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Lauren’s 
moments of truth
Personal Story
Ali tAlignment
Dems and GOP
Personas
K 12 ResearchK-12 Research
Usability studies
Medicine
Law,Law,
Etc.



What do you care about?What do you care about?

•What keeps you awake at night?
•Why do you wake up in the morning?Why do you wake up in the morning?

•If you could change something…



What do you do?What do you do?
•The Teen Skateboarder
Th  S i•The Senior

•The Second Generation Teen
•The Divorcee
•The Genealogist
•The Cook
•The Commuter•The Commuter
•The Kid
•The College Student
Th  Si l  M•The Single Mom



The Promotional Mix

P d t

Advertising

Product
Personal selling

Price Marketing MixPromotion

DistributionPublic Relations

Publicity



Perfume

• Has anyone here ever bought y g
perfume or cologne? 

• Could I sell it to you as a 4 ounce 
glass bottle of yellow liquid?glass bottle of yellow liquid?

• Does any intelligent marketer sell 
perfume this way?perfume this way?

• What’s the ‘value’ of perfume?
• Are libraries about buildings and Are libraries about buildings and 

books?



http://www.flickr.com/photos/24939552@N04/2364737096/



http://www.flickr.com/photos/doberagi/1441737053/



http://www.flickr.com/photos/blu_blue/262096844/in/pool-booksandportraits



http://www.flickr.com/photos/matthk/2054262239/



http://www.flickr.com/photos/cjanebuy/340249608/in/pool-booksandportraits



http://www.flickr.com/photos/mthiesson/176153663/



http://www.flickr.com/photos/lori_an/319433801/





http://www.flickr.com/photos/lori_an/319433802/in/photostream/



http://www.flickr.com/photos/library_mistress/525385533/



http://www.flickr.com/photos/library_mistress/525385511/



http://www.flickr.com/photos/keeping-it-real/160822516/



Retail Sales Down?

Titl D ?

NO

NOTitles Down?

Circulation Down?

NO

NOCirculation Down?

Reading Down?

NO

NO

Teen Reading Down? NO



http://www.flickr.com/photos/jelens/220958280/in/pool-booksandportraits



http://www.flickr.com/photos/paperfaerie/2234768407/



http://www.flickr.com/photos/timtom/2473955087/



















Library Magic



What do Libraries do?

• K-12 schoolsK 12 schools
• Hospitals

Government• Government
• Public Libraries
• Academia
• CollegesColleges





Librarian Core Value Commitments
• Democracyy
• Stewardship
• ServiceService
• Intellectual Freedom
• Privacy• Privacy
• Literacy and Learning
• Rationalism• Rationalism
• Equity of Access
• Building Harmony and Balance• Building Harmony and Balance

» Michael Gorman, Library Journal, April 15, 2001



Are You Ready?Are You Ready?
For Imagineering the Library?g g y



Are You Ready?Are You Ready?
To Change?To Change?



Libraries & 
Universities

are 
Social 

InstitutionsInstitutions









http://www.flickr.com/photos/nessman/2590572476/



http://www.flickr.com/photos/briansolis/2735401175/



What’s Normal Now?



• RSSRSS
• Blogs
• YouTube
• Social 

Networks
• Tagging
• Facebook

M S• MySpace
• Wikis
• SEO
• GIS• GIS







Be Where Your Users Are



Get Good at The CloudGet Good at The Cloud







The
SharingSharing

Economy



What are youWhat are you 
Promoting?Promoting?



What is YourWhat is Your 
“Product”?Product ?



What Are YouWhat Are You 
Selling?Selling?



Hmmmm?

• The “Library” (OCLC Perceptions)y ( p )
• Programs and Services
• InfluenceInfluence
• Fundraising
• Budgets and Bonds• Budgets and Bonds
• Awareness
• Behavioural Change• Behavioural Change



Libraries core skill is not Libraries core skill is not 
delivering information

Libraries improve the 
quality of the question quality of the question 

and the user experience

Libraries are about learning 
and building communitiesand building communities



Bennis’ Leadership Traitsp

• Management of AttentionManagement of Attention
• Management of Meaning

Management of Trust• Management of Trust
• Management of Self



PR Leadershipp
• Managers

N

• Leaders
Verbs• Nouns

• Information

• Verbs
• Inform

K  • Knowledge
• Education

• Know, 
• Learn

• Organization
• Rules

• Organize
• Think and create

• Stability • Innovate & Change



Do You Feel Poor?



Selling is Not a 
Dirty Word.y



Selling Principlesg p

• Selling is about People not productsSelling is about People not products
• Selling is a Journey not an event

Sustainable selling is about Attitude • Sustainable selling is about Attitude 
more than Aptitude

• Selling is Situational
• Selling is a learned professional skill g

- there’s no such thing as a “natural”



Who will you sell to?y

• Suspectsp
• Prospects
• Customers / Users / PatronsCustomers / Users / Patrons
• Partners
• Funders / Donors• Funders / Donors

• The Sales “Funnel”• The Sales Funnel



What do they pay with?y p y

• Dollars
• Taxes
• Time
• Prestige / embarrassment
• Their Lives
• Success or Failure

• Which one works better – dollars or psych?



Ways you can sell . . .y y
• Complex Sales Model
• Simple Sales Model
• Commodity Salesy
• End-User Selling
• Wholesale Selling• Wholesale Selling
• Retail Selling
• Consultative Selling



What Are You Selling?g

• Functions
• Features
• Advantages• Advantages
• Benefits

•Stories



How Do You Tell AHow Do You Tell A 
Story?Story?



Tie FFAB to Your Targetsg

• Leaders want to see benefitsLeaders want to see benefits
• Directors want to see advantages

Influencers want to see features• Influencers want to see features
• Consumers want to see functions



Client needs and benefits

• What is a need? • What is a benefit?
• How does it relate 

to features?
• What questions do 

I ask to determine 
• Is information a 

need?
“benefit”?

• What benefits do / 
can I offer?



5 Immutable Adoption Stagesp g

• AwarenessAwareness
• Interest

Evaluation AIDA–Evaluation

• Demonstration / Trial
AIDA

• Adoption



Attention

• Sustain their attentionSustain their attention
• Communication

Eye contact• Eye contact
• Visual aids / leave behinds
• Customer involvement

WIIFT



Interest / Identify/ y

• Interest is not really enoughInterest is not really enough
• Your prospect must identify with the 

product or serviceproduct or service
• You need a story.
• You need a call to action!

WIIFM



Desire

• Establish the need and lay the y
foundation

• Identify the Featurey
• Sell the Benefit
• Get agreement that the Benefit is • Get agreement that the Benefit is 

there
• You need a hook - Engage• You need a hook Engage



Action

• The Assumptive Technique
I’m a 

memberThe Assumptive Technique
• The Secondary Question Technique

The Alternative Technique

member 
of the 
library!• The Alternative Technique

• The Impending Event Technique

library!

• The Narrative Technique
• Ask for the Sale/Order/Sign UpAsk for the Sale/Order/Sign Up



Attributes Which Favor 
Rapid AdoptionRapid Adoption

Relati e Ad antage• Relative Advantage
• Compatibility
• Complexity
• Trialability

Reduce
ComplicationTrialability

• Observability
Complication



The Classic Corn Research

• Innovators 2.5%Innovators 2.5%
• Early Adopters 13%

Early Majority 17%• Early Majority 17%
• Middle Majority 34%
• Laggards 17.5%
• Non-Adopters 16%Non Adopters 16%



The Adoption Curvep



The Market Adaptation 
Seq enceSequence

• Product AcceptanceProduct Acceptance
• Motivation

Confidence Level• Confidence Level
• Education / Attitude
• Acceptance Criteria
• Selling StrategySelling Strategy



Understanding Adoption 
T pes  Inno ato sTypes: Innovators

• Technology fascinationgy
• Motivation -- Implement New Ideas
• Confidence Level High -- experiment, riskConfidence Level High experiment, risk
• Self taught, independent
• Latest technology  few features  • Latest technology, few features, 

performance
• Self sold, when turned on, word of mouthSelf sold, when turned on, word of mouth



Understanding Adoption 
T pes  Ea l  Adopte sTypes: Early Adopters

• The coming thingg g
• Motivation -- leap frog the competition, 

prove business
• Willing to try new things, reasonable risk
• Will attend night school to learn

I ti  b tt   t  d  j b  l ti• Innovation, better way to do job, selective
• Sold on benefits, references, word of 

mouthmouth



Understanding Adoption 
T pes  Late Adopte sTypes: Late Adopters

• Obvious solutions to problemsp
• Motivation --social pressure, fear of 

obsolescence
• No risk, slow to change, needs references
• Seminars, proven products, hand holding

B d i t t   f  d d f t  • Brand important, pay for needed features 
only, terms & conditions important

• Examples  address cost/technical support• Examples, address cost/technical support



Understanding Adoption 
T pes  Lagga dsTypes: Laggards

• Absolute need
• Extreme competition/social pressure 
• Reluctant to changeReluctant to change
• Will send someone to a seminar, needs 

proof, ease of usep ,
• Lowest cost, competitive terms, brand
• Productivity increases, fearProductivity increases, fear



Learning Stylesg y

• Visual/Spatial (Picture Smart)
• Verbal/Linguistic (Word Smart)
• Musical/Rhythmic (Music Smart)

L i l/M th ti l (N b S t)• Logical/Mathematical (Number Smart)
• Bodily/Kinesthetic (Body Smart)
• Interpersonal (People Smart)• Interpersonal (People Smart)
• Intrapersonal (Self Smart)

– Piaget, Bloom, Gardner, etc.



Sales Techniquesq

• Planning, Goal Setting, Time Planning, Goal Setting, Time 
Management

• Targeting I t t• Targeting
• Objection Handling

Introverts
Can Do 

Thi T !• Presentations
• Collateral

This Too!

• Negotiating



Planning and Prioritiesg

• Choose, sacrifice, target
• Set daily goals and time for them
• Pareto’s Principle - 80/20 RulePareto s Principle 80/20 Rule
• Say no to unproductive or non-

strategic tasksstrategic tasks
• Do it – 15 minutes a day
• Audit, track and measure



The Classic Sales Funnel
• Suspects, Prospects, 

Customers  PartnersCustomers, Partners
• Contact

P b• Probe
• Presentation

l• Proposal
• Follow-up
• Close



Targetingg g

• Use Your FunnelUse Your Funnel
• Choose your prospects by your 

success criteriasuccess criteria
• Marketing looks at homogenous 

segments Sales looks for segments - Sales looks for 
individuals or small groups of 
individualsindividuals



Presentations
• Get used to the Audience-of-One

D l  th  l bl  t ti• Develop the scaleable presentation
• Learn how to present in numerous 

environments
• Every interaction is a sales and/or y /

marketing opportunity - keep a balance 
• Learn how to use WebEx  MS • Learn how to use WebEx, MS 

LiveMeeting



Collateral
• Brochures should support the selling 

process and follow the same rulesprocess and follow the same rules
• There are more forms of collateral 

h b h ( )than brochures (LIST)
• Focus each piece as technical, user 

aid, informational, sales, marketing, 
legal, etc.

• Target



Key to Your Saley

• Ask for the Sale!Ask for the Sale!
• Ask for the Sale!

Ask for the Sale!• Ask for the Sale!

• This will be the difference between 
the library being a small extension of g
the web or vice versa



PR Styles of Change Agentsy g g

• Consultative • InformerConsultative
• Collaborative

Directive

Informer
• Persuader

Innoculator• Directive
• Supportive

• Innoculator
• Insuader

• Delegative • Seducer



I See They See

I See

They SeeThey See



Old Word New Word

Old Notion

N N tiNew Notion









2.0 Influencers
1. YouTube
2 Second Life2. Second Life
3. MySpace
4. Facebook

Top 10 Most Influential 
web tools for the

5. Wikipedia
6. Ning

2008 elections

7. Twitter
8. Mozes
9 NowPublic

How many are we
already using?

9. NowPublic
10.MyBlogLog



YouTubeYouTube

http://www.youtube.com







Second LifeSecond Life

http://www.secondlife.com



Alliance, 
Ch l ttCharlotte,

San Jose SU
Harvard



Second Life Library eBooks 9 storey Libraryy 9 storey Library
Law Library

Consumer Health Library
Medical Library

S di h E b D ll Si iD i

Teen Library
Public Library

Engineering Library
Science FictionSwedish Embassy, Dell, SirsiDynix, 

ALA, Massachusetts CPA’s, State Libraries, 
Universities, Sun,

And lots more

Science Fiction
Mystery Island Castle

ALA
SLA members

Ed ti I l dAnd lots more Education Islands
Amphitheatre



Me







MySpaceMySpace

http://www.myspace.com



Reminder:
200,000-250,000

A DAY!



FacebookFacebook

http://www.facebook.com









FlickrFlickr

http://www.flickr.com





PodcastsPodcasts

i.e. http://odeo.com
Or iTunesOr iTunes



Don’t be a
FFormat
Bigot



Watch the Next Steps





This is normalThis is normal



Device 
Agnostic &
DRM WarsDRM Wars





E hi ’  i  llEverything’s getting smaller



AA
Mainly Mainly 
Mobile 
FFocus





WikipediaWikipedia

http://www.wikipedia.org
http://www.mediawiki.orghttp://www.mediawiki.org

http://pbwiki.com









NingNing

http://www.ning.com







TwitterTwitter

http://twitter.com/home





MozesMozes

http://www.mozes.com





NowPublicNowPublic

http://www.nowpublic.com



MyBlogLogMyBlogLog

http://www.mybloglog
http://www.technorati.comhttp://www.technorati.com

Google Alerts







BloggingBlogging

http://www.blogger.com
http://www.blogspot.comhttp://www.blogspot.com

http://wordpress.com









Tagging  Scanning  RSSTagging, Scanning, RSS



40%40% 
Tag
7%

Daily!





SEOSEO

http://searchengineland.com
http://searchenginewatch.comhttp://searchenginewatch.com



LinkedIn or PlaxoLinkedIn or Plaxo

http://www.linkedin.com
http://www.plaxo.comhttp://www.plaxo.com







Webex or LiveMeetingWebex or LiveMeeting

http://www.webex.com
http://office.microsoft.com/livemeetinghttp://office.microsoft.com/livemeeting







Surveys as InteractivitySurveys as Interactivity

http://www.surveymonkey.com
http://info.zoomerang.comhttp://info.zoomerang.com







What is the Magic Sauce?What is the Magic Sauce?

YouTube, Blogger, MySpace, 
Facebook, Bebo, Flickr, , , ,

Wikipedia, etc.





We librarians must learn that when we 
study something to death, Death was y g ,

not our original goal.

Just do itJust do it







Two Selected Resources

• Selling for People Who Hate to Sell: Selling for People Who Hate to Sell: 
Everyday Selling Skills for the Rest of 
Us (Ingrid McGrath Massie and John Us (Ingrid McGrath Massie and John 
N Watters, Prima Publishing, 1996)

• The Complete Idiot’s Guide to • The Complete Idiot s Guide to 
Dynamic Selling (Anthony Parinello, 
Alpha Books  1998)Alpha Books, 1998)



• When 
something something 
needs 
change…

• Do it.

• Take 
responsibility



ChChoose





SlidesSlides

Th  PPT lid  ill b   • These PPT slides will be at 
my  blog ‘Stephen’s 
Li hth ’ Lighthouse’ 

http://stephenslighthouse.sirsidynix.com
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