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Marketing is so basic that it cannot be considered
a separate function. It is the whole business seen
from the point of view of its final result, that is,
from the customer's point of view.

— Peter Drucker, Management: Tasks,
Responsibilities, Practices

Introductory Comments

r-

Our series of Library Connect pamphlets is intended as a source of inspiration,
ideas and resources for working librarians who are setting out to tackle projects
in fast-moving, fast-changing or potentially alien areas. This new addition,
addressing the marketing of information products and services, fits in very well
with this overall purpose. The whole area of marketing and “selling the library" is
an area which many information professionals still feel sits uneasily with our core
professional values of service and empathy. Yet, we library and information
science (LIS) professionals can no longer look at the Peter Drucker quote which
accompanies this introduction and think it has no bearing on our own work.

The role of the LIS professional is adapting to changing technologies, and our
users’ perception of the nature of the library is also changing radically — particularly

in universities. In this environment the effective presentation of
the library is an essential survival tool. This is true whether a
library is contributing effectively to an organization’s overall
marketing effort or, sensitively and subtly, promoting positive
attitudes in the minds of its local constituency.

Citations and annotations shared here will provide background,
ideas, techniques and inspiration for both novice and

Tony McSean

Since 2004, Tony McSean has served as Director
of Library Relations for Elsevier. In this role, he has led
development and management of Elsevier's relations
with the library community worldwide.

As part of his Elsevier duties, Mr. McSean has led
Elsevier's participation in the Health InterNetwork
Access to Research Initiative (HINARI) and Access to
Global Online Research in Agriculture (AGORA), two
initiatives making high-quality medical information
available to researchers and practitioners in the
developing world.

From 1988 to 2004, Mr. McSean served as chief
librarian with the British Medical Association, and
from 1974 to 1988, he held professional posts in
university and national libraries in Ireland and
elsewhere in the UK.

experienced marketers.

| hope you will find this pamphlet as interesting and useful as | have done, and
that your libraries may gain strength and reputation from the application of
information provided by resources identified here.

Brilliant marketing is not on its own any kind of substitute for a well-run service
providing what its user community needs, but in the 215t century even the best-run
library or information service will only prosper if effort and talent are devoted to
promotion. Most of us can provide the effort, and this pamphlet can help coax the
seeds of marketing talent into full, harvestable flower.

ﬂﬂ‘ﬁﬂn

Tony McSean, Director of Library Relations, Elsevier, Oxford, UK

Mr. McSean'’s further professional involvement with library organizations has been extensive. For the
European Association for Health Information and Libraries, Mr. McSean has served as the president,
secretary and treasurer, and currently serves as the past president and a member of the board. For the

Chartered Institute of Library and Information Professionals, Mr. McSeén has served as a council member

and board member, and since 1999 has served as a member of the Health Libraries Group Committee.
For the International Congress on Medical Librarianship, Mr. McSeén served as the congress chair in
2000, and this year is the chair of the International Committee.

Prior to beginning his librarianship career, Mr. McSean was awarded a degree in English and a
postgraduate library diploma, both from the University of Wales.

Mr. McSean has written extensively on professional issues, including library management, library
and networking technologies, publishing and the future of professional associations.
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Strategic Planning

Robert D. Galliers

/ The Journal of Strategic Information
Systems focuses on utilization of information
systems as strategic tools and considers, in
a global context, associated management,
business and organizational issues. The
emphasis is on the incorporation of information
technology into organizations’ strategic
thinking and alignment and management of change issues. The journal
publishes research and case study papers from around the world.

More information appears at

www.elsevier.com/locate/jsis

-

Chi, L., Jones, K. G., Lederer, A. L., Li, P., Newkirk, H. E., & Sethi, V. (2005).
Environmental assessment in strategic information systems planning.
International Journal of Information Management, 25(3), 253-269.

DOI: 10.1016/j.ijinfomgt.2004.12.004

As library websites become increasingly important to library operations and as

libraries offer more online services, forecasting and allocating information

technology (IT) services and ensuring they support library and institutional
missions become increasingly important too. This article states environmental
assessment may increase chances of achieving objectives of strategic
information systems planning (SISP). SISP is defined as "the process of
identifying a portfolio of computer-based applications that will support an
organization's business plans" (section 2, 11). IT, technical services or systems
librarians may find this article of particular value.

/

Cuesta, Y. J., & McGovern, G. (2002). Getting ready to market the library to
culturally diverse communities. ALKI, 18(1), 6-9.
The authors emphasize the importance of identifying needs of specific populations
and offer advice regarding how to focus marketing efforts for specific groups.
Included is a checklist to help analyze a library's efforts from a diversity
perspective; the list covers library planning, collections, programs and services,
publicity and media relations, and staff development. The main message is to
examine early on, as part of planning endeavors, how a library can reach out to
diverse populations. This article offers guidance for libraries of all stripes.

Dempsey, B. (2004). Target your brand. Library Journal, 129(13), 32-35.

Branding, branding, branding. At every turn, one hears about "branding." But
exactly what is it? Dempsey here gives just enough information and guidance,
laced with a few real-life examples (e.g.,"The Borders Lesson" and "Think Target')
to get librarians on their way with using branding to further library marketing.

“For librarians engaged in strategic planning involving information and communications technology (ICT),
guidance from authoritative sources can prove valuable. There can unfortunately be a great deal of
faddishness associated with much written regarding the strategic use to which modern ICT can be put in
organizations throughout the world these days. Weighty-sounding yet vague terms such as ‘globalization' and
‘off-shoring’ frequent the more popular media on the subject. The Journal of Strategic Information Systems
takes a more critical perspective. In publishing papers arising from serious scholarly study and utilizing
research from the four corners of the globe, the journal provides a truly impressive array of information on
how organizations can use ICT strategically and avoid associated pitfalls. 2

— Robert D. Galliers, Editor-in-Chief, The Journal of Strategic Information Systems, and Provost
and Vice President for Academic Affairs, Bentley College, Waltham, MA, USA

Dodsworth, E. (1998). Information policy; Marketing academic libraries:
A necessary plan. The Journal of Academic Librarianship, 24(4), 320-322.
DOI: 10.1016/S0099-1333(98)90110-0
The author identifies the importance of a marketing plan to overall success of a
library and emphasizes the need to include a marketing plan within a library's
strategic plan. Further, she identifies components to include in a marketing plan
and so provides a guide to production of such a plan. According to Dodsworth,
components essential to a marketing plan are determining what to promote,
defining a target audience, choosing types of outreach, and evaluation. Among
assets of this article are descriptions of marketing tactics —including a library
sponsored lecture series —that have proven successful at Georgetown
University's Lauinger Library.

Kassel, A. (1999). How to write a marketing plan. MLS: Marketing Library
Services, 13(5).
Here the main message is that a marketing plan — revised regularly — can help
a library achieve success, even in our increasingly digital time. Besides listing
steps involved in creating a marketing plan, Kassel gives hints and tips useful
for information professionals new to the marketing game. This article could
serve as a quick first stop for anyone wishing to get going with marketing
library services.

Marketing @ your library. (2005). Retrieved from Association of College

& Research Libraries website:

www.ala.org/ala/acrl/acrlissues/marketingyourlib/

marketingyour.htm
The Association of College & Research Libraries (ACRL) and the American
Library Association (ALA) are leading a national marketing effort to heighten
awareness and support of academic and research libraries. At this site appears
information on the Academic and Research Library Campaign and ACRL's
advertising campaign aimed at campus decision-makers and promoting the
importance of librarians in teaching and research. Specific information appears
on how to develop marketing plans and how to join the discussion list
ACADEMICPR which allows sharing of best practices related to library marketing
and public relations. Also available are case histories of successful marketing
and public relations efforts in academic and research libraries.

sciencedirect




Newkirk, H. E., Lederer, A. L., & Srinivasan, C. (2003). Strategic information
systems planning: Too little or too much? The Journal of Strategic
Information Systems, 12(3), 201-228.

DOI:

The authors state that strategic information systems planning (SISP) is key to

organizations succeeding in today's competitive global marketplace. Libraries

may find that, as their online presences and offerings become more essential to
achieving library goals and objectives, SISP involves or impacts marketing efforts.

This article, which advises caution regarding too much or too little SISP and reports on

research examining how comprehensiveness and effectiveness are related in SISP

phases, may offer particular value to IT, technical services or systems librarians.

Nkanga, N. A. (2002). Marketing information services in Botswana:
An exploratory study of selected information providing institutions in
Gaborone. Library Management, 23(6/7), 302-313.
Through surveying special libraries and information centers in Gaborone, the
author found responding institutes favored marketing yet lacked formal or
strategic marketing plans. Nkanga defines library marketing as best undertaken
when following the Kotler-Andreasen-Keiser approach and designing and
implementing longer-term systematic processes. The literature review refers to
studies and writings addressing libraries and information services in Brazil, the
eastern Caribbean and the UK.

Noack, D. (2003-2005). Marketing the library; Web-based training for public
libraries. Retrieved from Ohio Library Council website:

This easy-to-navigate website gives basic why's and how's of library marketing.
Though aimed at public libraries, the included self-paced modules offer instruction
of value to diverse types of librarians. The modules cover planning, promotion and
the role of the Web in marketing library products. Despite the site’s focus on Ohio,
the information, resources and recommendations provided know no boundaries.

Norris, M. C. (2005). Marketing: A new way of doing business in academic
libraries. In E. D. Garten, D. E. Williams, & J. M. Nyce (Eds.),
Advances in library administration and organization
(Vol. 22, pp. 275-295). London: Elsevier.

DOI:

This article identifies ways libraries are already doing marketing and suggests

how they can do it better. For instance, Norris suggests taking advantage of

patrons' needs and creating services not likely to need much marketing. Also
presented are information and insights geared to marketing library services to

the millennial generation, "born roughly between 1982 and 2002" (p. 286).

>

Owens, I. (Ed.). (2002). Strategic marketing in library and information science
[Whole issue]. The Acquisitions Librarian, 28.
The purpose of this issue is to (1) show the current limited use of marketing by
LIS practitioners, (2) discuss examples of how marketing can be made more
widely applicable, (3) explain the benefits of combining marketing with strategic
planning ... (4) demonstrate the means by which LIS may move toward a more
full-fledged use of special types of marketing ... and (5) illustrate some of the
usefulness of marketing in special settings and contexts (p. 2). The eleven
articles in this issue include a literature review and articles on strategic planning,
branding, recruiting, library education, marketing electronic resources, archives
marketing, and public library marketing.

(Reprinted from "The JAL guide to the professional literature,” by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 30(1), January 2004.
DOI: 10.1016/j.jal.2003.11.010)

Strategic Planning

Ryan, S. M. (2003). Library web site administration: A strategic planning model
for the smaller academic library. The Journal of Academic
Librarianship, 29(8), 207-218.

DOI:

Library websites comprise an important way for users to find out about library

resources and serve in and of themselves as marketing vehicles. Ryan advocates

applying strategic planning to library websites and thus guaranteeing the sites
support missions of involved libraries and parent institutes. The section describing
evolution of websites in libraries offers a reminder of how quickly the digital
world has sprung to life. Also covered are website policies, administration,
design, organization, content, maintenance and evaluation.

>

Wallace, L. K. (2008). Libraries, mission, and marketing: Writing mission

statements that work. Chicago: American Library Association.
This brief guide gives practical tips for writing a more effective mission
statement, covering the brainstorming, drafting, and uses of the mission
statement to promote the library. The bulk of the volume consists of sample
mission statements from academic, public, and school libraries, as well as
archives and other special or independent libraries.

(Reprinted from "The JAL guide to the professional literature," by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 30(2), March 2004.
DOI: 10.1016/j.acalib.2004.01.005)

Weingand, D. E. (1999). Marketing/planning library and information services
(2nd ed.). Englewood, CO: Libraries Unlimited.
Novices as well as old hands at library marketing
may gain much of value from this book, comprising
eleven chapters and forming a roadmap to
development and execution of marketing efforts in
libraries and other types of information organizations. \
Those familiar with traditional business-world ‘
marketing practices may find themselves on familiar
ground in this book. Chapter 10 covers two approaches
to evaluation of marketing services.

Wilson, C., & Strouse, R. (1999). Marketing tips for information professionals;
A practical workbook. Dayton, OH: LexisNexis. Retrieved from
LexisNexis InfoPro website:

The authors warm readers up by providing a reminder

of the four P’s identified by marketing guru Philip /;/,3
Kotler — product, price, place and promotion, as
well as five A's needed by librarians undertaking
marketing — ambition, assertiveness, aggressiveness, i
appearance and attitude. The authors then provide

brief advice and worksheets guiding information
professionals through the creation of a marketing
strategy: reviewing the current situation, articulating
marketing objectives, developing an action plan, choosing
action tools, and evaluating and reviewing the strategy.

-~
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More on “The JAL Guide to the Professional Literature"
appears on page 19.



Environmental Scanning

Chris Pringle

Abels, E. (2002). Environmental scanning. Bulletin of the American Society
for Information Science and Technology, 28(3).

This article concisely explains what environmental scanning is and why it is

important to organizations. Abels identifies steps involved in the environmental

scanning process, and discusses internal and external scans. For colleagues

unfamiliar with environmental scanning, this is a good article to read before

delving into more detailed texts about the subject.

Adkins, D., & Sturges, D. K. (2004). Library service planning with GIS

and census data. Public Libraries, 43(3), 165-170.
The authors describe how geographic information systems (GIS) software
and community-specific information can help library staff to gain greater
understanding of populations served and to plan library services. In their
review of two scenarios, involving branches of the Phoenix (Arizona) Public
Library system, the authors demonstrate how GIS software when combined with
census data can provide graphical tools to assist in collection development,
circulation analysis and outreach. Details are given on particular U.S. Census
files librarians may wish to consult.

Boudreau, G. D., & Manley, C. G. (2004). Developing a customized database

of users as a tool for marketing the library; A database to satisfy

customer demand at ORNL (Oak Ridge National Laboratory).

Information Outlook, 8(1), 44-48.
The ORNL library created its Customer Registry Database to gather data about
the library's users and their interactions with library resources, especially
reference services. The database was designed to identify and track data
beyond customers' book and interlibrary loan orders and to include data relating
to electronic reference interactions. Designed as a subset database within the
library's automation system, the Customer Registry Database allowed
development of a knowledge base containing reference queries and facilitated
identification of individual customers and librarians involved in reference
interactions. The database also allowed identification of researchers' fields of
specialty. The authors affirm that development of the database provided insights
into capabilities needed for any new automation system down the road for the
library, and that databases such as the registry might lead libraries to enhanced
customer service and thus continued funding.

More on “The JAL Guide to the Professional Literature"
appears on page 19.

— Chris Pringle, Publisher, Social Sciences, Elsevier, Oxford, UK

>

Diamond, W., & Oppenheim, M. R. (2004). Marketing information:

A strategic guide for business and finance libraries [Part I].

Journal of Business and Finance Librarianship, 9, (2/3).
“[This work] is intended as a resource for marketers and for those studying to
be marketers. Its emphasis is on information, not on marketing itself. It is most
assuredly not an encyclopedia or a handbook of marketing. Consider it a guided
tour of the signposts and landmarks in the work of marketing information,
highlighting the most important features but not covering everything” (p. xvii).
In eight chapters the authors cover “Researching the Competitive Environment,
Research about Customers, and Research for the Promotional Strategy” and an
annotated bibliography of print and electronic sources of marketing information.
Part Il of this work appears in Journal of Business & Finance Librarianship, 9,
no. 4 (2004) 205-299.

(Reprinted from "The JAL guide to the professional literature," by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 30(6), November 2004.)

Dong, X. (2003). Searching information and evaluation of Internet: A Chinese
academic user survey. The International Information & Library Review,
35(2-4), 163-181.
DOI:
This article presents findings from a survey which reached students and other
academics in developed areas of China. Findings included that Chinese Internet
users turn most often to Chinese- and English-language resources. Besides
offering insights useful to information professionals working in China or with
Chinese audiences, this article offers a model for design and deployment of a
survey regarding information-seeking behavior in an academic environment.

Hale, M., Butcher, P, & Hickey, C. (2003). New pathways to planning.
Retrieved from Northeast Kansas Library System website:

This electronic resource can help guide the way through first steps in library
planning and involved environmental scanning. Starting on the introduction link
or the site map is crucial to getting the most from this site. This comprehensive
site provides links to charts, worksheets and resources that can assist in design
and evaluation of marketing strategies and objectives. Sections address profiling
your community; internal library audit; vision, goals and objectives; and putting
the plan in motion.



Hayslett, M. M., & Wildemuth, B. M. (2004). Pixels or pencils? The relative

effectiveness of Web-based versus paper surveys.

Library & Information Science Research, 26(1), 73-93.

DOI:
Surveys can serve as tools during environmental scanning, which in turn can
assist in development of customer service and marketing programs. With the
introduction of Web-based surveys came a way to overcome geographic
boundaries and reach larger numbers of people than possible with paper surveys.
But are online surveys more effective than paper ones? This article focuses
on pros and cons of surveys administered by three methods: a printed survey
distributed by mail, a Web survey announced by mail, and a Web survey
announced by email. Among challenges associated with Internet surveys, the
article identifies possible sampling bias (i.e., a population using the Internet may
be demographically unique), mode effects (i.e., the distribution medium may
affect survey responses), and matching a population with an appropriate
distribution medium.

Koontz, C. (2003). Census data: Valuable information on your library's customers.
MLS: Marketing Library Services, 17(3), 6-8.
This article can help information professionals find and use U.S. Census data.
Though covering a lot of ground — including a brief history of the U.S. Census
and identification of census data most useful to librarians, this article is an easy
read. The example illustrating how a library marketer (and other library staff)
might use census data makes instructive points, including that such data may
help in decision-making relating to acquisitions, staffing, budget development
and outreach. The suggestion to consult U.S. Census statistics relating to
holidays and days of special observance indicates understanding of librarians'
on-the-ground marketing needs. MLS is a newsletter which informs library
and information professionals about marketing trends, issues and resources —
while providing information from a how-to, pragmatic perspective. More about
MLS appears at

Logan, R. (2000). Ready, set, plan! Community analysis help online.

Public Libraries, 39(4), 220-223.
This article discusses the development and purposes of online community analysis
tools such as provided by the Library Research Service (LRS) of the Colorado
State Library. Along with providing interactive tools, the LRS reports and analyzes
statistics on U.S. school, public and academic libraries, and conducts studies on
major library issues such as the changing library workforce. Librarians seeking
guidance on U.S. community analysis may wish to read this article and visit the
LRS website at

McClamroch, J., Byrd, J. J., & Sowell, S. L. (2001). Strategic planning:

Politics, leadership, and learning. The Journal of Academic

Librarianship, 27(5), 372-378.

DOL:
The authors give an overview of the importance of strategic planning to a library
and describe a particular strategic planning model. Related here are lessons
learned by the Indiana University Bloomington Libraries (IUBL) as they built a
strategic plan using John Bryson's Strategy Change Cycle. Bryson's model
recognizes the importance of political decision-making to the strategic planning
process and involves ten steps including assessment of an organization's
environment. The description of the process involved as IUBL's Strategic Planning
Steering Committee developed an environmental assessment — identifying the
libraries' strengths, weaknesses, opportunities and threats — may serve as a
guide to developing an environmental assessment for any library.

Environmental Scanning

OCLC white paper on the information habits of college students; How academic
librarians can influence students' Web-based information choices.
(2002). Retrieved from Online Computer Library Center website:

This report presents data pertaining to university students’ preferences and needs
regarding library resources. Further, this report recommends tactics to increase
libraries' visibility on the Web and help connect students with high-quality
information resources. Any librarian needing data on information-seeking
behavior of U.S. college students can find here significant information to assist
with an environmental scan or community analysis.

Sarling, J. H., & Van Tassel, D. S. (1999). Community analysis: Research that
matters to a north-central Denver community. Library & Information
Science Research, 21(1), 7-29.

DOI:

The Community Analysis Research Institute (CARI) model developed by Roger

Greer and Martha Hale offers a structure to assist in developing a profile of a

library’s community. This model, as reported here, can facilitate a library's

obtaining and assessing statistics, interviews and structured observations.

Demonstrating the viability of the CARI model, the authors describe how this

model was used as part of planning processes surrounding construction of a

new public branch library in Denver, Colorado.

Wilson, A. (Ed.). (2003). The 2003 OCLC environmental scan: Pattern recognition.
Retrieved from OCLC website:

This report identifies issues and trends impacting libraries, archives and allied
organizations. Included are assessments of relevant social, economic and
technology landscapes. The section "The Research & Learning Landscape”
addresses the changing pattern of research and learning in higher education,
and the section "The Library Landscape" addresses social and technology trends.

Wilson Il E. J., & Wong, K. (2003). African information revolution:

A balance sheet. Telecommunications Policy, 27(1-2), 155-171.

DOI:
Librarians working in Africa or information professionals involved in developing
library services for African audiences may particularly benefit from this article,
providing an environmental scan detailing diffusion of information technology in
Sub-Saharan Africa. Wilson and Wong discuss the importance for Africa of the
information revolution and cover economic as well as non-economic benefits.
For information professionals working in any developing region, this article may
provide guidance on how to structure an external environmental scan pertaining to
information and communications technology.

— Dr. Marlys Witte, Director, Medical Student Research
Program, Curriculum on Medical Ignorance, and Professor
of Surgery, University of Arizona College of Medicine,
Tucson, AZ, USA
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Customer Service, Media Relations and Public Relations

Michael Blackman

/ World Patent Information provides a
worldwide forum for exchange of information
among professionals in the field of industrial
property information, documentation,
classification and statistics, and promotes the
widest possible use of associated literature.
This journal publishes papers concerned with all aspects of industrial
property information, documentation, classification and statistics; new
regulations pertinent to industrial property information and documentation;
reports on relevant meetings and conferences; and bibliographies,
together with book reviews.

More information appears at

www.elsevier.com/locate/worpatin

) 4

Brower, S. (2002). Teaching e-journals: Building a workshop for an academic
health sciences library. Serials Review, 28(2), 88-92.
DOI: 10.1016/S0098-7913(02)00168-5
Customized instruction, an important part of customer service offerings at many
libraries, changes as the times change. Brower reports on the University at
Buffalo Health Sciences Library’s workshop addressing myths surrounding
e-journals and recommending methods for accessing such journals. This article
describes the learning objectives and structure of the workshop which may
serve as a model for similar instructional sessions.

Cardwell, C., Furlong, K., & 0'Keeffe, J. (2001). My librarian: Personalized

research clinics and the academic library.

Research Strategies, 18(2), 97-111.

DOI: 10.1016/S0734-3310(02)00072-1
Academic libraries offering or contemplating offering personalized research
clinics (PRCs) may want to turn to this article, describing PRCs at three institutes.
Covered aspects of managing PRCs include logistics, publicity methods and
assessment. Institutes mentioned are Ohio’s Bowling Green State University,
Wisconsin's Marquette University and Pennsylvania’s Gettyshurg College.
The authors additionally report on results of a survey taken during the
Association of College and Research Libraries national conference in 2001.
Respondents indicated that problems with PRCs included insufficient marketing.
Regarding the value of PRCs, the authors note in their conclusion, “They
embody the spirit of undergraduate education on our respective campuses.”

“a types of organizations providing information must pay attention to how they serve customers
and deal with media and public relations. To provide excellent customer service, an organization
must first make sure that its customers know of the services available. Whether an information
organization is a library, a publishing house or a patent office, getting word out about services
available and taking care of customers are primary needs. By looking at how diverse information
organizations structure customer service and manage media and public relations, best practices
may be identified and advantages gained.

— Michael Blackman, Editor-in-Chief, World Patent Information, London, UK

Germain, C. A. (2000). 99 ways to get those feet in the door: How to develop a public

relations campaign. College & Research Libraries News, 61(2), 93-96.
This article gives pointers on how an academic library can communicate to its
users why they should visit the library. Germain advises organizing a public
relations (PR) committee, getting to know the library needs of one's campus, and
preparing a PR plan. Among ideas presented are staging workshops for new
faculty orientations; sponsoring book-signing events for faculty; reaching out to
department secretaries; using table tents on cafeteria tables and advertising
library websites; involving students in development of library websites; and
reaching out to local high school students.

>

Karp, R. S. (Ed.). (2001). Powerful public relations: A how-to guide for libraries.
Chicago: American Library Association.
This work in the well-known How-To series covers news releases and public
service announcements, library publications (newsletters, brochures, flyers,
posters, bookmarks), Web-based PR, exhibits, interactive multimedia programs,
special events, desktop publishing, and a selected, annotated bibliography for
further study. The contributors offer step-by-step instructions, checklists, and
sources for further information.

(Reprinted from "The JAL guide to the professional literature," by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 28(4), July-August 2002.)

Lederer, N., & Ernest, D. J. (2002). Managing the media during a library crisis.
American Libraries, 33(11), 32-33.

Here library staff can learn how to hecome better equipped for dealing with

media during crises and learn about types of behavior media representatives

may exhibit when crises befall libraries. This article warrants inclusion in a

library's disaster preparedness plan.

€ Be creative. Try to think of new ways to promote
your services. And, enjoy it! Marketing is one of the
fun, creative tasks library staff get to do! *°

— Melissa Kane, Reference Librarian, Earth Sciences
Information Centre, Ottawa, Canada



Customer Service, Media Relations and Public Relations

Lillard, L. L. (2003). Personalized instruction and assistance services for

distance learners: Cultivating a research relationship.

Research Strategies, 19(3-4), 204-212.

Dol
For academic libraries serving distance students, according to Lillard, ongoing
marketing and provision of high-quality services are important. She propounds
"embedding the library into students’ daily lives" (section 6) via library services
comprising relationships rather than encounters and via librarians serving
alongside faculty as co-instructors of online courses. This article offers a vision
of exemplary customer service to distance students.

Malone, C. (2004). Agency web pages — an information resource and a public

relations tool: The USDA example. Government Information

Quarterly, 21(3), 383-390.

DOI:
In presenting results of examination of U.S. Department of Agriculture (USDA)
Web pages available from 1999 to 2004, Malone draws attention to the need for
government agency websites to achieve balance between serving as public
relations tools and disseminating information. Identified are types of information
researchers typically look for when visiting government agency websites such
as USDA's. Also discussed is the provision of USDA data by Cornell University's
Mann Library website — a provision resulting from a cooperative arrangement
involving the USDA and Cornell and benefiting researchers.

Marshall, N. J. (2001). Public relations in academic libraries; A descriptive

analysis. The Journal of Academic Librarianship, 27(2), 116-121.

DOI:
Motivated by the lack of research regarding public relations (PR) activities and
their impacts in academic libraries, the author interviewed library directors at
U.S. universities. Findings presented here paint a broad-brush picture of attitudes
on the part of academic library management towards the need for and value of
public relations. Instructive findings include the fact that none of the libraries
included in the interviews had in place a written PR plan, yet many interviewed
directors felt PR was important to their libraries. This article identifies specific
PR-related needs, including for library staff to receive PR training, for libraries to
track PR efforts and results, and for information professionals to conduct further
research into types of PR efforts most effective in academic settings.

Metz, P., & Gray, C. (2005). Public relations and library weeding. The Journal

of Academic Librarianship, 31(3), 273-279.

DOI:
Who hasn't heard of a library weeding a collection only to find more problems than
benefits resulting? This article explains how the University Libraries of Virginia
Tech wrapped public relations into a major shelf-load-reduction/storage project
and found goodwill among the results. As factors important to the project's
success, the authors identify advance publicity, clear criteria (listed in Appendix B)
and faculty involvement. Further, the authors relate how downsizing resulted in
donations to libraries across the globe. Seen as good deeds, the donations likely
helped the libraries steer clear of negative criticism such as may have resulted
from simply putting materials into dumpsters.

Siess, J. A. (2003). The visible librarian: Asserting your value with marketing
and advocacy. Chicago: American Library Association.

This book focuses on tactics to help librarians gain visibility and claim their value

to their communities. Opening with sections on customer service and change

management, this lively yet cogent book is fast out of the gate. Taking readers

from basic issues affecting libraries, to marketing basics, to guidance on

deploying publicity and public relations, and finally to advocacy — where, as noted

by Siess, it all comes together, this book could serve as a texthook in a course
about marketing library services. The five chapters are subdivided into building
blocks that interconnect. Each chapter is worthy of study as an independent
unit, especially when considered in conjunction with the complementary listing —
at the back of the book — of additional resources. The how-to's regarding publicity,
public relations and lobbying could serve as a blueprint for action plans for
members of library staff or Friends of Library groups.

>

Taylor, S. (2002). Public relations and the academic library. Public Services
Quarterly 1(3), 1-4.
Though brief, this article offers a very useful review of the literature on marketing
and public relations in the academic library. Other related articles of interest in
this issue include: "University of Central Florida Librarians on Location" (by
Donna Goda, Elizabeth K. Killingsworth, and Buenaventura B. Basco), where
librarians use a wireless laptop to bring reference service to students around
campus; "From the Library Plaza to the Golden Dome: Reaching Constituents by
Committee" (by Rebecca C. Drummond, John P. Hughes, Patti Lee, Anne Page
Mosby, Marjorie Patterson, and Peter J. Roberts), on the unusual array of
activities of Georgia State University library’s public relations committee; and
"The Special Library on Campus: A Model for Library Orientations Aimed at
Academic Administration, Faculty, and Support Staff" (by Leslie Hurst), on an
innovative program at the University of Washington.

(Reprinted from "The JAL guide to the professional literature," by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 29(5), September 2003.)

Weidinger, . (2005). Dissemination of information activities of the Austrian
Patent Office (APO). World Patent Information, 27(2), 145-151.
DOI:
In a knowledge society, information organizations must take measures to
raise public awareness of the organizations’ missions and services. Weidinger
states the Austrian Patent Office (APQ) provides services encouraging "Austrian
companies to use their industrial property rights actively and strategically.”
Providing testimony to the APQ's ability to fashion itself as thoroughly modern
are examples of how the agency delivers customer service with public relations
built in. The APO offers train-the-trainer sessions aimed at lawyers, librarians,
teachers and others; the APO organizes seminars with partners such as the
Association of Patent Attorneys and benefits from shared resources and
collaboration; and the APQ participates in national and international fairs.

Woodward, J. (2005). Creating the customer-driven library; Building on the
bookstore model. Chicago: American Library Association.
In just over 200 pages, Woodward takes readers from the appeal of bookstores
and a comparison of libraries and bookstores, to advice on finding time and
money to transform libraries so they better serve customers. In between, she
provides guidance on identifying library customers' needs and establishing clear
customer service priorities for library staff. Information professionals looking for
how-to guidance may especially appreciate the chapters on ambience, display,
signage and promotional materials. Though the entire book may be said to be all
about marketing, this slight book devotes a chapter to marketing. The chapters
"Valuing Customer Service" and "One Library, One Goal: Establishing Clear
Priorities" speak to special challenges faced by research libraries.

More on “The JAL Guide to the Professional Literature"
appears on page 19.
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Outreach and Liaison Efforts (Including Promotional Literature and Websites)

James Mouw

/ Library Collections, Acquisitions, &
Technical Services (LCATS) provides a forum
for international exchange of ideas and
experiences among members of the library
collection management, technical services,
vendor and publishing communities throughout
the world. In reflecting the broad, practical and
theoretical foundations of the discipline, LCATS publishes articles based
on the practical work experiences of librarians, vendors and publishers
as well as research reports and papers on theory.

More information appears at

www.elsevier.com/locate/Icats

S )

Adkins, D., & Bala, E. (2004). Public library outreach as a function of staffing and
metropolitan location. Library & Information Science Research, 26(3), 338-350.
DOI: 10.1016/j.1isr.2004.01.001
The authors examine the history of library outreach, a history longer than
libraries' use of the word "outreach” and which has ranged from traveling book
wagons, to radio broadcasts, to staffed collections in parks. After identifying the
lack of systemically collected statistics on public libraries” outreach endeavors,
Adkins and Bala report on results of a 1999 survey of Arizona public libraries.
Findings included that, when considered as sole predictor variables, a library’s
metropolitan status and number of employed librarians emerged as significant
predictors of likelihood of that library conducting outreach or school visits.

>

College libraries' newsletters — a webliography. (2005). Retrieved from
Association of College & Research Libraries website:
www.ala.org/ala/acrl/aboutacrl/acrisections/collegelibraries/
collpubs/collegelibraries.htm

The Communications Committee of the College Libraries Section of the ACRL

provides links to college libraries’ online newsletters from around the world.

See also the extremely deep collection of academic library online newsletters

provided by ALINUS and edited by Ronald H. Epp: http://rhakotis.snhu.edu/

alinus/alinus.asp (accessed January 31, 2004). Perusing either of these
resources provides an abundance of good ideas for programming, outreach,

and marketing. Source: Rory Litwin, Library Juice 6, no. 26 (December 14, 2003).

Available: http://libr.org/Juice/ (January 1, 2004).

(Reprinted from "The JAL guide to the professional literature,” by L. Reiner &
A. Smith, Eds., The Journal of Academic Librarianship, 30(3), May 2004.)

€€\ ibrarians recognize that with the advent of the electronic age comes the need to reach out to users in new
ways. Increasingly, our users never interact with us face to face, as transactions occur over the Web. For
many of our patrons the library website has become the library. We must redouble our efforts in order to reach
these non-traditional patrons. We struggle to find ways to reach patrons at this time of inmense change; how
do we publicize new services and train for new resources when so many of our patrons deal with us from
afar? This bibliography includes articles ranging from practical advice on steps to improve your website to
how best to compose the library column for your local newspaper. Several articles discuss particular programs
that have proven effective and that can be easily adopted by other libraries.”??

— James Mouw, Editor-in-Chief, Library Collections, Acquisitions, & Technical Services, and Assistant Director for
Technical and Electronic Services, University of Chicago Library, IL, USA

Elder, J. J., Forrest, C., & Thomas, S. (2005). Students are users, too: A research
library reaches out to the "undergraduate market" at Emory University.
College & Research Libraries News, 66(3), 214-215.
In 2001, the main library of Emory University in Georgia established
customer-focused market councils to pay attention to the relationship between
the library and its users. The Undergraduate Market Council (UMC) 