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INTRODUCTION
Today’s modern library is faced with a rapidly changing environment, increasing the need for a wide
variety of services and a nimble staff to adjust to community needs, and Somerset County Library
System (SCLS) is no exception. The 10 full-service branches of the Library System serve a county of
nearly 325,000 residents in communities that vary widely. To meet the needs of today’s public, the
Library’s branches offer programs and services that include support for early literacy skills, fostering a
love of reading in teens, providing free access to ebooks, helping adults build computer skills, and
providing job search resources and expertise in a tight economic climate.
In looking to the future of the Library and the needs of the county, SCLS staff recently developed and
adopted a five-year strategic plan. SCLS seeks to connect with residents, businesses, schools, local
government and other stakeholders to explore, share, and discover what can be done collectively to
meet their vision of enriching lives, expanding knowledge, and strengthening communities across the
county. The Library has entered into this new focus with a staff that values respect, trust, zeal, risk
taking and teamwork to ensure its relevance for years to come.
We envision our future as one that provides experiences customized for each stakeholder. We
view these experiences as opportunities to expand personal knowledge and to develop stronger
communities. This partnership with stakeholders provides a unique perspective to develop
services that will strengthen academic and workplace skills.
Somerset County Library System Strategic Plan, 2012 – 2017

In pursuit of its strategic goals, SCLS hired independent consultants to conduct an assessment of the
System’s program marketing efforts. There were two primary goals for this work:



To assess the Library’s marketing efforts related to programs and publications and offer
recommendations to increase efficiency and reduce duplication of effort.
To analyze the System’s website and social media platforms for message and reach and
provide recommendations for improving performance of these vehicles.

It is important to note that while a review of marketing in the context of programming efforts was the
primary request of the consultants, it is difficult to isolate this one area without also addressing some
broader aspects of the Library’s marketing efforts and the findings and recommendations reflect this.
This report includes three distinct sections. The first addresses SCLS program marketing generally and
examines options for streamlining staff time and costs. The second and third are on digital—web,
social media and mobile—as this is both an area of emphasis in several areas of the Library’s strategic
plan as well as a critical component of how organizations do business today. Social media usage
grows stronger each year and mobile is on the rise; the Library may see great benefit through
strengthening its current efforts in both areas.
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METHODOLOGY
In conjunction with the staff of SCLS, the consultants began the assessment with staff interview
sessions designed to learn more about how programs are planned, executed and publicized. These
discussions included a review of the strengths and weaknesses of current processes and how they
might be improved moving forward. It should be noted that information gaps are possible and may
be reflected in the analysis as it is impossible for staff to have recalled and shared all pertinent details
during the brief sessions.
Samples of printed materials were collected and reviewed to aid in the assessment of current
marketing techniques and delivery methods to various audiences. Items reviewed included
brochures, program fliers, newsletters and digital content. Elements of the materials such as voice,
messaging, design and brand cohesion were considered. Likewise, the Library’s social media
platforms were reviewed similarly for voice, messaging and reach. Data gleaned from Google
Analytics provided additional insight. A brief staff survey was also conducted to gather information
about the goals and audiences for e-newsletters and social media.
To gain an outside perspective, the consultants also did research on peer organizations to garner
insight into how other libraries structure their marketing practices and internal processes, as well as
how they reach their audiences with their marketing efforts, including digital. This review helped
reveal both library and broader industry practices and techniques that SCLS might aspire to as its
work moves forward.
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SUMMARY: KEY FINDINGS
Marketing & Publications
The current PR department is not set up to appropriately meet the demands of SCLS.
The staffing level and skill set are not adequate to meet the needs of the task at hand. These deficits
have contributed to a lack of planning, clear, system-wide goals and a coordinated marketing effort
throughout the Library System. Thus the opportunity to create a visual brand, coordinated marketing
and publicity, and voice for the system is lost.



The creation of a fully-staffed Public Relations/Marketing department will serve to address
these issues.
A three-person team responsible for all major aspects of marketing planning and execution for
the library system, including all program publications, is recommended.

There is no systemic, planned PR/Marketing effort.
No one is currently taking the lead on or being held accountable for creating a comprehensive
marketing effort for the Library System. This should be the responsibility of the current PR staff, but
there is no clear indication of such an effort in any sustained way. Additionally, the absence of a plan
has resulted in a weak System brand (the updated logo alone is not a brand), consistency in
publications, and regular media outreach at the Administrative level in support of the branches.


SCLS has already identified the need for a marketing plan through its strategic planning
process (Communication Goal 2). It is critical that this work move forward.

Responsibility for publications is spread inefficiently throughout the Library System.
At least one staff member or volunteer at each branch is tasked with publications and publicity, which
amounts to the equivalent of a 10+ person Marketing department. This large number of staff is not
necessary for the execution of a top notch marketing effort. The current internal structure (where
the responsibility for publications lies) has led to the lack of a cohesive look and a consistent “voice”
in the way copy is written for publications, the website and on social media, all of which are
important to the overall strength of an organization’s brand. The solution to these issues is to
centralize the development and creation of program materials.


Primary responsibility for the design and development of publications should shift from the
branches to the PR department.
o Develop a printed program calendar to include all programs and events throughout the
system for a 2-3 month period or a simple one-sheet publication for each branch
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covering 1-2 months of programs created centrally by the designer in the PR
Department.
o Reduce the number of publications created, focusing on the use of posters and fliers to
highlight only special programs and events or those in need of additional publicity to
ensure success.

Social Media & Website
Social Media can be integrated into current marketing and public relations efforts, but
structure, education and direction are needed.
Branch staff add a key component to social media engagement but require direction and structure. A
Social Media Committee, with leadership from the PR/Marketing department, should be reestablished. Some branch staff are on the right track and some need a little direction, but it is clear
that social media is currently an underutilized word-of-mouth resource.
Currently PR staff play no role in the development of social media platforms. PR staff should set social
media goals and policies, develop institutionally branded tools for use at the branch level, and
communicate strategies and tactics to branch staff who execute programming. SCLS needs a
sustainable internal system for generating and sharing social media content between branches, and
PR staff.

Changes made recently to the website to improve the homepage helped boost online use of
some services. Unique visitors to the SCLS website, however, have dropped significantly.
Additionally the SCLS digital web experience does not reflect the high quality brand
projected in the branches. For the long term, a professional web redesign, driven by a
Website Committee, is recommended.
During 2013 changes were made to the SCLS homepage. In an effort to clarify the user experience,
staff eliminated clutter and focused attention on specific functions, such as site search and catalog
search. This short-term fix is a step in the right direction. Google Analytics data reveals that users
have responded and are mainly using search and calendar functions. Freegal music downloads and
museum passes have also benefitted from recent updates. Streamlined and purposeful marketing
efforts designed to drive traffic to the website should bolster visits to the SCLS website.
As you move forward, focus on what services can be completed online, on patron tablets, and mobile
phones. Online service should be rated as stellar as in person access to services. In the long-term,
SCLS will need to engage a web design firm that can develop a website that is both responsive
(adjusts to view on multiple types of devices automatically) and incorporates a design with users in
mind, using “user-experience design” principles (UX design). Most firms have access to online
usability testing of the existing site to further inform the new design paradigm, but should SCLS want
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to explore user testing online themselves, options and considerations are included in the attachment
section of this report. A Website Committee, consisting of current Administrative, IT, and
PR/Marketing staff, with librarian representation should be formed.

Map out success with metrics, including social media. Goals, strategies and tactics are
important.
Of those branches that do collect metrics, many do so without direction and do not share those
metrics with Administration. Accountability is important both to praise a job well done and to
understand how you can do better. Collecting metrics is necessary to determine if you are succeeding
in your goals.
It’s important that staff understand that social media isn’t just about likes and followers, but also
engagement and direct communication with your consumers. Social media is a two-way conversation.
System-wide marketing campaigns with integrated social media offer a mechanism for innovation,
cultivating awareness and generating engagement. This requires participation by both Administrative
staff and branch staff.

Mobile cannot take a back seat…for long.
Adaptation to mobile technology is on the rise and it molds how we access information and services.
SCLS should actively engage users on their mobile devices, whether completing a service like check
out, registration for library programs or downloads.
In 2013, 18% of SCLS web traffic came from mobile devices.1 Promotions using social media and inbranch signage, and hands-on displays and workshops, sometimes called mobile device ‘petting zoos,’
may increase this percentage. Workshops and petting zoos could be overseen by the ‘Mobile
Technology Lab Task Force’ identified in the SCLS strategic plan.
SCLS mobile traffic differs from desktop behavior slightly. Most importantly visits to the SCLS website
are up compared to 2012. Tablet access increased by 24% and mobile phones by 3% from 2012, while
desktop visits dropped by 34%. A responsive website design will successfully serve and engage users
on all platforms. Future promotion strategies should include both mobile and social media
components.
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SECTION 1: MARKETING & PUBLICATIONS
ASSESSMENT: MARKETING & PUBLICATIONS
SCLS staff show a passion for and commitment to programming, and their work in general,
that the system can continue to build on.
Time spent with staff revealed a group committed to identifying the needs of their communities and
providing high quality programs, services, resources and expertise to create a place of enjoyment and
support for many needs and ages. This includes their efforts to publicize the Library’s programs for
their communities. They serve as excellent ambassadors for all that SCLS has to offer Somerset
County. Tying programming and marketing efforts to quantitative data, such as a regular cycle of
program surveys and web and social media analytics, as well as engaging more often in coordinated
publicity efforts system-wide, will serve to increase their success in the future.

The current PR department is not set up to appropriately meet the demands of SCLS.
The staffing level and skill set are not adequate to meet the needs of the task at hand. These deficits
have contributed to a lack of planning, clear, system-wide goals, and a coordinated marketing effort
throughout all branches. There is also no one in/assigned to the department who is consistently
involved in the overall design and development of branch publications, the blog, the website, social
media and other modes of communication with the public. Thus the opportunity to create a visual
brand, truly coordinated marketing and publicity, and voice for the system is lost.

There is no systemic, planned PR/Marketing effort.
Branch level staff plan and execute program publicity using posters, fliers, the SCLS website, social
media, and the local media. While the results of these efforts are for the most part successful as
measured by program attendance (the primary measure cited by staff during interviews), the lack of
consistent system-wide marketing at the Administrative level leaves an important resource untapped.
There is strength in collective efforts and all branches would benefit from ongoing, county-wide
marketing and publicity in support of programs and services led by the PR department. In addition to
publicizing programs, events and services, system-wide marketing can serve the critical role of raising
the overall visibility of the Library, highlighting its strengths and value to county residents and elected
officials by providing a roadmap of successes throughout the year, which can be vitally important at
budget time. A shift to more systemic marketing practices does not mean that branch staff will no
longer have an important role to play in these efforts.
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Responsibility for publications is spread inefficiently throughout the library system.
There is at least one staff member or volunteer at each branch tasked with publications and publicity,
which essentially means SCLS has the equivalent of a 10+ person PR department. The amount of time
devoted to publications by such a large number of staff is not necessary for the execution of topnotch marketing tactics and has led to the lack of a cohesive look and a consistent “voice” in the way
copy is written for publications, the website and on social media, all of which are important
components of a strong organizational brand.
Few branch publications are created by a professional designer therefore they lack consistency in
quality and professional polish. And because the program publications are produced at the branch
level, the cost savings gained with printing large quantities (i.e. printing for all branches at once) is
lost. Currently, branches seem to equate inclusion of the logo as adequate for brand building without
understanding other important elements of the SCLS image, though the need to expand branding
efforts is acknowledged in the strategic plan.
There appears to be a common practice among branch staff that more information is better. In
communicating for marketing purposes, taking the same program information and using it in its
entirety in multiple communications formats is not an effective tactic. There is also a lack of balance
in the information included in many print publications—either too little or too much descriptive copy.
Too little information will not effectively attract those unfamiliar with Library programs. Too much
information adds to the communications “noise.” Everyone struggles with the amount of “noise” in
their daily lives due to the bombardment of multiple messages from multiple information sources,
particularly with the rise of social media. Today’s consumer is often moving quickly and seeking quick
access to information of interest that conveys only the most pertinent details. Messaging must be
simple to have the best chance to break through and garner the attention of your audience.

Publications lack a cohesive visual brand.
The System’s publications, as well as its online presence, have proceeded without full adoption of a
visual brand following the development of a new logo. The updated logo alone is not a brand. While
some System publications designed to highlight services and programs show the beginnings of a visual
brand, efforts must extend further and include all publications, as well as the website, social media
and digital content. Staff identified the need for continuing this work under Communications Goal 2
of the strategic plan.

The working relationship between the current PR staff and the branches has become toxic,
and trust on both sides is virtually nonexistent.
PR staff and branch staff work diligently to publicize the programs and other offerings of SCLS, but it is
not a fully coordinated effort. Lack of clearly defined goals, processes, policies and expectations has
left staff frustrated and resistant to working together, leading to miscommunication and more work
for everyone. If it is determined that roles and responsibilities shift as recommended later in this
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assessment, staff must be open to working together moving forward in order to carve a future path of
success.

Staff feel the weight of many changes in recent years.
The adoption of a new strategic plan always signals organizational change. In the interview phase of
this assessment staff expressed concerns over additional changes related to publications and
marketing after recent changes to the collections management/purchasing process. A PR/Marketing
professional should always take the lead in overseeing the marketing function. However, branch staff
also play a vital role given their direct access to the public and community contacts, and should be
invited to participate in the process by providing input and guidance. Staff involvement through a
representative on the hiring committee of any new marketing staff, as active participants in the
creation of a marketing plan, and as contributors to new policies and procedures will help ensure buyin.

E-newsletters should be a more widely used communication tool.
A survey of branch staff revealed that currently fewer than one half of the branches have an enewsletter. All branches should create and distribute an e-newsletter. They have become an
important part of the publicity mix and offer a way to connect with both regular patrons and those
who do not visit frequently. It serves the purpose of spreading news, bolstering event attendance
and raising awareness about library services. Because branches already gather program information
for publications, this is a simple way to extend the reach of communications while minimizing
duplication of effort. E-newsletters can provide more personalized interaction with patrons and help
to reduce printing costs.
The very small sampling of current e-newsletters provided revealed that few branches follow the
basic design and content practices of electronic promotion. While most create visual interest with
program photos, many ignore accepted industry practices by using text only; use hyperlinks to the
System website and social media pages only occasionally if at all; and many use lengthy and dense
copy. Lack of consistency in following well-proven guidelines for creating e-newsletters risks the loss
of multiple opportunities, the most important of which is the reader’s attention. Branches that create
their own newsletter designs, rather than taking advantage of software like Constant Contact, forfeit
critical assessment tools such as the built-in analytics connected with the templates that will allow
them to measure things such as click thrus to the Library’s web and social media sites. Out of 229,441
visits to the Library’s website in 2013, only 699 were the result of click-thrus from branch enewsletters. E-newsletters have the potential to drive a much larger percentage of visits to the
Library’s site.
There are two glaring omissions in current SCLS e-newsletters: none of the branch samples provided
include the SCLS logo and only one complied with the CAN-SPAM Act of 2003 which legally requires
that electronic promotions include contact information and offer an “unsubscribe/opt out” option.
(See Resource list for CAN-SPAM Act details) In addition, some branch newsletters are sent as
attachments rather than in the body of the email, which needlessly creates a potential obstacle to
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viewing. There is no guarantee that the recipient will be able to open the attachment, and sending a
message with an attachment can result in the message going directly to the recipient’s SPAM file,
lowering the likelihood that it is seen and read.

Staff view community outreach as integral to their jobs and their efforts should continue.
As libraries view themselves as central to the health and success of any community, it is not surprising
that SCLS staff do a great deal of community outreach. This work helps garner volunteers, draw
interest for programs, and identify funders and partners. While balance of time is important given
that the staff is extremely busy, this work should continue as the staff are the very real connection
between the Library and the community.
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RECOMMENDATIONS: MARKETING & PUBLICATIONS
Create a multi-person Public Relations/Marketing department.
This is a critical step in the process of transitioning from an organization with little coordination to
one that fully integrates and centralizes its PR/Marketing efforts. A three-person team is
recommended to undertake the responsibilities for all major aspects of marketing for the Library
System. It is also recommended that the setting of policies and procedures for publications, social
media, the blog, and general web content fall under the direction of this department. Formation of
the department should begin with the director and extend to the hiring of additional staff. The
following positions are recommended though it may be determined that titles should vary.
 Full-time Director of Public Relations & Marketing responsible for the overall vision, goals,
planning and execution for the System. Skills needed in marketing, branding, writing, media
relations, and community outreach, as well as knowledge of social media.
 Full-time Public Relations Assistant responsible for support in all departmental areas. Skills in
writing, media relations, social media (lead staff member), basic design, and web content
management systems. It is highly recommended that this be a full-time position based on the
needs of SCLS identified in this report. The social media responsibilities alone could require at
least a half-time staff member.
 Full-time Graphic Designer responsible for system and branch publications, posters and
signage and the graphic look and consistency of brand. Writing, web and display design
experience a plus. The addition of a graphic designer in this newly formed department means
that there should not be a need for a designer on staff at individual branches.
As the new department is formed, look to peer libraries for examples of departmental structure.
There is much that can be learned from what has worked and what has not for others. (See Appendix
for profiles of library marketing departments) It would also be wise each year during budget
preparations to consider whether or not special design, writing or social media expertise is needed
from outside contractors for new campaigns or special projects/events.

Develop a strategic marketing plan for the Library System.
The plan should be comprehensive and include everything from publications to social media and
digital to the website to branch signs and displays to media and community relations. The process of
creating the plan should be led by the Director of Public Relations & Marketing and developed in
conjunction with branch staff and the System’s Marketing Task Force as identified in Communication
Goal 2 of the strategic plan. The end result should be a plan that supports a cohesive brand for the
Library and a coordinated public relations and marketing effort.
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Centralize the design and production of program materials and create an editorial
calendar.*
The primary responsibility for the production of branch program materials should shift to the newlyestablished PR/Marketing department under the responsibilities of the System Graphic Designer. This
realignment requires the creation of more robust internal systems for the submission of program and
event information. Continued use of software such as Evanced, or even Google Docs, for the
submission of information will support the timely delivery of materials.
Creating an editorial calendar or similar process document that lists deadlines for the design and
delivery of publications that is shared among staff will help manage expectations. This same
information can be used to direct the flow of content to the website, social media, and branch digital
signs. (See Resource list for a link to tips for creating an editorial calendar)

Create a System events calendar and reduce the number of program fliers.*
A printed system-wide program events calendar should be developed. This publication would fall
under the responsibilities of the Graphic Designer and include programs and events for all branches
for a 2-3 month period. If more a tailored approach is preferred, another option would be to create a
one-page publication for each branch covering 1-2 months of programs. This could be oversized and
double-sided to accommodate all programs. The new System calendar/branch calendars should be
the primary printed program publication(s) for distribution to the public.
The number of program fliers should be reduced and reserved for highlighting special events and
programs identified as in need of additional publicity. Reduction in the printing of fliers represents
another potential area of cost savings. During the development of new internal processes staff can
determine what types of programs might receive a flier, which will help manage expectations. Branch
digital signage can continue to support publicity for programs and services.

Branded flier templates should be created to bring cohesion to the visual brand.*
Even in today’s digitally-oriented world, fliers remain an important tool for publicity efforts. Flier
templates should be developed by the PR/Marketing department and include the system logo, branch
location, and web and social media addresses to which other design elements and appropriate
content can be added on a program-by-program basis. Responsibility for the creation of program
fliers should, as stated previously in this report, shift from branch staff to the Graphic Designer and
the new printed calendar(s) should serve as the primary publication for branch publicity.
It is inevitable that there occasionally will be programs that are not confirmed in time to make the
copy deadline for the new event calendar. Branch staff should have branded flier templates available
to use as needed for such cases. This option should not be used as a work-around in order to create
more fliers. It should serve as a back-up system to ensure that the necessary tools are available to
adequately publicize programs that miss the main publication deadline. Details of these programs
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that miss the copy deadline should still be submitted, as should a copy of the corresponding flier, to
the PR/Marketing department for their files.

Create e-newsletter templates for all branches and train designated branch staff on best
practices.*
Because it has been recommended that all branches create and distribute an e-newsletter, it is also
recommended that branded e-newsletter templates be created for each branch. This will help
maintain a cohesive visual brand for the Library. The template designs should be executed by the
Graphic Designer and can even be tailored for each branch. Responsibility for content and
distribution of the e-newsletter should remain with branch staff.
Since not all branches currently issue an e-newsletter, this will be a new process for some. Using
software such as Constant Contact for the creation of templates (used by at least one branch at this
time) would resolve the issue of compliance with the CAN-SPAM Act as prompts to include the
necessary information is standard on the basic templates. This software also provides staff with
access to data such as open rates and click-thrus so that they can determine what content is most
interesting to the recipients.
Distribution of e-newsletters should occur on a regular schedule with content to appeal to all ages—
i.e. covering multiple topics, programs and services for all ages—with occasional use of special issues
sent to targeted audiences such as teens. The generally-accepted copy practices of e-newsletters
dictate that they are brief, with very short articles—blurbs, really, to pique interest with just a few
sentences and include the WHO, WHAT, WHERE, WHEN—that link to full information on the website
and highlight a few selected programs.
Training and examples of exemplary practices for staff are recommended. A regular distribution
schedule should be set that takes into consideration audience interests and needs as well as staff
time. Special (additional) messages can be sent out to select audiences as needed when program
registration is low or to help build excitement for a special event. (See Resources for links to enewsletter samples and best practices)
The incorporation of e-newsletters for all branches should be considered as new procedures are
created for publications and the new website design developed so that content can be linked back to
the SCLS website. Additionally, the collection of email addresses and where those lists reside should
be examined with a goal of creating procedures that lead to lists that remain current and can also be
used for system-wide purposes as necessary. New procedures and smart processes will minimize the
work.
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Convene a working committee to establish an agreed upon system for submitting branch
program information for publications.
Numerous recommendations in this report will require new internal processes or additions to current
ones. Whether it is the Communications Task Force identified in Communication Goal 1 of the
strategic plan or a separate group, a team is needed to put new processes in place. This group should
be formed from a cross-section of staff and include the PR/Marketing director. The goals of this
group should include the creation of an editorial calendar that includes deadlines for submission of
copy and expected dates for receipt of materials as well as production periods for publications not
cited in this report that would be created by request. As a part of this process, a review of all system
publications is recommended so that there is a clear picture of needs for the support of programs and
services moving forward. Transition to this new system will take time and patience as under current
practices staff do not have a clear picture of the lead time necessary to produce quality materials and
PR efforts.
This process should proceed with the understanding that there will be times that branches will need
publications in addition to the new event calendar, fliers and posters—even beyond System
publications that originate in the PR/Marketing department. If the transition to the centralization of
publications is to be successful, branch staff must defer to the PR/Marketing department on final
design decisions, as it will be that department’s responsibility to create and maintain the visual brand
of the Library. This is not a client/contractor relationship, but a collegial one where final decisions
should be deferred to those with PR/Marketing expertise.

______________________
*This report includes numerous design recommendations and it may prove to be more cost effective
to engage an outside design firm to address the initial needs for print and electronic publications as
well as the SCLS website.
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PART 2: SOCIAL MEDIA
“Without direction, social media content creators can be at risk of
working in silos without any strategy to communicate their brand, connect
to services, or drive people to the library or its website.”
“Social Media: Libraries Are Posting, but Is Anyone Listening?” by Nancy Dowd Library Journal. 5.7.13

Social Media as an effective outlet can no
longer be ignored. According to the Pew
Internet Project, 72% of all adults online use
social media networking sites.15

Social Media Platforms discussed in this Report:


As with other marketing components, social media
requires goals, strategies, tactics and
measurability. It has become an essential part of
the marketing toolbox, offering opportunities to
talk—and listen—to library patrons.
Social media isn’t just a tool to promote events;
it’s a conversation, it’s the word-of-mouth before,
after, and during your events. It should drive
traffic to your website and raise awareness about
programs and services. With 85% of Americans
online 14 and 72% of them on social media it is well
worth the staff time needed to manage.
Social media is not just for the young. Social
networks continue to grow in popularity for older
adults. Adoption rates for those 65+ have tripled
in the last 4 years, up to 43%.
The % of Internet Users who use social media, by
age group: 6
18-29 89%
50-64 60%

30-49 78%
65+ 43%








Facebook is historic. Active posts will repost to a
fan’s home feed if they engage fans—75% of
their visibility is lost after 15 hours.16 Facebook is
also a visual platform. It is the world’s largest
photo sharing site, with 350 million photo
uploads daily (not including Instagram). That is
as if everyone with a Facebook account
uploaded 217 photos each.3 With the inclusion
of Instagram, Facebook positions itself as the
leader in photo-sharing as well.
Twitter is timely, the here and now. It offers a
mircro-blogging service enabling users to send
“tweets” (140 characters long). Users who
“Follow” your account receive the tweet, and
can share it with their followers, like it by
“Favoriting” it, or reply to it. A Hashtag is a
word or an unspaced phrase prefixed with the
hash “#”symbol. It is a form of metadata tag that
allows for tracking and also joining larger
campaigns.
Pinterest hosts an audience of primarily women
and is a content sharing service that allows
members to "pin" images, videos and other
objects to their pin board.
Up and coming platforms, such as Snapchat, are
popular amongst teens.
Videos have always scored high in engagement.
According to a recent report on USAToday.com,
YouTube was the #2 most downloaded app of
2013. Instagram, which now offers video clips to
share, ranked #7. Twitter’s VINE video app was
#4. Facebook ranked #9.

Final Report for Somerset County Library System (NJ) / Program Marketing Assessment
Prepared by Andrea D. Lewis & Michele B. Alexander

15 | P a g e

ASSESSMENT & ANALYSIS
In absence of System-wide participation, SCLS branches have taken up the mantle of social
media with mixed results. Above all, social media is not currently integrated into a larger plan.
It is difficult to evaluate the SCLS social media in terms of ‘success’ because there are no
articulated goals or consistency amongst staff posting practices, frequency of messaging or
tone. Some branches manage social media better than others.
The total social media audience reached currently accounts for only 3% of the Library System’s
active database2, which offers great room for growth in both audience reach and engagement.
Some actions have been taken to organize, communicate and plan, however efforts were not
sustained. With some modest education and more clearly defined roles, social media can be a
fun and effective way to word-of-mouth with library patrons. Execution responsibilities at SCLS
should be shared by both administration and branch staff, with clear assignments,
accountability and open communication methods and platforms.

SCLS Social Media Shining Stars
Several branches demonstrate that the System can have an effective social media
presence once it becomes integrated into PR as a whole.
The Warren Township, Hillsborough and North Plainfield branches engage in the types of
activities that can spur increased engagement. These branches understand “in the moment” use
of social media. They also use hashtags, retweet, use links and post a variety of information daily,
including photos. Posts are timely and consistent. This comment by a Hillsborough librarian,
provided in a December survey of library staff, demonstrates librarians who take advantage of
“in the moment” opportunities to connect with, inspire and grow audiences:
“I was working last Saturday, December 7, when the Hillsborough/Flagtown Fire department
surprised us with six members of the department, including ‘Santa,’ walking through our branch
and handing out candy canes to all the patrons. I approached them to take their photo in front
of our lighted tree, and several of the young men commented that they lived here their whole
lives, and have never been in the library before. I excitedly told them to check our Facebook
page for their picture, and encouraged them to get a library card to download free music,
videos, etc. I then immediately posted the picture to our Facebook page, and almost
immediately got responses and comments and likes.”
Without support from administration, other branches are less successful. They lack posting
consistency or engage at low frequency, there is a lack of use of photos, no institutional brand
voice, and unclear messaging. Furthermore the bulk of social media messages do not drive traffic
to the SCLS website.
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Some staff could serve as mentors.
Some staff use social media to extend conversations and deepen existing relationships. Harness
their knowledge and energy as a mentor. For example, one teen librarian at the Hillsborough
branch demonstrates savvy and purpose in managing the branch social media platforms, a teen
e-newsletter blasted two times per month, and curating a Tumblr page, which she also uses to
connect with other teen librarians. Her communication is spurred by in-person experiences and
an established relationship with the teens who visit the Hillsborough library. She is extending
and deepening the engagement with her audiences and would make an excellent mentor.

GENERAL PROCESS & STRUCTURE
Roles and Responsibilities
Social Media content is curated by a small number of staff and volunteers. There is no
established hierarchy or responsibilities assigned.
“It really is no one's direct responsibility.” 2
The Administrative PR/Marketing department should play a critical role in the success of social
media but does not contribute. Currently branches maintain their own platforms without
direction from above.

There is a lack of communicated goals and strategies from the PR Department. Social
media metrics are neither identified nor tracked at half of the SCLS branches.
To help measure the success of marketing efforts, key performance indicators (also known as
‘metrics’) should be collected by all and shared with Administrative staff. Additionally those
who do collect data do not share it with Administration in the way they share event
participation data. According to branch staff:
 69% of branch staff expressed the opinion that both qualitative and quantitative social
media metrics are important, however 46% do not track them.
 “We don’t have any specific aims/goals that I know of” – 2013 SCLS survey comment
 Staff doesn’t perceive social media as a result-driven activity.
 Collection of metrics is not systemized. A few staff indicated that they collect metrics
and share them with their Branch Manager but this is not the norm. The Library Director
confirmed during an interview that he currently does not require reporting on social
media metrics.
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MESSAGING
Social media platforms are not consistently represented on marketing materials.
Current Messaging is event program promotion heavy and lacks dynamic content.
Tone is primarily a one-way conversation. The wealth of services and opportunities at the
library are not promoted regularly. Social media is also a great listening post and today there is
an expectation of response or interaction. Polls and other fun promotions can be used to get
library patrons talking.

Voice and audience vary by branch.
The Library’s “voice” changes depending upon who is posting and audience. Some pages are
geared towards teens; others are more general in focus. Some branches might benefit by
reaching out and increasing their promotion to minority and multi-lingual library patrons. Some
platforms focus on specific constituencies, e.g. teens. Branches indicate they only cross
promote if there is a last minute need to bolster program attendance.

REACH:
Social media platforms (and other digital communications) reach only a fraction of the
vast SCLS database (and the community); other platform usage is sporadic.




Branch staff have opinions about frequency and messaging based upon their own
experience and assumptions.
Facebook is the main social media platform but there is little consistency between
Branch pages.
There is a low rate of growth in audience between the fall and the winter 2013, with the
exception of the Warren Township Branch.

Posts do not currently drive a significant amount of traffic to the SCLS website. 1





Facebook accounted for 607 visits to the SCLS website in 2013 out of 229,441 unique
visits. Visits from social media are down 31% from last year when compared to the
1,877 visits in 2012. Facebook ranked #1 amongst all social referrals, but #25 in 2013
amongst all referrals.
Twitter only accounted for 37 visits to the SCLS website in 2013.
Other social media platforms [Blogger (283 visits), LibraryThing (57), Google+ (49),
YouTube (11), Meetup (44), Linkedin (10), Goodreads (4), and Pinterest (4)] are driving
smalls amounts of traffic to the SCLS website.
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Messaging is primarily promotional, with a low level of shared dynamic content and
direct audience engagement.



SCLS staff surveyed indicated promotion of events as social media’s #1 priority;
promotion of services ranked #2; drive web traffic #3; engage with patrons #4. 5
Of all social referrals, social posts drew 11 visits to the SCLS Freegal URL and 8 visits to
the SCLS website for mobile apps.

Social Media links on the SCLS website need updating.
Platforms associated with each library need updating on the library locations page and for
branch-specific pages.
 The Mary Jacobs and SCLS System have Pinterest pages; however Pinterest is not
represented on the website.
 Some branches have social media platforms that are missing representation on the
website. (Manville, Mary Jacobs Memorial, North Plainfield)

OTHER SOCIAL MEDIA ELEMENTS
SCLS Blogs: Staff generally maintain their own blogs, using Tumblr and other free platforms.
Four branches maintain at least one blog, but links to these sections are only present on each
branch’s specific page.
There is a teen blog listed in the SCLS site index but this consultant was unable to access the
blog in any other fashion. Moreover the last entry was May 19, 2013. Additionally the sharing
function is hidden under the prompt ‘more.’

RSS News Feed: An RSS feed of news exists with 1,500 subscribers.2 The ‘RSS feed’ is
essentially the vehicle for ‘Library System News’. The RSS feed content is essentially the same
type to be shared via an SCLS System Twitter feed.
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RECCOMENDATIONS: SOCIAL MEDIA GENERAL
Establish a set of policies and protocols for social media that include staff.
Administrative PR/Marketing staff should establish guidance in the form of posting
policies, strategies, and practices. Examples:




University of Colorado-Boulder Social Media Guidelines: This is straightforward with
useful links.
South Carolina State Library Social Media Policy: Policies are clearly established for both
staff and public.
Online Database of Social Media Governance: Provides links to dozens of social media
policies for review.

Let the Social Media Committee Lead the Way. Communicate and share the work.
A committee of between 5–10 people, made up of branch and Administrative staff should
oversee social media for the Library System, under the management of the PR department.
Social media curators at the branch level should be part of this committee, tasked with sharing
information, resources and executing System-wide social media campaigns among other
responsibilities.
 Identify a System-wide administrator who has administrative level access on all branch
accounts in addition to the task of maintaining SCLS System-wide platforms. If this
person is responsible for scheduling posts to promote known events at branches, this
can free up time for branch staff to focus social media activity that engages patrons in a
deeper way.
 The PR Department should provide the Committee with a basic campaign plan of
System-wide efforts (goals, strategies, timelines, suggested posts/tweets and campaign
logos/graphics). Information should be provided to branches well in advance so that
programs may be integrated to branch plans.
 Branch staff should provide calendar and event information to the PR department at
least 4 weeks prior to each program. This function could be integrated with the
submission of online calendar and publications editorial calendars.

An online platform for scheduling posts and sharing content should be embraced in a
sustainable way.
Alternatively, a simple export into an Excel spreadsheet, shared on a cloud drive can offer a
solution for storage, sharing and communicating (See example in appendix). Who posts and
when:
 PR staff should schedule advance posts/tweets using online scheduling software for
known branch programs (those submitted to Administration for calendar publications)
and System-wide messaging.
 Staff should post during an event, post-event and/or in the moment at the library.
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A cloud based storage System, such as Drop Box or Google Drive, can be established to
become a repository for social media content, fun memes, and helpful tools and articles.
(See appendix for Library Journal Article example)

Administration should communicate what
metrics it needs, provide ongoing training
and share best practices. SCLS branch staff
should provide metrics to Administration
regularly.









Holding staff accountable also can
mean rewarding them. Incentives may
encourage participation; a little
competitive spirit between branches
may spur innovation. Reward success.
These might include local services from
partner businesses (spa gift card, movie
tickets, gas cards, etc.).
Reports don’t have to be monthly. Start
with quarterly and campaign-specific
reporting.
Consider other online analysis tools
such as Twitalyzer. Track how many
times tweets are engaged with and
Twitter audience growth over time.
Facebook offers free analytical tools
and videos demonstrating their
features. Administration should
establish metrics for branches to track
regularly.
Social Media is an ever-changing field.
Administration should offer ongoing
training. In the short term, best
practices provide a wealth of examples
for jumpstarting social media efforts.
Stay on top of trends with newsletters
from sites such as mashable.com.

Final Report for Somerset County Library System (NJ) / Program Marketing Assessment
Prepared by Andrea D. Lewis & Michele B. Alexander

21 | P a g e

Integrate social media icons with URLs into ALL marketing materials. Get the most out
of platforms and find your influencers.






Mine your existing data. Use email newsletters and lists to invite email recipients to join
the social media conversation. Applications such as MailChimp’s SocialPro can help you
connect these lists. Facebook’s feature, called “Tell Your Fans,” allows you to invite
people in your existing email database to join your page. Twitter also allows you to find
followers via your email lists.
Include social media and branded images and graphics on System-wide vehicles,
including the SCLS website, social media and publications. Social media messaging
increases the crucial frequency of impression necessary to spur a patron to act.
Cross-promote social media platform campaigns in other communication vehicles.
Include highlights and polls.
If a Branch Facebook name is not intuitive, you should include elements of the URL on
materials in addition to the Facebook logo, for example:
/SomervilleLibNJ



Identify influencers, the mavens who help spark word-of-mouth. Seek them out and
develop relationships with the greatest reach.

Increase frequency of posts and tweets. A consistent posting rhythm is also important.
You may or may not know that Facebook posts are only initially aggregated to a fraction of your
fans at any given time—16% of your audience on average according to Facebook12. The more
your audience engagement rises, the larger reach they will award you. This doesn’t mean you
should post every hour every day (detrimental on all accounts) to Facebook, but it means that
check-ins, tags, likes and comments matter. Tweets are timelier and are not aggregated to
larger audiences unless retweeted or connected via hashtag to a trending tweet/account. 16 So a
higher frequency on Twitter is not much of an issue.
 Social media is a two-way conversation. Establish who will listen in addition to who will
talk on the System’s behalf.
 Multiple posts at various times of day help to determine which content is the most
effective and what times of day offer the best reach. Most importantly, posting at a
consistent rhythm is important.
 Strive for an “80%/20%” balance between engagement and promotional messaging.

Choose the platform that best fits your needs.
Not all platforms are the same. Market to your audience, not to a platform. You must meet
consumers where they are. Focus on the strength of each platform. Invest in existing
platforms. Other opportunities require deeper examination by those who will be managing
them.
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Pinterest
In addition to Facebook and Twitter, the Mary Jacobs branch and the SCLS System maintain
Pinterest pages. Followers are low (45/15 respectively), but the content is lively and
appropriate. It should be relatively simple to pull Facebook Fans into the SCLS Pinterest page
just by being more overt in their promotion to users.
Branches without Pinterest pages should be encouraged not to start their own at this time, but
to instead to promote the already existing System-wide SCLS Pinterest page. Add the Pinterest
logo with link to the website. Most branches are linked to Yelp and Foursquare, two locationbased, consumer-rating platforms. Promote these platforms to encourage location-based
tagging.

A mobile strategy can also be a social media strategy. Encourage location-based
campaigns.
Whether it’s ‘take a Selfie in the stacks’ or ‘librarian on the shelf,’ location-based campaigns are
increasingly popular. Additionally, users will expect to be able to complete actions or use
services via their mobile device. Clearly the SCLS audience is downloading content to mobile
devices. Currently 18% of all traffic to the SCLS website is either from a mobile phone (8%) or
tablet (10%); Tablet access has grown by 24% in the last year while mobile is up 3%.1
 Location-based activities: Among geo-social service users, 39% say they check into
places on Facebook, 18% use Foursquare, and 14% use Google Plus, among other
services. 7


Some 50% of cell owners download apps; up from 22% in 2009. 8



18% of cell owners use Instagram, a photo- and video-sharing social media app with
signature filters, recently acquired by Facebook.6

System-wide social media campaigns should aim to generate content creators; branch
staff can act as content curators and encourage patrons to become content creators.
Strategies for curating and creating content: where to start:
The SCLS Social Media Committee should start with one well-planned and executed Systemwide social media campaign, launched after a new System-wide graphic identity is established
in digital and printed publications and in-branch signage (See “Somerset Stories” example in
appendix).



Establish ‘audience-centric’ strategies to engage fans and followers. The PR department
should communicate goals to the larger committee, which will create the plan. Branch
staff act as social media curators as well as creators.
Curators should be encouraged to program activities that invite the public to become
content creators to feed SCLS social media channels.
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Take advantage of holidays, oral history story collection, events and celebrations to ask
users to share their own photos or illustrations on a theme.
Add sharing elements to existing programs. Giving a cooking workshop? Ask
participants to post a picture of their creations at the end of the demonstration or the
first time they make the dish at home. Giving a knitting class? Have patrons post
photos of their finished product to Facebook or to the SCLS Pinterest page.

Make the SCLS website’s ‘sharable’ functions work for you. Upgrade the Calendar.
Event calendar items can technically be shared, but a lack of useable images on calendar pages
doesn’t optimize the content for sharing on social media. When links are shared on Facebook,
for example, images on the web page used when linking are automatically selected. Currently
calendar functions don’t provide any interesting visuals to catch the eye that social media can
pick up automatically.

Blogs add an opportunity for longer communications, telling a story, sharing an
array of content to a particular community.
Branches that manage their own blogs should continue to do so, but also be encouraged to
cross promote activities at sister libraries. Consider adding a blog feed to your homepage of
the SCLS website, or add a bridge page that offers links to all SCLS blogs. Promote blog posts,
when appropriate for the audience, to other social media platforms. This function can be
automated.
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PLATFORM-SPECIFIC RECOMMENDATIONS

TWITTER
According to Twitter, they have 200 million active users on their site, 60% of which
login via a mobile device. According to Pew Research, 18% of American adults use
Twitter; the most likely age group to be active on Twitter is 18-29 year olds. 15

STRUCTURE
Maintain one SCLS System-wide Twitter account with branch staff tweeting during
events.





Branches with existing accounts can phase out via messages and ask followers to
migrate to the System account. Currently there is no way to merge accounts or migrate
data between accounts.
SCLS is a resource for the community in addition to the voice of the library. The Systemwide account should also tweet or retweet important county-wide info and resources
(weather, school closings, traffic, etc.)
@SomersetLibrary (MA), @LibrarySomerset (Australia) and @SomersetLib (UK) are
already taken.
Possible Twitter account names could include @SCLSReads, @SCLS_nj. Adding NJ may
be helpful to distinguish SLCS from other Somerset Libraries.

MESSAGING
Use Twitter to directly engage partners in a real-time manner.






Mine current lists of followers on branch pages and directly engage their followers when
appropriate via tagging, direct messaging, strategic retweets and partnership.
Use hashtags strategically. Using a trending hashtag is a great tactic for raising
awareness about your organization with those who do not follow you. Or create your
own for each campaign.
Encourage the use of VINE videos that library users can create and share.
When promoting services, be sure to use links that drive traffic to the SCLS website.
Per Branch Analysis:
Warren Township and Hillsborough branches do well with messaging and
engagement. North Plainfield, in contrast, has less than ten followers, follows no
one, and when last checked, the last post was dated Sept 17, 2013. The Peapack &
Gladstone branch notes plans to revitalize social media efforts.5 Bridgewater has a
healthy follower/following ratio and could stand to increase the number of those
they follow appropriately. Message frequency was daily for the most part until June
16, when tweets ceased.
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INCREASING REACH ON TWITTER





Engage influencers and institutions. SCLS should directly engage educational
institutions, regional and local media, bloggers and book clubs.
Tagging partners, followers, press and bloggers gives you an opportunity to reach new
audiences.
SCLS could choose to “promote” their Twitter account (ads), tweets or trends to drive
leads, sign ups, increase word of mouth and build audience.
Find followers by mining your email address lists. Twitter provides step-by-step
instructions.

FACEBOOK
STRUCTURE & PROCESS
Use Facebook to drive traffic to the SCLS site, increase email lists.



Use links whenever possible in posts. Use a URL shortener, like tinyurl.com when
posting.
Add Freegal and Email Newsletter and sign-up tabs to branch Facebook pages and
promote to fans. Constant Contact offers a Facebook tab application, for those Branches
which use Constant Contact for their email newsletter this might be considered.

Sustain Facebook branch pages, with content shared to main SCLS page.







Merging similar pages owned by the same organization may not be possible. According
to Facebook, “If you're a manager-level admin of both Pages, you may be able to merge
duplicate Pages. This option is only available for Pages that represent the same thing
and have similar names.” Normally this would mean similarly named pages and you can
only submit a merge request to combine up to 5 pages at a time, so the process will take
several steps. Upon examination merging all accounts isn’t your best option.
The multiple branch/multiple pages approach is not ideal, but it is more common than
you may think—upon review, many academic libraries in particular have taken this
approach.
The PR/Marketing staff should manage the System Facebook page, sharing regularly
what is posted at branches. Furthermore, consider placing inexpensive Facebook ads for
the SCLS main page, then use messaging to direct fans to their individual branch.
Branch names vary and their Facebook page names vary too. It may be difficult to truly
standardize branch page names; however adding ‘NJ’ would give it a sense of place.
PR/Marketing should create branded graphics for the profile photo (smaller image at
top of page) that uses the SCLS logo and allow branches to update their main header
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page regularly. (See the social media assessment chart in the appendix for specific page
details).

MESSAGING & REACH
Social media messaging does not reflect the wealth of SERVICES that the Library
System offers. Staff should make a list of interesting facts about a service a branch offers and
start promoting. Provide behind-the-scenes access to how a library works, show workshops in
action.




Events are posted but Facebook posts don’t link back to the SCLS website.
Posts are infrequent with no real “voice.”
Facebook ads can be used to test messaging for larger campaigns.

Increase frequency of messaging, in addition to dynamic content (photos, video) and
drive traffic to the SCLS site in a meaningful way.
New algorithms introduced in 2012, which were designed to encourage advertising on
Facebook, slash the reach of any given Facebook post reach down to 16%.12 In order to
increase the reach of organic posts, SCLS needs to spur fans to engage with them directly on
the site.



Of the traffic Facebook refers to the SCLS website, most use it to access the locations
landing page of the SCLS website.
Engagement is low. Posts should seek to increase engagement and to better influence
the algorithm Facebook uses to determine the weight of aggregation of a post.
Different types of posts are given different weight. Links are favored over status
updates; photos and videos trump links. Other options include polls, photo albums and
targeted posts.

Final Report for Somerset County Library System (NJ) / Program Marketing Assessment
Prepared by Andrea D. Lewis & Michele B. Alexander

27 | P a g e

SECTION 3: WEBSITE
ASSESSMENT & ANALYSIS
Compared to previous design iterations, the SCLS website has improved as it has evolved to
include a variety of services, but the website’s current primary purpose is informational. SCLS
digital platforms do not reflect the high-quality experiences library patrons receive in person,
nor do they contribute to brand identity in any way. Visitors primarily gravitate to the search
function and access their community’s particular Branch section.
A recent change in 2013 to remove some of the clutter on the homepage had an impact. People
used search to find the information they needed faster, but while it cut the number of page
views per visitor, it also cut visits dramatically. The loss of 20% of unique visitors from last year
should be addressed in future planning. Visits via mobile devices are on the rise. The current
design is not unlike many libraries nationwide—its design is not responsive, with overwhelming
and overly academic copy and hidden links. Short term fixes can help, but ultimately SCLS will
need to invest in a redesign of the site to accommodate changing platforms and trends.
When focusing on service-oriented metrics it is important to ask “what services are taken
advantage of online?”, “How many people complete a given task successfully?” and “How can
we improve our website to make it easier for our patrons to take advantage of services offered
online?” Exploration of these questions provides a starting point for future website goals and
strategies.

The process: management of the SCLS website
Currently the Digital Services Manager oversees the SCLS website. He is responsible for making
updates and changes to the site and seems extremely capable, having been in the job for quite
some time. Even he admits, however, that he is more of a technician and not a graphic designer
or marketer.
During conversations he expressed the need for direction as to what gets featured on the site,
an increased flow of information to him for updates, and graphical support. Branch staff send
information to him directly, but he receives little from the existing PR/Marketing staffer. He
also participates in social media and tried to start a Social Media Committee last year but
meetings were sporadic. The Digital Services Manager is well aware of what the SCLS website
should aspire to be and should be involved in the redesign process. In an email he writes:
“My process and point of view is pretty simple, we need to make the SCLS website the
most user friendly, compelling, information rich, interesting place on the web, with
content being updated regularly by staff throughout the System.”
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There is a staff wiki that is used for internal communication that could be expanded to include
System-wide campaign information, a calendar, graphic resources and educational information
to share among staff. It appears that other online tools have been tried but not sustained.
Branch staff expressed some dissatisfaction with the system that manages the calendar and
describes a climate where initiatives fizzle out.

Basics

Google Analytics Terms

Who visits the SCLS website? User demographics: 1



Female (49%); Male (51%)
Age: 18-24 (27.5%); 25-34 (33.5%); 35-44 (15.4%);
45-54 (12.5 %); 55-64 (5.5%); 65+ (5.5%)

How people find the SCLS website:




1

Direct traffic accounts for 40% of visits.
Search accounts for 41% of visits.
Referral and other traffic account for 19% of visits.

New vs. returning visitors In 20131:
There were 1,016,421 visits by a total of 307,703 unique visitors from
January 1 to December 22, 2013.
New visitors account for 27% of web visits [275,133 visits].



New visitors access 2.34 pages/visit and spend 4 minutes and
54 seconds per visit.

Visit: The number of
individual sessions initiated
by visitors to your site, in
30 min. increments.
Visitors: The number of
unique visitors to your site.
Page View: a view of a
page on your site. If a
viewer reloads that page it
is counted as a second
page view.
Unique Page View: An
aggregate of page views
generated by the same
user during the same
session online.
Clicks: When a user clicks
on an active link on a page.

Returning visitors account for 73% of web visits [741,288 visits].
 Returning visitors access 2.56 pages/visit and spend an average
of 6 minutes and 50 seconds on the site per visit.
 A majority of returning visitors are a loyal, core audience. 32% visit at least 2x per
month; 23% visit 4x or more per month. 26% of users visit the SCLS website 2–6x per
year.
Other referring sites which drive traffic to the SCLS homepage include:
 Educational Institutions, including Raritan Valley Community College (Evelyn S. Field
Library), K-12 and educational websites.
 Local municipal/community sites and Patch.com (hyper-local media news) sites.
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Recent updates affect change.
Changes to the site in the spring of 2013 changed visitor behavior and statistics. The average
number of pages per visit dropped from 4.6 pages in March 2013 to 1.6 pages just one month
later. Visits also dropped 28% as did page views (-61%), but this may indicate two things:
visitors are finding the information they need more quickly and/or they feel no need to delve
deeper. Unique page views are the total number of unique pages on a website by a unique
visitor.



The promotion of services such as Freegal music downloads, Museum Pass reservations,
and Chat with a Librarian have benefitted from the additional homepage clarity. Unique
page views for museum passes were up 51% from 2012 alone. 1
The marked decrease of unique visitors to the site should be of concern. Unique visitors
to the SCLS website decreased in 2013 by 20% when compared to 2012 figures. New
visits, however, were up 9.85%.1

What are patrons doing on the site?




The search for content: Search activity accounted for 54.7% of all unique page views in
2013, including catalog search.
They access branch-specific pages: Branch related pages accounted for 15% of 2013
unique page views.
They access services: 3% of unique page views in 2013 were for the purpose of
attempting to complete a service online:
 Museum passes (11,501); SCLS mobile (10,827); Renew a book (8,005); Chat with
a librarian (3,392); Get a card (3,733); Mobile Resources (2,009); Holds (1,979);
Purchase request (1,803); Mobile apps (891)
 Freegal music service: The SCLS Freegal page garnered 6,351 unique page views
(8,626 total page views). According to the Electronic Resources Manager there
were 27,521 Freegal downloads from January 2013 to October 2013.
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Are users completing tasks successfully? 1
Examining exit rates asks the question “What was the last page a user visited before they left
the SCLS website?” Focus on the delivery of online services and track whether users complete
actions, such as museum pass reservations, placing a hold, etc. An exit rate percentage is
calculated by dividing the number of exits by number page views.









35% of visitors who reach the form to sign up for the Email Newsletter do not complete
that action.
Of the visitors who visited the Get a Card section of the site, only 10% of them actually
clicked through to the online form. This is perhaps because the link is buried in nearly
400 words of copy. 42% of them simply leave the
% of exits
from
SCLS
website altogether, likely because they are turned off
Online Service
from
a
1
by the amount of copy.
(exit pages .html)
designated
Of the users who visited the Museum Passes Bridge
page
Page, only 34% of them took the next steps to the
Freegal music service
49%
museum pass form page. Further study would be
Museum passes
37%
needed to determine the % of users who actually
(Bridge Page)
completed the task.
Museum passes by
23%
date
Not all exit rates are equal. Because of the use of QR
Get a card
42%
codes on the mobile apps page, it makes sense that
Get
a
card
form
30%
this has a high exit rate. The Freegal link’s exit rate is
new/ask
35%
slightly misleading because the link takes you to a
Renew (Bridge Page)
75%
Twitter feed. 75% of visitors who land on the ‘Renew
Hold
25%
Your Book’ bridge page exit the site—the link to
new/find
48%
renew takes the user to the catalog section.
Newsletter form
35%
The SCLS Homepage has a 64% exit rate—or in other
Mobile
33%
Mobile
App
50%
words only 36% of visitors do not leave the SCLS site
new/Mobile Apps
44%
after visiting the homepage—this stat may be
artificially high because catalog search registers as leaving the SCLS site.

The digital experience does not reflect the high quality brand projected at the branch
level. It does not fulfill their brand promise.
Short term changes should focus attention to pages which users seek to complete a service
online. How easy is it to check out or renew a book online, ask a librarian or reserve a video?
Consumer expectations are changing to include completing tasks online with ease. This not
only saves staff time but could increase overall participation figures.
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There is little visual consistency on web pages, from homepage to internal pages.
Copy is overwhelming and academic. Structure is
unclear.






There is little consistency in the color palettes and
templates used online. Furthermore what is meant to serve
as the main colors is dark and bland, not representative of
the life inside the library. Multiple designs contribute to
brand confusion. Consistent design of pages is needed.
Without it users find it more difficult navigate and may
experience frustration.
There are too many choices for a user to click on.
Navigation to the homepage is unclear on branchspecific pages.
The design is not mobile responsive. This means that
18% of visitors who access the site via mobile device are
having less than optimal experiences.
On a positive note, within the ‘Kid/Teens’ section of the
SCLS website there at least is a consistency of information
(events/search to the right, book recommendations to the left).



Web copy is bulky, academic,
instructional and duplicative.
Top-level navigation could be
combined, for example ‘locations
and hours’ could be moved to
under ‘About Us’. Website copy
needs to be simplified and
clarified. Links should be active,
not buried at the end of a chart,
list or paragraph. Use the power
of parallelism with consistent
headlines and messaging.
Respect your users’ time. (See
web copy writing tip sheet in
appendix)
After about 400 words of
copy, you find buried ‘click
here to apply online.’
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Other Important website elements considered:
Search: The search function currently allows the user to search the SCLS catalog, but not the
SCLS website. A site index link is located at the bottom of the homepage. Site search is an
important component, no matter how intuitive your site may be. On calendar pages icons are
helpful, and branch event calendars can be sorted by audience, but not by type of program.
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RECOMMENDATIONS: WEBSITE
The Digital Services Manager needs information from the PR/Marketing Director and
additional support from a graphics position in the PR department.
In the new PR paradigm, the graphic designer will also be responsible for assisting the Digital
Services Manager with design support. The PR/Marketing Director should provide relevant
campaign information in a timely way to the Digital Services Manager as well.

Develop strategies that engage more unique visitors, raising new visits to the website.
Give library patrons a reason to go to the website and remind them often to do so. Add inbranch signage promoting online services. Other marketing efforts are doing so little to drive
traffic to website that adding links to email newsletters and social media messages are likely to
have impact. Once you make changes, track metrics for at least 3 months before you assess
next steps and efficacy.

Redesign the website with a user-centric approach and using responsive design.
Mobile platforms require a responsive website.
You can’t avoid it. Before we know it more library patrons will access the SCLS website via
mobile than those via a laptop or desktop computer. Ultimately SCLS will need to engage a
design firm to create a consistent and responsive web design (UX- “user experience,” i.e. with
users in mind). A responsive design is one that automatically adapts to multiple platforms and
devices (i.e. desktop, tablet, phone). In the short term:






Revise the most important web copy and links right away. Add interest to the site
where you can. Focus on service-related process pages and main landing or ‘bridge’
pages. Revise copy and links first on these pages. Add images that include people at the
library to the site. (Refer to tip sheet in appendix.)
Conduct a content audit. Web crawlers can help automate collection of web content.
Complete an interim revision of copy and links; consolidate number of pages when
possible. In your website information audit, at least track the navigation title, page
name, URL, content hierarchy, and any applicable comments. Content-Insight.com
offers tools that can help to automate the process for at least a partial content
inventory.
Test the current site further for usability & navigability with library patrons. Can they
accomplish a few simple designated tasks? Analyze their behavior. (Resources list in
appendix).
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When redesigning the website for a responsive design, the following considerations are
important: 1
 Top Browsers: ie (Internet Explorer), Chrome, Safari, Firefox
 Top Mobile Operating Systems Accessing the SCLS website: Apple (iOS), Android,
Windows, Blackberry, Firefox OS, Samsung, LG.
 Top Devices accessing the SCLS website: Apple iPad, iPhone, iPod, Google Nexus,
Amazon Kindle Fire, Samsung Galaxy SIII, Samsung Stratosphere, Kindle Fire HD, and
Nook color.

A Web Page Design Team should oversee the website redesign.
The SLCS Strategic Plan already identifies a ‘Web Page Design Team’ and several other
committees and task forces related to mobile technology. Minimally, the Web Page Design
Team should include leadership—such as the Associate Library Director, Director of
PR/Marketing, librarians and other branch representation—and a designated project manager.
Staffing Implications: Website Redesign Project
The redesign of the website is critical and requires prudent project management and input from
all stakeholders. In addition to receiving guidance from a committee and work assigned to key
staff during the process, the redesign will need someone to manage the project, requiring at
least 15–20 hours per week. Tasks assigned to this individual, ideally housed in the
PR/Marketing department, could include content audit and review, RFP management,
committee scheduling and communications, and acting as the main contact for the chosen
design firm.
Website Goals: Options to track






Museum passes & music downloads – completed transactions
Mobile traffic Google Analytics
Email newsletter recipient list size – growth, click rates, open rates
Online event registration
Book-related activity: borrow, hold, purchase, renew online

New visitors
Increase new visits by 20%. Deepen their engagement.
Metrics: pages per visit and time spent on site
Focus on unique visitors and their unique page views. How long is the duration of their visit?
How many pages did they explore? Did they complete some task or service online?
Returning visitors
Increase engagement of returning visitors
Metrics: number of times visited per year, number of pages per visit, time spent, conversion
rates. Can you engage your core audiences to double the number of times they visit the site in a
year?
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SCLS MOBILE
13% of those ages 16+ have visited library websites or otherwise
accessed library service via mobile device. (6% in 2009)15

ASSESSMENT & ANALYSIS
The SCLS website currently offers e-books, audio, apps and several
mobile applications, using QR codes on the screen for consumer
access. New apps offer promising new services for library patrons.
 In 2013, 18% of traffic to the SCLS website was via a mobile device, up significantly since
last year and should be expected to grow.
Mobile traffic behavior differs from users who access the SCLS website via a computer. 1




SCLS Mobile users visit less than half as many pages as desktop visitors.
Average mobile pages per visit 1.67 pages; average desktop pages per visit is 2.75
pages.
Users who access the SCLS site via a mobile device also spend significantly less time on
the site than desktop users.
o Average visit duration for mobile is 1 minute, 59 seconds; desktop time spent
online: 7 minutes 29 seconds.
o When compared to 2012, the number of visits increased 24% via tablet and 3%
via mobile phone and decreased 34% via desktop computer.

RECOMMENDATIONS
Track mobile traffic separately using Google Analytics. Set filters, mark events and establish
goals to increase time spent, services rendered, and pages visited.
Promote mobile apps via social media platforms.
Most social media platforms are made for mobile. Promote mobile apps in traditional vehicles
and on social media platforms.
QR Codes on signage can be effective if what it leads to is helpful—or cool. Find unique ways
to give small treats to your audiences such as ‘Get a Sneak Peek’ or a ‘behind-the scenes’ look,
and access a short video about an author.
Employ “right now in the palm of your hand” tactics: Look for services that the library user can
complete using their cell phone like instant check-out, lending alerts/reminders.
 Services on site: text-to services such as due date reminders, ask a librarian and event
sign up.
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Mobile apps offered are really useful for library patrons. The current mobile version of
the SCLS site, however, requires more work of the visitor. They have to manipulate and
zoom in to press active links.
Encourage library patrons to use Instagram and share them via Facebook such as photo
contests, my favorite book or activities that give a sense of place and encourage checkins. Who is the “mayor” of your library on Foursquare?
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THE RISE OF MOBILE
The use of mobile technology (smart phones, e-readers and tablets) is on the rise—both
internet access via mobile device and the wealth of devices themselves. A smart phone is
essentially the internet in your pocket and has changed users’ expectations of efficiency,
immediacy and place. In fact, 63% of all cell phone owners now use their phone to go online;
8
21% of cell phone owners say they mostly access the internet using their phone.

The Demographics of Cell Phone Internet Usage8
The demographic groups most likely to go online using their phones tend to match those with
high levels of smart phone ownership. In particular, the following groups have high levels of cell
phone internet use:


Young adults: Cell owners ages 18–29 are the most likely of any demographic group to
use their phone to go online: 85% of them do so, compared with 73% of cell owners
ages 30-49, and 51% of those ages 50-64.



Non-whites: Three-quarters (74%) of African-American cell phone owners are cell
internet users, as are 68% of Hispanic cell owners.



The college-educated: Three-quarters (74%) of cell owners with a college degree or
higher are cell internet users, along with two-thirds (67%) of those who have attended
(but not graduated) college.



The financially well-off: Cell phone owners living in households with an annual income
of $75,000 or more per year are significantly more likely than those in every other
income category to go online using their phones. Some 79% of these affluent cell
owners do so.



Urban and suburban residents: Urban and suburban cell owners are significantly more
likely to be cell internet users than those living in rural areas. Some 66% of urbanites
and 65% of suburban-dwellers do so, compared to half of rural residents.

The Growth of Mobile Technology Ownership9




The number of Americans ages 16+ who own tablet computers has grown to 35%, and
the share who have e-reading devices like Kindles and Nooks has grown to 24%.
Overall, the number of people who have a tablet or an e-reader among those 16+ now
stands at 43%.
Up from 25% last year, more than half of those in households earning $75,000+ now
have tablets. Up from 19% last year, 38% of those in upper-income households now
have e-readers.
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APPS and SOCIAL MEDIA CAN DRIVE MOBILE STRATEGY
“Folks in this community aren’t online; they have smart phones but no computer.” - - (staff comment, focus groups)
Considerations for Mobile Connection at the
Library: 10

Online research services allowing patrons to
pose questions and get answers from librarians:
37% of Americans 16+ would “very likely” use an
“ask a librarian” type of service; another 36% say
they would be “somewhat likely” to do so.

Apps-based access to library materials and
programs:
5% of Americans ages 16 and older would “very
likely” use that service and another 28% say they
would be “somewhat likely” to do so.

Access to technology “petting zoos” to try out
new devices:
35% of Americans ages 16 and older would “very
likely” use that service and another 34% say they
would be “somewhat likely” to do so.

GPS-navigation apps to help patrons locate
material inside library buildings:
34% of Americans 16+ would “very likely” use
that service.
Graph: Neilsen “U.S. Social Media Survey 2012”. The
Neilsen U.S. Social Media Survey 2012 fielded from July 19
to August 8, 2012.
Copyright Neilsen Company 2012
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NON-INTERNET USERS (NIUs)
Focus group discussions revealed a concern amongst branch staff that digital touch points
further alienate a county population that doesn’t have internet access. “Residents may have
smart phones, but they don’t have internet access.”
2013 December SCLS Survey Comment:
“Although we engage patrons through social media, a great number of our loyal patrons
are seniors, and we do not want to alienate that important sector of the population by
focusing uniquely on social media. People are still reading newspapers and magazines,
and press releases and event listings in local publications are still a big draw to our events
for children and adults.”
– Warren Township Librarian
As of May 2013, 15% of American adults ages 18 and older do not use the internet or email.
Asked why they do not use the internet: 14
 34% of non-internet users think the internet is just not relevant to them, saying they are
not interested, do not want to use it or have no need for it.
 32% of non-internet users cite reasons tied to their sense that the internet is not very
easy to use. These non-users say it is difficult or frustrating to go online, they are
physically unable, or they are worried about other issues such as spam, spyware and
hackers. This figure is considerably higher than in earlier surveys.
 19% of non-internet users cite the expense of owning a computer or paying for an
internet connection.
 7% of non-users cited a physical lack of availability or access to the internet.





Though they themselves do not go online, these self-described non-internet users
often report that the internet touches their lives: 14
44% of offline adults have asked a friend or family member to look something up or
complete a task on the internet for them.
23% of offline adults live in a household where someone else uses the internet at home,
a proportion that has remained relatively steady for over a decade.
14% of offline adults say that they once used to use the internet, but have since stopped
for some reason.

The reality is that the internet has become so integrated into our lives many no longer
distinguish between platforms. And mobile is on the rise—both internet access via mobile
device and the wealth of devices themselves.


57% of American adults use their cell phone to go online. And 21% of cell phone owners
say they mostly access the internet using their phone.8
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The number of Americans ages 16 and older who own tablet computers has grown to
35%, and the share who have e-reading devices like Kindles and Nooks has grown to
24%.9
Overall, the number of people who have a tablet or an e-book reader among those 16
and older now stands at 43%.9
Up from 25% last year, more than half of those in households earning $75,000+ now
have tablets. 9
Up from 19% last year, 38% of those in upper-income households now have e-readers. 9

Overall, most adults who do not use the internet or email do not express a strong desire to go
online in the future: 8% of offline adults say they would like to start using the internet or email,
while 92% say they are not interested. Researchers also asked offline adults whether they
would need assistance going online if they did wish to do so, and found that only 17% of all
non-internet users say they would be able to start using the internet on their own, while 63%
say they would need assistance. 14
Even among the 85% of adults who do go online, experiences connecting to the internet may
vary widely. For instance, even though 76% of adults use the internet at home, 9% of adults use
the internet but lack home access. Groups that are significantly more likely to rely on internet
access outside the home include blacks and Hispanics, as well as adults at lower levels of
income and education. Finally, while most home internet users
have broadband in some form, 3% of all adults go online at home
via dial-up connections.14

RECOMMENDATIONS


Don’t ignore traditional media. Be sure to obtain
awareness in press, printed publications and signage.



Provide free workshops and technology ‘Petting Zoos’
where library patrons can test out and learn about new
devices.



Target non-internet users for hands-on workshops. Pair
up youth volunteers to help teach seniors how to navigate
and engage online. Some SCLS branches, for example the
Warren Township branch, have ‘Savvy Social Media’
programs planned for April 2014.



Offer a quality mobile site—users may not be online
traditionally, but mobile device adoption rates indicate
that soon mobile will be king.

Director George Sheetz stands in the Scurved Technology Petting Zoo at the
Batavia Public Library. The desk is a
hands-on area for patrons to experience
devices that can be used as e-book
readers. The library has eight readers
available.
http://www.dailyherald.com/article/201302
17/news/702179910/
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MOVING FORWARD
The absence of centralized public relations and marketing functions can be felt on all levels,
from Administrative marketing and IT staff to branch directors, librarians and other branch
staff. The breadth of recommendations in this report may seem overwhelming, but the current
conditions at SCLS are not uncommon. It is not unusual for dedicated staff to focus on their
work excellence without recognizing the lack of internal systems or the need to improve them.
If approached in a measured way, using a collaborative process, the results will strengthen
working relationships, increase efficiency, reduce costs, and build on the great work already
being undertaken.
MARKETING & PUBLICATIONS
The foundation of this work rests on the creation of a new PR/Marketing department. The
importance of beginning with the hiring of staff to build up this function cannot be emphasized
strongly enough. This team, their knowledge, expertise and work style will set the tone for the
creation of new internal systems and policies. It will also support the rebuilding of trust in
relationships.
Once the team is in place, work can begin on the development of new internal practices and
policies that better serve staff needs related to program marketing and support the delivery of
outstanding public service. Convening a committee is the first step in identifying publication
needs and new processes to support publication production as well as policies and processes
for other communications platforms that make up the mix of a well-balanced marketing effort.
After laying this groundwork, the Marketing Team identified in the strategic plan, and led by
the PR/Marketing department, can begin the task of creating a System marketing plan.
SOCIAL MEDIA
This report contains a multitude of recommendations, but not everything needs to happen at
once. Take the time to properly plan and strategize System-wide efforts so that the first efforts
are thoughtful, goal-oriented and engage both library staff and patrons in a positive way.
Branch staff needs to see positive results in order to build trust and faith in the efficacy of
online vehicles.
First steps: Assign social media responsibilities to the PR/Marketing department. Charge the
Social Media Committee with establishing social media policies for staff, choosing a sustainable
system for sharing and scheduling social media content and determining which metrics best
inform new social media goals. Only then can you begin to plan a System-wide effort. Provide
branch staff with tools, workshops and information on best practices and encourage the
posting of dynamic content with increased frequency. Identify influencers and reach out to
them.
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Both Twitter and Facebook launched IPOs in 2013 and next year Facebook turns ten years old.
Facebook, which is still expected to grow audiences next year, now faces a different paradigm:
they have become the largest cache of data of all social media platforms while others, like
Twitter and Snapchat, have become more targeted to specific audience demographics. Take
advantage of trends: Use hashtags, play with Pinterest and encourage micro-videos. According
to Mashable.com, the four next big social media trends include:
 Micro-videos: micro-videos on Twitter (Vine) or Instagram are expected to become
even more popular.
 Google+: This platform is trending upwards and with the powerhouse Google behind it,
that’s no surprise.
 Hashtags on Facebook
 Pinterest: This visual platform with increasing audiences recently received a facelift.
Improve performance on Facebook, Twitter, and Pinterest before moving on to include new
social media platforms.
WEBSITE
The first step to envisioning a new SCLS website is to define its expanded purpose, not only to
serve as an informational tool but also as a delivery vehicle of a wide variety of SCLS services.
An increase in the completion of online services could save significant branch staff time,
contribute to the perception of SCLS as a technology leader, and raise the number of services
rendered. Activate the Website Design Committee as suggested. A copy audit and subsequent
simplification of copy on important pages should be first steps. Concentrate on the process of
streamlining the delivering of online services and consolidate duplicate information.
The Website Committee should develop user profiles of the top 3–4 library patrons, consider
further usability testing with actual library patrons, and use that information to inform future
responsive design. Establish user-centric web goals. Information included in this report will also
help to inform your needs to a design firm.
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REFERENCES & RESOURCES
NOTATIONS
1 – Google Analytics review (stats-Jan 1, 2013 – Dec 22, 2013) “Out of Library” (Library IP excluded)
2 – As per discussions with Library Director and Digital Service Manager, Nov/Dec 2013 – Estimated
active database 94,000. Total social media audience as of 12.24.13 = 3,006 (Google Analytics)
representing 3.19%.
3 - “Facebook Users Are Uploading 350 Million New Photos Each Day” by Cooper Smith. 9.18.13
4 - “Photo and Video Sharing Grow Online” by Maeve Duggen, Pew Research Center’s Internet &
American Life Project
5 - Survey Monkey of SCLS staff – “email and social media marketing” comments and results.
6 - “Social Networking Sites” 8.5.13 by Joanna Brenner and Aaron Smith, Pew Internet Project
8- “Cell Internet Use 2013” 9.16.13 by Maeve Duggan Research Assistant, Pew Internet Project /Aaron
Smith Senior Researcher, Pew Internet Project
7 - “Pew Internet: Mobile”: Pew Internet American Life Project “Mobile” 9.18.13 by Joanna Brenner
9- “Tablet and E-Reader Ownership Update” 10.18.13 by Lee Rainie and Aaron Smith, Pew Internet
Project
10 - “Library Services in the Digital Age” 1.22.13 by Katheryn Zickuhr, Lee Rainie, and Kristen Purcell
12 - “Facebook tells brands the percentage of Fans who see posts” by Todd Wasserman. 5.24.12
13 - “Simply Smart: Web Writing for Users in Mind” Presentation at November 2013 edui conference by
Rebecca Blakiston and Samantha Barry.
14 -“Who’s Not Online and Why,” a September 25, 2013 study by Kathryn Zickuhr Research Associate,
Pew Internet Project
15-“Mobile Connections to Libraries” 12.31.12 by Lee Rainie, Katheryn Zickuhr, and Maeve Duggan, Pew
Research Center’s Internet & American Life Project
16 - Listening – Social Media Behavior Lessons From the Private Sector Presentation at November 2013
edui conference by Dean Browell

PERSPECTIVES ON MARKETING YOUR LIBRARY
Marketing Your Library
Marketing Plan Workbook
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Implementing a Marketing Plan – SAMPLE from South Central Library System (WI)
Montgomery County Public Libraries Marketing Plan - SAMPLE
E-NEWSLETTER RESOURCES
Developing Effective E-newsletter Content – SAMPLE Best Practices created by the University of
Washington
Dissection of Good E-newsletter Content
E-newsletter Gallery – For ideas & inspiration (what’s possible)
CAN-SPAM Act
CAN-SPAM Act – FCC Guide
TOOLS
How to Put Together an Editorial Calendar

ADDITIONAL READING: WEBSITE/SOCIAL MEDIA
“Can I Quote You on That? Social Media Guidelines for Library Patrons” by Joe Hardenbrook.
"Social Media for Academic Libraries" By David J. Fiander. Social Media for Academics: A
Practical Guide. Ed. Diane Rasmussen Neal. Oxford: Chandos, 2012. 193-210.
“Best Practices in Social Media for Academic Libraries” –Examples of how academic libraries use
social media
“Best Practices – Academic Libraries and Social Media” by Deimosa Webber-Bey. This
presentation has been developed to frame the conversation about social media usage by the
Brooklyn College Library. (Prezi)
“How to Conduct a Content Audit” by Donna Spencer on UXmastery.com.

Final Report for Somerset County Library System (NJ) / Program Marketing Assessment
Prepared by Andrea D. Lewis & Michele B. Alexander

45 | P a g e

APPENDIX
(files attached)
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LIBRARY PEER PROFILES & AWARD WINNERS
Examining the work of peers can be of great value. While the goal is not necessarily to
replicate, there is much to be learned from the good work of others. As SCLS looks to realign its
marketing functions, it is recommended that staff examine the history within the system,
current needs, and the practices of other organizations. The process can provide clues to a
path for success as you seek your best fit.
The following are two profiles of library marketing departments, their staffing, and how
marketing staff interact with branch staff. These libraries were selected not for their exact
profile match with SCLS, but to illustrate, in part, that libraries that are very different can
employ similar internal processes that lead to successful outcomes. They were also selected, of
course, for the strength of their marketing.
___________________________

Cecil County Public Library
Elkton, MD
Budget: $4.2M
Branches: 7
Marketing Staff: 2
Staff Positions:

Community Relations Specialist - Educate the community at-large about
CCPL’s events, services, resources and news. Develop community
relationships and partnerships in support of CCPL and services. Marketing
and public relations for CCPL, the Friends and CCPL Foundation.
Foundation fundraising via annual campaign and publicity coordination
with Friends group.
E-Branch Manager - Manage all aspects of website, including adding and
refreshing content. Track website statistics and usage; troubleshoot with
patrons having difficulty using e-materials; team leader for social media;
graphic design for fliers, newsletters, reports, brochures.
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Publications:

Library Link – Newsletter featuring programs published five times/year
(Jan/Feb/March, April/May, June/July/August, Sept/Oct, Nov/Dec). All
branch programs are included in this publication; programs that do not
make the publication deadline are publicized through the website or
subsequent issues of the newsletter. An electronic version of Library Link
is also distributed.
Staff are currently considering adding or converting to monthly “Branch
at a Glance” event sheets for each branch.
Monthly “frontline marketing” materials that support specific programs,
services or initiatives at the library are also employed. Examples include
fliers at checkout and the reference and children’s desks. Staff also wear
stickers with conversation prompts related to programs or services—
“Subscribe to our LINK via email.”

Posters & Fliers:

Posters and fliers are created for events as publicity needs require, but
not for every program. For “special or big” events more materials are
produced than for a regular program.
No specific limits are currently set for the production of posters and
fliers. Approximately 2/3 of programs have associated fliers. However,
there are concerns about “flier fatigue” and new guidelines are likely on
the horizon.
All fliers have the same footer—logo, social media, branch location,
phone and email along with standard wording about sign language
interpretation.

Other Publications:

Annual report, brochures about services and special initiatives, advocacy
pieces, summer reading program, and thank you posters for corporate
sponsors to name a few.

Process:

Branches complete a program planning form that is submitted to their
Branch Manager for approval then submitted to the Assistant Director for
final approval. Once approved, program is entered online into Evanced.
Community Relations then downloads reports and creates the Library
Link events newsletter.
Branch program planners use a graphics request form to request fliers
and other publications. They also have access to flier templates. They do
not create other publications or signage related to publicity.

Final Report for Somerset County Library System (NJ) / Program Marketing Assessment
Prepared by Andrea D. Lewis & Michele B. Alexander – January 2014

2|Page

The Community Relations Specialist is on the orientation schedule for
new hires and speaks with them about the process of working with that
department and the support they provide to branches.
Media Relations:

Preference is that all official communications come from the marketing
department or administrative staff. Community Relations Specialist is the
primary contact, sends press releases and news briefs to local media and
pitches stories about services, large initiatives or special events (author
visits, living history, expensive presenters). Reporters often visit
branches to speak with staff about programs.

Website & Blog:

All website changes and updates are controlled by the E-Branch Manager.
The blog is featured on the library homepage and is administered by the
marketing department. Staff are encouraged to submit content.

Social Media:

A team of seven staff, led by the E-Branch Manager, administer the
library’s social media sites. There are five active “posters,” and each is
responsible for a different day of the week. Mission fit was analyzed
before determining which social media platforms to join. They use
Facebook, Twitter and Pinterest. Hootsuite is used to help manage social
media accounts. They do have a social media policy for the system.
The team meets quarterly to discuss longer term goals and stays in
contact weekly via email to exchange ideas and new program and event
information.

Programs:

1,129 programs in 2013 (calendar year)
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Cleveland Public Library
Cleveland, OH
Budget: $50M
Branches: 31
Marketing Staff: 3
Graphics Staff: 5
Staff Positions:

Director of Marketing & Communications, Assistant Director of Marketing
& Communications, and a Marketing Administrative Assistant. There are
five people in the Graphics Department—4 graphic artists and one person
who handles print production.
They employ an outside firm for social media and some media relations,
including press releases.

Publications:

A monthly program guide, monthly online newsletter, staff newsletter,
and branch program fliers. All programs are not in the program guide,
just the major programs as well as services like tutoring, featured
databases, programs for kids, ebooks, etc. Individual branch fliers do
have all programs for that branch.
Monthly e-newsletter that features upcoming special programs and new
services as well as books.

Posters & Fliers:

Fliers are produced for programs that will have system-wide appeal. Most
of them are at the Main Library. They rarely do posters as not all
branches have a place to put them.

Other Publications:

Brochures to advertise things like educator library cards, group tours,
bookmarks or brochures by genre, age group or interest,
subject/department brochures, computer class brochure, also signage,
banners, etc.
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Process:

Branches submit program information online to the Programming
Department using a Google document. The Programming Department
and Director of Marketing & Communications decide which programs get
what type of listing.
Branches do not produce any of their own publications although
sometimes the Marketing & Communications Department will send them
a PDF to reprint if they only need additional copies of a particular
publication. There is a “Save the Date” card on the staff intranet that
branches can use to remind patrons of a program. These are printed at
the branch.
The Library has a manual and a staff intranet in which forms, instructions,
etc. are posted to guide branch staff in working with the Marketing &
Communications Department (as well as other departments).

Media Relations:

Press releases and media relations are both handled solely by the
Marketing & Communications Department.

Website & Blog:

The Director of Marketing & Communications works closely with the Web
Applications Manager to do graphics for the website. The content
sometimes comes from Marketing & Communications, sometimes from
Programming or Subject Department Librarians. Marketing &
Communications decides on a monthly basis what goes up on the website
as far as homepage rotating graphics and promotions.
A few of the Subject Departments have their own blog and run it
themselves. The system does not have one.

Social Media:

Social media is handled by an outside PR firm. They work in tandem with
the Director of Marketing & Communications and the Web Applications
Manager. Marketing & Communications provides a schedule of content.
They do have a social media policy for the system and will pull something
if it is inappropriate. The PR firm works with Library staff if an issue
comes up that they cannot answer. The Library is on Facebook, Twitter
and Pinterest.

Programs:

Approximately 7,000 annually
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AWARD-WINNING PEERS
The American Library Association’s John Cotton Dana Awards for excellence in public relations
are a rich source of examples for exemplary work and creativity. Here are a few to check out
from the 2012 & 2013 awards:

Arlington Public Library, Arlington, TX created “Become a Part of Our Story: Volunteer!” – built
around clear, clever, creative job descriptions, turning each position into a character, such as
“Book Doctor,” “Heritage Sleuth” and “Library Secret Shopper,” with a charming graphic design
to reinforce the fresh approach. This campaign brought 365 volunteers to orientation sessions
and increased volunteer hours 112 percent.
Richland Library (South Carolina) used customer experience workshops with 400 staff members
to “change from the inside out,” identifying the Library’s brand promises to the Richland
community. The brand promises became the Library’s foundation for defining what the
customer can expect from the library.
Cedar Rapids Public Library, Cedar Rapids, IA rebranding campaign led up to the rebuilding of
the main downtown library, which was devastated in the flood of 2008. The CRPL turned this
tragedy into an opportunity, inviting the community to broaden its expectations of a great
library and recognize the tremendous library experience available today. The campaign saw a
36 percent increase in library cards issued, a 54 percent increase in program participation and a
44 percent increase in unique website visitors.
Texas Tech University Library (Texas) used several print and electronic channels—even 3-D
animation—to successfully reach its student population through six keywords: Action, Create,
Help, Relax, Green and Connect. The creative graphical representations of these words could be
seen all over campus, and the results were impressive, including a 110 percent increase in
student use of the library’s e-resources and a 60 percent increase in Facebook fans.
The Craighead County Jonesboro (Arkansas) Public Library “Meme Your Library” campaign
engaged their community in a new way and positioned them as a 21st Century Library. The
campaign, styled after popular ecards, resulted in increases in usage both physically and
virtually, including an increase in mobile site visits by 118 percent and program participation by
more than 100 percent.
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Social Media Case Studies:
Cleveland Public Library (Cleveland, Ohio):
5,872 Facebook Fans; 7,417 Twitter Followers

•
•
•
•
•
•
•

Sign up for “Off the Shelf” Email newsletter tab built into FB page
Integrates Pinterest/YouTube
Use of colorful images, video, other dynamic content
Use of #hashtags
Minimum daily frequency
Promotion of resources, workshops and events at library
Posts promote hands-on activities at branch, drive traffic to main website.

Cecil County Public Library (Elkton, Maryland)
1,778 Facebook Fans; 1,068 Twitter Followers; 226 Pinterest Followers
•
•
•
•
•
•
•
•

Posts daily at minimum.
Sign up for Email Newsletter tab
Library Catalog Search Tab
Timely, relevant content (watch a rocket launch, traffic/weather)
Use of photos, video, memes
Promotes content, services & programs
Regular ‘Staff Picks’ feature with photos
Not afraid to be funny!

Example: Thanksgiving messaging includes:
• Integrates library’s blog, comment is a question posed to followers.
• What book character would you invite to your Thanksgiving Day dinner (with photo)
• Promotes e-magazines (Cooking) – asks followers about their recipes.

New York Public Library (New York)
106,000 Facebook Fans; 300,076 Twitter Followers; 28,237 Pinterest Followers
• Posts 2-4x/day, daily
• Integrates blogs, Pinterest, Instagram, Events tabs
• Timely campaigns: “Tell Us your Story” campaign
• Ongoing campaigns: NY Times Bestsellers, Book of the Day
• Promotes services, events, workshops and panels at library

Tuscarawas County Public Library New Philadelphia, OH
2,322 Facebook Fans; 402 Twitter Followers; 70 Pinterest Followers
• Daily posting frequency
• Consistent use of photos; Pre-during-post event postings, with photos
• Albeit poor design, a branded look (FB/TW/Website)
• Integrates catalog search, e-book/audio, Pinterest, Freegal Music, downloads,
“Bookletters” (sign up for Email alerts of new releases).
• #Teaser Tuesday campaign – use of hashtags, (could apply to music or film)

Stats as of Nov 2013

Social Media Case Studies:
Cleveland Public Library (Cleveland, Ohio):

Stats as of Nov 2013

Social Media Case Studies:
Cecil County
Public Library
(Elkton, Maryland):

Stats as of Nov 2013

Social Media Case Studies:
New York Public Library (New York):

Stats as of Nov 2013

Social Media Case Studies:
Tuscarawas County Public Library
New Philadelphia, OH

Website
Twitter
& Pinterest

Stats as of Nov 2013

WEBSITE CASE STUDIES
UNC Chapel Hill Academic
Libraries
http://library.unc.edu/
A UX designed site:
•
•
•
•

•

•

Module and Responsive
Drop down menus
Simple copy, service oriented
Upper tabs (Research Tools,
Use the Library, Research &
Learning
Social media and comment in
top right and easy to find.
Background image is one of
several that rotate – images reflect core user profile.

Scrolling down the homepage, the
user accesses secondary
information.

Social media is communicated as
one collective chorus of library
system:

• You will notice that the library
has several Facebook pages –
different collections,
departments, and interests.
However branches are
marketed as one collective
voice.
• Like buttons and counts are
inserted into the html.
• A tweets feed keeps the page
fresh
• Blogs are also represented
together as a choir of voices.

WEBSITE CASE STUDIES
Robert Kennedy Library, CAL POLY
http://lib.calpoly.edu/
•
•
•
•
•

•

Modular design with rotating image/stories
Social media buttons are easy to find and at the top and bottom of scroll. Twitter feed
directly below updates automatically
Librarian Chat/Help segment (center)
Feedback tab in upper right and Search tab clearly identified.
The Top Right Navigation identifies the four user profiles (Students, Faculty, Community,
Alumni)

Below the scroll on the homepage can
reserve a room or a computer, look up
a floor map, or access an events
calendar.

WEBSITE CASE STUDIES
Los Angeles Public Library
http://www.lapl.org/
•
•

•
•
•

Clear information
architecture
Rotating stories
highlight services,
events and more.
‘find it’ search button
and function
Social media buttons
are easily found.
Left hand navigation is
geared towards the
user and what they
want to do; top level options are institutional.

Below the Scroll
• Book Highlights and recommendations
(sorted by interest) event listings with
active links, blog posts and social media
feeds.
• The user can access the most recent social
media content easily.
• Blog posts are sharable on Facebook and
Twitter or via email.
• They even offer a TEXT TO service to ASK A
LIBRARIAN!

Campaign Example: EXPLORE SOMERSET: “Somerset Stories”
Goals:
o Integrate System-wide publications, the in person and online experience and social
media platforms into a System-wide campaign.
o Creates communication system where administration and branch staff communicate as
a team to engage residents on all library platforms. Campaign analytics can be tracked
to find additional, future efficiencies and hone messaging.
o Increase unique visitors to the SCLS website and grow social media audience by 15%.
Strategy:
Use System-wide campaign to drive online traffic to the SCLS website in a measurable way.
Create system wide, branded campaigns that integrate a branded experience for in branch,
online and on social media platforms.
Tactic: Quarterly System-wide campaigns (4-5wks each?) emphasize the SCLS mission pillars:
o CONNECT: Book clubs, community conversations, open mic, job builder, tech/IT skill
training
o EXPLORE: Speakers, workshops, children’s programs (explore the environment, explore
science, explore geology, etc)
o SHARE: Cooking demonstrations/sharing events, book clubs, community conversations
o DISCOVER: Online learning, Genealogy, Ethnic diversity, workshops, local history AND
cultural institutions.

Somerset Stories:

Learn about and connect with your community: past/present/future
In-Branch: Programming (local historians/history, scholars and authors, learn about cultural
institutions, Humanities Council, Historical Society, Community College, local
hero’s/celebrities/history makers); signage; marketing materials, Book display on topic; oral
history sharing days, storytelling programs;
• KPI—Benchmark borrowing rates of those ‘if then’ books and see if they increase; Event
attendance, surveys
• Sharing Station in each branch library.
Online: Dedicated web page for campaign, changes quarterly. is a portal to Sharing Campaign,
“Somerset Stories.”
Engage residents to share their stories: How many generations have lived here? Who is new
and what was your experience when you moved here? Did you go to school here? What’s
Somerset like today? How is SCLS an active member of that community?

Michele Alexander. Draft as of 11/29/13 SCLS Project

Benefits:
• KPI—Track analytics to that page via Google Analytics. Hashtags and Facebook posts can
be tracked and types measured for success (video vs photo?)
• Addresses goal: increase engagement on social media platforms and encourage content
creation by library users/residents in a way which can be analyzed and measured.
• Integration of social media on a system wide level (individual branches would link back
• Integrates online with branch experience. Can be promoted in System-wide Email
Newsletter and branch-pubs.
• Potential to add mobile and location-based component ) i.e. ‘checking in’ to local
landmarks, scavenger hunt, etc.).
•

The SCLS website has a dedicated page “Somerset Stories: page whereby visitors can
contribute their ‘Somerset Stories.’ It may contain a list of suggested reads represented
in branch and helpful links, but primarily it will offer a platform to collect and share
stories about Somerset County and its residents.
o Free Sharing Platforms available to the user might include www.soundcloud.com
(audio), www.Youtube.com (video), and www.Instagram.com or
www.Facebook.com images and via simply typing the story into a text box.
o Important elements: posting policy with ‘click’ box to agree to terms language;
moderate instructions may be necessary; simple instructions and lead questions
may be helpful. Allow for anonymity.
o Opportunity to integrate blog/RSS feed

•

Social Media Integration: Somerset Stories Campaign
o Facebook: potential posts include historic photos and iconic places (caption
this!) promotion of programs, in relation to the suggested reading.
 Asking questions of followers, quotes from web submissions. Submissions
could be promoted any number of ways, in branch as well.
 Could be integrated into Facebook as a tab (see NY Public Library Case
Study, attached).
 Facebook ads can be a cost-effective way to test messaging and promote
pages.
o Twitter: Tweet photos, links to new posts, archive news stories, quotes from
posts, related books/authors, promote events with dedicated hashtag
(#SCLSstories)
 Examples of deliverables needed to give to branch level staff: Facebook
header for week of campaign launch (2 would be best); the link to the
web page they should use, etc. The Marketing Department may want to
also provide branch staff with particular twitter names they should be
encouraged to tag, or ‘like’ via Facebook. Others include a few branded
images with messaging or campaign logo.

Michele Alexander. Draft as of 11/29/13 SCLS Project

2011 Social Media Plan: Columbus Metropolitan Library

Situation Analysis:
Columbus Metropolitan Library’s social media plan last year was a tremendous success. We
learned a lot and exceeded expectations. For example, a year ago CML had approximately
3,500 Facebook “likes” and now we have 18,500.
We implemented some items that worked and others that didn’t. For example, LinkedIn was an
initiative we outlined last year, but after examining it more closely we determined not to spend
much effort towards LinkedIn at the time. We felt we needed to do a few things really well and
then expand in 2011.
The bar has been set high for CML’s social media initiatives and the 2011 plan takes additional
risks, but stays within the overall strategy of the organization. Social media can’t do it alone; it
must work with the organization’s existing and future strategies in order to have the most
impact.
This year’s plan highlights some unique programs that build on our existing success and creates
more opportunities for our customers.
Goals:
• Maintain CML’s presence in social media while creating unique customer experiences.
• Customize features for identified customer audiences (i.e. genealogy, small business,
teens, etc.).
• Utilize social media in the rollout and launch of columbuslibrary.org.
• Continue to build relationships with local bloggers.
• Integrate Friends, Foundation and Volunteers into our communication efforts as it relates
to social media.
• Locally and nationally, continue to position CML as an industry leader in social media.

Tactics:
CML Blogs:
•

•

We have developed strong relationships with several local bloggers and it might be
interesting to allow a few guest blog posts throughout the year. For example, the book
that changed Nate Rigg’s life, the best cookbook from Hounds in the Kitchen, favorite
children’s book from CBus Mom.
Each CML blog should have an RSS feed option so people can receive the latest blog
posts in their email.

Columbus Metro Library SM policies.
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•

There are several blogs that review books or discuss genealogy and we need to find a
better way to develop relationships with these individuals. CML bloggers could reference
one of their recent posts or profile some of their favorite blogs to read.

Blogger Relations:
•

•

Research our existing blog relationships and find topics that might benefit their blogs.
This would be a specific “pitch” schedule that would address their interest. For example,
Andrea with Off Her Cork is going through classes to be a nutrition/life coach, are there
books we can suggest? Nate Riggs focuses on the Gen Yers and building his business,
is there something in SBN that might be of interest to him?
We also think a few of the local bloggers would enjoy participating in a Ready to Read
Corps Ride-a-long. Maybe we offer three ride-a-longs in one day and each blogger is
paired with a Corps team.

Facebook:
•

•
•

•

Our Facebook page has 18,500 people who have “liked” us which is a tremendous
number. Our age ranges are from 13 (or younger) to 55-plus and we are currently
communicating the same way to everyone. We need to find ways to customize specific
information by creating custom tabs for teens, locations, kids, eReaders and volunteers.
It is also time to survey/poll our Facebook “likes” to ensure we’re providing the type of
content they need/want from CML.
Last year we ran a Facebook ad that created thousands of additional “likes” and we plan
to continue to utilize Facebook ads for certain programs or areas of focus. It would be
appropriate to develop a Facebook ad for Summer Reading Club or other programs.
This would be customized and more specific to the demographics we’re trying to reach.
Work with Gale to add unique Facebook applications to the page in order to continue to
engage customers.

Twitter:
•
•
•

•
•
•

Develop two Tweet Chats that can engage specific customers and utilize staff expertise.
@LibraryJennifer could host a monthly CML book club Tweet Chat where she’ll be able
to use her expertise on behalf of the library.
Robin Nesbitt will host a Tweet Chat from @ColumbusLibrary account where she’ll
address questions involving eReaders, what’s next, new books published, etc. These
chats could be weekly or monthly.
Develop specific Twitter lists that could include teen authors, book clubs, etc.
Assist Patrick Losinski in maintaining and adding content to his Twitter account. Develop
a content calendar if deemed necessary.
Include Tweets that discuss Friends of the Library, Foundation and volunteers.

Columbuslibrary.org:
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•
•
•
•
•

Redesigning the website is a large initiative for CML and our social media tools can be
developed so we’re offering customers a unique experience.
Develop a Facebook survey/poll to ask people who have liked us what is most important
to them on our site, what would they like added or deleted, etc.
Allow individuals on Facebook to comment and offer suggestions on a beta site.
Solicit local bloggers such as Walker Evans and Nate Riggs to review the beta site and
provide feedback.
By leaking the site in advance, we create interest and additional attention (in the social
media space) once the website officially launches.

Speaking Engagements/National Articles:
•

•

•
•
•
•

Our social media initiatives are gaining interests locally and nationally and we need to
continue to pursue ways to increase the attention and position CML as a social media
leader.
This year, we should build on this experience and find ways to present to additional
industry conferences as well as those related to marketing, public relations and social
media.
We have submitted a proposal to PLA 2012 to discuss social media and will know if
we’ve been selected in March.
Last year, we were interviewed for books on libraries using social media and wrote a few
articles regarding the topic.
Consider submitting award entries for Public Relations Society of America (PRSA) Prism
Awards or AMA’s awards.
Submitted proposal to speak at OLC’s October conference regarding ways to use social
media in a levy campaign.

YouTube:
•
•
•

Our YouTube channel has 69 subscribers and our videos have received more than
53,000 views.
We need to continue to provide content on YouTube because it helps share our story.
When the redeveloped website is live, it will be important to have video uploaded there
as well.

Measurement:
•

This often depends on the social media tool we’re using. For Twitter we can tell which
tweets received the most attention and how many people clicked on one of our links.

Columbus Metro Library SM policies.
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•

•

Google Analytics continues to be the tool that is preferred in order to determine traffic to
our site or Facebook page. The marketing department needs access to and additional
training in Google Analytics.
In regards to the blogs, it’s important that each blogger has an RSS feed so people can
subscribe to receive their posts directly in their email.

Additional Applications:
•

QR codes – CML could develop QR codes throughout certain areas of Main Library
where individuals can snap a picture of the QR code in order to receive a message. This
could be used with information about historic facts, library messages, promoting
Summer Reading Club, etc.

•

FourSquare and Facebook Places – At the very least, CML needs to claim its
organization on these websites in order to maintain consistency. It is possible to add
Facebook Places to our Facebook page, but by doing so we’ll lose some customizable
features such as a welcome page. We should continue to monitor this activity, but not
invest too many resources in developing a program specific to these tools. If the right
opportunity comes along, then we should find as many ways as possible to use the
program.

•

Groupon – Offering deals to the masses is a huge trend at the moment and while we
don’t often have things to sell, we could consider offering discounted Friends of the
Library membership. It is typically 50% off and might create additional exposure for the
Friends as well as new members. If this is something we should consider, the proposed
next step would be to talk in detail to Groupon.

•

Mobile apps/website – While columbuslibrary.org is being redeveloped, we should not
lose track of our next steps. We should seriously consider developing a mobile app or at
the very least an intuitive mobile website. While this might rest in DS/IT, marketing will
play a major role in this initiative.

Future Marketing Strategies:
•

As we move forward on new initiatives such as health literacy, we’ll need to determine
how social media fits within the overall marketing strategy. Some initial thoughts would
be to involve local bloggers who focus on organic cooking (Hounds in the Kitchen) or
running (Off Her Cork).

Columbus Metro Library SM policies.
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Content Element
Sub-Header (if needed)

Frequency
BiWeekly
Monthly
Weekly

Where to Post
Other

FB

Twitter Google+ LinkedIn

Other

Who Will Provide the
Content?

Frequency

Content Element
Daily

Media Type
Photo
Video
Link
Status only (question/conversation starter)
Contest
Topics That Matter to Our Brand
Global reach/impact
Social good
Sustainability
Entrepreneurism
Audiences Involved in Content
Faculty
Students
Alumni
Regularly Published Notable Content
Student Bloggers
Alumni Bloggers
Forbes weekly article
Washington Post weekly article
Podcast series (via iTunes, YouTube)
Faculty profile video series
Events
Alumni/Admissions events around the globe
Conferences
Reunion
Student club events
Celebrations/awards
Misc.
Rankings
Holidays
Emergencies

Weekly

BiWeekly

Where to Post

Monthly

Other

X
X
X

FB

X
X
X

X
X

Twitter

X
X
X

X

X
X
X
X
X
X
X
X

X
X
X
X

X

X
X

X

X
X

X
X
X
X

X
X
X

X
X

X

X
X
X
X
X
X

X
X
X
X

X
X

X
X
X
X
X

Other

Art Director- updates via Flickr
Media team- updates via YouTube
Beat editors
Misc.
?

X
X
X
X

Director of media relations- intl' hits
Student beat editor/alum beat editor
Sustainability director
iLab contacts

X

Beat editors
Office of Student Affairs
Alumni beat editor

X

X
X
X
X

X
X
X

X
X

X

X
X
X
X

X

Google+ LinkedIn

Who Will Provide the
Content?

X
X
X
X

X
X
X

X

X
X
X

X

X

X
X
X

X
X
X

X

X

X

X

Check RSS
Check RSS
Media relations
Media relations
Check RSS
Check RSS
Alumni event calendar
General events calendar
Alumni Services
OSA
Misc.
C&M Director
Check UVA Calendar
Misc.

Somerset County Library System
Social Media Assessment

Platform
SCLS Library
Bound Brook
Memorial
Bridgewater
Township
Hillsborough

Manville
Mary Jacobs
Memorial

Facebook/ (#fans)
/Somersetcounty-librarysystem (218)
/Bound-brookmemorial-library
(274)
/Bridgwaterlibrary
(273)

Peapack &
Gladstone

/PGlib (109)

Warren
Township

Watchung

Totals:

Frequency: every few days, not
consistent; Posts photos
occasionally.

@bwlibraryNJ
(249 F)
@HillsboroLibNJ
(74F)

/Manville-publiclibrary (8)
/Mary-jacobsmemorial-library
(294)
/ North-plainfieldlibrary (264)

/Somervillelibnj
(206)
/Warrentownship-publiclibrary (217)

@PGLteen – (5F)
following no one

@Warrenlibrarynj
(349F)

Watchung-publiclibrary (85)

2,329

Detail
Tabs for Digital library, Pinterest,
RSS feed, “Welcome” Search;
rd
posts in 3 person

/Hillsboroughpublic-library
(381)

North Plainfield

Somerville

Twitter

677

Frequency: about once every 10
days; Posts some photos
FB/TW logos not on SCLS
website (links but no images);
uses lots of photos; Frequency
every 2-3 days
FB not on website; only posts
event notices, last post Aug 22
not on website; uses photos, but
few links to SCLS website. “Call
to Register language”
Link to Social media not on
website. Posts photos, Uses
Memes
Has a Survey Monkey tab
(buried). Pushes event listings,
but uses no images.
Recently re-opened. Teen focus.
They have 2 map tabs (?)
Frequency: every other day; Has
a ‘Welcome’ tab that doesn’t
load.
Nice use of photos. Frequency of
posts: Daily, but doesn’t often
post links to website. Teen
focus.

= 3,006 total audience (as of 12.24.13)

Social Media Checklist
Answer these questions to help solidify your social media strategy before you and your colleagues begin a
campaign or to steer current efforts:
BRAND
Who are we?
What do we stand for?
What do we want to be known for? What are we known for already?
What is crucial to our mission, our reputation?
What content do we already create that could help us bolster our branding?
What topics/keywords/elements do we want consistently involved in our posted content?

AUDIENCE
Who do we want to reach?
Where are these audience groups already engaged in social media conversation?
Which platforms work best for which audience groups?
What content does our audience want? What do they consistently enjoy?
How can we offer a steady stream of desirable content to our audience that will illicit action?

GOALS
Given the results of what we want for our brand and who makes up our audience, what specific goals
do we have for our social media efforts?
Do we have goals per platform (Facebook vs. Twitter vs. LinkedIn Company or University Page)?
Do we have goals per audience group (alumni vs. prospective student vs. faculty)?
Do we have goals per branding topic/keyword (global vs. thought leadership)

MEASUREMENTS
What specific metrics will indicate success or failure for your above listed goals?
How will we gather these metrics and track them over time, as well as display them for others?
Who are our competitors and what metrics would be helpful to track in terms of their social media
performance?

RESPONSIBILITIES
Who is in charge of which platform?
Will multiple people have access to post within a platform?
Who is responsible for listening across platforms?
Who will respond to direct messages?
What is the set tone or voice of our posts?
With what consistency should we post? Can we establish an ideal rhythm?
Who will supply relevant content for posts?

WRITING FOR THE WEB.
SOME TIPS:
Users don’t read on the web, they skim. Make
your users feel smart, not overloaded by your
website!

COPY

o Include only what is truly necessary on
the page. Stick to one or two main
ideas, based on a keyword.
o It is okay to relax your more formal
style. Use a conversational tone.
o Short paragraphs are alright—so are
one sentence paragraphs. The
standard mobile screen page text
should be no more than 100 words
total – two paragraphs of 50 words at
most.
o Minimize commas, get rid of hyphens and semicolons.
o Use active words. Don’t use too many adjectives together or nouns together. Use simple
language. Instead of “Library Catalog” you could say “Find a Book” or “Inter-library
Loan” you could say “borrow from another library.”13

STRUCTURE

o Users don’t read—they scan online, and generally their eyes follow an “F” pattern when
they first scan content on the web.
o Organize your content with users in mind.
o Use the power of parallelism: Use meaningful headers to create structure and
consistency.
o Keywords are more important than ever. Be sure to use the keywords or ‘trigger’ words
that improve your search-ability. Help the search engines to find you.
o Tables are for organizing content when you have ‘if/then’ parameters.
o Replace pages with long monotonous instructions – streamline those processes instead
o Only number instructions. Otherwise befriend the bulleted list.

LINK SMART

o Use key words in links. Don’t bury your call to action link at the end of a long paragraph.
(see SCLS’s “get a library card” page)
o Eliminate any “Click here” language and replace with keywords or active instructions.

SCLS: Social Media & Website Report attachments, Michele Alexander (1/16/14)

WEB USABILITY TESTING SERVICES ONLINE
CMS software:
•
•
•

Drupal.org
SilverStripe.org
Joomla.org

Heatmapping and Navigability:
•
•
•

Clicktale.com
Mouseflow.com
CrazyEgg.com

Usability Testing:
•
•
•

Loopo11
Usertesting.com
Optimizely.com

Cardsort Tools:
•
•
•

Optimalworkshop.com
TreeJack: Information Architecture validation
Uxpunk.com

Apps for checking the mobile version of your site:
•
•

W3.org
ipadPeek.com

Miscellaneous:
•
•
•
•

Invisionapp.com (shares Images) – Prototyping & Collaboration
Balsmiq.com – Wireframe testing/mockups
Unbounce.com – quickly build landing pages for A/B testing
VisualWebsiteOptimizer.com – A/B testing, heatmaps, Usability, Targeting

Mobile:
•
•

Clicktail.com – Analyze pinches, zooms and swipes
Heatdata.com – heatmapping mouse movements and scroll research

Other Options:
•
•
•
•

Intercept surveys (2–3 questions at MOST)
Compare desktop to mobile behavior
Poll on Facebook/Twitter
Surveying via online platform, such as Survey Monkey
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