
How Libraries in 
New York State
Can Reach Out 
to Their Communities



What Does Marketing 
Have To Do With It?

Establish the library as an “essential 
service” in the community
Market the library using emotional 
branding methods
Have the library be a reflection of your 
community
Build community support
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Success
When branding/marketing, 
board commitment, 
campaigns and community 
support come together, you 
will be successful.



What is Branding?

Integral part of 
marketing
Sets libraries apart 
from other public 
institutions
Sum total of all 
attitudes, perceptions 
and beliefs about your 
library

Emotional branding: 
Love
Hate
Hope
Fear

Libraries give people 
hope, a sense of 
community, a long life 
of learning



What is Marketing?
All activities geared to raising the identity 
and use of the library
Libraries need to market

Reinforces position as an essential service for 
the community
Reinforces that libraries are very relevant and 
haven’t been replaced by the internet
Positions library to garner community support 
for voter initiatives



Define mission and programs 
Define audiences: children, adults, seniors, families, 
potential donors, opinion leaders, elected officials, etc.
Examine strengths and weaknesses
Define messages and supporting points
Establish graphic identification—logo—and graphic 
standards
Develop initiatives/campaigns to brand the library in the 
community as an essential service

Marketing 101



Developing The 
Library’s Message

Draw people in on an emotional level
Appeals to positive emotions of love and hope

What’s in it for them
What’s in it for their families, their children

Speak to people in ways that reflect their 
values and show how their values align 
with the library’s values



Developing The 
Library’s Message

Spur residents to action
Provide them with a sense of ownership 
(Yeah, it’s my library!)

Respect Taxpayers
Answer negatives by reframing issue 
along library’s value system



Information Gathering
Community Surveys

Make sure the library board and staff reach out to non 
users as well as patrons
Need to know what the library can do to get non users 
in the door
Wide distribution

Start at the circ desk
Throughout community
On your website

Focus Groups/SWOT sessions 
SWOT=strengths, weaknesses, opportunities and 
threats



Examine your strengths & 
weaknesses: SWOT session

INTERNAL
Strengths
Weaknesses

EXPLORE
People

Staff
Board
Patrons

Programs and 
Services

EXTERNAL
Opportunities
Threats

EXPLORE
Position of the library in 
the community
What values the library 
stands for in the 
community
What’s important to the 
community



Developing The 
Library’s Message

Emotional Branding

FearHope

HateLove



Developing The 
Library’s Message

VALUES are important!
Values tell us that an issue matters.

Draw residents in on an emotional level
Using emotional branding along with values is 
a powerful combination



Developing The 
Library’s Message

Empathy/compassion
Strength
Fairness
Fulfillment
Education
Prosperity
Service
Trust
Open Communication

Responsibility
Protection
Opportunity
Freedom
Community
Cooperation
Honesty
Creativity
Equal Opportunity



Developing The 
Library’s Message

Values and Emotional Branding
A great combination
Define the library, Define the emotional tie, 
Define the value
Communicate with conviction using common 
everyday values and language



Developing The 
Library’s Message

KISS
Keep It Simple Stupid

Don’t over think.
Remember who your audience is.



Campaign vs. Library
Campaign/Friends

Organize campaign
Ask people to vote
Speak to value
Convey message
Be persuasive
Ask for YES VOTE

Library
Just the facts
Date, time
Explain what increase 
will provide
Can’t ask for YES 
VOTE



Marketing Your Message
If the message is clear and concise, the 
marketing materials and supporting 
information should be the same
Use bullets
short paragraphs
Reinforce values
Remember, keep it simple.



Needed to raise the identity of the Library before 
asking public to vote on a $6.9 million 
referendum
SWOT analysis

Library was important but not as important as town 
recreation activities

Strategy
Triangulate recreation, make it integral to the library

Case Study: Saugerties Public Library
Special Legislative District Public Library, service area pop. 19,868
Mid-Hudson Library System, Ulster County



Case Study: Saugerties Public Library

Rebranded Library
New slogan
New look
New logo



Case Study: Saugerties Public Library
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Case Study: Saugerties Public Library

Outcome
2,084 people voted on Wednesday, May 7th, 
2008
1,272 voted yes, 812 voted no
The library won its referendum with 64% of 
the vote!
Original 

Carnegie 
Library

8,300+ 
sq. ft. 
addition



Case Study: Grinnell Library
Association Library, chartered to serve the Town of Wappinger, service 
are pop. 26,274. mid-Hudson Library System, Dutchess County

Needed to raise the identity of the library before 
going to the public with a 414 vote

Asking for an additional $24/year or $2/month
SWOT analysis

Library has unbelievable customer service
Strategy

Establish an I/you/us relationship between the library 
and the community



Case Study: Grinnell Library

Emotional attachment to the present 
building



Case Study: Grinnell Library

Customer Service brand + emotional 
attachment to building =



Case Study: Grinnell Library

When you do a 414, you need to collect 
petition signatures 

(10% of the last gubernatorial election)

Petitioning Palm Card



Case Study: Grinnell Library



Case Study: Grinnell Library



Case Study: Grinnell Library
Was on the November 2008 ballot

Won with 54% of the vote
3,313 Yes/2,647 No

Doubled the library’s budget



Case Study: Jervis Public Library
Association Library, chartered to serve the City of Rome, 
service pop. 34,950

Jervis is currently functioning with a 
budget that equals its 2001 budget in 
terms of real dollars
Cuts from City of Rome and Oneida 
County
Needed to make up for budget shortfalls 
as well as solidify position in community to 
stave off further threats



Case Study: Jervis Public Library

School District Ballot in 2009
Impact local budget process
School District Ballot in 2010



Case Study: Jervis Public Library

Focus Groups
Brand essence: Growing Potential
New logo



Case Study: Jervis Public Library
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Case Study: Jervis Public Library

Vote held on May 19th, 2009
1,833 Yes/647 No
Won the vote with 74%
Increased library’s funding by $250,000!

Will now take the identified voters, match 
them up with local elected officials and 
mobilize for local budget process



Wrap Up

Public library districts 
provide more financial 
stability
Options:

School District Public 
Library
Special Legislative District 
Public Library
Association District Library
Additional funding through 
municipal or school district 
ballot

Board Must be “on board”

Steps to be taken
Specific logistical steps for 
each option
Position library as an 
essential community 
service before vote
Reach out for support

Campaign
Vote
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