
Marketing libraries 
is about using unique 
opportunities
John Stanley

T elevision commercials, newspaper 
advertisements, billboards, flyers, 
posters in buildings —  where does 

it stop? According to researchers, w e are 
exposed to up to 30 000 interruptions a 
day by companies trying to promote their 
products. And it is getting worse. W e  are 
about to be exposed to advertising on 
the web —  watermarks (advertisements 
behind text); interstitial (advertisements 
that intrude across your screen w h ile  
you download); expanding banners 
(advertisements that intrude once you 
have downloaded); road blocks (com pa­
nies that book all advertising space on 
websites); D H TM L's (floating advertise­
ments on screens); and movies (adver­
tisements that play like movies on your 
screen) —  and I am sure there is more 
to come.

Therefore you have to be pretty savvy 
to get your message across to the con ­
sumer and ensure that it sticks in their 
mind. Those of you w ho have seen the 
movie / am Sam  w ill surely be aware of 
the success of 'Starbucks' and hope it 
subtly got a positive message across in 
that movie. Fed Ex did the same in the 
Torn Hank's movie Castaway.

But, libraries do not have those types 
of dollars to promote their services, but 
you have to be just as savvy.

Let me give you two ideas I know 
that work.

Before I explain them, let me give 
you the scenarios you are looking for.

An advertiser's dream is to hit its 
target aud ience when they are not dis­
tracted by other advertisers and have time 
to absorb the promotion. In today's hectic 
world those situations are rare, hence the 
high dollars to get product placement ad­
verts on movies.

The two ideas I w ill provide you with 
fit into the above scenario ideally.

The first idea w ill only work for some 
libraries.

M any libraries are now seeing the 
attributes of incorporating a coffee shop 
or networking with a local coffee shop. 
Consumers linger longer and book bor­
rowing tends to increase. I have visited 
and worked w ith a number of libraries 
who are seeing the benefits of the coffee 
shop. W h a t I am not seeing is libraries 
using the coffee shop to promote their 
services and books.

Cafe menu holders featuring a pro­
motion are used in other retail sectors. 
The objective is to educate and promote 
whilst the person is having a cup of cof­
fee.

Coffee shops often have perspex 
menu holders and you can use these 
to promote the library, services and this 
month's book theme. The great thing 
about these holders is that people read 
them w h ile  having a relaxing cup of 
coffee.

M y  second cho ice  of promotion is 
availab le to all libraries and has a huge 
potential although I accept some readers 
w ill be turned off by it.

Research carried out by A C Neilsen 
has found a way of getting ninety per 
cent of people to notice promotions, at 
the same time eighty-three per cent find 
them informative and seventy-three per 
cent entertaining. W here  is such a loca­
tion? The toilet facilities.

O ne of the leading companies in this 
promotional area is the South African 
based business, Watch and Wash, who 
have now started developing the concept 
in Australasia.

Promotions in the toilets need to be 
amusing, but not crude. Your aim is to 
get peoples attention, not offend them. 
I do not know of a library that uses this 
promotional opportunity, but why not? 
Dare to be different.

If any libraries do use this last re­
source, do let me know. I am seeing it 
used exceptionally effectively around the 
world and it would be great to know if a 
library is using it successfully.

Placing adverts in newspapers is not 
the way to grow the library industry, we 
need to be innovators and the opportuni­
ties are there.
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INFORMATION SOLUTIONS...

AT YOUR 
COMMAND

T r im a g ic  S o f t w a r e

A ustralia's leading supplier 

of library automation and 

knowledge m anagem ent solutions, 

Trimagic are experts at helping 

you to m anage your information. 

Call us now to d iscuss your needs

1021 9880 8666
or visit our website'at

w ww .trim agic.com .au

GSAS & GITC approved.

H ELPFU L EA SY  LIVING PRODUCTS
Free Call -1800 705 805

All Models Fold
Easy to Transport and Store.

Special
Heavy-Duty Trolley 'A'

Order No: T-004 
2 x W heels and 2 x Castors

W h e e l s  
T o p  b a s k e t  
B o t t o m  b a s k e t  
T o t a l  l e n g t h  
T o t a l  w id t h  
H a n d l e  h e ig h t  
T o p  b a s k e t  h e ig h t  
B a s k e t  w e ig h t  
F r a m e  w e ig h t  
T o t a l  w e ig h t  
B a s k e t  c a p a c i t y  
T o t a l  l o a d  c a p a c i t y

200 mm 
610 x 380 x 300 mm 
580 x 330 x 200 mm 

770 mm 
550 mm 
885 mm 
857 mm 

1.5 Kq each 
5 Kg 
8 Kg 

30 Kg each 
60 Kg

*Suitable for Libraries
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