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Why should you effectively, consistently
communicate with your public?

Your fate depends on it. Out of sight (or sound),
out of mind. Once out of mind, how can you
effectively compete for time or resources?
You can’t afford not to communicate with your
public and stakeholders.

“The Why?”
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Public Relations

• The goal of public relations is to change
people’s…

•Attitudes
•Awareness
•Behavior

• Every staff member does some form of
public relations.
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Case Study: MCL

• In 2004, checkouts and on‐site visits were stagnating;
program attendance and cardholders were declining… in
spite of a rapidly growing population! Something had to
change.

• MCL made a commitment to improving its public relations
and marketing in 2005. Over the past five years…

• New Strategic Plan
• NewWebsite
• New Name
• New Brand

• Increased Media Coverage
• Increased Out‐of‐Library Presence
• Increased High‐Profile Events
• Integrated Marketing Plan
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Case Study: MCL

• What a difference it made!
2004 2010 Change

Items Checked‐Out (Circulation) 987,365 1,958,584 +98%

Cardholders 59,007 91,446 +55%

On‐Site Visits 835,140 2,085,652 +150%

Program Attendance 32,458 95,104 +193%

Number of Programs 1,026 3,048 +197%

Reserves Placed 15,734 403,171 +2462%

Computer Sessions 134,783 381,467 +183%

Reference Questions Answered 74,752 99,615 +33%

Webpages Viewed 247,088 8,035,865 +3152%
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How?

How do we effectively communicate with our 
public?

1. Make a plan
2. Implement the plan
3. Assess, correct, repeat steps.

Easy, right? Now go do it!
Just kidding, not yet…
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Make a Plan

Develop a strategy.
• What’s your current position?
• Where do you need to be? What do you 

need to be doing?
• By what time?
• What needs to be done?
• Who are your primary target audiences?
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Make a Plan

Conduct Research.
• Internal Data. You already have data on

customer behavior. Are you using it?
• External Data. Census 2010, PriZm.
• Turn a critical eye on existing practices.
• What don’t you know?
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Make a Plan

Audiences
• Who are your core audiences?

– How are they currently receiving information?
How do they want to receive information?

• Who are you not currently reaching?
• Don’t neglect internal audiences, including 

other libraries, staff, Boards in system.
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Make a Plan

Developing the Plan
• Marketing works best when its integrated: 
Program, collection, and messaging 
emphasis are all in agreement [each month].

• Consider the user viewpoint– barriers are 
often internally imposed.

• Remember: ‘communicating’ is just one part 
of a much bigger initiative.
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Make a Plan

General points…
• Make decisions based on data, not 

anecdotes.
• Partner with another library in planning for 

objectivity
• The greater the commonality of integrated 

marketing across the system, the greater 
the impact on customers.
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Visual Clutter

Dreamstime.com
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Sign Audit

•Message
•Location
•Attitude
•Aesthetics
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Remove it!

•Unnecessary
•Unhelpful
•Out‐of‐date
•Doesn’t align with policy
•Uses negative language 

–(Don’t do this!  No this allowed!)
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Streamline it!

LibraryJournal.com

Aaron Schmidt

Signs of Good Design
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Customers want…

…to GET or DO something!
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Headings  
&

Lists
& 

Bullets…
Oh my!
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Don’t be Google.
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Attributes vs. Value
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“You” is powerful!
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Not enough interest, 
too many characters

Thanksgiving Card Craft
• Monday, November 24th at 
5:00 p.m.

Storytime
• Tuesday, November 25th at 
10:00 a.m.
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Engaging and simple

Create a Thanksgiving Keepsake!
• Monday, NOV. 24 • 5 pm

Storytime ‐ Raise a Reader!
• Tuesday, NOV. 25 • 10 am

22



Working with Media

• Cooperation, not competition is the best 
policy
– Library vs. library undermines newsworthiness

• Be selective, strategic in what you pitch
• Repetition, repetition, repetition – stay on 
message.

• Timeliness is planning ahead.
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Questions?

Kate: kholloway@mcl‐lib.org
509‐737‐6365
Marketing, Public Relations

Kyle: kcox@mcl‐lib.org
509‐737‐6356
Planning/Evaluating, Research
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