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Promotion Guide
Introduction

To draw the audience you seek and to create awareness about your program, your library needs to plan and implement an effective promotional campaign. The following guidelines will help you launch a successful campaign to promote your program. Included are sample media materials and general suggestions for promotional activities.

PLEASE NOTE: All promotional material should acknowledge the program funders. At minimum this would be the City of San José and San José Public Library. Be sure to acknowledge any community partners, as well. Use logos whenever possible.

Getting Started

To meet media deadlines and other deadlines, start promoting your program at least two months in advance. First determine your target audience, goals for audience size and the best communication methods for this program. Involving your fellow staff members in program planning is a great way to determine these things and to foster new ideas and additional support and enthusiasm. When appropriate, share your program plans with key members of the library community; e.g., library director, commission, Friends, and other library support groups and invite their ideas and cooperation.

Defining Your Target Audience

Your general promotional materials such as flyers, press releases, and advertisements are great vehicles for reaching a general audience of mixed ages and backgrounds. However, there are probably several groups in your community that will be very interested in your program. These groups can pass the information on to members of their organization who may be interested in attending or providing financial and other support. Following is a list of just some of the organizations in your community that may be interested in your program.

· Local advocacy groups

· Churches

· Minority group associations

· Book clubs

· Local teaching staff (high school teachers, college and university professors/staff)

· Museums and arts councils 

Check the Encyclopedia of Associations or online directories (e.g., http://dir.yahoo.com/Regional/U_S__States/California/Cities/San_Jose/Community/Organizations/) for related organizations

Choosing Your Communication Methods

Once you've determined whom you would like to invite to your program, you need to focus on how you're going to let them know about the event. Most communication methods fall into these four categories:

· Public Relations/Publicity: newspaper and magazine articles and letters to the editor, announcements on television and radio programs, Web sites, Web publicity, public service announcements (PSAs).

· Direct Marketing: direct mailings, e-mail messages, Web marketing.

· Personal Contact: word of mouth, public speaking engagements, telephone.
· Advertising: print ads, TV and radio spots, banners, flyers, bookmarks, posters, buttons, displays.
Public Relations/Publicity

Securing calendar listings in a wide variety of community publications may be sufficient. Be sure to have your program information entered into the library’s web events database a full two months prior to the month in which the program takes place (e.g., by January 1 for a March program). The data will be used to generate the monthly program summary news release that is sent out to a variety of calendar editors each month. Programs that can support hundreds of participants may require additional steps undertaken by the Marketing Communications Office on your behalf. Here are a few methods that may be used to contact your local media and to reach people through the Web:

Contacting local media:

· Send a press release announcing the event to your local newspapers, radio stations and television stations at least two to four weeks before the event. If you have regional magazines or talk shows that list upcoming events, you may want to send a release to them as well. Since these media outlets often have longer lead times, send these press releases out at least four to eight weeks before the event.. 

· If possible, address press releases to a specific reporter. Call your local media outlets to find out who covers community, arts, or literary events, and send your release to his/her attention. If that information is not available, address press releases to the "News Desk" for larger publications or "Editor" for smaller publications. Most media outlets prefer to receive press releases via fax or email; however, mail is acceptable if you wish to send additional materials, such as a brochure or bookmark advertising the event. Also, if any of these publications have a "Calendar of Events" section, be sure to send a press release to the contact for this section. Quite often, publications will run an article about an upcoming event and also will include information about it in their community calendar sections.

· About a week before your event, follow up the press release by faxing a media alert to key contacts. The alert provides specific information about the date, time and location for reporters and photographers who may be interested in attending the event or including the information in an "Upcoming Events" section. If possible, call each contact a day or two later to confirm that they received the media alert, find out if they have any questions, and see if they are interested in attending or getting more information about the program.

· If you find that media professionals are interested in attending the event or in getting more information, you will need to have additional materials available in a press kit. The press kit should contain one copy of the press release, media alert, publicity photo, and biographies of key participants, and copies of all promotional materials-flyers, bookmarks, buttons, etc. If you do get to discuss the event with a reporter, suggest story ideas and offer to schedule an interview with key participants and/or partner organizations. Note: before you offer, be sure your moderator and partner organization representatives are willing to be interviewed.

· Since television and radio stations are required to donate a percentage of their airtime for non-profit and public announcements, your local stations may be willing to air a public service announcement (PSA) about your screening event. A PSA will advertise your event, but is donated airtime, so there is no cost to your library. 

Using the Web

In today's world, using the Web to promote your events is very important. Be sure to make use of the library’s web events database. This is the perfect place for library patrons to find out details about your program. Make sure you include as much information as possible on your Web site. Regular library users may check your Web site for information on upcoming events, but new or potential patrons are less likely to visit your site. The Web is a key way to provide details to patrons and community members who may have heard about the event, but need details about the date, time, location, topics to be discussed, etc.

· Include links from your site to your partners' sites, if any. 

· If you post information about the program on your library's Web site, be sure to include the Web address on all promotional materials. Using just your library's short address (i.e., www.ala.org) is acceptable and usually easier to read. 

· The Web can also be useful for getting the word out about your event through other organizations' Web sites. Your city, community centers, local media outlets, and Chamber of Commerce may post information about community events on their Web sites. Additionally, many major cities also have Web-based entertainment and event guides, like citysearch.com which provides information about events in several cities. Key outlets like Bay Area Parent and Artsopolis are among the websites regularly receiving the monthly program summary news release. If you learn of others that are appropriate, feel free to contact them. Many of these sites will post information about non-profit organizations' events free of charge. 

Direct Marketing

Using the list of community organizations and other groups you identified as your target audience, you can use direct marketing to contact these groups and individual members of these groups.

· When contacting community and other organizations, use a personalized letter or phone call. You can also use your program flyer as an informal letter, but include a personal note when soliciting support, especially if you are asking for financial or other assistance. A sample Letter to a Community Group is available on the Intranet

· In addition to contacting organizations, you can target individuals in your community. If you keep a list of patrons' e-mail addresses, sending a mass e-mail message about the upcoming event can be an effective and inexpensive way to get the word out to a number of people. Send an e-mail message about the program to community group leaders to post to their electronic discussion groups or forward on to their own address lists. If e-mail addresses are not available, create a postcard to mail to library patrons, community members or others.

Personal Contact 

One-on-one personal contact is a most effective means of communicating with key individuals and groups. It can create a better understanding and foster more enthusiasm than any other communication method. The following steps might be undertaken for a new or otherwise unique program; e.g., introducing a series of programs for new immigrants. 

Some tips: 

· Create a list of influential individuals in your community who may be interested in your event. Send them a letter and program flyer about the event and ask to meet with them to discuss the event. If a meeting is not possible, mention in your letter that you will call them within a week to follow-up. Even if these individuals are not able to participate in the series, letting them know about the program keeps them informed about what the library's doing for the community.

· When contacting community groups, ask to speak for five to ten minutes at one of their upcoming meetings or events. This is inexpensive and effective since it allows you to both deliver your message and to gauge responses. At the meeting, outline your planned program and present convincing reasons why it would be of interest to them. Bring flyers, bookmarks and other materials along to hand out after your speech. If possible, speak at the end of the meeting or offer to stay until the end of the meeting to answer questions. This can also be an effective way to indicate your interest in them and in future programs and events that they would like to see at the library.

· If speaking at a meeting is not possible, ask the group leaders to pass out flyers or mention the program to their members and staff.

Advertising 

Often the most expensive promotional method, advertising also can be one of the most effective vehicles for promoting your program. Here are a few advertising methods:

· Promotional flyers and posters should be simple and should include: 

· the title of your program

· an identifying graphic, program times and location

· moderator's name and brief biographical information (when applicable)

· acknowledgement of funders and program partners 

· the library’s web address 

· fliers and/or posters can be posted at libraries, community centers, (including., city hall, the post office and schools, local colleges), restaurants, grocery stores, dry cleaners, bookstores, health clubs, etc. Ask Friends and other library supporters to post fliers and posters at their local grocery store, dry cleaners, hair salon, etc.

· Paid advertising in local newspapers and on local radio or television stations can be effective but costly. Before considering paid advertising, approach your local newspapers, radio, and television stations regarding public service announcements (see Public Relations/Publicity section above). Newspapers and broadcast stations may be willing to donate or offer discounted airtime or ad space for non-profit groups. If you do receive free advertising, acknowledge the media outlet as a sponsor on program materials. If you consider paid advertising, also look to your Friends or other groups to underwrite costs. 

Putting It All Together

After reviewing this list, spend a little time thinking about which of these methods will work best for your event, your community and your library. Consider your budget and the time available. Consider your planning team-is this effort a one-man production or committee-based? And, consider your past successes and failures by taking a look at which effective communication methods you've used to promote past events. You may want to combine tried-and-true methods with some new ideas. Also, keep in mind your goals for the size and type of audience you wish to attract. If your library can only hold a group of 50, you do not need to spend hundreds of dollars on publicity. Instead, use your resources wisely. Use cost-effective methods and spend the majority of your time contacting individuals and groups who you think will be most interested instead of wasting time contacting everybody in the town. While it is important to make sure that the public is aware of your event, this can be done simply with fliers and a few press releases to key media outlets and the rest of your time can be spent on contacting people via letters and the phone.

On the other hand, if you want to attract a group of 200 people who have never set foot in the library, you will need to be more creative in your promotional activities. Most likely, you will need to spend a little more time contacting new people and developing promotional materials for new outlets and locations. However, this time and effort could pay off. Bringing new faces into the library for a program will undoubtedly result in issuing more library cards and finding new life-long library patrons.
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