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Abstract

Marketing in libraries has been widely discussebtanature, but is often limited to
either prescriptive writing on the application oérketing theory to libraries, or
descriptions of marketing at individual librariegtwlittle theoretical basis. The purpose
of this research was to compare the teen markptagficed by public libraries with
library marketing theory, and to discover whetler &pplication of theory is a conscious
decision by libraries. Staff were interviewed abtiNew Zealand public library networks
to discover whether they considered marketing targeheory and the marketing mix
when marketing to teens. It was found that whilthbibbrary networks did do some
formal teen marketing, the majority of marketingsvemnducted more informally by
individual community libraries. Libraries struggledparticular with defining their teen
users, and the marketing mix was dealt with indhh@ manner. Overall, library

marketing was more tactical than strategic.

Keywords:. public libraries, teenagers, segmentation, margetiix, marketing strategies



1. Problem Statement

1.1 Rationalefor the study

When the concept of marketing was first appliedublic libraries, it was a somewhat
controversial idea. Marketing was seen to be atalgiic, profit-driven, and goods-based
discipline not commonly associated with public dibes. However, the development of
services-marketing theory as well as theories ofipunterest goods and services and
not-for-profit organisations have gradually made ithea of marketing more palatable for
public libraries — as a way of informing their pats of the wide range of services they
offer, building relationships with their patronsidsa means of showing themselves to be

useful and relevant institutions.

Some applications of marketing theory in libra@es obvious. Books are segmented to
appeal to particular markets — into children’spng@gand adults’ areas, for example. In
some libraries, such as the Auckland City Librarfesion is even divided into genres in
order to appeal to those who seek a certain typ@wdl. However, without speaking to
library staff and management, and consulting reledacumentation it is impossible to
tell whether such acts have been done as a rdsaufoomal marketing plan, or whether
they have happened organically. It is also diffitalsurmise what other aspects of

marketing theory have been used and considered.

It is a common-held belief that public librariesditeenagers to be their most
disinterested group, as discusse®@eation (2). Teens are a group whose interest is hard

to attract, and just as difficult to retain. Pubibraries have used, and still use, a range of



services to try and attract teenagers, includiagilog DVDs, console games and comics,
and designing areas which are just for teens. Signglating these services is not enough,

however; they must also be actively marketed todee

1.2 Definition of key terms

Marketing:*“...a social and managerial process by which indigldand groups obtain
what they need and want through creating and exgthgrproducts and value(s) with

others.” (Owens, 2003a, p. 1)

Public libraries: Libraries which‘exist to provide the residents of their communnitiyh
access to the record of human thought and achiavefoe the purposes of information,

education, recreation and culture” (Chamberlairar@berlain, & Cabral, 2007, p. v)

Teenagers and/or teenshere is no consensus among libraries of who exaotints as

a teenager — the age range of the group has béerdias broadly as 10 to 19 years
(Andersen, 2007)- but in setting up the frameworkis research, and given the New
Zealand context, high school-aged young peopl€aofehrs to 18 years were assumed to
be teens. The definition of teenager in the condéxthe two participating libraries will be

revisited inSection 5.2.1.

1.3 Problem statement

There are many opinions, often based on anecdatimce, on what attracts and repels

teens to and from libraries, and within these difig opinions several main themes seem



to recur. These themes and the literature at larij&e further explored irsection 2.

What becomes apparent from the literature is thbtiplibraries should promote
themselves as a place which can fulfil their rdelafined by Chamberlain, Chamberlain
and Cabral by answering teens’ information, edocati, recreational and cultural needs;

and that these libraries need to develop viablend&b, marketing strategies to do so.

Although the concept of marketing in libraries bagn a contentious one, most librarians
now seem to acknowledge its potential and impodaHowever, there is still relatively
little research into which marketing strategiestaeemost effective for libraries

promoting themselves to teens, and very minimarmftion on how this might apply in

a New Zealand context. Although the concept of mtankg now has less of a stigma
attached to it in the library environment, it ig apparent how many, and to what extent,
libraries actively or unconsciously apply marketthgory to their own attempts at

marketing.

1.4 Resear ch questions

Main research question:
How consistent with marketing theory is New Zealandlic libraries’ marketing to

teens?

Sub-questions:
To what extent is libraries’ marketing organic amidrmal, as opposed to structured and

formal?



How is marketing strategy developed by public Ires?

How does marketing theory influence libraries’ netnikg policy and strategies?

1.5 Theor etical framewor k

This research project was framed around markehiegry/ in order to relate the
marketing conducted by public libraries to the doanit relevant theory. This was not a
new or innovative approach to the subject — therthdeveloped for marketing has
already been considered in relation to informatr@anagement, even specifically to

public libraries, in previous research investiggtammilar topics.

Within marketing theory, there are two models atipalar importance for this research
project. These are consumer targeting, and theatiagkmix. Consumer targeting
involves understanding consumers’ needs and wartsler to satisfy them, and
involves three steps:. market segmentation, maakgeting, and market positioning.
Market segmentation involves grouping (or segmeptoonsumers based on their needs
and wants. The next two steps involve deciding tvisiegment of the market to appeal
to, and decidingnowa product or service is going to appeal to thgtremnt relative to

competitors.

The marketing mix is a marketing model which had &dong development; it describes
the controllable elements used to market a go@lsarvice to its target consumers. The
most common incarnation of this theory today is“th@’s”, first proposed by E. Jerome

McCarthy in 1960, which asserts that the basiapedor a marketing mix contains the



elements of product, price, place, and promotiootigf, Brown, Adam, Burton, &

Armstrong, 2006).

Overall, marketing strategy theory provided a cfemmework on how public libraries
should be, or could be, forming their marketinggtgies for teens. That these theories
and models have already been studied in informatianagement literature shows that

the framework they offer was a valid one for tl@search project.

2. Literature Review

Much of the library and information services (LIBgrature in the area of marketing is
still prescriptive, or limited to case studies dividual libraries. This does not mean that
it is not useful, but simply that the lack of wideale research into this area means a lack
of empirical evidence into why, how, and whetherkating works for public libraries
marketing to teens. There is also a need for reke@hich is specific to the New Zealand
context. However, this review will draw out whaethes there are in the literature,
focussing particularly around the marketing mix émel relationship between libraries

and teens.

Although marketing theory has existed for some titn&as not until the 1980’s that

libraries began to consider how to use marketiegmthemselves (Coleman, 1984).
Perhaps it is as a result of this that librariegehaeen seen to be behind comparable
organisations in their approach to marketing (Doh&aker, & Smith, 1998). Another

reason that has often been offered is that libmarieve a negative attitude towards



marketing, although, recent research has showrititsaits not the case; librarians are
overall positive about marketing (Aharony, 2009;aNga, 2002). Staff at all levels of a
library can impact on how successfully marketingxecuted, meaning that any
difference in attitude or opinion between strateagid operational staff will influence the
implementation of marketing strategies (Harriso®&aw, 2004). Librarians tend to lack
any formal training in marketing (Shontz, ParkerP&rker, 2004), which may be a

possible reason for some of the problems thatrigsdave with marketing.

One issue with libraries’ marketing that emergesariier literature is that promotion is
often the only ‘P’ that is discussed in detail,inat lack of lateral thinking shown in
researchers’ inability to address price, produck glace and relate them to libraries;
examples of libraries using marketing often onlglules promotional activities
(Baldock, 1993). One survey shows that promotian imost cases the only form of
marketing that is carried out by libraries (Dohe8gker, & Smith, 1995). This sole
concentration on promotion means that other oppd&s for marketing are lost.
However, more recently, the theme of needing t& lm®yondpromotion has emerged,
with commentators arguing that a promotion-onlyutmisses the point” of the steps of

segmentation and targeting.

One form of promotion gaining popularity in libresiis branding, as evidenced by a
recent study in the UK which found that brandingasticularly used by libraries wishing
to dispel negative images of libraries and libmasi@Hood & Henderson, 2005). In New

Zealand, branding has been used to differentiateces provided to children or teens



(examples includ&ids ZoneandHyper Youth from those provided to adults (Chew,
2007). However, despite these brands existing éneyften not promoted outside of
library websites, suggesting that New Zealand tibsahave yet to recognise the real

concept and rewards of branding.

On the subject of what specific methods librari@s ase to promote themselves to teens,
there is a suggestion that the concept of ‘Libea#i®’ should be pushed further,
introducing the idea of ‘Teen Services 2.0’. Impotty, ‘Teen Services 2.0’ does not
focus solely on virtual services, but still allofes the existence of the physical side of
libraries (Bolan, Canada, & Cullin, 2007). Many ters are not so broad in their focus,
embracing Web 2.0 as the perfect method of attrg¢&ens, without considering other
options. Another increasing promotional activityl®oktalking”, wherein libraries go to
local high schools and talk about various bookisyt@nd capture teens’ interest in them
(Carpenter & Caton, 2008; Mahood, 2004). The concepublic libraries and school
libraries supporting each other’s attempts to gens into libraries is not uncommon, and
there are also examples of libraries partnering wrganisations such as hospitals
(Ruhlmann, 2010) in order to take their libraryvsess to children and teens who can not
come to libraries themselves. This may be seenoss of a goodwill gesture, but this is
an opportunity for libraries to promote a positineage of themselves to the public.
Working with outside organisations can also helpldibraries cultivate closer ties

with their communities, and create new serviceslatver cost than it would be to

develop them alone (Bourke, 2007).



Product is a concept that is potentially confusaiigen applied to libraries. There is a
tendency to dwell solely on lending and referera@ises, perhaps because the services
that libraries provide are myriad and thereforécift to encompass in a concise
definition. The idea that a “product or servicaumg/thing that the library or information
service is offering, or could offer, that would diebenefit to users and potential users”
(de Saez, 2002, p. 57) seems to best encompassewuérsif it lacks in differentiation
between products and services. This lends itselhtiher problem, however; the
literature mostly deals with the idea of marketihglibrary as a whole, rather than one
particular service at a time. This means that tibsaoften need to develop their own
strategies for marketing a particular service -hsag James Madison University’s
“virtual library” (Fagan, 2009). Another problemtlgat of services which are available
for one particular group, such as graphic novelddens, not being marketed beyond

word-of-mouth (Snowball, 2007).

Price has a wide range of definitions in the litera. Traditionally, price describes the
amount of money paid by the customer for the proddowever, historically libraries

user fees have been minimal or non-existent, wimakes price difficult to apply. In
monetary terms, price has been defined as thaadtistlibrary of supplying goods,

rather than its patrons (Owens, 2003b). This amgpr@sarelevant when considering that
library patrons only pay for services indirectipdathat public libraries need to justify
their financial decisions to their council and atetakeholders. However, this ignores the
fact that as part of the marketing mix, the codtlvhry services influences the attracting

or discouraging of patrons. Alternative definitiasfrice are therefore needed, such as



“what a trip to the library is worth to users imrtes of time to get to the library, time to

learn the systems, or time to use the servicemsgRer, 2008, p. 16)

De Saez also offers the idea of opportunity cost ‘@sice’, and this is particularly
relevant when dealing with teens. A case study eotedl in a public library in Missouri
suggested that, on the whole, teens do not hawelgniegative feelings towards
libraries; rather, they do not go to their pubibréry because there are other activities
they prefer (Cook, Parker, & Pettijohn, 2005). Teared to be able to feel that they are

not giving up anything valuable by choosing to tisar library.

Place has changed dramatically with the digitabheton. It no longer solely refers to
the library building itself, but has grown to indkilibrary websites and other digital
access points, which are particularly popular whhidren through to young adults (Kern,
2009). Whether this is finally changing patronsdamon-patrons’ view of the library as a

"moribund storehouse of outmoded information” (\&yck, 2001) is yet to be seen.

Place is particularly interesting when dealing webns. One common thread that runs
through much of the literature is the need for &gems to have their own physical space
in a library, with the suggestions that a well-desid space “will tell older teens that they
are welcome in the library and even encouragetatgd gAlessio, 2004, p. 87). While the
library which has its own dance floor for teenatisextreme example; even the slightly
more mundane libraries have anecdotal evidenca ofciease in teen users since

redesigning teen space. Importantly, library amah teulture need to intersect within a



teen space (Walter & Meyers, 2003); teens needdognise that is a place that belongs

to them, but at the same time it must still opesst@art of the library.

In the New Zealand context, Rowe picks up on ttesiof designating a space
particularly for teens and children, consideringgéhdifferent aspects of the public
library’s role, and how each one can be designegbpeal to teens — the library as a
leisure reading and activities centre, a formalcation support centre, and a community
focal point (2002). Unfortunately, this piece comizates on what facilities can be
designed for a new building, not a pre-existing.df@ many public libraries in New
Zealand, moving to a new building would be ideal, is not practical given financial
constraints. There are still other options, howeverhile constructing new physical
space may be unfeasible, there is also the opptyrtionconstruct entire virtual libraries

just for teens (Delgado-Gomez, 2002).

On a smaller scale, websites are often considey@adt@ntial marketing tools for drawing
in teens, with the added advantage that teen-specéterial can be added to already
existing websites. Braun sees interactive, rathen static, websites as preferable, and
suggests that the viral marketing campaigns whalretbeen successfully used in other
industries could be used by libraries. The idekbofries using social networking, of
giving information "in the places teens can alrebdyound" (Braun, 2009, p. 510) and
going to where teens are rather than expectingtEeaome to libraries, is picked up
several times in the literature, with the addedtioa that "given [teens’] well-

documented fickleness, they will probably move glgaickly to the next digital

10



hangout.” (Doyle, 2008, p. 505) If libraries arerkeding to teens through social
networking, it is important that they stay with @nt trends — there is no point investing

time in a site which is no longer popular.

While the 4 P’s were originally developed to apphly to marketing tangible goods, the
so-called ‘extended marketing mix’ adds three ni®eeto the original four: people,
physical evidence and process (Booms & Bitner, 198fich “distinguish features of
service encounters” (Kotler et al., 2006, p. 108)wever, these are seldom picked up on
in LIS marketing literature. While these are ardyateeded in order for patrons to
perceive a high quality of service (Smith & Sak392) de Saez argues that these
aspects, while important to consider, are in fé&etaaly included in the original 4 P’s
(2002). Other marketing/LIS theorists have devigeir own extended marketing mixes,
such as “the right product, in the right placethatright price, with the right promotion,
for the right person” (Roy, 2003) and positioniNg&]ters, 2004) but the same argument
can be used against these, suggesting that thealrfgP’s, when defined and used

appropriately, are the best and only marketing Iibraries need consider.

Oddly — perhaps worryingly — one step which is miggrom most of the literature is

that of evaluation. This is hardly a revolutionapncept; the marketing model in
Coleman’s 1984 article includes evaluation as asteg. And yet few others include it in
their prescriptive writings. Interestingly, thos$at do include evaluation, clearly see it as
an important part of the marketing process. Weidg#velops an extended marketing

mix, dubbed ‘the 6 Ps’, which includes ‘Postludine evaluation’. The idea that

11



“evaluation is a tool for improving services” (Wgamd, 1999, p. 146) is also picked up

by Dubicki, who suggests that:

“Evaluations of the marketing plan process shouldrig®ing, not just at the end
of the campaign. Marketing is always dynamic beeawstomer needs and
library services change, perhaps necessitatingfroations to the marketing

plan.” (Dubicki, 2007)

The study of the use of the extended marketingimitew Zealand public libraries can
be seen in Clayton’s research into the marketingedf pages (Clayton, 2007). Web
pages were broken down by each section of the é&tbmarketing mix, and graded by a
selection of relevant criteria. Clayton found thdiile New Zealand public libraries had a
varied understanding of price and physical evideagerall their marketing compared
favourably to libraries in the US, the UK, and Aasia. However, as these findings
related solely to web pages it is unlikely thatythan be applied universally to public

libraries’ marketing practices.

There are several problems when dealing with libsatiargeting teens in particular. One
of the problems apparent in the literature as alevisoa lack of clear definition of what
constitutes a “teen”, a word which is at times usgerchangeably with “young adult”.

At other times, teens are grouped together witldodm under the category of “youth” or
“youths”. This arguably links to segmentation ditfities that libraries have; if a segment

is poorly defined, or even undefined, it will be¢ch@r even impossible to target.
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Anderson defines two groups, “older teens”, aggtksh to nineteen, and “tweens and
young teens” (Andersen, 2004), aged fourteen atwhh€Andersen, 2007) but also
reiterates that as teens are in different stagdsw#lopment they cannot be judged

strictly by age.

However, this division into “older” and “younge®dns matches anecdotal evidence that
suggests that marketing geared towards a generaépbof “teenagers” may not actually
interest teenagers of all ages, and that markshngld be directed towards more specific
age groups (Tyle, 2008). Other evidence showsginiatand boys respond to libraries in
different ways (Agosto, Paone, & Ipock, 2007), whetiggests that gender should be a
factor in targeting specific groups of teens. Dikgoes even further, explaining that
children and teens can and should be segmentetienlyodemographically, which takes
into account age, gender and ethnicity, but psyapdgcally as well, a category which

looks at personality, interests and opinions, amuthgr factors (1995).

Another problem with the targeting of markets lydrries which is non-specific to teens
is the impact of external forces, particularly po$i, when local government focuses all
marketing on other groups such as ratepayers tdargabreasons (Kinnell &

MacDougall, 1992; Sutherland, 2002).

Finally, the existing relationship between teend lloraries needs to be examined. Much

of the literature exploring this subject is con@stnwith the perceptions teens have of

libraries, and the lack of understanding librariana particular, library management —

13



have of teens (Snowball, 2008). A New Zealand studigh looked at local young adult
library services and the perceptions of both uaadsproviders found that both groups
saw staffing as a problematic area; young aduliallyssaw staff as rule enforcers, and
found their experiences with them to be unpleaanten, 1998). This view
complements the idea that the library is closebpamted with school, and therefore
work, making it an unlikely place for teens to visi their own free time (Corradini,
2006). Interestingly, this latter Italian study ¢bes briefly on the fact that librarians have
their own ideas of how teenagers view librariegeuhg adults are frequently said to
consider libraries as uninteresting and cold, salamd rigid, boring and old-fashioned"

(Corradini, 2006, p. 486) — and suggests thatishi®t always an accurate portrayal.

The previously mentioned digital revolution has aoly changed the sense of place of
the public library, but is also impacting its rofdready search engines like Google have
changed the way that young adults are lookingrftarmation (Mi & Nesta, 2006).
Although this has not been coupled with a dropioffbrary users, it does suggest that
libraries need to consider alternative roles. WRiteve considers three such roles, and
Cook, Parker and Pettijohn emphasize the needbi@ries to become more involved in
the social lives of teenagers, Jones goes a ltiteiyrsuggesting that libraries should be
focusing on an overall strategy of youth developintm approach toward youth that
builds on their potential and helps counter théojmms that may affect them” (Jones,

2002, p. 22).
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There is clearly a strong theoretical base for ipulidrary marketing; it is equally clear
that public libraries understand the need to maxkétens in order to catch their interest.
What is less clear is how well public librarieswsdly grasp concepts such as the
marketing mix and market segmentation, and howlidaghey are of applying the theory
to practice. While there is much anecdotal evidentmewhat methods of marketing
work, there are few studies covering whether timesthods would work for all libraries,
or whether they only work in the given contextswdweer, it is evident that the 4 Ps can
provide a strong basis for this research projabe-iterature has provided working
definitions of product, promotion, price and pldlat can be applied to public libraries,
and possibly built on further. Another issue whings not been dealt with conclusively is
exactly why young people lose interest in the lipiduring their teen years. Much of the
literature seems to be based around assumptionaltbeenagers behave in the same
ways, with few researchers questioning these assomsp \What is needed is more
research, comparing and contrasting the marketong tby different libraries, to see what

ideas are effective, and what segments of thertesket they attract.

3. Significance of study

Firstly, the library networks selected for thiseasch both serve a large proportion of the
country’s population, and offer library servicesctaldren, teens, and adults from a wide
variety of ethnic and cultural backgrounds. In thesy, their patrons very much serve as
a microcosm of New Zealand society. By understajdiomparing and even critiquing
their marketing models, and exploring their sucesssd failures in this area, other

public libraries in New Zealand can learn from thegamples.
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Secondly, as previously mentioned, there has balahwvely little research done in this
area in New Zealand. While this case study willydré focusing on two libraries’
approaches to marketing, it is hoped that it woll anly allow other public libraries to
examine their approaches to marketing, but thagra#bsearchers will take an interest in
the subject, so that more research, discussiom@inate can be had over the place and

importance of marketing public libraries’ servitegeens.

4. Research design

4.1 Resear ch paradigm

For this research project, an inductive approach thaught to be more appropriate than
a deductive one as data needed to be gatheregporsthe design of a theory which
satisfied the proposed research questions. Froapistemological perspective,
interpretivism was a better position than positivi®r answering the proposed research
guestions as it emphasises the need to study haati@ms through the interpretations of
its actors. Ontologically constructivism, whicimijplies that social phenomena and
categories are ... produced through social inten&t{Bryman, 2008, p. 19), allows that
the outcomes of libraries’ marketing strategiesiafleenced by both the staff involved

in making and implementing them, as well as thegoatwho react to them. This was
clearly a good ontological approach for researcitivivas examining the way marketing

strategies are influenced by various actors.

16



4.2 Resear ch methodology

The research questions for this research propesaly coupled with the lack of previous
research in this area, suggested a need for résseairch was in-depth. As at the time
that the research was being conducted there wadgarmation available on what
marketing strategies were used by public libranddew Zealand, it was impossible, for
example, to present a closed list of such stragegidibraries and ask them to choose
which one they used for teens. What was neededawasthod that could discover the
reasons and explanations for the decisions mad®rketing strategies by libraries, and
the decisions behind how those strategies areegpplipractice — qualitative methods. A
gualitative approach was clearly the more apprépoae to use when conducting this

research.

4.3 Resear ch methods

The overarching method chosen for this researchepirwas a case study, focussing on
two public library networks in the North Island. Wéthere was room within this topic to
choose a sample size which consists of multipldiplibraries — there are over 60 such
organisations in New Zealand (Association of Pubibrary Managers Inc, 2010), —
carrying out in depth, qualitative research, amgeggraphically distant libraries within
the project’s given timeframe was simply unachid¢ea®/hile this case study would not
have had the scope of a larger sample, it was deresd to be the appropriate method to
use in a research project that set out to “illu@readecision or set of decisions: why

they were taken, how they were implemented, anld witat result.” (Yin, 1994, p. 21)
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In this case, this applied to the decisions madarat marketing strategy at the two

participating libraries.

Within the method of the case study, data collectiocurred in two distinct ways, in
order to allow triangulation to occur: interviewirand using documents as a source of
data. Interviewing took place in a semi-structufade-to-face manner; documents
incorporated promotional materials including — bat limited to — organisational
websites, social networking sites, posters andhwnes. Documents were analysed as
both as examples of marketing activities and farift€ation on some aspects of
marketing that were unfamiliar to interviewees. thtiinately, neither of the two libraries
involved with the research were able to offer foimaitten marketing strategies for

analysis.

The reason for using a semi-structured interview toaallow flexibility both in the
interviewer’s questions and interviewee’s respongate still maintaining a focus on the
specific research topic, and to make sure thevigeer maintained control on the
direction of the interview. While only one interwee, a strategic staff member at
Library A, had any formal marketing knowledge, sttac staff at both Libraries had
some familiarity with ideas on libraries and mankgt through their own reading of

library literature.

Using these methods did potentially open up trssaech for a certain amount of bias.

Firstly, the researcher is a patron of one of ti@sen libraries, and as such already had a

18



relationship with the organisation. However, asriiationship is only that as a library
user, and there were no personal connections wittoathe interviewed staff, it can be
argued that the potential for bias in this way wasimised. Secondly, there was the
potential for censorship in terms of interviewealfswvillingly skewing their answers in
order to present their organisations in a posity#. It is to be hoped that by taking
steps to keep the interviewees anonymous and mnaingaheir libraries in the
presentation of this report, they felt able to tpket in their interviews in a free and frank

manner.

4.3.1 Sampling

Purposive sampling, rather than random sampling, wead in order to only conduct
interviews with the most relevant staff memberghwive to six interviews taking place
at each of the public libraries. Interviewees waresen in consultation with senior staff

at each library, again to pick staff members wiles pertinent to the research subject.

In this way, staff interviews were from a rangdenfels, and included operational staff
such as librarians and library assistants, andl wittf more of strategic roles, such as
service managers and co-ordinators. All staff neaved had roles which meant they

were formally involved with teens or in library mating, and in some cases both.

4.3.2 Interview questions

The following questions were asked/covered in inésvs.
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Describe your role at the library. How much of yoole is about setting strategy,
policy, or process? How much of your role is opersl?
Thinking of the people who use your library, tek mbout five different groups of
people. Do they use the library in different waygRich of these groups are
priorities for the library?
How does the library communicate with these fiveugps of people? Are there
opportunities for these people to communicate withlibrary?
Thinking of the age range 12-18, describe how tipasens use the library. How
does their use compare to other age groups?
Thinking of the age range 12-18, describe how tipasens’ use of the library is
encouraged.
o What physical place in the library is there thag baen adopted by, or
adapted for, these patrons?
o Which of the library’s online content has been dgesd for these patrons?
How well is it used?
o In order to use the library and its services, vdratthese patrons giving
up?
o Which of the library’s services were designed fese patrons? Which
other services do they use?
Do you have any formal marketing knowledge, or hgwe read marketing theory?
Does the library have a formal marketing stratelgges it specifically address
teens?

What is the library’s formal marketing strategy teens?
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« Do you measure the results of this strategy (ifehg one)? What results have you

achieved?

4.4 Data analysis technigues

4.4.1 Interview analysis

Grounded theory, although not chosen as the ow@rayenethod for this research
concept, nonetheless provided a practical framevarihe analysis of the gathered
gualitative data, particularly in the coding ofanination that had been collected.
Following Bryman, there are four key “tools” offéren the grounded theory framework:
theoretical sampling, coding, theoretical saturgtemd constant comparison (2008). As
mentioned irSection 4.3.1, purposive sampling, not theoretical sampling, wsed in

this research. Some coding, however, was used,daitn being coded without using
“preconceived standardized codes” (Bryman, 20084@), in order to identify and
explore the concepts, themes and patterns whigedrom the documents and
interviews. To do this, interviews were recordecewlthey took place, and transcribed as
soon as possible afterwards. Notes were also t@ikeng the interviews in order to

capture as much information as possible.

4.4.2 Document analysis
Collected documents were analysed in the same w#heanterviews, with a grounded-

theory approach of coding and comparison.
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4.5 Ethical consider ations

Under the guidelines laid down in Victoria Univeéysof Wellington’s Human Ethics
Policy, human ethics approval was applied for araohiggd before this research was
carried out, as it involved human subjects, as albotentially involving commercially
sensitive information supplied in confidence. Imh@d consent was acquired from all
interviewees taking part in this research; thenmiation sheet and consent form given to
every participant can be found in tAppendix. Subjects’ privacy has been protected as

far as it is possible to do so.

As this research was carried out as a case stokinlg in depth at particular libraries’
marketing strategies, it was considered to be dfquéar importance to make sure that
authorisation was fully granted by the selectedhliles to access their employees and
spend time in their buildings, and to have cleadglines as to what information they are
prepared to let be used for the case study. Thexetfoe Head Librarians (or equivalent
positions) at both libraries were contacted fompesion before research began, and
written agreement was obtained from both librabefore individual staff members were

approached for interviews.

5. Findings

5.1 Structur e and strategies

Both library networks studied for this researchldmeary networks rather than individual
libraries; that is, each is a group of communityp@nch libraries run under a single

regional or city council. For clarity, the librangtworks will be referred to as Library A
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and Library B; the individual community librariesthin these networks will be denoted

as such.

Both Libraries have a similar, centralised managemgucture that specify
organisation-wide, core services but allow commuiliitraries to develop some services
for their own communities. These local initiativeslude small-scale events such as

book clubs and movie nights.

The Libraries differ somewhat in their approaclebdth teens and marketing. Library
A’s marketing is developed in-house, by a team ithdtides a marketing advisor and a
graphic designer; Library B do not have their owarketing team, but work closely with
their council’s marketing team. Neither Library leastrategy which specifically
addresses marketing to teens, although interegtopgrational staff at both Libraries
assumed that there was one. At the time of theseviaws, Library A had recently

committed to developing such a strategy, as omesfic staff member explained:

“This year, in our business focus, we do have actacbund developing a strategy for
increasing teens’ engagement. It should be a sisatkeat acknowledges that we already
develop quite a bit of service to teens, that tesesour services to some degree. So the
strategy might be about identifying some gaps wherean do some more, rather than

starting from scratchi.

23



Library B has no current formal marketing stratefyynajor structural change to the
library is imminent, and this has meant that re¢ibnary plans have been what one
strategic staff member terms as tactical, rathem #trategic, focussed on the short-term,
rather than the long-term. However, this does rRptagn the longer-term absence of a
strategic plan, and is in contrast to Library Aieh will be facing a similar structural

change at the same time as Library B.

In terms of staff structure and teens, the two diiles once again have similar
approaches. There are top-level strategic stdddtt Libraries who oversee both children
and teens — sometimes referred to together as yoartidl at community libraries, one or
two librarians or library assistants will take ¢ trole of focussing particularly on teens.
What exactly this ‘focus’ involves does appear amywgreatly between individual
community libraries. Library B community librariescourage regular meetings of teen-
focussed staff, and will also “buddy-up” librarianbo serve teens with library-assistants
in the same roleSo they can learn from each other as Welibrary B is also moving
towards ‘having teen librarians so that it's a professiopaisition, and it's part of their
job description when they apply for it that theyyeing to be a teen librariah At

Library A, there are fewer opportunities for tedmrdrians and library assistants to
interact, although several interviewees suggestawith the new strategic focus on

teens, this may change.
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5.2 Market segmentation

Both Library A and Library B have segmented thearkets in a basic and obvious
manner. Both libraries divide their users into éhpatron ‘types’, based on age —
children, aged up to 12 years; teens, aged 13 y@ai%; and adults, aged 18 years and
over. These patron types are treated differenttgims of library policies around

borrowing and circulation.

Another form of very evident market segmentatiopgems as a result of the spread of
each Library’s community libraries across differenburbs, which support differing
populations in terms of socio-economic status, paamn age and ethnicities. Both
Libraries emphasised the need for community lilesato “reflect their communities”, or
to customise and produce services which are wawedeir own patrons, but might not
be applicable to other community libraries. An epéarof this is holding specific non-

English or Miori language fiction collections.

At Library B, staff members commonly referred te thfferences between two areas of
their region, a divide caused by the socio-econalhsparities between the two areas.
The most discussed differences were in terms ofildtion — in particular it’s our

[area] branches [which are] generally where the degt readers come from, while
others — | don’t think that they’re not readershink that often they read in house. ...
And they have lower circulation stats than otheza — and computer usage, where

lower socio-economic areas relied more heavily@nmunity libraries for computer and
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internet use. Library A also saw similar dispasfialthough its region’s socio-economic

gaps were not so neatly geographically divided.

Beyond this, the segmentation suggested by stafilvees varied at both libraries. One
segment identified with some consistency at Librarnyas “mothers and babies”. This
was also the segment whom strategic staff idedtdethe one for which Library A had
most recently spent time developing and promotergises, which had seen success to
the point that they had become embedded in the aomtyribraries which ran them.

This may explain why this segment was consistaettpgnised by staff.

Apart from mothers and babies, there was no stpatitgrn as to either the criteria for
differentiating segments, or how they were ideatifiAlthough groups such as

“children” and “the elderly” are clearly marked their ages — although a specific age for
either was seldom given — some staff preferredeatify groups by which library
products and services they used. Strategic stafilmees at Library A also took the
approach of defining groups by their actions rathan demographics or psychographics,
listing the six “service lines” that Library A hdeveloped. *..regardless of their
demographics, they come in to read and borrow|darning programmes, for office —
photocopying and that sort of stuff, research arfdimation, as a community space and

for events and exhibitiohs

Libraries B followed a similar pattern. Youth — debed as young people aged from 0

years to 25 years - was identified by strategitf abeing an important market segment,
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due to the large population of young people livimgheir region, and operational staff
were able to identify several segments within daitegory. Most identified pre-
schoolers, children and teens as separate groughsicaned elderly patrons as an

individual group as well.

5.2.1 Teen definition

While the definition of a ‘teen’ had been set bg thsearcher to be 12 — 18 years old, the
age that most young people attend high schooligkey became apparent that many of
the interviewees themselves differed from thismgéin; for some this was because they
had their own idea of what a ‘teen’ wag’é'more like 13 to 195, while others had no
clear classification of the term, but felt thateage range was too restrictive:ie

difference between a 13 year old and a 19 yearldht years. You've got a child at

one end and a responsible adult at the other. there just seems to be this unnecessary,

arbitrary demographics.

However, there were some aspects of ‘teenageritbed consistently identified by
interviewees as marking teens as separate from gtbeps. One was the dependent
status of teens; most saw some teens, typicalbr ddéebns, as craving independence, but
still legally minors and reliant on their parentgarardian, while other teens were
comfortable still relying on their parents or guargs. This meant that library staff
needed to consider parents in dealing with teehgdewstill treating teens as individuals,
in a non-condescending mannerits‘a balancing act One operational staff member at

Library A used the example of her book groupf+ introduce any kind of content that is

27



hard to deal with, like suicide or sex or somethithgt | just make sure that it's
something that | would be willing to defend or tabbout with a parent, or with the kids.

...’"Cos it is a responsibility and you can't just chistuff at theni

5.3TheMarketing Mix

5.3.1 Product

At both Libraries, products can be divided into tiypes: organisation-wide products,
which are usually organised and run centrally, &hiath include core library services;
and community-level products, which are generaflyedoped by community libraries for

their own localities.

The core service identified by many of the inteneed staff at both Libraries as still
being the most important service provided by thealy, is lending. As mentioned
previously, ‘teens’ are a specific patron type, alldommunity libraries have their own,
teen collection. At both Libraries, staff membersrevapt to divide teen collections into
three groups, echoing how the collections are ghlgiarranged on the shelves —
fiction, non-fiction, and graphic novels, this lastision including manga and Western

comics. The teen fiction collection is floatedbath Libraries.

At Library A, staff highlighted the recent additioh study guides to their non-fiction
teen collections; at both Librariegsh& non-fiction for youth is meant to mirror théfe,
it's to do with their life and lifestyle and thingke that and there is an emphasis away

from buying text books or other material which slidoe provided by high school.
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However, when it came to study guides, Library Alied that Some families have been
able to afford study guides and others haven'tr&sequite a social equity gap there for

young people who are studyihg.

The acquisition of graphic novels was also a tglpoint at Library A, where an online
request form has seen a large uptake by teerse foaint where §ur teen purchaser
doesn’t actually have to keep up-to-date with aayga title, because the kids do it for
her.” Library B has also seen similar uptake for tame service, to the point where
almost 50% of all teen purchases are user-driviaft & both Libraries tended to
differentiate between readers of graphic novelsahdr fiction readers, often
anecdotally suggesting that male teens preferraphir novels to other fiction.
However, there was no suggestion that readersapihgz novels were being targeted in

different ways to other readers..

Interviewees at Library A and Library B named conapsi and free internet as services
that, although not designed specifically with teensiind, have seen a large uptake by
teens. Library A has also recently begun offerieg fwireless across all of its libraries;

this was another service which had seen high upgigkeenagers.

Most staff at both Libraries also felt that onelwé important services they offered teens
was a simply a place that they could be, for s@irgy, studying, or other activities which
did not necessarily involve using other librarysegs. This, and services offered

through Library websites, will be discussed furtime®ection 5.3.4.

29



At Library B there are two annual organisation-wptegrammes, both run during school
holidays. The first is a reading programme, whiggnss opt in to and compete to win
points by reading books, using databases and attgsgecific events run at their
community libraries. While this is run in part toomote library services, it also provides
an opportunity for Library B to encourage literayd information literacy.Every week
we set a different database for them to look at) Wwe pretty simple questions, but just
to give them the gist of how databases work, becaesfelt like we're paying for the
databases, they're reliable, they could be usiregrtior homework... So, it was passed
off as fun, but it was more about literdcf¥he second programme is an art competition,
which is more about simply engaging teens withlittrary rather than particular library

services.

Library A does not run any similar organisation-&/jgrogrammes; this was explained
anecdotally by one strategic staff member, who Satisuch a programme based on the
one run at Library B,didn’t seem to actually work, so it wasn’t wortke ttrme it took to
run.” It did, however, see success at some individoatmunity libraries, some of which

continue to run teen reading programmes at a smhltal level.

Information literacy classes are also run at comtgdavel at Library A. Although these

are run across various community libraries andygeally similar classes, they do have

to be modified for individual communitiesThe first digital photography learning thing
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that happened was [Suburb], so of course all tlds kiad their own, or the family’s, so

here we’re actually providing the camera for themuse, and have a bash”at.

The most common community-level product for teesr®ss both Libraries is book

clubs; those discussed in interviews operated olelyidiffering terms, with one

including participants ranging from 12 to 22, désphe “teen” label, while others stuck
more closely to the more specifically teen marksetme focussed heavily on reading,
encouraging members to talk about the books thdyded, while others, despite calling
themselves book clubs, centred more on social eadetivities. Staff at both Libraries
tended to talk about their book clubs in more dé¢tain other teen activities; however,
some teen activities mentioned were job and mduiesg author and other speaker visits,
and gaming competitions. At the time of the intews, Library A was trialling a Wii at

one of the community libraries.

5.3.2 Promotion

The biggest immediate difference between Librargl B in terms of promotion is how
promotional material is developed — Library A haleir own in-house marketing team
which includes a graphic designer, while Librard@&selop the concepts, then work with
their district council’s marketing team to prodube material. However, this variation
does not extend into the way promotion is develagdtde community library level, with
community libraries at Library A and B both creatiieir own promotions for their own
local events and services. One operational staffilbee at Library A described the

marketing-created book club flyers améxciting ... it wasn’t going to be riveting to the
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teens to want to pick it up and take it aweasich suggests that community libraries’

perceptions of their customer base differ from éhlesld by marketing staff.

Strategic staff members at Library B were cleat tust is the biggest challenge when it
comes to promotion. Both strategic and operatistedf expressed regret that their
budget does not currently allow them to send masis-to teens, as they believed that
that would be one form of promotion that would ggEns’ attention. There was an over-

all emphasis at both libraries on low-cost prommdidools and techniques.

For example, staff at Library B discussed how teeindteenage popular culture are often
essentially a form of free promotion for the lirafhe recent popularity of thiewilight
series saw an increase in interest among teersetthaeir community libraries, although
due to the restrictions placed on teen users — impsdirtantly, the need for a parent or
guardian to agree to their teen becoming a libnaeynber — this interest could not
automatically turn into membership. Among teens @afealready library members, staff
talked about a definite tendency to read any bedksh have received a large amount of
media attention, particularly those that had beaderinto films. This was also true of
Library A, where staff also spoke about the negatmpact of pop culture trends on
libraries — the biggest once again being cost, e/kegn collection budgets were stretched
to deal with the demand of teens for popular bowkit waiting lists numbering into the
hundreds. Relying too much on trends likeilight also presented problems; one

strategic staff member gave the example of u$ingight to promote a teen book club
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and missing the target market completely, with soifthe responders being women in

their mid to late twenties.

Community libraries perceive that using their relaships with teens is the best way to
promote services and events — viral marketing, @andvof-mouth communication is used
by everyone who interacts with patrons; one comiyditirary manager at Library B
encourages teen library users to pass on libramg me non-users with promotions like
“bring a friend” type events. Teen librarians atldry assistants who have particularly
good relationships with teen patrons also emailviddal teen users to promote

particular services, as opposed to the more fobmikl emailing that is used.

Library B’s relationships with other community orgzations such as youth groups and
religious associations are also important for prbomo The one most commonly cited by
staff is relationships with high schools; operagibstaff try to visit schools in order to
talk to classes and assemblies about programmesvamdls run at or through community
libraries. Again, financially this is a low-costgonotional technique, but it does depend
on library staff having the time to execute itislialso not feasible for every community
library, as it depends on there being one or maeallhigh schools with which to build
relationships. This is particularly difficult fondse libraries that are close to city
boundaries — the nearest high schools may fallimvatdifferent district council, and be
uninterested in forming links.. . about 90% of their kids [live in a different ¢jtgo they
don’t want me coming in to promote my library, bhesait only relates to a very small

part of their school.
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Few staff members interviewed at Library A appedndve made connections with their
local schools. One strategic staff member had fdbhatisuch relationships were not easy
to form, due to the degree of difficulty in makitige first contact with individuals within

a school, and the problem of retaining relationshipen those individuals moved to

another school or role.

Library B makes high use of their website for tepr@motional purposes. A recent teen
holiday programme saw a 24% increase of the uieeafteen pages. However, staff
members also acknowledge that many of their patonsot have regular access to the
internet, which means that promotional materiahsag posters are still useddd‘love to
say that we use a variety of modern technologytrith be told a lot of our teenagers
don’t have computers in the horhkibrary A also concede that not everyone uses the
internet, although their operational staff tendedede internet non-users as more elderly

patrons unused to technology rather than a rettheadigital divide.

As far as Web 2.0 goes, both libraries promote tivices and events through Twitter.
Library B seems to have been more successful snaghproach, garnering more than
three times as many followers as Library A, altHoitgnust be noted that Library A’s
Twitter was set up far more recently. Library Boaleas a Facebook page, while Library

A has a number of blogs, including one aimed atgee
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Again, an important aspect of teens marketing [guwrang parents’ interest and gaining
their approval as well. Even though displays anstgrs are designed with teens in mind,
it is often parents who enquire about servicestlieeteen book clubs run at most

community libraries and who encourage their childi@attend.

5.3.3Price

Overall, pricing has been used by both Librariesrtoourage use of services and
discourage certain patron behaviours. This includesdue fees and use charges. In
monetary terms, the majority of services providedath Libraries are free for teens.
Staff at both Libraries particularly notice the Ihigate of holds placed by teens, which is
assumed to be because of the no cost policy fosteeacticed by both Libraries — in
contrast, adults, who are charged for placing haldsso less often and place holds on

fewer books.

Library B has recently removed overdue fines fenegers. This is a strategy that has
been aimed at parents and guardians, rather thapragers, as they are the guarantors
of teen members and ultimately responsible for payrof fines and fees. This approach
has been adopted with the goal of increasing meshieby teens; once again this shows
that parents — adults — do need to be consideresmmarketing rather than viewing

teens as an isolated, independent group.

Library A has found a different solution to the saproblem — while library membership

for patrons under 18 usually requires an adultgnuiar, librarians — usually community
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library managers — can at their own discretionvalleenaged patrons to sign up for a
“minor card”, which allows holders to borrow onernt at a time without parent or

guardian approval.

Services which are charged for at both librariesavigpically not seen by staff as
services which were often used by teens — theseded borrowing CDs, DVDs and
games. At Library B one operational staff membdat Hzat in her community library
teens tended to watch or listen to these on avaiamputers rather than borrow them,
as they would not be charged for this. Another camity library at Library B offers
“vouchers” for audiovisual material as prizes anc@als to teenagers and children,

which allow them to borrow DVDs and other materfaisfree.

Library B has also been using price as a disingerit visiting certain internet sitedf “
you want access to...Bebo, it's a dollar for halfrenur to two dollars for an hour. Other
social networking sites like Facebook are freetidly when Bebo came out it was used
to organise fights and things like that at the hggihools, so police liaised with [Library
B].” It was indicated that this policy is soon to cganto allow all social network sites to

have no charge.

Staff at both Libraries gave very similar answargdlee subject of what teens give up to

use the library. All library use is an opportunity cost, you're ugithe library or being

on the library website rather than doing somethetge. ... Time would be one thing. |

36



was trying to come up with a very clever answewuarbreputation and image, but I think

that’s just imposing multiple layers of stereotypes

While “time” was most commonly identified, mostentiewees also gave a range of
possible answers for what they might be usingtileg for — spending time with friends
or on school work; at extra-curricular school aiti# or outside school activities, such
as sport; watching TV. Several staff members adoosis Libraries felt that teens did not
have to give up anything in order to use the Ijgrar these cases, the staff members
believed that activities that teens might have beealved in outside of the library, such
as socialising with friends and study or homewaretwere simply taking place at the
library instead of elsewhere. Staff who were inealvn organising regular events, such
as book clubs, generally tried to hold them onraéieng days, in order to allow teens

with other regular after-school events, such astjes, to attend some of the time.

There was a feeling among some of the interviewéeésbrary B that some teens, usually
in specific areas, did not have much else to gpeas outside of the library there were
not that many activities or places available fanth “There’s nowhere free within easy
distance, whether walking or bus or after schdmdtthey can go and hang out and they

can be safe and warm and no one expects them tarytlying”

One less evident form of cost was touched on ednia strategic staff member at

Library A, who mentioned reputation, and that isntity. Although, like the previous

interviewee, most librarians were unwilling to jedghether or not libraries are places
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that are “uncool”, and which teens become less|"doo visiting, some staff felt more
strongly that the need for parental approval mezarty teens had to give up their sense
of independence to join the libraryTHere’s giving up a little bit of pride in order et

their parents to come ih

5.3.4 Place
“But teens and tweens use it almost like a commnjspace, they come to hang out, hang
with their friends, it's not so much about cominglagetting a book ... | think they use it

as a meeting place and as a hung out just as msi¢brats resources”

As mentioned irBection 5.3.1, staff at both Libraries cite using the library dhang-out
space”, or a place for socialising, as one of tipeuses of libraries by teens. Because the
literature conflates place as a product with pse@art of the marketing mix, both will

be dealt with in this section.

Situation was repeatedly cited as being an impogart of place — both the library’s
location relative to other parts and places ofdtvmunity, and where the teen area is
situated within the library itself. For the libragyplacement, proximity to high schools is
clearly an important part of being able to conveith community libraries, as those staff
members with nearby high schools spoke about bharlf being used after school by
students from specific, close by secondary sch@n& community library operational
staff member at Library B with no high schools lase proximity spoke about the

difficulties of trying to attract in teens Fhey’re not getting back into our area until
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4.30, and the library closes at 5 o’clock. WhaaWwswas that there was that there was no
opportunity for our kids to use the libratydowever, libraries that do not see much teen
usage during the week do have teenagers visitingglthe weekends. At Library A, one
library situated in the business district with spbsed research facilities sees not only
local teens, butsecondary school students from everywhere on te&enels doing

homework, doing their research projgct

All interviewees came from individual librarieswhich there were specific areas for
teens; these areas were usually signposted bypbsitioning next to the teen
collections. There were some trends in what libsaayf thought was and was not
appealing to teens in the positioning of a teea ara library. One common idea was
that “they don’t actually want to be right in front okthibrary staff and thathey don’t
actually want to be close to the kids’ area ... theyvanting to differentiate themselves
In several libraries, use of the teen space byrqthtrons like children or adults meant

that teens were themselves reluctant to use tlae are

Staff at libraries where teen areas had not beetessful were able to point out other
areas that teens had adopted as their own spa&atied depending on the space
available in each library. One community libraryLdirary B has a mezzanine floor
which is accepted as being the area used by teensdre social purposes, as their
allotted area, near the teen fiction, has few shaind those it has are frequently used by
adult readers. The library’s “peaceful area” alstsgised by high school students during

exam times —it's meant to be a quiet area with no food, noitagk but during exam
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time we try and turn a bit of a blind eye unlessieone is doing something really

inappropriate”

Many interviewees discussed the look and furnishing teens’ space as well. Staff
tended to think that different libraries needededldnt elements in order to create a space
that suited their own teens — taking the exampleeainbags, one operational staff
member at Library B explained thdb&éanbags have] been really popular, we've trialled
bean bags in other areas and it hasn’'t worked rmteof, they get vandalised really
easily so you need something that’s a bit more stilwhile a community library at

Library A found that teens would not use bean lzgthey were favoured by the local

vagrant population.

While at Library B all staff interviewed felt thapaces set aside or designed especially
for teens were important, at Library A opinions werore diverse. While all of the staff
with an operational role were positive about tegaces, several of the strategic staff
expressed concern that teen spaces were beingdmezgdlessly. One interviewee
suggested an alternative approadtis hot about a particular kind of person comes in
and reads here, a particular type of person goesghanyone who might enjoy reading
teen writing, anyone can just go and use that teaterial and sit down near it and read
it,” although this was tempered by a colleague wkidHat before introducing any
changes, teens themselves would need to be cathsulpee need to] start talking to
that age range and saying, what do you want? Nattwie think you want, but what do

you want? And it might be quite different from wivathave in our heads.
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Library A and Library B have significantly differeapproaches to teens on their
websites. Library B has a very obvious link to enteection on their front page; the
section contains further links to information omnlending material, recommended
reading lists, reviews and upcoming events, statigted resources organised by subject
area and career-related resources. As well aipating through social networking sites
like Twitter and Facebook, teens are able to engatlpeLibrary B through their website,
with a feedback page. The website is highly used;@mmment given was thaadme
teens — do a lot of online stuff, sometimes thainrbranch is our website, rather than

actually coming it¥

In contrast Library A does not have a central anliesource for teens. Teen pages are
found under general headings, so that, to takéettre blog for example, its link is not
found on a page which links to all the teen resesirbut on a page which links to all of
the Library’s blogs. Many staff members expresssdadisfaction with the website.
However, the Library is still attempting to engagéh teens through the teen blog, and it

does have many of the same facilities as Library B.

5.4 Evaluation

At both Libraries, measuring marketing success meannting numbers — the number of
participants at special events, the number ofdntthe websites, and circulation
statistics. Both Libraries have the ability to lcatkthe lending statistics for the teen

collection, but not the ability to single out thatsstics for teen patrons. This obviously
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means there are limitations on how well teensalipruse can be judged in this way — not
all teen collection users are teens, and teen®tonly borrow books from the teen
collection. There are other problems with this metitoo — some community libraries
see low circulation, but low circulation does netassarily mean that resources are not

being used —Books are read in the library, there’s a mess atéhd of every day

Feedback from patrons happens formally and infdgnalboth Libraries, with patrons
able to communicate directly with library stafftrough channels such as written and
online feedback forms. Both Libraries conduct seagular customer surveys;
unfortunately, because most teens are minorspftéa makes them ineligible to take

part.

Neither library appeared to have a formal processdviewing marketing campaigns in

terms of the Four P’s. The implications of thislwié discussed in the following section.

6. Findings
The findings show some correlation between margdtieory and the marketing to teens
practised at Library A and Library B. However, mwftthe marketing occurring at both

libraries was organic and informal, rather thanatired and formal.

Consumer targeting in particular seemed to be mmayanic than planned. While there

was some obvious and purposive segmenting in thieties’ collections, with children’s

and teens’ collections segregated, and with searfd different rules and policies for
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children and teen users, the other most common édrsegmentation, socio-economic
segmentation, a by-product of the location of themunity libraries, appeared to be
more unintentional. Although it does seem unlikéigt any of the community libraries
were built without the size and demographics oirtbemmunities being taken into
consideration, these buildings are seldom relocatbcth means that as the community
demographics change, the libraries must targetéimedemographics; the libraries are in

this way naturally passive in choosing which segnoéthe region’s population to target.

While the interviewed staff were willing to suggesferent groups that used their
libraries, there was little consensus over whodlsssne groups were, and even the
terminology used to refer to the groups differdd—exampleglderlyandsenior citizens
were both used to describe older patrons. Growgdsaere already being particularly
targeted by the Libraries, such as mothers ancebabiere commonly identified,
suggesting that marketing campaigns may make rsiafé aware of particular market

segments.

There was little consistency between intervieweedeifining patron groups. As
discussed irbection 5.2.1, even though both Libraries defined teens as ypaogple

aged between 13 and 18, staff themselves did hdéfihe teens as that same age group.
Most felt that teens did fall within this ‘high sobl’ age range, but there were exceptions,
such as the ‘tween’ age, 11 and 12 year olds wheesnterviewees felt straddled the gap
between childhood and teenhood. There were al®y pltrons who wanted to continue

using teen services once they became adults, aédihattached to them or found no
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equivalent opportunities for adults. In additiorsmaall number of interviewees, reiterated
the idea already found in the literature, that mitine label of “teen” there are
differences between older and younger teenagemsetkr, exactly what these
differences are was not well articulated, asidenfsmme idea that older teens are more

mature, and may already have left school and b&ingr

The services themselves reflected this range afitiehs — the same or a similar teen
service provided at different community libraridtea involved different age ranges at
the different branches. This is not a negativeceéf®s such; in fact, it could suggest that
in the different libraries teens have differentaseaelating to their different lifestyles,
and that community librarians have recognised hilat could not be determined was if
this then conflicts with the organisation-wide tesemvices which have a different,

specific age range.

A further problem with the patron segments suggkeieinterviewees, was that these
often revolved around products used by the patmatiser than defining the patrons
themselves. This runs counter to consumer targétiegry, wherein the population is
segmented into groups based on demographics astylg, and the marketing mix is
built around a segment’s or segments’ perceivedsieewants. Segmenting library
patrons by the services they use appears to rumeoto this idea, unless users of a
particular service all share the same or similaratteristics. Furthermore, it suggests
that library patrons using one service are notgiaimy others, which may be true in some

cases, but is unlikely to be true in all cases.

44



There was a resistance among library staff to segpedrons in more than one aspect at
a time. So, while able to refer to a single ageaigrmone of the interviewees could split
the age groups further, by gender, ethnicity oepnttemographic variables. Many library
staff emphasized the need for events to appedll tieeas. However, the potential
consequences of this approach were apparent, wiloperational staff member who
had tried to make their book club appeal to a waeye of their library’s teens finding
that the club did not work out tHfe ones that are avid readers do not want to ctinze
book club to talk about how they’ve found a bodieyldon't like the social aspect of it,
especially when they’re mixed with non-readers. fidw-readers, they just go there for
free food and a good tinfeEither the club needed to have a finer focuseimis of which
teens it was intended to appeal to — like the rsapeessful book clubs at other libraries

— or, another product with a wider appeal shoulkkeHzeen chosen.

These problems do not show an inability to segnraarkets as much as inconsistent
consumer targeting throughout the Libraries. Withwaving an overarching strategy for
teens for reference, staff are left to create e definitions and strategies in an ad hoc

approach.

While Section 5.3 shows that both Libraries make use of a range ¢foas in each

aspect of marketing’s four P’s, it is importantiar in mind that these categories are not

meant to be considered individually, but as parsnanterrelated whole — that is, for
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each product, its price, place and promotion shbaldonsidered. However, for ease of

analysis in this report, the four P’s are beingstdered separately.

It was difficult to ascertain how the Libraries idiéied new products for the teen market.
Most interviewees mentioned gaining inspiratiomrother libraries, or library blogs,
rather than conceiving their own ideas. There va¢ése mixed results in adapting
products “borrowed” from other institutions, suchthe network-wide reading
programme that Library A tried and failed to implemh successfully. There was some
innovation in the Libraries’ traditional servicesich as the user-driven purchasing that

has evolved, particularly at Library B.

There is some question as to whether library s@finselves understood the full range of
services that they were offering; some focusedqaarly on one product, such as the
teen fiction collection or the Library’s websitey@operational staff member identified
different groups of library users solely on thedgmf books they read, with no regard for
other services. While this could simply reflectsbastaff members’ own responsibilities
or interests there is the potential that by havimg narrow focus, they are themselves
unlikely or unwilling to acknowledge other produtisit are available to teens. In
libraries where only one staff member had the paldr role of liaising with teens, this

has the potential to be particularly problematic.

While much of the related literature focuses onketing the library as a whole, rather

than the library’s individual products, both Libies are marketing a range of their teen

46



services. The marketing of some products, suclverst® and clubs, is more obvious as
they are promoted through visual media such asajis@nd posters, but by offering
teens the ability to suggest books for the teelectbn and encouraging use by lowering

fees and fines for teens, the Libraries are attrggiatrons to one of their core services.

In terms of developing or choosing what productprtwvide, clearly this is for the most
part a formal process. Both network-wide and comityuevel services are provided
after much discussion and planning and appear seleeted for their ability to fill teens’
perceived needs. There is an organic element to thehat sometimes after being
introduced the services growjiffy manager] was talking about the teen book club a
[library], where she used to work, and she sorsofgested that | start one. ... And it's
turned out to be a much bigger part of what | dartt had anticipated — in a really good
way) or develop into something else. The computeilifees provided at the Libraries —
free, limited computer use at both, and free waglat one — are a particularly interesting
example. Although these facilities were introduced formal, structured manner, they
saw a much larger uptake by teens than was expestdds a result different
community libraries have had to adapt their owreswdnd methods of use by teens — a

more organic process.

Both Libraries seem to have a strong understanalitige concept of promotion,
although knowledge of the available ways of proomwtiiffered considerably among
staff. Significantly, almost all staff felt that wabof-mouth promotion was still the most

important; this suggests that library staff havergg relationships with teen patrons, and
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value those relationships, but it also means tiatriore formal channels of promotion
are seen as less important. Given that other fofrpsomotion tend to be more costly in
financial terms, this may be something that neadsér investigation — are staff not
confident in other forms of promotion, or is virmhrketing simply a more effective
promotional tool for teenagers? Notably, when wiawees talked about parents
enquiring into teen-specific services and actigitthey often mentioned that it was
parents who had seen library displays. This magesigthat although aimed at teens, the
displays are missing their mark — although by ating parents, they clearly are not

without merit.

Library B also did not seem to have any policytedao promotion — presumably, any
promotional idea would be run past a manager evagit staff member first, but this was
not mentioned by any interviewee. Library A has@erstructured policy, with posters,
bookmarks and other material sent to their margediepartment to be approved before it

is launched to the public.

One major flaw in the promotional tools used ahdabraries is that almost all of them
require teens to “opt-in”, or decide to receive pinemotion. This is most obvious in
terms of the teen e-newsletters that Library A poss; patrons have to sign up for them
on the Library’s website in order to receive théihis is also true for Web 2.0 websites
like Facebook and Twitter. To a lesser extent, ihdue to the fact that a lot of
promotional material such as posters and brochareealways displayed inside the

library, but not necessarily elsewhere in the comitypyand that in order to view the
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products being promoted on the website, teens twafiest actually visit the website; this
means that services are seldom promoted to nos-UBaere are some exceptions to this
— Library B has used radio advertisements for dnes@ommunity libraries, and Library
A has used bus-stop billboards — but neither cf¢hare standard methods for either

Library.

The most common exception to this internal focupmmotion is community librarians
and library assistants who go into high schoolsrtmmote library services in assemblies
and classes. This is interesting, as, like viratka#ng, it is promotion that tends to be
done on a less formal basis — while it involvesirg with school staff, usually teachers,
this is generally done on a person-to-person lea#her than organisation-to-
organisation. While this can lead to strong linksaeen library and school, it also means
that if either librarian or teacher leaves thegaisation, the relationship essentially

needs to be rebuilt.

Both Libraries show a good understanding that trsscinvolved in using teen library
services may not just be financial, and Libraryl®iously recognises that even minimal
financial costs can be a burden to some patrores opportunity costs identified showed
that staff had a limited idea of what teens enjoyets$ide of the library — social time and
study time were most often mentioned as what teegkt be forgoing to use the library,
but what these social activities might be werespeicified, beyondhanging out with

friends'.
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However, both Libraries also can be seen to badrio minimize both financial and
opportunity costs, for example, working with te¢mdind times and dates that suited
them for special and regular events. Reducing patftmancial costs is more difficult, as
it can mean that the Libraries have to absorb tkosts themselves — whether it is the
cost of lost books written off under the “minor dasystem, or the smaller costs of
transport involved in moving books between commuiiiraries to satisfy free holds and

requests.

At some community libraries, staff felt that thevere few costs for teens using the
library; these tended to be in lower socio-economeimmunities, where there were few
other activities available for teens. In contrasie interviewee from a library that was
situated in close proximity to a mall felt that fiirary had to compete with the other
facilities in the mall to attract teens’ attentidhe fact that library services cost a lot less
than a trip to the cinema did not necessarily steaps’ preferences. This emphasises

that price can not be considered alone when makédi teens.

One recurring comment that came from the interviestaff was that teens may be
giving up something else in order to use libramy®es — their sense of independence.
This highlights a theme that ran through many efitlierviews — that teens can not be
marketed to in a vacuum; their parents are an itapbpart of the equation, too. As
previously mentioned, this includes noticing diggland authorising teens’ library
membership, but parents may also still have ainoheonitoring and allowing teens’

library visits, their choice in reading materiahdetheir participation in library events.
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There was not a “one size fits all” approach byepts, either: interviewees felt that some
parents were willing to leave their teens alonelaif in their community library, while at
the other extreme there were parents who wantbd teeavily involved in their teens’
library use. This variation held for teens as weome did not want to involve their
parents at all, while others were willing to shédeir library experiences with their
parents. Despite the fact that many of the intevee staff had noticed the role parents
played in teens’ relationships with libraries, t®es not seem to be captured in any
formal way in the marketing at either Library. Matikg is still very much aimed only at

teens.

Library B clearly sees that ‘place’ refers to thtual world as well as the library’s
physical buildings, with a website set up to diteeins straight to pages and sites that
will benefit them, and making themselves accessibieugh Facebook and Twitter.
Library B also evidently agrees with the literatwieich suggests the need for a teen
space in the library to “tell older teens that tlaeg welcome in the library and even
encouraged to stay” (Alessio, 2004, p. 87). LibrArgresents a more complex picture.
While, like Library B, Library A has designated teareas in all its libraries, there was a
trend among strategic staff to question whether phactice is necessary, although there
was no suggestion of changing the status quo witiioy research or consultation with
teens. Library A’s website already seems to be exygating with this theory, with no

one specific area for teens to access teen-focesedrces.
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At both Libraries, in libraries where teens hadanea, or were unhappy with the area
they had been given, they had adopted a differesat #@r their own use; in some cases
they had adopted several areas for different pegpesone for socialising, for example,
and one for studying. It should be noted that wiitdf did not necessarily feel that areas
for studying were any quieter than areas for stmg, the fact that the teens themselves
marked them as having different purposes is sicgnifi. It could be that simply having “a
teen area” is not enough, and that several areasesded; or, as suggested by one
strategic staff member, that having a “teen arsainnecessary, and there should instead
be places for all patrons to go when they wantat@ dpecific activity. However, as some
interviewees suggested that teens rejected foewakt spaces if they were shared by

other age groups, this is clearly a topic that sdadher investigation.

There is obviously some ongoing evaluation of tlaekating mix at both Libraries — re-
evaluating pricing is an example of this, as ispithgy new technologies for promotion
and rethinking the role of place for teens. Wha¢$s obvious is how this evaluation
happens. Use of library services is generally measquantitatively, and there are limits
on these forms of measuring — for instance, thexdilarary door-counts to see how many
people come into the library, but it is not possitad find out those patrons’ demographics
just by counting. As mentioned previously, librayveys are conducted at both
Libraries, but teens do not always participatehgse; and some interviewees mentioned
that they had found teens reluctant to responddb surveys in writing. One of the

community libraries at Library B has started recogdeens’ verbal responses to events,
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but this is a new initiative and its usefulness aiadbility on a wider scale has not yet

been ascertained.

With neither Library currently having a marketintgasegy in place for teens, marketing
would appear to be more tactical than strategeen marketing being developed on a
case-by-case basis rather than in compliance withvar-arching strategic plan.
Certainly at a community level, marketing for sfiegdroducts is carried out by the
librarians or library assistants who have desigoreare interested in promoting that
product. While community library managers and tii@dries’ marketing department or
associates may have final say, this kind of manies driven in a bottom-up manner,
and given that all operational staff respondentsr@mformal marketing knowledge and
did not know any details of their Library’s markegistrategy, it is obvious that the
marketing of community-level products is conduated tactical manner, with marketing

theory only influencing marketing at a late stagat all.

This is not to say that without formal marketingluriedge, these products are being
consistently poorly or unsuccessfully marketed.d8se of their close relationship with
patrons, operational staff are able to talk digeatid informally with teens, to find out
what they need and want and what appeals to themn@inity library staff also hold a
good deal of institutional knowledge, and know wihas been trialled in the past, and
how teens reacted to that — there are even indaric¢his knowledge trumping the
suggestions of those with a marketing role withi& érganisation:So sometimes you get

marketing type people saying, we should do thid,yanu’re like, uh, no. Not going to
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work. Maybe it will work for that group, but notishone” Nor does this lack result in a
lack of innovation in community-level marketing,tivistaff taking to Web 2.0
technologies like blogs, and discussing the pad#sasi of texting, for promotional
purposes. Unfortunately, this does place the onuadividual staff members — if they
leave, or change roles, their knowledge is likelyp¢ lost as there does not seem to be

any mechanisms in place to retain it.

Without a teen marketing strategy and with minimalrketing training among most
operational staff members, Libraries are relyinguilg on the passion and library
experience of these staff to make up for it. Attpess produces mixed results. To take
again the example of the various book clubs runsscthe Libraries, there were many
that had been established successfully, but twaksiut as suffering as a result of poor
marketing; one, mentioned previously in this setctes the result of poor market
segmentation, while the other, discusse8action 5.3.2 focused too heavily ofiwilight

and missed its intended market altogether.

For organisation-wide products, marketing theogyplmore of a role, as for these
products staff tend to work directly with the redew marketing arm early in the
development stage. But even this top-down, momadbapproach to developing
marketing plans still has a somewhat organic coraprihe restrictions on dealing with
teenagers without parental consent mean thatliheryi staff involved rely on their own
teen contacts, or the opinions of other staff waeehteen contacts, rather than talking

formally with teens to test the marketing planse Tastrictions and difficulties in
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evaluating marketing plans also hinders the abititymprove on what has been done

before, leading to a somewhat haphazard approadévigloping new marketing ideas.

7. Conclusions

The New Zealand public libraries sampled aspiratti@act teenagers to use their services
but do not use strategic top-down marketing methogies to pursue this objective.
Existing marketing projects tend to be point solasi which are not interconnected in a
coherent whole. Both Libraries surveyed had mankethampions at either strategic or
operational levels, or both, but the Libraries hadne case not yet formally recognised
the need to develop strategic marketing plansefeng, and in the other case had
recognised the need but was yet to start. Libraagketing is, therefore, predominantly
organic and informal. Tactics are developed oredfiom other libraries by individuals
who have a particular interest in the teen segoktite market. The Libraries’ marketing
tactics typically do reflect some elements of méarigetheory, but no instance was

identified in this survey where the whole theorysvimought to bear.

This research did identify several areas that fetkder investigation. The first is the
impact of parents and guardians on the relationséigveen libraries and teens, and the
influence that they have on teen marketing. Mamgrinewees identified parental
permission and authority as a key factor in thegihesf library products and policy, and
parents were also reported to play a role in tioenption of services, yet parents are

seldom mentioned in the literature on librariegntenarketing.
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Secondly is the role of price — in financial terms the marketing mix for teens. Both
Libraries identified overdue fines and lost booktsaas being a barrier for potential teen
patrons, but at the same time it was suggestedhbead were teens who preferred more
expensive activities such as movie-going to vigitime library. It is unclear whether this
apparent disparity is a case of patron expectatoulfferent teens having different

priorities, or whether there is some other explamnat

Lastly, for financial reasons, library teen promatiends to be to a closed group of
existing library users. Given that both Librariee wiral marketing extensively, and have
both begun to exploit Web 2.0 technologies, ther@ni opportunity to explore how these

low-cost promotional techniques may be used tactttnon-users.

Libraries’ marketing has clearly moved on from time when marketing was badly
understood and viewed negatively as a commercradtoact, but it has not yet matured
to being fully integrated across library networ®s balance, libraries are to be
commended for their teen marketing programmesitisitiould be recognised that
significant improvement in outcomes should resulif more systemic and strategic

development of teen marketing strategies.
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Appendix A

Public libraries marketing to teens: a study of two New Zealand libraries
Information sheet

Dear ,

My name is Helen Biggs, and | am currently studyfimga Master of Library and Information
Studies at Victoria University of Wellington. Asmpaf the course, | am conducting research into
how public libraries market to teens. Specificallgm interested in discovering to what extent
marketing theory is used. In order to carry ous tieisearch | will be interviewing staff at two
public libraries, including yours. Victoria Univégrequires that ethical approval be given for
this research to go forward and this has been given

I am hoping that you will agree to participate miaterview, in order for me to use the
information you provide in my research. Names affsind of your organisation will be
suppressed in the final report, although due testhall sample size there is still the possibility
that others may be able to contribute commentsdividual participants. Interviews are expected
to take no longer than an hour, and will be corelditty me in person.

You will have the right to check my notes takenimlgiyour interview, and will be able to see
them later at your request. You will also haveright to withdraw from the research project up
until 10 August, 2010. If you choose to withdrawdse that date, any information you have
provided will be destroyed and will not be usedhie final report. If you do not withdraw, your
information will be kept in a secure location farctyears, and then destroyed.

Upon completion of the research project, a sumroatie findings from each patrticipating
library will be provided to participants from thelevant libraries. A physical copy of the project
itself will be held in the Victoria University of @lington, as well as a digital copy in the
university’s Research Archive. Any further usela# information you have provided, will not go
forward without your expressed, written permissibinis includes using it in future publications
such as articles and conference papers.

Please find attached a brief consent form for yosign, should you choose to take part in this
research.

Kind Regards,

Helen Biggs
BA BCom (Otago)

Phone: 021 717 497
Email: biggshele@myvuw.ac.nz

Supervisor: Dr Philip Calvert
Email: philip.calvert@vuw.ac.nz
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Appendix B

Public libraries marketing to teens: a study of two New Zealand libraries
Information sheet

O

O

O

| have been provided with adequate informatadating to the nature and objectives of this
research project.

| have understood that information and have lgbetn the opportunity to seek further
clarification of explanations.

| understand that | may withdraw from this stadyany time before 10 August, 2010 without
providing reasons.

| understand that if | withdraw from the projesiy data | have provided will be destroyed.

| understand that any information or opiniopsdvide will be kept confidential, and  will
be reported only in a non-attributable manner.

| understand that the information | have prodiaell only be used for this research project,
and that any further use (including in publicatisosh as articles and conference papers) will
require my written consent.

| understand that when this research has beapleted, the information obtained will be
retained for two years, and then destroyed.

| consent to being interviewed.

(signed) (dated)
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Appendix C - Emails

Emailssent toHead Librarians
Email i

Dear ,

My name is Helen Biggs, and I'm a Masters in Library and Information Studies
student at Victoria University of Wellington (VUW). | have completed the
classroom component of the course part-time over the past two years while
working part-time in the Unitec Library in Auckland.

| am currently planning and negotiating the research component of the degree
with my supervisor, and the purpose of this letter is to determine (in principle)
whether you might allow me to interview some members of staff in your library to
collect the information | require for this project. If | gain sufficient informal
agreement to this, and my topic is approved by VUW, | will approach you more
formally later in the year. By that stage | will know how many staff members |
would like to interview, and the approximate duration of an interview.

My area of research is the use of Marketing by Public Libraries, with a particular
focus on teenagers.

My supervisor for this project is Dr Philip Calvert. He can be contacted on (04)
463 6629, or at philip.calvert@vuw.ac.nz .

I’d be grateful for an early indication of your willingness to accommodate me in
this matter.

Yours Faithfully,

Helen Biggs - BA, BCom (Otago)

Email ii
Dear )

Following my email of April 7 (copied below) seeking informal support for your
library’s participation in my research for my Masters of Library and Information
Studies, and your positive response to this, I'm now pleased to advise that my
proposed topic, methodology and interview guidelines have been approved by
my supervisor and VUW'’s ethics committee. | hope you are still in a position to
support this study.

Ideally, 1 would like to interview between seven and ten managers and staff

members from your library. Also ideally, participants would range from senior
management through any managers with responsibility for marketing activities,
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managers with responsibilities for teen-oriented departments to staff who deal
with teen library users on a day-to-day basis. | would be very grateful for your
advice and assistance in identifying your personnel who would best fit these
requirements. | would be happy to meet with you, discuss this on the phone or
receive your suggestions by email — whichever is most convenient for you.

| plan to conduct these interviews in July, at mutually convenient times.

| attach for your information, the information sheet and consent form that will be
given to each participant — please advise if you have any concerns regarding
either of these.

Thank you once again for your support.

Helen Biggs
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