
Can a hairdresser
grow your library patronage?
John Stanley

O ne o f the aims o f a lib ra ry  is to  a ttrac t new  pa
trons w h ils t b u ild in g  a re la tionsh ip  w ith  existing 
patrons.

This means you need to  look  at an array o f m arketing 
tools to  g row  the lib ra ry  service. As lib ra ry  budgets are be
ing squeezed, cost-e ffective  m arke ting  is becom ing  more 
im portan t.

Th ink  o f the lib ra ry  as a ladder —  w ith  your ob jec tive  
be ing to  get as m any peop le  as possib le on to  the top  rung, 
as lib ra ry  advocates.

Be low  you r ladder are the 'suspects'. O n average, tw o  
per cent of the popu la tion  are classified as suspects. W h a t
ever you do, they w il l  never w a lk  in to  the lib ra ry . There 
is no p o in t even approa ch ing  them . You w il l  waste tim e, 
m oney and energy.

The first rung o f your ladder is the 'p rospect' level. This 
is the level on w h ich  you have a g roup o f peop le  w h o  do 
not even know  that you exist. If they d id , they m igh t com e 
in to  your library. I know  lib ra rians often say that everyone 
know s tha t there  is a lib ra ry  in to w n , b u t you need to 
test th is  theory. For exam p le , d u r in g  a recent roadshow  
w here  the state lib ra rian  and I held a series o f workshops, 
w e arrived in a tow n w ith  a p o p u la tio n  o f 12 000. In the 
evening, d u ring  a meal at the loca l pub, m y state lib rarian 
co lleague asked me how  m any peop le  in the bar used the 
library. W e w e n t and asked. The d rinkers assured us that 
this tow n  d id  not have a library. A room  fu ll o f prospects 
w ith  a lib ra ry  o n ly  one b lock  away.

'Shoppers' use your library, bu t also purchase books at 
bookshops. This is w hy some libraries have started partner
ing w ith  bookshops and in tro d u c in g  a bookshop franchise 
in to  the library. I have o ther c lien ts  w ho  partner w ith  book
shops w hen a fam ous au tho r com es to tow n .

'C lie n ts ' are loyal to you r library, but do not prom ote  
your lib ra ry  to  anyone else. 'Advocates ' (on the top  rung) 
praise you and encourage th e ir friends to  use the lib ra ry  
service.
Interruption m arketing
W hen m arke ting  to  prospects and shoppers, you need to 
in te rrup t the ir chain o f though t to  get your message across. 
This is w here  bus she lter b illb o a rd s , te le v is io n  com m er
c ia ls , rad io  and new spaper adve rtis ing  com e  in to  th e ir 
o w n . This is expensive, as you have to  keep 'd r ip p in g ' 
you r message to try and get you r message across. You w ill 
com pete  w ith  thousands o f o the r businesses that are also 
ta rge ting  the same custom ers. If you do not b e lieve  me, 
add up the newspaper, rad io  and te lev ision advertisements 
you experience in a typ ica l day and then add a ll the p ro 
m otiona l posters that you see to and from  w ork , and then 
add the p rom otions  that you see in your shopp ing  centre 
and superm arket.

Perm ission m arketing
This is far m ore effective, as you are se lling  yourse lf to  the 
top end o f your ladder —  the people  w h o  a lready be lieve  
in you and w hat you do.

The m ost e ffec tive  perm iss ion  m arke tin g  is w o rd -o f-  
m outh —  getting ex is ting  patrons to  do your m arke ting  fo r 
you. Loyalty clubs have been designed w ith  this in m ind .
W here do hairdressers fit into your m arketing cam paign?
Every industry  has 'tips te rs '. Tipsters are m em bers o f the 
pub lic  w h o  have no th ing  to do w ith  w hat you do, but in flu 
ence prospects and shoppers on you r loya lty  ladder.

Let me give you an exam ple  from  outs ide the industry.
I travel extensively in business, and I often end up at new  
tow ns at the end o f the day. I often re ly on the taxi d rive r 
to  recom m end w ha t restaurants and hote ls tha t I shou ld  
use. In the food and a ccom m oda tion  industries, taxi d r iv 
ers are key tipsters.

The lib ra ry  indus try  eq u iva le n t to  a taxi d r iv e r is, 
am ong other, the hairdresser. Hairdressers have tim e  w ith  
your customers and they m igh t equa lly  prom ote  the lib rary 
instead o f shops or restaurants.

This m igh t sound 'o ff the w a ll', but try it. Ask your local 
hairdressers if you co u ld  supp ly  read ing m ateria l in th e ir 
salon and p ro m o tio n a l lite ra tu re  fo r the library. I be lieve  
the g o o d w ill and m arke ting  o p p o rtu n ity  w o u ld  o u tw e ig h  
any theft o r damage to books.

W hy not inv ite  hairdressers to  a lib ra ry  even ing  w here  
you show  them  around the lib ra ry  and o ffe r them  a cup  o f 
coffee w h ile  you ta lk o f the benefits o f the  library?

O the r tipsters m igh t inc lu de  bookshops. I have c lien ts  
w h o  n e tw o rk  w ith  bookshops. If lib ra ry  m em bers show  
the ir lib ra ry  card at a local bookshop, they get ten per cent 
o ff the purchase of a new  book. Bookshop patrons w h o  do 
not have lib ra ry  m em bersh ip  are encouraged to jo in  the 
lib ra ry  to  get the bookshop d iscount.

Look at you r ow n c o m m u n ity  and id e n tify  w h o  are 
the key tipsters, and w h o  co u ld  make a m arke ting  d iffe r
ence. It is a lot more fun  than p u ttin g  an advertisem ent in 
a newspaper.
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