
GET TO "WHY": STOP TAKING 

ORDERS AND BECOME A 

MARKETING GUIDE
CHRIS BOIVIN

DIRECTOROF LIBRARYMARKETING, JACKSONVILLEPUBLICLIBRARY

LIBRARYMARKETINGSOLUTIONSLLC



REMEMBER

YOU ARE NOT THEHERO OF LIBRARYMARKETING

YOUR LIBRARYSTAFFISTHEHERO, AND YOU ARE THEGUIDE



FAMILIAR?

ÅYOUR STAFFORDERSMARKETINGFROM A SHOPPING LIST(OR ALL FLYERS)

ÅYOU FEELLIKEA PRINTSHOP OR A PROMO FACTORY

ÅYOUõREFRUSTRATEDAND TIREDOF FIGHTING
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A BETTER FRAMEWORK
BUILDING A STORYBRAND



STORYBRAND



STAR WARS (EPISODE IV: A NEW HOPE)



BECOME THE GUIDE
IDENTIFYPROBLEMS, UNCOVER THEòWHYó



JACKSONVILLE PUBLIC LIBRARY

Å21 LOCATIONS

ÅSERVICEAREA POPULATIONAPPROX. 1M (D UVAL COUNTY, FL)

Å150,000 ACTIVE CARDHOLDERS, 660,000 TOTALCARDHOLDERS

Å450 EMPLOYEES

ÅMARKETINGDEPARTMENT= 7

ÅPROMO BUDGET(NOT INCL. PRINTINGOR UNPLANNED GRANTS/ PROJECTS) $7,700/ YEAR
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EMAIL MARKETING

ÅACTION

Å48.7% OPEN (16,547 SENT)

ÅATTENDANCE: 40 (NEARLY SOLD

OUT DAY EMAIL SENT)

ÅWAITLIST: 44
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ACTIVITY AFTER OPENING
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EMAIL REENGAGEMENT



LIBRARY U/LIBRARY ACADEMY

LIBRARYU
Å JAX STACKS

Å LIFELIT

Å BOOK CLUB

Å LITCHAT

Å SCREENINGROOM

Å SMALL BUSINESSAND SIDEHUSTLES

LIBRARYACADEMY

ÅLITTLELEARNERS

ÅJUNIOR SCHOLARS

ÅTEENTHINK TANK
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ACTION

ÅGETPEOPLEõS EMAIL ADDRESSES

ÅCHECK TO MAKE SURETHEYõREUP TO DATE

ÅIF WE DONõT HAVE ONE GETONE

ÅRECOMMEND THEYSIGN UP FOR LIBRARYU OR LIBRARYACADEMY
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MARKETING THE DIGITAL LIBRARY
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DIGITAL BOOKMARKS
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DIGITAL BOOKMARKS

21



DIGITAL BOOKMARKS
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DIGITAL BOOKMARKS
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DIGITAL BOOKMARKS
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DIGITAL BOOKMARKS
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PUTTING IT INTO PRACTICE
MARKETINGYOUR PRODUCT





MARKETING YOUR PRODUCT



MARKETING YOUR PRODUCT

ÅWHAT ISTHEPRODUCT/SERVICE?

ÅWILLTHISBEA LIMITED-TIMEOFFEROR PERPETUAL?

ÅSTARTDATE / END DATE



MARKETING YOUR PRODUCT

ÅWHO ISTHETARGETCUSTOMERFOR THISPRODUCTOR SERVICE? 

Å BE AS DESCRIPTIVEAS POSSIBLE. IS THEREAN AGE RANGE, GEOGRAPHIC LOCATION, WHAT KINDSOF

THINGSDO THEYDO AS A LIBRARYUSER, WHAT KINDSOF THINGSDO THEYDO AS A CONSUMER (E.G ., 

BUYING/ SHOPPINGHABITS) --- BETTERIF ITõS ACTUAL RESEARCH-BASEDBUTOK IF YOU MAKE YOUR BEST

EDUCATEDGUESS. CANNOT BE � ÁLL�µ.

ÅWHAT PROBLEMTHATTHISCUSTOMERHAS DOES THISSOLVE?

ÅWHAT STEPSDOESA CUSTOMERNEEDTO TAKETO GET THISPRODUCT/ SERVICE? (1-2-3)

ÅHOW DOES A CUSTOMERUSETHISPRODUCT/ SERVICE?

Charact
er

Problem

Plan

Action


