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Associations

• Networking
• Learning / Professional Development
• Influence / Lobbying / Public 

Education
• Selling Stuff (You gotta survive)

Challenges:
Diverse Members

Life Stages
Communication

Financial
Change Management

Diffusion



Great Expectations

The future is already here, 
it’s just not evenly 

distributed yet!



Expectations 1.0
• Yes the principles and foundations of associations 

have not changed. . .  We have always done this.

• The tools we use are entering a new era. And 
where we get the tools, how we use them, and 
how flexible and timely we can be is changing.

• Will attitudes and aptitudes change if we don’t re-
frame the conversation?  Maybe.



Web Expectations 1.0
• Educate (vs. Learn)
• Search
• Retrieve
• View
• Print
• Link
• Navigate
• Read
• . . . 



Association Expectations 1.0

• Link me to others
• Educate me
• Give me a leg up
• Fix the government(s)
• Give me benefits
• I’ll give you volunteer time
• I’ll pay you on spec and for service
• Represent my interests



Association Expectations 
2.0

• Understand “me”
• Be there.



Hmmmm, The 
magic seems 

sees to be 
social!



Association Expectations 2.0

• Connect me – to information, to other 
members, to influencers, to staff

• Deliver an ecology where I can learn
• Deliver an experience that engages
• Let my voice be heard
• Be there virtually and physically



Supporting the Tradition

• Membership Growth
• 2009 Centennial
• Strategic Alignment Research
• A new AMS!  Yay.
• E-learning accreditation and learning 

partnerships
• Special partnerships, eg. SIIA



Ideas to Energize Innovation
• Volunteer Project for Participation
• Podcasts on Pay and Performance
• Wikis, Flickr, Blogs Sandbox
• CLICK U
• Learning 2.0 – 15 Minutes a Day
• Conference Twitter
• Social Networking Pilots (Find me on Facebook 

and Ning)
• YouTube Videos
• The Testimony Project
• Second Life for SLA Orientation



Your Ideas?



Builds Opportunities for Networking, 
Learning, Community, Content Sharing 
and Creation, Influence, and Identity

Association 2.0Association 2.0



Connects people and 
technology and information 

in context

Association 2.0Association 2.0



Doesn’t shy away from the non-
traditional

Association 2.0Association 2.0



Embraces non-textual information 
and the power of pictures, moving 

images, sight and sound

Association 2.0Association 2.0



Understands the ‘long tail’ and 
leverages the power of old and 

new content

Association 2.0Association 2.0



Sees the potential in e-learning

Association 2.0Association 2.0



Builds and connects members to 
expert discussions, conversations and 

communities of practice

Association 2.0Association 2.0



Uses and develops advanced 
social networks to enterprise 
and membership advantage

Association 2.0Association 2.0



Connects with everyone using their 
communication mode of choice –

telephone,mail, print, Skype, IM, SMS, 
e-mail, virtual interactivity, etc.

Association 2.0Association 2.0



Understand the wisdom of crowds 
and the real impacts of the 

blogosphere, syndicasphere and 
wikisphere

Association 2.0Association 2.0



Understands their members 
at a deep level – not just as 

pointers and clickers

Association 2.0Association 2.0



Understands members deeply in 
terms of their goals and aspirations, 
workflows, and social and content 

needs, at their life stage.

Association 2.0Association 2.0



Association 2.0 is where their 
members are, when the member is 

here.  

Association 2.0Association 2.0



Association 2.0 strives to spend 
more time on direct member 

impact than association
management.

Association 2.0Association 2.0



Classic Change Adoption

Source:  Geoffrey Moore.  Crossing the Chasm, 1991.

Where
Are We?



A Key Intervention

http://plcmclearning.blogspot.com/


23 Learning 2.0 Things
• Week 1: Introduction ( official start of week August 7th)

• Week 2: Blogging

• Week 3: Photos & Images

• Week 4: RSS & Newsreaders

• Week 5: Play Week

• Week 6: Tagging, Folksonomies & Technorati

• Week 7: Wikis

• Week 8: Online Applications & Tools

• Week 9: Podcasts, Video & Downloadable audio



Collegiality



Associations must learn that when we 
study something to death, Death was 

not our original goal.



Product

Publicity

Advertising

Distribution

Price Marketing Mix

Personal selling

Promotion

Public Relations

The Promotional Mix





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

» Michael Gorman, Library Journal, April 15, 2001



Are You Ready?
For Imagineering the Library?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


Are You Ready?
To Change?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


What are you 
Promoting?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


What is Your 
“Product”?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


What Are You 
Selling?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


Hmmmm?

• The “Library” (OCLC Perceptions)
• ‘Librarians’ and information Professionals
• Programs and Services
• Influence
• Fundraising
• Budgets and Bonds
• Awareness
• Behavioural Change



Libraries core skill is not 
delivering information

Libraries improve the 
quality of the question 

and the user experience

Libraries are about discovery, 
learning and building communities



Bennis’ Leadership Traits

• Management of Attention
• Management of Meaning
• Management of Trust
• Management of Self



PR Leadership

• Managers
• Nouns
• Information
• Knowledge
• Organization
• Rules
• Stability

• Leaders
• Verbs
• Inform
• Know
• Organize
• Think and create
• Innovate and 

Change



Do You Feel Poor?



Selling is Not a 
Dirty Word.

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


Selling Principles

• Selling is about People not products
• Selling is a Journey not an event
• Sustainable selling is about Attitude 

more than Aptitude
• Selling is Situational
• Selling is a learned professional skill 

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



Who will you sell to?

• Suspects
• Prospects
• Customers / Users / Patrons
• Partners
• Funders / Donors

• The Sales “Funnel”



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



What Are You Selling?

• Functions
• Features
• Advantages
• Benefits

•Stories



How Do You Tell A 
Story?

http://www2.libraryweb.org/index.asp?orgid=1
http://www.sla.org/


Tie FFAB to Your Targets

• Leaders want to see benefits
• Directors want to see advantages
• Influencers want to see features
• Consumers want to see functions



Client needs and benefits

• What is a need?
• How does it relate 

to features?
• Is information a 

need?

• What is a benefit?
• What questions do 

I ask to determine 
“benefit”?

• What benefits do / 
can I offer?



5 Immutable Adoption Stages

• Awareness
• Interest
• Evaluation
• Trial
• Adoption

AIDA



Attention

• Sustain their attention
• Communication
• Eye contact
• Visual aids
• Customer involvement



Interest / Identify

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

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



Desire

• Establish the need and lay the 
foundation

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

there
• You need a hook - Engage



Action

• The Assumptive Technique
• The Secondary Question Technique
• The Alternative Technique
• The Impending Event Technique
• The Narrative Technique
• Ask for the Sale/Order



Attributes Which Favor Rapid 
Adoption

• Relative Advantage
• Compatibility
• Complexity
• Trialability
• Observability



The Classic Corn Research

• Innovators 2.5%
• Early Adopters 13%
• Early Majority 17%
• Middle Majority 34%
• Laggards 17.5%
• Non-Adopters 16%



The Adoption Curve



The Market Adaptation 
Sequence

• Product Acceptance
• Motivation
• Confidence Level
• Education / Attitude
• Acceptance Criteria
• Selling Strategy



Understanding Adoption 
Types: Innovators

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

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



Understanding Adoption 
Types: Early Adopters

• The coming thing
• Motivation -- leap frog the competition, 

prove business
• Willing to try new things, reasonable risk
• Will attend night school to learn
• Innovation, better way to do job, selective
• Sold on benefits, references, word of 

mouth



Understanding Adoption 
Types: Late Adopters

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

obsolescence
• No risk, slow to change, needs references
• Seminars, proven products, hand holding
• Brand important, pay for needed features 

only, terms & conditions important
• Examples, address cost/technical support



Understanding Adoption 
Types: Laggards

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

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



Sales Techniques

• Planning, Goal Setting, Time 
Management

• Targeting
• Objection Handling
• Presentations
• Collateral
• Negotiating



Planning and Priorities

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

strategic tasks
• Do it
• Audit, track and measure



The Classic Sales Funnel
• Suspects, Prospects, 

Customers, Partners
• Contact
• Probe
• Presentation
• Proposal
• Follow-up
• Close



Targeting

• Use Your Funnel
• Choose your prospects by your 

success criteria
• Marketing looks at homogenous 

segments - Sales looks for 
individuals or small groups of 
individuals



Presentations
• Get used to the Audience-of-One
• Develop the scaleable presentation
• Learn how to present in numerous 

environments
• Every interaction is a sales and/or 

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

LiveMeeting



Collateral
• Brochures should support the selling 

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

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

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

• Target



Key to Your 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 
the web or vice versa



PR Styles of Change Agents

• Consultative
• Collaborative
• Directive
• Supportive
• Delegative

• Informer
• Persuader
• Innoculator
• Insuader
• Seducer



I See They See

I See

They See



Old Word New Word

Old Notion

New Notion



http://www.flickr.com/
http://picasa.google.com/index.html
http://en.wikipedia.org/wiki/Image:Contactus-wmcolors2.png
http://www.amazon.com/exec/obidos/subst/home/home.html/ref=three_tab_gw/104-7016346-2355933
http://www.overdrive.com/default.asp
http://www.limewire.com/english/content/home.shtml
http://en.wikipedia.org/wiki/Image:Facebooklogo.jpg
http://images.google.com/imgres?imgurl=http://www.java-entrepreneur.com/50226711/images/Ajax.gif&imgrefurl=http://www.java-entrepreneur.com/&h=200&w=200&sz=2&tbnid=WZx10XLyGaJEHM:&tbnh=99&tbnw=99&hl=en&start=55&prev=/images%3Fq%3Dajax%26start%3D40%26svnum%3D10%26hl%3Den%26lr%3D%26safe%3Doff%26rls%3DGGLG,GGLG:2005-42,GGLG:en%26sa%3DN
http://www.libraryelf.com/
http://www.librarything.com/
http://www.opensource.org/index.php
http://www.blinkx.tv/




http://www.flickr.com/photos/metropol/100012291/
http://www.flickr.com/photos/metropol/100012291/


2.0 Influencers
1. YouTube
2. Second Life
3. MySpace
4. Facebook
5. Wikipedia
6. Ning
7. Twitter
8. Mozes
9. NowPublic
10.MyBlogLog

Top 10 Most Influential 
web tools for the

2008 elections

How many are we
already using?



YouTube

http://www.youtube.com

http://www.youtube.com/
http://www2.libraryweb.org/index.asp?orgid=1






Second Life

http://www.secondlife.com

http://www.secondlife.com/
http://www2.libraryweb.org/index.asp?orgid=1


Alliance, 
Charlotte,

San Jose SU
Harvard



Second Life Library eBooks 

Swedish Embassy, Dell, SirsiDynix, 
ALA, Massachusetts CPA’s, State Libraries, 

Universities, Sun,
And lots more

9 storey Library
Law Library

Consumer Health Library
Medical Library

Teen Library
Public Library

Engineering Library
Science Fiction

Mystery Island Castle
ALA

SLA members
Education Islands

Amphitheatre

http://www.flickr.com/photos/88156717@N00/134783583/


Me







MySpace

http://www.myspace.com

http://www.myspace.com/
http://www2.libraryweb.org/index.asp?orgid=1


Reminder:
300,000 plus

A DAY!



Facebook

http://www.facebook.com

http://www.facebook.com/
http://www2.libraryweb.org/index.asp?orgid=1








Flickr

http://www.flickr.com

http://www.flickr.com/
http://www2.libraryweb.org/index.asp?orgid=1




Podcasts

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

http://odeo.com/
http://www2.libraryweb.org/index.asp?orgid=1


Wikipedia

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

http://pbwiki.com

http://www.wikipedia.org/
http://www.mediawiki.org/
http://pbwiki.com/
http://www2.libraryweb.org/index.asp?orgid=1








Ning

http://www.ning.com

http://www.ning.com/
http://www2.libraryweb.org/index.asp?orgid=1






Twitter

http://twitter.com/home

http://twitter.com/home
http://www2.libraryweb.org/index.asp?orgid=1




Mozes

http://www.mozes.com

http://www.mozes.com/
http://www2.libraryweb.org/index.asp?orgid=1




NowPublic

http://www.nowpublic.com

http://www.nowpublic.com/
http://www2.libraryweb.org/index.asp?orgid=1


MyBlogLog

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

Google Alerts

http://www.mybloglog/
http://www.technorati.com/
http://www2.libraryweb.org/index.asp?orgid=1






Blogging

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

http://wordpress.com

http://www.blogger.com/
http://www.blogspot.com/
http://wordpress.com/
http://www2.libraryweb.org/index.asp?orgid=1








Tagging, Scanning, RSS

http://www2.libraryweb.org/index.asp?orgid=1


40% 
Tag
7%

Daily!





SEO

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

http://searchengineland.com/
http://searchenginewatch.com/
http://www2.libraryweb.org/index.asp?orgid=1


LinkedIn / Plaxo

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

http://www.linkedin.com/
http://www.plaxo.com/
http://www2.libraryweb.org/index.asp?orgid=1






Webex / LiveMeeting

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

http://www.webex.com/
http://office.microsoft.com/livemeeting
http://www2.libraryweb.org/index.asp?orgid=1






Surveys as Interactivity

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

http://searchengineland.com/
http://info.zoomerang.com/
http://www2.libraryweb.org/index.asp?orgid=1






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 

not our original goal.

Just do it



http://www.searchmarketinggurus.com/.shared/image.html?/photos/uncategorized/2007/04/05/fishbowl.jpg




Two Selected Resources

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

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



Choose



Stephen Abram, MLS, FSLA
President 2008, SLA

VP Innovation, SirsiDynix
Chief Strategist, SirsiDynix Institute

Cel: 416-669-4855
stephen.abram@sirsidynix.com

Stephen’s Lighthouse Blog
http://stephenslighthouse.sirsidynix.com

http://stephenslighthouse.sirsidynix.com/
http://www.sirsidynix.com/index.html
http://units.sla.org/chapter/cwi/index.html
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