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Librarians and Consultants Share
Words of Wisdom & Promotion Tips

Marketing Treasures 15 going into it sixth year of publica-
tion! To celebrate what this newsletier is all sboul—mar-
keting, marketing, marketing!—your editor went (o the
"source” for this issue, by inviting a group of successiul
information specialists 10 share thewr marketing ups with us,
What follows are interesting and informative snapshots of
proven marketing and promotion ideas, offered for your
considerntion by your colleagues on the front lines,

Robyn Frank of the NMational Agriculiural Library
{NAL) stresses the importance of a consistent visual image:
muininining the sume ook and feel theooghout all iems that
carry e lbrury name, And, she sugpests hiring extroveried
stafl members. They can do outreach presentations and
communicaie with turget communities © identify comma-
nity information needs. Above all they can serve 48 positive,
visible representatives for the information center, As a fur-
ther image lip, Robyn advocaies that stall members have
their colors analyeed, She explains that "color analysis is
someihing they can do on their own to help gain conlidence
wd project o positive sell-image."

Publications are a high priority for Robyn, She advises
producing them in various formats, from the newsletier (o
the electronic bulletin board, Listings of the library s subject
resources and directonies are good staple publications, but
she advocates doing something special now and then, 1o,
For instance, the Aquaculiure Information Center it NAL
produced a publication for schooligachers containing aquac-
wlture experiments that could be pedformed in class, An-
pther suggestion from Fobyn: Instead of relying on tradi-
tional user surveys, sel up informal, ad o groups Trom
communitics that use the library and ask them for feedback
and advice.

Exhibits at professional conferences have brought Robyn
the best promaotional results. She uses a coondinated tabletop
display, distributes brochures and the popular rolodex cards,
and has computers available for online searching. Robyn's
marketing techniques won the NAL Food & Nutriton Infor-
mation Center stdl the Amencan Library Association”s
John Cotton Dana Public Relations Award in 1986 for “a
well planned, comprehensive public relations program

which resulied in many promotional items of lasting value, a
large increase in lending requests, and an usage increase of
technical and reference services of the information center”

Consuliant Alice Simer Warner of the Information Guild
senl Marketing Treasures readers these invaluable tips:

« Write about what you do and abowt your services. Make
sure that what you write gets published.

« When you write about what you do, use simple lan-
puage, Alice reminds us that “librarians and information
people are not very good about this. We consistently use
library/info jargon—even when that jargon is not comfior-
able language for our clicnts.” Example: the boss who
thought *Bibliographic Citation® was o race horse!

+ When speaking and writing, give examples and el
stories about what your library can do. Concrete exumples
help your sudience understand your services and relate o
your work.

¢ Bpend mone tme among your clients than you spend
with your colleagues. Example: the special librarian who
enthusisstically hand-delivers search results.

From the information center at Cargill, Inc. in Minnesots,
Julia Peterson advises structuring the information center to
mirroe the larger organization. For example, the Cargill
information center is divided inio seciors that maich the
corporation's conliguration. Each seclor concenirales on the
necds of its company counterpan. Julia also urges the stall o
Join commitices and olher company associslions, poinding
ol that the “ability tor ged on task forces and commilices is
really important for visibility and credibility,™

Furthermiore, Julia sdvises center stalll o participale in com-
pany meetings. Information center professionals can use
these mectings a5 opporturities © make informational pre-
sentations on mecting wopics, demonstrating both the impor-
tance of what the cenler can provide and increasing com-
pany recognition of the center, In the same vein, (he infor-
matson center should initiae regulady held meetings i all
areas of the corporation for center stall o meet with high-
level company people 10 discuss company goals and projects
and to plan the rode the information center will play.
Candnuad on page 3
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Pearils of Wisdom

Tired of fighting with sticky, messy glues and cements? If
you are, then order new DryBond dry adhesive from
Charipak. Place the ilem you wani io ghue face up on a sheet
of DryBond and rub it all over, Then peel it off and position
it You can reposition (he liem simply by peeling it up and
placing it again, Excess adhesive is removed by rubbing i
with an ordinary eruser, You may order pads of 25 or 30 11°
x 17" adhesive sheels (the 25-sheel pad is equivalent (o tvo
cans of spray adhesive), For more information, wriie
Chartpak, One River Road, Leeds, MA 01053 or call B0
628-1910.

Conventional wisdom has it that when you wrile some-
thing—a report, an article, whatever—you should always
begin by creating an outline, The outline helps you focus
your thewghis and establish o clear sense of direction, How-
ever, i you often Nind yoursell bogged down in the process
of creating o troditonal, ordedy outline, and vou wind up
procrastinating and wasting tme, you need o come up with
another way 10 gel (he job done, Rather than dispensing
with outlings aliogether, consider using a difTerend approach,
Mind-mapping, & circular cutlining process is designed o
wllow your thoughis o Mow, Here's how (o do ik

(1) Write your topic in the middie of a picce of paper

and circle it

{2} Around the central 1opic, begin writing down the
thoughis that oocur 1o you when you think about the wopic.
(3) Draw lines cornecting the main points (o the central lopic,
(4) Draw lines connecling subpoinds (0 the main poinds,

(5 Link related thoughts iogether with lines deawn in o
different color, 10 remind you, while you wrile, that the
thoughts are associnied.

(6) Begin writing your ough drafl by following any thought

Ever look at vour document delivery sheel and wish you
could add a little zip o 17 Now you can give your nolices,
cover shects, Invilations, aRNoURCEMEnIs, and memdos
galra something by wsing Flash Bulleting from VALCO,
Flash Bulleting are 8,5 x 11" sheets with arvwork and cap-
tions spread scross the lop, One Flash Bulletin depicts a
newspaper boy shouting, “Extra! Extral Read All About I."
Another shows, from the knees down, 4 man running along
and kicking up dust. The caption reads “Specia] Delivery,”
Mutching env s can be ordered with the bulleting, One
hundred bulleting cost 510 and 100 envelopes cost 511, Con-
st VALCO Reproduction and Mailing Service Inc., 1535
Han Place, Brooklvn, NY 11224 or call T18/372-0100,

The Ociober issue of College and Research Libraries News
has a bricl article on pages 568-570 describing this year's
winners of the John Cotton Dana Libeary Public Relations
Awards, A total of 16 awards for library public relations and
14 special awards were presented. OF the 106 total entries for
the 1992 conlest, 21 came from collegefuniversity of special
library cafegorics. The Mac Neal Hospital Health Sciences
Resource Center received an award For its entry *The phone
is our front door,” (see page 4 in this ssue of Marketing
Treasures for "words of wisdom™ lrom Rya Ben Shir of the
respurce center.) Dendline for next year's contest is February
1sL Call the Markening Treasires ollice for delails,

When you're working on the formal of your nexi user sur-
vey, think aboul sending a postcard 1o your customers, Here
are some sample questions you might include:

» Were the services and resources what you expected?

* Did vou receive the information i good tme?

+ Wis the information in & ready-ip-use form?

« I there was a problem, was it resolved 1o your satisfacton?

= Wag the stall couneous and Criend]y?

= Was the stall knowledgeable?

As information specialists, we deal regularly with customers
on a purely professiona basis—providing them with the
information they need 0 do their jobs well, Bul how aboui
providing vour customers with informaton that ¢an improve
their personal lives s well as the lives of their fmends and
familics? A new series of pamphlets, produced by the
American Library Association, called “Building a Homse
Library,” offors annotated lists of sugpgested books for differ-
ent age groups: preschoolens, carly school-age, middle read-
ers, and young adults, Three adult reading lists are also avail-
able, The pamphlets cost $24 per hundred, To oeder write
ALA Graphics, 50 E. Huron, Chicago, 1160611 or call BXY
545-2433 and press 8. Specily age group when ordering,
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The Cargill information cender camed the American Library
Association's John Coton Dana Public Relatons Awird in
1988 and in 1990, The first oward was for a “comprehensive
public relations program which promoies services of & cor-
porate information center and s professional siaff oo the
emplovees and management of & mullinaional agribusiness
firm,"” The second awards praised the information center for
“producing a professional video program which increased
the use of the company information cenler by educating
company managers in locations around the woeld about the
cenier's resources.” From the nature of the awards, ong can
surmise that Julia advises effective cusiomes rgeting!

The promodional sctivity that has recendly produced the best
resulis for Julia's informadion cender wisa 1992 cusionmses salis-
Taction survey thatthe library had professionally (statistcally)
analyveed, Because of the survey, (he cenier staf¥ leamed
which resources the users didn’t know about and which
services the users hought the center lscked. To remedy the
Tirst problem, the information center now sends an elecironic
mail browdcast message twice o month (o company offices
and plants worldwide. One broadcast theme that has pro-
duced outstanding resulls has been " Briefing Books™ which
the informalion center prepares [or exccutives who are (o
travel overseas. Each book describes the cconomic, political,
investment, and financial outlooks, of the countries 1o vis-
ited. To bring its services up Lo user expectations, the infor-
miation cender has also embarked upon & three-vear project (o
integrate the librory system into the corporale system allow-
ing library resources 00 be accessible an the desks of execu-
lives and managers,

Carol Ginsburg of Bankers Trust Company emphatically
lells fellow librarians 1o “do whal you say you 're going 1o
do, Then people know they can depend on you” She ex-
ploins that il you sy you e going 1o gel something 1o g
client in an hour, you "d beter gel it thene in an howr, And if
VU Ccan’l gel it there in thal tme, make Sure you wirn your
client. Carol also recommends providing as many library
resowrce listings as possible. One in particular that is espe-
cially belpful o customers: a list of information sources they
tan seck out when the library is not open. Another helpful
hint i W push o get positive anticles published aboul the
information cender and its stafl, bodh in company newsleers
andd in owiside publications. When an in-house publication
runs an ariicle about the information center, the company
becomes mone aware of the reasure within its own bound-
aries, And when an extemal publication writes about the
libwary, the library, as well as the parent irganization, gets
publicity—and the company always appreciates good publicity,

Carod sends out welcome lerers with the library's brochure
10 all newly hired employees in the company, and this, she
says, is the promotonal ieschmgque that has brought ber the
best resuls, Included with the letter is a coupon for Difteen
mintes of free research dmee. Another successlul activily
has been ieaching a business reference course 1o newly
hired Bankers Trust professionals. Carol savs that olten
clients who have pitended the course Lider come inlo the
information center (o famdliarize themselves with is re-
sources, In 1991, the Special Libraries Associution hononsd
Carcl with an award Tor “excellence in public relations,”
Recognizing her outstanding contributons i public rela-
ticons goals of the associalion.

“Realiors call it “Location, locuon, and location.” Market-
ing expernis use the manira ‘Tmage, image, and mmage,™
nodes Kayoee Hale, the internationally recogmized image
and public relatkons consuliant from the Fashion Institute
of Design und Merchandising in Culifomia,

“Your image is a miror reflection (o your colleagues and 1o
your cusiomers. Either your libeiry i an dall depariment
where books are checked oul or it is an exciting hub of re-
search and information exchange. Either library personmel
projoct & business demeanor or they just show up for work
in whatever was comvenient when they opened their closet
doors. Either the maks you perfonm express the library's
image of lip service of Custmer service of it exudes cus-
iomer saislaction. Either you have a clearly delined imge
for every compaonent of yoursell, your library, your siafl,
and your services, OF You ane missing Opporunities, evenis
and simations that could be essential to both yvour Survival
and your success.”

Knycee continues, “Image is a composite blend of every-
thing that can be sensed in your work envinonment, 1t 15 mol
merely that which can be read. It is what is seen, heard, and

felt. Tt is o blend of appesrances, professionalism, poise,
sell-confidence, expertise, energy and behavior,™

"Moled linguisiic expert, D, Alben Mehrabians’s reseanch
indicaied that in any message delivered, the perceiver judges
it by 7% words, 38% voice, and 5353% non-verbal commiani-
calion. Any way you slice i, that means thal only 7% of
vour message is deciphered by the words vou use. The re-
maining Y3% of your message is experienced and decoded
by some other means,”

Canlnued on page 4
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Kayeee recommends “mking ofl the rose-colored plasses;
glart af your [rond door; stan with your circulaton clerk.
That's where your departmental image begins and ends,
Remember that first and last impressions are lasting impres-
sicns, 1 you like what you see, you're way ahead of the
game. If youo don'l then go o your desk and think sbow
what kind of role model you are, Think about your image
and then think about why it is that we believe so firmly that
i only the rest of the world would change, things would be right
-+ but we rarely think of starting that change with ourselves,"”

confinged fram papa 3

“Managing the image of you library, your stall, and voursell
is a vital aspect of any successlul public relations and mar-
keting program. Image, image, image .. . s yours adroit or
acdrifi? aaks Kayoee,

From the law library of Holland & Knight in Flocida,
Linda Will says establish your library as “information cen-
iral”! She uses severn] promotion ools (0 acoomplish her
goal, A monthly bulletin—always deskiop published—uses
graphics and colored paper 1o capture reader attention. Linda
als0 recommends sending quick messages regarding library
resources through electronic and phone mail,

The bulletin functions as o vehicle for announcing recent
Library acquisitions, Linda suggests including the calalog
rumbers and locations of new resources 1o make it casicr for
readers o get their hands on what they want, On the back of
the bulletin she lsts journal hoddings, Atlomeys can chcle
whal they'd like to take a book at, and then Linda or one ol
her slall members prompay sends the material o them.
Linda savs that good service such as this—even if it means
wiorking overtime—is the secrel io gaining the trust and cred-
bility that encourages customers (o use the information conter.

Linda always issues an annual report, knowing that this is an
excellent way 1o emphasize the prescnce and imponance of
the library, as well as providing information 1o the law fim,
She also promodes the information center's online services,
and had a brochure printed that targets both the firm's atior-
neys and the firms clients, describing the information re-
sources readily available through the information cemer.

Linda carried out most successful promotion activity af o
lrmwide atomey retreat where she demonstrated the ne-
working system within Holland & Knight. As a librarian
whi emphasizes the value of inviting vendors (o demaon-
Strate thear goods (she points oat that you can always get
vendors o provide at least one free lunch, and you can al-
wiys el customers (o come 10 eat’), Linda invited vendors

[ such as Weslaw, Lexis, and Information America 1o sel up

their compuicrs in the display arca af the retrear. Linda says
It was @ huge success, with "partners crawling all eover" 1o
sec the demonstrations. She suid it was an excellent opporiu-
nity to introduce hersell 1o the many attomcys she comes
o contact with solely over the izlephone,

Sharon LaRosa, editor of the MLS - Markering Library
Services newsletler, had these promotion tips (o share:

= Write a nowsletler— it's an excellend way (0 showcase
your ideas and expertise,

* Make presenuions sl conferences, library association
chapler mectings, and similar events 1o share your experi-
ences and make new contacts with colleagues and potential
clienes, Sharon says that she responds “wo as many invita-
LM 10 give presentalions as possiblbe."

Rya Ben Shir of Mac Neal Hospital's Health Sciences
Resource Center in [llinois underscores the importance of
running the libeary on a business model, She urges infonma-
tion specialists o think of marketing as giving customers
mowe of what they want and less of what they don't wani.
"What they don't want," she says, “is hassles." In order 1o
dir this, Rya recommends maximizing available technical
resources; onling database services, fax, the ielephone, eic.
She also rells information professionals not (o be passive—
o b aware of their organization’s business cycles, For ex-
umple, because the average hospital stay for patients nation-
wlly is just six days, the resounce center alms al gelting
search resulls (o the weatment team within four hours of the
request and provide documents within twenty-Tour 1 fory-
cight hours, This is far shomer turmaround than the national
average in hospitds, The information is then available in
time 1o make *“a positive impact on decision making and
patient care.” The point is 1o help sobve the problem while
the customer can still make use of the solution and has the
Opporunily o appreciate your help,

Comfort and case when accessing the infomation center is,
according o Ryn, of paramount imporance. In facl, Rya has
championed a way (o make (e hbrary ulumalely casy and
comiortable 1o use, withoul cven having o physically go
there; She has elevated the use of the elephone at the re-
source oonler o the point that it is now considened the
center's “front door,™ Her argument is that the libeary is not
comwenient i you ave o walk 1o it—and no library is con-
wenient 1o ol potential users. The welephane, on the olher
hand, can be used from the privacy and comfon of the
customer's home or office. Appropriately, one of the re-

Continuod on paga £
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source center tag lines, lells customers o view the library as
“an exiension of your office, accessible by phone.”

The promctional activity that has been most successlul Tor
Ry a—a program called “Health Answers—selics on the
telephone, (Rya has asked Marketing Treatures o point oul
that all of the Resource Center”s service numes—such os
HealthAnswers—and all motics, logos and slogins ane
regisiered service marks in [linods. They, and
HealthAnswers in particular, should nod be used by other
librurics as if they werne generic labels.) HealthAnswers
serves [ilieen communities in the metro-Chicago arca and is
murkeied mainly through public libranes which provide
customers a phone number 10 the Mac Neal Hospital Health
Schences Resource Center s0 their specific health related
questions can be answered in detail.

Eyn implemented the service nod only © promote Mac Neal
Hospital but also o serve i need in the population, thus
Hlustrating an imponant principle of successful marketing:
You will succeed il you serve a real need of the target mar-
ket Your organization will prosper by belping others (o
prosper. The service, states Rya, is based on the philosophy
that consumers need 10 be informed about their health care
decisions, "When their bodies have betrayed them,” she
says, “information helps them feel less out of control.” In
recognition of its accomplishments, Mac Meal Hospital s
Health Sciences Resource Center was awarded a John Cot-
ion Dana Award in June of this year for “inmovatively pro-
mating the library's welephone accessibility wo both the
medical and general communities. OF special nole were the
uniggue graphics and materials and the HealthAnswers tele-
phane relerence service.”

In their roles as coordinators of the relationship between
Mead Data Central and its librarian clients, Corilee
Christou and Debbie Norris indicate that the most crocial
marketing step an information professional can take consisis
of & change in mititede; “The key o success in the Tuture 15
10 &10p thinking about library needs and think about user
needs.” notes Conlee, She strongly recommends performing
information audits and needs assessment analyses as well as
traditional user surveys, Corilee also points oot that perfect-
ing reference interview skills (such as listening inleructively
and learming what questions 1o ask) can significantly in-
crease the value of the information cemter. Debbie further
recomamends that information professionals “understand (the
critical success factors of the company.™ That is, understand
the company s product and you will understand and be able
to meet the company 's informiation needs.

Andrew Berner, managing editor of The One-Person Li-
brcry alfers these words of advice,®  Sell-promotion is vilal
for any library, especially m a one-person mformation cen-
ter, Andy wams, howewer, that in “blowing your own hom™
ihere is a fine line betwesn sell-promotion and boastiulness,
Here's his advice on how 1o stay on ihe sell-promotianal
gidde of the line,

= Konow what 10 promote, 17 vou have any noleworthy
pocomplishments, professional as well ag personal, let
pecple know aboul then,

* Know (o whom you should promote, Don't wasie valu-
able time by promoting 1o all asd sundry, Targel your users,
FOUF SUPETVISOT, SCTOr manngement (e.g,, rusiees), and
anyome invildved in allocating money o the Library,

* Know how 1o promale. Do so through library publica-
tions and newsleters (miking sure that vour name and bio-
graphical data appear in themy), through reports in which you
noilively stress vour work accomplishments, und through
vierbnl commamication, And remember, when you 1alk, alk
about your ideas and projects and st vou'd like 1o soe
done. Mever complain,

“DhiMidence,” says Andy, “must be banned (rom the libeary.
Shyness has no place.”

*F anarpimd wilh parrimsien bom Tion B ievaiio—Biow Yoor Oen Hom.” The Gas- Parmon
Labrary: A Mrmalener for Librarians dad MWanagamaad, Vel §, Ko il [acarbe: 1941

In closing, your editor has n few words of wisdom of her
ownl. Remember that your library is a business. 11 operales
in the microeconomic conditions of an organization. All the
principles and techniques of managing a business apply o
your library, its services, and products. You investigate
promising new endeavors thal position you as the keader and
you rely on current, popular services and products o “finance”™
new relesses, You juggle ressurces 1o meet demund and you
penerate demand 1o expand vour resturces. And like all
succesaful business managers, you have o “think on your
feel”™ matching creative solutions 1o demanding challenges,

A8 the manager of a library business you never quit looking
Tor und taking sdvantage of promotion opporunitics—:your
paycheck depends on il Being a marketing-oriented library
business manager is a full time job, 1 hope this issue of
Marketing Treasures has helped 1o make your job easier by
providing ideas and insights that you can incorporate inio
youT miarkeling program ioday.

25
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Sparkling Reviews

Marketing Corporate fmage. The Comprany As Your Num-
ber One Product, James B, Gregory with Jack G,
Wicchmann, NTC Business Books, Lincolowood, 1L 1941,
ISBM: (-5442-3282-1 $30.95

This book is about the use of image sdvertising 1o solve
corporate problems, The authors wish o show that nomatier
how big or small the corporation, and nomartier what image
problem the corporation might have, the perceptions that
customers, employecs, and shareholders hold are critical
10 the corporation s SUCCCss.

Marketing Corporate Imdge is iargeted al advertising
firms and students. The foemal of the book, which
explores “key aspects of classic image campaigns, both
present and pasi,” bears this out: although each chapler
deals with a particular subject (chapters 2-8, in fuct, exam-
e in tarm seven basic misslons for image sdvertising),
every chapier also coniains in-depth analyses of notable
image cumpaigns carried out by corporations such as
Weatinghouse, Mobil, Chemical Bank, Inemational
Paper, and Readers” Digest

Thie book concentraes on the seven basic missions for
image advenising mentioned above. According to the
authors, “properly conceived and implemented, image
nebvertising can be the leading edge of corporate strategy.”
Ome of the seven ways in which it can belp s by building
public awarcness and accepiance, therchy cstablishing a
miore favorable position in the marketplace, In other
words, when a company has a good image, the public will
assume that the company s products of services are good.

The public will also be willing o pay more for hose prod-
ucts and services, Gregory and Wischmann also indicale
thal image advertising can help a company by influencing
sharcholders and the financial community. Some research,
for instunce, suppons the belief that image advertising can
inerease slock prices by as much us 4 percent.

A third mission of image advenising is o establish the
company s position on issues, So-called “advocacy” ad-
vertising, spearheaded by a company ediionial-iype state-
ment about social, political, or environmental issues, can
improve corporale image by showing that a company is
concemed about and invelved in matters that wuch the
public decply.

Othier points discussed in the book include the ingredsents
for a successful image advenising campaign, One ingredi-
enl is direction or focus, which involves research 1o dis-
cover the audience the corporation wishes o influence,
expression of a corporate mission and goal setting, and
selection of the best medium (prind, radio or lelevision) for
advertising. Another ingredient is croativity—generating
advertisements that will be noticed, remembered, and
acted upon.

This book promises 1o be educationad as well as enlerain-
ing [or those who enjoy reading case studics, Bocause it
provides a fascinating and helpful insight into the world of
corporale marketing, it is recommended lor librarians who
wanl 1o grasp the concepl of corporate image for them-
selves and their informution services.
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Novamber 513 Warkaling tor tha bon-Markal-
ing Mareagar,” A frve-clary sumirar al thie Uinives-
sty ol Michigan, Michigan Business School in

\

The CrystalBall

Mowamber 19 *Designing Lieary Publicty Mater-  An Advancid Parspecive
nh'.l.nu-mﬂh.d-nphd;?mm ru kel by William Morse al the Stouller Concourse
al the Universy &l Waronsin-Madison Schoolol  Hotel in Aringhon, VA, Contact: BOMENT-T123 of
Ann Arbor, M1 Corac: Pamela Stalon, 313763 Librry and Inkormasion Studkes. Contad: Jana
4229, Poarimution, BIEEEC-6364
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Mowsmbeer 20 “The Basics of Design Using Desh-

It Cdorado Library Marketing Councl Kaycee  iop Publishing® A one-day seminar sponsored by
E&uﬂmmnmum Padgalt-Thempson al the Radsson Hotel in To-
10 ackireas wanous rary masketng lopica, Con-  kedo, OH. Contiect: BODZZS-4141 or 9134512500,

Hoverrber & Tormyalying Marketng: Funda-  Nowembar 13 Markeling Confersnos poordinaled
mantal ol Markating kor Lbranies.® A CAPCON

continuing sducalion workshop presanted by

Aslene Farber Sirkdey in Wnshinglon, DC. Con-

tact 205771 tach: Mark Estes, 303861-7000.

Dacarmbud & “Thicign lor Desdop Publshig
= A Low Wilsams samé

3127565-3000,
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