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The Anatomy of a Library User Guide

Library guides usually begin innocently enough - the
staff gets tired of answering the same old guestions and
prints up a fyer that provides an overview of hours,
rules, ind guidelines. Soon other Nyers are developed
to answer other questions, and belore you know it, a
whole flotilla of footloose Myers are floating around.
Many arc outdated. Some flyers are written in great
detail while others are vague, Handed a fistlul of Ny-
erg, library customers feel confused and overwhelmed.
The fyers get trashed and the stalf finds itsell answer-
ing the same old questions. At a siafT meeting cveryonc
cries "Cet rid of the Nyers!™ "Update the information!™
“Stop these mundane questions!™ And a library guide
is bam,

Sound familiar? Ah, yes, And you have drawn the
shor straw 1o produce the library guide. Oh joy! Wril-
ing a guide, whether to library services, archives, or gn
onling catulog system, is a tme-consuming project.
This article will highlight considerations for producing
a guide that meets the library's objectives and the user's
information needs.

First of all, let's face it, not everyone reads user guides.
[t should come as no surprise o a librarian that it's a
whole ot easier 10 ask someone for an instruction than
1o track down the answer. (There’s job security in that
stutement somewhere.) The challenge is to produce a
guide that the majority of people will review and keep
lor future reference.

The second point 1o be made is that a guide is not a
promaotion piece! When was the last time you bought a
car because of the information you read in the owner's
manual? Didn't read the manual? That's because you
received glossy brochures that pointed out features, not
how to do something. The purpose of a library guide is
o help people get the most from your information ser-
vice by instructing them on how to do something, for
example, place a book request, order an online search,
use the microfilm collection. The purpose of a promo-

_ flion piece, such as a brochure, is 10 convince the reader
that the library's services are valuable 1o use. Don't rely
on your library guide as a promotion tool. User guides

don't sell information services; brochures with features
and positive statemenis do.

Now that those two imporant points are clear, here is
what you need to consider for your user guide.

Coverage. What will the guide cover? All library ser-
wices and products, or only select ones? (Be caneful
here; you don't want to create another fNotille,) How
in-depth will the guide be? Will it include instructions
on how o use the Dewey Decimal System? Will you
provide hints on using the library's resources for certiln
types of projects — perhaps provide a checklist of
library materials and titles to be reviewed for the do-it-
yvoursell library customer?

Make a list of what you think should be included in the
guide. Be sure 1o find out from the staff at the fromnt
desk the most commonly asked questions. Ask library
customers what questions they have aboul the library's
services and products. Remember 1o make similar in-
quiries with infrequent library users = they'll probably
benefit from the guide the most. Review other library
guides, particularly from libraries with a similar subject
covernge or customer profile. Note what you like and
dislike,

Organization. How you arrange the contents will
make or break your library guide, Your editor has
found that building an annotated outline from the list of
topics to be covered is the easiest way to get starled.
You can organize the contents alphabetically by topic
or group them by services or producis or by physical
location within the library. If you find yourself with a
multitude of topics, using index cards or a computer-
based outlining program will be a big help in trying out
numenous organization schemes.

Don’t try o produce a guide in one afiernoon. Work on
it and then let it “simmer on the back bumer” for a few
days. Be alent to library customers and how they use the
library's services and products. Are there any patiems
that could be translated 1o the guide's organization? The
more you work with the list of wopics and your anno-
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Pearls of Wisdom

Anyone who is interested in color will be interesied n
reading the latest issue of Step-By-Step Graphics. This
magazing is devoted entirely 10 the wpic of color, Ar-
ticles cover the basic color concepts, the psychology of
color, varipus lechnigues of using color in graphics, and
color on compulers, and one oven olfers a peck il how
trend-setting colors are identified and used, Tipped inio
the pages are two colorfully printed paper samples that
demonstrate different colos print techniques, Look for the
MarchyApril (Volume 7, Number 2) issue of Step-8y-Step
Graphics at your local magazine stand, or send 87.50 for
a single issue 1o Dynamic Graphics, 6000 N. Forest Park
Drive, Peoria, IL 61614-3592,

Looking for labels? Especially the type that advenise
your library's phone number on little wlephone-shaped
stickers? Can't affoed 10 have folders prinied with your
logo? Why not have labels printed (o put on lolders? A
source for a wide variety of lnbels is Lancer Label, Ask
for the 1991 Lancer Line Catalog for & complete assort-
ment of labels, including labels with hard-1o-find shapes.
For a copy of the catalog, write 1o Lancer Labels, P.O.
Box 3637, Omaha, NE 68103, or call BOO/228-9668.

I your oudio cassette collection needs some variely,
perhaps some (apes from National Public Radio (NPR)
will help, Their Catalog of Sound; 1990-91 offers some
of NFR's best programs., Topics range from health re-
ports, biographies, science fiction, and piano juer o sell-
help. For a copy of the calaleg wrile to: NFR Fublishing,
2025 M Street, N.W.. Washington, DC  20036.

The January,/February issue of Currens cites the resulls

of u recent survey by Speciality Advertising Association
International concluding that more than three-quarters of
corporate executives interviewed said they had promo-

| tipnal prodocts—such as a colfee mug, calendar, pen, pa-

perweight, or notepad — on their desks, These ilems were
given o them free of charge and carried an advertiser's
name or mesage. The survey also found that 52% of those
surveyed had three or more advertising itcms on their
desks, Another survey, cited by the Service Dealer’s
Newsleiter, found that five of every eight airport travelers
interviewed were carrying advertising ilems, Sixly percent
remembered the sdvertiser's name and maore than half said
thiey used the advertiser's product or service.

The Rugge Group, the people who present the “Informa-
tion Broker's Seminar,” are now offering the free feforma-
tion Broker’s Resource Kir, To receive the kit write to: The
Rugge Group, 46 Hiller Drive, Oukland, CA 94618, or
phone 415/649-9743,

Those readers thinking about producing a video of their
library's services and products may be interesied in know-
ing that the American Library Association Council has
approved a Video Roundiable. This in response 10 Lhe
increasing importance of video in all types of libranes and
the need for librarians to be informed about this rapadly
changing feld, The roundiable is being chaired by Pat
Lota, Visual Services, Toledo (Ohio)-Lucas County Li-
brary. If you are interested in finding out more of what the
roundtable group will be discussing, contact the ALA
Video & Special Projects Office a1 312/280-5053.

The American Paper Institute has just announced the
availability of its Printing on Text and Cover Papers:
Texture and Color, This 140-page publication is packed
with ideas, information, and insights on every aspect of
designing, planning, and producing a printed communica-
tions piece. The book includes 36 samples of text and
cover papers in o range of colors and lexiures, displaying
dilferent printing technigues, This is the type of book thal
graphic designers refer o when seeking ideas and advice
on how 1o give a special look 1o their designs. You may

| wince at the $75 price tag, but il you are secking 1o in-

crease your knowledge aboul paper, printing, and design,
this book promises to be waorth il For more information
contact the American Paper Institute, Dept. SBS, 260
Madison Ave.. New York, NY 10016-2499, or phone 21/
34040798,

When geiting bids on printing. be sure 10 ask if the final
price includes delivery charges. Those charges can really
mount up and the low bidder may nol be the best buy if
delivery charges are extra. Also, if you wanl the delivery
1o be made 10 your fronl door, make sure there isn't an
exira charge, For many companics, delivery means
“dropped ofT a1 the loading dock."
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tated outlines, the more you will get a "feel” for the way
you want the guide 1o ultimately present the informa-
tion. During this process ideas will come to mind that
should be jotted down on a piece of paper. Stan 1 mas-
ter list of ideas, things not o forget, concepls, and other
thoughis that come (o you as the guide settles into an
organized presentation outline, Your editor has found
master idea lists to be invaluable checklists at the end of
large writing projects.

Inclusions, While organizing the guide's subject cover-
pge, other independent pieces of information will begin
to emerge for consideration. Should vou include:

Photographs = of the Hbrary facilitles? A puide
without illustrations or photographs is very intimidating
and 15 less likely o be read or used. Try 1o include pic-
tures of people using the library's facilitics. Don't take
photographs of shelving units.

Photographs - of the staff? No. if you have a
high stalf umover mie. Yes, il your siaff is siable
enough 1o last the three years the guide will most likely
be circulated before it's updated.

Floorplans/layouts? Yes, but don't use architec-
fural drawings or hand-drawn maps, Architeciural ren-
derings are o0 detniled. Have someone simplify the
rendernings so your customers can find the library's ser-
vices and resources. Customers don't need 10 see how
many chairs are in the reading room. And please have
the Moorplan reproduced by a professional drafisman or
designer. With loday's computer scanning equipment
and drawing programs, there's no excuse for not produc-
ing legible, casy-wo-follow Noorplans.

Hiustrations and diagrams? Yes! Whoever said
that "a picture is worth a thousand words” was right on
trgel when it came 10 producing a guide, 1t is much
casier to assimilate instructions about a service process
through diagrams than through words, That isn't (0 say
that your guide should be composed of only diagrams
and illustrations, However, you should identifly library
services that lend themselves to visual explanation,
such as the interli loan process, online database
scarches, and book purchasing, Diagrams are paricu-
larly helpful in providing an overview of a process and
visually linking services to end products. Illustrations
and stylized pictures can be used as visual markers (o
highlight recurring, similar types of information.

Table of contents? Yes. Il your guide will be
morg than 20 papes and topics are not limited to one
page, then a contents listing will be helplul. In fact, if
vour guide is going to be voluminous (ves, some Librar-
ies produce guides with mone than 50 pages), then cach
section should have its own table of contents. Indexing

the guide 15 also a good idea — just don't get carried
away.

Glossary? Your editor has yet o see a list of
library jargon terms in o library guide, but it scems like
a reasonable idea, especially if you find it difficult 1o
write about library services and products without using
terms like reference, bibliographic, serials, mono-
graphis, curment awarencss, and other terms thist mighi
need translating (o the laypersorn.

Forms? 1T your forms change frequently or if
they look overwhelming, then don't put sample forms
inio the guide, But on the other hand, supplying copies
of forms that can be photocopied by the user 1o request
services can be a real plus.

List of frequently asked guestions? Great idea,
[t doesn't hurt 1o repeat information, and the Q& A
format can deliver library usage instructions (o people
who might otherwise not get the message becouse they
make it a habit not to read user guides, There are many
people who fall into the "non-reader of guides™ cat-
egory. These are the people who load computer soft-
ware and try 10 use it before passing a glance over the
user guide, Even if you are not a “non-reader,” you
probably know someone who 18, Generally characier-
lzed as impatient souls, these are the people who cause
library siall members (o mutter under their breaths, As
the producer of vour library's guide, vou should iden-
[y every leasible means of heading the "non-reader”
off at the pass. Use illustrations, disgrams, cheal
sheets, Q& A's, quick reference boxes, summary over-
wiews, checklists . . . anything that quickly and pain-
lessly impans information.

Writing style. Strive 1o make your guide "user
friendly." The writing style shouldn't be dry, Consider
the following guidelines:

« Wrile in plain, ordinary English and avoeid
acronyms (if you must use some, defing them in the
glossary), library jargon, and 1echnical terminology —
especially when writing about online computer search-
ing and using CD-ROM uCts.

+ Construct short, uncomplicated sentences.
Don't write "down™ 1o the resder, bul save your com-

pound, complex sentences for another day.

= Assume the point of view of the library cus-

. tomer, taking inio account both regular customers who

could be considered 1o be “advanced™ users of library
services, and infrequent or new library customers, your
"beginners.” Such consideration may lead you 1o have
an "advanced" library user section in the guide 1o pro-
vide helplul hints and inside tips for the do-it-yoursell
researcher.

Gontinued on page 4
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= Whenever possible and appropriale pul in
examples of how to use a library service or product.
Examples tend 1o reinforee instructions.

= Use the active tense when writing. The pas-
sive tcnse makes guides very impersonal. Change "The
library user will find all the books . . ." o read "You
can find all the books . . .~ If you have difficulty writ-
ing active senlences, envision yourselll speaking di-
rectly to a library customer. What would you say? And
how would you say it?

Layout and design. Be prepared 1o wrile at least three
drafis of the guide, and maybe more depending on the
tendency of your colleagues (or whoever will be doing
the reviewing) 1o be picky. After you have a draft that
you believe represents the basic guide, then you can
begin thinking abouwl the visual layout of the copy. You
will probably have jouled down some ideas on your
master idea list —use them as a starting point. Even il
you plan to have a professional designer do the linal
production, you should be prepared 10 make decisions
on the following:

Typographic rreatments. Y our guide should
present itz information in a consistent form. This will
help the reader 1o recognize topics and instructions and
i scan a printed page for o specific type of informa-
tion. Most word-processing and publishing programs
offer style sheets, Use this feature to maintain consis-
tency in your guide. If you don't have a computer-based
style sheet, then maintain one on a picce of paper,

(o through your draft guide and identify all the dilTer-
enl Lypes of copy it wses — body copy, headlines, cap-
tions, examples, subheads, page numbers, section titles,
running titles, highlighted instructions, etc. What type-
faces will you use for each type of copy? What will be
the point size? Will special treaiments be used for any
of the copy, ¢.g., italics, boldface, underlining, upper
casc? How many spaces will you pul between para-
graphs? scctions? subsections? What gets indented and
by how much? Where will you use bulleis? askersks?
dingbats”? other special characters?

Once you have identified your typographic treatments
and styles, take some of the copy from the guide and
try the styles on for size, 15 it casy 1o read? Docs the
text scem (o visually ow down the page? Make
changes to your style guide, but realize thal you prob-
ably will have 1o make adjustments during the final
layout.

Page layous, You should develop a grid for the
page layout. A grid standardizes how the text will be
formatted on the page. First of all, what will be the
final page size? If you plan on mailing the guide via the
1.5, mail, then a size that will fit into a standard office
envelope will prove to be the most practical. Will you
use a two-column format, or will you divide the pages
into three columns, using the outside third column o
draw attention to instructions with margin notes? How
much space will go between the columns? What about
margins — Wop, boltom, lefl, and right? Where will the
page number be placed? The running head? Will any
special design treatments be used w define the layout
space, for cxample, haidine rules, dotted lines, bars?
Where will you place your illustrations and diagrams?

Laying out the page is very imponant, 5o don’t skimp
here, IF you find yourself over your head, get profes-
sional assistance. BEemember, you want this guide to be
used, First impressions are based on how a guide looks,
In fact, once you have a layout with some draft copy in
it, test it on a few customers, Ask them for comments
and suggestions. If vou find a customer who is willing
o review your cntire draft copy, go for it!

Production. Early in the development process you
should have identified how the guide would be pro-
duced and any limitations that would be encountered.
Will the guide be photocopied and stapled? Will it be
printed on a regular press that will print a couple of
colors? What type of paper will you useT Perhaps you
can use colored or lextured paper w mark different
sections of the guide. If your guide is lengthy, consider
a three-ning binder with labs, Many libraries apply the
layered look o their guides. This is fine, but don't put
Iooze, layvered pages in a folder. The pages tend to flop
around and are easily lost. Most library guides are
staple saddle-stitched down the spine, but you may
wanl 1o consider a colorful plasticoil or plastic comb
binding instead.

There is a a lol o consider when producing a guide.
Your editor has tried (0 raise only the major points
here, Oh, and one more tp. Take yvour original produc-
tion time estimate, and increase it by 25%.

Thés anbele {a based on the ex perence of your editor, who has for the
lusa five years prodeced the user gulde documenmasion for ibe software
program (Fratefl Med, Mo recently she eoondinsed the prodoction of
thee PEM) Liper Giatiider, whick was cited as "Best of Show™ and received
ithe “Award of Distinguished Technicel Comvmunlcatios™ at the 199091
Publscatione and AR Competition of the Sauthweatern Do Chapter aff
e Seclery for Technical Communlcation The PO User Guide i3 now
being jedped 81 e socicly's inlormalional commpolihon.
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Worth Its Weight in Gold

This issue of Marketing Trearures includes your new Cul
& Paste clip-art sheet, The sheet presents original artwork
in camera-ready form. Il you would like previously pub-
lished clip-urt sheets, ask for the Cul & Paste Clip-An
Order Form, 11 shows all the clip-art sheets that have
appeared in Marketing Treasures.

Hop on Down to the Library., With National Library
Week right around the comer, your editor thought it i
would be fun o offer some light-hearted graphics os an
alternative o all the serious images and messages out

there, You can use the three frog images together or as
single ilems. Y ou can also combing any of these frogps

with the Spring News headline,

Spring News, If you don't issue a newsleltes on a regular
basig, then you could use this graphic as vour masthead
banner and publish a one-page updale sheet of what's new
in the library, Using a seasonal title such as Spring Mews
doesn't obligate you to a regular newsletter. {Although
you should be publishing something on a regular basis!)

Rtuqy. Fire. Aim. No, this iz nol a mistake. The mes-
sage 18 "you wouldn't shoot before aiming. so why tackle
your research, business plan, or competitors without first
geiting the facts from the information center?"Use this
graphic as a one-page print ad or & poster with an adapta-
tion of the message that fits your customer profile in
smaller print at the bottom, And by the way, there's no
reason nol 1o place advertisements for your services and
products in your own library newsletter. A full-page ad
using this graphic on the back page of your next newslet-
ler is guaranieed 1o grab attention!

Rolodex Card. Here's 3 graphic that you can use 1o draw
stiention (o your library's lelephone numbers, e-mail
address, and other important access poinis,

Colfee Mug. We've made this mug large enough for you
to put your library's name and/or logo and phone number
right on it, The graphic could be used 10 announce mom-
ing library tours or a library promotion with coffee mug
giveaways, or, accompanicd with text, it can promode
vour lmest alertcurrent-awareness/ftracking service,

Piece of Cake. The impact of a message is increased
when the message is accompanied by visuals, This
graphic can be used o emphasize how casy it is o utilize
the information center's resources, 15 you want, add words
o announce your open bouse during National Librory
Week - and serve cake.

Editors Mote: Marketing Treasures ariginally carme with sheets!
of library chp art and this column provided ideas on how to use

Promotion Gems

Sameume durning the year most Marketing Trearures
readers generate usage statistics aboul thelr information
cenler's products and services, The stalistics range from
the number of questions answered at the reference desk 1o
e numbser of book ttles added w the collection. Most of
the time these stulistics wind up in & report that is for-
warded 10 upper management as part of an effort by the
center o vindicate its reason for being. Afer all, when an
arganization can point oul that il answers xyz guestions
per moanth, there must be s need for i}

But ynforiunately the statistics aren't [ool prool protection
rom budget culs, Submited in a dry repart, the numbers
that show the center's worth are frequently forgolien or
not reviewed when the dollars are allocated, What's a
librarian to da?

How sbout furning (hose siatistics info promotion (ools?
Why not analyze your statislics 10 see how you can turn
them into positive siatements, Here are some examples:

Every 5 minutes our information center stgff
ianswers d question, Take the yearly reference service
tofals and link them o indervals of tme, Obviously, the
time interval should make a positive impression.

Clur sigff offers over 400 years of combined pro-
feasional experience, Total all the professional years of
experience the library stafl offers, Don't limit the years 1o
working in your current organization. Professional years
it other library jobs contribule (o the pool of expertise.

FOU reasons why the information center should
be your first resource. The number could refer 1o your
collection of online dunbases, reference materinls, or
other information resources,

The library gives 25 people a day a reason 1o
cheer! Let's face it, most people are very happy when the
librarian finds clusive information for them. Take your
usige statistics and build a statement that expresses just
that. A varintion could be: Qur st hears "Thank You™
25 Himes a day!

10 ways lo gel the answers to your questions
Of course, when statistics fail to be supportive, be cre-
alive. Use this headline and list your library’s name and
phong number 101 times.

Put your statistics 1o work, Use them 1o emphasize the
imporiant role the information center plays in your orga-
nization.

the graphics, The clp art images from Marketing Treasures are

maw avallable from wwiw LibrargC lipArt com
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Sparkling Reviews

Jervices Marketing. Second Edition. Christopher H.
Lovelock. Prentice-Hall, 1991, 536.00
ISBN: 0=13-807066-0

If i's been a while since you've read any marketing lit-
crafure, oF il you're looking o augment your knowledge
base of marketing techniques, this is a grear book 1o
have on hand. Edited by one of the leaders of the ser-
vices murketing concepl, the book is o substantial updare
and revigion to the title published seven years ago.

What makes this book o worthwhile purchase is its di-
vierse olferings, Ii containg three (ypes of muerials:
original ext chaplers wrilten by Lovelock on various
aspects of service marketing: reprings of artcles, many
of which arg considered 10 be recent landmarks in the
services marketng lieratere; and case studies. The mo-

terials are pulled iogether into four sections: Undersianding
Services, Strategic Issues, Tools for Services Marketers,
and Challenges for Senior Managemeni,

I vou look at the book as an anthology of readings in mar-
keting, your editor believes you will derive the greatest
benefit from the ideas, insights, and discussions its pages
offer, You need not start with the first chapler; be danng-
select a chapler of interest anywhere in the book. Read it
and give the marketing side of your brain something 1o
chew one Lovelock always puts a lod of meat inio his wril-
ing, and his articles here are no exception. If you're & mir-
keting novice this book may nol be for you, bui for those
wio understand markeling concepts and are looking for
[resh, new perspectives Tor a library marketing poogram,
Services Marketing may be the perfect buy.

II.-r__‘,:-

ardl Cuaily Measuromend Condomnca in
Washington, DC. Sparsored by tha
Arnarican Markating Associaton,

Confach: 3127648-0630, axd. 232, 475-5000,

Hiska Iy Frinsna, G54, Sponacred by tha
Fragna fnaa. Library Councl, Contaol
Sharon Vancercook 200/488-3220,

| April 10-12 The Fourth Annual U5, Pricing
Conlpronce in New York City, Sponsonad by

Al 13 "Tha Irdormation Brokar's Sorminar:
o (o Maka bMondy s o Foo- Based
informniabion Sardca”®, Led by Sua Rugge in
Wi Conlact: 415849-9743

April 18 “Personal and Profassional Imago
Projection”, Led by Hayose Hale in Inda-
rapole. Sponsonad by tha Indlana Liorany
Association,

Contact; Chis Mier 31 7/845- Conlrenca in

Apil 23 “Gatting Primed Materals Pro-

|| chcad®, Seminar oflarad by Perlomnance
Sarrirar Group in Mow York Ciy,
Contact: BORTET-2714,

Aprl 25 "Erhanca Your imaga . . impac
Your Organtzation”, Led by Kaycoed Haa in
Sookane at the Washington Library . Chicagm in

The Crystal Ball

Apdl T-0 Third Arnusl Customar Satisiaction May 1-3 "Printng for Peopla Who Ao 't
Printars®, Saminar aponsomsad (y tha
Rechanter inasita of Techroakadgy in
Rochantar, MY, Gontact al Johneon 716/

Aol § "image of Excolonce”, Led by Mayces May 2 "The inlorrmation Brokor's Sarminar
How 1o Maka Money an o Foo- Basad
inforrmation Sorvice®. Lod Dy Sue Fuggae in
Frisdeiphe ol the Aasecation ol indapan.
i Information Prodessionais Conlorence,
Conimct 415049.9743,

i Pricing irstiute. Contact 241 2828-1260, May 2-8 “Cheasticnnals Design and Lisa
Wirkshop®, Sponsoned by Anderson,
Heobautr & Associales in Allania

Conlast BOOHEME-55TT,

Way 4 “Partners in Morkating: Owr Vandors,

O Clisnits, Oursobios®, Alteemoon

rolUndtabis decussion leahuring

and Sharen LaFlosa at tha Association of

Folependent formaton Profassionals
Praladedphis

37B0 Contact 416M20-G740,

by 5-8 "First Congross on Cusiomad

Salistaction”, Conlerenca &t Deney Wond

Swan, Lako Buena Vsia, FL
Gontact 31 2M48-0596.

May B-8 “Markaling Strategy and Planming”.
Sexminar sporsored by the Unsersity of

Contact 312021724,

T.."‘I'.,'

Fary B-8 “Marksiing & Puiiic Asiatons®, A
pweny el @ hall clny serminar lad by Areno
Sirkcry In Mow York Clty, Sporsorsd by (ha
wmﬂﬁmm-m al tra

Middlo Manageman! insftute. Conbact: Joy
L 202/234-4 700,

May 7 SWWriting & Doalgning Succosshl
Promaticrnl Matarials®, Sominar offored by
Parormance Seminar Group in MNew York

City, Coninct: BORLTET 2581,

Mary B "This Speach; Por-io-Podum Planned
Excalonce”. Cfared by Lou Wilama
Saminar in Dallas, TX.

Conimct BO0/AZI-28GT.

May 10 Tanafraaming iha Spacial Libran”
Sominar by Alco Wamer for Special Libranes

Association in Mrsapols, Conlaat Joy

Chiis Cison  Lormar 2022544700,

My 13-14 “Vahs-Acded Saling”. Saminar In
Checago, Sponsonmd by tha Amardcan
Agnociation

Contact Pamala
Wison 2 12/M03-82 20,
May 16 “Improving Your Publc Pationa”, A

workshop olferd by Ragan Communications
Mol H.Hﬂcﬂhi:l: Diane Mottor
By by el T
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