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Marketing Audits Point Out
Problems and Opportunities.

From time (o time, libraries need (o lake a critical look
al their overall marketing performance. Marketing,
being a dynamic activity, is a management funclion
where objectives, policies, strategies and programs can
casily become obsolete, A major (ool for assessing

your library's opponunities and operations, a marketing |

audit is used as a systematic method for prepanng or
assessing a current markeling program.

A marketing audit covers all major marketing issucs
facing a library. There are many marketing audit
guidelines in the published literature. Personal
experience has shown the marketing audit guides
contained in the wexts of Philip Kotler are the easiest o
implement. The following comments are based on the
audit guideline in “Marketing Professional Services™ by
Philip Kotler and Paul Bloom, 1984,

The first audit consideration is the library's
envimnment: macroenyironment and task, I your
library exists in a corporate setting, then the
macroenvironment is the company itself, Public
libraries need 10 be concerned about the community
they serve. Macroenvironment questions include
demographic developments, economic conditions and
trends, wechnology impacts, political sitsations and
cultural changes. Many times librarians will need 1o
look beyond the immedise organization or community
and to the larger pictune of society and govemment
trends. Taking into consideration the political situation
on the federal, state or local level may point (o
conditions requiring planning today in order (o
successfully meet future challenges.

Looking at the task environment of your library
involves understanding conditions closely related 1o
your marketing ¢ffonts. Staning with the library's
markets, the audit looks &t major markel scgment

charscteristics such as size, growth, and geographic
digiribution. A segment of your markel, your curment
clients, can contribute impomani information on bow
ithe library rales in comparison o competitors, and in
respect (o repulation, service quality, fees and
helplfulness, ldentifying the library's major competitors
and forecasting future competition will help prepane
vour library to create a competitive strategy. 17 your
library 's services are dependent upon oulside supplicrs
such as duabase vendors or document delivery
services, examing the rends of these suppliers and
recognize the impact they have on the quality, delivery
and price of your services.

The second part of 8 marketing sudil examines your
current marketing objectives and strulegy. The audit
tests il you have enough resources to accomplish the
marketing objectives and what proportion ol resources
are allocated to cach of the marketing mix clements
(product, price. placement, promotion).

Al some point in an audit, the formal organization
structure (Marketing Department) is examined lor
efficiency. Since most librarics delegale marketing to
one person (especially one-person libraries) or a
committee, this section of the audit may scem
inappropriate, However, remember that regardiess of
who is respongible for markeling your library, they
should work together with the stall members on the
‘front lines®, Marketing is everyvone's job, from the
director to the person shelving the books, Be sure there
are good communications and everyone understands
their role in the overall plan.

The third consideration of an audit is the library's
marketing information systems (MKIS). An MKIS
does not have 1o be automated, but it does have 1o
systematically collect and present intelligence on your
library's service offering, competitors, and clients.
Circulation figures, inter-library loans, reference
requests, and online searches are all examples of
stalistics typically gathered in libraries. Your audit

continund on page d
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Pearls of Wisdom

The Swerding C. Evans Library at the Texas A&M
University recently held an interesting fundraising
cvent - a lasting gala, Featuring recipes from the
University Mother's Club cookbook, the food sampling
event also included an auction and book sale. The
event rused over 52,750 for the Library, 1f you're
interesied in raising money for your library, you can ger
details from the Sterding Library Director. If you're
looking for a public relations event idea, think sbout
compiling a cookbook and holding 2 tasting event some
aftiemoon. The cookbook recipes could even have an
information service theme o them ...

Food for Thoughdt...

What is a watermark, that ghostlike impression you've
noticed on some papers? It's called a watermark
becavse at the time of production, the paper substance
consists of aboul 95% water. The actual mark is
produced by using a bronze wire, woven into the shape
of a design, that is pressed into the paper as it is being
made, The first watermark appearcd in 1282 as a paper
master's anistic mark. Today, watermarks are used 1o
cerilly the grade or quality of paper and the paper
manufacturer’s name, Looking for 100% recycled
paper? Call Tad Kline (616/683-1100) in the Sales
Promotion Depantment of the French Paper Company
and ask for the phone number of the nearcst paper
merchant in your area that carmies Speckletone.
Specklctone is a paper made by French that is canhy
and rich in texture. The paper has a unigue look and
feel, is moderately priced, and saves trees. Ask your
paper merchant for a paper sample swatch book,

| 'While you’re talking to your local paper merchant, nsk

if they will send you 4 copy of the Pocket Pal published
by Intemational Paper Company. The ‘Pal’ is a handy
paperback that describes in a condensed [ormal major
concepts for producing printed materials, You can also

purchase the 'Pal” at graphic supply stores for about
§7 - 510,

Here's a neat idea. A federal govemnment library has
taken the phone rollodex card concept and expanded it
into a mini-brochure that fits into a rollodex file. The
brochure booklet has a slot where it fits in the file and
has index tabs pointing to varous services. Samples ane
not available, but I think you can visualize it. Now you
can give your brochures the illusion of two colors
quickly and easily. Intergraphix Corporation has
introduced Quickeolor Formats, a preprinted paper for
producing instant wrap-around background color Tor
brochures, pamphlets, sell-mailers and newsletters, It
comes in 8 1/2° x 117 white sheets with solid color
covering 2/3 of the other side. The paper will work in
laser and ink jet printers as well as photocopiers. 1t's
available in four colors and costs $9.95 for 100 sheets.
You can obtain samples by writing (0 Intergraphix
Corp, 1356 Washington 51, Weymouth, MA 02189
(617/331-B08K), Consider using this paper with
graphics from Cut & Paste for producing low cost,
Promo pieces,

If you are selecting paper for your stationery, and use i
luser printer in the office, be aware that highly exiured
papers do not hold laser inks very well, especially
where the paper is folded for lener correspondence.
Several paper manufacturers have recognized the
problem, and now offer paper especially made for laser
printers, Il your graphic designer or printer is nol
aware of this, talk directly 1o your local paper
merchant. Ask for paper samples that you can pul
through your laser printer. Be sure 1o fold the paper
with print on it 10 test how well the ink stays on the
paper.

The Marketing Section of the Special Library Associa-
tion's Library Management Division is preparing it
first Marketing Swap and Shop session for the SLA
Annual Conference in Denver, Scheduled for Monday,
June 13 ar 10:00 a.m. 0 noon, the session will display
library promotion and PR picces, offer concurrent
congnued on page 4




Editor's Mote: Marketing Treasures orkginally came with sheets
of libvary chp art and this column provided ideas on how to use

the graphics, The clip art images from Marketing Treasures are
o avallable from v LibraryC lipArt com
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Worth Its Weight in Gold

This issue of MT includes the first Cut & Paste
graphics sheet. Two mome sheets will be sent in the
coming subscription year. Each sheet contiins original
artwork in camera-ready form, This means you can
have these printed or photocopied. DO NOT
photocopy a graphic and then have it printed. You will
be disappointed with the quality. If you want duplicate
copies of the graphics, ask your printer or designer 1o
make camera-ready coples for you, Or send £7.50 to
CO&A and we will send anather sheet,

To facilitte any enhancements vou might want 10 make
1o these graphics, we have supplied you with the
typeface name and point size. When this Cul & Paste
sheet was designed, each graphic was considered in the
context of a communications task, There are plenty of
applications, but to help you get started, here are some
ideas.

Border design. This cun be placed honzontally or
vertically on a page for o repont cover, logo, newsletler
masthead, display nd, brochures,

Type variations. Hopefully you'll be able 10 construct
the name of your library from these words. Words can
be used alone or placed in the border design. For shor
words, think about moving the type to one end of the
border and not in the middle,

Promotion Gems

An aspect of design frequently overlooked in printed
pieces is legibility. Speaking from experience, it's very
easy o gel caught up in design and ignore whether the
Lypesel message is easy (o read - legible- ina brochure,
map or direct mail picce. There are 4 number of rules
surrounding the subject of legibility; some are
scientifically proven, others are nol. The next time you
sil down with a copy wriler, graphic designer, or
voursell, remember these poinis:

1. Lwrge amounts of @l set in copital leters réguire maors
time 1o remsd than text sel in lowercase letiers,

Z, Lorge blocks of text sel in italic slow the reader slightly;
readers prefer roman 1o ialic ype.

3. Unjustified or ragged right margin setiings are read as
Fmst ns justified lines of type,

4,  Reverse iype, white type on o black background - slows
reading by approximately 109,

5. Renders prefer type faces with serils if there ks alol of
makeril o read. (Serifs are those Limle fine lines that
linish off thee ends of keiters. What you are reading now
his serifs, the headings in MT have no serifls and isa
“sun seril” pypeface.)

&, High-gloss papers can interfere with reading, Use dull
combed papers when you know lighting conditions will
cause o glare

7. Solid, bold foce 1ype, when used repeatedly, will
compede for the reader's eye, Select the message you
want the reader w see lrst using the boldfuce type, then
use smaller type and shading io provide visunl perception
of depth.

COMVILANT cuy P o
Sparkling Reviews
aimiegic Markeling for Nenprofit Organizations, 3rd ed,

Philip Koter and Alan Andreasen, Prentice-Hall, 1987,
ISBN 0-13-851205-1

I you think this title sounds suspiciously like another
Kotler marketing lext, you're right. The truth is,
Strategic Marketing... is the revised edition of Kotler's
often quoted text Marckelng {or Nonprofit Omeanizations.

Unlike the last text, where librares were given a oken
nod, this new book containg several instanees of
marketing functions applied 1o typical library situations.
For example, there is a lengthy presentation of using the
costbenefit analysis approach to rescarching whether a

library should add a line of rental videocasselles to its
service offering. Other examples include developing
new library services, distribution channcls, and
measurement, eviluation, and control of library
services.

This revised edition warrants purchase consideration,
even if you have the old tile. This editon has more
examples and the topics have been rearranged making
the material easier 1o follow and understand. The
contents have been updated and include recent
marketing concepts not available in the other editions.
There are an alot of strategic markeling concepls
packed into its 660 pages, making it not light reading,
but still & must for professionals like yoursell




page
Yol 1 No. 2

Woeth fts Wisight from page 3

Food For Thought. With the Holidays coming up and
the idea from the Sierling Library, how can vou miss!
Use for invitations (0 your open-houses or as a logo
design for service announcements,

Coupon. This coupon can be enlaged, Fill in the
blanks as appropriate. Notice il says Value, alluding 1o
the value of your services, Print the coupon in nows-
letters, insert in paychecks, place under windshield
wipers, distribute at cafeteria or accompany with
information products 10 encourage repeal Cuslomers,

You're Invited, Announcing, Introducing, Ye
Deliver. 1f you get the Quickcolor paper noted in
Pearls, fold the paper horizontally so only a 2 inch
margin of white shows against the color Paste one of
these headlines on the white mamgin, Lifi the Nap and
type the rest of the information. Remember to
construct your camera-ready copy on white paper and
visualize the position of the paper in your photocopier

Paarts of Wisdom from page 2

poster sessions on marketing activities, and for the
garly birds, samples of the display ilems.

Session onganizers, Milt Temberg (415/643-6471), and
Elizabeth Bibby (404/446- 1400 ext. 235) arc looking
for; 1. people in the Denver arca who can accept
sample materials, 2. examples of library promobion
items for display and distribution during the session
{about 200 copies), and 3. individuals interested in
talking about their marketing activities at 15 minute
POSIEr Sessions.

Auchits fram paga 1

may identify plenty of library, but ane the numbers used
to forecast market potential, analyze profit cenlers, or
measure the effectiveness of your latest promotion
effon?

Finally, your library marketing audit will consider each
of lollowing marketing mix functions: services and
products, price objectives and fees, distribution,
personal contact and selling, advenising and public
relations.,

The purpose of a marketing sudit is o judge whether
your library is performing optimally from a marketing
point of view. Recommendations for improving
performance will arise from the audit and contribute (o
your overall strategic marketing plans,

The size of the library and its marketing activity alfects
the level of effon required to conduct @ marketing
audit. Because the audil considers many of the same
functions a8 a marketing plan, it is casy o lapse into
planning. Remember, the audit is not a marketing plan,
but an independent appraisal of the main marketing
problems and opponunities facing your library today,
and what can be done about them,

L N N

Marketing Treasures welcomes your comments
and suggestions. Please contact Chris Olson al
(301) 647-6708.
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Movembar 18 - 20h

12th Annual NoSonal Associnlon af
Goverrment Communicaion Conlorence
a1 the Rasslyn Westpark Holl, Adingion
WA Coniact TO3E23-4821

Hovembar 30 - Dacambear 2

The Crystal Ball

1588
Thi laBowing sominars will ba lod by Alics
Wamar ai tha SLA Md Windos Con ladanos
N Willlamabiurg.
Contmct: Kathy Warye 200/234-4700
January 28
*Foe-Basod Service: InMaprenaurship”

Thie Bth Annual Matbonad Madia Gonlerence January 30
& Public Ralations Foum, New Yaork City *Budgets and Litrares®
Contact BOOEI4-4020 January 31

[@12-818-0310 in NY).

Diecambar &

*How To Conence Your Uppar
Managemant Thot You Arm Indispensshie”
prusented by Karen Rerrngar at the
WManagamant inmrest Group of tha D.C.
Library Assoc in Washingtan, .G
Conitact: Dona Beachall 2027287 5088,

*Fen-Based Sanscos Entrepd snasrahip™

Fabruary 18

“Waking Monay: Foas lor Bnlormation
Sarvicos” led by Alice Warner In
Sacramanis, Cabklarnia

Gontact: Dona Sehr 51 56'453-3525

March 7.8.8

“Markling ard Public Relaions” uni of e
SLA Middle Manngomand Instifuibe jod by
Chiris Olean in Mow York City.

Contact Kathy Warye 2022344700,

March 26

*Design and Davalopmant al Promatisnal
Matatials® led by Chris Clson in
Blcomington, Indiana
Coniset Gwan Parshing 812238 TELE
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