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2
Bring Your 

Library to Life 
with a Story
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Why Tell a Story?
Storytelling is a powerful form of communication and learning. 

Compelling stories can effectively influence the attitudes, perceptions, and 

behaviors of your local community. Stories that do this depict transformative 

libraries and passionate librarians who are involved in the community and 

making a difference. According to the study “From Awareness to Funding,” 

released in 2008 by the Online Computer Library Center, “Voters’ attitudes, 

perceptions and behaviors, not their demographic profile, are the most 

important determinants of willingness to support increases in library funding.”

Compelling stories inspire and engage people and change the way people 

think about things. They help people understand and make sense of what they 

do and why they do it. Stories can help people learn, absorb, remember, and 

share information.

Storytelling Is Good for Your Library
Businesses use storytelling to share their vision, sell their products, 

and attract the best employees. Libraries can use stories too. We can attract 

new members, create passionate advocates, and even reinvigorate our existing 

members.

Stories Help People Make Sense of Facts
People usually forget facts and figures before a conversation has even 

begun. A good story can paint a clear picture that allows a person to feel what 

you are saying, and this creates a memory that will stay with them long after 

they have forgotten the facts.

Stories Help Libraries Be Advocates
The ability to tell a story about an orga nization and the programs, 

products, and ser vices it provides is essential in developing advocacy and 

instilling a sense of community in those who use our libraries.

•	 Many factors affect how people view libraries and the need for their 

library’s funding.

•	 Advancements in technology have challenged the traditional value 

of libraries as centers for research.

•	 An increase in disposable income has resulted in an ownership 

mentality that values purchasing items over borrowing.
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•	 A decrease in reading across the population has lowered the value of 

an establishment that provides free books.

•	 Tight budgets in municipalities have put libraries in competition for 

funding with such essential ser vices as police forces.

To create support and a new vision of value, libraries need to create new 

stories that ring true to their communities. Stories will help you achieve that.

What Makes a Good Story?
A good story touches people. It finds the common human denominator 

and paints a vivid description that anyone can relate to his or her own personal 

experience. A good story has conflict and resolution. And most important, it is 

authentic and told with sincerity. A good story is also fairly short.

Are Testimonies and Stories the Same Thing?
Testimonies are written comments by satisfied customers that praise 

your orga nization and staff. Chances are that your library has collected such 

comments for quite a while. You may have posted them on the Web or even 

used them as examples of how well your library is performing. Testimonies are 

nice. They focus on what the library has done well or how a staff member was 

helpful. Stories take testimonies to the next level and show how that positive 

experience had an impact on a person’s life.

Telling a Great Story
The easiest way to tell a great story is to break it into three phases: 

beginning, middle, and end. Filmmakers call this the three-act structure, 

and with a little adaptation of this format, you will be able to create powerful 

stories.

Timing
Timing is everything when it comes to telling your story. Too much time 

in one section will make it too slow and risk boring the listener, but not enough 

time will leave themes underdeveloped and can leave your listeners confused. 

Following an adapted three-act structure with a shorter format offers an 

excellent outline:

•	 Think of your story in four quarters.

•	 The first act of your story (the beginning) should make up the first 

quarter of the story.
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•	 The second act of your story (the middle) should take up the next 

two quarters.

•	 The third act of your story (the ending) should make up the last 

quarter of the story.

So if you have eight minutes to tell your story, you’ll want to spend two 

minutes on the beginning, four minutes on the middle, and two minutes on the 

ending.

Beginning: The Setup
In the beginning of the story, you can introduce the characters and briefly 

tell the listener what the story is about and the circumstances surrounding the 

action to set up the story.

•	 Describe the main character. This is the person who will undergo a 

transformation as a result of using your library. Give the listener a 

brief visual image of this person; share a characteristic that will help 

your listeners identify with this person.

•	 Explain why you are telling the story.

•	 About halfway through the beginning, introduce the specific event 

that causes your character to take action.

•	 Tell the listener about the circumstances that are driving your 

character to take action.

•	 Right before you wrap up the beginning, tell the listener that your 

main character has taken on a challenge to take that action. (Don’t 

tell the outcome yet. That comes later.)

Depending on the length of your story, the beginning could be as short 

as thirty seconds. But it can be difficult to include all that information without 

running into the next section. An easy shortcut is to include brief descriptions 

that will let listeners quickly identify with what you are saying and let them fill 

in the blanks.

Set the Scene
Who could ever forget the first line of Isak Dinesen’s novel Out of Africa: 

“I had a farm in Africa, at the foot of the Ngong Hills”? Well, our stories need 

to set the scene just like the wonderful novels you enjoy reading. The only 

problem is that we have only a few sentences in which to accomplish this feat.

Because you’ll be talking about your community, your best bet is to use 

the places, phrases, and news items that the community can easily identify.
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For example, “When such-and-such company laid off workers, Mary 

Jones was one of the fifty people who suddenly found herself without work. She 

never minded sacrificing her own needs, but it really hit her hard when summer 

rolled around and she didn’t have enough money to buy the books her two 

children needed as part of the summer reading list their school assigned.”

What are the easily identifiable events in your community? High-profile 

news items, popular destinations, community events, personal milestones such 

as anniversaries and birthdays, and increased property taxes or gas prices affect 

entire communities.

Middle: The Confrontation
The middle of your story tells about the obstacles the main character 

faces in an attempt to resolve the challenge you described in the beginning. This 

is where the drama develops. Ideally your character should face at least two 

turning points.

The first turning point should happen about a quarter through this 

section. For example, this might be when your character is about to achieve 

success but it falls apart.

The second turning point happens about midway through, when your 

character almost gives up hope of achieving success. For example, this might 

be when your character is at the lowest point and farthest away from finding 

resolve.

Ending: The Resolution
You’ve now got your listeners totally engaged. They are feeling your 

character’s struggle. Here in the ending all those conflicts meet, and in one final 

moment your character finds resolve. Applause, applause!

The ending is also where you connect the dots between your character’s 

success and the library. Don’t expect that people will make the connection; you 

must do it for them. Include phrases such as “without the library,” “because of 

the library,” and “because the library was there.”

The ending is also the place where you ask people to act. What do you 

want your listeners to do? Be specific. Tell them how to do what you need them 

to do. Should they go to a website, call the mayor, sign up for a program, check 

out a book? Make sure you tell them exactly what you want them to do.
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Tips for Great Storytelling
1. Keep it interesting. Once you have a reader’s attention you need to keep 

the story interesting by adding the details that will make it unusual 

enough to motivate people to want to read further. Compelling stories 

include surprising twists that distinguish the story from other stories. 

What makes your story different than all the others?

2. Don’t forget to include one or two turning points. In motivational stories 

the main character should overcome an obstacle that leads him or her 

to certain specific actions. Conflict creates the drama that moves a story 

along and gives meaning to the character’s actions. The obstacles don’t 

always have to be enormous, but they do need to be identifiable. Think 

of the conflicts your customers face in their lives. Who can say that they 

have enough time in the day? But combine the conflict with an important 

assignment. For example, a businessperson whose computer crashed 

in the morning is waiting for an essential document for a proposal she 

is presenting, or a person who doesn’t own a computer needs to fill out 

online applications for a job. Conflicts such as overcoming poverty, 

despair, or frustration are fairly generic and apply to a larger audience. 

The greater the conflict, the more rewarding is the successful outcome.

3. Connect with your audience by creating an authentic emotional 

experience. When your audience completes the journey with your 

character, they will have shared that experience. It is important to keep 

this journey authentic or else you’ll risk breaking the audience’s trust. It is 

always tempting to put on a better spin, to add a little overstatement, or to 

stretch the story to fit your needs, but the first rule of a good motivational 

story is to keep it authentic.

4. Keep it real. Don’t try to turn a heartwarming story into a tragedy. 

Sometimes obstacles are small and personal. When they are told well, 

your audience will identify with the story, and that’s what you want.

5. Make sure that the message of the story supports your library. If it 

doesn’t, you might not be telling the right story. If you are working to 

create a word-of-mouth movement, the message of the story could become 

the piece that gets communicated from person to person, so don’t be 

afraid to create a catchy phrase for it.
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Stories for WOMM
People love to share stories, which are a vital element of effective 

WOMM. Chances are, though, that people will not tell your story the same 

way you did. They’ll embellish some parts and forget details in other parts. If 

you are telling a story you hope will be shared, make sure that you start and 

end with a connection to your library. Keep the story line simple and don’t use 

too many details. For example, if you tell your story at a meeting, include a 

written version as a handout. It could be on an index card. The Maryland State 

Department of Education designed postcards with photos of the people they 

have helped, and each postcard featured that person’s story. Postcards are cheap 

to print, and you can design a different card for each story. You can keep the 

design as simple as a photo and text.

Iowa’s Telling the Library Story Tool Kit
The Iowa Library Ser vice Areas and the State Library of Iowa created 

the Telling the Library Story Tool Kit (available at www.silo.lib.ia.us/for-ia-

libraries/tell-library-story/index.html) to assist Iowa libraries in explaining and 

demonstrating the value of their ser vices in order to increase use of and support 

for libraries. Whether you need a bookmark, a template for an annual report, 

or suggestions for talking with policy makers, this comprehensive site has what 

you need.

Beyond Words
The Vancouver Public Library conducted a story contest a few years back 

and received more than 350 stories about their libraries. The stories are still 

posted online at www.beyondwords.ca. The following two paragraphs set the 

stage for a poignant story and demonstrate how powerful a story can be:

Walter Ernst 1931–2005

In late February 2005 my Father, Walter Ernst, began to take the 

business of dying more seriously than he had before. Or perhaps those tall 

dark feathered angels that surround all of us finally took more notice of him. 

Either way the end result was the same. And I quickly found myself sitting 

beside his bed while he spent nine days leaving the world.

As we neared the end of the shadowy stages of dying my Mother dropped 

a piece of paper on my lap. It was a simple request to write an essay on the 

impact of Public Libraries in one’s life. That night we again sat and talked 
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around my Father’s bed. We spoke about the libraries here in British 

Columbia and the books that have shaped us.

Everyone is always talking about how libraries have 
changed or how valuable we are to a community, 
but when push comes to shove, stories about real 

people are the ones that will make your point .

Story Banks
Story banks are collections of stories that an orga nization can use for 

their advocacy, promotional, and media efforts. Your orga nization probably 

already has a stack of “can we quote you” or similar complimentary statements 

from your customers with a line or two about how happy people were with 

a ser vice you provided. That’s a good beginning, but what if the media calls 

looking for a story about how your library is helping teens, or what if the 

mayor wants a specific example of how your library is helping seniors? To be 

truly effective, you need a method of collecting stories that includes contact 

information.

The Southeast Library System in Minnesota collects stories on its web page 

as part of its advocacy efforts. The library tells its customers why it needs the 

stories and how it will use them. It also provides a simple online form. Here is 

the library’s request, from www.selco.info/resources-for-libraries/advocacy/:

We need your story! Tell us how the public library has helped you and/or your 

family. These stories are to be compiled in a statewide brochure that will be 

distributed to the people who decide on library funding issues. By filling out this 

form, you agree to have your name, home library, and county listed in the brochure. 

However, not all stories will be included in the brochure due to space limitations. If 

you are you willing to speak with legislators about the value of your public library, 

then please list your contact information below (home address, phone and/or 

e-mail). Your contact information will be used only for this purpose. Thanks for 

Being a Contributor to Our Statewide Collection of Library Stories!
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Steps to Creating a Story Bank
Before you create a story bank, take some time to think about how you 

will use the stories—to advocate for financial support, to promote a ser vice, to 

create a buzz online, to bring more people into your library, to get more people 

to go to your website, to use on promotional materials, to pitch stories to the 

media or respond to stories from the media. Knowing how you will use the 

stories will help you decide what kind of information you’ll collect, how to store 

that information, and how often you need to update the stories.

1. Create a story-bank web page and link to it from your homepage. 

The page should tell what the story bank is, why you are collecting stories, and 

any parameters you’ve established for sharing the stories.

2. Create an online form. It is important to be able to speak with 

the people who offer you their stories. You may need to obtain additional 

information, update the story, or call to ask if a reporter can contact the 

storyteller directly.

The form should include essential basic information: name, address, 

phone number, e-mail, and an area for the person to type in the story. Other 

questions you may want to include are the following:

•	 May we publish your name in connection with your story?

•	 May we use all or part of your story (or share it with library support 

orga nizations) in marketing, publicity, or fund-raising efforts?

3. Keep the stories up to date. To be effective, stories need to be 

authentic and timely. People move; their experiences change. Ideally, you should 

periodically update your stories, but if time is an issue, make sure that you call 

the person before using the story.

Stories for Advocacy: Solving Life’s Problems
Nancy pulled together a marketing and advocacy campaign for the New 

Jersey State Library and the New Jersey Library Association using oral, written, 

and multimedia stories. In the first year, they’re holding a contest to encourage 

libraries to collect stories from their customers, create story banks, and produce 

multimedia productions of those stories. Libraries are being provided with a 

manual and training opportunities. In the second year the State Library and 

the New Jersey Library Association plan to use the stories for a statewide 

marketing and advocacy campaign. The manual and details of the campaign are 

posted online at www.solvinglifesproblems.org.
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Story banks are crucial elements of advocacy campaigns. Politicians 

always want stories from their constituents. Including the addresses of those 

who provide stories makes it easy for you to select the appropriate story.

Quick List of Questions to Guide Your Story Contributors
•	 What’s your most memorable experience at the library?

•	 Why do you visit the library?

•	 What have you learned at the library?

•	 How have librarians helped you?

•	 How does the library save you money?

•	 How has the library changed your life?

•	 What would your life be like if you didn’t have your library?

•	 What is the best class you’ve ever taken at the library?

•	 What is the best program you ever attended at the library?

•	 Did you discover a book at one of our public libraries that changed 

the way you look at the world and your place in it?

•	 Did you meet someone significant at the library?

•	 Did something amusing make your day?
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The Multnomah County Library: Guiding Customers 
to Tell Their Stories
The Multnomah County Library in Oregon includes specific questions to guide 

people in telling their stories. You can use this concept to gather stories for 

specific programs, ser vices, or initiatives that you want to support or promote.

A selection of Multnomah County Library stories will be posted on this website 

and may also be used in other promotional materials. So, tell us:

•	 What’s your most memorable experience at the library?

•	 Has a library book changed your life?

•	 Why do you visit the library?

•	 Why does Multnomah County Library deserve everyone’s support?

•	 What have you learned at the library?

•	 How have librarians helped you?

•	 What’s your story?

The Multnomah Library collected quite a few stories. I can envision the 

following story as a centerpiece of any presentation, but can you imagine the 

impact it might have when told to a group of potential funders?

I have an autoimmune disease. What this means is that I can’t leave the house by 

myself and I can’t do very much. I spend a lot of time in bed and there are only a 

few activities I can still do. But my love of reading has sustained me. Since I can’t 

work I don’t have money so the library has become a huge resource for me. I can put 

several books on hold at once and send my mom to get them for me or pick them up 

when I have a doctor’s appointment. In other’s stories I can escape my illness and 

experience theirs for a while. Thank you so much for your online catalog; without it, 

my life would be much less thrilling.

Anonymous Library: Hollywood



137

A
Academic Search Premier, 39
Administrators, 15, 19, 62
Adsoftheworld, 110
Advertising, 89
Advisory Group, 127
Advocacy, 2, 26, 32, 33, 34, 74, 75, 76, 

77, 95
Advocates, 26
AdWords, 89
Agarwal, Amit, 13
Agaveblue, 113
ALA, 20, 74
Allen County Public Library, 81
Amazon, 15, 21, 88
American Institute of Graphic Arts, 113
Andersen, Katya, 132, 133
Anderson, Chris, 20, 21
Anello, Jason, 14
Archives, 110
Art Directors Club, 113
Assessment, 127
Audience, 2, 6, 10, 15, 20, 22, 30, 38, 39, 

40, 41, 49, 50, 55, 59, 63, 65, 66, 67, 
71, 80, 81, 87, 89, 92, 95, 98, 104, 105, 
112, 113, 126, 129, 133

Avellar, Linda, 58
Awareness, 63, 71, 94, 130

B
Benefit statement, 39
Best practices, 135
Bidirectional, 101
Bleed, 116
Blip.tv, 96
Blog, 3, 10, 13, 14, 15, 18, 19, 23, 46, 47, 

52, 69, 74, 80, 81, 82, 83, 84, 85, 86, 
87, 88, 94, 95, 97, 100, 110, 126, 133

Blogger, 75, 84
Blogout, 87
Blogversation, 81
Blowers, Helen, 80
Boilerplate, 53
Book clubs, 98
Book review, 15, 19
Brand, 5, 21, 65, 69, 89, 117, 130
Brand czar, 122

Branding, 122, 123
Brownsburg Public Library, 59
Budget, 2, 21, 27, 47, 62, 70, 74, 89, 94, 

95, 113, 126, 135
Buzz agents, 9
Buzz marketing, 20
BzzAgent, 11

C
Call to action, 74
Campaign, 2, 3, 4, 9, 11, 12, 16, 20, 23, 

33, 34, 74, 77, 89, 92, 110, 130, 132, 
133, 134

Capitol advantage, 74
Cardioid, 101
Casey, Michael, 16
Celebrity endorsement, 20
Censorship, 22
Central Jersey Regional Library 

Cooperative, 13
Charlotte Community Library, 130
Clearinghouse, 122
Clip art, 110, 113, 114
CMYK, 117
CNN, 15, 58
Cohen, Noam, 90
Color palette, 123, 127
Columbus Metropolitan Library, 80
Comments, 15, 23, 27, 69, 75, 76, 80, 81, 

82, 83, 87, 91, 104, 134
Community calendar, 50
Community marketing, 21
Content management system, 80
Contributors, 34, 85
Craigslist, 113
Creative Commons, 18, 92, 105, 110, 114

D
Danbury Library, 47
Databases, 38, 39, 40, 41, 42, 66, 94
De Jong, Maryelle, 47
Designer, 17, 111, 112, 113, 115, 116
Design firm, 112, 113
Dinesen, Isak, 28
Domkoski, David, 49
DPI, 115

Index



138

E
Economic crisis, 5
Electronic resources, 38, 40, 41, 42
EPS, 116

F
Facebook, 10, 11, 13, 14, 22, 23, 75, 76, 

77, 81, 87, 88, 90, 91, 92, 94, 97
Fact sheets, 52
Federated search, 41
Ferguson Library, 58
Flickr, 13, 18, 23, 58, 68, 76, 81, 89, 92, 

93, 110, 114
FlickrStorm, 114
Focus group, 6, 127, 130
Font, 122, 123, 133
Freelance designer, 112, 113
Friends, 9, 93
Funding, 2, 26, 27, 32, 56

G
Ganged printer, 110, 117, 118
Gettysburg College, 41
Gimp, 110
Giveaways, 65, 66, 67, 68, 69
Godin, Seth, 4
Google, 4, 47, 48, 75, 89, 96
Google Analytics, 19, 40
GoPetition, 74
Grassroots marketing, 21
Grid test, 104
Guest bloggers, 87
Guru, 113

H
Hashtag, 91
Headline, 53, 56
Hetzell, Carole, 77
Human interest, 51
Hypercardioid, 101

I
ID block, 53
Illustrator, 116
Incentives, 11
Influencer, 3, 5, 6, 8, 9, 10, 11, 12, 13, 14, 

18, 20, 22, 127
Influencer marketing, 21

Internal marketing, 123, 130, 131, 132, 
133

Interview, 49, 70, 101, 102, 104
iStockphoto, 110, 114
IT department, 41, 80
iTunes, 10, 11, 15, 100
Iverson, Marsha, 50

J
Jakprints, 110, 117
Jamesburg Public Library, 77
Jaskot, Pam, 8, 46

K
Kaltura, 96
Kenton Library, 55
Key message, 12, 64, 71, 75, 133
King County Library System, 50
King, David Lee, 91
Kingsland, Jane, 9
Kinko’s, 118
Klaene, Robin, 55

L
Library Garden, The, 85
Legislator, 32, 74, 75
Levine, Jenny, 83
Librarian du jour, 83
Library of Congress, 93, 110, 114
LibraryThing , 15
LinkedIn, 23, 76
Logo, 41, 116, 117, 122, 123, 129
Long tail, 20, 21

M
Manifesto, 17
Marketing plan, 41, 80, 132
Materials, 67, 110
Measurable, 3, 63, 64
Media advisory, 54, 55
Media list, 47, 48
Media page, 76
Message, 2, 3, 4, 9, 10, 12, 13, 16, 17, 18, 

20, 21, 22, 23, 30, 53, 59, 64, 65, 66, 
69, 71, 74, 75, 76, 80, 85, 89, 90, 91, 
114, 133

Microblog, 13
Microphone, 101
Microsoft Publisher, 113, 123



139

Miracle, Manuela, 46
Mobile marketing, 92
MOO, 38, 88
MTV, 69
Multimedia, 33
Multnomah County Library, 35
M Word, The, 85
MySpace, 10, 13, 22, 87, 90, 94, 95, 97

N
Networking, 63
New Jersey Library Association, 33
New Jersey State Library, 33
New-media, 46, 47, 89
New-media marketing, 17
Newsletter, 2, 10, 12, 18, 38, 48, 57, 65, 

67, 68, 69, 76, 87, 89, 95, 118, 123
Newspaper, 12, 39, 46, 47, 48, 50, 51, 55, 

56, 57, 58, 83, 89, 130
News release, 51, 52, 55, 90
New York Public Library, 77
Niche marketing, 21
Nonprofit, 20, 21, 22, 58, 96, 112, 126, 

131, 133
Nonuser, 6, 8, 128

O
Obama, Barack, 23
Office printer, 118
Ohio Library Council, 77
Omnidirectional, 101
Online Computer Library Center, 26
Open house, 133
Outreach, 21, 62, 64, 67, 71

P
Pantone, 117
Petition, 74, 75
Photo-op request, 55
Photo permission, 94
Photos.com, 110, 114
Photoshop, 110
Podcast, 3, 84, 98, 99, 100, 101, 102, 105
Political leaders, 74, 96
Politicians, 10, 34, 62
Portfolio, 110, 111, 112, 113, 134, 135
Poster, 2, 10, 69, 110, 118, 123, 129
PowerPoint, 80
Pownce, 13, 22

PPI, 115
Press release, 46, 47, 48, 53
Printed materials, 12, 13
Professional printer, 118
Programs, 10
Promotional materials, 10, 21
PSA, 58, 59, 95
Publication wall, 132, 133

Q
Questionnaire, 7

R
Repositioning, 126
Results, 10, 11, 17, 50, 58, 63, 80, 110, 

111, 113, 114
RGB, 117
Robert Lauterborn, 88
Robin Hood Marketing, 132
RSS, 13, 47, 100

S
Scribd, 75
SEO, 48, 58
ShareThis, 13, 86
Shutterstock, 110, 114
Siarny, William, 130
Signage, 65, 66, 123
Skype, 106
Slang, 127
SlideShare, 18, 90
Slug, 53
Social network, 2, 8, 9, 10, 13, 14, 18, 20, 

22, 47, 74, 75, 76, 77, 81, 83, 86, 88, 
89, 90, 92, 96, 97

SocialTwist, 13
Somerset County Library, 46
Southeast Library System, 32, 75
Special collections, 21
State Library of North Carolina, 8, 46
Stephens, Michael, 16, 87
Stock photo, 110, 113
Story, 4, 12, 13, 15, 16, 18, 23, 26, 27, 28, 

29, 31, 32, 33, 34, 35, 46, 50, 75
Story bank, 32, 33, 34
Storytelling, 26, 30
Style guide, 81, 122, 123
Succession planning, 135
Supporters, 22, 74, 76



140

Survey, 6, 8, 76, 97, 98, 130
SurveyMonkey, 76

T
Tacoma Public Library, 49
Tagging, 93
Tame the Web, 87
Teen, 10, 11, 32, 62, 67, 69, 94, 95, 97, 98, 

126, 127, 128
Testimonies, 3, 16, 27
Texting, 92
Thomas, Amie, 59
Timing, 27, 50, 99
TinyURL, 41
Topeka and Shawnee County Public 

Library, 91
Township of Washington Public Library, 

9
Trade show, 62, 63, 67
Training, 5, 33, 64, 67, 122
Twitter, 13, 23, 89, 90, 91

U
Unidirectional, 101
UPS Store, 118
Usability, 41, 128

V
Vancouver Public Library, 31
Vector, 115, 116
Veer, 114
Video, 3, 13, 16, 23, 39, 40, 58, 65, 69, 76, 

81, 84, 89, 92, 94, 95, 97
Video game, 23, 66, 88, 129
Viral, 16, 20
Virb, 22
Vlogs, 84

W
Web 2.0, 2, 15, 23, 50, 74, 80, 84, 88
Website, 13
Widget, 13, 89
Wii, 97
Wiki, 13, 14, 74, 80, 91, 92
Wikipedia, 4, 40, 42, 91
Winer, David, 96
Wired, 21
WOMM, 3, 4, 5, 9, 11, 12, 13, 14, 16, 17, 

18, 19, 20, 21, 22, 23, 31, 80, 83, 89
WordPress, 74

Y
Yahoo!, 14, 47, 82, 96
Young adult, 62, 82, 93, 127
YouTube, 2, 13, 16, 18, 23, 76, 89, 95, 96, 

97, 98, 103




	Introduction
	Word-of-Mouth Marketing
	A New Paradigm Has Emerged
	What Is Word-of-Mouth Marketing?
	What Makes WOMM So Powerful?
	Philosophy of WOMM
	A Bad Rap for Libraries
	Start by Turning On a Flashlight
	Basic Elements of WOMM
	The New-Media Marketing Manifesto
	Libraries and the Long Tail
	Types of WOMM That Work Well for Libraries
	WOMM with Social Networks
	Web 2.0 Tools at Work

	Bring Your Library to Life with a Story
	Why Tell a Story?
	What Makes a Good Story?
	Are Testimonies and Stories the Same Thing?
	Telling a Great Story
	Stories for WOMM
	Story Banks
	Quick List of Questions to Guide Your Story Contributors

	How to Market Electronic Resources
	How Do We Connect Users with Electronic Resources?
	Your Databases Provide Rich Content
	Marketing Resources through Wikipedia
	Bridging Print to Electronic
	The New Collection Management

	Public Relations 101
	Be the Press
	The New-Media Mix
	Strategies for the New-Media
	Press Release Newswires
	Creating a Media List
	Creating a Media List for Staff Releases
	Posting Press Releases to Your Website
	Writing Your Release
	First Things First—Is It News?
	How to Send Your Release
	Deadline
	News Release Format
	Attachments
	How to Write a Traditional News Release
	The Media Advisory
	What Kind of Release Should You Send?
	Headlines
	Basic AP Style
	Listing Events
	Abbreviations
	Sending Your Release through E-mail
	Press Releases Don’t Always Have to Be about an Event
	A Note about Releases for New Services
	Two Tips about Keywords
	Get Better Results from Your Releases
	Public Service Announcements—PSAs

	Outreach
	Trade Shows
	Five Steps to a Successful Show
	Image Is Everything
	Detailing Your Brand
	Taking Why to Wow!

	Advocacy
	Call to Action
	Make Your Case
	Let Other People Tell Their Stories about Your Library
	Provide an Opportunity for Supporters to Join Your Cause
	Set Up Social Network Pages
	Set Up a Media Page

	The New Marketing Tools
	Web 2.0 Tools in a Marketing Mix
	Blogging
	The Next Step: Making a New Marketing Mix around 
Web 2.0
	Advertising
	PowerPoint Presentations
	Twitter
	Wikis
	LinkedIn
	Mobile Phones
	Flickr
	Videos
	Facebook
	Podcasting

	Design
	You and Your New Best Friend (Hint, It’s a Designer)
	Choosing a Designer
	Finding Stock Photos, or… The Death of Clip Art
	Design Terminology
	Professional Printers versus Ganged Printers versus 
Office Printers
	A Note about Your Marketing and the Web

	Branding
	Brand Czar
	Baby Steps to Branding

	Marketing Best Practices
	Repositioning
	Getting to Know Your Audience
	Be Aware of Marketing and Design Everywhere
	Assessment
	Corporate Sponsorship
	Internal Marketing
	Internal Marketing Ideas
	Succession Planning

	Index



