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Agenda-  
Goal: 
Build Teams to turn Customers into 
Champions

1:00 W
Marketing Basics
9:15 Th
-What is marketing?  


-Why you need a team 


-The importance of a plan


-Turning customers into champions


-Marketing and Advocacy- building relationships 


-Discussion groups- Inventory our assets. What are our  strengths? challenges?  What is our future?
2:00 W
Introduction to Word-of-Mouth Marketing (WOMM)
10:15 Th
-Why it’s powerful

 
-Why it works

-How to do it


-Must have’s


-Building the team


-Discussion- How will you launch the team? 
2:30 W
Break

10:45 Th
 
2:45 W
YES--It's all about YOU-- Good customer service begins

11:00 Th
with YOU!  WOMM begins with YOU!  


-Can we learn from Starbucks, Nordstrom, the Pike Place Fish 


 Market or other businesses?



-Discussion-Do you build rapport with customers?- How?



What do you need to make your Library the 



 

nicest in the world?      

3:00 W
Delivering the Message



11:15 Th
-What's YOUR message?


-Delivery techniques- Where do you listen and get the word out in your community/on campus?

-Dealing with the negative


-Scenarios: the sales force in action

 3:30 W
Start Your Plan
 11:45 Th
-Team work and discussion


-Questions/concerns

-Next Steps 
Introduction to Marketing

Marketing Is…

…that function of the organization that can keep in constant touch with the organization’s consumers, read their needs, develop products that meet these needs, and build a program of communications to express the organization’s purposes.

—Philip Kotler/Sidney Levy, “Broadening the Concept of Marketing,” Journal of Marketing, January, 1969

· About people—not stuff.

· Listening, not just telling. 

· Organized, focused, consistent.

· A team sport—everyone has a role to play.

Key Elements

· Research

· Plan 

· Communicate

· Evaluate

YES-- It's all about YOU!  (Borrowing from the Baltimore County Library)


Y- You are the library



E-  Every encounter is an opportunity





In person, on the phone, via email, on the webpage





In the library --In the community





Listen and feedback 



S-  Service is a partnership





Build relationships

Remember, YOU are the memory of the library that the customer takes away! 
Communication Checklist

Use this list to help you answer the following questions:

·  Is this library welcoming?

· What is our message?

· What is our style?

1. Accessibility—Can people with disabilities easily use the library building and website?

2. Body Language—What is the unspoken message being delivered by staff?

3. Brand/Identity—Does the library have a clear and consistent image—in print, in person, online? This includes consistent use of logo, full location info (including URL).

4. Customer service—Is the library's commitment to excellent customer service reflected in the courtesy and helpfulness shown to customers?  Are there ID tags for staff? Can staff members articulate the library message? Are they encouraged to share their favorite books and other materials with users? Does front-line staff provide feedback on customer wants, complaints, compliments?

5. Décor, decoration—Is the library too light or too dim? Is the library clean, clutter free? Is there effective use of posters, banners, art and other promotional tools such as screen savers?

6. Display—Are books and other materials displayed face out? Are there "shelf talkers?" 

7. Local ownership—How well does the library reflect the community/campus, including its diversity? Is there a bulletin board? Displays of local art? Are there opportunities for the users to give feedback on library service/ interact with other users? Share their comments on books?

8. Message—Does your library have a key message that expresses its mission? Does everyone on the staff know it? Are library policies clearly and widely communicated?

9. Media—Does your library have a presence in relevant media?  Is someone assigned to work with the press? Does your library initiate stories, interviews and placements of public service announcements/advertising?

10. Outreach—Does the library have a life outside the building? Online? Does it have a presence in the life of the community/campus?

11. Programming—Does the library actively offer and promote programs and/or training sessions?  How are programs promoted?

12. Print materials—Are there too many? Too few? What is the message? 

How is it communicated on bookmarks and flyers? Letterhead and business cards? Newsletters?

13. Signage: Internal and External—Is the library easy to find? Is it easy to find what you're looking for? Is the library mission visible? Does signage reflect awareness of diversity?

14. Social Media--- Is there a clear reason and plan for use of social media that includes target audiences and staff assigned for consistent use of these tools?
15. Telephone—Does a person or a machine answer the phone?  If it’s a machine, does your telephone greeting help or harm your image? Is it clear? Easy to follow? 

16. Website—Is the image/message consistent with other library communications? Does it take advantage of the unique qualities of the web? Is the website treated as a branch library?

What other ways are you communicating?????

Building a Marketing Communication Plan

 Use this outline as a map for developing your plan. 

1. Introduction (Briefly explain why you are proposing this campaign/

project. Identify Strengths, Weaknesses, Opportunities and Threats (SWOT). Include relevant research, observations.

2. Communication goal (The dream--big picture.)

3. Objectives (3-5 doable, measurable outcomes.)

4. Positioning statement (Briefly describe what you want people to think and feel about the library. What makes you unique? Example: “The library is the best first stop for expert help in connecting children and youth to learning and discovery.”—State Library of North Carolina campaign)

5. Key message (What is the most important thing you want people to know/do?  In 10 words or less. Example:  Your library is the very best place to start.)
6. Key audiences (External and Internal. Be specific. No more than 5.) 

7. Communication strategies (How will you deliver the message?  Media, partnerships, publications, displays, presentations, word-of-mouth, social media etc. Identify tactics/action steps and budget needed for each item.)

8. Evaluation (How will you know what worked and what didn't? Refer back to your objectives.)
Pyramid- Turning Customers into Champions
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Suspects:  individuals who don’t think about the library. The library is not a part of their life.
Prospects:  individuals who might become library users if someone encourages them to.

Customers:  individuals who use the library often. 
Clients: individuals who use the library often and have a relationship with staff.

Champions:  individuals who use the library, have a relationship with staff, feel ownership, and advocate for the library to others.  

                              SOURCE: Word-of-Mouth Marketing by





 Jerry R. Wilson, John Wiley & Sons, 1991


The Power of Word-of-Mouth Marketing

The very best way to get the word out is to tell people. Really. If every staff, Friends and board member told 10 people about this incredible resource, and those 10 people told 10 more people, and those 10 people told . . .
Word-of-Mouth “Musts”

· A good product/GREAT customer relations

· A plan 

· A clear, conscious and consistent message

· A prepared and committed sales force 

· People who are willing to testify

Sample Message  (see sample message sheet on page 11)
Did you know you can use the library in your pajamas? We’re open 24/7 online.

Why People Talk

They like to…

· Share their discoveries.

· Be helpful.

· Feel important/useful/smart/proud.

· Talk!

Words of Wisdom about Word-of-Mouth Marketing

“No advertising is as trusted as the spontaneous testimony of delighted customers.”

             --Betsy Sanders, former Nordstrom vice president

 “Get someone else to blow your horn and the sound will carry twice as   far.”           --Will Rogers

 “It’s easy. Use the 3 Bs to get the word out: bars, beauty shops, barber shops” 


--Liz Cashell, Director, Henry County Library, Clinton, M0

“Your most unhappy customers are your greatest source of learning.”

         --Bill Gates 
Tips for Success

1. Give people something to talk about. Surprise and delight them with over-the-top service. 
2. Don't just pass out bookmarks or brochures. Look for opportunities to deliver the message both on and off the job. 
3. Feed the grapevine. Tell 10 people and ask those 10 people to tell their friends.
4. Focus on the new. It’s easier to get people to talk about something new. It’s also easier to get the attention of people who are new—new users, new retirees, new parents, new students, new employees. 

5. Send a message with your message. Add a signature line to your e-mail correspondence with the library message.

6. Personalize the message. Identify key audiences, i.e., parents, seniors, teens, faculty/educators, students, and adapt the message to address their concerns. 

7. Collect and use stories/testimonials. Invite testimonials from community, as well as satisfied library users. Ask permission to quote them in publicity materials. Feature users and their positive stories on your website.

8. Enlist the whole library family. Make sure all staff (not just professionals or full-time), trustees, volunteers and Friends—know the message, understand why it is important and can deliver it with confidence. 

9. Wear the message. T-shirts, buttons and other “props” are conversation starters and help make your point. 

10. Have fun! Remember, it's not just what you say but how you say it. Let your passion show!

Going Viral (Email/social networking)

· Ask permission. Include information on how to unsubscribe.

· Choose the right time and the right audience.

· Don’t send anything you wouldn’t want to receive.

· Use social media- Facebook, Twitter etc. to reach a specific target audience...be brief and clear…be sure you have the staff time to keep it up-to-date and responsive. 

· Make it easy and fun. Email is easier to share than a letter. 

· Be clear about why you are sharing. What are the benefits?

· Be relevant and respectful.

· Only communicate when there is a good reason.

· Ask them to share with a friend.

· Include a link.

· Put a “Share this with a friend” message on every Web page.

· Collect stories/feedback on your website.

· Use blogs to convey your personality, philosophy and perspective. 
Sample Message Sheet  (Winnetka (IL) Public Library)

Key Message

We're up when you are:  24 hours a day.

www.winnetkalibrary.org

Talking Points

· Our website is an online branch library with a wonderful array of resources … 



Encyclopedias,



Financial tools such as Morningstar,


Tumblebooks, a cool online story time for kids



…and so much more.

· The library pays for premium online subscriptions, so you don't have to.

· We give you a world of safe, reliable resources beyond the Internet, and you can use them all in your PJs.

· All you need is a library card.

We'll be glad to give you a personal tour of the website and find the best tools for you. Come in or call for an appointment. . .

Statistics  
The library has more than 35 online subscriptions and close to four hundred online reference books that you can use from home 24 hours a day.

Stories/Examples

Resident Robert Leonard explained his use of the Historical New York Times database while researching and writing an article for Coin World magazine. He said, "In five hours, without leaving the house, I wrote it and emailed it to the editor.  This database has value!"

During the middle of the night our most popular online resources are Morningstar and the genealogy subscription site Heritage Quest.

Customer Service Mottos- Policies- Philosophies

Starbucks

When it comes to customer service guidelines (and most other policies), simpler is better. Paul Williams, one of the authors of the Starbucks Green Apron Book, notes that the language used is intentionally non-prescriptive. Customers are to be treated as individuals, and Starbucks specifies the desired behavior but lets the employee decide what is appropriate. 

· Be welcoming: Offer everyone a sense of belonging. 

· Be genuine: Connect, discover, respond. 

· Be knowledgeable: Love what you do. Share it with others. 

· Be considerate: Take care of yourself, each other, and our environment. 

· Be involved: In the store, the company, in your community. 

Nordstrom

Nordstrom was among the first retailers to tell its employees simply to "Use your good judgment in all situations."  Today this is known as empowering your employees. We call it common sense.
The Nordstrom Employee Handbook

(printed on 5 x 8 inch card)

WELCOME TO NORDSTROM.

We’re glad to have you with

our Company.

Our number one goal is to provide

outstanding customer service.

Set both your personal

and professional goals high.

We have great confidence in your ability to achieve them.

Nordstrom Rules:

Rule #1:  Use your good judgment in all situations.

There will be no other rules.

Please feel free to ask your department manager,

 store manager or division general manager 

any question at any time.
—The Nordstom Way, America’s #1 Customer Service Company,
 Robert Spector, Patricia D. McCarthy, John Wiley & Sons, 1995, p. 15-16.
More Good Ideas-- from LIBRARIES-- for Engaging Staff

Innovation Required—The Zion-Benton (IL) Public Library has "innovation" as a performance standard requiring that all staff members (shelvers, custodians, librarians, department heads) contribute “a new idea, development or system." The goal is to encourage and reward the staff for thinking of improvements. 

Turning No into YES—The head of the Carroll County (MD) Public Library's Eldersburg Branch came up with the idea of keeping a “No” Log. Library workers keep a written log of all the times they say "no" to patrons, and then discuss their entries at regular staff meetings. The goal is to challenge set ways of thinking and even change policy to better serve library customers. Working together, they turn "no" into "yes."

McLIB Bucks—The McCracken County (KY) Public Library began an employee incentive program to boost morale and encourage staff to provide GREAT service. Every staff member was given $100 in McLIB Bucks, featuring the director's smiling face. Anytime a staff member noticed a fellow staffer giving excellent service, being innovative or providing a valuable personal experience, one or more of the more bucks were initialed and awarded on the spot. Staff receiving the most bucks received a cash prize and were named on a plaque displayed for the public to see. All participants were given a recognition prize.
Meetings to Go—The Mount Laurel (NJ) Library has morning meetings that are rotated throughout the library. Fifteen minutes before the library opens they gather in a different department each day and review the day's activities. If a new service is being introduced, they meet in that area. 
Connecting with Students-- All first-year students at the University of Richmond (Va.) receive a personalized letter from an Outreach and Instruction librarian at the Boatwright Library. The letter briefly introduces him/herself and the library’s services. Each letter is signed and a business card enclosed. The letters work—many students use the contact and some tell next year’s freshmen students about it. 
Get Together! -- Davidson County Community College Library (Lexington, N.C.) goes a step beyond with a “Coffee Hour” sponsored with Student Services and Prism, the College’s Cultural Department.  The weekly event features free refreshments, music, book signings and other cultural happenings. One student calls it “the only time or place where faculty and students meet and talk on the same level.”  
Connecting with Faculty---Librarians at the University of Michigan-Dearborn take new faculty members in their subject areas out for an orientation lunch. The lunches are paid for out of the provost's faculty orientation budget. 
Building a Buzz—The Winnetka (IL) Public Library got the whole staff involved in a word-of-mouth project to promote its databases. They began by providing WOMM training to everyone on the staff.  They also provided one-on-one demonstrations to every staff person. In turn, circ desk staff did demonstrations for the public using a computer specially placed for this use. They then had a contest to come up with the campaign message—"We're Up When You Are 24/7— www.winnetkalibrary.org" There were additional contests, handouts and incentives, such as notepads for staff who did the most demonstrations. The database hits by unique cardholders increased by 23 percent in one month, and staff like being part of the action.  
Achievement Awards—Every employee of the Arlington Heights (IL) Public Library is eligible for annual Achievement Awards that recognize "work related efforts that go well beyond expectations and contribute something special to the Library's operations." Recipients receive a monetary bonus of $1,000. Self-nominations are permitted. 

CLASS—The Columbus (OH) Metropolitan Library has a five-part program for staff training called CLASS—Customers Leaving Appreciative, Satisfied & Sold. Among other things, CLASS explores first impressions, interpersonal relationships, and effective communication skills. The training was first developed by a group of employees from throughout the system in 1993, and was revised in 2004. You can feel the good service vibe as soon as you walk into the libraries. The training and is offered to other libraries as a kit, or in-person training.     

Customer Service Mottos   (internal messages)
Some library staffs have created their own customer service mottos. Here are a few of our favorites:

"People are the heart of our library.  Quality service begins with me.”
—Timberland Regional Library, Olympia, WA
“The World’s Nicest Library”

—West Palm Beach Library, FL

“We share”

—Edmonton Public Library, Alberta, Can.
"We don't try to be friendly; we just ARE." 

--Bloomingdale Public Library, IL
 Dealing with the Negative 

· Anticipate and prepare to address difficult issues.

· Respond quickly and directly. Use it as an opportunity.

· Never answer a question you don’t understand or don’t feel prepared to answer. Either refer the question to someone who is prepared or promise to get back with an answer shortly.

· Stay positive—no matter what. Never repeat negative language.

· Keep your answer brief. Giving too much information may only provoke more challenging questions. 

Sample Q & A

Q. Haven’t computers hurt the library’s business?

A. Actually, we’re busier than ever!  In fact, many people come to the library to use our computers and then check out a book or video to take home.

Q. How can the library afford to buy fancy new check out machines when you can’t afford to be open Fridays and Sundays? 

A. We’d love to be open more hours! But the tax cap doesn’t allow us to collect the funds we need to operate. Luckily, we have some construction funds left, and can still buy equipment. Have you tried the check out machines?  I think you’ll really like them.
Q. Isn’t everything on the Internet?

A.
Far from it. Our library has a lot of stuff the Internet doesn’t, including librarians to help you find what you need—in print or online. 
Really Good Resources

Bite-Sized Marketing: realistic solutions for the overworked librarian, Nancy Dowd, Mary Evangeliste & Jonathan Silberman. American Library Association, 2010.  -A useful overview of the whole marketing scene as applied to libraries.

Building a Buzz: Libraries and Word-of-Mouth Marketing, Peggy Barber and Linda Wallace. American Library Association, 2010. 
A practical guide to using WOMM that will help you turn your library patrons into a major marketing force. 

Buzz Marketing: Get People to Talk About Your Stuff, Mark Hughes, Penguin Group, 2005.

Read this overview. Enjoy lots of great examples and think about them, because this is the world we live in.

Contagious, Why Things Catch On, Jonah Berger, Simon & Schuster, 2013.

A current and convincing review of what makes things popular. –GREAT read, and you’ll also find useful materials on his website—

http://jonahberger.com/resources/        
The Secrets of Word-of-Mouth Marketing, George Silverman, American Management Association, 2001.

Silverman says traditional advertising doesn’t have the impact it once did, and makes a great case for an organized, strategic approach to word of mouth. This is good news for libraries since we couldn’t afford advertising anyway. 

"The Social Media Revolution 2012"-  Is it true?  http://www.youtube.com/watch?v=0eUeL3n7fDs 
Word-of-Mouth Marketing, Jerry R. Wilson, John Wiley & Sons, 1991.

This basic WOM text includes the pyramid model about turning customers into champions--powerful advice for libraries.
Word of Mouth Marketing Association: http://womma.org
Word-of-mouth has its own association. Sign up for the excellent newsletter. Check out “The Womnibus” for good ideas.
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