
GET TO "WHY": STOP TAKING 

ORDERS AND BECOME A 

MARKETING GUIDE
CHRIS BOIVIN

DIRECTOR OF LIBRARY MARKETING, JACKSONVILLE PUBLIC LIBRARY

LIBRARY MARKETING SOLUTIONS LLC



REMEMBER

YOU ARE NOT THE HERO OF LIBRARY MARKETING

YOUR LIBRARY STAFF IS THE HERO, AND YOU ARE THE GUIDE



FAMILIAR?

• YOUR STAFF ORDERS MARKETING FROM A SHOPPING LIST (OR ALL FLYERS)

• YOU FEEL LIKE A PRINT SHOP OR A PROMO FACTORY

• YOU’RE FRUSTRATED AND TIRED OF FIGHTING
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A BETTER FRAMEWORK
BUILDING A STORYBRAND



STORYBRAND



STAR WARS (EPISODE IV: A NEW HOPE)



BECOME THE GUIDE
IDENTIFY PROBLEMS, UNCOVER THE “WHY”



JACKSONVILLE PUBLIC LIBRARY

• 21 LOCATIONS

• SERVICE AREA POPULATION APPROX. 1M (DUVAL COUNTY, FL)

• 150,000 ACTIVE CARDHOLDERS, 660,000 TOTAL CARDHOLDERS

• 450 EMPLOYEES

• MARKETING DEPARTMENT = 7

• PROMO BUDGET (NOT INCL. PRINTING OR UNPLANNED GRANTS/PROJECTS) $7,700/YEAR
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EMAIL MARKETING

• ACTION

• 48.7% OPEN (16,547 SENT)

• ATTENDANCE: 40 (NEARLY SOLD

OUT DAY EMAIL SENT)

• WAITLIST: 44

14



ACTIVITY AFTER OPENING
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EMAIL REENGAGEMENT



LIBRARY U/LIBRARY ACADEMY

LIBRARY U
• JAX STACKS

• LIFE LIT

• BOOK CLUB

• LIT CHAT

• SCREENING ROOM

• SMALL BUSINESS AND SIDE HUSTLES

LIBRARY ACADEMY

• LITTLE LEARNERS

• JUNIOR SCHOLARS

• TEEN THINK TANK
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ACTION

• GET PEOPLE’S EMAIL ADDRESSES

• CHECK TO MAKE SURE THEY’RE UP TO DATE

• IF WE DON’T HAVE ONE GET ONE

• RECOMMEND THEY SIGN UP FOR LIBRARY U OR LIBRARY ACADEMY
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MARKETING THE DIGITAL LIBRARY
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DIGITAL BOOKMARKS
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DIGITAL BOOKMARKS
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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
MARKETING YOUR PRODUCT





MARKETING YOUR PRODUCT



MARKETING YOUR PRODUCT

• WHAT IS THE PRODUCT/SERVICE?

• WILL THIS BE A LIMITED-TIME OFFER OR PERPETUAL?

• START DATE / END DATE



MARKETING YOUR PRODUCT

• WHO IS THE TARGET CUSTOMER FOR THIS PRODUCT OR SERVICE? 

• BE AS DESCRIPTIVE AS POSSIBLE. IS THERE AN AGE RANGE, GEOGRAPHIC LOCATION, WHAT KINDS OF

THINGS DO THEY DO AS A LIBRARY USER, WHAT KINDS OF THINGS DO THEY DO AS A CONSUMER (E.G., 

BUYING/SHOPPING HABITS) --- BETTER IF IT’S ACTUAL RESEARCH-BASED BUT OK IF YOU MAKE YOUR BEST

EDUCATED GUESS. CANNOT BE “ALL”.

• WHAT PROBLEM THAT THIS CUSTOMER HAS DOES THIS SOLVE?

• WHAT STEPS DOES A CUSTOMER NEED TO TAKE TO GET THIS PRODUCT/SERVICE? (1-2-3)

• HOW DOES A CUSTOMER USE THIS PRODUCT/SERVICE?

Charact
er

Problem

Plan

Action



MARKETING YOUR PRODUCT

• WHAT DATA IS THERE THAT DROVE THIS PRODUCT/SERVICE TO BE CREATED OR

RELAUNCHED AND/OR WHAT WAS THE PROCESS THAT RESULTED IN THE DECISION TO

CREATE/RE-LAUNCH?

• BASED ON YOUR PROFESSIONAL EXPERIENCE/EXPERTISE, WHY IS THIS PRODUCT OR SERVICE

IMPORTANT FOR THE LIBRARY TO PROVIDE TO THE TARGET CUSTOMER(S)?

• HOW ARE YOU GOING TO MEASURE THE SUCCESS OF THIS PRODUCT/SERVICE? WHAT

DOES SUCCESS LOOK LIKE?

Avoid 

failure

End in 
success



MARKETING YOUR PRODUCT

• IS IT PERFECT?

• DO WE STILL GET PEOPLE GOING AROUND IT?

• DO WE HAVE BETTER RELATIONSHIPS WITH LIBRARY STAFF?

• HOW ABOUT MARKETING RESULTS? 











REMEMBER

YOU ARE NOT THE HERO OF LIBRARY MARKETING

YOUR LIBRARY STAFF IS THE HERO, AND YOU ARE THE GUIDE



QUESTIONS?



THANK YOU!
CBOIVIN@COJ.NET

WWW.LIBRARYMARKETINGBOOKCLUB.ORG

mailto:cboivin@coj.net
http://www.librarymarketingbookclub.org/
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