The newsletter that helps
librarians market the services
of their libraries and
information centars.

Librarians and Information Services in the News

This month's feature cover anicle of Electric Perspectives
(March-April 1992), entitled *“Not Just Books,™ is a prime
example of a well-executed public relations project thal is
vielding positive, image-cnhancing visibility for libear-

ians and information services in the public electric sector,

Let’s back up. Sevenl years ago, a group of librarans who
practice in electnc utility company libraries got together
i metwork and o stan the EE] (Edison Electric Institute)
Library Services Committee. Three years ago o sub-
commitiee began work on a public relations project that
would benefil the image and visibility of its members,

The fruit of this effon has just been published as a 9-page
fenmre cover anicle in one of the industry's 1op jourmals,
Electric Perspectives published by the Edison Electric
Instinute. Ciroulated o more than 20,000 middle- amd
senjor-level managers in electric utility companics
around the country, Electric Perspectives is the perfect
forum for reaching these decision-maokers to encourage
their active use and suppon of their company libraries,

S0 what 15 the article aboul? Author, Digna Westbrook, o
freelance writer based in Richmond, VA, interviewed
EEI Librury Services Commitiee members to get back-
ground material that she anfully wove into o highly read-
able and credible anticle on the value of librarians and
information services o the utility industry. The anicle
includes examples of librardans addressing vaded infor-
mation requests, discussions on the impact of technology
on infomation services, highlights of the information
services offered by several Committee member librarics,
thoughls about information service delivery by leading
libranans in the glility industry, and more, Color photo-
graphs and call-outs breathe life into an anticle that points
oul "Librancs are nol just books wnymong, and liber-
ians—your ¢lecing utility libranans—nhave paved the
clecimonic pathways that allow you (o gel your hands on
accwrate information, fast. And there's mone information
out there than ever before,”

This article is an excellent example of what public rela-
tions is all about 1t doesn't promote or “sell” infommation
services; instead it generates a positive image of how and

what librares contribute o their onganizations. The article
uses examples 1o position librarians and information ser-
vices as important resources, capable of making informa-
ton and the latest iechnology work for the organization.

If there is any way that you can relate your information
services or targel market o the utilities industry—any
excuse o hitch your wagon o this stir—do it Take pd-
vaniage of the good wonds, Gel copies and send them
plong with a cover letter 1o decision-makers in your orga-
nization. Write a synopsis of the anicle, and prind it in
vour newsletier, Or attach a copy of the amicle i your
newsletter with a cover letier explaining that librarians
and information services ane vital assets o all types of
organizations and industries, (many people will find it
interesting o leam that wiility companies have libmnes)
Consider expanding your letter 1o include o fact or two
whout the library profession—how many professional
librarigns are there in the Beld, etc., Y ou could also go
through the article for quotes that You can use in your
OWT muileriils,

Il drawing o relationship between your information ser-
vice and those in the utility indusiry is stretching it, then
consider having an anicle writlen about your own library
service, or join with several other librarans in your im-
mediate geographical or subject area und commission an
artiche, You can use the EET anicle as a model or a stan-
ing point. To get your project going, identify the joumal
or magazing that you would like o publish the anticle, and
make sure that they will publish the piece afier iU's wrii-
ten. The editor will probably provide manuscript guide-
lines for you 1o follow and may assist you in gelting the
article assigned and writlen.

An article like this one will do wonders for your library's
visibility and your professional image. Take advaniage of
the opporiundty and the path that has already been ladd oul

For copies of "MNot Just Books" (Eleciric Perspectives, March/
April 1992, pp. 14-23), contact Ethel Tiberg, Manager, Library
Services, Edison Electric Instsute, 701 Pennsylvania Ave,
MW, Washinglon, D, 20004-2606, (Tel, 2)20508-5601)
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Pearls of Wisdom

Extubits, special offers, recogrition programs, custinmner
preetings, product introductions . . . these are just o few
Qecasions in a marketing program when o bution badge
would add an extra level of visibility o your message. If
you don’t need hundreds of badpges, the Badge-A-Minit
hand press may be the low-cost answer io making small
quandities of badges for your special promotion needs. For a
descriptive color brochure showing badge-makers siarting st
524 95, wriie Badge-A-Minii, 348 Norih 30th Road, Box
Bl LaSalle, IL 61301 or call ROOV233-41013.

From badges 1o mouse pad promotions | |, your editor has
had severa cliends look ot mouse pads as visibility ilems,
bt unless wvou bought o quantity of pads, they were just ioo
expensive, Mow there's a source for nice-looking, well-
made, low-cost mouse pads, Convergence Corporation
offers 1 o4 color pads from 7" x 10" 10 107 £ 147 in quanii-
ties of 500w 50,000 that won'l break your budgel. For in-
Tormation contact Mickey Lanea & Convergence Corpora-
tion, 1308 Continental Drive, Abingdon, MD 21008 or
BINM33-17EZ,

The recent issue of the Low Litwary Jouwrnal (Winter 1992,
pp. 67-91) comains & well-written article by Kahy
Shimpock-Vieweg entided "How 10 Develop a Markenng
Plan for a Law Firm Library.” The article provides a good
discussion of basic marketing principles in light of Liw
library services and concludes with o marketing plan for o
kaw library. Copies of the article can be ordered from the
Amenican Association of Law Libraries in Chicago, 312/
0394764,

Ax libraries alfer fee-based services 1o folks oulside their
immediale organization and librarisens wm it information

broker-entreprenuers, direct mail promotion becomes & sales
tood with promuses of business pralits. Constructing a direct
muil picce, buying the right mail list, and timing the mailing
are just some of the mynad elements that can spell success
of failure for & mailing effor. For o handy quick reference
well -Chiart on how (o prepane & direct mail promsotion, srile
for the “How to Prepare & Direct Mail Brochure that
SELLS" from Hugo Dunhill Mailing Lists, 630 Third Ave.,
New York, NY 10017 or call B0(y223-6454. And as you ask
for your chart, realize that you have just beoome a business
lcad Toe this mailing list company. Does it give you any
ideas for your own promotion program? (Hint: How about o
will-chart that shows how to get the most from an mformma-
ton service like vours,)

Here's o resource thal complements the chan book reviewed
in this monih's “Sparkling Reviews™ column, Visual Hori-
wid bills iisell ns the “source for hard-io-find preseniation
1oals.” Their catalog offers everything: slide duplication

| services, organizers, light boxes, projection screens, slide

background designs, ready-made slide sets, and overheads.
It's hard 1o imaging whai can go into {onio) & slide uniil you
g acopy of this catalog in your hands, The caialog also
offers 3 Iree slides made Trom vour computer Mles o you
can sample their slide service, Contsct Visual-Horizons at
180 Mewro Park, Rochester, NY 14623 or 716/4.24-5300.

Have you ever wondered how sponsors bocaie the righd
events (o sponsor—you know, goll muiches, festivals, eic.
The answer can be found in a hely ome entitled “TEG
Direciory of Sponsormhip Marketing,” 1EG {Iviermnational
Events Group, Inc.) publishes this direciory listing 3,000
sports, festivals, and sponsorship opporunities by location,
indusiry, and other subjects in vardous indexes, including on
industry yellow pages. More than 1,300 agencies, suppliers,
and services are listed too. Event listings include place and
date, sttendance, budget, and other profile daa. I your
library is looking for an event (o sponsor (o increase visibil-
ily among a target market, or if your organization's marke-
ing department is looking for similar opportunities, this is
the source book o wm o, The 5175 price (ag might make
voul think Pwice, but as every information pro knows, if vou
had 1o ferret out this data yoursell, it would cost ten tmes as
much. For o descriptive brochure write TEG, 213 West
Institute Place, Suite 303, Chicago, IL 60610 or call 312/
0441727,

Chris Clson & Associates will be exhibiting at the Special
Libwarics Association confenence in San Francisco. Siop by
bodh # 9013 and =ay hello!
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ating Promotion Materials—
the Lean Way

The promotion mterinls you created throe years ago need 1o
be updated now, Three years ago you had an ample budget
1y cover the cost of design and printing, This vear funds are
lovw, but you want lo—you need 10—update those muterials
1o reflect the latest descriptions of your servioes and prod-
ucts. What can you do?

No need 10 abandon all hope. There are steps you can take 1o
update your promotion materials inexpensively, First of all,
get out your original antwork—the anwork that the printer
used 1o produce your materials, Ask your prinder or graphic
designer if the anwork i3 good enough 1o nse for another
printing, Over the course of time all types of calamities can
befall artwork, rendering il unusable, so check 1o be sure tha
everything is okay.

Let's assume the artwork is in good shape, Unless you can't
iplerale the graphics another minute, plan on using the same
graphics and lnyout in this new printing. Go over the head-
lines and body copy. Nole where there should be changes
and how they should be worded, Meet with your graphic
designer, of the person who is responsible for the lnyout o
ariwork preparastion, and review your changes, Chunces wre
that, unless you have o major rewrite, the changes you want
can be “stripped” into the existing artwork. Being ahle 1o
sirip in changes will save you time and money,

A word of caution, Make sure that the type being stripped
im0 your existing artwork is generaled by the sume Iypeset-
ling device that was used o generate the original, Each type-
seiting device sets type differently encugh that you may be
abile to detect where the new [ype was placed afier the mase-
rials have been printed. And don't even think aboul mixing
lype generated from o typesetting device with (ype genernted
from a deskiop publishing package. Even il the (vpe is outpud
o & sophisticaied comparter, it will not look the zame. I vou
can’t have the changes generated on the same machine, you
ey wani i have the entire job rerun 5o all the iype matches,
When in doubt, ask for advice from your printer or the per-
som whi handles the prinming in your organizabon.

Forging ahead, your arvwork 18 ready 10 g0 10 press. Because
you have gone through the eifon of updatimg your malenals,
you should be sure the appearance reflects those changes. In
other words, change the ink color, the paper color, or the
paper exiure 10 inexpensively change the appearance of your
muaterials, This visual change will help people 1o recognize
that the materials are new and should be consulied. A change
in appearance will also help the library staff to know when

pomeone is referming 1o an older promotion piece, and it will
prevent the stall from inadvenently handing out daed in-
formation. As a side benefit of changing the ink coloe you'll
be able 1o observe how your cusiomers react 1o the new
wersus e o ginal color,

Remember 1o change the mveniory date on your materials,
You should be placing a production dale on your promalon
rmaterinls 1o help identily the piece and when it was prinied.
Some organizations have thear own invenlory control sys-
tem, and you should check with the publication control
folks on how the number should be construciad or gel a
number assigned i vour malerials, Following the number-
ing sysiem should permidt vou 10 have your malerials con-
rolbed in the system, eliminating invemory and distribution
headaches. (Y our editor makes no promises, bul you can at
least rv. ) Inany case, place a small inveniory number or
publcation date in & comer or olher inconspicuous kcation
on the mseriaks, Atsome future doe you'll be glad you did.

Gierting back 1o re-producing your prosmotion materals—if
thve artwork has been destroved or lost, then you'll have (o
stan from scraich. 11 won't be as expensive as the Tirso ame
though, because youll have copies of the old matenals use
s guides,

When having your promotion materials redone, keep the
[ollowing tips omind 10 reduce your prning cosls.

1} Daom'e let any of the ink color “bleed™ or run off any of
e edpes of the paper. As 5000 08 priniers see ink going oo
the edge of the paper, they sutomaticully order a larger
sheet ol paper o accommodaie your design, Printing
presses can only imprint o within 14" of the edge of paper
because the “gripper”” that grabs the sheet of paper and pulls
il into the press needs the edge for “grabbing.” To get ink 1o
the edge of a sheel of paper, printers use a larger sheet and
exicnd the print arca beyond the size dimensions of your
muicrials, and then trim the printed sheet down o the final
size that you specified. The paper thrown away alter trim-
ming 15 mcluded n ke prnting cosis,

2} Dwon't use onodd s or cul on your materials, Paper
comes in standard sizes, Kecping your materials within the
siandard sizes, and the ink colors within 142" margin from
all Tour edges of the paper, Can Save You money,

3} Daon't use photographs or graphics that requine screens.
Printers have o 1ake an exira sep (0 prepire artwork with

Continied an page 4
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screcned images. Unless you are gencrating ariwork on a
computer and are outputing the arwork dircctly 10 nega-
tivies (instead of paper camera-ready copy), siay away from
phatcs and screencd graphics, You'll shave a few dollars
from your printing cosis,

4) Check the price of the paper that you have specilied for
your muierinls. Paper prices vary widely, and many times a
paper that 15 very chose in lexture and colkor can be substi-
tuied at & lower price, Anather approach is o ask your
printer (o sec samples of papers that are regularly used as
“honise papers,” papers that the printer always has on land
for all ivpes of jobs, These papers are usually “ofl beands™
purchased ot discount prices. There's noghing wrong with
such paper. Also, most paper distribuiors clean out their
Mioxar inventory on a quanerly basis. Paper stock tha didn’
scll is usually discounted, Depending on the time of year,
youl might be able 1o iake sdvantage of the price reduction,
often a8 much as 25%.

Alter sl is said ond done, you should ik with your graphic
designer and printer aboul ways o reduce the costs of re-
printing your promodion moterials, Your editor has men-
tioned a few here thal may work, depending on your
printer's resources. OF course, il you'ne selling oul 10 print
promotion materials for the first lime, these cost-Culling ups
can work for you oo,

Sneak Previews

[t seerns that the organizers of the American Library Asso-
cintion, Public Relations Section Swap & Shop session
started something when they arranged for libraries 1o sharg
promotion ideas at pnnual ALA conferences. Your editor
spread the idea to the Special Libraries Association Murke-
ing Section back in the late BOs. With the dedicated help of
nchventuresome souls, what was once an iea has grown into
i well-orchestrated, tckeled event shared in by meore than
500 special librarians at the annual conference.

The enthusiasm for marketing seems o be spreading as
other library associations organdse ther own versions of
marketing swap & shops. This vear the Medical Library
Associntion (MLA) will have a poster session devolod 1o
displaying unigue libvary promotion materials. Scheduled
fior the anmoal conference in Washington, D, on May 18ih,
mone than &) people, mcloding librarians from London and
Canada, will be proudly displaying their library guides,
brochures, rofodex cards, magnels, posters, newslbetbers,

baschall caps (1) and mare. Your editor plans 10 atend and
write up the details in the next issue of Marketing Treamres,
but if you're attending the conference, be sure o put this
sessiom on your lisi—il promises (o be a good one,

The Specinl Libraries Association Swap & Shop is sched-
wled for Monday, June Sth, at the conference in San Fran-
cisco. It will offer poster sessions in addition 1o sample mar-
keting material displays. Poster session organizer Barbara
Fletcher has given your editor an inside scoop on what's
planned for the sessions. As of April 16th, the following
poster sessions have been identilied;

“Marketing CD=ROM Products,” Lagrie Kamath, Dow
Carming Corporation

“Tools for Marketing o One-Person Libeary,” Debbie Hund,
Bissel & Kam/Greiner Inc,

“Marketing with the MAC,™ Judith Hesp, Scotl Memorial
Libanry, Thomns Jefferson University

"Maticnal Library Weck Promotion,” Katie Starr, Kodak
Eastman Commpany

“The 4 Ps of Marketing: Product, Positon, Price, and Pro-
moton,” Colleen Worlion, Advanced Information Manage-
mcnt {Editoe's note: Colleen will also acdkiress the Difth P ol
markeung, Public Relatons.)

“Let Hurvard Graphics Market Your Library,” Brent Mai,
Brown & Root, Inc.

“Marketing Your IRC,” Michelle Marcoulicr, Brown &
Root, Inc,

“Tools and Tricks of the Design Trade: Using Clip An,”
Chrs Ollson, Chris Olson & Associales

Spots are still open for anyone mberesied inconducting a
poster session, Call Barbara al the Information Resource
Center, Brown & Root, Inc., T13/676-858E, or fax her a
message on 7 136T6-5T15.

As we have done in previous years, we will be compiling a
three-ring notebook of all the promotion materials shown
during the Swap & Shop session. Markering Trearures sub-
scribers will be invited 1o bomow the notebook as soon as it
is ready. Warch for an announcement in the July/August
issue af Marketing Tredrures,
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Worth Its Weight in Gold

This issue of Marketing Treasures includes vour now Col &
Pasaer Clip-An sheel. The sheet presents onginal artwork in
camera-ready form. If you would like previously published
clip-an sheets, agk for the Cut & Paste Clip-Art Order Form.
Tt shovws all the clip-an sheets that have appeared m Marked-
irig Trewmres,

Information Collage. This will moke a nice graphic in
wour newsletier, or, iF vou enlarge i1, you could use it on o
cover sheel. I vou want 10 soflen it, put a piece of tissue
paper onver the graphic before you pholocopy or scan it

You're in for a Shock! You can use this graphic 1o illus-
Irate cither good news, such as “the library offers you more
(hian just books,” or bad news, such as *due o budget reduc-
lions, the library will close each day nt 5 p.m., elfective
immediniely,”

What to look for in an Information Service,
YWhere to find . You can use these two headings wogeither
or a8 single headlines. Use the fimst heading 1o lead into s list
F_ﬁnl information mmﬂ und products that you offer, or list
he sittributes of your library such as frendly and knowl-
edgeable stall members, Think of it as a list of crierin for a
good information service, This approach will not only create
visibility for your services, it will also educae your trgel
market on what to expect from your libeary, Make sure vour
list uses descriptions that mean something 1o the wrget sudi-
ence—no libeary jargon allowed. You can use the second
headline a1 the end of the lis. Add your ibrary name, loca-
ticn, and phone numbers as the punchline.

Crowd of People. This graphic is perfect for 8 promotion
camipaign that focuses on people who do not use your library
services. Consider enlarging the illustration o 11" x 17"
size, add color highlights with markers, and position vour
heasdline across (he top and your body copy at the bottom
(use o two-column format), Have color copies mn for itrac-
tive posiers, or use & smaller version of your layoul as an ad
in your newsletter. This graphic also lends isell 1o a “We

Missed You!™ message on a Nyer or card afler a Hbrary
briefing or 1our,

Database Corner, Service Spotlight, Information Sun-
rise, Book/Newspaper images. Use these graphics 1o en-
hance your newsletters, brochures, or bookmarks, 1 vou
don'l issue o newsletter, consider developing a senes of

A miomation sheets on databases, using the “Database Cor-

ier,” and om various library seevices with the “Service Spot-
light™ graphic.

Editors Note: Marketing Treasures originally came with sheets
af library clip art and this column provided ideas on how to use

Promotion Gems

The April 1992 ssue of the Ore-Ferson Library. A News-
tetter for Librarians and Managemeni was devoled almost
entirely 1o marketing libmry services, The issue includes the
resulls of the newsletter's first FaxFacty poll that quenied
readers oo how they market their Hbraries, I you're imber-
estiad in finding out how and what kind of marketing one-
person lbranes are condwcling, this article may enlighlen

| vou. Single copics of the ssue may be purchased a $10 by

writing OPL Resouwrces Lid., Murray Hill Stntion, PO Box
S48, New York, NY 10156 or by calling 212/683-62835.

Feading the article cawsed your edilor (o consider (he cur-
reni siale of marketing efforts in all sizes of libraries during
these times of economic cuthacks. I8 true that organiza-
tions typically reduce promotion activities when the budpet
has (o be tnmmed—in spite of all hisorcal evidence thi
poanis oul thal mainiaining 4 high marketing program pro-
file during lean tmes will result in increased sales during
prosperous limes. Likewise, libraries enduring budget and
stadl cuts tend 1o put their marketing programs on hold,
Thekr justification is that an aggressive marketing program
could spell disaster if the s1afl becomes unable (o meet
generpied demand. So the best approach during lean limes
is 10 keep the brochures in the closet and ride oul the
stoem—af 80 the thinking poes.

But no one has ever limited marketing to promotion! Every
smart markeder knows that marketng is not just “selling, "
Marketing is a combination—a mix—aofl activities and els-
mienis that tegether vield o totdd marketing program, [§ your
library is witneaging lean times and you have pul your mor-
ketng program on hokd, think agein, Okay, so vou dont
Wwinl 10 increase you business; then rethink your murketing
program objectives. Insiead of o sales promotion ohjective,
implement a coordinated visibality or image program aimed
it kecping the library's image strong and unified throughout
this lean period. You wanl 10 keep the library in front of
people—nod o sell them more services—but 1o let them
knovw you sull exist and that you are still o professional,
reliable information service, even with the reduced stafl and
budger. ¥ ou want people 10 remember your information
services when times gel betler—and they will get better!

S0 don't eliminate vour marketng program, Redirect your
obyjectives wwards strenglhening your image i your logo,
stalionery, newsletier, signs, address labels, cover sheets,
produc packaging—even how you answer the phone and
how the library looks, Remember, marketing isn't limited 1o
selling.

the graphics, The clp art images from Marketing Treasures are

oy available from wanw, LibraryC lipAr.com
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Say It Wich Charts; The Execurive’s Guide o Successfid tion, and correlation, Each type of comparison is ex-
Presersarions in the 19905, Gene Zelazny. Second Edi- plained, ond clues 1o belp determine ﬁhrch_cmpumm
tion, Business One Trwin, Homewood, T, 19491, ISEN: mode complements your message are provided,

1-55623-447-3. $34.95,

Onee the type of comparnison message has been idendified,

The aethor's 30 years of experience &8 Directoe of Visual wou proceed o the thisd and Ninal siep—selecting the most
Communciation for McKinsey & Company serves him appropriate chan for the message. This step constiyies the
well in this excellent book on creating chans, Whether you mezal of the book, with over 100 pages devoled 1o well-

need guldance on making chans for overbead mnspisren- illustrated discussions on maitching the type of comparison
cies or 35mmi slides, or chans that work well in writlen | mesaage W five bagic chan formats: pie, bar, column, line,
documens, this book will help take the mystery out of and dot. The last 30 pages are devoted 1o 35mm slides,

preparing chear and meaningiul visuals, and color plates of actual slides illustraie tps on creating a

memormble slide presentation.

The book's step-by-step approach starts with determining

the message—the specific point that you want 1o mike. Advances in computer graphics have made it possible (o
This decision helps you to focus on exactly what you want create overhead iransparencies and 35mm slides lor your
to communicate 10 your audience. The next step, identify presentation without consulting the an department. Clut-
the comparison, kes your message and interpeets it ino lered und undecipherable slides lurk in your future unless

one of five different kinds of comparisons, delined by the vou are prepared. For starters, read this book.

author as component, item, time senes, frequency distrbu-

o

I:"F':—_ —

The Crystal Ball

Apri 30 “Adding Value o information: Oppor-  and spacial sessions on “Sonic, Dienay
funites for the Library Profassional ® Aone-  Stya” and "Maragamand, Disnay Shyia.” In
day workshop ponsored by the Baltimare  Lake Buera Vista, FL. Contact: B00/43-4439
Chapier of the Libraries Association in - or 3126480536,
Catonsvils, MD, Contact: Nancy Reger 410/
BE4-3255 Way 27 “Crealing EFecive Brochures”
A B-hour workshop offered by Edionial Expars
May & “Eflechve image Maragament.” Akl in Alsandnia, VA, Contack TIREEI-06E3,
day prosantabion by Kayces Hala al tha Michi-
gan Library Associabon Leadership Academy. May 27 “Money & Marketing & The inlorma-
Contact: Marianng Gessner 517654-8681.  lion Facdily.” A ona-day semenar by Aica
Wamar al tha midyoar meeting of the Amer-
May 10 "Law Libraries in e Mansream.”  can Socety for nlemation Scence in Altu-
A ona- day seminar by Alice Warmer in quergue, NW. Conlact: Dick Hll 3014250900
saskaichewsn, Canada. Sponsored by the
Canadian Associaion of Law Librarians. Con- June 5-7 *Markaling and Pubiic Retations.” A
tact: Michasl McGuire J06%563-8047. workshop Bught by Adana Sindan for e Spa-
| cial Libraries Association Midde Managemant
May 11-12 *Cusiomer Safstaction: Marage-  nstiute in San Francisco, CA. Comact: 202/
mant Stralegies and Tactics.” A wo-day 2344700,
semingr sponsored by the University of Ch-
cago in Chicago, Contact: 31 27702-1724, Jung 611 *Research for Assuts: A Compiela
Chenaaw of fne Markaling Research Procass.”
May 17-20 “Second Congress on Customar A bwo-day seminar sponsared by The Georga
Satistacton.” An American Markeling Asso-  Washington Uiniversty in Leashurg, VA Con:
ciaten corderancea with a hands-on onentaton (act: 202%54-5200.

N

Jung 1518 “Product Management, Aryalys,
Plarenirg, Decision Making.” A four-day sami-
nar sponsored by the Linversity of Chicago in
Chicage. Contact 312702-1724,

Jung 22 "Deskiop Dasign: Fundamentals of
Design lor Deskiop Publishing.” A one-cay
semirar by Promobioral Perspacives in
Somersel, M. Cantact: 3138840007,

June 28 “Humeor in Leadership—A Necessary
ingrediant 1o Success.” A presartalion by
Fayces Hale sponscred by the Library Admin-
siration and Management Asscciaion at the
Amancan Library Assodalon Conferance in
Zan Francisco, CA. Contact: Sue Stiroyan 309
3534110,

July 15-16 "Planning and Marketing Infomma-
Bon Services.” A wo-day semingr led by
Darkene Weingand al the Universily of Wisocon-
sn-Madison School af Library and Infarmation
Sludies in Madison, W1, Conlact: Jane
Pearmuber, bOG262-6390. | —

=
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