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Introduction

From February 3rd to February 16, 2011, I conducted a survey to learn whether librarians
use direct marketing to get the word out to patrons about their programs. | was interested in
finding out what specific methods they use, and whether this marketing is in any way tied to the
information they collect when patrons sign up for programs. Ostensibly, this information could
be used to alert patrons to other programs that would be appealing to them, but of course there
are privacy concerns and legislation limiting how much direct marketing librarians can do in this
regard.

Marketing has gained more attention from public librarians in recent years, perhaps
because there is so much financial and political pressure on librarians right now. An increasing
number of librarians, therefore, are considering new and inexpensive ways of promoting their
programs and services. Some methods of direct marketing, such as email, offer librarians a way
to contact multiple patrons at once. But even these methods may bring with them certain
underlying costs and drawbacks, such as staff time and the difficulties of keeping up-to-date
records. These costs and drawbacks are discussed in the sections focusing on why librarians do
not use direct marketing and what obstacles they perceive.

Sixty-eight librarians representing as many as fifty-two libraries around the state of
California responded to my survey. Although the survey contained many limitations and many
uncontrolled variables, the results provide a small glimpse of the marketing strategies favored by
California public librarians and the many different attitudes and beliefs held about marketing. In
addition, many of the respondents’ comments highlight the benefits of direct marketing,
demonstrating its effectiveness in bringing more people to their programs and cementing a
stronger relationship between the library and its patrons. These findings are presented in hopes
that librarians will take from them a better understanding of their colleagues’ practices, attitudes
and ideas.



Findings

Building a Direct Marketing Database

The following findings focus on how librarians request, collect and organize the
information they would need for conducting an effective direct marketing strategy.

Collecting Information From Patrons

My first question asked respondents: ODo you collect any contact information from
patrons who are signing up for or attending library events?O Out of a total of 68 responses, 54
answered OyesO and 14 answered Ono.O This question shows that most librarians do collect
peopleOs contact information when they sign up for or participate in library programs. This
information collected could be a valuable source of marketing information.

Types of Information Collected, and Requests for Permission

My second question askedf ybu answered yes to #1, what kinds of information do you
collect? Please select as many as apply.O All of the librarians (54) who answered OyesO to #1
responded.

The first nine categories below represent the options respondents could choose from. The
last four categories were suggested by respondents themselves in the OOtherO category and their
responses are listed here as well:



Phone number (65% collect this)
Address (19% collect this)

City of residence (22% collect this)
Email address (83% collect this)
Business card (2% collect this)

Website (0% collect this)
Facebook/Twitter/Social networking account (0% collect this)
Library card number (6% collect this)
Library website account (0% collect this)
Age (7 % collect this)

Name (13% collect this)

If patron wants to be contacted about future events (4% collect this)

How patron heard about the event (2% collect this)

o

125 250 375 50.0

Based on these results, most librarians who collect patron information tend to focus on
two key forms of contact information: email (83%) and phone number (65%). Email addresses
and phone numbers are a valuable tool for direct marketing, although they are also restricted by
legislation requiring that organizations provide a way for recipients to “opt in” or “opt out” of
email marketing. This is the reason why two respondents took care to inform me with the
“Other” text box that they ask patrons to check a box on the signup form saying whether they’d
like to receive emails from the library.

Checkboxes like that would be a useful addition to many libraries’ sign-up forms, and
would provide libraries with the legal freedom to market more effectively to our patrons. To
some patrons, this checkbox may even be seen as an intriguing and helpful suggestion.
Certainly, there will be patrons who might shudder at giving anyone the power to send them
unsolicited emails, but other patrons will no doubt embrace this as a welcome idea, giving them
the opportunity to become better informed about their library.

Many librarians also ask patrons for address and city of residence. Addresses could be
used in direct mail campaigns. City information, even isolated from any street address, might be
beneficial for market research and program planning.

Organization and Storage of Patrons’ Contact Information

My third question asked respondents: “Do you keep a file or database of this
information?” Out of the 54 librarians who answered “yes” to question #1 (affirming that they
do collect patron information at library events), 37 librarians (69%) responded that they keep it
in a file or database, and 16 librarians (30%) said that they do not.



@ Collect information and keep it in a file
@ Collect information but do not keep it in a file
Did not answer

It may seem self-evident that a database or file recording this patron information would
be useful for effective marketing endeavors. But many librarians reported, in later responses,
that maintaining such a database of constantly-changing information would be a massive
undertaking for which they simply lack the time.

Internal or External Sources Consulted

In question #8 respondents were asked if they use any internal or external lists for
marketing purposes. Christie Koontz (2002) writes that libraries “traditionally are reticent to
gather customer characteristics from internal records--but these records are a gold mine for
describing customers, and developing a database of important information that can better
determine how to segment, and which segment to prioritize” (p. 6).

The majority of librarians (63% of the 48 who responded to this question) said that they
use no other existing data, whether internal or external. The other 37 percent said they do use
other lists, but their responses varied greatly. All responses were self-generated in a text box and
some effort has been made to code them into representative categories. They demonstrate the
variety of marketing activities that librarian respondents are involved in, and the many different
connections libraries have to the community.



Yes: Yellow pages

of Commerce
4%



Direct Marketing Practices

These findings demonstrate the ways that librarians use the patron information collected,
the methods of contacting patrons, and the kinds of messages librarians intend to convey with
these methods.

Use of Contact Information for Marketing or Notifications

The fourth question asked: “Do you ever use patrons’ contact information to notify them
about programs or services, or for any other marketing purposes?” 76% of the respondents who
collect patron information at events answered that they also use this information to notify them
about programs and services or for other marketing purposes. 24% said they do not do this.

Do not use patron contact information for marketing purposes
24%

Again, the choice to market programs and services is a delicate one that should not be
made without considering the legal restrictions involved. But for those librarians who take care
to generate marketing lists with permission of their patrons, their patrons stand to receive a major
benefit. The fact that they heard about and attended one program does not in itself ensure that
they will hear about or attend similar programs in the future. Patrons need to be notified in a
way that transcends the physical limits of a library building’s flyers or bulletin boards.

Consider this finding from a 2010 OCLC study on Americans’ “Perceptions of Libraries™:

OOThe library needs to advertise its services more.O This encouragement was echoed many times
in the verbatim comments in the survey. Just 17% of information consumers have seen an
advertisement from their library, and just 11% of college students. Those who were aware of

library advertising noted that signs, flyers and promotions inside the library were the most-used



methods of advertising. We know that this is not where the information consumer is looking for
information.O (De Rosa et al, 2010, p. 98).

Based on this evidence it is clear that many patrons would appreciate the opportunity to
opt-in to receive notifications of programs they might be interested in. This brings the
information out from the library and right to patronsO doorsteps--or perhaps their email inboxes.

Messages Conveyed through Direct Marketing

In question #5, librarians were asked, OIf you answered OyesO to #4, what kinds of
marketing do you do with this information?0 Six librarians (approx. 15%) wrote a response using
the OOtherO text box, indicating that they market programs and services using their libraryOs e-
newsletter or e-calendar. Newsletters are one form of opt-in email marketing that provide
patrons with valuable, high-interest content.

Here are the responses received from all 41 librarians who answered this question. The
bar graph records not the number of respondents, but the number of overall times each choice
was selected or mentioned by respondents. The majority of librarians mentioned suggesting
programs or services, although many of these responses had to be coded based on what they
wrote in the OOtherO text box or what their response to #4 had been.

40

30

20

10

Suggest programs or services, either personally or through a newsletter
Inform about library news

Suggest materials

Request support

ECOEN

Respondents were invited to select as many responses as applied to them. 35 of the 41
librarians (85%) who responded to this question indicated that their primary marketing activity is
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to suggest programs or services. The next largest group, 16 librarians or 39%, said they inform
patrons about library news or updates. Much smaller responses were recorded for suggesting
materials (7%) or requesting support (4%), showing that these are by no means frequent
marketing activities among librarians. One librarian wrote that he or she only sends information
specific to the program the patron signed up for.

Contact Methods Used By Librarians

Question #6 asked respondents, OIf you answered OyesO to #4, what direct marketing
methods do you use? Please select as many as apply.O They were invited to select Phone Call,
Email, Text Message, Mail, or Other. Based on the choices these 41 librarians selected, as well
as the words they wrote in using the OOtherO response, the majority (62%) indicated that they use
email as their means for communicating marketing messages--not counting the additional 8% of
respondents who wrote in that they use e-newsletters.

Email

Email)
62%

Perhaps because of its relatively unobtrusive nature, email is the number one contact
method among librarians who do direct marketing. There may be other reasons for this
preference:

¥ Emails can be sent to many patrons in less time than it takes to call one patron on the
phone;

¥ Emails deliver messages in the precise wording desired by the librarian, who may not enjoy
the pressure of delivering them orally;

¥ Librarians work in quiet environments surrounded by people and therefore cannot devote a
great deal of time on-desk to making phone calls;
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¥ Email is free (if you can avoid the expense of email marketing software or email
management systems), while phone calls may incur long-distance charges, and mail
requires printing costs, letterhead costs and postage;

¥ Emails can be read in instants, and can be just as quickly thrown away, with very little
trouble and no harm to the environment.
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Reasons for Not Using Direct Marketing

Question #7 focused on the 27 librarians who earlier responded that they do not use any
patron information for any marketing purposes. They were asked, “If you answered “no” to #4,
why do you elect not to market library services using patrons’ contact information? Please select
as many as apply.”

Of the twenty-seven librarians who responded, 55% chose “Concern for patron privacy,”
making it the most common reason why these librarians did not market their services more. 44%
cited a lack of time, or that advertising this way would be “Too time consuming.” 19% said that
cost was an issue for them. And 22% seemed to indicate, from their write-in answers in the
“Other” field, that they were unsure why they had never promoted programs this way--they were
still considering the possibility.

Concern for patron privacy

Tried in the past without satisfying results
Library policy prevents it

Too time consuming

Cost/Budget

Just haven't tried it yet

Prefer other methods
DonOt wish to be perceived as spam

0 2 4 6 8 9 11 13 15

| B Number of times each option was selected/written by 27 respondents |

Public library patrons would certainly appreciate the fact that librarians feel very strongly
about protecting their privacy. Many wrote their feelings about this in the text box for the
“Other” field. (One librarian simply wrote: “I think it’s creepy.”)

Despite the very understandable negative feelings these library professionals have toward
the perceived impositions on people’s privacy, many of the other responses in this survey cited
ways of reaching people that do not impinge greatly on their privacy or their rights.

Furthermore, there are growing numbers of people in society who are willing to part with a small
amount of privacy in exchange for the information they need. These people would look on
library marketing as a service, and not necessarily an annoyance.
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Attitudes Toward Direct Marketing

Questions 9 and 10 were open-ended, short-answer questions eliciting information about
librariansO opinions and attitudes toward marketing.

The Value of Direct Marketing

Question 9 asked, OWhat value do you think direct marketing has for the public library?O
The responses ran the gamut from acknowledging actual or potential value in direct marketing,
to doubt about whether it actually works, to strong feelings of aversion and concern. It would be
impossible to list all of the insightful and thought-provoking responses Question 9 received from
the 65 librarians who responded, but | will highlight a few that represent the ideas that came up
repeatedly.

Among the positive responses, many librarians noted that patrons appreciate the service
of informing them about future programs:

Olt is invaluable in growing a group of people who attend library programs and
think positively about the library. | get many thanks for the service.O

OPeople like hearing about the upcoming programs in advance so they can sign up
for them if needed or make plans to attend.O

Ol think itOs not only helpful for marketing but a courtesy we should provide.O

OEverything I've read and heard strongly suggests that our users do NOT want to be
anonymous and would like to have information specifically tailored to their
interests. | think it would be of great value.O

Librarians also note that it keeps them in touch with their patrons, and keeps the library
on patronsO minds:

OMy list allows me to provide more personalized service to patrons. Going down the
list, | am reminded that so-and-so was interested in one type of program, etc. In
addition, patrons occasionally have good ideas for programs. Being in direct contact
with them (even if it's just mass mails punctuated by an occasional personal email
or call) makes them feel comfortable telling me what they'd like to see the library
do.O

Ol market to teens and direct marketing keeps them thinking about the library as a
resource and destination.O
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Several librarians write about the impact that direct marketing campaigns have had on
their program attendance:

“Yes, I think we get more patrons attending our programs.”

“With regards to the children's series for which we have used the direct marketing,
these programs began with few participants. As we have continued to identify and
notify past participants, these series have become so popular that our registration
has filled up in the first day for some series. These patrons tell their friends who ask
to be included in the notification e-mails.”

“More customers use our services and attend our events.The community is more
aware of the work done by the library and the services offered.”

However, other librarians express doubts about direct marketing, noting that they have
seen little or no benefit:

“The few times we have tried it, results have not been encouraging.”
“Not much, so far.”

“I think it helps remind people about library programs, but I am not sure it makes
that much difference.”

Many librarians expressed concern for patrons who are already overwhelmed by other
marketing, and concern for the role of the public library as a neutral, unobtrusive organization
dedicated to privacy and the rights of the individual:

“Direct marketing may have a great impact however it may also discourage patrons
who do not want to be bothered.”

“I haven't tried it...could be very useful if done with sensitivity. There is so much
advertising bombarding people that it becomes intrusive and irritating.”

“I am not certain that it does have any real value. By doing this we are potentially
adding to the noise level (and thereby the irritation) of those who might be good
patrons. What we need to do is work on differentiating ourselves from that noise,
instead of adding to it--might mean a different way to reach, or even begin to re-
educate our communities about the value and worth of the Public Libraries.”

“I don't think it necessarily has value for the library. Libraries are supposed to be
neutral, and I don't think this type of marketing is appropriate.”
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Obstacles and Drawbacks

Exploring this theme further, question #10 asked librarians OWhat obstacles are there for
libraries who use direct marketing?0

In addition to concerns about patron privacy (voiced by over 40% of the 65 librarians
who responded), a frequently cited obstacle was the sheer workload of keeping updated lists:

“Aside from the animosity of some patrons? Well, just keeping up-to-date databases
is a challenge - for our teens, it is difficult to keep their information current, and
keep track of whether they're responding to Facebook or Twitter or e-mail or texts
or phone calls.”

For some librarians, there are physical or technological limitations preventing them from
building the kind of database they would need:

“Growing database. Because we use Outlook mail, famous for spam, I divide my
email addresses into groups of 20. Since my business list has over 200 people on it
and my general list about 150, this is time-consuming. I'd like to switch to an email
service like Constant Contact but money is very tight right now.”

“Libraries often do not have the technological infrastructure for dealing with
thousands of email addresses. We ultimately subscribed to an email management
product.”

Many librarians cited financial limitations and the cost of direct marketing, noting that
they expect little return on their investment:

“One potential obstacle is a rather large cost for a rather poor response. Many
people just toss direct marketing materials; too many organizations/businesses do
direct marketing. Saturation is a concern.”

“It's often a shotgun approach. Results are varied and often difficult to predict.
Difficult to do in these lean budget years.”

“Cost of mail or printed flyers, time to email everyone, time putting it together.”

One respondent put it in just one word: OTIME!O Many librarians felt direct marketing
would pose an enormous time expense. Some simply cannot afford this expense of money and
time--especially those libraries whose staff hours have already been impacted by furloughs,
layoffs and hiring freezes:
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OWe do not use direct marketing and feel that we are too small and understaffed to
provide a quality service.O

Several librarians brought up an interesting set of obstacles related to the bureaucratic
structure of their libraries. One librarian wrote that their policy expressly forbids direct
marketing. Others wrote that libraries may be unable to implement direct marketing campaigns
efficiently, because they may lack administratorsO support or may suffer from breakdowns in
communication:

OThose who need administrative approval before sending anything. This can hold
things up.O

Olack of coordination between librarians, branches, etc., plus confidentiality of
patronsO recordsO

OWhen information is collected, it has to be stored somewhere and libraries typically
do not share information -- so if a patron attends a program and signs up for
notifications, it is typically at the branch level only. And, if a patron gives info
themselves on a library website, a different person may be setting up notifications
for digital marketing.O

Many librarians mentioned the need to protect patronsO privacy. Furthermore, librarians
were concerned that the publicOs perception of them might change, and that they might meet with
apathy, hostility, or indifference as a result of these efforts:

OMost people receive so much direct marketing that they often ignore most of it.O

OThat we will be part of a crowd and begin to be junk mail or nuisance phone
callers.O

O1) The "noise" of all other direct marketing campaigns (think mainly retail and
spam) 2)Resources--either in cost or time 3)Apathy of the general public towards
libraries.O

OWe would not want to risk alienating our patrons by doing it poorly.O

As indicated by the third response above, some librarians perceive that they are already
struggling to maintain a relationship of mutual respect and appreciation with the general public.
For these librarians, direct marketing may be seen as a dangerous and risky endeavor which
could have disastrous consequences. lItis little wonder, then, that 24% of survey respondents
who collect patronsO contact information do not elect to use it to contact them for any marketing
purposes.
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Conclusion

This survey was not developed to prove any particular hypothesis; it was designed more
to allow librarians to voice their feelings, opinions, successes and failures with direct marketing.
It was created perhaps to answer a broader question: Is direct marketing an efficient way of
bringing more people into the library? Is it a solution librarians can embrace as beneficial to
their goals?

For some time now, the literature on library marketing has dwelled on building personal,
one-on-one relationships with patrons so that they consider the library to be a place Owhere
everybody knows your nameO (Schmidt, 2010, p. 22). One way to build that relationship is to
offer people the opportunity to receive direct, targeted messages about offerings that might
appeal to them. The survey results indicate that, for many patrons, this is a service that they
appreciate. It brings them in closer contact with the library and makes them feel like more
informed members of the community. Of course, there will be those patrons who may begin to
see the library in a more negative light, as Ojust another telemarketerO trying to force our way
into their lives. The flip-side of making the library into an establishment more like OCheersO is
that some people already feel that everybody knows their name, because they are barraged with
advertising everywhere they turn.

Still, the comments from librarians who have enjoyed success through direct marketing
show that it can bring more people in to programs, keep the library on peopleOs minds, and it can
represent a personalized, tailored service that patrons come to value. Furthermore, many
librarians who have not tried direct marketing acknowledged that it has some worth and that they
are still considering it.

This begs the question: If direct marketing is so beneficial for some, why has it not been
fully embraced by the profession? Why is it that only 60% of all survey respondents
acknowledged that they collect patronsO contact information and use it to market programs and
services, things that patrons would ostensibly appreciate as free offerings to the public?

The answer is that there are many reasons why librarians cannot get the most out of direct
marketing, and most of these reasons are beyond the librariansO control. Although concern for
patronsO privacy is the strongest motivation guiding librariansO decision not to promote their
programs to patrons more directly, it is by far not the only obstacle they perceive. Librarians
lack the time and staff to implement an effective direct marketing strategy. Furthermore, direct
marketing can drain a budget. Even email communication is no longer OfreeO when the librarian
has to consider purchasing email marketing software like Constant Contact, for example. There
are costs to all aspects of direct marketing, including the perceived risk that librarians may
alienate their already-disaffected patrons. And, for many librarians, a direct marketing campaign
would require the consent or approval of a superior. In a difficult economy and political climate
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like we are currently experiencing, library administrators may be more reluctant to take any risks
associated with direct marketing.

In order for direct marketing to work, the following factors need to be in place: librarians
need the support of administrators who see the potential value in direct marketing; they need
enough room in their budget to provide for any technological needs incurred in the process of
maintaining up-to-date databases; they need the help of support staff or paraprofessionals they
can trust to handle the grind of weekly emails or database updates; and finally, they need a direct
marketing strategy that combines personal, face-to-face marketing with email or phone
notifications.

No method is perfect, and all methods require some expense of time and money. But if,
as indicated by OCLC’s 2010 study, only 17% of people are getting the messages their library
sends them through in-house flyers, newspaper ads and other traditional methods, it is clearly
time that libraries begin to expend more capital and staff time to make the interaction more
personal. There is plenty of indication in these survey findings that patrons may not be as averse
to notifications as some might think; we may even find that they thank us.
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Methodology

The data presented in this report came from responses to a survey I created using the free
SurveyMonkey website. 1 posted information about the survey in an email to all recipients of the
CALIX listserv. I introduced myself as a library student conducting a survey for my Research
Methods class, and requested the participation of any public librarians who were involved in
either marketing or programming. I included the full text of the survey questions so that
librarians could get an overview of what the survey was about and could elect to participate by
direct email if they desired. Several follow-up emails were sent to CALIX as reminders of the
survey and informing everyone of the deadline (February 20) after which the survey would be
closed. The survey was created on February 3rd and received 68 responses over a total of
fourteen days, as the last response was entered on February 16.

There were ten questions in the survey. Four questions were required by all participants,
and if left blank, SurveyMonkey would prompt them to answer the questions before their surveys
were submitted. One of these questions was made a requirement in error.

All responses were copied in full from SurveyMonkey into Excel spreadsheets, and then
analyzed from there. One Excel workbook contained the responses made to each question,
separated by different spreadsheets. Another Excel workbook, only one spreadsheet long,
recorded the responses to the first eight questions from all participants, with a column for
participants’ IP addresses. Their responses were then sorted by IP address. This spreadsheet was
instrumental in helping me to compare responses of librarians who worked at the same library. It
also helped me to compare each respondent’s answers to different questions for my analysis of
questions 3 and 4, which were based upon respondents’ answers to question #1.

Survey responses were coded, and effort was made to establish coding that was as close
as possible to the actual words respondents used. Questions 1 through 8 were analyzed in this
way; questions 9 and 10 were not. They were short-answer questions which prompted enormous
variety in responses, due to their open-ended and philosophical nature. For the purposes of this
report, some effort was made to highlight responses that demonstrated certain shared
perspectives or characteristics, and those responses were presented here.

Strengths

One of the strengths inherent to conducting a survey among library professionals is the
opportunity to work with a somewhat homogeneous population. Assuming that respondents
were indeed public librarians and not academic librarians, they all share certain traits in
common: they serve the public; they work under the supervision of local elected officials; and no
matter where they are, librarians generally tend to provide the same offerings of space, Internet
access, computers, print and audiovisual collections, online databases, and a variety of programs
and events, all within a budget set by their elected leaders. The programs and events are seen as
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one aspect of a library’s overall marketing strategy, using speakers, discussion groups,
performers and more to highlight the library and increase awareness of the library’s other
offerings. Because all of my respondents share these basic traits in common, they are a
researcher’s dream, and their shared knowledge eliminates some of the problems that come from
discrepancies caused by differing interpretations and definitions.

Another strength inherent to the respondents I surveyed is their familiarity with
conducting surveys. Librarians frequently conduct surveys of patron satisfaction and
impressions of their programs and resources, and therefore librarians come to the act of survey
participation with a great deal more experience than the average person.

Librarians are highly educated. It is safe to assume that all of my respondents have
bachelor’s degrees, and most will have master’s degrees as well. This helps to ensure fairly
consistent interpretations among respondents. Furthermore, the feedback received from these
educated professionals was, not surprisingly, enormously enlightening and thoughtful. Their
well-written responses to the short-answer questions demonstrate that they have a great deal of
intelligent and honest insights to add to the professional discourse on direct marketing for the
public library.

Definitions

If this were a survey instrument directed at the general public, words and phrases such as
“program” would have to be worded differently to account for the lack of public familiarity with
library terminology. When librarians talk about “programs,” the specific offerings or events
these words denote may differ greatly in their individual forms (e.g. an author invited to speak
versus a group of children reading and discussing the author’s works), but librarians will
nonetheless understand the phrase to mean “a specific recreational, educational, or cultural group
event or activity sponsored by the library...[which] may be ongoing, a series, or a one-time
event” (Painter, C. & Crocker, M., as cited in Lear, 2002, xv). Therefore, when one considers
that all of the respondents are librarians, it becomes apparent that this is a definition that is likely
to be understood by all participants.

One of the strengths of how the survey instrument was composed was the way that terms
used in one question were defined in greater detail by respondents in later questions. For
example, question #1 asks librarians if they collect patrons’ contact information, and question #2
asks what kinds of contact information they collect. Here, the suggestions of phone number,
address, city of residence, etc., are helpful in discerning a definition for the phrase “contact
information.” However, this definition is not lock-tight. Several librarians added other terms
using the “Other” field (such as “age” of patrons) which I could not be sure were means of
contacting patrons specifically. I nonetheless included these responses in my analysis because
bits of information such as a person’s age might be essential to library marketers when building
their contact lists and determining what kinds of messages to send and how to send them.
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Question #5 contained many terms that might carry multiple definitions, even in a group
as homogeneous as librarians. “Programs,” “services,” “materials,” “support,” and “important
library news or updates,” could all convey different things. Materials could mean books, DVDs,
CDs, or online resources. It could mean works owned by the library or works in general.
“Services” is a word with many connotations, including online services (which may be databases
of articles and could, therefore, also be considered “materials” or collections), reference services,
access services, tutoring or homework services, and hours of operation. “Support” could mean
financial or political support for the library, as either a donor or an advocate. “Library news or
updates” could mean a change in the library’s hours, collections, staffing, technology, or
organization. It could be an update about a program that happened in the past, such as
recognizing the winners of a library poetry contest, or it could be an announcement of something
happening in the near or distant future, such as plans to move to a new building.

2 ¢ 99 ¢¢

Because my respondents were all professional librarians, I have no doubt that they were
capable of pondering and anticipating these potential differences in their definitions of the words.
I am quite certain that their responses reflected thought and strong judgment. However, it is
asking a great deal of any survey participant to expect him or her to sit and think about all the
possible meanings of a word.

Out of respect for the time they took to answer my questions thoughtfully, I have spent a
great deal of time and thought constructing my analysis of their answers, carefully coding them
and considering all possible meanings.

Assumptions

One of the problems with my survey instrument that hinders my ability to conduct any
sort of statistical analysis is my failure to collect information about what libraries the participants
worked in, or even the types of libraries. The California Library Association has members in
both academic and public libraries. Although I was specific in my request for information from
public librarians (see email transcript, Appendix C), I cannot confirm that none the librarians
who took my survey were academic librarians. I present my findings based on the uncontrolled
assumption that respondents were all public librarians.

Another problem resulting from my failure to collect identifying information from
participants is the assumption that responses from different librarians represent different
libraries. In fact, in a survey with 68 total respondents, probably only 52 or fewer libraries have
been represented here. SurveyMonkey provides the IP addresses of all respondents, and there
were thirteen [P addresses that each accounted for two or more respondents. This means that at
least thirteen libraries or library branches (if not more, as evidenced by other closely-related IP
addresses) had more than one librarian answering the survey.

This brings up the possibility of duplication from multiple librarians at the same library,
which would make the results even less representative and each response less unique. Librarians
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working in different departments of the same library may have entirely different practices with
regards to marketing; nonetheless, my lack of control over this variable makes it impossible to
pronounce my findings as being statistically representative in any way.

(Interestingly, a comparison of their answers proves that there are still major differences
between librarians at the same library branch; their answers were by no means duplicates of each
other. In Appendix B, I include a spreadsheet that contains the answers of each respondent to the
first eight questions. Their answers were abbreviated to assist me in analysis. I sorted and
highlighted responses that came from the same library or library branch, and the reader will note
many sharp contrasts in the way these respondents interpreted and answered each question. For
this reason, I believe the results still say something about the way librarians in California handle
marketing, whether they are the sole marketer at their library, or one of many who handle
marketing.)

A further assumption related to this problem is the assumption that librarians did not talk
to one another while taking the survey. I have no way of verifying that they were alone, or under
what conditions the survey was taken. There are innumerable uncontrolled variables here. To
make any analysis possible I have to assume that answers were the reflection of each person’s
own experiences and insights, and were entered without seeking approval or validation from
others.

Finally, some readers might assume that the survey respondents themselves represent a
fair sampling of librarians throughout California. Of course, they do not. They were self-
selected respondents who answered a call for participation sent through CALIX. Why these 68
librarians chose to respond and others did not, we cannot know. We can barely begin to imagine
the level of bias they may have had toward direct marketing before taking the survey; they may
have decided to join the survey because of strong feelings one way or the other, or a keen interest
in the subject, while more neutral individuals lacked interest and refrained from responding. For
this reason my findings offer only a tiny glimpse of library marketing practices, and are by no
means intended to serve as definitive pronouncements.

Limitations

As noted above, my report cannot be considered serious research because of the lack of
controlled variables in many aspects of the data collection process. The data also has some
additional aspects which may make it unreliable. The survey respondents are all individuals, and
their responses to some questions may be influenced by slight differences in interpretation.
Furthermore, respondents are fallible human beings who may not remember every method they
have ever used for reaching a patron to notify them about programs.

Many researchers have noted the limitations of survey data which are entered by human
respondents at their own will and in their own time. There are also further limitations which
impede the ability to interpret another person’s survey responses in precisely the same way in
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which they intended them. This problem was starkly clear in question #8, which asked librarians
if they ever use internal or external lists for building marketing databases. One librarian said
“media contact lists,” and it was up to me to divine his or her meaning. “Media contact lists”
could mean lists of reporters, radio announcers, city officials or city cable TV channel producers.
Or it could be that media contacts were intended as personal relationships the library wanted to
cultivate, so as to harness the power of those individuals’ word-of-mouth marketing. Either way,
it would be difficult to place this response in context of the other responses that were focused on
lists of patrons or community members. This example illustrates the limitations of personal
interpretations.

The SurveyMonkey website had its own limitations, some of which were exacerbated by
my own personal limitations as the survey creator. SurveyMonkey’s survey design tools would
greatly benefit from a method of preventing respondents from answering any questions for which
their answers are not being sought on the basis of information entered previously. My survey
questions were constructed in such a way that allowed respondents to answer preliminary
questions and then follow-up questions, to bring greater clarity and definition to their answers in
the preliminary ones. Questions 2, 3 and 4 were intended to be answered only by librarians who
had entered an answer of “yes” to question #1. However, | had to look closely at the responses
before I could rule out any responses from people who had said “no.” This reliance on careful
reading and interpretation from both the respondents and the researcher introduces numerous
opportunities for misunderstandings.

Furthermore, I made a grievous error in programming the survey and mistakenly selected
a box that made #4 a “required” question. Therefore, all 68 librarians responded to #4,
regardless of their response to question #1. Fortunately I was able to find the 54 answers I
wanted to analyze, and focused solely on them.

In the defense of the librarians who were forced to answer #4 when it did not necessarily
apply to them, I must also note that the wording for #4 was extremely ambiguous: “Do you ever
use patrons’ contact information to notify them about programs or services, or for any other
marketing purposes?” Because this wording did not refer specifically to the contact information
collected at events, it could easily have thrown some librarians off. They may have thought I
intended for them to talk about any patron contact information obtained through other means. I
may be failing to do their answers proper justice in my report, but my intention was to focus on
the librarians who collect information at events, just as I had done with questions 2 and 3.

Similarly, I was unclear in my wording of question #3 that would be answered by people
who had answered “Yes” to question 1. So 62 librarians responded when only 54 responses were
needed. After examining the answers more closely I was able to target the 54 respondents I most
wanted to hear from--and only 53 of them had responded to this question.



24

What the Data DoesnOt Say

Most of the data is fairly self-explanatory, but that is perhaps because it is so limited. The
probing reader will find that the data on librariansO different attitudes toward marketing only
prompt further questions about the librarians themselves. The data do not say anything about the
respondentsO genders, age, or years of service in the profession. They do not tell us anything
about the personal and professional backgrounds these librarians bring to each question. We do
not know much about the types of libraries they are employed in. Perhaps future library
researchers will be interested in the connections between librariansO personal characteristics and
their attitudes and behaviors. They might also be interested in the connections between a
libraryOs size or type and its marketing practices. They will take care to collect this kind of
identifying information about their respondents, so that they can build strong evidence for such
connections.
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Appendix A: Data Set Recorded from SurveyMonkey Web Site and Analyzed
by AnnMarie Hurtado, MLIS Candidate, SJSU

Question 1: Do you collect any contact information from patrons who are signing up for or attending library events? Yes or No:

Collect contact in 54
Do not collect cor 14

68 Responded
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Question 2. If you answered yes to #1, what kinds of information do you collect? Please select as many as apply.

Phone number (65% collect this) 35 0.648148
Address (19% collect this) 10 0.185185
City of residence (22% collect this) 12 0.222222
Email address (83% collect this) 45 0.833333
Business card (2% collect this) 1 0.018519
Website (0% collect this) 0

Facebook/Twitter/Social networking account (0% collect this) 0

Library card number (6% collect this) 3 0.055556
Library website account (0% collect this) 0

Age (7 % collect this) 4 0.074074
Name (13% collect this) 7 0.12963
If patron wants to be contacted about future event 2 0.037037
How patron heard about the event (2% collect this 1 0.018519
Did not answer (26% did not answer) 14 | 0.259259
Other (please specify) 13

Responses:

phone number only if no email

we ask if they would like to be contacted about future events.

There's a check box asking if they'd like to be contacted about future library programs.

age and/or grade

name

First name of parent and child attending Baby Bounce, with child's age.

age of child(ren) & school grade level

name

How they heard of event

Name

Name

Name

Child's name and age for Children's programs

(54 people answered, 14 people skipped--these were the "No"s)
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Question 3. Do you keep a file or database of this information? Yes or No:

Yes 41
No 27
Did not answer 6

| wanted to find out, of the librarians who do collect contact information from patrons at events, whether or not they keep a file of this information.

101l assign point values. If they answered OYesO to both #1 and #3, 10l give them 2 points. If they answered OYesO to #1 and ONoO to #3, 10l give them one point.
If they answered ONoO to #1, 10l give them zero points.

Respondent Points
Now IOl count the ©10s and 020s:

20s: Collect information and keep it in a file 37
10s: Collect information but do not keep it in a file 16
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62 responded
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Question 4. Do you ever use patrons' contact information to notify them about programs or services, or for any other marketing purposes? Yes or No:

Yes 41 68 Responses
No 27

NOTE: Check these numbers with
the individual survey results --

| shouldn't have made it

a required guestion!!

IOl do the same thing here | did in the last question.
| wanted to find out, of the librarians who do collect contact information from patrons at events, whether or not they use it to promote other events.

1011 assign point values. If they answered OYesO to both #1 and #4, 10l give them 2 points. If they answered OYesO to #1 and ONoO to #4, 10Il give them one point.
If they answered ONoO to #1, DIl give them zero points.

Respondent Points
Now IOl count the 010s and 020s:

20s: Collect contact information and use it to notify patrons about programs or services or for any other marketing purposes 41
10s: Collect contact information but do not use it to notify patrons about programs or services or for any other marketing purposes 13
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@ Collect contact information and use it to notify patrons about programs or services or for any other marketing purposes
@ Collect contact information but do not use it to notify patrons about programs or services or for any other marketing purposes
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Question 5. If you answered OyesO to #4, what kinds of marketing do you do with this information? Please select as many as apply.
(41 people answered the question)

Suggest programs or services that might interest them (whether using a newsletter or some other m 35
Suggest materials that might interest them 3
Inform patrons about important library news or updates 16
Request support or inform about library fundraisers 2
Invite to friend the library on Facebook 1
Only notifications related to the program they signed up for 2
Other (please specify) 13

Responses

Only with their permission (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

I only inform them of upcoming library programs, because when | collect their emails | have told them that is all | will be doing. (This person listed "suggest programs™)

If we need to cancel a program. (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

Invite to friend the library on Facebook (This person listed "Suggest programs")

only send emails to patrons who request an email about similar programs (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

Library newsletter (Also said: "Suggest programs" and "Request support™)

quarterly calendar sent with Youth Services programs (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

newsletters about information they sign up requesting (Also said "Inform patrons")

Send out an enewsletter with all our events including a calendar attached. (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

We ask them if they want to receive our online newsletter and if they say yes, that is what we send to them. We do not use it for anything else. (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

Program they have registered for (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

Inform patrons about upcoming programs via an e-newsletter (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)

Remind them about Literary Orange (Did not list any other marketing activities, however, answered "Yes" to #4 about contacting about programs or services)
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Question 6. If you

answered “yes” to #4, what direct marketing methods do you use? Please select as many as apply.

Phone call

41 Responses (27 skipped the question because

they had answered "no")

Text message

Email

Mail

Facebook

Flyers (often by Mail)

Newsletters (often by Em

A NRFRDMNWOO

Other (please specify)

Responses:

Facebook requests (Also said "email")

Flyer on desk asking if patron would like to sign up for program announcements by email.

fliers (also said "Mail")

eblasts (Also said "Email")

Constant Contact e-Nonewsletter (Also said "Email")

online calendar newsletter (Also said "Email")

Job Hunting E-newsletter

Constant Contact
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Question 7. If you answered “no” to #4, why do you elect not to market library services using patrons’ contact information? Please select as many as apply.
(27 answered the question)

Concern for pa 15
Tried in the pas 1
Library policy | 1
Too time const 12
Cost/Budget 5
Just haven't tri 6
Prefer other m¢ 1
Not wishin 2
Other (please s 13
Responses:

we market all programs through the press and our website and have an RSS feed; (Also said "time consuming" and "cost")

Haven't gotten around to it yet. (Also said "Concern for patron privacy" and "time consuming")

Others do marketing and publicity; | set up the programs (also said "time consuming")

| do not market other services because of privacy concerns and not wanting my emails to be considered junk mail.

Past practice. We are considering changing this, but we have to get a handle on our lists first (Also said "Concern for patron privacy" and "cost")

unknown; we shred the sign-up sheets once the event is over

Never thought of doing so! (Also said "time consuming")

| handle Children's programming, and for our department we do not market library services based on their contact info from the past. Other departments might do this, | just know Children's does not.

we currently use an opt in policy to grow our lists

Planned in the future

Patrons have been reluctant to give email addresses because they do not want email from us other than their account information. (Also said "Concern for patron privacy")

collect information to contact the customer about any changes regarding the program. (Also said "cost")

| think it's creepy. (Also said "Concern for patron privacy")

Concern for patron privacy

Tried in the past without satisfying results
Library policy prevents it

Too time consuming

Cost/Budget

Just haven't tried it yet

Prefer other methods

Not wishing to spam patrons
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Question 8. Do you use any other internal or external sources of information (such as published lists or directories) for building a marketing database?

48 Responses (20 skipped) Yes: City lists 4
Yes: Chamber of Commerce 2
No other sources 30
Yes, chamber of Commerce members Yes: Yellow pages 2
Yes: Reference USA 2
Not at this time Yes: School contacts 2
Yes: Other community lists 2
We have used a list of local businesses from City Halll. Yes: Internal 3
Yes: Facebook/ Wordpress 1
No 48
No

no, just the internal information collected with the

customer's permission

Not at this time

NO

No

NA

We do use the City utility billing mailings as a means of direct marketing to residents.

| | | | |

No.We offer Facebook and Twitter for patrons to follow us and our programs. We also have info. avail. on our website as well as through press releases and a citywide Library, Museum and Recreation brochure that is mailed to all residents.

| know a few people in the community who maintain lists for their

roups (a writers' group, for example) and when applicable I'll ask them to sound event advisories to their lists. | don't, however, typically send directly to the people on those lists unless they've opted-in to mine.

No

No

Yes, we compile a list of local non-profit groups so that we can let them know about programs that their members might be interested in. For instance our Sister City (Japan) Association was interested

in a program that was presented

by the Asian Art Museum on Japanese Screens. |

also just recently got an list of Hi

h School Clubs so we can market our programs di

rectly to their me

mbers. For instance, our local High School has a creative writing group and | just sent a flyer to their

advisor letting th

em know about a monthly poetry

athering at the Library.

Specifically - email addresses for marketing - customers provide them and know they are requesting

marketing information from the library

Use directories/databases such as yellow pages or reference USA to collect contacts focused on a specific group (churches, family agencies, etc.).

No

When we send out letters asking

for donations from local business, we will use either a phone book

or an online website of local businesses.

No

We just use the e-mails given at the time of libral

card registration.

wish i had the time

No

Media contact lists.

No

Facebook and Wordpress

| want permission to contact the people on my list

, so if they give me their email addresses, | interpret that as permission to contact them. | do not use

any other information, whether from our patron database or directories.

No

No

Reference USA

No

internal and external sources

No - list is only those who request to be on the list

No

No

No

No

No

No

Our city has an online newsletter that people can

opt into receiving; this alleviates concern about us

marketing our services & programs to people that

haven't requested it. If they've opted into receiving

these updates, then they get the

3

No

no - patron records only

No

We use the Chamber of Commerce directory to u

date our list of prospective Summer Reading Pro

ram donors, to whom the Friends send requests for donations each spring. In addition, we send an

Educators Newsl

etter from the library to the teachers in our local school district to inform them about

materials, resources, and programs that may interest them and the

ir students.

No

No

parks and rec registration lists are used to market fee-based library programs. We use our website to market free programs or we contact educators to promote summer reading club and poetry contest.
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Question 9. What value do you think direct marketing has for the public library?

65 Responses

brings in more people

It is invaluable in growing a group of people who attend library programs and think positively about the library. | get many thanks for the service.

The few times we have tried it, results have not been encouraging.

The value of marketing for libraries is the value of marketing for any organization or business. It doesn't matter how wonderful the services you offer are if people don't know about them. Direct marketing allows us to specifically target information to those customers to whom we assume it will be most relevant. For example, we can send emails about upcoming author visits to members of our book discussion groups, or send information about speakers on children's health to parents attending our Learn and Play sessions.

Potential value to market programs to patrons; most seniors (about 80%) and many poor people do not have email to cost effectively market to them. We do not have funding to devote to this function nor staff or volunteer for the allotment of time it would require

helps build a strong support base

People like hearing about the upcoming programs in advance so they can sign up for them if needed or make plans to attend.

| believe that direct marketing is essential to the survival and welfare of public libraries; we have just begun to invest staff and financial resources in this area,

If people provide contact information, such as email, then they can be notified of future events -- | think its not only helpful for marketing but a courtesy we should provide.

The potential is certainly there for the library. We could probably ilncrease library usage, including program attendance. We just lack the staff time to implement.

It could target people who have attended programs, and might be more likely to come back.

| do think direct marketing is extremely useful. the person responsible for direct marketing uses eblasts to alert people.

| think it helps remind people about library programs, but | am not sure it makes that much difference.

There is value - but we haven't had the resources to explore it.

Our brochure that goes out to every resident is very helpful, especially for those that are unaware of our many programs and services. We also feature articles in the citywide newsletter that goes out quarterly in the utility bill.

| am not certain that it does have any real value. By doing this we are potentially adding to the noise level (and thereby the irritation) of those who might be good patrons. What we need to do is work on differentiating ourselves from that noise, instead of adding to to--might mean a different way to reach, or even begin to re-educate our communities about the value and worth of the Public Libraries.

My list allows me to provide more personalized service to patrons. Going down the list, | am reminded that so-and-so was interested in one type of program, etc. In addition, patrons occasionally have good ideas for programs. Being in direct contact with them (even if it's just mass mails punctuated by an occasional personal email or call) makes them feel comfortable telling me what they'd like to see the library do.

the obvious one is that if the patron has enjoyed one library program; probably interested in others

Event attendees and patrons voluntarily give us their email addresses for our "library events list". The advantage is that we are marketing to people who have specifically expressed an interest in hearing about our programs and services.

a lot

High value

The people who come into the Library regularly are not necessarily the people interested in our programs, so it is essential that our marketing efforts go outside the four walls of the building and beyond our regular patron base.

People are overwhelming with advertisements and they respond better to ads that appeal to them.

Word of mouth work well in our community

the information provided the customer brings them into the library to participate in programs or events they may not otherwise know about.

Could promote programs better

Identifies specific groups that might find certain library programs/services of use, increasing library use and participation.

| haven't tried it...could be very useful if done with sensitivity. There is so much advertising bombarding people that it becomes intrusive and irritating.

I market to teens and direct marketing keeps them thinking about the library as a resource and destination.

It has a personal touch. If we send a letter, it reminds them at the library is here providing services for the community.

could bring more patrons to programs

It's nice to be able to thank patrons for coming to certain programs.

There could be a substantial value to the library if direct marketing is handled properly and it well received by our community. Many library services are unknown to the public unless they are marketing well.

It's an extremely valuable, often overlooked tool to increase visibility.

personalizes service; acknowledges their patronage

not sure

keeps our patrons up to date on the events they are interested in

As with every marketing endeavor it gets the word out to the community. You can also target specific areas where you don't have many library card holders, new residents, various language groups, age groups, etc. Can be most effective if thoughtfully planned through and you have the funds to do so.

plenty. there are so many disparate events, that customers generally opt into asking for information they want and stay on lists that meet their needs.

free information to those who normally come once in a while and to new patrons.

It's great for notifying our community about Library events.

It might reach people who otherwise wouldn't be aware of a program.

Extremely valuable

patrons who attended certain programs might be interested in similar ones in the future and those who signed and couldn't come often ask if we let them know about any new programs like that

it would be advantageous to "getting the word out" to specific people, i.e. the patrons

helps libraries reach our target audience

Good for building community of library supporters, recipients can also forward info to their contacts, helps increase attendance at programs/events, helps to increase usage of library databases, downloadables and other newer resources.

Reminds customers, competes with other community activities, gets customer in the door

Yes, | think we get more patrons attending our programs.

Brings people in who don't visit regularly

Not much, so far.

very important - especialy since a good number of patrons prefer use of interent/txting, etc. rather than paper mail

| collect email addresses from Job Hunting program evals and send out more programming notices so | can target that specific audience

In a customizable world, where people can design their own computers, shoes, and elect what exactly they want their life to look like, direct marketing to those people for services that they're interested in makes them better customers, and libraries better at connecting with those customers. Send them the information that they want / of interest to them through direct marketing and they'll continue to use your services.

| think it is helpful to remind patrons about upcoming programs as they may be more likely to attend when they see that little reminder a few days before.

More customers use our services and attend our events.The community is more aware of the work done by the library and the services offered.

?

Very important to getting the word out to our customers

| don't think it necessarily has value for the library. Libraries are supposed to be neutral, and | don't think this type of marketing is appropriate.

getting information to the people who are most intersted in particular programs and events

Direct marketing may have a great impact however it may also discourage patrons who do not want to be bothered.

With regards to the children's series for which we have used the direct marketing, these programs began with few participants. As we have continued to identify and notify past participants, these series have become so popular that our registration has filled up in the first day for some series. These patrons tell their friends who ask to be included in the notification e-mails. The bi-monthly Educators Newsletter has enabled the library to remind our teachers about our presence. Frequently, when we send it out, | usually receive one or two e-m

Undetermined

Everything I've read and heard strongly suggests that our users do NOT want to be anonymous and would like to have information specifically tailored to their interests. | think it would be of great value.

HUGE! | think that we always need to seek new users so that the image of the library is always rejuvinated - we aren't what we use to be - we are changing with the times and need to tell/show people all the time.

some value for support
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Question 10. What obstacles are there for libraries who use direct marketing?

65 Responses

risk of intruding on privacy

Growing database. Because we use Outlook mail, famous for spam, | divide my email addresses into groups of 20. Since my business list has over 200 people on it and my general list about 150, this i

s time-consumin

. I'd like to switch to an email service like Constant Contact but money is very tight

right now.

Mass mailings cost a lot of money. Email marketing is hard to do effectively. Also, we have a hard time winnowing the list down to a good target market.

It can be time-consuming to maintain and keep updated databases and mailing lists. We need to make it easy for customers to opt out of receiving mailings or emails. Both of these obstacles can be reduced by using some sort of list management software.

Lack of staff to do the input; people may be reluctant to give their contact information; lack of anonymity. However, it would be interesting to try this out sometime to see what the response would be. But the workload would be staggering to do this for the 2,000 + public programs offere

d for over 60,000 attendees. | would be interested in the results of

our survey. Diane Duquette, Kern County Library

time and budgets to guarantee accuracy of information

the only obstacles | can think of are trying to read the customer's handwriting to get the correct email address.

Staff time; financial limitations.

None if you are organized -- | believe in this age, email is the best means of communication. Some libraries may still call or send out flyers. When information is collected, it has to be stored somewhere and libraries typically do not share information -- so if a patron attends a program and signs up for notifications, it is typically at the branch level only. And, if a patron gi

ve info themselves on a library website, a different person may be setting up notifications for digital marketing. The bi

gest obstacle, |

believe, is librarians who dont get the value of direct marketing, alo

ng with librarians who dont know

how to use the technology to make this easy for both them and patrons.

One potential obstacle is a rather large cost for a rather poor response. Many people just toss direct marketing materials; too many organizations/businesses do direct markeitng. Saturation is a concern.

Privacy concerns, adn the abundance of advertising/marketing/solicitation, which leads people to ignore direct marketing.

| don't use direct marketing so | don't know. | would imagine there are privacy issues.

That we will be part of a crowd and begin to be junk mail or nuisance phone callers.

Privacy concerns. Budgets. Staffing.

If a library were to use direct marketing, it would need to be with consent of the patron and the info. would need to be collected separately from other patron records. A lot of work and many times the e-mail, etc. is changed without notification. Easier for patron to seek out info. through

Facebook, RSS feeds, etc.

1) The "noise" of all other direct marketing campaigns (think mainly retail and spam) 2)Resources--either in cost or time 3)Apathy of the general public towards libraries

Scale is the biggest obstacle for me. The bigger my list gets, the more | expect my messages to resemble just another email blast.

privacy issues for sure. Patron's feeling "used" like when an email or phone list is sold.

Libraries often do not have the technological infrastructure for dealing with thousands of email addresses. We ultimately subscribed to an email management product.

Keeping up the database

Staff to take it on, administration to see its value.

Direct marketing is very time consuming and sometimes it takes a while to find out who the best contact person is.

It takes more work and focus.

Privacy issues

Privacy issue of collecting information for a specific program and reusing it to market a different program is not permitted by our library system.

privacy concerns

Cost of mail or printed flyers, time to email everyone, time putting it together.

TIME!

| sometimes worry that a patron will be offended that | reach out to them in this somewhat more personal way. | haven't had any complaints thus far!

Some people may see it as soliciting.

privacy issues, can only afford email

People may ask to be taken off the e-mail list, and that's fine.

| would just worry for our patrons to worry they will get bombarded with info or their contact information is being used for other purposes. | think direct marketing should be handled with care.

Perhaps, patrons who ask to be removed from any email lists, as they regard this as spam.

to get it started

not sure

possible privacy issues

It's often a shotgun approach. Results are varied and often difficult to predict. Difficult to do in these lean budget years.

maintaining privacy. paying attention to customer needs and not getting carried away with other ideas.

time and money

None that | can think of.

Primarily staff time.

Cutting through the noise from other marketers; staff time

lack of coordination between librarians, branches etc, plus confidentiality of patrons records

privacy issues - accessing the patron's information for non-core services, i.e. checkin/checkout, overdue notices, etc.

the budget and not enough staff time

It takes staff time to write and edit the material, some cost for the software/service,

Only send to customers who have given permission

Staff time

Those who need administrative approval before sending anything. This can hold things up.

Money versus response.

funding for new technology/equipment

We dont want them to fell like theyre being spammed then disregard us

Many libraries are worried about privacy. By having a system where people can opt in to receiving information via email, text messages, or social networking sites, you

are ensuring that only those peo

le who WANT this information are receiving it. Time is another obstacle for libraries - staff gets smal

ler, budgets tighter, so it becomes harder to actual

ly put peices together and send them out.

Some people do not like to be contacted by email.

Most people receive so much direct marketing that they often ignore most of it. Direct marketing also requires staff and infrastructure to maintain and house it, though t

hat can be outsourced or managed efficiently.

?

concerns about privacy--we only contact customers who have given us permission to do so

Aside from the animosity of some patrons? Well, just keeping up-to-date databases is a challenge - for our teens, it is difficult to keep their information current, and keep track of whether they're responding to Facebook or Twitter or e-mail or texts or ph

one calls. (That's just for volunteering reminders, not marketing).

cost of mailings (if using US mail), time constraints

Maintaining an up-to-date database and determining the correct segment to market to.

For some of our programs, the registration has been so popular that we have enough people on the waiting lists to fill a second series, although we don't have the funding or staff to present a second series. In addition,

managing the di

rect marketing is

one more task to add to an already full plate of du

ties.

Privacy concerns, lack of effectiveness

We do not use direct marketing and feel that we are too small and understaffed to provide a quality service. We would not want to risk alienating our patrons by doing it poorly.

old school patrons feel we may be too commercial.

cost
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Respondents

48
59
56
68
26
65
11
39
50
47
29

44
13
45
62
38
18
28
35
60
19

24
55
57
42
51
21
34
63
20
12
41
14
30
64
32

22
27
66
53
49

52
15
46

25
23
61
31
16
40
10

67

33
58
54
36
37
43
17

IP Addresses

12.204.89.98 Yes
12.7.169.9 Yes
130.65.109.2 Yes
130.65.109.2 No
136.245.4.25 Yes
136.245.4.25 Yes
141.174.90.2 Yes
159.83.54.2 Yes
170.213.132.No
170.213.132. Yes
170.213.132. Yes
172.25.67.12No
173.164.133. Yes
174.32.115.1No
199.88.114.1 Yes
199.88.72.23 Yes
204.247.138. No
204.247.138. No
204.89.11.23 No
205.142.109. Yes
206.194.127. Yes
206.194.127. Yes
206.194.127. Yes
207.151.38.1Yes
207.215.10.3No
207.62.13.11Yes
207.62.246.1 Yes
207.62.246.1 Yes
207.62.246.1 Yes
207.62.246.1 Yes
207.62.246.2 Yes
209.150.82.9 Yes
209.150.82.9No
209.242.148. Yes
216.237.19.2 No
24.43.150.76 Yes
63.192.65.14 Yes
63.197.191.3 Yes
63.197.191.3 Yes
64.147.14.12 Yes
64.164.146.1 Yes
64.166.145.5 Yes
64.166.145.5 Yes
64.168.108.1 No
64.172.103.3 Yes
64.29.233.20 Yes
65.208.187.1 No
65.208.187.1 Yes
65.214.187.1 Yes
65.249.61.66 Yes
66.127.213.1 Yes
66.127.213.1 Yes
66.60.156.2 Yes
66.60.156.2 Yes
67.115.155.9 Yes
68.190.254.8 No
68.190.254.8 Yes
69.106.14.13 Yes
69.106.8.130 Yes
70.137.207.1No
70.167.157.1 Yes
70.167.157.1 Yes
70.167.157.1Yes
74.118.32.5 Yes
74.93.12.1 Yes
75.16.27.70 Yes
75.49.190.22 Yes
98.151.19.14 Yes

Answers

1

(NA = question left unanswered)

2
Phone, city, emalil
Phone, email
Phone, email, name
NA
Phone, email, name
Phone, address, city, email
Phone, email, name
Email
NA
Email, name
Phone, email
NA
Email
NA
Email
Email
NA
NA
NA
Phone, age
Phone
Phone, address, city, email

Phone, address, city, email, library card

Emalil

NA

Phone

Emalil

Email

Phone, email

Email

Phone, email

Phone, address, city, email
NA

Phone, email

NA

Email

Phone, address, city
Phone, address, city, email
Phone, email, name, age
Email

Phone, email

Phone, email

Phone, address, city, email, library card

NA

Phone, email, name
Email

NA

Email

Phone, email

Phone, business card
Phone, email

Phone, city, emalil

Phone, email

Phone, email, library card
Email

NA

Phone, email

Phone, address, city, email
Phone

NA

Phone, address, city, email, Other: ask if

Email

Email

Phone, email

Phone, address, city, age
Name, age

Email

No
Yes
No
NA
Yes
No
Yes
Yes
No
Yes
Yes
No
Yes
No
Yes
Yes
NA
No
NA
No
No
Yes
Yes
Yes
No
No
Yes
Yes
No
Yes
Yes
Yes
No
Yes
No
Yes
No
Yes
Yes
Yes
Yes
Yes
Yes
NA
Yes
Yes
No
Yes
Yes
No
Yes
No
Yes
No
Yes
No
No
Yes
No
NA
Yes
No
NA
No
Yes
No
Yes

Phone, email, Other: ask if theyOd like to Yes

No
Yes
No
No
Yes
Yes
No
Yes
No
Yes
Yes
No
Yes
No
Yes
Yes
No
No
No
No
No
Yes
Yes
Yes
No
Yes
Yes
Yes
No
Yes
Yes
Yes
No
Yes
No
Yes
Yes
No
Yes
Yes
Yes
Yes
Yes
No
Yes
Yes
No
Yes
No
Yes
Yes
No
Yes
Yes
Yes
No
Yes
No
No
No
Yes
No
Yes
Yes
Yes
Yes
No
Yes

NA

Suggest programs, inform about news
only program they signed up for

NA

Suggest programs

Suggest programs

NA

Suggest programs

NA

Inform about news, send newsletter
Inform about news

NA

Suggest programs, other: invite to friend library on Facebook
NA

Inform about news

Suggest programs

NA

NA

NA

NA

NA

Suggest programs

Suggest programs

Suggest programs, inform about news
NA

Suggest programs

Suggest programs, suggest materials
Suggest programs, send newsletter
NA

send newsletter

Suggest programs, inform about news
Suggest programs

NA

Suggest programs, inform about news, request support
NA

Suggest programs, inform about news
Other: canceling programs

NA

Suggest programs, suggest materials, inform about news
Suggest programs, send newsletter, request support
Suggest programs

Suggest programs

Suggest programs

NA

send newsletter

Suggest programs, inform about news, send newsletter
NA

Suggest programs, inform about news
NA

Suggest programs

Other - Only with permission

NA

Suggest programs, inform about news
Suggest programs, suggest materials
Other - Only with permission

NA

Inform about news

NA

NA

NA

Suggest programs, inform about news
NA

Inform about news

only program they signed up for

send newsletter

Suggest programs

NA

Suggest programs, inform about news

NA

Email

NA

NA

Email

Phone call, email, mail
NA

Email

NA

Emalil, eblasts
Phone call, email
NA

Email, other: Facebook requests
NA

Email

Email

NA

NA

NA

NA

NA

Email

Other: Constant Contact
Emalil

NA

Phone call
enewsletter
Email

NA

Email

Email

Email, mail

NA

Emalil

NA

Email

Phone call

NA

Phone call, email
Email

Emalil

Email

Email, mail

NA

Email, newsletter
Email, enewsletter
NA

Email

NA

Phone call
Phone call, emalil
NA

Email

Email

Email

NA

Email

NA

NA

NA

Email

NA

Email

Phone call

Mall, fliers

flier asking if theyOd like email ant NA

NA
Phone call, email

7 8
Privacy, time, budget Yes - list of businesses
NA No
Cost Yes - internal and external
Privacy, time NA
NA Yes - build their list through a city newsletter people opt into
NA Yes - Parks & Rec registration lists
Time NA
NA No
Privacy No
NA No (had to revise this one because he/she answered a question they werenOt supposed to)
NA No
Policy No
NA NA
Time, cost, other methods No
NA NA
Privacy NA
Privacy Yes - Reference USA
Privacy, other: | think itOs creepy. NA
Privacy Yes - media contact lists
havenOt gotten around to it No
Time, haven't gotten around to it No
NA No
NA NA
NA No
Privacy, time No
NA NA
NA No
NA NA
Privacy No
NA No
NA NA
NA NA
Privacy, time, budget No
NA NA
Time NA
NA No
NA No
Privacy Yes - phone book and Internet for asking businesses for donations
NA Yes - Chamber of Commerce and Educators Newsletter
NA No
NA No
NA Yes - local nonprofit groups
NA Yes - various directories
Time, tried without satisfying results NA
NA No
NA No
NA No
NA No
Privacy, cost, havenOt gotten aroun Yes - city mailings
NA NA
NA Yes - Chamber of Commerce
NA No
NA NA
NA No
NA No
Privacy, time NA
NA Facebook and Wordpress
Privacy, time, havenOt gotten aroun NA
Privacy, time NA
Privacy No
NA No
havenOt gotten around to it NA
NA No
NA No
NA NA
No
havenOt gotten around to it No

NA

Yes - other community lists
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Mail :: Sent: Library Marketing Survey

1of2

Date: Thu, 03 Feb 2011 19:17:58 -0800 [02/03/2011 07:17:58 PM PDT]

http://yorbalindalibrary.com:2095/horde/imp/message .php?acti...

fFrom: annmarieh@ylpl.lib.ca.us

To: calix@lists.gseis.ucla.edu

Subject: Library Marketing Survey

Hi!

My name is AnnMarie Hurtado and I?m a library student at SJISU. 1?m doing some
research (for my research methods class) on what kinds of contact information public
libraries collect from the people who sign up for or attend programs, and how
libraries use this information. | am especially interested in whether or not

libraries use this information for marketing.

I?m interested in hearing from anyone in a public library who does programming or

marketing. Please use the Survey Monkey link below to participate. But if you'd

prefer not to use the Survey Monkey website, you can answer the following questions

and then email your responses to me off-list at annmarieh@ylpl.lib.ca.us . Also,
email me with any questions, comments, or requests for notification after the results

are tabulated.

http://www.surveymonkey.com/s/BFNTRD9

<a href=" http://www.surveymonkey.com/s/BFNTRD9 ">Click here to take survey</a>

Questions:

1. Do you collect any contact information from patrons who are signing up for or
attending library events? Yes or No:

2. If you answered yes to #1, what kinds of information do you collect? Please
select as many as apply.

? Phone number

Address

City of residence

Email address

Business card

Website

Facebook/Twitter/Social networking account
Library card number

Library website account

NN ) ) ) ) ) )

3. Do you keep a file or database of this information? Yes or No:

4. Do you ever use patrons' contact information to notify them about programs or
services, or for any other marketing purposes? Yes or No:

5. If you answered ?yes? to #4, what kinds of marketing do you do with this
information? Please select as many as apply.

? Suggest programs or services that might interest them

Suggest materials that might interest them

Inform patrons about important library news or updates

Request support or inform about library fundraisers

Other:

NN ) N

6. If you answered ?yes? to #4, what direct marketing methods do you use? Please
select as many as apply.

? Phone call

? Text message

3/28/11 11:42 PM
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Mail :: Sent: Library Marketing Survey http://yorbalindalibrary.com:2095/horde/imp/message.php?acti.

? Email
? Mail

7. If you answered ?no? to #4, why do you elect not to market library services using
patrons? contact information? Please select as many as apply.

Concern for patron privacy

Tried in the past without satisfying results
Library policy prevents it

Too time consuming

Cost/Budget

Other (please describe):

NN ) N ) )

8. Do you use any other internal or external sources of information (such as
published lists or directories) for building a marketing database?

9. What value do you think direct marketing has for the public library?

10. What obstacles are there for libraries who use direct marketing?

Thanks again for your participation!

AnnMarie Hurtado

Yorba Linda Public Library

18181 Imperial Highway

Yorba Linda, CA 92886

(714) 777-2873 ext.6; voicemail is ext.204

20f2 3/28/11 11:42 PM
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Mail :: Sent: Library Marketing Survey will close 2/20 @ 12PM http://yorbalindalibrary.com:2095/horde/imp/message.php?acti.

Date: Mon, 07 Feb 2011 14:06:01 -0800 [02/07/2011 02:06:01 PM PDT]
From: annmarieh@ylpl.lib.ca.us

To: calix@lists.gseis.ucla.edu
Subject: Library Marketing Survey will close 2/20 @ 12PM
Hello!

I've decided to set a closing time of February 20, 12 PM for the Library Marketing
Survey. This is just a reminder that if you are a public librarian who does any
programming or marketing, | would love to hear from you! And | will be glad to share
my findings with anyone who emails me off-list. So far | have had 33 wonderful
responses that have taught me so much about the way marketing is being done in
libraries across this state. | want to thank all of you who took the time to share

your thoughts and experiences with me.

| will paste the text of my original email, and the link to the survey below:

http://www.surveymonkey.com/s/BFNTRD9

Hi!

My name is AnnMarie Hurtado and 1?m a library student at SJSU. 1?m doing some
research

(for my research methods class) on what kinds of contact information public libraries
collect from the people who sign up for or attend programs, and how libraries use
this

information. | am especially interested in whether or not libraries use this
information

for marketing.

I?m interested in hearing from anyone in a public library who does programming or
marketing. Please use the Survey Monkey link below to participate. But if you'd

prefer

not to use the Survey Monkey website, you can answer the following questions and then

email your responses to me off-list at annmarieh@ylpl.lib.ca.us . Also, email me with
any

questions, comments, or requests for notification after the results are tabulated.
http://www.surveymonkey.com/s/BFNTRD9

<a href="  http://www.surveymonkey.com/s/IBFNTRD9 ">Click here to take survey</a>

Questions:

1. Do you collect any contact information from patrons who are signing up for or
attending library events? Yes or No:

2. If you answered yes to #1, what kinds of information do you collect? Please
select as

many as apply.

? Phone number

Address

City of residence

Email address

Business card

Website

Facebook/Twitter/Social networking account

N ) ) N ) )

lof2 3/28/11 11:46 PM
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Mail :: Sent: Library Marketing Survey will close 2/20 @ 12PM

? Library card number
? Library website account

3. Do you keep a file or database of this information? Yes or No:

http://yorbalindalibrary.com:2095/horde/imp/message.php?acti.

4. Do you ever use patrons' contact information to notify them about programs or

services, or for any other marketing purposes? Yes or No:

5. If you answered ?yes? to #4, what kinds of marketing do you do with this

information?

Please select as many as apply.

? Suggest programs or services that might interest them
? Suggest materials that might interest them

? Inform patrons about important library news or updates
? Request support or inform about library fundraisers

? Other:

6. If you answered ?yes? to #4, what direct marketing methods do you use? Please

select

as many as apply.
? Phone call
? Text message
? Email

? Mail

7. If you answered ?no? to #4, why do you elect not to market library services using

patrons? contact information? Please select as many as apply.

Concern for patron privacy

Tried in the past without satisfying results
Library policy prevents it

Too time consuming

Cost/Budget

Other (please describe):

NN ) ) ) )

8. Do you use any other internal or external sources of information (such as

published
lists or directories) for building a marketing database?

9. What value do you think direct marketing has for the public library?

10. What obstacles are there for libraries who use direct marketing?

Thanks again for your participation!

AnnMarie Hurtado

Yorba Linda Public Library

18181 Imperial Highway

Yorba Linda, CA 92886

(714) 777-2873 ext.6; voicemail is ext.204

20f2

3/28/11 11:46 PM
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@ Firefox, File Edit View History Bookmarks Tools Window Help fgM2 <> @ 3 T 0 E0O% Tue407PM Q
L XeN&) [SURVEY PREVIEW MODE] Library Marketing Survey =

Library Marketing Survey Exit this survey

Thank you for participating. This survey is ten questions long. Some questions require a response, and these are noted by an asterisk.

If you have any questions or comments about this survey, or if you would like to be notified when the results are tabulated, please email AnnMarie Hurtado at:
annmarieh@ylpl.lib.ca.us.

(Next)

Powered by SurveyMonkey
Create your own free online survey now!

L2 5, R 5 0 O .~

e
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42

Firefox  File Edit View History Bookmarks Tools Window Help fgM2 <> @ 3 T 0 E0O% Tue407PM Q
L XeN&) [SURVEY PREVIEW MODE] Library Marketing Survey =

Library Marketing Survey Exit this survey (g

% 1. Do you collect any contact information from patrons who are signing up for or attending library events?

) Yes

_ No

2. If you answered yes to #1, what kinds of information do you collect? Please select as many as apply. L
Phone number

Address

City of residence

Email address

Business card

Website

Facebook/Twitter/Social networking account

Library card number

Library website account

L I A I I o O B

Other (please specify)

3. Do you keep a file or database of this information?

_ Yes

_ No

<« »(



AnnMarie Hurtado
42


