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Navigating the Library Through A Recession

“When times turn bad they're made worse by hesita-
tion, hallfway measures, and panicky decisions. Such
a5 the decision to reduce or eliminate advertising,
The fact is, companies that maintain or increase
their advertising spending during recessions get
nhead." The Wall Sireet Journal, May 16, 1991

When a recession hils, budgets are cul and organizations
adopt the "lean and mean”™ approoch o operations, Librar-
ies and other "overhead” services, if not properly posi-
tioned a5 essential, are forced o cut back and absorb bud-
get cuts, Like many business managers, librarians who are
asked o operale on g reduced budget will (ke o look a
their budget itlems and, if there was any money put aside
for promotion, it most likely will be sacrificed, By tking
this action, the budget-conscious librarian unwittingly
contributes to the library's invisibility and perhaps fulure
demise.

[n recent months, the marketing literature has been filled
with studies and reporis showing that organizations that
cut their advertising and promotion activities during years
af recession lost markel shore and sales®, The stedies con-
clude that companies that continued 1o advertise during
recessionary times enjoyed a significant increase in sales
and market share. [t makes sense, A less crowded Tield al-
lows messages 1o be seen with fewer interruptions, and
ithat ncreases visibility = resulting in higher sales, bolh
during and after a recession,

But, you say, you don't want morne activity in vour library,
Your stall has been cut and you can't handle anymorne
business, You'd rather adopt a marketing strategy of "out
of sight, oul of mind™ so the phone won'l ring every lve
minutes, Well, your editor isn't talking about drumming
up new business. She's suggesting that you adopt dilferen
marketing management sirpiegies nimed ol maintaining
your visibility, and either reinforcing or developing the
position within your organization of *the library is n valo-
able asser!”™

First of all, are you trying to maintain the same level of
service and products with a three person stall that you of-
fered with five people last year? Let's not try 1o he super-
human, ‘cause if you can do it with three, management
may want 1o see i you can do it with two. This silustion
leads o the first imponant rule for a recessionary market-

ing program. Don't iry [0 target everyone with your
services, Redefing your library's niche and narrow the tar-
fet markets (o your most important segments, If you iden-
Lify & market segment that you haven't targeted before (Le.
management), mike sure you have products thal meet this
new segment's information needs, Eliminate products and
services (that are argeted 1o once imporiant market seg-
mienls. Be sure 10 let your management know the relation-
ship berween budget culs and service cuts,

The underlying strategy for your marketing program dur-
ing these ough times will be to appeal to the recessionary
climate in your organization. Develop messages that
point out how library services and products solve
problems caused by the tighter economy, Look ol your
lax service, your library's membership in regional and na-
tional cooperative networks, your subscription (o jourmal
abatract services, the newly installed CD ROM system —
to nume a [ew services that are not just time-saving conve-
niences for you and your stall, they are genuine services
ihat help sireich your of ganization’s information gatherng
and management dollars. Most libraries are working ex-
amples of resource efficiency, 11's up to the libranan to get
the message out (o the marketplace,

For example, instead of advertising the sbstract service 1o
MILract MO CUsLOMErs, & recession-sensitive promodion
message informs your trget audience of how an absiract
service helps 1o identify materials that best match infor-
mation needs. This increases your organization's retum on
investment = in terms of materials purchased and staff
hours, The existence of o well-managed library permits,
through its services of cataloging, indexing, scrials check-
in, report gathering elc,, informuton resources 1o be
shared by individuals. In o recession environment, thiz
"service” [unction should be related o the "bottomline™
iund "productivity” ligures of your organization,

Mesgages like these will maintain your visibility and se-
cure your position as a valunble asset to the organization,
Your editor thinks these are very good reasons why you
shouldn’t drop your promaotion activities in these times of
recession!

* How ddvartinag fa Hecescion Pariode Affects Safes, New-York: American
Rusiness Prese, Inc. 1979 Molirew-Hiil Research Rpt. Mo. 5262_1, Lahara-
tary al Adwerisig Perfonmane; Dhalls, Naiman K., "Advendsing s e
Antireeseion Tool,” Harmrd fwriness Review, lin/Feh 1980, 000 Masroe
Mendelsohn Swrwry of Adulis & Morkeis of AfMuence.
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Pearls of Wisdom

The April issue of Notes, News, and How-To-Ure the
American Hospital Association Resource Center includes
o management advisory entitled Ldbrary and fnformation
Services, I is a Mine example of positioning the value of
library services, in this case hospital libraries, in manage-
mem circles. The two page advisory is sprinkled with
benefit stniements on how health science libraries con-
tribute to the acheivements of the organization. For cop-
ies contact the AHA Resource Center at 312/280-6263,

The winning entries of the 1990 John Codton Dana Li-
brary Public Relations Awards have been compiled into
the book Great Libary Promotion Ideas VI, Over 40 suc-
cessfully proven public relations idcas are presented in
thiz %) page paperback. Copics may be purchased from
the American Library Association Publishing Servicea
Order Department. The price is $20 (318 for ALA mem-
brs). Send your order to: 50 East Huron Street, Chicago,
IL 60611, or call BO/545-2433,

Your claims of being the "local online dalabase search
wiznrd” can be augmenied behind the scenes with o sub-
scription 1o the Quick Check Direciory of Online Buxi-
nesys Diatabases. This handy direciory lisis ibe imporiant
characteristics for over 200 business related databascs
found on DIALOG, BRS, and ORBIT = in a convenieni
chart format, For more information, contact Nancy Mc-
Cuny, P.O, Box 1537, Auburm, ME 08211-1337, or
phone 207/784-9724,

Expand your marketing literature horizons with the Mar-
keting Execurive Report, This new monthly publication
offered by the American Marketing Association presents
shstracts from over fifty business publications, a com-

plete reprint of a distinguished article rom the marketing
literature, and o marketing information directory. If you

aren’l interested in the subject matter, think about creating
a similar value-added product for your own management!
For information about the Repori, contact the American
Marketing Association, MER, Subscription Dept,, 250
South Wacker Dr,, Suite 200, Chicago, IL 60606-581%5.

Another resource for preprinted brochure paper has sur-
faced. Paper Direct, the mailorder source for all types of
paper has introduced "Inhouse Creations.” Four different
preprinted paper designs, ready for copying on your lnser
printer or photocopicr, are available in several colors, pa-
per sizes, and quantities. See pages 4 and 5 of the Spring
91 catalog. Contact Paper Direct w1 BO0Z72-7377 for the
catalog or write to them at 205 Chubb Ave., Lyndhurst,
NJ 07071-0618,

While vou may have never thought about it, creating a
compuler soreen display for vour inhouse catalog or re-
trieval system b8 just like designing a lnyout on a plece of

aper. To leamn maore, consider attending the “Screen De-
sign for Online Public Access Catalogs™ presentation on
June 27th, d by the Library and Information
Technology Associntion’s (LITA) Programmer/Analysis
and Cmline Catalogs Interest Groups an the ALA confer-
ence in Atlantn, For information, comact the LITA office
31 2/280-4270.

Sixty-cight percent of those surveyed in the 19940 Louis
Harris survey "Consumers in the Informution Age" said
they feel that if they had a home compuler, it would be ei-
ther “very valuable" or "somewhat valuable" for them 1o
oblain onling information from the library or odher non-
profit service. The results of welephone interviews with
2,254 Americans, age 18 years or older, in o representa-
tive nationnl sample, is available in the report Using the
Public Libvrary in the Computer Age. Present Patiens, Fu-
dure Possibilivies, Copics are available for $16.50 lrom
the American Library Association, 3 East Huron Street,
Chicago, IL. 60611,

Here's an ided. Members of the The Literary Guild can
call the new Home Previewline to lisien to previews of
soon-10-be-published titles and hear authors read excerpls
from their books — complele with music and sound ef-
fecis. The 900 phone service runs 24 hours o day and co-
incides with the launching of & new monthly membership
magazine. So spice up your nexl issue of "Recent Acgui-
gitions" — select a particularly interesting title or journal
artiche and pul your synopsis of review of it on lape! How
about offering a series of "Tips™ on how 10 use the re-
sources of your informatkon center —on tape, of course.




Make-Over

The Information and Computer
Resource Group of Best Foods
in Union, NJ.

Fosanne Rossi of the Best Foods Informa-
tion Center in Undon, MY, submitied her
brochure for a Marketing Treasures Mike-
Ower, The Center is part of the Information
and Computer Resources Group that pro-
vides information services 1o the Research
& Engincering Center of Best Foods, The
brcchire is used as s handout and de-
scribes the resources of the Group, not just
the Information Cenier.

The minke-over candidate that we received

was photocopicd on beige parchment pa-
per. The size is 8,.5" x 11", folded twice 1o

make three panels. A scan of both sides of

the brochure s shown here with its pancl
positions noded, The brochure was cre-
aied using WordPerfect 5.1.

Becauss nod everyone has access (o the
Intest in graphics and page layout pro-
grams, this Make-Owver will limil iis
supgestions 1o those that can be easily
accomplished using any word processing
package. First, the front panel. This
graphic docs nothing for the brochure, If
no clip-urt is available, then forget the
graphics and concentrale on the content
— starting with the name, In this case, the
name of the organization appears three
differend ways in the brochure - on the
cover it's "Infarmation and Computer
Resources” and inside it's “The Informa-
tion & Compuier Resources Group™ and
the "1&CR.” There's also an inconsis-
iency im how the "amd” is handled in the
texl. Standardizing the name of the orga-
nization in the headlines and body copy
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common mistake — the words in the top headline are suppesed 1o lead to the second headline, "Connects Cuestions and
Answers”, Becauze ol the visual distance between the two headlines, the linkage fsn't made, allowing the second head-
line to read as a sentence fragment. The best approach to headlines and body copy is 1o have them stand on their own. A
beter reatment for these fromt panel headlines would be (o change the "Connects | . . " 10 & ststement. There's a nice
statcmicnl on the back panel that reflects the "connection” theme, “The Informaton Connection™ works much beller on

e fronl panel. Continuad on page 4
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Make-Over continusd trom page 3

The organization chart on the back panel is a nice towch.
Pictures are worth a thousand words when irving 1w ex-
plain & complex organization such as this group. The
right inside Map, however, necds help. This is an ex-
ample of a writer being too familiar with the material.
"Call Reference Desk” doesn't read smoothly and the
pruensition o the list of stafll members is awkward. An
altemnativie treatment might read "Linking 0 Our In-
formation Resources Beging at the Relerence Desk.
Dial ext 263." By adding the area of responsibility mex
1o staff member names, dong with the e xiension num-
ber, an explanaory lead-in sentence can be easily
added o the copy. And where is the complete phone
number? How aboul o fax line? Elecuronic mail ad-
dress? What is the physical location address? Inter-
office mail address? A brochure should offer altems-
tive methods of getting in touch with the stalT,

The next paragraph needs editing. =, , . find infoma-
lion on a variety of topics.” should be expanded, This
Is a perfect opporiunity (o use examples or a sampling
of topics the Group's resources can address. ", | . excel-
lent reference material. . " Is not a powerful stale-
ment, What makes reference materials valuable? Mate-
rial that is up-to-date, easy-to-use, and comprehensive
- (o name a few adjectives that could replace the word
"excellent”,

The inside Iayvout of the brochure is confusing — every-
thing competes for the eye. While graphics would belp,
consistent use of capitalization, margins, text align-
ment, and some explanatory body copy will make a
significant positive impact. Starting with the left in-
side pancl, the headline "MISSION" is unnecessary.
Putting the mission statement in italics and centering it
is & nice touch. Bur the headline undemeath the state-
ment sends mixed messages. A betier headline would
be “The Information Group Can Suppon Your Infor-
mation Needs By ., .". Notice how only the first let-
ters are capitalized here, It is much casier 1o read upper
and lower case, then all caps. So leave the capatals for
only those times when a major emphasis is desired.

The remaining inside pancls are devoted o highlighe-
ing the resources of cach Group component.  Elimim-
ing the dividing line between the center and rght in-
side panels will help pull wogether this information.
The headline, "AVAILABLE RESOURCES,” misses
the opportunity 1o reflect the "connection” theme. A
possible headline could be "All The Right Conneg-
tions,” Whatever the headline, it should be localed at

the top, No other subheads should be as high in the
lavout. Having the names of the component groups in
all caps is okay, but there is no need for the colons, As
for the body copy, there really isn't any, There is no
text here that persuades the reader 1o use the informa-
tion resources, This section of the brochure is a list of
resources that needs some descriptive promotion copy,
The grammatical treatment of cach list is different,
suggesting that three people contributed their lists o
the brochure developer. These lists need 1o be edited
and reformatied 10 make a consistent presentation of
the information. The cenlering of the text in this sec-
tion of the brochure adds to the visual confusion, A
right or left justified text block alignment would be
betier and would eliminate the need o underline some
of the subheadings, The large gap of space on the bot-
tom of the right panel is a "no, no!™ Always try (o have
the fop and bollom margins equal, same with side mar-
gins. By dropping the "Computer Resources” section
down, the bottom margin will even out, and the
"Reconds Management” section won't look so cramped.

A rough skeich of the revised inside layout is shown
below, Mothing fancy, but certainly "doable” with a
word processor, Actually, If Rosanne and her col-
leagues decide o expand the body copy as suggesied in
this Make-Owver, they will ran out of space on 8.5" x
11" paper. They should consider legal size paper as an
altemative, With two folds, the pancls will be wider,
but that's okay,

I hope these comments help you, Roseanne, There ane
many librarians who are limited 10 using word process-
ing programs 0 produce their library brochures, Thank
you for sharing yours with us.
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Candidaler for @ Make- Ohver can be rend to the editor cfo
Hm'kﬂ.l'.rlg Treasures,
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Worth Its Weight in Gold

Many Marketing Treasures subscribers enjoy using the
clip art images that come with the subscription. Somie-
times we get carefully wrapped examples of how the ¢lip
rt has been used in a library's publication or announce-
ment, Over the past five years your editor hiag seen sodme
very good adapiations and wonderful applications of the
images that have graced our an sheers

The other day one of the best applications of o Marketing
Treausres clip an image arrived, 105 80 good that your
editor just has 1o share it with you — 10 spark your cre-
alive juices.

When the staff of the Uniroval
Chemical Lid. Libeary in Guelph,
Ontario, Canada sat down 10 create
their new brochure, they decided o
have some fun while promoling
their library’s services, Working
with their company’s public rela-
lions person, the library siafl
ndopted ihe carioon characler from %
the Vol, 3, No, 4 (March 1990) clip
art sheet us their mascot “INFO",

Alecin Lambert, the library's records

manpger nodes, "We plan 1o use INFO in future library
promotions and are currendly Including him in & large
posicr that is being designed 10 welcome people o the
library. He will also be used on shelf-cnd cards ihat indi-
cate the range of journals or books on & particular shelf,
Several sizes of self-adhesive stickers of INFO have been
obained for this purpose.”

INFO mow graces ihe Tront cover
of the library's new brochurne,
While primarily a black and
whate figure, INFO's roller skate
boots are bright red — viswally
emphasizing the "inflormation w
go" service philosophy of the
library staflf.

These are just bao of the INFO ligures
that can be found in 8 brochure that is
well written and a delight o peruse. = 4
Congratulotions to Pat van der Kroft, =

Eileen Brown, Alecia Lambert, and

Loma Cole for producing a memo- =

rable brochure and promotion cam-
pitign thal is sure o win the heans and

loyal business of their customers. =

——

Promotion Gems

As this issue's front cover anticle suggests, your library's
markoting programs don't exist in a vacuum. Many of the
forces and conditions that affect the marketing plans of
large prganizations will also influence your library's
marketing activities. Some recent statements from The
Langer Repori may predict the essence of markeling
programs o come in the S90s.

The 80 were seen as "having it all”, IL was comman-
place (o hear 20 and 30 year olds make plans for "making
big money", Conversely, the 90s seem (0 be an era of
downward expectations. Respondenis in focus groups
and in-depth interviews are now saving that it just isn’
possible for most people 10 achieve their goals, Research
Mindings show that "real” and “realistic” are words used
repeatedly o8 consumers review their ideas aboui lnan-
cial and personal happiness,

The readjustment of the hopes and aspirations is being
called the "New Realism” by marketing researchers, This
new trend for the 908 suggests several implications for
marketing and advertising that marketing-oriented librar-
jans may wanl 10 note and monitor,

+ Coping strategics will form the basis of many promao-
tion and advertising communications campaigns, Many
organizations will position themselves a8 Being on the
consumer’s side in linding practical, money-saving ap-
proaches to the difficulties being faced by consumers,

* The life-styles portrayed in advenising may beoome
less glamourous, and maore down-io-ganh, The role mod-
els may be people who do their best to get on with life.
The days of "SuperMom” will be over, as less intimidat-
ing, "redl-life” role models are used in advertising,

# The trend 1o New Reallsm suggests that more “siraight
talk” aboul products will be made in advertising, Unreal-
istic promiscs may give way to "reality” promiscs,

= Az g countor 10 the NMew Realism, there will be a need
for fantasy and escape, Consumers will seek outlets lor
the frustration of lowered expectations.

What is an immediate implication for your markeling
program? Develop messages that olfer solutions 1o the
“real-life” information requirements of your [argel mar-
kel Get scquainied with how and when your customers
determing when they need assistance from your Library.
Use this insight to build a promodion program anroamd
"real” information requircments — show how your
library's services and products help your organization
achieve its goals in "real" sifuations,
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Sparkling Reviews

Cusiomer Firsi: A Sirategy for Quality Service, Denis
Walker. Gower Publishing. Vermont, 1990, $64.95
ISBN; 0-566-02E60-3

The suthor promises in the preface 10 show (he reader
what has 1o be done 10 create 2 ioal service commitment
1o customers. He succeeds in a well-written discussion
of customers service from all perspectives,

The book is divided into three parts. The first reviews
mnd develops the concept of service at the stralegic man-
agement level. It includes a template for auditing the
service "health” of an organization, The second part, the

meat of the book, provides practical examples for captur-

ing service date, service-oriemed iraining, communica-
tions, and quality service program activities, Tha last
part tells the story of how British Airways, from 1983 10
1988, turned around s image with its "putting the cus-
tomer first” program, a "real-life” situation o which the
author coniribuied as (he akrline's Customer Service
Manager.

Libraries are busingsses where service is the primary
product, Service is delivered by people — and there's the
challenge. How o get people with their diverse charac-
teristics o deliver a consistend level of service that will
be perceived by the cusiomer as mecting or excocding
expectations, The discussions, charis, checklists, and

amd information center managers with a solid foundation
for & costomer-driven information service, There's even a

short chapter on handling customer complainis, a ticky,

bul necessary sctivity for any service,

Most important, Mr. Walker understands and relates the
value of a customer-driven service 10 the success of an
organization's markeling program. He describes the role of
internal and external communication programs in o cus-
imer-orienied service and provides examples 1o illosirate
his points, Throughout the book the author brings the
reader [ace-io-face with marketing management's ~perfor-
mance-cxpectation™ theory, where service porformance 15
evalumied by customers and expectations are either ex-
ceeded, mached, or not met. Tying service guality into
such well-established marketing concepts adds o Mr,
Walker's insighis into developing and maintaining a cus-
lomer-driven quality service.

Yes, the price of this book s a liltle sieep, but iis contents
are timeless, Rocommended for librarians who understand
that the Tuture of their library depends on customer service
] who gre willing o do something about it

Call For Idens! To celebrate our fifth volume of Markeling
Treasures (coming up in Seplember) we will be crealing amd pub-
L||.'|1i|1.; an entire codlection of |:rr|];|:r|.l.'| Iilrrl.l:}' clip art. As -lwn.:u we

i ure seeking ideas . . . w0 drop us a line, & fax, oo call us with your
summarics contained in this book will provide library FUggestions,
Iﬁ: )
The Crystal Ball

Jurd 17 - 21 *Stratogic Markating
Banning”. Offered oy the Mohigan
thsinbes Schoal in Arn Arbor, Contact;
ST RS- 1000,

Jure 17 - 18 “Developing Markating
Pars®. Ciflared by Tha Linsamsity of
| Chcago. Contact: Charkes Sohrmd
| IHTO2-1724.

| June 25 - 26 “Pogtoning and Sagmen-
tation Research™, Offerod by ha Burka
irlitude in Cncinnall, Contact: Lisa
Raffgnona BOO/Edd- TITI axt. 3775,

July 1 "Deskiop Desgre Fundamentals of
Design for Deskiop Publshing® . Ciffered

July 11 “Imgwending Cuslomes Contact
Shkifis®. Offered by Johns Hophins
Lnkarsily School of Confiruing Studes in Parf P, Presantation by Kayees Hala at the
Batimaons. Contact: 301/550-831, Amarican

Jubly 12 *How To Wiile, Deslgn & Edi
PFerasiatiam”, Ofisnd by Busnaos &

Professonal Rosaarch Instituio i Philagel- August 7 - 8 "Compolilive Siraloghes: How
phia. Contact: 802/ THI-2281,

July 15 - 18 “TS4B1- Tha Trada Show

Anout Trace Shows®. Exibllomns conder-
enca sponacned by the imemabonal B129.

Exnibtors Associaton in San Dego.

Contach: TOB41-3725;

Jub 1T, 24, 31 "Bhivpanig Your
Business Whiting Shils®, A thred SaREon
course ofared by Johns Hooking Unnsas.
DOOF. sity Seihod of Confiruerd Siudies in
Baltimona, Contact: 301/858-8211.

July 23 “Cperang Doors bo tha Law Library:
Herw' Do Wi Gad and Haep Our Foot In,

Association of Liw Librarkes In
Mo Origans, Contact: Allyson Withaers
J1&BE3-TATE,

1o Develop Markeling Plans, Sirabegies, and
Tactics®. A threa day saminas offerad by ha
Armenican Managamant Assoclation in
Boswon, Comact: Lisa Walacs 212805

August 20 - 21 *Customer Sallstaction
Research”. Offerad by the Burks Insitute in
Mew York, Contact: Lisa Rafgnone
BOOS44-T37 ext. 3775
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