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I.  CHARGE:

The Marketing Task Force was assembled by the UIC Library Public Services Access Council (PSAC) in August, 2005.  The task force was given the following charge: “Identify and report ways that the University Library can orchestrate successful marketing and public relations campaigns of its public services and electronic resources.  Implement a campaign for library-wide services/resources that complements ongoing departmental promotional initiatives."

II.  BACKGROUND:

As part of the university-wide strategic planning initiative, the UIC Library is in the process of creating its strategic plan.  In an earlier stage of this process, the Team Vision 2010 Committee produced a Strategic Thinking report stating that the foundation for all library services lies in the following values:  tailored service to library users, open access, diversity, flexibility, collaboration and outreach and lifelong learning. In Section V of the same report, a number of strategic directions are emphasized.  Among them, is the following: “The library must aggressively market its resources and services to make them more fully available and render them indispensable to academic accomplishment.” 

While the University Library is regularly adding and upgrading resources and services in support of its mission, there has been no systematic attempt to ensure that faculty and students are aware of these resources and services.  By establishing and facilitating processes for creating and disseminating promotional materials in a consistent and professional manner, the Marketing Task Force aims to increase use of library services and resources which have the potential to streamline the process of acquiring and utilizing information for research and learning.

III.  MARKETING DEFINITIONS AND BASIC PRINCIPLES:
The American Marketing Association adopted the following definition of marketing in 2004:  “Marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers and for managing customer
relationships in ways that benefit the organization and its stakeholders.”
 As such, the Marketing Task Force aims to establish modes of communicating the value of library resources and services to faculty and students at UIC. 

A review of the library marketing literature has led the Marketing Task Force to emphasize the following marketing ideas:

· Target marketing is most successful, not general campaigning.  Marketing messages should be aimed to meet the needs of a particular user group, not everyone.

· Give users what they want, not what we think they want.

· Promotional materials should be professional looking.

·  “Low hanging fruit”:  first market to your most obvious and easiest to reach clients.

· “Drip marketing”:  marketing strategies that target an audience with promotional pieces many times over the life of a campaign.

IV.  TARGET POPULATIONS:

The UIC libraries’ core users are faculty and students.  Secondary users include staff, consortial users, alumni, and community members.  Each group has unique information needs.  Based on instructions from PSAC, the Marketing Task Force has limited the scope of its marketing discussion to core users.

1.  Faculty:

· There are 2,379 full-time faculty at UIC (current as of Fall 2004).

· Faculty use library materials for their own research and for teaching purposes.

· Faculty and faculty committees are influential and can have an impact on library operations and budget.

· Faculty influence student use of the library by referring them to the library, recommending or requiring the use of particular materials, placing materials on reserve, and arranging library instruction for their students.

· Faculty have longevity at the University in comparison to students.

For marketing and promotion purposes, faculty can be further differentiated, including new faculty and existing faculty; full-time and part-time; tenure-track, clinical-track and tenured; medical and non-medical; volunteer and paid; faculty of individual colleges and departments and faculty in general.

The Marketing Task Force recommends that any near future library-wide promotional effort begin with new faculty, especially those on the tenure-track.  This group can be easily identified, has no previous experience with or opinions about the UIC Library, and is heavily involved in research and course preparation.  Another group that should be considered is part-time faculty, because of their greater teaching load and contact with students.

2.  Students:

· More than 25,000.

· Over one-third of UIC students speak English as a second language.

· UIC offers 88 Bachelors Degree, 86 Masters Degree and 58 Doctoral programs.

Students can be divided into two major categories:  graduate and undergraduate. These broad groups can be variously categorized.  Undergraduate students may be identified as new or returning; by class (e.g, seniors); residential or commuters; members of a certain college (e.g., Liberal Arts and Sciences, College of Nursing, Honors College); members of an on-campus network or organization (e,g,, African American Academic Network).  Graduate students may be identified as new or returning; research assistants and/or teaching assistants; medical or non-medical, masters or doctoral; by college or discipline.

The Marketing Task Force recommends that any library-wide promotional campaign consider graduate students as the next priority following new faculty.  Graduate students, particularly doctoral students, have extensive research needs.  Graduate students who are  also teaching assistants impact student use of the library, and graduate students who are research assistants work with faculty.  Due to their heavy research load, graduate students do not need to be convinced of the usefulness of the library, but they do need to be kept informed of its various services and advanced resources.

Although the Marketing Task Force recommends that future marketing activities be initially aimed at new faculty and graduate students, many of the strategies and actions outlined below will can be replicated to promote library resources and services to students and faculty in general. 

V.  STRATEGIES AND ACTIONS:

Strategy 1:  Create a professional, unified look for materials promoting library resources and services.

Actions:

1. Consult with UIC’s Office of Publications about creating templates to establish consistency in promotional materials.

2. Create an internal, Web-based guide for marketing to the UIC community.  The guide would include basic marketing principles, samples of best practices, venues for promotion, and contact information..

3. Offer in-house workshops to library staff on promoting library resources and services to the UIC community and implementing marketing guidelines (see item 2 above). 

4. Offer a marketing workshop conducted by a specialist in marketing in libraries from an outside organization such as the Metropolitan Library System.

5. Employ a professional graphic designer to design promotional materials for the library.

6. Consider assistance from an advertising consultant to organize and lead a library-wide promotional campaign.

Strategy 2:  Maximize use of the Web page in promoting electronic resources and services.

Actions:

1. Collaborate with the Web Oversight Committee to explore and/or implement the following possibilities:

a. Create a blog to communicate to and with library users about library resources, services and events. Use RSS technology to filter updated information to various areas of the library Web site (and possibly other UIC Web pages).

b. Establish an electronic “suggestion box” facilitating communication between library users and librarians

c. Create links to connect specific populations to specific services or resources, such as “Services for Faculty,” or “Databases for Undergraduates”

d. Create a promotional section on the Web site and determine a system for updating it.

e. Use consistent, patron-friendly language in promoting library resources and services in print and electronic format.

2. Promote customizable resources and services such as My ILL, My Account, Refworks, qUICsearch or SDI searching through various databases such as PubMed or ISI.  Consider reinstating the My Library Portal and promoting it aggressively to faculty and graduate students. 

3. Collaborate with the Electronic Resources Librarian to highlight new resources and added features.

4. Designate a library staff person or persons to update information about new resources and services in appropriate areas of the Web site.

Strategy 3:  Increase library visibility and inform users about key resources, services and events through ongoing promotional activities to target groups.

Actions:

1. Faculty:

a. Host events such as a welcome event for new faculty at the Daley Library, LHS Chicago, Rockford, Peoria, and Urbana at the beginning of each semester.  Serve beverages and snacks; provide a brief presentation of resources and services; consider a welcome package (including handouts and/or promotional items)

b. Host author’s events highlighting faculty research and publications

c. Send a welcome letter to all new faculty emphasizing resources relevant to research and teaching and providing contact information (including liaisons, instruction and reference/information services contacts).

d. Create print and online faculty newsletters each Fall and Spring semester.

e. Post flyers in departments informing researchers of new resources and services.

f. Recognize faculty research by posting lists of new faculty books on the Web and creating permanent New Books by Faculty display cases in UIC Libraries.

g. Host book discussions and lectures; consider collaboration with English or other campus departments; feature Chicago celebrities as moderators.

h. Expand liaison program in order to provide more extensive outreach to all campus departments.  Seek out and participate in faculty orientation events in additional departments.

2. Graduate students:

a. Host a social event for new doctoral students (as this is a smaller group than graduate students in general).  Offer beverages and snacks; highlight resources and services appropriate for graduate level research.

b. Send a welcome letter to all new graduate students emphasizing resources relevant to research and teaching and providing contact information (including liaisons, instruction and reference/information services contacts).

c. Conduct and advertise graduate-level research workshops highlighting research tools and services such as Refworks, interlibrary loan, and Dissertation Abstracts.

d. Post flyers in departments informing researchers of new resources and services.

3. Other campus populations:

a. Distribute paper-writing first-aid kit to students in dorms mid-to-late semester including a basic research guide and snacks.

b. Strengthen the idea of “library as place” by hosting or co-sponsoring events such as book discussions, lectures and art exhibits.

c. Establish library liaisons to student organizations and campus services (such as the Writing Center).

d. Seek out and participate in pre-existing orientation events for campus groups.

VI.  RECOMMENDATIONS FOR SUSTAINIBILITY:

In order to support ongoing promotional activities and sustained outreach to the UIC community, the Marketing Task Force recommends that PSAC consider the following actions:

1. Formation of a committee devoted to implementing marketing activities across all UIC Libraries on an ongoing basis.  

2. Expansion of liaison program to ensure that all academic departments, student organizations and campus services are aware of library services and resources

3. Creation of a professional position (or partial position) responsible for implementing marketing activities

4. Allocation of student work hours for implementing marketing activities, such as mailings and distribution of flyers.

5. Consultation with or hiring of a marketing specialist and/or graphic designer in order to create professional promotional pieces and facilitate a campus-wide library campaign.

6. Continuous collaboration between the Electronic Resources Librarian, Web Oversight Committee and marketing group/librarian.

7. Publicize successful library-wide marketing activities in U-LIB on a regular basis.

8. Hold a marketing-themed brown-bag or breakfast to share marketing ideas.

9. Request and distribute promotional materials from vendors (e.g. posters, flyers, pens, instructional materials, etc…)
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APPENDIX I: 

INVENTORY OF CURRENT MARKETING ACTIVITIES AT THE UIC LIBRARY

The Marketing Task Force sent an email to Department Heads requesting a descriptive list of promotional efforts at the departmental level.  Handouts, fliers, web pages, announcements on list-servs, instruction, personal contacts, and cultivating relationships with other campus units, were the most frequently mentioned promotional materials and activities.  Below are a few of the unique and/or library-specific initiatives that the departments described.

LHS-Chicago Information Services

LHS blog at: http://lhsinfo.lib.uic.edu
Liaison Activities:  Librarians attend faculty meetings; send welcome letters to new faculty; LHS web page has links to liaisons for each college.

EBM (evidence-based medicine) luncheon to welcome new faculty and introduce library resources and services.

Orientations:  the Wellness Jam, first year medical students, new residents, new MPH students

LHS-Urbana
An open house was held Fall 2005 for incoming medical students.

Attendance at COM/CON meetings and social functions.

Bulletin board displays in the library.

Recently created listserv to provide regular updates to faculty and students choosing to subscribe.

InfoTech Arcade

Open house

Announcements of workshops and new services on ACADEMY@uic.edu, uic.edu/announce, in UIC News and UIC Today newspapers; workshop schedules sent to faculty and staff by campus mail (about 3000+ copies each semester when the budget allowed); brochures, logos, business cards, folders/pencils/notepads with the Arcade logo; informed ACCC/ITL and TLC (http://www.uic.edu/depts/oaa/tlc/) of Arcade services and gave them materials for distribution; welcoming and user friendly premises, including a container of candy, sometimes cookies, and notepads, blank cds, and pens for users; Arcade url positioned on the 2nd level of library home page; active participation in campus activities, speaking at Technology Day, presentation for ACCC conference, invited to speak at a college brown bag.

Circulation, Daley Library

Mailings to instructors regarding Reserve services.

Electronic Reserve User survey, for instructor and student feedback

Specialized bookmarks promoting particular services.

Library Development office
A specific idea under consideration is negotiating licenses to some electronic resources that we could make available to donors or alumni.  We are discussing this with UIUC and UIS as well as with the Alumni Association.

Publicizing public programs such as the Nakata lecture through electronic and print media.

Working with the campus Public Affairs staff to place stories about collections, events, faculty awards/accomplishments, etc., in regional print and broadcast media.

Publishing the UIC Library newsletter Shelflife to publicize collections, services, and opportunities for philanthropic involvement with the Library.

Publishing stories about collections, services, and gifts in university print publications such as the Alumni Association magazine and the University of Illinois Foundation magazine Investing in UIC.

Posting Web page news features on collections, services, etc.

Holding recognition events to publicize the acquisition of major collections such as CITY2000, the Robert P. Crawford Audio Archive, and the Marovitz collection.

Meeting with donors/potential donors to communicate the Library’s importance to education and research and its impact on students.  Meeting with donors/potential donors to convince them to give book collections or manuscript collection to the Library.

Writing direct mail solicitations to donors and potential donors.

Working with external agencies to provide services that utilize the Library’s expertise in information organization and delivery – for example, hosting and maintaining the Web site of the Illinois Violence Prevention Authority.

APPENDIX II:  MARKETING CHECKLIST

Background: This checklist was devised of as a practical marketing tool to be used by library faculty or staff members seeking to promote a particular library service, event or resource.  In determining the best course of action for implementing a marketing plan for UIC Libraries, the task force detected a need for standardization and training materials. Ideally, a marketing checklist such as the chart below would help ensure comprehensive marketing, and saturation of available marketing venues (e.g. web sites, bulletin boards, and newspapers at the library and campus level). The checklist would be accompanied by supporting materials on the library marketing Web site, such as full contact information for posting advertisements on each marketing venue on the checklist. 

Marketing Plan for__________(name of event/activity)___________________
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NOTES:

� 2010 Strategic Thinking Committee. (2005). 2010 strategic thinking. Chicago, IL: University of Illinois at Chicago.
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