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Agenda

8:30 a.m. - 5:00 p.m.

* Welcome and Introductions

» Overview of Workshop

* Assessing Library Readiness

* Introduction to Data Gathering Techniques

* [dentifying Community L eaders

» Gathering Data from Community L eaders

» Techniquesfor Summarizing Data

* Interpreting and Using Data

* Ethnic Marketing Trends

* Marketing Process

* Key Elementsin aMarketing Plan

* Reviewing Current Library Marketing Activities
» Developing and Customizing a Marketing Plan
» Implementing Effective Marketing Techniques
 Evaluating the Impact of Marketing Activities
* Next Steps

* Wrap Up and Evaluation
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Why Is It Important for Libraries
to Serve Culturally Diverse Communities?

« Communitiesin the U.S. will beincreasingly diverse ethnically
and culturally.

Rates of growth larger than average population rate.

Concentrations of ethnic populations spreading throughout the country.

* Promotes good use of alibrary’slimited resources.

 Culturally diversecommunitiesare strong library supporters.

* Fulfillslibrary mission to serve entire community.
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Strategies for
Effective Library Service
to Hispanic Communities

According to the most recent major national study, Report Card on Public Library Services
to the Latino Community (Reforma, 1994, pp. 28-9), to be responsive to the needs of the
Latino community, public libraries need:

1. to collect more relevant information and data in order to properly evaluate Latino library services.

2. to conduct periodic community analysis and needs assessment survey of the Latino community.

3. to establish larger budgets for Spanish/bilingual and Latino-related library materials.

4. to outreach the rapidly increasing Latino, monolingual Spanish-speaking community.

5. to establish collection development policies and guidelines which are realistic to the Latino library users and
the potentially large Latino population who are not library users.

6. to establish more and better cooperative programs with organizations serving the Latino population to offer
services wherever and whenever these populations happen to be.

7. to be more creative in planning programs which appeal to Latino users and non-users.

8. to offer more library services and programming outside the confines of the library in areas where Latino
users and non-users feel comfortable.

9. to make the libraries more colorful, more inviting, more like the place where Latino and others would feel
good about themselves.

10. to continue to search for, apply for, and receive grants to upgrade overall needed Latino library services.

11. to incorporate successful programs and services initiated with soft moniesinto the regular library services.

12. to continue to recruit English/Spanish bilingual/bicultural or Latino staff, hire them, provide mentors for
them and help them do the best they can do in raising the library services to the Latino community from
below average to excellent.

13. to bring members of the Latino community into the planning process of library services to the community
asawhole.

14. to encourage Spanish/English bilingual/bicultural or Latino staff to continue with their library studies, to
become professional librarians and move up the ladder of success.

15. to consider the working schedules of the Latino population when planning library servicesin terms of
hours and days.

16. to encourage children’s services to network with the public schools, day care centers, and pre-schools to
create enrichment programs to help out in the preparation of children before they attend school.
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Characteristics of Effective Libraries

» Open and friendly atmosphere
* Reflection of al segments of the community
» Welcoming and comfortable physical atmosphere
 Convenient geographic location
* Sengitized staff
excellent customer service attittude
awareness of other cultures
understanding of patrons concept of alibrary
openness to communicating in different languages
* Information and signage in appropriate formats
 User-friendly equal accessto all materials through the public catalog

* Delivery methods for all segments of the community

» Targeted marketing of servicesto all segments of the community

Marketing to Culturally Diverse Communities  April 2002 OLA/WLA Joint Conference 5



Steps to Follow

In Planning Services for
Culturally Diverse Communities

1. Assess personal readiness

2. Assess library readiness

3. Gather information about the community overall
4. Review needs assessment techniques

5. Match needs assessment technique(s) to community segments
6. Develop evaluation strategies

7. Gather information from the community segments
8. Analyze information

9. Review library service policies

10. Reviselibrary service plan

11. Implement changesto library service plan

12. Evaluate impact on the community segments
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Library
Readiness

1. Do you have management (i.e., library director, library board, etc.) involvement and
commitment?

2. Isthe effort part of the library’s overal planning?

3. Do you have philosophical commitment to targeting Hispanics? Have you thought
through the political and service implications?

4. Do you have afocus to your efforts? (e.g. a service to promote, a special program,
general awareness)? What do you want to accomplish?

5. Have you done an internal assessment of what you have to offer this target group?

6. Have you done an assessment of what resources (staff, time, money) you are willing to
dedicate to this effort?

7. Are you committed for the long term?

8. Is staff generally aware and supportive of this effort? Do staff need training in order to
deal positively and successfully with a marketing effort to this target group?
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Setting
Priorities

It is unrealistic to expect to market to than one
target group at atime. Prioritize your efforts based on
your community and your library resources.

To set priorities, consider the following:
* degree of need
e community resources/collaboration available
* political considerations

e library resources available

Marketing to Culturally Diverse Communities  April 2002 OLA/WLA Joint Conference

8



| dentifying Community | ssues
Using Needs Assessments

Asking people what the library can do for them
....isgood publicrelations
.....sNOT needs assessment

» Compile and analyze basic data about target group to build
credibility.

Demographic statistics
Agencies and services available

Community contacts or key leaders

* Rely on the community itself for the critical information and
per spective you need.

Community gathering places
Information channels (formal and informal)

Community sources for help

« Commit to early, active, and significant involvement by the
community in the process.

Emphasize interaction with the community
Rely on community networking

L et the community determine priorities and directions
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Types of Needs
Assessment Technigques

« key community leader interviews
 focus groups

e cCOmmunity group presentation

e community forums

e Organization written survey

e community written survey

e USer written survey
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|deasfor Identifying
Community L eaders

In gathering community information, it is essential to identify those community connections NOT typically
involved in library activities. The most valuable connections are individual s and members of groups who serve
as pathways to the heart of a particular ssgment of the community.

Use the following list of categories of individuals and organizations to help identify those who can bring
specific perspectives to the collaboration.

Note: Thislist isnot all inclusive; selected examplesarein ().
You DO NOT need to contact every category on thelist.
You DO need to tailor your list to your specific effort.

Y ou DO need to reach out to people not usually included.

Individuals

[J home based business owners

[ parents (working full time, parenting full time)

[ retired people

[ students (high school, community college, college, university)
[ faculty members, deans of schools

Organizations

[0 Businesses Chambers of Commer ce/Visitor’s Bureaus (major employers, minority business owners, small
business owners; city, county and ethnic chambers, alumni associations)

[0 Community Services Organizations/Associations/Clubs (AARP, AAUW, American Red Cross, B&PW,
Kiwanis, Lions, Literacy Organizations, Rotary, Soroptimists, United Way, sororities, fraternities)

[0 Economic Development Organizations (economic development councils, real estate brokers)
[J Educational Organizations (community colleges, multilingual programs, PTA/PTO, school board, other
libraries, private schools, home school organizations, higher education institutions/organizations, campus

counseling centers)

[0 Ethnic Organizations (Asian Resources Center, Hispanic centers, Inter-tribal Council, campus student
associations [e.g. Black Student Union, Cambodian Student Association, Graduate student association], Urban

League)
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[ Family Services Organizations (Socia Services Department, Family Service Agency, Jewish
Family Service)

[ Financial Representatives (bankers, credit unions, financial planners, stockbrokers, campus financial aid
office, scholarship information center)

[0 Government/Political Representatives (mayor, city council, county supervisors, city/county fiscal office,
law enforcement, job training programs, Academic Senate, Staff Assembly, student government officers)

[0 Health Organizations (American Cancer Society, American Heart Association, hospitals, public health
nurses, early intervention programs, public health clinics, WIC, student health center)

[J Legal Organizations (ACLU, bar association, legal aid, NAACP Legal Defense Fund)

[0 Media Representatives (ethnic language newspaper, radio, tv, media, local magazines and newsl etters,
campus student newspaper)

[0 Miscellaneous Organizations (arts and cultura groups, athletic groups, censorship groups, historic preserva
tion groups, local neighborhood groups, men’s groups, veterans groups, women’s groups, campus recreation
and sports clubs)

[J Organizations fighting discrimination (Anti-Defamation League, human rights group, NAACP, campus
cross cultural center)

[J Organizations of/for People with Disabilities (center on deafness, council of the blind, health and human
services agencies, Easter Seals, Goodwill, independent living centers, United Cerebral Palsy)

[0 Organizations serving the homeless (food closet, homel ess assistance program, Salvation Army)
[0 Organizations serving ex-offender s (Department of Corrections, Friends Outside)
[0 Refugee/l mmigrant Center §/Services (Catholic Social Services, refugee rights association)

0 Religious Organizations (church organizations, campus student religious groups [e.g. Asian Baptist Student
Association, Muslim Students Association], ministerial association)

[0 Senior Center s/Service Organizations (Area Agency on Aging, elder abuse/care agencies, RSVP)

[J Technology Experts (computer clubs, consultants, community colleges, Internet providers,
universities)

[0 Women’s Center 9/Ser vice Or ganizations (battered women'’ s shelters, Y WCA, NOW, campus women’s
resource center)

0 Youth Service Organizations (Big Brother/Sister, Boy Scouts, child abuse agencies, recreation programs,
Girl Scouts, Jr. Achievement, Head Start, Even Start, child care associations, Association for the Education of
Y oung Children, school age care and enrichment programs)
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Sample Hispanic
Cultural Profile

Subpopulations(Cubans, Puerto Ricans, Mexican Americans, South Americans,
Central Americans, Spanish)

L egal Status (documented, undocumented, citizens, residents, refugees)

L anguage (70% speak Spanish in their homes; 45% are bilingual)
Family Oriented (large families, extended families)
High loyalty to language and culture (maintain traditional behaviors)

M ale Dominance (Hispanic women spend alarge part of their time taking care of
children and the home)

Reliance on Support Systems (extended families and friends, churches, social
clubs, owners of gathering places such as grocery stores and market places)
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Asian
Cultural Profile

» 87.5% of Asiansinthe U.S. are comprised of 6 different ethnicities
Chinese Americans 2.4 million
Filipino Americans 1.9 million
Indian Americans 1.7 million
Viethamese 1.12 million
Korean 1.1 million
Japanese 797.000

* The mgority of Asiansin the U.S. are foreign-born
(e.g. 79% of Vietnamese and 69% of Korean and Chinese)

» Asan Americans are influenced by Asian traditions and long
term political tensions between Asian countries

* Parents of alarge percentage of Asian Americans were immi-
grants who carried over cultura values from Asian countries.
Asian American kids may have adapted to Western culture and
may have very different values.

 Asian Americans represent a broad spectrum of cultures, lan-
guages and income levels
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African American
Cultural Profile

 African Americans now make up 13% of total U.S. population
with 54% living in the south, 19% in the midwest, 18% in the
northeast and 10% in the west

» Median income has been on the rise with 51% of married
African Americans reporting income of $50,000 or more

 Single family households are more common. Of 8.7 million
married African American familiesin 2000, single women
headed 44% and single men 8%

 African Americans are increasingly more educated with 79%
over age 25 with ahigh school diplomaand 17% with aB.A.
or higher
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Native American
Cultural Profile

* There are approximately two million Native Americansin the
U.S., half of whom live on sovereign Indian reservations and
half of whom live off-reservation

* Cultural legacy has been passed on through ancient oral
tradition

* Tribal elders with knowledge of traditional Indian government,
science, folklore, religion, art, legends and tribal history serve as
living libraries for their communities.

* Educational, social, economic, cultural and historical needs
vary from group to group, from community to community, from
tribe to tribe and region to region

* |solation isacritical problem

* [lliteracy isamajor problem with numerous tribes reporting
Illiteracy rates of 50% or higher
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Develop Your

Target Community Profile
with Help from

Key Resource Groups

» community or ganizations and businesses which have experience with your
Hispanic population asrecipients of their services

e community councils, gover nment agencies, schools, colleges, univer sities, media
representatives

» membersof support systems

» key community leader s and any other swho have experience and contactswith
your target group population

* get input by attending confer ences sponsor ed by key or ganizations and meetings of
coalitions
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Sample Process for
Community L eader
Interview

1. Call to ask community leadersto participate in an interview.

Introduce yourself and explain why you are calling. Ask if thisis a convenient time to talk.

Sample explanation: This call isto ask your opinion about how the Library can
better serve Hispanic familiesin the community. We are gathering ideas and opinions regarding the
needs and problems of Hispanic families in our community and how they might be solved.

Our godl is: (fill in your specific goal).

Y ou were chosen because you and/or your organization play(s) an important role in working with
Hispanic familiesin our community.

The purpose of theinterview isto get your perspective about the problems and needs of Hispanic
familiesin our community and your thoughts about how they might be solved.

The interview will be kept confidential; the results of all our interviews will later be combined.
No ideas or opinions will be attributed to you. If we feel it would be helpful to attribute
something specifically to you, we will contact you and ask your permission.

We estimate the interview will take no longer than 45 minutes.

If you are willing to participate in an interview (face-to-face or by telephone), we will send you a copy of
the questions prior to the interview.

Thank you for your time.
2. Send them a copy of the interview questions.
3. Meet with them or call back at the scheduled time.
4. Ask the interview questions.

5. Thank the person for his/her time and explain how you will keep him/her informed about your
progress. Leave copies of any print library promotiona materials with him/her.
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Sample Questionsfor
Community L eader
| nterviews

1. What problems and needs do Hispanic families in our community have in their day to day
lives?

2. What prevents Hispanic families from solving these problems and/or meeting these needs?

3. What kind of help do Hispanic families need to solve these problems and/or meet these
needs?

4. Are there specific segments of the Hispanic population you believe have special needs or
problems?
Who are they?

What are their special problems and/or needs?
What is needed to help them solve these specia problems and/or needs?

5. Who else do you think we should contact to help us serve Hispanic familiesin our
community?

6. Is there anything else you would like to say or any questions you would like to ask?
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Community L eader Interview
Exercise

1. Form asmall group of 5-6 people. Designate people as follows:
a. one recorder
b. one interviewer
C. one community leader
d. two-three observers

2. Your group will use the sample interview questions on page 19.
* your interviewer will ask the questions.
* your community leader will answer them using one of the three descriptions shown on
the page 19 or choose one of his’her own
* your recorder will takes notes on:
a) the answers your community leader givesto the interview questions
b) any questions, comments and/or feelings anyone has about the process
* your observers will make notes on the overall process to give feedback to your recorder

3. If time allows talk about how everyone felt about the exercise
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Descriptions for community |leaders
(choose one of these or design your own)

1. You are the executive director of the Hispanic or Asian Chamber of Commerce; below is some background
about the Hispanic or Asian business owners you represent:

* They don’t know the rules and procedures of starting a business (e.g. what permits or licenses are required,
where do they get permits or licenses)

* They don’t know how to get startup money (e.g. qualify for and where to apply for loans).

* They have limited understanding of English

* They don’t understand the concept of business in the United State as opposed to their native country

* They are hesitant to ask people for help because of fear of discrimination
2. You are aminister/priest/pastor/rabbi; below is some background about members of your church who are
primarily recent immigrants:

* They are working two jobs and barely have time to do anything else

* They are desperate to learn English, but when they try to sign up for classes there are huge waiting lists

* They have limited access to transportation

» They don’t know where to go to find help for all types of needs (e.g. medical, legal)

» They are afraid of government officials (e.g. INS, police)

3. You are the director of a public health clinic; below is some background about some of your clients
* They have limited access to transportation
* They have limited understanding of English

* Their children often act as interpreters and that may cause embarrassment or break confidentiality when
discussing medical conditions or treatment with doctors

» They don’t have health insurance or other waysto pay for medical care.

» They are afraid of U.S. medical approaches which are different than those of their native country
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Sample
Focus Group
Process

Pre-planning

1. Determine the composition of the focus group (e.g. target group members, key community
leaders, service providers). Focus groups are most effective when like participants are brought
together. Focus groups are most effective when a maximum of twelve peopl e participate.

2. ldentify potential participants.

3. Make logistical arrangements (confirm location, room set up, transator, equipment,
refreshments).

4. Develop introductory script (introduce your self and your library, explain why you are doing
this, explain why you chose them).

5. Call to invite participants using script.

Sample script to invite representatives of agencies serving Hispanic families:

| am calling on behalf of the Library. We are planning afocus group to help us
gather ideas and opinions regarding the needs and problems of Hispanic families in our community. We will
use thisinformation in order to improve our services for Hispanic families.

We would like you to participate in the focus group to be held (date, time, location)
because you and/or your organization play(s) an important role in working with Hispanic familiesin our
community. We estimate the interview will take no longer than two hours.

No ideas or opinions will be attributed to you. If we feel it would be helpful to attribute something
specifically to you, we will contact you and ask your permission.
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Focus Group Sample Agenda

for Representatives from
Organizations Serving Hispanic Families

1. Welcome and introductions (10 min.)

2. Overview of meeting objectives and process (10 min.)

3. What type of problems/needs do Hispanic families have in their day-to-day lives? (15 min.)
4. Where do Hispanic families go to get help with these problems/needs? (15 min.)

5. What do Hispanic families need to solve these problems/needs? (15 min.)

6. What comes to mind when you hear the word library in relation to Hispanics? (15 min.)

7. How does the Library help Hispanic families now? (15 min.)

8. What else could the Library do to help Hispanic families? (15 min.)

9. Wrap up and next steps (10 min.)
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Focus Group
Exercise

1. Observe the focus group ssimulation

2. Take notes on any questions, comments and/or feelings you have about the process
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Sample Organizational Written Survey

This type of form can be used to survey organizations
that work with Hispanic families

TO:

FROM:

DATE:

SUBJECT: Hispanic Families Needs Survey

Your input is needed to help the Library improve its services to Hispanic families.

Please take a few minutes to share your opinions and experience concerning information the library
should offer and ways the library could improve communication with Hispanic families.

The deadline for your response is

Return this survey to: (include name, mailing address, fax and e-mail)
If you have questions regarding the survey, call: (include name and phone)

Based on your experience,

1) What are the three most pressing needs and/or problems Hispanic families face in our community?
2) What are the barriers that keep Hispanic families from solving these needs/problems?

3) What do Hispanic families need to help them with their needs or problems?

4) How do Hispanic families hear about community services and events?

5) Who else do you think we should contact to help us serve Hispanic families?

6) Isthere anything else you would like to say or any questions you would like to ask?

7) Isthere another person you recommend we survey?

8) A brochure about library servicesis enclosed.

Name:
Affiliation:
Mailing Address:

Phone:

Fax:
E-mail:
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What Do You Do
with the Information You Get?

The objectiveisto turn the verbal answersyou receive from interviews and/or focus groupsinto
categories which can be summarized to give a picture of the problems and/or needs encountered

by target groupsthat live in your community.
Tipsfor summarizing the responses

0 Try to have the same person summarize all the responses to the same question.

0 Makealist of the responses you receive from the interviews and/or focus groups. Group the
responses into general categories. Below is an example of categories for responses.

money matters
consumer issues
housing or home care
health

job-related issues
transportation

education

neighborhood issues
recreation, sports or entertainment
family relations

crime and safety

current events and news
legal matters

child care

other

O Try to create categories that are specific enough so that each response fitsin only one category.

O All those who work on summarizing the responses must have the same understanding of the
categories. When in doubt about a category for a specific response, ask for a co-worker’s
opinion. You may have to go through atrial and error process; however, it will help you get

others involved.

0 Often aperson will answer a question with several statements. Be sure to put each statement into
its appropriate category.

0 There may be afew responses that cannot be put in any of your categories; put themin a
category called “other.”
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Your Notes

What do you do with the information you get?
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What Doesthe Information M ean?

Questionsto useto interpret the responses

What did you see in the results?

What struck you as important?

If resources were no object, what would you do?

What is the most appropriate library response(s)?
sprovide a service

edistribute information about the issue
sprovide areferral to another organization
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Your Notes

What does the information mean?

Marketing to Culturally Diverse Communities  April 2002  OLA/WLA Joint Conference 29



organization

organization

Organizational
Relationships

desired relationship

new/improved service

typical relationship

new undertaking

e
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Pretend you are a member of
your target population walking
into the library for the first time.

Put yourself in his’her shoes

and look at each area of your
library with acritical eye.
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Marketing
Success Checklist

Rate your level of successin providing each item listed below by markingit L for low, M for medium or
H for high). Blanksarefor you to add any items specific to your library.

A.

Planning: Servicesto culturally diver se communities should be an integral part of all library
planning efforts. Thelibrary’s mission, goals and objectives should specifically address servicesto
culturally diverse communities.

Library director and library board are involved and committed to serving all segments of the community
Services to all segments of the community are included in the library’ s long range/strategic plan

Library management and staff understand why serving all segments of the community isimportant

Library staff are provided opportunities to learn about cultural awareness, cultural sensitivity and
customer service

Library staff across all departments and classifications involved in planning services to all segments
of the community

Library has revised existing policies and procedures that impact delivery of servicesto all segments of
the community

Facilitating Access/Signage and Welcoming Environment: Accessto library services by culturally
diver se communitiesincludes delivery systems and bibliographic processesthat reflect cultural
and linguistic differences.

L anguage-appropriate city signage directs people to the library

L anguage-appropriate signage on the exterior of the building is easily visible

L anguage-appropriate signage welcomes people to the library at or near the front door

Culturally sensitive posters, art and displays help create a welcoming environment
Language-appropriate signage is at the collection site as well as signage directing library usersto

the collection

Counter signage or nametags are used when bilingual staff isavailable (i.e., Se Habla Espariol)

Bilingual library forms, cards and brochures are available and prominently displayed
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Library isopen at hours convenient to all segments of the community

Library provides language-appropriate options for locating information (/Spanish/Asian/Russian-
language subject headings, bibliographies, book catalog, reading lists, bilingual web site)

Collection: Thelibrary’s collection should provide materialsin all formats and should reflect the
needs, language and cultural preferences of culturally diverse communities.

The collection isin an easily visible and accessible area of the library with seating available to
encourage use of materialsin the library

A collection development policy specific to the target group has been written

Alternative methods for accessing the collection are available (subject headings, bilingual materias
catalog, bibliographies, book lists and website are bilingual)

Library has schedule/process in place for ongoing community input to collection development

Collection displays and materials are in areas where people gather

Programs/Services Offered: Effective servicesto culturally diver se communities must include a
wide variety of programswhich meet the specific needs and interest of the community

Programg/activities are offered in the library (e.g., bilingual programs/assistance, use of meeting room
space by ethnic community groups)

Library programg/activities are offered in the community (e.g. library booth at ethnic community events,
visits to schools, speaking to ethnic community groups)

Bilingual staff isavailable.

Staff is culturally responsive (e.g. eye contact, smiles, level of communications)

Additional activities of interest to the target group are available (other programs and/or grants)
Methods for tracking programs and number of attendees are in place

Library participates in target group community fairs, celebrations and civic forums

Library delivers services in the community at target group community centers (e.g. migrant camps,
senior centers, etc.)

Library coordinates/collaborates library services/programs with other agencies working in the target
group community
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10.

11.

12.

Library programs encourage/facilitate participation by members of the target group

Library has schedule/process in place for ongoing community input

Internal Communications: Effective libraries make surethat staff, volunteers, Friends and
Trusteesareinformed and/or involved in the design and implementation of library plans.

Library staff, volunteers, Friends and Trustees are aware of the plan and its impact on library services,
staffing, promotion and budget

Library staff, volunteers, Friends and Trustees have been asked for input on how to best to implement
the plan

Contributions and achievements of staff and volunteersin helping to establish and implement the plan
have been recognized

Staff Recruitment and Development: Effective libraries actively recruit staff at all levelsthat
mirror the makeup of the community. They provide encouragement and opportunitiesfor staff to
develop and update skillsin serving diver se communities.

A process for recruiting, training and mentoring multilingual community outreach staff isin place.

Scholarships to encourage staff from diverse ethnic backgrounds to take library science courses are
available.

A schedule/process for providing cultura sensitivity training for all staff isin place

A schedule/process for encouraging staff to participate in activities in the community isin place

Board Recruitment and Development: Effective libraries actively recruit board memberswho
mirror the makeup of the community. They provide encour agement and opportunitiesfor board
member sto develop and update skillsin representing and serving diver se communities

A process for recruiting board members who mirror the makeup of the community isin place.

A schedule for providing training that includes cultural sensitivity is in place.
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Community I nvolvement/Connections: Effective libraries are heavily involved with their
communities. They make surethat community representatives areinvolved in the design and
evaluation of library activities.

Library staff meets with key community leaders and groups, etc. on aregular basisto review and
revise the service plan

Library staff have identified P.R. activities with which key community leaders and groups, etc. can
assist

Library staff have participated in one or more ethnic or community event
Library staff have developed alist of current and potential community partners and collaborators

Library staff have developed a process for tracking community connections made and a schedule for
following up, staying in touch

A schedule/processin place for library staff to participate in community events

Publicity and Media Relations: Effective libraries develop and maintain connections with key
media contacts for all segments of the community. They monitor theimpact of their marketing
activitiesto all community segments.

Library staff have developed athorough list of media with emphasis on target group contacts

Library staff have met with each maor media contact for the target group at least once to begin
the relationship

Library staff, volunteers, Friends and Trustees are aware of promotional strategies
Language appropriate press releases and PSAs have been devel oped

The library website includes language and culturally appropriate features
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Ethnic Marketing in the Business World

2001 estimated buying power

African Americans $572.1 billion
Hispanic/Latino 452.4 billion
Asians 253.8 hillion
American Indians 34.8 hillion

Examples of ethnic marketing/diversity efforts by businesses/corporations

Coca Cola starting $1 billion diversity initiative

Major League Baseball minority hiring at 26% in front office and non player field positions

Ringling Brothers and Barnum and Bailey Circus had 10 bilingual performancesin Los Angeles

Crayola developed set of crayonsto resemble skin, hair and eye colors found in today’ s diverse population
Walt Disney Spanish-language version of web site (disneyworld.com/espanol)

Allstate Insurance appointed ethnic marketing directors for Hispanics, African Americans and Asian
Clairol “A Beauty all your own” campaign emphasi zes beautiful women of all colors, shapes and sizes
FleetBoston Financial has 75% of ATMs with four-language capability (Spanish, French, Chinese, Korean)

ESPN Deportes broadcasting 4-6 hour blocks of Spanish-language sports programming every Sunday night
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Marketing
Process
Steps

1. Identify and describe your target market segments

2. Review overall vision, mission and goals

3. Prioritize target markets

4. Review how you market the library now to the community
5. Describe library services in customer terms

6. Describe library competitorg/alternative providers

7. Develop marketing objectives

8. Develop a promotion campaign

9. Develop a marketing budget

10. Regularly evaluate progress
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Marketing Plan
Key Elements

Summary

Target market segment(s)

Library servicesin customer terms
Library service competitors

Goals

Objectives

Action Plan

Budget

Evaluation/Tracking
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Reviewing Current Library Marketing Activities
and Customizing a Marketing Plan

Exercise

Using either your first priority target group or Hispanic families, fill in the following
a) Review your current marketing activities using the marketing checklist on pages 32-35

b) Identify your marketing strengths and weaknesses

) ldentify what needs to be changed

d) Describe your library services in customer terms

€) Describe library competitors/alternative providers
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Getting Your
M essage ACross

Choose the right message(s) for your target group(s)
clearly and visibly communicate the benefit/wiifm to your target group
be consistent in communicating your message(s) (Macy’s ad)
customize aspects of the overall message for specific segments of the target group
use the everyday language of the target group

Show the target group the value of thelibrary

capture your uniqueness

stand out above the crowd

make a compelling and lasting impact

use colorful and descriptive words or phrases
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Promotional
Techniques

» Gear thetechniqueto the unique audience you wish to reach.
» Maximize the use of each technique.

» Choose an appropriate mix of techniques.

» Repeat messages frequently over a period of time.

» Change a formula when it stops wor king.

Advertising - Usually not effective in small quantities. Some free space or time may be available.
Annual reports - Can serve as an overall brochure in some cases.

Attitude and Atmosphere - Welcoming staff in a pleasant and comfortabl e setting make a major impact.
Billboards - Public service rates can be affordable. Use no more than 8 words.

Brochures - Good copywriting and design is essential.

Bus Advertising - Good way to attract different people.

Celebrity Endorsements - Can be a helpful attention-getter.

Community FairgExhibitsEvents - Good way to make initial contacts. Have personalized giveaways.
Community Resource People - Access comes from personal contacts. Find ways to meet key people.
Direct Mail - Effectiveness varies. Makes most impact with those already familiar with the library.
Editorials - Provide high visibility. Information given to editors must be well-thought-out.

Feature Stories - Focusis on timely, unique, new and interesting. High-volume response may be short-lived.
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L etters to the Editor - Must be well thought out and well written. Good positioning strategy.

News Releases - Can be used to announce any type of service or program. Use appropriate formats.
Newsletters - Regular communication makes your programs and services more visible to existing users.

Posters - To attract new users, place them in key community locations OUTSIDE the library.

Public Speaking - Great visibility strategy. Having a handout reinforces the message.

Publishing Articles and Reports - Customize the article based on the audience and the format of the publication.
Radio Public Service Announcements - Use appropriate format for 30, 15 and 10 second spots. Send thank you.
Specia Events - Have a clear purpose for the event. Use them as specific and general promotional tools.
Speciaty Advertising - Choose appropriate items with staying power (e.g. magnets, jar openers).

Talk Shows - Look for radio, network and cable television shows appropriate for your message.

Television Public Service Announcements - Use appropriate formats for particular stations.

Videos - Expensive, but if well-designed and used effectively, can make a significant impact.

Word of Mouth - Ask everyone you know to spread the word.
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Key General
Marketing Tips

1. Make sure the library is visible in the community. (attend community meetings, dis-
seminate posters, flyers, services brochures, exhibits, etc. in key locations throughout the
community)

2. Establish relationships with representatives from all types of media. (tv, radio, newspa-
pers, magazines, community organization newsl etters, church bulletins, school newslet-
ters, weekly “shopper” newspapers, bilingual newsletters, city/county newsletters, PTA
newsdl etters, etc.)

3. Actively promote library use and design library promotional materials for all segments
of the community. (library card applications and/or service brochures in languages other
than English, Braille, etc.)

4. Collaborate with businesses and service organizations in the production of incentives
to encourage people to use the services of the library. (coupons for free or discounted
food, books, entertainments, give-aways -- bookbags, pens, pencils, magnets, rulers,
magnifiers, lapel pins, rubber jar openers, bumper stickers, match book covers, emery
boards, rolodex cards, plastic bags, etc.)

5. Find the most effective methods of distributing information about the library to all
segments of the community. (alibrary booth/exhibit at local community fairs, ethnic
festivals, medical and legal events, shopping malls, theatre lobbies, store window dis-
plays, government office foyers, door to door, sent home with school children, at store
checkout counters, mailed with bills, doctor/hospital reception areas, laundries, etc.)
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Key Ethnic
Marketing Tips

Long term commitment is necessary. It takestime to develop relationships.
Support the community by giving back.

Be passionate about your personal commitment.

Devel op messages that support community and family values.

Support from the top down throughout the organization is critical.

Get constant consumer feedback.

Businesses have learned that they need to go wider and deeper with their efforts. Ethnic marketing
should be part of ayear-round campaign.

View cultural differences as opportunities, not obstacles.

Using atarget audience’ s own language is crucial.

You can't just translate an ad, you must transcreate it. Consider cultural nuances.
Marketing today is part anthropology.

The medium can be just as important as the message. Use foreign language newspapers, radio, and
television stations.

Appreciate the diversity within the market segments.
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Word of Mouth
Public Relations

1. One of the most effective ways of attracting people to the library
IS by word of mouth positive recommendations.

2. People turn most often to their friends or relatives for helpin
choosing a particular service to meet their needs.

3. Talk to your own friends and relatives about the services of your
library; encourage them to talk to others.

4. Use some of your existing “in the library” promotional material
to target word of mouth promotion.

e.g. why not add the following to a bookmark or booklist you already produce:

If you enjoyed your visit, please tell your friends and relatives about our services.

When you discover a new restaurant or a unique store that sells you something special at
reasonable prices, it islikely that you would share that information with people close to you.
We realize that telling your friends about a library may not occur to you as often; however, we
are aware that word-of-mouth comments about us are more likely to get us new users than
costly advertising. We would appreciate your help in making more people aware of our ser-
vices.
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Tips for Communicating
with Target Groups

» know and use the expertise of staff members, volunteers or community contacts
who can help trandate

» show concern for people by letting them know you are trying to help
» gpeak clearly and not too fast; keep your sentences short

* do not use idiomatic phrases or slang

* use prepared lists of common phrases in languages other than English

* explore the possibilities for learning new languages
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Evaluation of
Marketing Effort*

Regularly evaluate progressto keep on track; ask the following questions:
Were goals met?
What worked well?
What didn’t work well?
What should be done differently next time?
What should be repeated next time?

Measure progress by overall response to your marketing activities
comments from audiences
interviews with key people

Analyze by measuring specific results
number of people attracted to library for the first time
number of people who attend participate in programs
percentage increases in circulation
base line vs. benchmark surveys

*Based on Stern, Gary J. Marketing Workbook for Nonprofit Organizations

Marketing to Culturally Diverse Communities  April 2002  OLA/WLA Joint Conference 47



Resour ces

Print

ALA Graphics Catalog, American Library Association, Annual.
Celebrate America’ s Diversity, American Library Association, 1993.

Herbst, Philip. The Color of Words: An Encyclopaedic Dictionary of Ethnic Biasin the United States,
Intercultural Press, 1997.

Levinson, Jay Conrad. Guerilla Creativity. Houghton Mifflin,2001.

Levinson, Jay Conrad. Mastering Guerilla Marketing. Houghton Mifflin,1999.

Ostroff, Jeff. Successful Marketing to the 50+ Consumer, Prentice-Hall, 1989.

Phillips, Michael and Salli Rasberry. Marketing Without Advertising. 3rd ed. Nolo Press, 2001.
Report Card on Public Library Servicesto the Latino Community, Reforma, 1994.

Stern, Gary J. Marketing Workbook for Nonprofit Organizations, 2d ed. Amherst Wilder Foundation, 2001.

Clip Art

Afrocentrex Softwar e, Hispanic Klips, (http://www.afrocentrex-software.com)
Broder bund Softwar e (http://www.clickart.com)
Disability Clip Art (http://www.disabilityart.com)

Dynamic Graphics (http://www.dgusa.com/dgstore/a/csfrm.htm)
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Website Resources

African American Museum. Oakland Public Library (CA)

(http://www.ver c.or g/lenglish/aamlo.htm)

This branch is dedicated to discovering, preserving, interpreting and sharing the historical and cultural experi-
ences of African Americans.

Alaska State Library. Culturally Responsive Guidelinesfor Alaska Public Libraries
(http://www.akla.or g/cr guidelines.htm)

This site provides guidelines devel oped by a group of Alaskan library directors at a workshop facilitated by
Dr. Lotsee Patterson and sponsored by the Alaska State Library. While the origina focus was on the specific
informational, educational and cultural needs of Alaska Native users and communities, participants found the
guidelines could be applied to other cultural groups.

American Indian Library Service. Oakland Public Library (CA)

(http://www.oaklandlibrary.or g/Branches/dimnativeam.html)

This branch of the Oakland Public Library (CA) provides a collection of materials that cover Native American
history, culture and arts, for both adults and young readers. Regional reference and research services are avail-
able by telephone or mail. The Library's Native American Services Committee provides support and event
planning for the Library's outreach to the Native American community.

American Library Association Office of Literacy and Outreach Services

(http://www.ala.or g/olos/index.html)

Provides information about libraries and diversity. Has sponsored a Diversity Fair at annual conferences since
1998 (see http://www.ala.org/olog/diversity _fair.html for information on participants)

Boulder (CO) Public Library Multi-Cultural Outreach Services
(http://www.boulder .lib.co.us/special/multicultural)
This site provides examples of awide variety of multi-cultural programs and services.

Broward County (FL) Library. Community Outreach Services

(http://www.co.browar d.fl.ug/1ii01900.htm)

This site includes information on African-American/Caribbean Programs, the African-American Research
Library & Cultural Center, Hispanic Affairs Office, and Newcomers Services Office.

CultureGrams

(http://www.cultur egrams.com)

Four page reports with information on the world's cultures. Online demos can be viewed and free sample can be
downloaded at the site.

Diversity Tool Kit Site

(http://projects.aclin.or g/diver sity/about.cfm)

Hosted by the Colorado Council for Library Development's Committee on Library Services to Ethnic Popula
tions, this site provides information about a kit created to improve cultural awareness and enhance library
services. A calendar highlights and describes ethnic and cultura events, holidays, and birthdays of notable
persons. A bibliography lists selected ethnic related resources in print, audiovisual and electronic formats. A set
of 12 bookmarks (pdfs available) highlight the monthly ethnic cultural events and recommended book titles.
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Four Directions

(http://www.txla.or g/pubs/tlj76_1/native.html)

This site provides information about a project funded by the Institute of Museum and Library Servicesto sup-
port the development of |earning environments for young Native people in rural areas. Quileute and
Muckleshoot Tribal Schools were participants.

Healthy Mom, Healthy Baby

(http://www.ver c.or g/hmhb/English/index.asp?intro.htm)

Thissiteis apart of the California State Library project, the virtual Ethnic Resource Center, designed to meet
the prenatal, perinatal, nutrition and child safety information needs of Hispanic women ages 18-35.

Written for those with low literacy skills and narration is provided in English and Spanish.

Metropolitan Cooperative Library System (CA) Survival Spanish: Staff Library Guide
(http://skipper.gseis.ucla.edu/students/bjensen/html/plus/survspa/toc.htm)

This guide provides basic, coping words and phrases which will enable non-Spanish-speaking public service
staff to communi cate with Spanish-speaking patrons. The goal is not to provide instruction in Spanish grammar,
syntax, or detailed rules of pronunciation. Instead, the guide emphasi zes those words and phrases which are
necessary to work with Spanish-speaking patrons until a Spanish-speaking staff person is available.

Multhomah County Library LIBROS (Library Outreach in Spanish)

(http://www.multcolib.or g/libr os/index.html)

The site provides examples of how alibrary can design differnet website approaches for use in reaching specific
traget groups. Compare the page directed to the Spanish speaking with the design used for English speakers
(click on English at the top right of the screen). Also look at a sample bilingua page (http://www.multcolib.org/
libros/spanlib/spoutreach.html).

Newark (NJ) Public Library, Multilingual Materials Acquisition Center

(http://www.npl.or g/Pages/M ultimac)

The site provides listings of vendors, periodicals, associations, and websites for Arabic, Chinese French,
Gujarati, Haitian Creole, Hindi, Korean, Pilipino, Polish, Russian, Spanish, and Vietnamese.

QueensBorough (NY) Public Library New Americans Program
(http://www.queens.lib.ny.us/programs/nap/index.asp)

The Queens Borough Public Library’s New Americans Program (NAP) was established in 1977 to provide
specia servicesto the area’'s many new immigrants. The site provides information on collections, programs that
assist new immigrantsin adapting to life in Americaand that celebrate the culture of the diverse ethnic groups,
resource guides to multicultural web sites.

Understanding the Law

(http://www.ver c.or g/Utl/EnglishEntry.html)

Thissiteis apart of the California State Library project, the virtual Ethnic Resource Center, that provides
legal information in English, Chinese, Korean, Spanish, Vietnamese aimed at immigrants.
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About the presenters........

Gail McGovern specializes in training and consulting with libraries and other non profit organizations. Topics
include assessing community needs, building partnerships and community coalitions, fundraising, grantsman-
ship, long range planning, program planning and evaluation, public relations, serving diverse populations, time
management, training trainers, trustee roles and responsibilities, and workshop planning.

Before becoming an independent consultant, Gail was alibrary development consultant at the California State
Library for over 20 years. Gail is acertified trainer for the Public Library Association Planning For Results
process. She is amember of the American Library Association, California Library Association and the Ameri-
can Society for Training and Development. She is the editor of the CL ENExchange (newsletter of the CLENE
Roundtable of the American Library Association) and writes a monthly column on Internet searching for Inter-
face (newsletter of MacNexus, the Sacramento Macintosh Users Group). Her publications include Program
Planning: Tipsfor Librariansand Working With Older Adults. Sheisone of the trainers featured in the
Library Video Network videok-rom the Front of the Room: Trainers Discuss Diversity Training

Gail hasaBachelor of Artsdegreein religion and Master of Library Science degree, both from Syracuse Uni-
versity. She also has earned certificatesin avariety of specialized training areas including cultural diversity,
facilitation, fundraising, grantsmanship, nonprofit management, program management, time management, and
training techniques.

Y olanda J. Cuesta specializesin helping libraries and other non profit organizations serve ethnic and culturally
diverse communities. Training and consulting emphasis include community based needs assessments, building
partnerships and community coalitions, marketing and public relations, program planning and evaluation, and
grant writing.

Prior to starting her own consulting business, Y olandawas Chief of Library Development Services and Ethnic
Services Consultant for the California State Library. Sheisamember of the American Library Association; the
California Library Association; the American Marketing Association; and REFORMA, the National Associa-
tion to Promote Library Servicesto the Spanish-Speaking.

Her publications include “From Survival to Sophistication: Hispanic Needs = Library Needs’” and “Guidelines
for Library Servicesto the Spanish-Speaking,” both published in Library Journal.

Y olanda has a Bachelor of Science degree in Elementary Education and a Master of Library Science degree
from the University of Texas at Austin. She has pursued additional training in cultural diversity, grantsman-
ship, program planning and evaluation, and train-the-trainer techniques.

For more information about individual topics and/or presentations, see contact information below.

Gail McGovern Y olanda Cuesta

906 Q Street 6648 Lake Park Drive
Sacramento, CA 95814-6416 Sacramento, CA 95831

phone and fax: (916) 446-2411 phone and fax: (916) 395-1688
e-mail: gmcgovern@macnexus.org e-malil: yjcuesta@mindspring.com

http://www.macnexus.org/users/gaillmcgovern
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Training Programs For Librarians Serving Culturally Diver se Communities
presented by Y olanda Cuesta and Gail McGovern

Libraries today are increasingly challenged by the complexity and diversity of the communities they serve.

To succeed in designing and delivering library services to culturally diverse communities, library staff must learn to thrive
in an environment in which working with community membersto plan, design and promote library servicesis encour-
aged. Yet library staff seldom have the time and opportunity to learn and practice the skills necessary to encourage and
sustain community participation in the planning and delivery of library services.

An understanding of community based needs assessment techniques and the role they play in the design and delivery of
effective library servicesis the foundation for the workshops. The needs assessment/building community relationships

component is built into severa of the workshops. This component may be modified or eliminated depending on library
staff experience and background in this content area. The workshops are customized to meet the specific needs of each

library.

1. Serving Diver se Communities—Opportunities and Challenges
To help library staff understand the benefits and opportunitiesin developing library services to meet the needs of diverse communities

2. Under standing Diver sity
To help library staff understand and respect people of other cultures and to be understood and respected by them.

3. Celebrating Diversity
To help library staff assess their own cultural biases to improve communication with diverse communities and develop positive
interactions among diverse staff members.

4. Gathering Input from Diverse Communities
To help library staff learn quick, easy ways to assess community needs.

5. Planning Library Servicesfor Culturally Diver se Communities
To help library staff work with culturally diverse communitiesto design and deliver appropriate library services.

6. Hispanic/L atino Collection Development
To help library staff work with the Hispanic community to develop a collection that supports the needs and interests of the community

7. Delivering Effective Outreach Program and Servicesto Diver se Communities
To help library staff make the best use of limited resources to design outreach activities with significant impact on diverse communi-
ties.

8. Building Community Partner ships/Collabor ations
To help library staff learn a process for establishing collaborative projects and activities.

9. Marketing Library Servicesto Culturally Diver se Communities

To help library staff communicate effectively with diverse communities in the design and delivery of library services.

Note: Knowledge and skill in community based needs assessment techniques or in gathering information from the community isa
desirable pre-requisite for this workshop.

10. Managing Cultural Diversity
To help library managers understand the process of creating an organizational culture that values diversity

11. Developing Financial Support for Serving Diver se Communities
To help library staff identify appropriate funding sources and develop effective approaches for gaining financial support.
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