
Marketing

your library brand



The marketing process
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1.Define marketing 

objectives

3.Identify target 

audience

5.Evaluate message with 

target audience

6.Identify  tactics that 

will get message to 

target

8.Measure success 

in achieving 

objectives

Marketing7.Implement

4.Develop a 

message and

look - branding

2.Segment the 

market
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We aren’t going to do that
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1. Know your library’s story 

2. Tell the same story over and over

3. Marketing toolkit ideas
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Not your mission or vision – although those are the 

starting point for your story

Your story says why your library matters to your 

community

What is it that the library does (or is trying to do) 

that truly makes a difference to the community?

What would be lost if the library did not exist?

What emotions do you want people to feel when they 

hear that story?

6

What do I mean when I say 

story? 



Compelling because it 

involves emotion

Because it is compelling, 

it helps both the story-

teller and the listener 

drop their guard and hear 

and see more of the story

Merges meaning and 

emotion

The two together are 

more powerful than 

either individually
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Why a story? 



1.  Know your library’s story
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Clarify our message

Wanted our library to move from informational to 
transformational for our community

Our story – our library is here to create community 
and be the heart of our town

We do that by offering possibility for each person 
that uses the library, in whatever way they need

We wanted people to be energized and empowered by 
our story and we wanted them to feel part of 
something bigger – our community

Update our logo

Find a better way to connect parts of the library 
(Friends, teens, kids) with the library as a whole
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Some changes.... 



Wanted the logo to say:

Community (many parts coming together into a 

whole)

Possibility for each person as part of that 

community

Optimism and energy

Link the traditional library with the 

transformational library – a world of possibility
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A new story – a new logo 
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Make sure your story is one that your library is living 

every day

In the case of marketing a story is only powerful if it is 

true – if your library does (or is trying to do) what your 

story says it does

So, even as we have been talking about Curtis and 

community, our programming and staff training and 

Board development have all been focused on making 

sure the library is truly creating community 
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Remember



Think about “Why your library matters in your 

community”

Ask yourself:
What makes your library a special or unique place in your 

town?

What would be missing in your community if the library 

wasn’t there?

What is the story that your library is living?

How do I want people to feel when they know this story?
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EXERCISE



2. Tell the same story over 

and over - consistently
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Put that story everywhere!
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Consistency is critical
Don’t change your logo, your tagline, your story, your 

colors, your font

Consistency is critical – we’ve been telling our story the 

same way for 10 years now

Ultimately you want people to see your brand and know 

its story immediately
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3.  Marketing toolkit ideas 
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Traditional
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Website and social media
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Non-traditional
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When your 

non-marketing staff

catches the branding

bug and tells your story:

PRICELESS!
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Questions?
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