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Your Library's Sales Force

As organizations find it increasingly difficult o
support the costs of library services on overhead,
mione librarians find themselves entering the chilly
waters of fee-based information services, with iis
shifting sands of opporunities and constant challenge
1o siay afloar

Managing a library business in a cost-recovery mode
implies that your library’s very exisience and growih
depends on the "eules™ made by your library siafl
vour sales force, While the initial stages of imple-
menting a fee-based information service concentrate
on pricing, product packaging, service definition,
delivery, and advertising, soon aflterwands a library
business manager will recognize the mle stall mem-
bers play in determining the success of the library
busingss. The words "sell-motivated”, "service-
oriented”, and "customer-driven” become important
persennel attrbutes.

Unforunaely for librarans, the curricula of most
library schools do not include sales management
stralegies, A pity, because boing able 10 select and
maotivale o sales force has merits that many library
managers, whether they manage fee-based services or
not, would find wernhwhile knowing. [f you're not
convinced that your library stafT is 2 "sales force”,
consider this: Every member of the library staff that
comes in contact with library customers — the wele-
phone receptionist, a circulation clerks, an onling
database specialist, a book shelver, the relerence
librafians — infleences how a customer perocives the
prisducts and services of your library and coninbuics
L i customer's decizions about whether it is worth
buying a service from your library again. And your
editor believes that anyone who has the opporunity 10
exert such influence on a customer is a salesperson —
whether formally acknowledged as such or noL

If you currently manage a fee-based information
service or are contemplating starting one, the [ollow-

ing insights into the responsibilities of salespeople
should help you identify individuals who can initiate
ard support a loyal customer base for your library
business. Those readers who have no immediaie plans
for managing & fee-based service should find that the
following insights help their personnel managemenl
strategies for building and maintaining a service-
pricnted library,

Customer Meeds. By listening, observing, and
understanding non-verbal communication and ssking
the right questions, & good salesperson can lef cusiom-
ers [ind their own reasons for buying a service or
product. The role of a good library salesperson is o act
ns a consuliant to the cusiomer, showing an interest in
solving a customer's problem.

This 15 not (oo different from the “reference interview™
process we all leamed in library school. But a good
silespersan takes the inlerview process a step beyomnd
simply answerning the immediate question. A salesper-
son will "advise” customers on the full range of library
services that will best meel the cusiomers' needs. The
customers then scll themselves on requiring (buying)
certain library services. By assuming a consultant role,
the salesperson doesn't need (0 adopt a high-pressure
sales approach. Most librarians will be able 1o adopt
comiorably the consuliant sales technigue, The key is
ol 10 SLop al answenng the guestion, bul o leam
erough aboul the cusiomers’ necds 1o be able o relie
additional library services to those necds, advising of
their availability and appropriateness,

Prospecting. In many librarics, when customers siop
calling or dropping by the library, the staff will “take
advantage” of the lull by catching up on clerical work
or 4 pet indexing project. In a fee-based environment,
unless sales projections have already been allained, a
Iull in business sinkes fear into the heart of a business
manager. When "business is slow” the sales force is
expected 10 be prospecting, trying (o identily potential
Cortmond on page 3
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Pearls of Wisdom

The American Library Association (ALA) has devel-
oped materials 10 accompany the upcoming Oclober
PBS TV series, "Race o Save the Planet”. The 10-part
series covers global environmental problems and
workable solutions. This may be a great public relu-
tions opporunity for drawing atention to the aliema-
lives to storing information on paper, 1o your library's
recycling effons, W your organization's concem about
environmental issues, etc. To receive a package of
library tie-in materials (o the PBS series, whle 1o
ALA, Video & Special Projects, 50 E. Huron 5L,
Chicago, IL 60611, The kit includes clip an, a poster,
pnd ideas for library progrums, Special libranes may
want 1o contnet the local public libraries (and vice
versd) (o share respurces.

Also available from ALA is the new book Grear
Promoror Ideas V: JCD Library Public Relations
Award Winners and Notables 1988 and 1989, This
book describes the winning entries for the John Cotlon
Dana Public Relations Award. To place an order,
contact the ALA Order Department al 312/944-6780,
or write (o ALA Publishing Services (sce ALA
wddress above).

Newsletter editors might like 10 review Outstanding
Mewsletter Designs: 65 Model Publications From
Around the World, compiled by Polly Pattison ¢L al,
s 44 color pages present photographs of actual
newsletlers, ranging from simple (o complex newslet-
ter layoul designs, accompanied by concise, insightiul

commentary. Copies are available by sending $11 to
Polly Pattison, 5092 Kingscross Road, Westminsier,
CA 92683, Price includes postage; prepayment 15
required.

Savage Information Services has developed a helplul
service Tor online datibase searchers. Their new
Custom Ondine Guide service is designed o present
only the vendor systems and databases that ane acces-
sible by your librury, Libraries who like 1o share their
database resource list with customers should find this
new service 4 real time-saver, especially since the
service includes quanerly updutes. For additional in-
formation, contact Savage Information Services, 2510
West 237th Streel, Sulte 200, Torrance, CA 90503, or
phone 213/530-4747.

Managers of fee-based libraries may be interested in
reviewing the quarterly newsletier of the ALA Fee-
Based Information Service Centers in Academic
Libearies entitled Fiveal Faces, While it is writien
primarily for academic fec-based services, others may
find its ideas and features helplul for thelr operutions
toa. For a copy of the most recent issue put your
request in writing 1o Suzanne Ward, Manager, Techni-
cal Information Service, Management Library, Purdue
University, West Lalayette, IN 47907,

Filly minutes is all you need to review the videos
published by Crisp Publications. Developed around o
popular management book title, these videos summa-
rize 4 book's major concepts in 4 video tape formal
supporied by individual sell-study books. For a
catalog of over 70 titles, including sales training and
entreprencurship, write 1o Crsp Publications Inc.,
Department V1, 95 First Street, Los Alios, CA 94022,
or phone 415/945-4888.

Speaking of winners, the Cargill Information Center
received a John Cotton Dana Award for their library
arentation video program, It's excellent! Copies of the
video may be borrowed from the SLA Information
Resource Center. Contact the SLA/TRC at 1700 18th
Street, N.W., Washington, D, C, 20009, or phone 202/
2344700, (And congratulations to Julia Peterson and
staff for a job well done!)
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customers and providing follow-up service (o current
customers, Prospects could be custemers who haven't
bought any services or products in over six months, or
they could be potential customers who responded 1o an
advertisement, Curment customens are also considered
i be prospects for additional library products or
services. S0 when the phone stops ringing, and your
library business hasn't met its monthly sales projec-
tions, if's time 10 "get some irons in the fine",

Marketing Intelligence, Successful sales organiza-
thons have a mechanism for collecting and analyzing
information about customer trends, com petitor activi-
ties, and markel conditions. Your editor has worked in
an organizution thit required written repons be fled
after every visit or phone conversation with a cus-
tomer or prospect. These reporis were shared with
product managers and other sales s1ufl, Making sure
thut the gales staff is alen 10 business oppomunitics and
threats helps n manager steer a library business in the
right direction.

Communicating with Buyers. Many times the person
who needs and requests the information services of
vour library, docs nol have the authonily 10 make the
purchase decision. A buyer, the person who writes the
purchase orders, controls the ultimate decision, For
this reasomn, i1 18 imporant for a salesperson (o know
who has ultimate purchasing power, and Lo treal that
person ke & customer, The buyer needs (o be con-
vinced that the features of your library services -
price, product, delivery, service — ure worh the cost,
Enowing the buyer can sometimes be the dilference
between a sale and no sale,

Provide Service. When customers buy your library
services, they are purchasing three things: 1) the
product or service fisell and what i will do for them;
23 the library's reputation; and 3) the services of the
salesperson. Becausc the majority of a library's
offenngs are services, personal inderaction with a
customer, number 3, is an extremely important aspect
ol the sale. Your library's sales force should be con-
slantly looking lor ways (0 ensure customer satisloc-
ton, Belier packaging, faster delivery, additional
pricing options, convenient ordenng, and improved

products are just some of the service attributes that
should constantly be monitored for customer satisfac-
bon and enhancement suggestions, Pursuing a sales
policy of "following up on a sale™ can ensure that your
sales Torce stays in ouch with library customers and
increases the probability of repest snles.

Implement Promations, Whenever your library
embirks on promotion campaigns, it is the responsi-
hility of the sales force to inform regular customers
and prospects of the special opponunitics. Such
promaotions could be limited-time offers featuring
price reductions, new product introductions, or a two-
for-one deal. Good sales people take advantage of a
prometion o gain the confidence of customers by
demonstrabing that they have the customers' best
interest in mind, As o customer there's nothing womse
than reading about a special price promotion that your
swlesperson didnt bother 1o el you about!

Support Advertising. Make sure the sales force is
aware of advernising campaigns so they can personify
your sdverising messuge. The purpose of an advenis-
ing campaign is 1o draw in new prospects that the
siles force can approach and tum into cuslomers. 1§
you decide 1o altract prospects with a message of
"Answers (o Your Qucstions in 15 Minuies or You
Cict the Information Free", the sales foree must be
educated 1o the advertising campaign and its parame-
ters — or, in this case, you might be giving away a lot
of information for free! By the way, i vou're looking
for advertizing ideas that cmphasize service, watch the
advertising campaigns ol other service companies —
fast food chains, holels, airflines, banks, hospitals.
Observe how the campaigns are implemented and
notice how the sales stall are rewarded for meeting the
promised service levels.

The preceding list of sales force responsibilities are
basic job functions. Your library business may reguine
additional tasks. To be a pood zalesperson an individ-
pal needs o be cutgoing, confident, self-motivated,
organized, opportunity-oriented, and knowledgeable,
Some of these characleristcs can be leamed, others
are personality traits. Not everyone is cul oul 1o be a
salesperson. This is particularly imponant o redliee if
Conbnued on pagd 4
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your library business has or will be using existing staff
members for the sales force. The traits of a good
salesperson don't always parallel the traits of a good
librarian. Library busincss managers néed to be sensi-
live 1o this potential personnel problem. At the same
time, don't prejudge your staff members as 10 whether
theyll make good sales people or nol. You may be sur-
prised who might shine on the phone!

Al some point the dreaded sales technique of “cold
calls" iz brought up in most sales force management
conversations. A cold call is a call from a salespersan
i a potential customer without an invitation or any
indication that the customer might be interested in
huying. This is the woghest sales echnique. Even
scasoned sales people dislike cold calls. And who

wouldn't —cold calls are fraught with rejection — a blow |

o anyone’s ¢go. So be kind o your library staff, and
dispel the fear of cold calls by identifying potential
customer prospects with advertising campaigns that
request potential costomers (o send in reply cands (o
meceive further information. That way, your sales force
camn af least stan the conversation with "you indicatcd
an interest in our library scrvices”, and the prospedt
will have some knowledge and inclination 0 respond
positively. (This is why it's important that the sales
force knows aboul your latest adverising campaigns!)

Managing a sales force is a personnel challenge for
which there is a plethora of literature. Selecting the
right people, providing the best trining, orchestrating
the optimum motivation program = these and other
considerations are constantly being addressed in the
business and sales management literature. For addi-
thonal insights on managing a sales force in your library
business, your editor suggests scanning the literature
and the sclf-help motivation books found in local book-
stores and public librarics. Joumals such as Harvard
Businexs Review, Salex and Marketing Management,
and the Journal of Personal Selling & Sales Manage-
ment will help, along with textbooks used in under-
graduate courses on retail sales managemcnt.

Thes amicle {3 based on your sditor's prescsinton af the recent Special
Lihrarics Association Confercnos in Piuburgh where ehe partcpabed
in a pancl discusson on “Developing Fee-Based Services”™, A fape ol
the session is available from Matomal Awsdio Yideo Traescripts, 4355
Wiashingion Si., Denver, OO BOZ16 1/800373-2952 Axk for tape ¥ 4.

Items of Interest

Marketing Swap and Shop. Your editor risked her life
to bring back samples from the SLA Swap and Shop
session, (This is nol an exaggeration as anyone who was
there will testify!) A new 1990 Markering Trearures
Sample Promotion Notebook has been compiled with
samples of the promotion materials from the Swap and
Shop. Marketing Treaswrex readess are invited 10 borrow
the notebaok for a two-week period. We will invoice you
for shipping. Send your writicn request to the Markeling
Treasures office. Roquests wall be filled on a first-come,
first-served basis,

By the way, il you were al the Swap & Shop and have
any thoughts on how it can be organized n next year's
conference, let Barbara Spiegelman know (she's this
year's Chairperson for the SLA Marketing Section), This
is nod a criticism of this vear's program — they did a
wonderful job of pulling together o good cross sachion of
materials - but the Swap & Shop has grown 1o be so
popular that it's an impossible crowd control problem,
One jdea is 10 arrange for an exhibit booth, and display
sample library promotion materials during the entire con-
ference. People can review samples at their leisure and
note the address of librarics with materials that inlerest
them. Whal do vou think? Readers who have worked with
similar programs al other library conferences should fee
free 1o make Suggestions.

Which reminds me, if vou are putting together your own
promotion picces and are using other malerials as
samples, make sure you don't copy the exact design or
words, unless you gel permission from the originating
library. Many librarics pay o have their graphics and exl
writlen, and while copying is a form of Nanery. it's also
nof Iegal, So be carcful,

Call for Conference Attendee. I'm looking [or someons
who s interesied in aiiending the Services Marketing
Conference in October in Chicago (see Crystal Ball) and
writing an aricle for & Tuture issue of Markeling Treas-
urer. Sory, only readers who are local 10 the Chicago
arca (unless you are willing 0 pay for your own ¢x-
penses) will be considered for this FREE conference invi-
tation. Phone or write 10 me cfo Markeling Treasures.
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Worth Its Weight in Gold

This issue of Marketing Treasures includes your new
Cut & Paste clip-an sheet. The sheet includes original
artwork in camera-ready form. If you would like
previously published clip-ant sheets, ask for the Cut &
Paste Clip-Ant Order Form, It shows all the clip-an
sheets that have appeared in Marketing Treasures.

Top-Rated Information Services . .. Use the power
of suggestion o your advantage with a "thumbs up®
for information services.

You're # 1 With Us! Let your best and/or most
imporant customers know thal you value their
business. You could reproduce this anwork on yellow
paper, cul into circles, and glued o blue rbbons. The
“Blue Ribbon Awards" could form the backbone of a
"Library Customer Recognition Week”™ or a "We
Value Our Library Customers™ campaign. Hand out
your blue ribbon awards with all the library products
and services that leave the library that week. Blue
ribbens would also make nice bookmarks.

Time Is Money ... With the right accompanying
text, this image could be the visual foundation for a
dynamite display ad or it could serve as an introduc-
Lory slide (o a library orentation session.

Why Paw Through a Stack of Books . .. This clip-
an image should help deliver the message that the
library's computer resources can make life easier.

Telephone. Here are several telephone images that
yOu can usc to symbolize telephone reference services
in your newsleter or brochure.

Information Resource Center. This might make a
nice logo for a newsletter masthead or library station-
ery. If you don like the background textune, you can
change it by carcfully clipping out the "1"s and
placing them against a background pattemn you prefer,

Rush Service. This image should help your customers
1o remember that RUSH delivery services are avail-
able. If you don't offer RUSH service, then you could
always use the race car image 10 visualize a campaign
of "Race Over To The Library Today For. . . .

Promotion Gems

The recent Special Libraries Association conference in
Pitisburgh offered a number of excellent programs
aimed at marketing topics. Your editor bought audio
cassciie tapes of these sessions and is prepared to loan
them to Marketing Treasures’ readers as she linishes
listening 1o the tapes herself. If you would like to
borrow any of the following tapes, send 1o the Marker-
ing Treasures office a self-addressed label, along with
$1.00 per 1ape for shipping , and the tpe will be
mailed to you first class, for a two-week loan. Tapes
available for loan are described below. For purchasing
information, sec the end note 1o the cover anticle on
page 4.

Creative Positloning. Barbic Kciser and Denise
Lipkvich are the speakers with Holly Bussey as
moderator. This is a greal session on the process of
introducing library products 1o a target markel. The
session is interactive. The audience was divided into
Iwo groups, an organization’s librarian and the target
markel. A creative positioning strategy Tor the library’s
product was developed using a step-by-step approach.
The audio is very good; most of the audience's ques-
tions are repeated by the session speakers.

Resource Management: Using Markefing Planning
to Make the Most of Limited Resources, Ardene
Farber Sirkin, speaker, with Jecanne Bohlen, modera-
tor. This is another interactive scssion that presents the
basic concepds of marketing planning. The speaker
moves amound a lol on this lape, so there are distract-
ing noises and many of the avdience's comments and
questions are not repeated. Still, it's a good overview
of many questions and concems that should be ad-
dressed in planning a marketing effort.

Marketing Library Services: Where (o Begin and
How o Succeed. Linda McAleer, Geoll Worton,
Barbara Spicgelman, Bill Jenking, speakers, with Liz
Bibby, moderator, This session addressed the theory
and the application of the marketing process and offers
something for everyone, What is Marketing? Linda
McAleer; Where To Regin:Using Survey Rearch to
Analyze Your Market and Access Its Needs, Geoff
Wonon; The Role of Promotion Within the Marketing
Process. Barbara Spicgelman; and Successful Promo-
tien Techriguer Bill Jenkins,

Editor's Mote: Marketing Treasures ariginally came with sheets)

ol libwasy ¢ B aranedb tis ool provhinbideas on b i use
the graphics, The clp art images from Marketing Treaswres are
ey avallable froon vesew LilbsrargC lipArt oo
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Sparkling Reviews

Orpanizing Special Events and Conferences; A
Practical Guide for Busy Volunteers and Staff. Darcy
Devney. Pincapple Press, PO Drawer 16008, Sarasoa,
Florida 34239, 1990, ISBN: 0-910923-63-9, $16.95

This book is a comprehensive, step-by-slep guide o
event planning and management. [t approaches iis
topic in a practical, how-to manner that any libraran
will appreciate — especially one who has 1o plan open
houses, exhibits, contests, debates, fundraisers,
meetings, bulTets, award ceremonics — you name i,
this book will help you live through the event.

Besides providing schedules, checklists of things to
do, models, and sample forms and worksheets, readors
will lind lots of idcas for programs and helpful hints
from other event managers, The contents are divided
into logical sections, such g5 Planning and Logistics,
which focuses on the nuts-and-bolis aspects of putting
an event (ogether, Publicity and Begistration provides
help in designing posters, writing press relcases, and
keeping track of registration. The last section on
programming and food includes tips on menu plan-

| ning and quantity shopping. The appendices list

resources — agencies, periodicals, and publications -
that can provide additional tips.

Anyone who is responsible for planning an event
will find this book a valuable resource, Marketing
Treasures readers who plan 1o celebrate Mational
Library Week or the opening of a new library and
who have no expericnce in organizing such cvenis
should definiicly acquin: this book! For $16.95,
even experienced planners will find it a worthwhile
investment.

Orchids 1o everyone who stopped by the Chiris Olson &
Associates exhibit booth at the SLA Conference. It was
great 1o sce cveryonc and hear about your latest market-
ing achicvemenis!

Remember, under every clip-an image you will find the
name and point size of the type we used. IF you decide
to add or replace wonds, your typesctier or designer
should be able 1o use this information 1o match his or
her Lype with what you sec in the clip-an.
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August B - 10 “Practcal Fasaanch”
Sominar in Rew York cliored by the Burke
Ingibile, Comine! BOO/SA4.-TIT D

Condgrance in Ch

450534,
Auguil 28 “Desgring with Pubish-

ing". One cliy seminar oflensd by Business &

Prolrssioral Asasarch insttuls in Phitadolpha
GContacl: 200/31-5800.

MHWEMMI

The Crystal Ball

Sppombor 23 - 28 Markobneg Aesaach
age. Sponsorod by the
Arnaracan Mirkoling Abscoatson, Conlmcs 132

Sepembar 20 “Libery Exprossions of Exced-
ko, Presibnlafion by Kajyoon Haks for the
Sissnun Library Asssciation. In Bansas City.
ME, Contact; Frod Ralihel B00A2S 0131,

=

Ociobar 12 "Marsiioaming he Spechd Libary®,
Sominar by Abce Wamar for Spocial Litrarion
AnBoraalch i SasramEme, CA Conlesl: My
L 2R3 4 TOD,

Dciobian 20 "The Infermatsn Brokir's Sermaar.
Cittarod by Sue Augge in Chicago, Contact: 415
G45-5743

Qciobar 21 - 34 Sorvices Marko@ing Conloronco

ramoticnal Malevials”. Ean'hwnl'llﬂ-dhr
l:‘.lmm Linshrwrsity in Gepansbon, NG,
Caoningi: SO1ESE-2AET.

September 10 “Dernysifying Markslng Strate-
ghes”. Seminar by Chris Olson lor the NY/M
Chagior of B Medical Library Association. in
New Yok City. Gontact: Richasd Faraing 212/
05307,

Angades, Conlacl; 4155460-97 43
N

Seplember 27 - 28 "Foous Groupa: An Inkodac-
", Sminad in Bosion olleced by Die Burks In-
sibne. ConlnclB00/S44-T3F.

Octiobar 1 -2 “Marksling Siralegy and
Pianning*. Seminar in Chapal Hil oflenad by B
Urkvarsity ol Mol Caroling Busdness Schaol.
Comact: §16962-5630

Dcachar & ~Tha Inlormation Brokod's Sominar®,

inas". Wur'ldnp ﬂhﬂdhj&mﬂmuﬂﬁunhﬂ Contmct: 4157

GER-GTLT

Dotohor 11 “Librasy Loadorship in AcBon®
Preganindon by Koyooe Halo ol the Wost
Wieginia Lty Associaion ma-Hing in
Chadigsion. Conmct Tem Bromm G845

sponseded by he Amencan Maskaiing Asscda-
fhon in Chacago. Contasl: 11 2845-0536

Oiciober 21 - 24 “Ellective Image Mansgament”,
“Protessional Perdormancos Through Persanal
Projackon®. Prussniations by Kayoes Maks a1 B

Ociober 26 e Spocial Library®
Sorminar by Aloe Warnar for Spocial Litearios
Assooiation in Princolon, BU, Contact Jay

L aerreeer 202234-4 700,

2/
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