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A	  Prac9cal	  Approach	  to	  Promo9on	  and	  Marke9ng	  
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CARLI	  Digital	  Collec9ons	  Users	  Group	  



Promo9on	  Starts	  Day	  1	  

“Field	  of	  Dreams”	  theory	  not	  good	  enough	  
	  
Promo9on	  must	  be	  	  
– Part	  of	  the	  project	  plan	  
– A	  line	  item	  in	  the	  budget	  
– Owned	  by	  project	  team	  member	  



Agenda	  

•  Target	  audiences	  
•  Sugges9ons	  from	  Kelly	  
•  Promo9on	  and	  marke9ng	  ideas	  
•  Newberry	  examples	  
•  What	  the	  literature	  says	  
•  CARLI	  stats	  and	  Google	  Analy9cs	  	  
•  Final	  Thoughts	  



Iden9fy	  Target	  Audiences	  

Internal	  Audiences	  
– Undergrads	  
– Graduate	  students	  
– Fellows	  
– Faculty	  
– Staff/administra9on	  
– Librarians	  



Iden9fy	  Target	  Audiences	  

External	  
–  Independent	  researchers	  
–  Educators	  
– General	  public	  
– Other	  ins9tu9ons	  
–  Special	  interest	  groups	  (historical	  socie9es,	  local	  
photography	  clubs,	  genealogists,	  etc.)	  

–  Public	  libraries	  
	  
Consider	  geography	  



SUGGESTIONS	  FROM	  KELLY	  



Working	  with	  your	  PR	  professional	  

•  Talk	  to	  your	  PR	  person	  
•  Be	  able	  to	  ar9culate	  a	  clear,	  specific	  goal	  	  

	  (further	  knowledge	  of	  x;	  not	  “create	  awareness”)	  	  
•  Explain	  the	  scope	  and	  significance	  of	  collec9on	  
•  Be	  clear	  about	  the	  project	  process,	  funding	  

considera9ons,	  and	  required	  acknowledgements	  
•  Know	  the	  target	  audience	  



Working	  with	  your	  PR	  professional	  
•  Give	  them	  an	  “angle”	  
•  Provide	  examples	  of	  how/why	  the	  collec9on	  can	  be	  used	  
•  Provide	  cap9va9ng	  images	  
•  Share	  personal	  stories	  of	  how	  patrons	  have	  used	  this	  material	  
•  Promote	  the	  funder	  



Working	  with	  your	  PR	  professional	  
•  Enlist	  the	  help	  of	  a	  marke9ng	  class	  or	  intern	  
•  Connect	  the	  collec9on	  to	  a	  significant	  event	  to	  provide	  

historical	  context	  	  
•  Relate	  the	  new	  collec9on	  to	  exis9ng	  collec9ons	  
•  Schedule	  public	  programs	  
•  Ask	  for	  space	  in	  broader	  organiza9onal	  publica9ons	  



Working	  with	  your	  PR	  professional	  

Build	  contact	  lists	  
– Universi9es	  
– Libraries	  
– Website	  owners	  
– Historical	  Socie9es	  
– Other	  organiza9ons	  
– Researchers/writers	  
– Funders	  
– Use	  your	  “network”	  connec9ons	  	  	  



PROMOTION	  AND	  MARKETING	  
IDEAS	  



h`p://blog.carli.illinois.edu/	  
	  



h`p://collec9ons.contentdm.oclc.org/	  
	  



h`p://www.oclc.org/news/announcements/2012/announcement10.htm	  
	  



h`p://www.contentdm.org/USC/community/collec9on.php	  
	  



Catalog	  at	  collec9on	  level	  



Catalog	  at	  item	  level	  



“I	  basically	  did	  web	  searches	  for	  
‘Holocaust	  Studies’	  and	  found	  faculty/
departments	  in	  that	  area,	  then	  created	  
a	  big	  mailing	  list.	  I	  think	  it	  had	  a	  pre`y	  
significant	  impact	  as	  far	  as	  making	  
people	  aware	  of	  the	  collec9on	  and	  
driving	  some	  traffic	  our	  way.”	  

	  -‐Eben	  English	  

Voices	  of	  the	  Holocaust	  collec@on	  
(hCp://voices.iit.edu).	  



h`p://www.flickr.com/photos/uicdigital/collec9ons/	  
	  



h`p://www.burlington.lib.ia.us/genealogy/DesMoinesCounty.htm	  
	  



h`p://bughousesquare.wordpress.com/2009/09/22/corporate-‐pr-‐meets-‐social-‐history/	  
	  



h`p://www.passingloop.com/?cat=14&paged=2	  
	  



h`p://blog.eogn.com/eastmans_online_genealogy/2011/07/swedish-‐american-‐genealogist-‐online.html	  
	  



h`p://en.wikipedia.org/wiki/John_Wesley_Powell	  
	  



h`p://en.wikipedia.org/wiki/University_of_Wisconsin-‐Milwaukee_Libraries_Digital_Collec9ons	  
	  



h`p://www.facebook.com/pages/University-‐of-‐Miami-‐Libraries-‐Digital-‐Collec9ons/	  
261554914359	  
	  



h`p://alkeklibrarynews.typepad.com/ashesofwaco/	  
	  



NEWBERRY	  EXAMPLES	  



Exhibits	  



Ongoing	  web	  exhibits	  



Collabora9ons	  



Presenta9ons	  



Cross	  project	  lines	  



WHAT	  THE	  LITERATURE	  SAYS	  



What	  the	  literature	  says	  

Madsen,	  C.	  M.	  (2009).	  “The	  importance	  of	  
marke9ng	  digital	  collec9ons:	  Including	  a	  case	  
study	  from	  Harvard’s	  open	  collec9ons	  program”.	  
ALISS	  Quarterly,	  5(1),	  2-‐9.	  

h`p://chris9nemadsen.com/wp-‐content/uploads/2009/09/ImportanceofMarke9ngDigitalCollec9ons.pdf	  
	  



Case	  Study	  from	  Harvard	  

Open	  Collec5ons	  Program	  (grant	  funded)	  
	  
	  	  Goals:	  

–  To	  increase	  availability	  and	  use	  of	  historical	  resources	  
–  To	  offer	  a	  new	  model	  for	  digital	  collec9ons	  that	  will	  benefit	  
students	  and	  teachers	  around	  the	  world	  

	  	  Quality	  Principles: 	  	  
–  Selec9on	  standards	  
–  Produc9on	  standards	  
–  Access	  standards 	   	  	  



Case	  Study	  from	  Harvard	  
	  	  	  
Outreach	  Campaign:	  

–  Hired	  “outreach	  and	  evalua9on	  coordinator”	  
–  Emailed	  announcement	  targe9ng	  internal	  audiences	  
–  Used	  inlink	  analysis	  and	  basic	  searching	  to	  iden9fy	  and	  
compile	  list	  of	  relevant	  courses,	  instructors	  and	  ins9tu9ons	  

–  Contacted	  owners	  of	  similar	  sites	  to	  request	  links	  
– Mailed	  printed	  brochures	  
–  Emailed	  monthly	  updates	  
–  Sent	  press	  releases	  to	  local	  media	  outlets	  
–  Placed	  ads	  in	  conference	  publica9ons	  and	  journals	  

Marke9ng	  budget	  was	  2%	  of	  total	  project	  budget	  	  



Case	  Study	  from	  Harvard	  	  
	  
	  	  Results:	  

–  Visits	  to	  collec9on	  con9nued	  to	  grow	  
–  Collec9ons	  where	  no	  promo9on	  was	  done	  had	  significantly	  
lower	  usage	  

	  	  
	  
	  



What	  the	  literature	  says	  
Wine,	  Erica.	  (2008).	  “Online	  Digital	  Special	  
Collec9ons	  in	  English	  Universi9es:	  Promo9ng	  
Awareness”.	  FUMSI,	  1	  Feb.	  2008.	  Web.	  14	  Mar.	  
2012.	  
	  
	  
	  

“…digital	  special	  collec9ons	  may	  cons9tute	  an	  important	  point	  of	  contact	  with	  wider	  
cultural	  ini9a9ves	  if	  appropriately	  exploited	  and	  promoted	  and	  may	  raise	  the	  profile	  
of	  the	  home	  ins9tu9on	  through	  the	  achievement	  of	  recogni9on	  in	  a	  regional,	  na9onal	  
or	  interna9onal	  context.”	  
	  
	  
	  
	  
h`p://web.fumsi.com/go/ar9cle/share/2692	  
	  

	  



Online	  digital	  special	  collec9ons	  

•  Collec9on	  issues	  
•  Promo9onal	  issues	  
•  Ins9tu9onal	  issues	  
•  Staffing	  issues	  

It’s	  up	  to	  the	  curators	  to	  enhance	  promo9on	  
and	  awareness	  



STATS	  AND	  ANALYTICS	  



CARLI	  stats	  



CARLI	  stats	  (6/11	  and	  7/11)	  





digital-‐libraries.saic.edu	  



Google	  Analy9cs	  Code	  



Demographics	  



Traffic	  Sources	  



Keywords	  



Landing	  Page	  



Landing	  Page	  



Traffic	  Sources	  



Referral	  Path	  



Referral	  Path	  



wiki.carli.illinois.edu	  



Using	  Google	  Analy9cs	  
•  Keywords	  
– How	  are	  visitors	  looking	  for	  your	  collec9on?	  
– What	  are	  they	  looking	  for	  and	  not	  finding?	  
– How	  can	  you	  develop	  your	  collec9ons	  further?	  

•  Traffic	  Sources	  
– How	  are	  visitors	  ge#ng	  to	  your	  collec9ons?	  
– Are	  they	  staying	  and	  exploring?	  
– New	  marke9ng	  resources,	  new	  partners	  

•  Visitors	  Overview	  
– Demographics	  
–  Tracking	  visitors	  over	  9me	  



Final	  thoughts	  

•  Promo9on	  is	  our	  job	  
•  Promo9on	  should	  be	  an	  ongoing	  ac9vity	  
•  You	  don’t	  have	  to	  spend	  a	  lot	  of	  money	  
•  Communicate	  value	  of	  collec9on	  
•  Promote	  a	  benefit	  not	  a	  “thing”	  
•  Collec9ons	  of	  Collec9ons	  
•  Be	  crea9ve,	  enlist	  others	  


