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Education – HUMAN RESOURCES 



“a great achievement”  
• “The Times Higher Education 100 Under 50 

rankings highlight some exceptional 
achievements from fast-developing and 
exceptionally well-funded institutions in East 
Asia, notably in South Korea and Singapore.  
 
So for Crete, despite Greece’s well 
documented and extraordinary 
economic challenges, to have held 
on well in the ranking against such 
tough global competition is a great 
achievement.”  

• Phil Baty, Times Higher Education Rankings 
editor  
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Βιβλιοθήκη 

Herakleio 
(3.500 m2) 

Rethymno 

     (5.500 m2) 



Συλλογές Βιβλιοθήκης 

 500.000   Books 

 104.000   Journal volumes 

 29.000     E-journal titles 

 52.000     E-books  



• Library Catalog  

• Course Reserves 

• Electronic Journals and Books 

• Bibliographic Databases 

• E-locus: Institutional Repository 

• Anemi: Digital Library of Modern Greek 
Studies 

• Livesearch: Federated Bibliography Search 

Electronic Services 



What is advocacy ? 

• Advocacy is a planned, deliberate and 
sustained effort to raise awareness of an issue. 
It is a continuous process during which 
support and understanding of the issue are 
gradually increased over an extended period 
of time.  
Advocacy utilizes many marketing and public 
relations tools. 
 

 



The meaning of advocacy 

• The word “advocacy” takes its roots from the Latin 
word “advocare”, meaning to speak for someone 

• Not only speaking for, but also speaking with the 
people 

• Proposing or recommending something or someone 
for better options 

• Implies identifying a cause, believing in it, mobilizing 
and influencing others to support it so as to change 
the policy or programme that is negatively affecting 
that cause.  



What is advocacy ? 

• A process, not an event 

• It happens at all levels, local, national, regional 
and international 

• It is about achieving specific outcomes 

 

• There are different views about what type of 
outcomes advocacy should focus on, and who 
should do the advocacy 



Advocacy is … 

• Recommending something publicly; giving a 
testimonial; telling a library story. 

• Creating the conditions that allow an 
individual or group to accept and act on 
your recommendations, proposal or story. 

• Expanding someone’s consciousness. 
• Evoking or creating memories. 
• Confirming and promoting the identity or 

image of an organization. 
• Developing and/or enhancing awareness, 

appreciation and support. 



Advocacy is … 

• An exercise in creativity and initiative. 

• An art and a science. 

• Creating relationships, partnerships and 
coalitions 

• About respecting other peoples’ views, 
priorities and reasons for believing what they 
believe and doing what they do. 

• A responsibility of leaders. 



Advocacy, Public Relations, Lobbying 

Advocacy differs from both public relations and lobbying.  
 
Public relations is the promotion and positioning of an 

institution or group, while  
lobbying is the interaction with politicians to secure specific 

objectives at an appropriate point in time in the 
legislative/budget process. 

  
The lines between advocacy, lobbying and public relations often 

overlap. The important thing to remember is that a successful 
advocacy campaign will require you to use all three 
techniques and to use them effectively, no matter by what 
name they are called. 
 



Advocacy, Public Relations, Marketing 

Public Relations 
• Getting the library’s message across 
• This is who we are and what we do 
• This is when and where we do it and for whom 

 
Marketing 
• Finding out what the customer needs 
• Who are you, and what do you need 
• How, where, and when can we best deliver it to you 
 
Advocacy 
• Your agenda will be greatly assisted by what we have to offer 



Marketing - Advocacy 

• “True marketing is also the heart of any 
advocacy effort that attempts to communicate 
the library’s value to key stakeholders and 
funders. Advocacy in some ways is “simply” 
marketing…” (Koontz, 2008). 
 



http://www.academiclibrarymarketing
.com/blog/marketing-vs-advocacy 

• Stepping back into Library-Land - a marketing campaign may be initiated to increase 
use of e-Resources on campus, promote a new or renovated space, or improve 
customer service on campus.  These are all targeted measures that improve or 
increase a product or service on campus.  It is about customer conversion; creating 
new customers or increasing repeat customers should (usually) be the end goal of a 
library marketing campaign.   

• A library advocate would be a person that would stand up in front of the Provost and 
argue that the library funding should not be cut.  A library advocacy campaign may 
call people to action to support library funding, space, or services on campus. 
 
Successful marketing will likely create library advocates - the more a student or 
faculty member uses your services the more likely they are to support you in the long 
run. However, the campaigns have different goals and measures of success.  A 
marketing campaign should increase transactions (reference stats, visits, instruction 
sessions - whichever measure you're using) but an advocacy campaign should 
increase support (be it financial or emotional) for the library.  It's easy to see why the 
terms are frequently used interchangeably - but the subtle differences can actually 
add up very quickly!  It's important to consider what your goal will be when you're 
writing a strategic, marketing, or advocacy plan.  Are you trying to increase 
funding?  Are you trying to add a new service?  Are you trying to improve user 
experience?  The actual goal of your campaign will determine what type of plan you 
create, how it is executed, and what will be considered successful  



https://www.sprinklr.com/the-way/advocacy-the-new-
currency-of-marketing-and-why-you-need-more-of-it/ 

• Earned Advocacy. The most valuable — and scalable — 
source of advocacy is from actual customers, which are now 
more trusted than most other sources, although influencers 
and industry advocates can be important advocates too. The 
process of earning advocates themselves is the result of the 
hard work of providing great products and services that are 
well supported, along with a brand narrative that tells a 
compelling story. When all this happens, the very best source 
of marketing becomes the authentic and voluntary expression 
of countless pleased and engaged customers. 

Dion Hinchcliffe  

 



https://www.sprinklr.com/the-way/advocacy-the-new-
currency-of-marketing-and-why-you-need-more-of-it 

• Owned Advocacy. While today these are largely the 
employees of the company that are involved in 
advocate programs, it also includes business 
partners and suppliers, which also have a stake — 
and a powerful insider’s advocate perspective — in 
the success of your marketing and engagement 
efforts. Owned advocacy is particularly important in 
the middle of the funnel, as customers try to 
ascertain particulars as they get ready to fully 
engage. 

 



Advocacy – an ethic of care 

• “Advocacy represents an ethic of care within 
the professional organization. We are called to 
uphold and support others within our 
profession.  Speaking into situations that 
impact individual members or the goals of the 
profession is part of shepherding the 
organization.”     – Jane Scott  

 



Advocacy is about RESPECT 

Understanding what makes the other person 
“tick” -- speak their language 

• Be brief 

• Be appreciative 

• Be informative 

• Be courteous 

• It is b-a-s-i-c! 



Advocacy is about RESPECT 

• Understand the environment in which your decision-
makers are working 

• People pay attention to the things they love and 
value. 

• Tell people what they need to hear, not what you 
want them to know. 

• How does the issue look from their perspective? 

• What other priorities and pressures are having an 
impact on them? 

 



First things first ! 

• Advocacy is a process that starts with research 
and planning 

• an on-going dialogue with your community 

• Communication Tools:  never start your 
planning with the communication tool 

• Evaluation:  make it an integral part of the 
planning process from the outset 



How does advocacy build support? 

Advocacy builds support by creating a joint rallying cry among supporters. 
The key is finding those grassroots individuals and groups to share the 
message. Consider the following dozen supporters: 

• regular library users 
• irregular library users 
• library volunteers 
• staff members 
• administrators 
• community partners 
• corporate partners 
• government agencies 
• friends of the library 
• national and international advocacy groups 
• donors 
• people who have been messengers in the past 

http://eduscapes.com/marketing/13.htm 



How is community building 

related to advocacy? 
Friedenwald-Fishman and Dellinger (2009) state that 
• "Public will building is a communication approach that builds 

public support for social change by integrating grassroots 
outreach methods with traditional mass media tools in a 
process that connects an issue to the existing, closely held 
vales of individuals and groups. This approach leads to deeper 
public understanding and ownership of social change. It 
creates new and lasting community expectations that shape 
the way people act, think, and behave.“ 

Four principles of public will building. 
• Connecting through closely held values. 
• Respecting cultural context. 
• Including target audiences in development and testing. 
• Integrating grassroots and traditional communication 

methods. 
http://eduscapes.com/marketing/13.htm 



The advocacy cycle 

• Know what 
you want to 
change 

• Identify best 
influencing 
strategy 

• Device action 
plan  

• Implement 
action plan 

• Monitor and 
evaluate 
progress 



 

Source: UN-WATER (2009)  



 



Advocacy in libraries… 

• the integral role of libraries within society is being 
undermined by  

– low visibility,  

– passive community support, and the  

– prevailing myth that books, libraries and librarians will be 
replaced by computer terminals and virtual connections 
 

 

• to ensure that the integral role of libraries within 
society is maintained and strengthened 

 



the challenge of library advocacy 

• engage in deliberate, organized, and sustained efforts 
to raise library awareness among potential 
supporters 

• The library community, in partnership with library 
users and other “champions”, need to convince 
decision-makers that their agenda will be greatly 
enhanced by espousing the viewpoint that libraries 
are essential in an information society 
 



Advocating to advance academic libraries 

• Advocating for academic libraries is critical. 
We are constantly challenged with realities 
such as reduced funding and budget cuts, for-profit 
competition, demand for more electronic 
resources and services, and so on.  
We can no longer act like we have a captive audience on 
our campuses. We need to become advocates 
and convince others to help champion our cause 
to meet the missions of our colleges and universities to better 
serve our students and faculty. 
We can’t and shouldn’t do this alone. 
 

Camila A. Alire 



Advocating the importance of libraries 

• Technology has vastly changed the way most of us 
access information, and it has greatly enhanced 
library and information services. It has also raised 
some unsettling questions.  

• In the information age, library advocates continue to 
have a crucial role to play in educating our 
communities about why libraries and librarians are 
essential in an information society. To be effective, 
they must speak loudly, clearly and with a unified 
voice. Democracy needs libraries. And libraries need 
advocates.  

Library Advocate's Handbook  



The Value of Libraries 

•  
Step 1: Synthesize the literature on the "value of libraries" in your library 
area of interest. Provide a list of specific "talking points" or big ideas that 
could be used in justifying libraries. Cite at least three sources you used.  
 
Step 2: Discuss the concepts of Return on Investment and Cost/Benefit. 
How do these ideas fit with the broader idea of the value of libraries? 
Provide at least three specific examples. 
 
Step 3: Apply one of the Library Value Calculators to a library that you 
use. Show and discuss your findings. What are the pros and cons of using 
this type of approach to calculating value? 
 
Step 4: Provide three specific examples of how people derive value from 
libraries.   

 
http://eduscapes.com/marketing/course/courseguide.htm 



Perception and Impact Evidence for 
Library Advocacy 

• Perception evidence is information that describes the 
perceptions, awareness, and attitudes of your target 
audiences about libraries and the services they 
provide.  

• Impact evidence of how people’s lives have been 
directly impacted through library programs and 
services. (return on investment) 

• Impact evidence can be quantitative and qualitative 
and can be used locally and nationally. 
 

 



Library advocacy 

• a journey, not a destination 

• ongoing effort that has to be integrated into every 
library program and be the work of every library 
association, library staff, and library supporter.  

• Successful advocacy must become a permanent 
element for everyone associated with libraries 

 

• -> from specific issues, to libraries themselves !! 



 

 

 



Who are Library Advocates? 

Advocates for libraries and librarians can come from 
both inside and outside the organization: 

 

• Library trustees 

• Friends of Libraries 

• Library users 

• Institutional and community leaders 

• Librarians and library staff 

• Potential advocates … 



An Effective Library Advocate. . . 

 



Frontline, grassroots advocacy 

• Frontline, grassroots advocacy is having those 
academic library staff —who are working with 
students and faculty on a daily basis and who 
already have the competency and credibility in 
dealing with their customers— take the 
leadership in advocating for the library at the 
campus level. 
 

 



Frontline, grassroots advocacy 

• frontline library staffs are the most appropriate 
people to handle grassroots academic library 
advocacy 
 

• WHY ? 

• “Action . . . is best implemented by the individuals 
who have a frame of reference on which to build 
advocacy.” 
 



Key challenges.. 

• Challenge 1: No one has asked me to advocate 
• Challenge 2: I don’t have time to advocate 
• Challenge 3: I don’t know what to say 
• Challenge 4: I’m not sure what to do 
• Challenge 5: I’m unfamiliar with the audience 
• Challenge 6: I don’t think I’m supposed to lobby 
• Challenge 7: I can't get my decision-makers to 

listen 
• Challenge 8: I don’t know how to engage others 

 
ALA, SPEAK OUT! A Guide to Being Heard and Agreed With in the 

Policymaking Process  

http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge One.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Two.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Three.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Four.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Five.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Six.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Seven.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Seven.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Seven.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Seven.pdf
http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/advocacyuniversity/speakout/Challenge Eight.pdf


frontline advocate’s checklist 

1. What ways have I defined the objectives 
and how to achieve them? 

2. Have I assessed the background of the 
knowledge of faculty I want to persuade to 
support the academic library objectives? 

3. How can I help the individuals to support advocacy 
points to reflect their own thinking? 

4. How have I included the need to transfer the 
information communicated to other situations? 
 



developing an advocacy plan 

• begin by assessing where you are now 
 

Key Questions 
• Do we all have the same understanding of the issue?  

For example, does the library community all agree on the subject of user 
fees? Internet filtering? Corporate sponsorship? No advocacy on these 
issues can be undertaken effectively unless our own community is in 
agreement.  

• Do we all agree that action must be taken? Even when we agree on the 
issue, we might not all agree that doing something about it is worth the 
time and the money. Or we might not agree on what to do. People have 
differing priorities. Best to find this out in the beginning than to have the 
effort fizzle part way through because of lack of support or disagreement.  

• Do we have the time to dedicate to a serious planning effort? Probably 
not. There are not many people out there with time to spare.  

• Will we make the time? Is this issue crucial enough that we will make every 
effort to find the time to plan for its resolution because the consequences 
of not doing so are worse? 
 



There is a role for everybody in 
advocacy! 

• There once were four people named Everybody, 
Somebody, Anybody and Nobody.  
 

• There was an important job to be done and 
EVERYbody was sure that SOMEbody would do it. 
ANYbody could have done it, but NObody did it! 
SOMEbody got angry about that, because it was 
EVERYbody’s job. EVERY body thought ANYbody 
could do it. It ended up that EVERYbody blamed 
SOMEbody when NObody did what ANYbody could 
have done. 
 



Advocacy Plan steps 

1. Define time-specific and measurable objectives.  
2. Determine key target audiences and what you know 

about them.  
3. Develop strategies 

- What? (are the obstacles to success?) 
- Where?  
- When? 
- Who? 
- How? (the message)  

4. Choose your communication tools.  
5. Plan how you will document and evaluate results. 
 

Canadian Association of Public Libraries (CAPL), 2011 



Step 1. Determine your objectives 

• What do you want to achieve?  
-It must be realistic, time-specific and measurable. 
 

• Make sure your objectives are SMART 
• Specific  
• Measurable  
• Action-oriented, with  
• Responsibilities stated and  
• Timed 
 

• What will be your measure of success? 
 

• Objectives provide focus and direction   
- should be re-adjusted, if proven necessary  



What do you want to achieve? 

1. Money for a new library building?  

2. A new policy?  

3. The defeat of a piece of legislation?  

4. The on-going financial support of a 
particular business? 
 



- Money for a new library building 

• The Library Building Fund (S)  

• will increase by $100,000 (M)  

• from a community fundraising programme (A)  

• sponsored by the Friends of the Library (R)  

• by (date) (T). 
 



- A new policy 

• After a round of community consultation, a 
comprehensive policy (S)  

• on Internet access for children (M)  

• will be implemented (A)  

• by the Board (R)  

• by (date) (T). 
 



- The defeat of a piece of legislation 

• After a sustained lobbying campaign (S)(A)  

• by a coalition of Library Associations (R),  

• the government withdraws its legislation on 
user fees (M)  

• by (date) (T). 
 



- The on-going financial support of a 
particular business 

• The Library Board (R)  

• signs an agreement (A)  

• with a large book store chain to get a donation 
of 5% (M)  

• of all sales of Book Club titles to the library’s 
literacy collection (S)  

• for the period (time period) (T). 
 



Step 2. Identify your target groups 

• who are the people who can help you achieve your objective? 
 
—Focus on the decision-makers (individual or group who has 

the power to decide on the outcome); other groups may be 
part of your strategy.  
 

• Who do you want to reach?  
• What do you know about them, their priorities and interests?  
• What do you still need to find out?  
• Who do you know who might give you the information you 

want?  
• What research might you need to do?  
• Whom do you know who may be able to help in some other 

way? 



Target Groups vs. Stakeholders 

• A Stakeholder is anyone who might benefit or lose 
from your objective. 
anyone with an interest in the process or  
anyone with an interest in the outcome 

• an individual, a group or an organization 
 

• stakeholders need to be broken down into smaller 
target groups for your strategies to be successful. 

– not all stakeholders or target groups have the same 
interests at the same time on the same issue 



Target  audiences 

• Business/community leaders  

• Community associations  

• Corporate officials  

• Donors and potential donors  

• Elected officials  

• Education officials  

• Journalists  

• Other librarians 
 

• Library users  

• Potential library users  

• Professionals in related fields  

• Board members  

• Students  

• Professors / faculty  

• Institution administrators 
 



Stakeholders… 

• Allies: “High Trust, High Agreement” 

• Opponents, Challengers: “High Trust, Low 
Agreement” 

• Bedfellows: “Low Trust, High Agreement” 

• Adversaries: “ Low Trust, Low Agreement” 

 

• Depending on the issue, the same group could be in 
a different category at a different time 
 



Allies: “High Trust, High Agreement” 

• Who are some of the natural allies that your library 
has? 
Under what circumstances might the relationship 
change? 
 

Strategies for Allies  

− Affirm agreement on the “cause”.  

− Reaffirm the quality of the relationship.  

− Acknowledge their doubts and vulnerabilities about 
the cause.  

− Gain their participation, especially in contacting 
others. 



Opponents, Challengers: “High Trust, 
Low Agreement” 

• Who might be some of the opponents to your library? 

• Who might surprise you by becoming an opponent? 

 

Strategies for Opponents, Challengers:  

− Reaffirm the quality of the relationship.  

− State your position---vision, purpose, goals.  

− Gain a through understanding of their position by first listening 
carefully and stating neutrally what you think it to be.  

− Engage in dialogue, looking for ways to improve your approach 
 



Bedfellows: “Low Trust, High 
Agreement” 

• What groups in your environment might agree with you, but 
you do not entirely trust them? 

• What role might they be able to play? 
 

Strategies:  
− Reaffirm agreement on the cause.  
− Acknowledge the caution that exists e.g. express your 

reservations about how honest and direct the past 
relationship has been.  

− Be clear about what you want from them in working together. 
− Ask them what they want from you.  
− Try to reach agreement about how you are going to work 

together. 



Adversaries: “ Low Trust, Low 
Agreement” 

• Who could be library’s adversaries? 

 

Strategies for adversaries:  

− State your vision for the project.  

− Achieve an understanding of their position.  

− State your own contribution to the problem.  

− State your plans without making demands. 
 



on which should you spend most of 
your time and effort? 

• Temptation: to try to convince your 
adversaries and opponents of the rightness of 
your cause 

• When there are limited resources (time and 
money) the best effort should be spent on 
your friends and allies -your champions. 
 



Tips for working with decision-makers 

• Recognize that decision-makers are not experts, they can 
not possibly keep completely informed on all issues.  
So, be prepared to provide them with information they 
need or know where you can get it. 

1. Stick to and present one issue at a time.  
Decision-makers do not want you to come with a “shopping 
list” of issues. 

2. Get to know the staff.  
The staff in a Minister’s or Rector’s office can be very 
powerful. If they do not agree with what you represent, they 
can make it very difficult for you to make contacts.  

3. Do your homework.  
Find out what you can about the decision-maker. Make a 
point of referring to something you know is of special 
concern or interest. Making that personal connection can 
make him/her remember you more easily.  



Tips for working with decision-makers 

4. Be HIPP  
• Honest  
• Informed  
• Patient  
• Positive 

5. Recognize that a decision-maker’s time is precious.  
Do not be late or unfocused in your presentation.  

6. Be personal.  
Do not be afraid to show your good nature or your 
personality.  

7. “Seal the deal”.  
Try to get the decision-maker at least to commit tell you when 
you might hear about a decision.  

8. Follow-up with thank you letters.  
Send them to any decision-makers or staff who took time to 
listen. 



Coalitions 

• individuals and groups for mutually beneficial partnerships 
- also identify potential areas for competition or conflict 
 

• colleges and universities⎯ lifelong learning  
• community agencies—specific concerns for groups and 

individuals  
• Friends of the Library group—natural ally, no self-interest  
• parents—learning impact  
• public library—for the common good  
• publishers—economic impact  
• University boards—student achievement 



Lobbying 

• influencing someone to a certain position or decision which 
they may not otherwise have taken 

• Effective lobbying happens when the right person talks to the 
right person about the right issue at the right time 

 
Common mistakes in lobbying:  
• Timing  
• Going in cold  
• Telling only your side  
• Failing to fully research and understand the other side  
• Wrong person  
• Form letters  
• End run  
• Information overload 



Tips to successful lobbying 

• Treat lobbying as serious business  
• Treat politicians with respect.  

They went out and got elected and have earned the right to 
make decisions  

• Become familiar with the government agenda  
• Be familiar with their language  
• Be clear in your communications  
• Be consistent  
• Be persistent  
• Bring solutions, suggest alternatives  
• Relate your message to local issues  
• Follow-up 



Ten Basic Rules for Lobbying 

1. First things first 
2. Your deadline for the meeting is irrelevant 
3. Their time is not your time 
4. The whole crowd is not required 
5. Practice, Practice, Practice 
6. No wallpaper 
7. Politicians can read 
8. 20 Questions 
9. Not done yet 
10. The answer will be no answer 

 



Step 3. Develop strategies 

• What? (the obstacles)—What are the things that will get in the way of 
your reaching your objective? Money? Time? Physical surroundings? 
Personal biases? Fear? Stereotypes? Organized opposition? Not knowing 
enough about your target group? Not doing your homework? 
Hint: Spend most of your planning time on the above three steps 
(objectives, target groups, obstacles) and the rest will fall into place. 

• Where? Where is the most appropriate place for you to communicate with 
your target audience? 

• When? When is the most appropriate and convenient time for your target 
group to hear from you? 

• Who? (is going to do it?) Who is your best presenter? Who has the most 
credibility? Who is the best “match?” 

• How? (the message) Remember the postcard “Having a good time, wish 
you were here. ” Your message, in order for it to be remembered, must be 
short and simple; no more than you would fit on a postcard. 
 



WHAT ? 
Factors Influencing Government Decisions 

Public Opinion  
Can you tie your issue to a "hot" topic: public access to information; the library role in home schooling; resources to support 
the unemployed in seeking employment; or the library’s contribution to day-to-day economic survival of small towns and 
villages. 
 

Fiscal Pressures  
Public demand is for tax relief and spending cuts. You will need evidence to show that people support specific tax increases 
for libraries while not supporting general tax increases; survey some constituencies including the Minister's. You will need 
hard data on this. 
 

Interest Groups  
Research those interest groups who are in the public eye. Is it helpful to align your issues with their cause? Library advocates 
will be more effective and better received by decision-makers if they are perceived as serving a larger common good rather 
than a perceived self or institutional interest. 
 

Media Coverage  
Create events that will provide decision-makers with positive media coverage. Such as, the Minister launching a Summer 
Reading Club amidst a group of children. 
 

Timing: Budgets, Shuffles, Elections  
Be aware of the political calendar and time your approaches accordingly. Also be aware that a cabinet shuffle or an election 
can change government priorities and your strategies will have to change as a result. 
 

Opposition Parties  
Work with the opposition parties to ascertain and understand their positions and keep them fully informed of your issues. 
This is because they are part of the legislative process, not because you want to use them to work negatively against the 
government. 
 

Civil Servants  
Work with ministerial staff to ensure that they understand your issues: they inform and advise the Minister and are the 
strongest influence on a ministerial decision. 
 



Who should your messengers be? 
- the messenger can be as important as the message 

• Trustees  
• Friends of the Library  
• Library users and supporters  

 
• Campaign donors who are constituents of the elected official.  
• Local opinion leaders and newsmakers.  
• Editors of local media who shape editorial opinions and news 

coverage.  
• Potential candidates who may run as opponents in future 

elections.  
• The voting public in the legislator’s constituency. 

 



The message 
- Message, Slogan, Talking Points -   

• Tell them what they need to know, not what you want them 
to hear. 
 

• need to be refined to address the specific interests of various 
audiences— business people, educators, legislators—but its 
essence will remain the same 

• personal (so that it attracts the person’s attention, use people’s 
names and titles and be sure to spell them correctly)  

• relevant (so that the person picks out your message from the 
myriad of other messages being received)  

• simple (so that it will be remembered)  
• consistent (no mixed messages)  
• and repeated. (A message needs to be repeated many times 

and in many different ways in order for it to “stick”.) 
 



“Soundbites” 
People remember clear and specific statements or affirmations 

 



Step 4. Choose your communication 
tools 

Personal Communication 
Tools - Most Effective 

• word of mouth  

• one-on-one meetings  

• group meetings  

• public meetings  

• public forums  

• telephone 
 

Mass Communication Tools 

• e-mail 

• letters 

• faxes 

• promotional material 

• instructional material 

• news releases 

• advertising 

• business cards 

• websites, social software 

• mass media 



communication tools 

Protocol Tools 

• Invitations to attend library events,  

• Thank you notes after every contact,  

• Photographs to commemorate special 
occasions,  

• Special events to honour their contributions. 
 



Evaluate your overall plan 

• What worked? 
What didn’t work? 
Did you reach your solution? 
Did you meet your personal and group goals? 
Is there more work to be done?  
What have you learned? 
What could be improved for next time? 
Do you have the basis for another advocacy 
plan? 
 







 



 



 



Getting Organized 

• 1. Define goals and objectives. Identify your desired outcomes, such as: 
new legislation, more funding, greater visibility. 
2. Assess the situation in targeted areas based on your objectives. 
Identify barriers, opposition, strengths and potential supporters. 
3. Identify critical tasks. Important areas include: 
- Establishing a steering committee 
- Developing a budget 
- Recruiting volunteers 
- Coordinating of activities with the American Library Association and your 
state association 
- Fundraising 
4. Develop a communication plan. Critical elements include: 
- Defining the key message 
- Targeting key audiences 
- Identifying communication strategies and resources needed 
5. Develop a work plan with tasks, assignments and deadlines. Monitor 
your progress regularly. 
6. Document and evaluate results. This is how you learn to do it better 
next time. 
 



http://www.swissarmylibrarian.net/lib
rarycalculator/valuecalc_costs.html 

Library Use Value Calculator 
Explanations of Values 

 
 
 

The cost figures for library services were derived by the Massachusetts Library 
Association based on the table below: 

 





Library Service 
Value of 
Service 

Based On 

Adult Books Borrowed $17.00 Amazon.com average price 

Young Adult Books Borrowed $12.00 Amazon.com average price 

Children Books Borrowed $17.00 Amazon.com average price 

Audiobooks Borrowed $9.95 Audible.com download average 

Interlibrary Loan Requests $25.00 Amazon.com average price plus shipping 

eBooks Downloaded $15.00 Estimated B&N/Amazon average 

Magazines Read $5.00 Estimated purchase price average 

Newspapers Read $9.50 Boston Globe subscription (outside city) 

Movies Borrowed $4.00 Estimated Netflix average 

CDs Borrowed $9.95 iTunes download album average 

Music Downloaded $1.00 iTunes download song average 

Meeting Room Use (per hour) $25.00 Estimated value 

Adult Programs Attended $15.00 Entertainment/program admission fee - estimated average per adult 

Young Adult Programs Attended $12.00 Entertainment/program admission fee - estimated average per youth 

Children's Programs Attended $7.00 Entertainment/program admission fee - estimated average per child 

Museum Passes Borrowed $20.00 Museum admission fee - estimated average for two adults 

Computer Use (per hour) $12.00 FedEx/Kinkos price 

Database Searches $19.95 Average cost for online article search 

Reference Assistance $7.00 Average library cost 



https://www.lrs.org/public/roi/usercalculator.php 

 



http://www.wyla.org/library-roi-
calculator 

 



ALA Libraries Transform Campaign 

 



ALA Libraries Transform Campaign 

The Libraries Transform Campaign, an initiative of 

the American Library Association (ALA), is 

designed to increase public awareness of the 

value, impact and services provided by libraries 

and library professionals.  

The campaign will ensure there is one clear, 

energetic voice for our profession, showcasing 

the transformative nature of today’s libraries and 

elevating the critical role libraries play in the 
digital age.  

 



ALA Libraries Transform Campaign 

Broad Objectives 

• Awareness: Increase awareness of and support for the 
transforming library. 

• Perception: Shift perception of library from “obsolete” or 
“nice to have” to essential. 

• Engagement: Energize library professionals and build external 
advocates to influence local, state and national decision-
makers. 

One Main Idea 

• Libraries today are less about what they have for people and 
more about what they do for and with people. 



ALA Libraries Transform Campaign 

Key Messages 
• Library professionals facilitate individual opportunity and 

community progress. 
• Libraries are committed to advancing their legacy of reading 

and developing a digitally inclusive society. 
• Libraries of all kinds add value in five key areas: education, 

employment, entrepreneurship, empowerment and 
engagement. 

Components of the Libraries Transform Campaign 
• Provocative branding (“Because…” statements) that surprise 

and catch attention of target audiences. 
• Libraries Transform website. 
• National, state and local implementation strategies and 

tactics. 



ALA Libraries Transform Campaign 

Strategies 
• Engage ALA members in campaign planning and non-

traditional touchpoint brainstorming. 
• Provide ALA members with branded print and digital materials 

for local communication campaigns. 
• Engage target audiences through interactive website with 

“Because…” statement generator/submission tool. 
• Capitalize on existing ALA assets, e.g. Policy Revolution, 

National Library Week, Library Card Sign-Up Month, as “tent 
pole” events during life of campaign. 

• Focus public service announcements on Libraries Transform 
campaign. 

• Launch national social media campaign, #librariestransform. 
 



WHY LIBRARIES ARE TRANSFORMING 

 



WHY LIBRARIES ARE TRANSFORMING 

 



ALA's Library Champions: Investing In 
America's Libraries 

• ALA’s Library Champion program was launched by a select group of individual, corporate and 
foundation supporters who joined together to form a broad-based group to advocate for 
libraries and the library profession. Library Champions contribute annually to ALA’s 
nationwide strategic communications effort about the value and benefits of libraries.  

• Contributions support ALA's efforts to provide free public awareness materials and resources 
directly to libraries plus support the Association's national initiatives such as National Library 
Week and Library Card Sign Up Month.  These special initiatives have been designed to 
increase public awareness of the importance of libraries as great democratic institutions, 
serving people of every age, income level, location, ethnicity, or physical ability. 

• When an individual, company or foundation becomes a Library Champion, they make a 
positive impact on libraries and the lives of their community members every single 
day.  Children are overcoming hurdles and becoming stronger readers. Seniors and families 
who are living on less are getting information and advice.  The unemployed are gaining job-
hunting skills and getting the support and Internet access they need.  Students and faculty 
consult with library personnel on their work requiring information resources. 

• Library Champions are among the greatest proponents of America's libraries. Their gift helps 
every child, young adult or adult who walks through a door at a library or links to their online 
resources from home or school.  Individuals, companies and foundations can become a 
Library Champion by making a $5,000 contribution or more to support ALA’s public 
awareness and advocacy programs. 

http://www.ala.org/offices/libraries-transform-campaign
http://www.ala.org/offices/libraries-transform-campaign
http://www.ala.org/offices/libraries-transform-campaign


Librarians: from stakeholders to advocates 
What do we need? 

• Advocacy is “the process of turning passive support into educated action 
by stakeholders”. http://www.ala.org/ala/issues/gettingstarted.cfm 
 

• Librarians: from stakeholders to advocates 
• What do we need? 

 
•  Core group of librarians with knowledge and advocacy skills; 

 
•  future library leaders who will become copyright champions 

 
•  advocacy for many issues e.g. library development and funding, 

consortium building, national education and ICT policies, freedom of 
expression and access to knowledge. 

 
 

http://www.ala.org/ala/issues/gettingstarted.cfm




 tips for being an Advocate for Your 
Library: 

• The following are additional tips for being an Advocate for Your Library: 

• After you’ve gotten to know key officials, stay in touch even when you aren’t asking for something. 

• Attend hearings on library-related matters. Ask questions and voice your opinions. 

• Be a walking, talking billboard for libraries. Wear t-shirts and other pro-library accessories. 

• Be on the alert for good library user-stories and forward to the appropriate person. 

• Create a database with names of advocates, their contact information, names of their elected representatives and other pertinent information. 
Keep it current. Send it, along with the annual report, funding and legislative updates, and other concerns, to library advocates along with the 
library newsletter.   

• Maintain your advocacy network. Invite library users and others to testify at budget hearings, participate in media interviews, and visit 
legislators. 

• Work in collaboration with other organizations or departments. The library has a lot to offer potential partners as a visible, respected place 
with high traffic. For other tips on building your network, read “Building Your Network and Cultivating Relationships.” (Download the  PDF) 

• Participate in influential community or campus groups and use this as an opportunity to get the library’s message out and recruit advocates. 

• Participate in state and national Library Legislative Days. 

• Raise funds to help raise awareness and build support for the library. 

• Join United for Libraries, the national support organization for Friends of Library groups. 

• Recruit your family, friends, coworkers and neighbors to give their support to libraries. 

• Start an advocacy committee to work with library administrators and the board in building public awareness and support for the library. 

• Support candidates who support the library and donate to their campaigns. 

• Survey your library’s trustees, Friends and supporters. What civic or professional organizations do they belong to? Are they willing to write 
letters, call legislators and recruit more advocates? Do they have contacts with the media, administration, school board or community? Utilize 
this important resource. 

• Thank everyone involved in an advocacy effort. Whether it’s a personal letter, or a party or plaque, a thank you is a powerful tool. 

• Use a library message or quotation as part of your e-mail signature. 

• Use your political savvy and connections on behalf of the library. 

• Tells us your ideas! As you move forward in your advocacy endeavors, please let ALA know about your successes and feedback. Send an email 
to advocacy@ala.org to share your tips. Your input and energy—will keep library advocacy moving forward! 

 

http://www.ilovelibraries.org/sites/default/files/ILL_Building_your_Network_and_Cultivating_Relationships.pdf
http://www.ala.org/united
mailto:advocacy@ala.org


advocate as a trustee of your library 

• The following are additional ways you can advocate as a trustee of your library: 
• After you’ve gotten to know key officials, stay in touch even when you aren’t asking for something. 
• Attend hearings on library-related matters. Ask questions and voice your opinions. 
• Be a walking, talking billboard for libraries. Wear t-shirts and other pro-library accessories. 
• Be on the alert for good library user-stories and forward to the appropriate person. 
• Create a database with names of advocates, their contact information, names of their elected representatives and other 

pertinent information. Keep it current. Send it, along with the annual report, funding and legislative updates, and other 
concerns, to library advocates along with the library newsletter. 

• Maintain your advocacy network. Invite library users and others to testify at budget hearings, participate in media 
interviews, and visit legislators. 

• Work in collaboration with other organizations or departments. The library has a lot to offer potential partners as a visible, 
respected place with high traffic. For other tips on building your network, read “Building Your Network and Cultivating 
Relationships.” (Download the PDF) 

• Participate in influential community or campus groups and use this as an opportunity to get the library’s message out and 
recruit advocates. 

• Participate in state and national Library Legislative Days. 
• Raise funds to help raise awareness and build support for the library. 
• Recruit others to join you in speaking out for libraries. 
• Start an advocacy committee to work with library administrators and the board in building public awareness and support for 

the library. 
• Support candidates who support the library and donate to their campaigns. 
• Survey your library’s trustees, Friends and supporters. What civic or professional organizations do they belong to? Are they 

willing to write letters, call legislators and recruit more advocates? Do they have contacts with the media, administration, 
school board or community? Utilize this important resource. 

• Thank everyone involved in an advocacy effort. Whether it’s a personal letter, or a party or plaque, a thank you is a powerful 
tool. 

• Use a library message or quotation as part of your e-mail signature. 
• Use your political savvy and connections on behalf of the library. 
• Work at keeping a high profile for your library. Develop a marketing communication plan with a strong, consistent message. 
• Write, email, or call legislators and decision-makers to let them know you want them to support libraries. 

 

http://www.ilovelibraries.org/sites/ilovelibraries.org/files/content/ILL_Building your Network and Cultivating Relationships.pdf


 



• What is your goal? (What are you trying to accomplish?)  
• What are your objectives? (Why is it important?)  
• What are your strategies? (What are you going to do to 

accomplish your objectives and ultimately your goal?)  
• What is your message? (15 words or less)  
• What data (or stories) support this message?  
• Who is your target audience?  
• Why should they care?  
• How are you going to reach them?  
• What will be your best tools? 



https://www.sprinklr.com/the-way/advocacy-the-new-
currency-of-marketing-and-why-you-need-more-of-it/ 

• Cultivate Your Advocates  

• Evaluate Your Brand Activities and Impact  

• Use Advocacy To Amplify What Works   

• Measure and Isolate the Results. Tweak and 
Repeat.   



http://www.ala.org/research/librariesmatter/ 

 



http://www.ala.org/united/ 

 



http://connect.ala.org/ 

 



http://www.ala.org/pla/advocacy/turningthepage 
 

 

http://www.ala.org/pla/advocacy/turningthepage


 



 



 



an advocacy campaign doesn't need to 
be expensive.. 

According to Dowd, Evangeliste, and Silberman (2010), an advocacy campaign doesn't need to be 
expensive. Consider an online approach: 

• Set up online presence (i.e., website, wiki, blog). Use a free tool like Wordpress. 
• Determine your call to action. Connect to political leaders (i.e., ask people to call leader 

offices), legislators (i.e., link to their website and provide a message they can use), or get a 
petition going (i.e., use a tool like GoPetition). 

• Provide supporting materials for taking action. Post related document at your special page, 
wiki, or blogsite. These materials include PDFs of fliers, bookmarks, impact statements, 
agenda items, contacts, and thank yous. Scibd can be used to upload documents for free if 
space isn't available on your website. 

• Make your case. Be sure to provide documentation to support your stand. Include a one-
page overview that includes the key talking point. It should also include links to materials. 

• Let other people tell their story about your library. Incorporate quotes, video clips, and 
personal stories whenever possible. Photos can also be persuasive. 

• Provide opportunity for supporters to join your cause. Use an online poll or survey tool to 
collect supporter information. Or, place a form on your web page. Google Forms is an easy to 
collect data. The information becomes part of a database. 

• Set up a social network 
page. Facebook page, LinkedIN connection, Flickr group, YouTube channel, and links to your 
website are all important. 

• Set up a media page. Post all news releases and contact information on the library media or 
news page. 

http://eduscapes.com/marketing/13.htm 

http://wordpress.com/
http://www.gopetition.com/
http://www.scribd.com/
http://www.google.com/google-d-s/forms/
http://facebook.com/
http://linkedin.com/
http://flickr.com/
http://youtube.com/




Sources 

• Advocacy University Information, courses, and tools from ALA to help library advocates make 
the case at the local level. 
http://www.ala.org/advocacy/advleg/advocacyuniversity  

• Advocacy Clearinghouse More advocacy tools and resources from ALA. 
http://www.ala.org/advocacy/advleg/advocacyuniversity/advclearinghouse  

• Library Advocacy Webinars Free webinars on getting decision makers into the library, 
reaching policymakers, using the media, social media, and more. 
http://www.ala.org/advocacy/advleg/advocacyuniversity/onlinecourses 

• United for Libraries (The Association of Library Trustees, Advocates, Friends and 
Foundations), Citizens-Save-Libraries: A Power Guide for Successful Advocacy, 2013,  
www.ala.org/united 

• Bill & Melinda Gates Foundation, Global Libraries Advocacy Guide, 2011, 
www.gatesfoundation.org. 

• Dumpsey, Kathy. Preparing Frontline Staff for Advocacy Work, a cover story for Marketing 
Library Services. www.infotoday.com/mls/jul10/Dempsey.shtml. 

• Koontz, Christie. Marketing – The Driving Force of Your Library, chapter 8 of The Portable 
MLIS. Westport, CT: Libraries Unlimited, 2008.  

• http://www.imapny.org/wp-content/themes/imapny/File%20Library/Advocacy/ 
• http://www.manyppt.com/10/THE-VISIBLE-LIBRARIAN-ADVOCACY-AND-MARKETING.html 

 


