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Putting Your Best Foot Forward: Your Library's Visual Image

As librarians employ marketing and public relations
techniques, they may increase their awareness of how
and what their library communicates visually, A
popular visual communications device is the logo, a
graphic design that represents the Hbrary, it8 service
reputation, and the products it offers. However, there is
more to visual communications than a lonely logo
design plopped anywhere on a brochure cover, The
nexl 1wo issues of Marketing Treasures will cover the
companents of a comprehensive visual communications
program, including why such a program can be
villuable to all libraries,

A library’s visual communications program reflects the
library's image. Image is an intangible but impornant
communications element, Whether you intend 1o or not,
your library leaves a visual impression with its
audience, This impression is created by posters,
newsletiers, brochures, stationery, signs, et¢. —a
visual impression that leaves o lasting image in the
mind of your sudience,

Your library's image is often generated without any
interaction with its actual service. Most people have
thelr first contact with a library through a nonpersonal
communication, such as an adverisement, handout,
brochure, sign, or package. The visual images projected
by these communications devices ARE the library to
those whio don't know any maore about your library
services than what they read and see. If your library
projects o mediocne visual image, your audience”s first
impression of your library will place you at a
disadvaniage in dealing with them.

An important component of any visual communications
program is the corporate identity system. By making
the first impression and continuing impressions
consistently positive, corporate identity syslems have a
positive offect on the overall image of an organization,
The corporate identity system guides sn organization in
visually putting lis “best foot forward”, It specilics how

the logo and all visual communications elements ane 1o
be used and consistently represented.

The objective of 4 corporale identity system is 1o make
the organization look as good as it really is. Virally
all Forune 300 companics have planned corponle
ldentity programs. Small businesses like libraries can
benelil from & well-planned corpornte identity, leading
to growih and recognition., If you're wondering il your
library could use a planned corporate identity system,
{ake these (wo Lesis;

Test 1. Gather samples of everything that has your
library's name on it — signs (both intemal and
external), stationery, bookmarks, invoices/notices, sign-
up sheets, interlibrary loan requests, computer search
folders, business cards, badges, handouis, brochures,
nowsletiers, acquisition isis, announcements, POsSIErs,
open-house invitations, book bags, overdue slips,
nolepaper, copyright signs, date due glips, new
employee packuges, overhead slides — everything that
your library uses where your library's name is (or could
be) included, Spread these ilems on a table, IT every-
thing doesn't look coordinated, you most likely need o
planned identity program. (If you get mixed visual
impressions from these items, think of the Images your
target audience must have of your servicesl)

Test 2. If your library has a logo, look at it critically. If
it doesn’t look as good as your library's services and
product offerings, it’s probably due for a change. Does
it look like it was designed 10 years ago? Doesitfitin
with the present image of your library? You may want
to consider a new design or an updating of your

present design,

Some of you may be concemed because your
organizition has its own logo and you are not allowed
1o display a unique design, but a corporate identity
sysiem is more than a logo design. It encompasses the
Continued on page 6
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Pearis of Wisdom

The deadline for entering this year's John Cotton Dana
(JCD) Library Public Relations Awards Contest —
February 1st — is rapidly approaching. To request an
information packet, including entry forms, write 0 the
Library Relations Department, The H. W. Wilson
Company, 950 University Avenue, Bronx, NY 10452,
Entries for the contest may reflect any one of the
following time frames: Calendar year { January -
December), School year { Fall - Spring), and a special
project that ended in December.

By the way, members of the JCD Library PR Awanl
Contest Judging Commines are interested in promoting
the contest at state and reglonal library conferences.
Contact Sandy Scherba at 313/632-5200 if your group
would be interested in hearing the inside scoop.

The Denver Public Library (DPL) manages an
intemship program for MLB A, students in which
students complete marketing projects for a cournse
grade, While the intemship involves lots of hard work,
it provides marketing rescarch that the library might not
otherwise be able to afford to purchase, To find out
details, talk 1o DPL's Marketing & Development
Director, Suzanne Walters, 303/571-2366.

Well-designed posters can be a very effective way of
communicating with target audiences. For inspiration,
you may want 1o get a copy of 25 Good Posters by
award-winning designer Peter Moon, The book

promotes Westvaco's printing paper, Celesta, and it's a
beautiful reference ol on poster design. To order this
free book, contact John Roe, Fine Papers Division,
Westvaco, 299 Park Ave., New York, NY 10171
BOO/235-3782.

The American Library Association’s (ALA) Library
Administration and Management Association (LAMA)
Public Relations Section (PRS) Education and Training
Commitiee is proposing the establishment of a week-
long institute on library public relations and marketing
basics. The institute would be sponsored by LAMAS
PRS and co-sponsored by accredited library schools.
‘The proposal will be reviewed during the ALA mid-
winter meeting.

Never let it be said that library curment awarensss
services are boring. Consider this dramatic description:
*The Technical Library can help you keep up with the
news, Like Arngus, the hundred-eyed guardian of lo, the
Library will waich out for magazine articles,
gnnouncements, books, and other items of interest o
you.” Submitted by Jeanette Glynn of the Bank of
America as seen in her company ‘s newsletter in an
article describing library services.

Vamishing Is a printing process that can glve an elegant
touch to a printed piece. Dull or gloss vamish can be
added 10 printing inks or it can be applied on top of
other inks. It's especially dramatic when gloss vamish
is used on a color surrounded by flat black ink — it
really makes the glossy color “jump™ off the page. To
learn more about how vamish is used as a design tool
write to The Idea Exchange and Promotional Service,
8.0, Warren, 225 Franklin St,, Bosion, MA D2110.

Librarians practicing in special environmenis will be
pleased to know that this year's graphics for National
Library Week theme — “Ask A Professional. Ask Your
Librarian," — will look at home in any library setting.
Campaign materials are available from the ALA
Graphics Office. A complete kit of four posters,
bookmarks, and campaign book costs $25. ltems can
also be purchased individually, Contact ALA Graphics
BO0Y545-2433 or 312/944-6TED,

Tum-on your colleagues to Marketing Treasures and
get a free subscription yourselfl Write to us at 857
Twin Harbor Drive, Amald, MD 21012 for details.
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Profile

The Universily of Nebraska Medical Cenfer
MecGoogan Library Introduces LEON, its
Integrated Library System.

“Congruiulations! Your Library has been selecied as a
winner . . . * read the letter from the 1988 John Cotton
Dana Public Relations Award Judging Committee.
Here's the ingide story of how the MeGoogan Library
of Medicine introduced it new integrated library
system and won the John Cotton Dana Public Relations
Award, a5 10ld by Nancy
W Woelll - Director, Dorothy
= % Willis - Associate Director,
i % and the library staff,

.

Y We introduced the new
Y automated library
\ &ystem at the
. University of
% Nebraskn Medical
Center (UNMC), &
large academic
health sciences
Y DERer serving
the
midwesiern
United
Stutes,
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d:mumc.
mult-faceted
institution with diverse
ini'nrm giion requirements. It is
composed of seven educitional units, three
rescarch institutes, and o 412-bed hospital. Our goal
was 1o elicit maximum acceplance of our planned
integrated library system, LEON, among these diverse
constituencies and from the McGoogan Library staff.

We segmented our target markets so publicity effors
could be tailored to the individual needs of each market
segment. In priority order of importance, those groups
included: 1, library faculty and staff, 2, UNMC faculty,
1) UNMC staff and students, and 4) off-site
constiluencics.

Because we had a limited budget, we planned activides
to give us the greatest possible exposure for the dollars
spent. The task force chose cost-clfective promotional
malerials and activities that would make a substantial
impact both in the library and throughout the campus.

The commines elected o use non-educational and non-
technical communications for the campaign,
Promotional materials and sctivities included a
videotape, brochure, logo, newsletier, speaker's bureau,
plher printed materials, and verious special events,
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Library literature indicates that open communications
with staff members are beneficial during the
implementation of new technologics, To facilitate staff
acceptance of LEON, we developed a weekly in-house
newsletter, and used bulletin boards, special
information sesslons, and a “bug box™ [or noting
problems with LEON.

The newsleter, Lines on LEON, improved
interdepartmental communications by involving stafl at
all levels and in all depanments, Bulletin boards
displayed graphics and pert charts visually describing
the progress of viurious LEON bench marks.

Continued on page 4

Marketing Treasures can now be reached via FAX, To
send us meszages dial 301/647-(4 135,
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Profile Continued from page 3

Grroup meetings also were used as communication
tools. We scheduled all-stalf meetings 1o explain the
incoming system and answer guestions about
implementation, To help ensure that outgoing
information about LEON was accurate and timely, the
publicity 1ask force

We addressed staff and students in a mome general
fashion. We ran news articles in three campus
publications, One of these was a four-pan serics
accompanied by pictures and antwork, including the
LEON logo. Catchy headlines — A Library At Your
Fingertips”, “LEON Lets Your Fingers Do The
Walking" — ensured that aricles in the

scheduled regular Library Introduces LEON —
meetings with system ‘A library sl your fingertips'

experts from the library Sliasmmapey trerm ne et o 0
i computer services. =‘:—E§L-E ﬁ% ﬁiﬂ%ﬂ

As implementation
tpproached, mechanisms
for reporting quirks in
the sysiem were
required. The solution, a
"bug box" where svslem
problems were reporied,
defused fmustration by
providing a means to
share problems with
others on the staff, Sl ek g
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serics would recelve maximum readership.
We also offered “Lunch ‘n® Leam™ lecture/
demos for all interested Medical Cemer
personnel. We designed a brochure for
gencral distribution and placed unique table
tents on cafeteria tables during the first
week LEON was available, Finally,
LEON's initial “appearance” was heralded
by bunches of helium balloons that,
complete with ribboned streamers, we
pitached o all of the LEON termingls
scattered throughout the library,

We believe that our adherence 10 the
marketing model of target marketing was a
key factor in the acceptance of LEON,
Segmenting our market enabled us o
maximize our publicity efforts o create an

finally arrived, we

deviated from our planned approach by sponsoring a
surprise party for the library staff. Complete with non-
alcoholic champagne, confett, lowers, balloons, and
door prizes, the “Let's Launch LEON" party was a real
boost 10 morale.

Cur external constituencies were divided into three
segments: 1. faculty, 2) staffl and stedents, and 3) ofl-
aiie users, Since off-site customers would not be able
to use the system until later, their needs were not
addressed during this publicity campalgn.

We fell that positive reactions 10 LEON would likely
stem from faculty perceptions. We addressed faculty
needs by forming a speaker’s bureau, consisting of
volunteers from the library, We scheduled
presentations during the regular meetings of the 33
individual faculty or senior administrative groups on
campus, Presentation materials included an outline,

handouts, a list of anticipated questons and answers
that was updated daily, and a brief, ententaining, and
informative videotape on LEON.

impact among identified market segments.

The library as a whole continues (o benclit from the
process used for publicizing LEON, The system
brought librarians out of the library and into faculty
meetings. In the process, we enhanced our already-
established reputation for innovation

and confirmed our reputation as
excellent communicators.,

For additional information on
the LEON publicity effor,
contact Dorothy Willls -
Associate Director «
McGoogan Library of
Medicine « University of ,
Nebraska Medical
Center = 42nd & il

Dewey Avenue =
Omaha, NE d i
HE105-1065 = ;
402/550-4326, /
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Worth lts Weight in Gold

Conference program committees for the Special
Libraries Association (SLA), the American Library
Associntion (ALA), and other professional groups are
planning a number of marketing programs. Your
Markering Treasures editor got a peek of what's in
store for folks the attending 1982 annual conferences
this summer.

The SLA conference program will alfer & several marksting
programa. On Mondaey, June 12, the Markeiing Section of the
Library Management Division will be habding s Swap end Shop,
Last year's seamion was such n succeds that an encare was m arder.
O course, for if b be successlul, peopls have to provids materiali
for “shopping " and poster sssslons lor "swepping ™. Contsct Liz
Bibby 40488882483,

The Markeiing Sectbon alse will sponscr a program on Wednesday
afternoon, June 14, entiilod “Maketing Through Elestronic
Information Chanrals™, A panel of thres speakers will spenk an thedr
pxperienoe promoting librery services through electronio

mail systema.

Your Markering Treaures editor will moderate a pane] discussion sl
the SLA conference on Tuesday allemoon, June 13th. Entided
“Insider Sworlei: How Librasians Are Pricing Thekr Information
Servicen"”, the program will festurs three librarians who will review
how they set prices for thedr libearies® services and procducts, how
they charge customers, and the sccounting considerntions involved
in making & pricimg stralegy succeasful,

The ALA conferencs in Dallas (his summes prombies sevoral
inderesting marketing programas. The ALA Publike Relations Sectlon
will ok its esmual Swap and Shop st the Dalles conference. This
year's theme 18 *“The Best Latle Swap & Shop in Texas". Contact
Chris Clibean 3124554104,

Kaycee Hale will speak sl the The National Library Week
Commdties meeting on Jure Jbth, ot the ALA conference. Kayees
will address marketing and the image of librarians.

The Masonal Lilvary Week Compiilics will sponsor ils ssmunl PR
Assembly at the ALA conference. On Sundoy, June 25th, afl the
pections and divisions of ALA invalved in public relations sctivities
will get ingether 1o “netwark", Cantact Desn Burgess, Chatr of the
Mutional Litrary Week Commiwes, s B08/303.8501.

The ALA Public Library Assoointion {PLA) Marketing Committes
will spansor “What's Hot, What's Not: Using the Product Life-
Cycle o Know When to Add aor Drop Litrary Services”, Four
speakers will address the tapic an the moming of June 27th.

Charluins Bxell will discuss sipscis of public speaking in her talk,
“4 Fatn Warse Than Death™, at the Medical Library Association
conference on May 2i0th,

Promotion Gems

A major consideration in developing a brochure design
is its fold pattem, To present information in an unusual
and exciting way, a creative fold can tum ordinary text
into an interesting brochure There are two common

patterns for folding a sheet of paper: parallel and right-
RIGHT-ANGLE

R

A parallel fold is one that runs parallel wo a previous
fold. Business letters use parallel folds, A right-angle
fold is one that is perpendicular 10 o previous fold. A
familiar example is o formal invitation, where you open
the invitation and have 1o tum it to open it again. Right-
angle folds are also known as “French Folds",

By combining parallel and right-angle folds, you can
fold a piece of paper in a variety of ways 1o achieve
different effects, Here are two folds to consider for
your nexi brochure:

Z-FOLD

GATE
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SF arkﬂng Reviews Visual Image Continued from page |

overall image projected by all visual communications,
“The Library Newsletter: 1s It For You?", by Sylverna Although a logo design frequently forms the base of
Ford, College & Research Libraries News, November this image, & coordinated “look™ should be pursued in

1988 (49:10), pp.6T8-652. the use of ink colors, paper textures and colors,
typelaces, and secondary graphic clements, such as
The library literature is conspicuously void of good rules, color bars, circles, triangles, etc.

articles on library newsletters — the process and
behind-the-scenes considerations.  This article presets | Onee you have decided that you need a corporate

the guidelines Ms. Ford developed for producing, identity system — and before you call a consultant or
Resources, the newsletter of the Camegie Mellon the company public relations department — consider
University Libraries. the following:

While the article is shon, it is packed with all the nght 1. Define your business, In what direction is your

questions. What is the purpose of the newsletter? Who library moving?
ig the audience? What will be its image? Its style? After | 2. Understand your library's current image with its
reviewing these communications concems, Ms, Ford present customers, prospective clients, and stafl
considers the practicil concerns of cost, layout and de- members. Do you want to change this? What do you
sign, prodect, distribution, siaffing, and quality control, | want your new image to be?
3, Define your library's goals and stralegies.
If you're considering issuing a newsletier or currently 4, Identify the items and opportunitics that can be used
publish one, this article may reveal new insights. The to reflect your library's visual image. B
working guldelines and specifications for Resources,
along with a recent copy of the newsletter, are avallable Being able to discuss these four elements when

upon request. To obtain them send $4.00 (check or developing your identity sysiem will help to get your
money order) 1o Resowrces Editor, Hunt Library, library"s corporate identity system started in the right
Camegie Mellon University, Administrative Services, direction, The next issue of Marketng Treasures will
Pitsburgh, PA 15213-3890. review the components of an identity system.
s )
| The Crystal Ball
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