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Three Year Public Awareness Plan
FY2011-FY2013

Executive Summary
The Massachusetts Board of Library Commissioners supports, improves, and promotes library services throughout the Commonwealth. The MBLC also strives to provide every resident of the Commonwealth with full and equal access to library information resources regardless of their geographic location, social or economic status, age, level of physical or intellectual ability or cultural background.
In keeping with the MBLC’s mission, the Board conducts public awareness campaigns designed to increase residents’ awareness of and access to the services and programs that public libraries offer. The Board also serves as an advocate for libraries and improved library services. To that end, it produces publications intended to increase awareness on the part of government officials, library trustees, the general public, Friends of Libraries, and librarians. The Board also provides media with information about library issues.

The 2011-2013 Public Awareness Plan will continue to further the MBLC’s mission as well as meet the needs and goals outlined in the Library Services and Technology Act (LSTA)/ Massachusetts Long Range Plan, http://mblc.state.ma.us/grants/lsta/plan/lrp.pdf.
The MBLC will be working with the Public Relations Advisory Committee (comprised of representatives from school, academic, and public libraries) and a hired agency to carry out this public awareness campaign. The MBLC and the PR Committee have developed this plan but are receptive to ideas and suggestions from the hired agency. Both the PR Committee and the MBLC understand the need to be flexible in the undertaking of this plan as new needs may arise that necessitate a refocusing of efforts.

The consumer website mass.gov/libraries will be at the center of the public awareness campaign.

The Main Goals for the 2011-2013 Public Awareness Plan:
1) Increase public awareness of and access to the online statewide databases/resources available through mass.gov/libraries.
Changes to mass.gov/libraries make it the easiest way for any Massachusetts residents to access library online resources/databases.

In addition the Institute of Museum and Library Services’ national study on the use of libraries, museums, and the Internet found a positive correlation between online access to library services and in-person visits to libraries: http://interconnectionsreport.org/
Measurement: Consumer portal usage statistics as well as Gale and Proquest statistics.
2) Create a new and strong visual identity for the Board's communications publications and online media.
The Board’s publications and communications are an opportunity to convey the importance and value of libraries and the work the MBLC does to a variety of audiences including local and state officials. MBLC publications compete for recognition with numerous publications from other public and private agencies. Creating a clear identity and delivery strategy for MBLC communications will increase the impact of the Board’s message and help the publications stand out from the competitors.
Measurement: Number of publications/communications converted to the new branding program.
3) Build a sense of value of Massachusetts libraries
Although library usage has steadily increased over the past ten years, libraries continue to struggle with the perception that they are a “nice” but not necessary public service. As a result, the MBLC and libraries often do not receive the funding needed to keep pace with increased demand for library services. 

Measurement: The success of this goal is tied to the effectiveness of the first two. State Aid data and state funding levels may be used to provide additional evaluation however because of the overall state of the economy, funding should not be used as a single indicator.
4) Promote Statewide Summer Programs for kids, teens, and adults

Measurement: Number of online summer reading registrants.
Regional Library System summer reading evaluations completed by libraries that participate in the statewide summer reading program
Budget: pending approval of Special Projects Budget
Overview

Background of recent marketing campaigns
To address needs and goals outlined in the Library Services and Technology Act (LSTA)/ Massachusetts Long Range Plan, http://mblc.state.ma.us/grants/lsta/plan/lrp.pdf, the MBLC developed a three year marketing plan 2008-2010. The plan targeted non-library users in the following categories: parents and caregivers of children birth to 14 years and college-educated 20-Somethings. Market messages included: Free, 24/7 access, reliable, and welcoming. Focus groups were conducted on marketing to 20-something and it was recommended that marketing to this population be delayed until their viability as a target market was determined. Jobseekers and Spanish-speakers were added as target populations.
The 2008-2010 three year marketing plan resulted in the development of a consumer website, mass.gov/libraries, designed to help all residents easily access online library resources and find information about their public library. Special information for jobseekers and a new Spanish version of the website were also developed. The site is also used in the online promotion of the statewide summer reading program which serves on average 100,000 children, teens, and adults each summer.
The media mix used to promote the new website included television and radio advertising, online banner ads, tool kits for librarians, and flyers (summer reading).

Library usage in Massachusetts has increased steadily for ten years with the most significant increase occurring between FY2008 and FY2009. It is not clear whether this increase is a direct result of MBLC marketing and/or the difficult economy which may have caused more individuals to seek free services and resources at their public libraries.

Public Awareness Campaign 2011-2013
Library Online Resources/Databases _________________________________________
Challenges
Recent changes to the consumer website make it the easiest way for all Massachusetts residents to access online resources/databases. However, libraries continue to face the misconception that search engines such as Google, Bing, and Yahoo provide the same information as searches on the libraries’ databases. Therefore the main concern for marketing the databases is helping the public distinguish when it’s appropriate to use statewide library resources/databases instead of a quick search like Google. The other major challenge in marketing the databases is that there is no name/branding of databases and there is a significant amount of library jargon inherent in explaining the databases that may make them seem too complicated or intimidating for consumers who are accustomed to the one-step Google type search. Unlike our competitors there is no entry url, accessing the databases is a multi-step process. Also, librarians and library staff are not trained about the changes to the consumer portal and they may feel that they don’t have time (due to staffing shortages) to fully understand how the databases work.
Strengths and Opportunities

The major strength of the library online resources/databases is that no one else provides free full text online articles, 24/7 from anywhere—no library card is needed for Massachusetts residents. In addition, the information is from a reliable trustworthy source: the library. Marketing the online databases/resources provides an opportunity for libraries to reclaim their “search expert” status. There is a huge potential customer base and the opportunity to connect individuals to traditional library programming that meets their specific needs.  There is also the opportunity to develop a statewide library card with an online application. Since online databases/resources are available through all types of libraries: academic, school, and public, the 2010-2013 awareness campaign can highlight more than public libraries.
MBLC  Communications, Publications and Online Media______________________
Challenges
The Board’s publications and communications reach a wide variety of individuals and groups including librarians, the general public, local, state, and federal officials, library trustees and Friends of Libraries. Creating a cohesive publication identity that appeals to this varied audience may present some difficulty. Going online with the newsletter Notes, may not be popular with those who are not comfortable reading online. In addition, the initial transformation of publications may be time consuming. 

Strengths and Opportunities

The multiple forms of MBLC communications and publications will appear as related items in a series, each with a different role and purpose, but that are clearly identifiable as MBLC communications. The new identity will maximize message impact and use the appropriate delivery and technology. The tone of the communications will be used to present libraries as friendly and welcoming, while emphazing the benefits to all residents, which continues to support previous marketing messages. Going online will reduce production costs and is environmentally friendly.
Value of Massachusetts Libraries___________________________________________
Challenges

The broad audience (general public, local, state and federal officials) of this goal presents a challenge. In addition measuring the success of this goal is difficult in that usage data and funding data are significantly impacted by influences other than the awareness campaign.

Strengths and Opportunities
As mentioned previously, the success of this goal is connected to the other goals in this plan. Promoting databases provides an opportunity to raise awareness about the value of all libraries not only public libraries, but school and academic libraries as well. Database content appeals to every age and interest so it lends itself to marketing to a broad audience. MBLC publications, communications, and online media provide an opportunity to communicate with local, state and federal officials. Analyzing data from a variety of sources: state aid data, state aid funding, usage data, as well as the results from the three other goals will provide a fuller evaluation of this goal.

Summer Reading_________________________________________________________
Challenges

The MBLC’s role in summer reading is limited to promoting the program and coordinating with the Boston Bruins. The MBLC does not select summer reading themes. While summer reading is a statewide program, not all libraries use the online registration—some librarians feel that it is too complicated. Because libraries customize the program to meet their communities’ needs, it may be difficult to make statements/create messaging that applies to all libraries. For FY2011 the statewide summer reading program will use the national theme and materials. It is important that these materials be customized with the Boston Bruins logo, the MLS logo, the MBLC logo, and the IMLS credit statement. FY2011 is also the first year that summer reading will occur with a single regional library system staff person to support the program (previously 6 regional youth consultants provided support to the local libraries).

Strengths and Opportunities
On average 100,000 children, teens, and adults participate in statewide summer reading. Summer reading participants represent an opportunity for cross marketing of the database campaign. The partnership with the Boston Bruins can be explored for further opportunities. Participating in the national theme will reduce costs. MBLC staff and the regional staff member in charge of summer reading will expand their collaboration so that libraries have support for their summer reading programs.
Target Audiences and Messaging
The selected marketing firm will provide media selections and recommendations that will further enhance the message points by reaching the essential audiences for these messages in support of the Committee's plan to target the desired groups.

Library Online Resources/Databases_________________________________________ 

The online resources/databases have information that appeals to every age group and interest. Initial audiences may include jobseekers, state employees, schools (students, parents, teachers).This will be broadened during year two and three. Public and school librarians should also be included as a target group for training.
Messages

1. When it’s best to use a library database vs. a Google-type search (library databases provide full-text articles)
2. Convenient, easy to use 24/7 from anywhere

3. Free--Don’t need a library card 
4. Libraries/Librarians as the research experts 

5. Information from a reliable, trustworthy source
Potential Partners:  Massachusetts Broadband Institute; Massachusetts Office for Refugees and Immigrants, state agencies, Massachusetts School Library Association
MBLC  Communications Publications and Online Media________________________
Audience: Librarians, the general public, local, state, and federal officials, library trustees and Friends of Libraries.
Current Publication/Communication List:
Library Update (library news clips from across the state) Bi-weekly

Notes (MBLC Newsletter) quarterly

Annual Report

Legislative Agenda

State Aid Guide

Construction Design Elements 

Summer Reading Flyer/Brochure

Summer Reading Bruins/Librarian Reading List

Messages 
Messages for publications will vary depending on the Board’s initiatives and activities. However, given the current economy, publications and communications should continue to emphasize the economic value of public libraries and stress that funding has not kept pace with the increased demand for library services.
Value of Massachusetts Libraries____________________________________________
Audience: Librarians, the general public, local, state, and federal officials, library trustees and Friends of Libraries.

Messages (to be considered for publications, communications, online media)
1) Libraries help people save money
2) Libraries as instruments of economic recovery
3) Increased usage- “Day in the Life”

4) Good use of tax dollars (return on investment)

5) Libraries/librarians as the research experts

Potential Partners: Massachusetts Library Association, Massachusetts Library System, Library Legislative Caucasus, Friends Groups, Library Trustees
Summer Reading_________________________________________________________
Audience: mainly children and teens. Some adults also participate in summer reading programs.

Messages:

1. Free

2. Skill maintenance and improvement

3. Fun

4. The library as a great place to visit in the summer

Partners: The Boston Bruins, Massachusetts Library System
Strategies and Tactics

                                                                                                         
The marketing firm selected by the MBLC will provide the creative strategies and tactics to be used to achieve the 2010-2013 Public Awareness Plan goals and reach the appropriate target markets. 

Paid media mix recommendations should show effective penetration into the target markets, as well as cost-effectiveness. Marketing firms are encouraged to consider media strategies that go beyond population density as the determining factor in media mix recommendations. As a state agency, the MBLC is concerned that efforts be made to reach residents in rural areas that are not traditionally included in population density-focused media plans.

Marketing firms are encourage to consider alternatives to traditional television and radio ads as the campaign’s budget may not permit these forms of advertising. The PR Committee is interested in social media as a way to reach target groups when appropriate.

There are about 1700 libraries in Massachusetts. Library professionals and staff represent a significant frontline marketing opportunity. Training materials for these librarians need to be developed. Marketing tool kits and other online collateral content that can be customized by librarians should also be created. All marketing materials created for the public should be developed in Spanish. MBLC has staff that can translate documents.

Whenever possible, publications need to be created so that they can be updated and customized by MBLC staff.

MBLC publications and relationship with the press will be used to support the campaign.
Timeline and Priorities

Online Databases/Resources
	Activity
	Year
	Responsible Party

	Create name/branding


	2011


	PR Committee with hired agency



	Federated Search completed 


	2011
	Library Information Systems Specialist

	A-Z title Search for Proquest and Gale databases
	2011
	Library Information Systems Specialist

	Develop training for librarians

To include customer service in addition to mass.gov and databases entry changes
	2011
	Communications Specialist, hired agency, Library Information Systems Specialist

	Train Librarians
	2011
	Communications Specialist,  Library Information Systems Specialist

	Development of campaign to include materials similar to those developed by Utah State Library :

http://pioneer-library.org/promotion.html 


	2011
	PR Committee, hired agency, Communications Specialist, Reference Information Systems Specialist



	Explore/develop/include social media for mass.gov/libraries as a way for the public to connect to library events
	2011/2012
	Communications Specialist, hired agency, Library Information Systems Specialist

	Launch public campaign
	2012
	Hired agency, Communications Specialist, PR Committee

	Exploration of online library card


	2011/2012
	Communications Specialist, hired agency, Library Information Systems Specialist, Network Administrators

	Review of the Virtual Catalog
	2012
	Communications Specialist, hired agency, Library Information Systems Specialist, Network Administrators and member libraries

	Evaluate campaign and make adjustments
	2011

2012

2013
	PR Committee, Communications Specialist, hired agency

	Expand database campaign reach to include additional audiences
	2013
	PR Committee, Communications Specialist, hired agency

	Develop 2014-2017 Public Awareness Plan
	2013
	PR Committee, Communications Specialist, hired agency


Publications and Communications
	Activity
	Year
	Responsible Party

	Continue the transformation of existing publications/create new publications (Construction, LSAT)
	2011


	Communications Specialist, hired agency



	Create online sign-up for new online newsletter
	2011
	Communications Specialist, hired agency, Library Information Systems Specialist

	Explore/develop/include social media for the online media room
	2011
	Communications Specialist, hired agency, Library Information Systems Specialist

	Continue the development and launch of the MBLC online media room
	2011
	Communications Specialist,  Library Information Systems Specialist, hired agency

	MBLC Newsletter, Notes, to be available online only—discontinue print 


	2012
	PR Committee, hired agency, Communications Specialist, Reference Information Systems Specialist



	Evaluate make adjustments
	2011,2012
	PR Committee, Communications Specialist, hired agency


Value of Massachusetts libraries

Please note: activities from the previous goals contribute to this goal’s success. Below are additional activities

	Activity
	Year
	Responsible Party

	Encourage MBLC staff, MLS staff, Friends Groups, librarians, and library trustees to have publications available at annual conferences, meetings with finance committees, trainings and workshops.
	2011-2013


	Communications Specialist, MBLC Staff


	MBLC publications should be available for the annual Mass Municipal Association show.
	2011-2013
	Communications Specialist

	Explore further uses of “A Day in the Life” which was featured in the FY2011 Legislative Agenda
	2011
	Communications Specialist, hired agency, PR Committee


Summer Reading
The Boston Bruins have coordinated with the MBLC since FY2009. Their continued support means that they will be consulted in the process illustrated below.

	Activity
	Year
	Responsible Party

	Develop online ad campaign 

with mass.gov/libraries—include information about databases (cross market)
	2011 
2012

2013


	Communications Specialist with hired agency, MLS Youth Consultant


	Coordinate with Boston Bruins for library events
	2011
	Communications Specialist, Boston Bruins, MLS Youth Consultant

	Readsinma.org  and/or mass.gov/libraries appear on top when a Google-type search is done for “summer reading” or “libraries”…
	2011
	Communications Specialist, hired agency

	Evaluation
	2011

2012

2013


	Communications Specialist,  MLS Youth Consultant


Evaluation


Evaluation of the effectiveness of the public awareness campaign will be through the measurements mentioned in the Executive Summary. The marketing firm will also be expected to provide data especially as it pertains to the paid media mix. 
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