
Section 5: Marketing Collateral


W

ith three defined goals in place for an integrated marketing communications strategy, a media plan is recommended to facilitate the successful implementation of the objectives. Most important is the development of a brand identity that will be consistently used across all forms of communication. When the Woodbury Public Library (WPL) embraces a clear identity with a logo and slogan that are representative of its vision and mission, the processes needed to increase visibility, membership and funding streams will be easier to coordinate and execute.


The media platforms necessary to accomplish the objectives of the goals will be influenced by limited funds. The costs of advertising in traditional media can be prohibited for a small organization on a tight budget. With this in mind, attention can be directed toward using online advertising, most of which is quite inexpensive.


While the strategies recommended here will apply to the specific events mentioned in the objectives, they are also broad enough to be used in future marketing endeavors.

MEDIA PLAN


In the process of executing the three goals of increasing awareness, membership and funding, it was recommended that the Woodbury Public Library personnel hold an Open House, in March 2012, as the official unveiling of the new library logo and slogan developed at the end of 2011. The Open House will serve a dual purpose of also being the kick off to a New Membership Drive. During this event fundraising can also be accomplished.


The media strategy is to use a combination of traditional and new media to reach the residents of Woodbury. Traditional media such as newspaper ads, flyers and posters are necessary to reach residents over the age of 40 who make up almost half of the population in the city. (MOTOVO) For this target group these are the primary communication avenues.


To promote the WPL Open House and New Membership Drive, print ads can be taken out in the Gloucester County Times (GCT) two weeks prior to and on the date of the Open House, targeting the days of Friday, Saturday and Sunday, which typically have the highest newspaper circulation  numbers. As of August 2011 the costs for ads start at $51.56 for three days, which will be approximately $104 for the two weeks. 


A news release can be written for both traditional and online media. The unveiling of the new WPL image, logo and slogan will be a newsworthy point of interest. If a sports celebrity or mascot supports the event, it could be a draw for a story. The release can be sent to both the GCT and the Courier Post for possible media coverage of the event.  The news release can also be posted on the WPL website, the WPL Facebook page, the Woodbury City website and on the websites of library sponsors. (Please see Appendix for the sample news release.)


A flyer/poster developed in-house can be posted on the outside sign at the library and inside the library. Using personal selling activities, these flyers can be distributed to area businesses in a direct effort to reach consumers who come into Woodbury. This will incur little cost besides the printing and manpower to distribute the flyers.


If sponsorship is obtained for the Open House event, then consideration can be given to direct mailing of the flyer or postcard to Woodbury residents. Otherwise, the USPS bulk rate for nonprofit organizations at 22 cents for a flyer will not fit the media budget of the library.


The primary avenue to reach young adults (35 and under) in the community, including school age children will be through the Internet, and will incur little cost. Special buzz for the event can be created on the Internet weeks in advance. The ad developed for the newspaper can be edited to appeal to the interest of this audience and posted on the WPL website and Facebook page. Efforts to have the ad posted on local school websites, including the Woodbury Public Schools website (www.woodburysch.com) and on sponsor websites, will be a plus in promoting the Open House.


To engage the attention of younger children perhaps a “scavenger hunt” of sorts or web game can be created on the WPL website to create buzz for the Open House event. The children could come to the library to collect a small prize for completing the game, such as a notebook or pencil box (donated by a local business supporter).


Free basic online ads can be posted on NJ.com for 30 days. The ad can include one photo, buyer-seller communications and expanded text. Several newspapers, including the GCT are part of this online group. 

ADVERTISING


The advertisement developed by this IMC plan for the Woodbury Public Library (WPL) Open House and New Membership Drive will be an invitation to the community to get to know the many resources that are available for free and a call to become a library member. The mission of the WPL is to provide an environment where lifelong habits of learning, self-improvement and self-expression are encouraged.” (WPL website) This mission statement can be encapsulated in the promise that members can “explore the world with us in a relaxing environment.”


Jessica Ferguson, assistant coordinator of programming, said through grant funding the library is able to offer “incredible resources” and programming that appeals to every age group of library consumers. 


The free resources available (according to Ferguson) to support the promise are:
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A 65,000 item collection

· Free movies and music

· Current magazines and newspapers

· Large print books

· Friendly personalized customer service 

· 19 PC computers

· 3 Macintosh computers

· Free wireless hotspot

· Wii

· Audio and ebook centers

· Three book clubs

· Job and career search assistance

· Free programs for adults, young adults and children

· Children’s story times

· Ask the Master Gardener program

· Calligraphy classes

· Anime movies

· Artist biography movies


The tone of this ad will be to conjure up an image of a welcoming, safe, free, modern environment in which a member can peruse the many forms of available information in order to “meet their individual educational, informational and recreational needs.” (WPL website)


For the Open House ad the above list of items can be edited and tailored to fit the audience and medium in which the ad will appear. This rationale is important because of the different audiences that come to the library with different needs. The more traditional library member (over 40) is looking for a great collection of books, programs and entertainment. This group can be reached through traditional communication avenues, such as newspapers, flyers, posters and direct mail. Younger library members want more online and digital informational platforms with entertainment value. They have to believe that the library offers what interests them. (Please see Appendix for the sample ad.)


Both groups of library consumers basically want to explore the world of information, but through their own avenue of preference. The library is equipped to serve the needs of different members and has the task of making the community aware of the varied resources available.

SOCIAL MEDIA


With the progress of the digital age, social media has become outstandingly popular in reaching huge numbers of viewers. A personalized website can be a formidable way to reach a potential market and to keep the interest high for current members. The Woodbury Public Library (WPL) has both a website and a Facebook page. Each form of online media must address the needs of its viewers with content-rich information that fits their needs and continues to draw them back.


The Internet has allowed another avenue of expression that cannot be found in traditional media: the ability for the consumer to immediately comment. The advantages of this immediate communications can be realized through the WPL Facebook page and also through the creation of a WPL blog.  With library personnel daily monitoring these comments, this two-way communication can help keep them up to date on the library’s status with its viewers and provide alerts to potential threats. The Facebook page will likely attract a younger crowd, while a library blog may attract an older group with insightful comments that may reveal trends that can be important in the future direction of library initiatives.

WEBSITE:


For any website, the goal is to “deliver targeted information at the precise moment when visitors are looking for what you have to offer.” (Scott 159) A website must be user friendly. A visitor must be able to find what they’re looking for in a matter of seconds, or they will move on. 


“It is important to create a distinct, consistent, and memorable site, . . . and develop a clear picture of your organization.” (Scott 183) According to Davis Meerman Scott, “when someone visits a website for the first time, the site communicates messages to the buyer: Does the organization care about me? Does it focus on the problems I face? Or does the site only include information describing what the company has to offer from its own narrow perspective?” (Scott 160)


A first-time visitor to the Woodbury Public Library website home page, will find a very basic design, with a header containing contact information. The rest of the space below is divided into three columns of links. There is very little content on the home page. 


With a new logo and identity obtained at the end of 2011, an update of the WPL website is recommended to create a “personality” and provide a content-rich environment that is easy to navigate and that targets the audience according their needs. 


The links in the center column of the WPL home page should be evaluated for relevance and redundancy. Those links that are necessary for efficient use of the website can be placed in a navigation bar that is horizontally stripped across the page just under the main header. The font should be decreased to fit the links in the smaller area. The links can be positioned in lists as on the New York Public Library website (www.nypl.org) or individual buttons can be created for each link across the top as on the St. Paul Public Library website (www.stpaul.lib.mn.us) This will make it easier for a visitor to access information without having to scroll down the page to find a link.


Stripping the center links horizontally at the top of the page, will then free up the center of the page for content that may be of interest to a viewer. This area can be used to display the latest in WPL news and events, book reviews, and to promote programming. Perhaps one or two of the programs can be featured each week on the website (and Facebook page) and rotated throughout the year. Interesting information will encourage a visitor to linger and explore the website.


The links in the left column can be decreased in size to create more room for the center column. The WPL Facebook link can be moved to the left column. This will free up space in the right column for photo galleries. a future blog gateway and opportunities for visitors to comment.


Also consideration can be given to adding a link in the left column for the Purdue Owl Writing resources for citation and business writing for those working on school papers or career opportunities. (http://owl.english.purdue.edu/)


Website design can be expensive. However, there are open source (free) web design programs (such as WordPress) that can be obtained for designing user-friendly, content-rich websites that will enhance the user experience. To acquire a designer to help rebuild the website, it might be advantageous to enlist the aid of an undergraduate intern from a local college. Internship programs are beneficial, not only to the student, who will receive a great job training opportunity and college credits, but also the library will benefit from receiving free creative assistance supported by a college program.  


If library personnel are interested in sponsoring an intern in the Fall, it would be a good idea to contact Rowan University’s Dr. Suzanne FitzGerald (Public Relations) or Ms. Claudia Cuddy (Graphic Design) or the GCC graphic design program coordinator to initiate the intern program processes.

FACEBOOK:


The WPL has a Facebook page that provides general library information, contains a good number of interesting photos and alerts visitors to coming events. Currently there are 70 likes, mostly young adults on the Facebook, according to Jessica Ferguson.  Every Monday a book review is posted. (Ferguson) The discussion page that asks “read any good books lately” is empty. Perhaps a librarian could post her thoughts on a good book in this section to encourage others to add to it.


Promotion of the WPL Facebook site is necessary to get more likes (friends). The Facebook page can be mentioned on all WPL library communications as a way to promote it in the community. To drive more traffic to the Facebook, expand the linked sites. The WPL Facebook link added to school websites will open up other avenues of traffic.

BLOG:


Blogs have become a mainstream vehicle for organizations to get their ideas into the marketplace. (Scott 193) Blogs provide an easy and cost effective way to receive feedback from members and visitors to help enhance their learning experience. This feedback can help an organization to stay relevant.


With a website and Facebook page in place, the WPL could consider starting a blog that mirrors its new identity and allows members to freely express their ideas and suggestions. This is a great way to stay tuned to trends that influence the content of the library’s collection and the types of programming offered. Perhaps book reviews, or insights on customer experiences, and questions and answers can be added each week. 


While inexpensive to build (open source software such as WordPress) and host, a blog will require someone to maintain the content and keep it current. As mentioned earlier, the WPL can consider sponsoring an undergraduate intern whose duties will include monitoring the blog and updating the content, and perhaps, provide other marketing skills that will be of value to the library.


An integrated marketing communications plan that reaches across both traditional and new media will assist the library in meeting its goals and objectives. Making use of the Internet and social media, much of which is available at very low cost, will help to increase invisibility, membership and as a consequence of reaching more people, help to increase funding streams that will support valuable library resources and technology updates.

Section 6: Evaluation


T

he media plan for the Woodbury Public Library (WPL) involves the use of multiple types of traditional and new media to implement the three goals of increasing visibility, increasing membership and increasing funding streams. Evaluation methods are developed to track the effectiveness of each type of media to help in refining the integrated marketing communications (IMC) plan for a more effective use of library resources.


As with any plan, it is often difficult to predict all of the results because it is difficult to predict human behavior. By following the recommendations outlined below, the IMC plan proposals can be analyzed and monitored so that refinements or corrections may be implemented to keep the execution of the goals and objectives on course.


The number of new members, the amount of donations and the amount of materials on loan each month will be indications of whether the IMC plan is working on a basic, general level. However, details regarding particular sections of the plan need to be captured, so that library resources can be directed toward those media avenues that provide a better return on investment.

DIRECT PERSONAL APPROACH
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To test whether the new logo and slogan have helped to increase awareness and bring in new members, consumers can be directly asked. A short survey may be filled out by new members when they sign up. Questions relating to how they learned about the library and its products, and their opinions on the new logo can be asked. Sponsor organizations and other library stakeholders could also be invited to fill out the survey for feedback purposes.


When the WPL website is updated with the new branding identity and new navigation system, a simple online form can be included on the website that allows visitors to critique the new look and offer suggestions. Feedback from viewers will help to keep the website fresh and current. Facebook friends can also be invited to participate. Tracking the number of comments and analyzing them will help to gauge the effectiveness of the updated WPL image in increasing visibility and attracting new members.


During Open House activities, a sign-in sheet or guest book can be provided to track the number of people who attended. Just as important as tracking the number of guests is finding out how they were reached. Open House guests can be asked to fill out a short survey that includes their name, email address and how they learned about the event, whether by the newspaper ad, the sign out front, a flyer, the WPL website, the Facebook page, the WPL blog (if one is up and running), word of mouth, or any other way. Discovering which method of marketing reaches the most individuals will help the library more effectively coordinate its marketing efforts.

TRADITIONAL MEDIA TRACKING


A message evaluation can be performed prior to the launch of ads and flyers. A select group of individuals, perhaps members of a book club and/or students in a high school class, depending on the target audience, can be invited to participate in evaluating the message. Is it interesting to them? Is it understandable and motivational?


To measure the impact of the printed newspaper ad to promote the WPL Open House and New Membership Drive, records of library use and activity can be kept before, during and after the campaign. Look to see if traffic, membership, program participation and the amount of loaned items markedly increase after the publishing of the ad, as compared to the previous year’s numbers.


If the budget, or sponsorship, allows for direct mailing of an invitation postcard or flyer, a message can be included requesting those who receive it to bring it with them to the WPL Open House. Perhaps an offer of a free item for each card returned can be an incentive. The number of direct mailed pieces returned will be a determination of the effectiveness of this media method.


Another way to track the effectiveness of traditional advertising methods is to use a different call-in phone number for each type of advertising, whether on a direct mail piece, a newspaper ad or a flyer.  Perhaps the extension number can be changed on each piece. Calls coming into the reference desk extension could signify the ad in the newspaper. Calls coming into the upstairs computer desk extension could indicate a flier distributed at the high school. When a call comes in, the staff will be prepared to record the information and number of calls on that particular line. However, the library may not have access to different phone numbers. If that is the case, the use of a survey at the Open House and during the New Membership Drive will allow visitors to indicate the medium through which they learned about the event.

ONLINE EVALUATION METRICS


Online advertising is usually easier to track because it is based on click numbers. It is important that a WPL online ad contains a link to a WPL landing page. Online ads and news releases displayed on different websites (school, city, sponsors, online media) can be tracked by the number of click-throughs, that is how many people clicked on the ad to get to the WPL website to learn more about the event. Responses to Internet advertising can be also tracked by asking the viewer to provide information. An individual at the library can be assigned to monitor and report the responses.


For Open House ads displayed on the WPL website and Facebook page, dwell time can be measured to see how long people are engaged with the ad, whether they click on it for more information or just mouse over it. The amount of attention the ad gets will rate its effectiveness. A small form created for the ad on the WPL website can provide viewers the opportunity to indicate their opinion of the ad, its usefulness, what it communicates, and how interesting it is. Analyzing the responses will track the viability of using online ads in the future.


If a WPL blog is in place, viewers’ comments can be monitored as to the effectiveness of any number of campaigns. A blog is typically where consumers share their thoughts and opinions. Records can be compiled of the number of times a blog is viewed and the number of comments published for indications of its effectiveness in reaching people.


The WPL Facebook page can be monitored for an increase in membership or “likes” before, during and after the New Membership Drive. The numbers will give an indication of whether new library members are taking advantage of Facebook opportunities. Tracking click-throughs from the Facebook page to the WPL website and vice versa will show whether these two media are supportive of each other.


Another consideration can be given during development of both handout and online surveys as avenues that may allow the library to capture email addresses. With a database of email addresses, email blasts can keep consumers up to date on coming events, programs and the latest items added to the library collection. This may help in retention of current members and in the possible increase of new members as messages are forwarded along. 


Captured personal information in surveys, such as the respondent’s age and interests, and how they were reached, can help analyze whether the media method used did indeed reach the customers that were targeted. This personal information will also help indicate the types of consumers drawn to the library, and which library products and services should be maintained and which should be updated.

PERFORMANCE GOALS REVIEW


It is highly recommended that new member numbers, items on loan, donations and increased traffic to the WPL be recorded throughout the promotional events. At the end of the New Membership Drive, the final numbers from the different evaluation methods can be tabulated and survey comments analyzed. Was there an increase in numbers, or a decrease from the previous year? How were the most people reached during the campaign? What were people most happy about, or most concerned about? 


If information is consistently recorded, a pattern should emerge that will provide a good indication of the types of media that are most effective in reaching and motivating people to become active members of library partaking in its resources and services. 


At the end of the year, performance figures can be calculated will show whether the goals and objectives to increase visibility, membership and funding streams were reached and how they were reached. By tracking the metrics from the various media avenues, the effectiveness of the tools can be measured. Those media tools that are successful can be utilized more fully as the Woodbury Public Library continues to provide the best possible products, services and programs for their members.
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