o
Gayle Webb, Library Director of the Riverside County
Law Library in Riverside, Califomia,

The holiday season is an excellent time to say “thank-
you" w0 your loyal customers and to say “hello™ o
potential library users. Wanting 0 wish their
customers holiday greetings but lacking the funds 1o
purchase glossy, preprinted cards, the Riverside County
Law Library designed a clever, personal holiday card
for 1987,

Gayle and her staff have graciously agreed 1o share
their idea with Marketing Treaswres” readers and ollow
suggestions for refining the card's presentation.

The original card was photocopled onto legal-sized
golden rod yellow, smooth paper. Inside each
gnowman s tummy was o picture of o staff member.
The artwork was from a commercinlly available
clip-art book.

A quick and easy refinement might be 1o photecopy the
cand onto white paper. You could use green or pink
paper to reflect the colors of the holiday season, but
white would make the photos look better, A further
refinement would be to use a lextured paper, such as a
linen or laid.

Take photos of cach staff member ot the same distance
with the same background. They don't have to be
professional penraits and any good camera with a flash

1; 4
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will do just fine. Be sune to use black-and-white film.
People who have light hair colors should wear a darker
color next 1o their face — white blouses and sweaters
do not work unless your subject has dark hair and
wears contrasting jewelry.

When vou clip out the photos, follow the outling of the
hair and neckline. Make sure you clip the botom of
the photo, below the neckline, so the wop pan of the
shoulders show.

The clip-an snowmen and candy cunes are cule and
seasonal, and [ wouldn't change the holiday spiril. Butl
would test the anwork on o photocopier (o be sure thit
it doesn't break up or cast shadows, For those of you
who would like make your own holiday card look more
*hi-tech” or “informational,” we have provided holiday
versions of books and computer lerminals in this {ssue
of Markering Treasures” Cut and Pasie sheet. To
achieve the Riverside Law Library's personalized look,
insert staff photos on the computer screens with the
names below, or put the photo on a book page with the
name on the opposiie pages.

‘While the original card is legal size, you may
want to use § 1/2" x 11" paper folded in half.
How you arrange the artwork on the front and
inside is up to you, and will be influenced by the
number of staff members you have, Our example
includes enough images o show all of the
Riverside staff photos on a 8 1/2" x 11" picce of
paper. It's a little tight, but it works.

Thanks to Gayle and the staff of the Riverside
County Law Library for sharing a great public
relations ideal




Sparkling Reviews

The Custamer iy Key: Gaining an Unbeatable
Advantage Through Customer Sangfacrion by Milind
M. Lebe. John Wiley & Sons, 1987, ISBN: (-471-
82859-9 $£22.95

It's & well-known fact that keeping your custsmers
happy will lead to repeat business. This book offers
readers excellent, suceinct advice on how to gain and
keep loyal customers, The author investigated a number
of firms representing different industries and analyzed
why these companics have good customer nelations.

Although the format of the information and several of
the companies are similar to Tom Peters's books
(Search for Excellence elc.), the conclusions and
supporting text make this book unique and valunble
reading. In Chapter Three youll read about six
common chrracteristics of customer-oriented
companies, Every characteristic is an essential element
al a marketing progmm — creating and managing
customers’ expectations, making customer satisfaction
everybody's business — these are key marketing
concepts tha frequently get 1ost in the hustle and bustle
of library brochures and management presentations.

A particularly interesting section discusses value and
the three components that ultimately support customer
satisfaction. The author devoles an entire chapter 1o
understanding and managing customer expectations,
while in another chapter he discusses “alter-sale
support,” o sales concept that many libraries could
casily employ (o stract repedl Customers.

Highly recommended reading!

Services Conference Continued from page |

poguaintances, These weak-tles can be the keys o
reaching people who typically wouldn't have an
oppartunity to leam about your information seTvices.
Cnee you know the weak-ties and who they can reach,
youlL can put together a plan to communicate directly to
them so they will play & stronger role in the network.

5. Foster relations with individuals with important
positions. Network analysis can identify people in high
stafus positions who are centrully located in the
organization, The higher a person's organizational
status, the more information s/he passes along and the
greater the influence s/he exerts over other individuals.
Cultivate network ties with these people 20 you can take
advantage of their position and influence in the network.,

Ag with any marketing tool, it takes research to identify
o network ond all s links. It may sound time
consuming, but the end result may be waorth the effort if
you rely heavily on word-ol-mouth promotion
strulegies,

For additional reading, see Jacqueline J. Brown & Peter
Reingen "Social Ties and Word of Mouth Referral
Behavior®, Journal of Consumer Research, Vol 14, Dec
B7, pp 350 - 362,

These ane just the highlights of one presentation. Many
others related to library marketing as well. You may
review the conference presentations when the American
Marketing Association compiles and publishes the
papers. Watch future issucs of Marketing Treasures for
in announcement on when this year's conference
procecdings are available for purchase,
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Movember 16 - 1B “Coping With the
Unfaressen™. Matlomal Associntion of
Covernment Comsryunleators Anmmal
Conference, Rosilyn, Visginia, Contact:
MWAGC T3/81 4821,

December 12 - 14 *Consumer Laddering:
Limking Brand Choice to Perscaal and
Culnaral Vakues™, American Murketing
Association &nd American Peychologicl

I..-:_,‘J—

The Crystal Ball

Associntion in Chicngo. Contscd:
e Paid Universety 315534 1-6200

Immanry 12 " Buiklmg MiskotingPublic
Relasons Programs That Work",
Communic alsn Hn.:ﬁ.np 'I'l"LH'tlJHJP im
Crlando, Flarda, Comact: SOOEER-44{2,

Funaary 27 - 25 "Marketing and Public
Relations™, Led by Chris Oson loe e

"-‘\':ﬁ

Special Libraries Association Middlo
Mansgement Institale in San Francisco,
Comteci: Kathy Warve 2002384700,

Fobruary 10 “Mirketing Mansgemeni for
Libraries”. Led by Chris Olson and
sponsared by ke Flosida Chagptes of
Specin] Libraries Agsociation in
Caingville, Flomda. Contaci:

Chris Olsen 34,64 7-6708.
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