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Information professionals usually don't consider marketing 
themselves as a big issue. After all, we are the key to all the 
information, we are service and customer-oriented, we know 

our business -  so customers w ill just come to us, right?

Wrong. We do need to market ourselves. It's important to 
let our customers know who we are and what we can do to 
help them. Read on -  how to market yourself as an information 
professional.

Customer-focused service
There are three questions that are vital to marketing yourself (or 
anything else).

1. Who are you?

2. What do you do?

3. Why does it matter?

The first question is the easiest one, but numbers two and 
three are harder to answer. 'What do you do?' should address 
the unique selling points of your services, in terms of results to 
the customer. If you are a literature searcher, yes, that is what you 
do, but expressed from the customer perspective, what you do is 
'Provide a good overview of published and grey literature on a 
certain topic, focused on their particular problem'.

This then ties in to the third question, which is the most com­
pelling to the customer: why does it matter to them what you do? 
This last answer should directly link your services to the benefit 
that the client is after.

Describe your services from the viewpoint of the customer 
and link them to a direct and recognisable benefit for him or her. 
It must be clear how your services make a valuable contribution 
to that benefit -  that is what w ill get customers' attention. If you 
provide a literature search service, the customer benefit is a good 
overview of existing literature (which translates into information 
to help them solve a problem or make a decision) and avoiding 
re-inventing the wheel (which equals time and money saved).

ALIA's PD partner:
CAVAL Collaborative Solutions

CAVAL Training is a service of CAVAL Collaborative Solu­
tions -  a not-for-profit library consortium -  that has been 
at the forefront of training for library and information 
professionals for over 25 years.

CAVAL Training provides an extensive and relevant, 
up-to-the-minute training program with sessions includ­
ing Kinetica, Risk management, Website design and de­
velopment, Information architecture and a full range of 
cataloguing and metadata services. CAVAL Training also 
provides customised in-house training solutions for or­
ganisations together with consulting services on training 
needs.

Special discounts for ALIA members...

View CAVAL's 2006 training calendar [http://training. 
caval.edu.au/pdt/] or contact Richard Sayers richards@ 
caval.edu.au for more information.

To find out more about ALIA's PD partners please visit 
http://alia.org.au/education/pd/services.html.

D o  y o u  have a n y  q u estio n s  a b o u t A L IA 's  P D  s c h e m e ?  

If so please visit http://alia.org.au/education/pd/ 
scheme.html or contact Jill Vvanovich, pd@alia.org.au, 
ph 02 6215 8258. -

Promote your services portfolio
Once you have defined your services, make sure this information 
is ready to hand when your customers need it. Nowadays it is es­
sential to put your services portfolio online, but do not forget to 
create print versions. Hand them out when you meet customers, 
it gives them something to read immediately. Just providing a link 
requires another action from them, which will reduce the chances 
of them ever seeing your portfolio.

For example, when I worked as an information specialist in 
a large, multinational company, a lot of my clients were not in 
the same building, the same continent or time zone. To raise my 
profile, I set up a short, informative web page about my services 
within the library group on the company intranet. This made it 
very easy for my current and potential customers to find my list 
of services and see samples of my work.

Every week I devoted time to browsing and reading internal 
discussion forums, and participating in discussion by providing 
references, pointing to online and offline sources or offering to set 
up a literature search for them. Every time, at the bottom of my 
reply, there was a pointer to my services page on the website.

Find champions
A champion is a person who knows your qualities and services, 
is trusted by your target audience, and is willing to carry your 
'story' to others. The champion does not have to be a customer, 
but does connect you to potential new customers. A trustworthy 
champion is very positive introduction. She or he should have 
a wide network within the organisation and be recognised as a 
leading figure. A champion can advise you on the best way to find 
new customers, can increase your understanding of the organisa­
tion and generally promote your services.

To find a champion, look for senior managers or people with 
key roles in the organisation. When I worked for a consultancy 
firm as an information specialist, one of the senior managers was 
my champion. After I had performed several last-minute heroics 
for him, finding obscure information, he introduced me to his 
whole team, saying I had saved the day several times and was a 
human search engine. He urged others to use my services instead 
of looking for information themselves. I would catch up with him 
frequently, getting inside information on the information needs of 
the consultancy group and, through him, was introduced to new 
potential customers.

Stay in touch
Make it a habit to stay in touch with your colleagues, your cus­
tomers, your potential customers and your champions. As a serv­
ice professional, spending time with colleagues or customers is 
an investment in your future; you will learn more about them and 
be more likely to come to mind when services are required. If 
you contact them casually, people very often will be reminded of 
something they wanted to ask you: a research request, a question 
about that new database system or advice on finding information 
about competitors.

If your customers or champions are very busy and it is hard 
for you to simply 'drop by', meet them over a cup of coffee or 
during lunch. We all have to eat, don't we? During those short 
meetings, get to know what's keeping them busy and find ways 
you could help them. Build a network of people, so you have 
feelers out in your organisation to keep you up to date and in the 
loop. You w ill be amazed how much more work w ill be referred 
to you and how much easier it gets to build business cases.

This a r t ic le  is a c o n d e n s e d  v e rs io n  o f  a c h a p te r  fro m  th e  a u th o r 's  b o o k  

Characteristics of the Successful 21st Century Information Professional, 
C h a n d o s  2 0 0 6 , IS B N  1 - 8 4 3 3 4 - 1 4 5 - X .  F o r  m o r e  in fo rm a tio n , se e  th e  

a u th o r's  w e b s ite  at h ttp :/ / w w w .d e n n ie .h e y e .n l .
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