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The Who?

MILLENNIALS



Generation Y definition

The term Millennials generally refers to the generation of  people born between the 

early 1980s and the early 2000s. Perhaps the most commonly used birth range for 

this group is 1982-2000. The Millennial Generation is also known as Generation Y, 

because it comes after Generation X — those people between the early 1960s and 

the 1980s. It has also been called the Peter Pan or Boomerang Generation because 

of  the propensity of  some to move back in with their parents, perhaps due to 

economic constraints, and a growing tendency to delay some of  the typical 

adulthood rites of  passage like marriage or starting a career. 

(http://www.livescience.com/38061-millennials-generation-y.html)



Masters of  the art of        

multi-tasking

Tech-savvy Browsers not Buyers

Creative problem-

solvers
MILLENNIALS “Famously Frank” 

Strive for 

transparency

Advice-Seekers Socially conscious



What are their characteristics? 
(http://www.morriscreative.com/personality-traits-millennials-market-generation/

Masters of  the art of  multi-tasking: They are the first generation 

to grow up digesting and assimilating mass quantities of  

information at a time. 



What are their characteristics?

Tech-savvy: Does your library have a website? Great. An app? 

Even better. We are all surrounded by technology and millennials 

spend 5-10 hours a day consuming copious amount of  online 

content. So creating a brand experience within this digital world 

with relevant content is the first step in captivating this 

generation.



What are their characteristics?

Browsers not Buyers: Millennials spend more time 
browsing the internet for products than actually purchasing 
them. This means that businesses need to nurture these 
browsers so that they will buy the products that they love to 
look at. Same goes for our libraries.



What are their characteristics?

Creative problem-solvers: With less linear 
techniques than previous generations, Millennials 
want to reach a decision fast and on their own 
terms.



What are their characteristics?

Advice-Seekers: Millennials unfortunately don’t trust a brand’s 

message. When deciding what to purchase, this demographic 

seeks opinions of  friends, family members, or even strangers 

before making purchasing decisions. It’s important to rebuild 

trust with relevant content and user-generated content.



What are their characteristics?

“Famously Frank:” They are not afraid to go for what 

they want, and are very direct in their means of  doing 

so. Seldom will they sit back and watch someone else 

take advantage of  an opportunity they believe to be 

theirs; they are the true “go-getters.”



What are their characteristics?

Strive for transparency: This generation wants to 

know everything and with no arising surprises that 

could deter these planners from their paths.



What are their characteristics?

Socially conscious: They believe they can change the 

world in a pseudo-optimist/ realist kind of  way. Millennials 

are pragmatic in supporting causes, and will give their all to 

whatever that may be.



How to market to them?

According to Neil Howe (2003) in his book Millennials Go to College 

suggests that “a new generational wave is breaking across campuses in 

America” and that “wherever you are in university life, you face a 

choice. You can ignore this breaking millennial wave, by treating 
today’s collegians as you did the last generation. You can resist it, 
by pursuing decades-old agendas. You can ride it, by adapting as 
fast as you can to new needs as they arise. Or you can ‘lead’ this 
new youth wave, by preparing for Millennials before they arrive in 
full force.”



How to market to them?

It is a sobering thought for librarians to realize that “the rising 

generation of  students is so accustomed to doing their research over 

the Internet that they may hardly know their way through library 

stacks, an old periodical, a microfiche reader, or a great book in its 

original language—all skills they need to learn.” (Duck, Koeske

2005)



Marketing the School Library

Marketing is…

anything libraries do to let the
school community know who
they are and what they do!
Concentrate your promotion
efforts where they will achieve
the best results! (G.L. Henning)

Marketing is…

a means of presenting the
benefits of the library to all
segments of your market, users
and non-users

(G.L. Henning)



Why Marketing?

• Information professionals must understand that it is essential to actively 

market their services.  

• Library marketing is critical for any information professional in order to 

spread the word about their library.  



Why Marketing?

• It doesn’t matter what library type, it doesn’t matter how large or small 

the library is -- you need to call attention to your library, your services, 

your worth to your community, your administration, your staff, and your 

users! 



Why Marketing?

• The crux of  marketing is to find out your customer’s real needs and 

desires and then to create and “sell” a product or service which fulfills 

that need and desire.  It is a proactive NOT a reactive function. 



Communications with Millennials

Internet 

Picture phones 

Email 



Communications with Millennials



Building a Communications Plan

Building a communications/marketing plan is an essential step in getting the 

word out about your library.  It will provide a strategic framework for the ways 

you communicate with the audiences that are important to your efforts.  The 

plan should support the overall mission and goals of  your library and should be 

reviewed and updated annually.  It should be practical and doable.

(http://www.ala.org/advocacy/sites/ala.org.advocacy/files/content/advleg/pu

blicawareness/campaign@yourlibrary/prtools/marketing_wkbk.pdf)



The Basic Steps of  the Marketing / 

Communicating Plan 



Step 1 – Understand your community and what 

it wants (not what it needs).

• You will be seeking the answers to a whole series of  questions, 

not only concerning your customer’s real requirements but also 

their opinions of  the service that you currently provide to them, 

and you really need it to be straight from the hip with no punches 

pulled.  You could ask them yourself  or perhaps send out a survey 

form, or ask an informal group of  library customer’s face-to-face 

questions.



Step 2 – Understand your customer

• Until you know who your customers are, what they want, and 

what motivates them, you can’t prepare an effective marketing 

plan.  Don’t confuse “wants” with “needs.”  To really get to know 

your customers, ask yourself  questions such as: 



Step 2 – Understand your customer

• How does my potential customer get “information products 

and/or services” (in a store, on the web)? 

• What kinds of  habits does my customer have?   

• What are my target customer’s primary motivations for seeking 

out information? 



Step 3 – Pick a niche

• If  you say that your target customer is “everybody” then nobody 

will be your customer.  Today the information marketplace is filled 

with competition.  Carve out a specific niche based on your 

community’s needs and dominate that niche. Make sure it’s a niche 

you can communicate with easily, and make sure you dominate 

that niche before you consider moving to a second niche. 



Step 4 – Develop your Marketing Message 

• Your marketing message not only tells your audience what you do, 

but persuades them that you’re the best at what you do.  Two 

types of  marketing messages should be developed. 

• One message should be short and to the point – think of  it as 

your “audio logo.”  It’s your response to someone who asks you, 

“So, what do you do?” 



Step 4 – Develop your Marketing Message 

• The second type is a more complete marketing message that will be included in all your 

marketing materials and promotions.  To make your message compelling and persuasive, it 

should include the following elements: 

- An explanation of  your target prospect’s problem 

- An explanation about why you are the only “business” that can solve your prospect’s 

problem. 

- An explanation of  the benefits people will receive from using your solution. 

- Examples and testimonials from customers you have helped with similar problems. 

- Your unconditional guarantee. 



Step 4 – Develop your Marketing Message 

The three messages from the @ your library Campaign are:

Libraries are changing and dynamic places. 

Libraries are places of  opportunity. 

Libraries bring you the world.

What will be your message/s?



Step 5 – Determine your Marketing Medium(s) 

• Your marketing medium is the communication vehicle you use to deliver 

your marketing message.  It is important to choose a marketing medium that 

gives you the highest return.  This means you want to choose the medium 

that delivers your marketing message to the most niche prospects at the 

lowest possible cost. 



Step 5 – Determine your Marketing Medium(s) 

According to Peter Economy on his online article entitled:  9 Powerful Tips 

for Communicating Better With Millennials…

3. Choose the best medium for communication

Face-to-face meetings and conference calls are not as effective with millennials. 

Reach the younger generation where they already spend the most time--on their 

mobile devices. Try an online team portal for collaboration with a mobile app, 

or get used to Skype.

https://www.inc.com/peter-economy/9-powerful-tips-for-communicating-better-with-millennials.html



Communication Mediums 

Text Instead of  Email

Millennials prefer text and social media communications over email, phone 

calls, and face-to-face meetings.

https://franchetti.com/communicating-with-millennials/



Mobile apps

• Social media

• Day to day necessities

• Love and entertainment

• Others

https://socialmediaweek.org/blog/2014/12/13-apps-millennials-use/



Social media





Day to day necessities

Uber 

Ride sharing app

Bank app

instant access to 

debit/credit for 

convenient payment

Foodpanda

Food delivery in 

the Philippines



Love and entertainment

Spotify

App for music 

streaming and 

playing

Tinder

Dating and 

socialization app

Kindle

App for reading and 

saving e-books 



Idea Curation

ScoopIt Tumblr Pinterest



Other apps

Airbnb -

accommodations

Smule – videoke

using your phone
Gmail



Step 6 – Set Marketing Goals 

• Goals are critical to your success. When creating goals, ensure that your goals 
are SMART:  

1. Sensible 

2. Measurable 

3. Achievable 

4. Realistic 

5. Time specific 



Step 7 – Develop the Marketing Budget 

• Determine how much money is available, detail the 

financial aspects, and show how implementation of  your 

plan will be profitable to the library. 



Marketing the School Library?

• Have more than one kind of  media on your page (text, video, gifs, etc.) to make it most appealing to 
the multi-tasking millennial mind.

• Consider an interactive format where the audience engages with the material instead of  just reading or 
watching.

• Viral marketing (making your material so interesting and different that it begs to be shared)

• Refreshingly honest copy



Marketing @your library

- Marketing @your library: The campaign for America’s library

(ala.org@your library)

-Ways to use the @ your library brand (https://www.ifla.org/at-your-

library/ways-to-use)

mailto:ala.org@your




Activity

• Let’s create a simple Marketing / Creating Plan for our Libraries

1. Understand your community and what it wants (not what it needs).

2. Understand your customer.

3. Pick a niche

4. Develop your Marketing Message 

5. Determine your Marketing Medium(s) 

6. Set Marketing Goals

7. Develop the Marketing Budget
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