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Summary: Your Go-To Spot…
Wells County Public Library staff created a new logo, tagline, and marketing materials to give the library a
consistent image and show patrons that the library offers much more than just books. After conducting focus
groups of area residents, surveys of staff members, and brand research, the tagline “Your Go-To Spot…” was
selected and debuted in April 2013. The primary benefit to the tagline was that it could be customized to
show all the different ways the library is “Your Go-To Spot…” Whether it be “Your Go-To for Technology,”
“Your Go-To for Teen Programs,” or more.

Needs Assessment and Planning:
In 2012, as part of the strategic library plan, a committee composing of the Wells County Public Library (WCPL)
director and 11 department heads evaluated our current marketing efforts by taking pictures of every piece of
signage, poster, newsletter, and other materials in the library to evaluate their effectiveness as a whole. We also
scanned newspaper articles about the library, evaluated our public relations efforts, and had informal
conversations with patrons asking their opinions on our marketing. We determined a few key components:
 Materials were often confusing to patrons because of how different they looked, depending on which staff
member designed it. There was also no consistency in design across our print and web materials.
 Our logo’s look was outdated and the visual image of a tree branch in the logo did not capture the
essence of our library at the time.
 The bulk of the marketing and public relations efforts focused on our primary service of books and
neglected many of the hundreds of other services offered by the library.
 Many of the eResources we offered were hard to locate on our website.
WCPL serves a medium-sized rural community with a stable population and a median age of 40. Even though the
community is rural, residents do embrace technology. All three county schools either have or are in the process of
adopting iPads for every student. This was a large motivation to market our online services and wireless connections. However, given what our internal marketing assessment revealed, we felt that in order to be effective we
needed to do something on a much larger scale than just a marketing campaign to highlight our digital services such
as OverDrive, Freegal, and our online resources. Instead, we needed to work from the ground up on completely
giving our library a younger image to be more appealing to this school-age target market and their parents.
We decided to do a complete overhaul to help unify all of our materials, including print, web, social media, and
more and to create a new, easily recognizable brand, logo, and tagline with the goals of giving the library a consistent image that appealed to a younger, technologically savvy target market and to increase the visibility of the
library within the community. To achieve this, we set several measurable objectives: 1.) To increase the number of
library card holders, 2.) To increase circulation and program attendance, and 3.) To increase usage of our website,
databases, eBooks, wireless connections, and music downloads.
To assist with creating a new brand, a variety of research techniques were used to determine the needs of both
patrons, non-patrons, and staff members. Through focus groups, surveys among staff members, and a review of a
previous patron survey, we looked at how people currently viewed the library, suggestions on improving the library,
and what marketing products they were most likely to use. Key findings included:
 Key words that came up during the focus groups of 32 patrons and non-patrons on why the public finds the
library valuable included: “serves as a community center,” “low cost meeting space,” “helpful staff,” “offers
up-to-date technology,” and “comprehensive collection and resources.”
 The focus group was also asked if our marketing efforts were working. Some of the areas for improvements
included a desire to have more email reminders about upcoming programs and to feature more information
about library services in the newspaper and in newsletters, instead of just events.
 Around the same time, all the staff members were surveyed and the results showed that the top four
emotions that the staff wanted people to feel about the library were as “a place to gather” or a
“destination,” “welcoming” or “inviting,” “having great resources,” and “technologically savvy.” These
words fit in with all of the emotions identified by patrons and helped determine the tagline used.
 Using results from a previous 2011 survey of 284 patrons and ongoing surveys taken at programs that ask
how attendees learned about the event, we focused our efforts on improving the most effective marketing
tools for our community: posters, local newspaper articles, library website, electronic ads, and newsletter.
The result was rebranding the library as a “Go-To Spot” and a public relations campaign to reinforce the new brand.
Expenses for the campaign were approximately $7,800. The bulk of that was for 110 street banners and staff shirts
(which were funded by the Friends of the Library). Additional costs were tablecloths, magnets, graphics, a newspaper ad, posters, and website add-ons. Staff time and in-house printing costs did not increase.

Implementation and Creativity:
After looking at the results from the focus groups, surveys, and other research, a committee of the library’s
department heads started on the process of creating the new brand, including creating a new tagline and logo.
Wells County Public Library Tagline:

After narrowing down the selections to about six possible taglines the final one selected by the
committee was “Your Go-To Spot…” The tagline was chosen for its versatility, succinctness, and the value it
conveyed. It gave us the option to highlight our services, people, and everything else in a unique way, by
changing what the library is the “Go-To” spot for.

The tagline clearly portrayed the four key components that came up in our research about the value of the
library: a place to gather (spot), welcoming (your), great resources (the ability to customize for all of our
services), and technologically savvy (using a contemporary and more slang term “go-to” allowed us to
convey this and we also had the ability to customize the tagline to feature all of our technology services).
Wells County Public Library Logo:
 Featured four main colors that are used throughout our marketing materials.
 Multiple logos were created. We wanted to go with an easily recognizable marketing “concept” more than a
static logo. For that reason, our main logo could be flipped in either direction and all of our materials played
on the circle or “spot” theme. We also created a separate logo for teens, kids, and adults. Each one received
a featured color from the main logo.
 Shortening the Wells County Public Library to use the initials WCPL would make it easier to remember and
be more identifiable, especially when viewed from a distance. It also appealed to a younger target audience.
Once our concept was in place, we worked on creating new designs of all of our marketing materials: online, posters, library newsletters, street banners, and more. The logos, marketing materials, and website were all designed
in-house by staff members. We did purchase the rights to use a few stock illustrations and photographs, but the
majority of the photographs used were taken by staff. Vendors did print some materials, such as the banners.
To help patrons easily identify what age a program is for, the children’s, teen, and adult departments were assigned
a “color” from the main WCPL logo to be used in our marketing materials. For program posters and ads, a circle of
this color is placed in the bottom corner, so it’s easy to spot the age range of a program based on color alone, even
from a distance on the digital signs. Programs for all ages feature the main logo. All of the ads also feature the same
fonts, for a uniform look.
One of the primary projects included updating the library website (www.wellscolibrary.org). To help clean up the
website, we organized all the information into four key categories: Services, Books & Media, News & Events, and
Research, while at the same time including links in the main menu to the Children, Teen Zone, and My Library pages. Each primary category received an easily recognizable icon to make it visually appealing and allow for easier
navigation. We also used more common words, such as “research” instead of “databases” and “find books, movies,
music, & more!” instead of a link to the “online catalog,” which many patrons did not understand. A feature of our
old site that the public continually commented on was our rotating webpage ads, which advertise closings, programs, and services. Based on the success of these ads we gave the main focus of the home page to the webpage
ads and made them even more prominent.
Redesigning everything also allowed us to feature library patrons more prominently in all of our marketing efforts.
We created an “In the Spotlight” feature in our newsletter and in our displays to feature favorite books and fun information about our patrons. We also coordinated with the Bluffton News Banner to feature stories of different
patrons and what the library is their “Go-To” for, including a truck driver that the library is his “Go-To for Audiobooks” to listen to on the road to a homeschool family that uses the library as a “Go-To for Children’s Resources.”
This feature kicked off during National Library Week. We continue to feature people on our website and in
the library newsletter.

Evaluation:
The main goal of the rebranding project was to create an easily recognizable concept that could be used across all
of our marketing efforts: from online, in the newspaper, library newsletters, and more. Using the tagline “Your GoTo Spot…” allowed us to unify everything with a visual circle theme throughout our marketing. We’ve received a lot
of positive personal feedback regarding the new marketing materials and logo, both from patrons and city officials.
The fact people noticed the change, demonstrates the logo is being seen now more than ever. Here is a quote from
the Mayor of the City of Bluffton regarding the street banners.
“When the city was looking for a way to brighten up our downtown, the library stepped forward to
provide colorful banners for our decorative street lighting poles. These banners were not only esthetically
pleasing, but conveyed a message about the many reasons for visiting the library. As a frequent user of the
library, I am constantly amazed to observe the fruits of the creative minds of the staff.”
—Ted Ellis, Mayor of the City of Bluffton

One of the reasons this rebranding has been successful in getting people’s attention is because we’ve been able to
carry over the concept to library events and to highlight patrons more in our marketing. The rebranding kicked off
during National Library Week 2013. During the week, we worked with the local newspaper, which has a subscription-based circulation of 4,700, to highlight five different patrons and reasons the library is their “Go-To Spot…”
We continue to work with them to highlight services, events, and patrons.
During the planning phase, we set objectives of increasing library card holders, circulation, program attendance,
and usage in digital resources, including our website, databases, eBooks, wireless connections, and music downloads. The Wells County Public Library issued 985 new library cards in 2013, which was a 21 percent increase from
2012. That means that approximately 71 percent of our 27,188 service population now has library cards. Since we
don’t issue cards until a child is 4 years old, the percentage of library users in our county is even greater.
In 2013, we also saw an amazing 40 percent increase in total circulation of all materials from the previous year in
2012. One of the biggest increases in circulation were in electronic audiobooks (39 percent increase) and eBooks
(52 percent increase), which we focused heavily on promoting by highlighting the library as a “Go-To for Technology” and a “Go-To for eBooks.” We also saw a 153 percent increase in database searches over the previous year,
which was the result of promoting these resources more and also making them easier to find on a streamlined and
redesigned website. We feel the appeal of the hipper-sounding tagline also helped to market to younger, tech savvy
patrons that are big users of these electronic resources and were a primary target market we aimed to reach.
To better track our website usage, we switched from StatCounter to Google Analytics. In the first month the new
website received a 36 percent increase in total views from the previous month. In two months, the total page loads
also increased by 38 percent. Also, in an effort to become more personable and relatable to the public, staff has the
ability to add information and create posts about various topics of interest on the website. More than half of our
website visitors go on to read the posts made by our staff.
One of the largest increases we saw was in wireless connections, which increased by more than 417 percent in 2013
over 2012. This was expected because area schools now have a program where every student receives an iPad, but
the enormous increase shows our campaign worked in getting these students in the doors of the library. Our overall
programming attendance did not increase significantly at only 5 percent, but we did see a large jump in attendance
of young adults in grades 7-12. That increased by about 98 percent in 2013 over the previous year.
We feel the “Go-To Spot” rebranding and campaign was very successful in creating a more unified look and getting
more exposure in the community. One area for improvement is to increase program attendance for all ages by
offering more “Go-To” events presented by local residents. We held two during the kick-off week, which were successful and we’d like to offer more frequent events that would allow us to tie in the program topic (such as pottery,
finance, and more) with book displays and then highlight the presenters and what the library
is their “Go-To for…” in the newspaper. We’d also like to use more teens in the marketing.

New Library Logos:
Multiple logos were created in-house by a library staff member to play on the circle or “spot” theme. Separate
logos were created for kids, teens, and adults, which received a featured color from the main logo.

Old Logo:

New WCPL Website:

www.wellscolibrary.org

The amount of smart phone and personal device usage continues to increase in the community. Therefore the new
library website is responsive for access across all devices and was made ADA compliant. On most pages, we added a
“Related” box as a side menu, so we could link to similar pages on our site. We’ve received feedback from patrons
and board members that one of their favorite features about the new site is the ability to find pages easily and the
multiple links to pages throughout the site that make browsing more user friendly.

Street Banners:
Four different street banner designs were created to further illustrate that the Wells County Public Library is
“Your Go-To Spot…” Each of the designs featured one service the library offers for the community (books, entertainment, technology, and the “spot”), to reiterate the importance of the library and the variety of materials
and services available, which was a key point brought up in our research among why current patrons are happy
with the library.

“Go-To” Week: Kicked off the campaign during National Library Week 2013
As part of the festivities, five different people were featured in the local newspaper. Each person had a compelling story
of what they see the library as their “Go-To” for. This allowed us to distribute information about our services (which was
a request that came about in the focus groups) in a unique way. The first article appeared on the front page of the
newspaper, and the remaining articles were in the Lifestyle section.
Articles featured in the Bluffton News-Banner

“Go-To” Week (cont.):






Displays were set up throughout the library. Each endcap display featured a patron and some of their favorite books.
Examples included: “My Go-To for Strong Female Characters,” “My Go-To for Thrilling Reads,” and more. Having
patrons select the books and agree to be photographed increased the circulation of the display books significantly.
Staff members also participated by selecting one of their favorite books. A photo was placed near the book featuring
the staff member. The visual presence also helped increase circulation and further promoted our goal of having the
public get to know the library staff more and feel more welcomed at the library.
Patrons also got to spin a wheel for a small prize at the “Treasure Spot” if they checked out at least five materials.
During the week, two special programs were held featuring a local author and a self-defense class.
Staff members also wore staff shirts and buttons all week, featuring what the library is their “Go-To” for.
Displays

Staff Shirts

Buttons

“Go-To” Week Events:
1

During the kick-off week, two special programs were held featuring a local author and a self-defense class. These local
residents got to highlight their special hobbies and what the library is their “Go-To for…”
Special Events during the Kick-off Week

Electronic Program Ads:
To help patrons easily identify what age a library program is for, the children’s, teen, and adult departments were
assigned a “color” from the main WCPL logo to be used in our marketing materials, including digital signs in the
library and webpage advertisements.

Signs and Posters:
1

Circular Signs: used in some areas to get more attention

Newsletters:






Based on recommendations from the two focus groups and a previous library survey, we rearranged our
newsletter schedule to allow for the requested increase in email communication. Instead of
publishing the newsletter every other month, we switched to monthly eNewsletters and then a
printed newsletter published three times a year. This allowed us to focus on sending more frequent email
program announcements and keep the information current for patrons.
The eNews was updated to an html format that allows us to link back to the library’s website, events pages, and social networking sites. An average of 32 percent of the readers click on one or more of the links
to other resources. It’s helped us increase “likes” and “followers” on Facebook, Twitter, and Pinterest.
A sample of the May-August 2013 newsletter is included on the next page.

Newsletter Cover

eNews & Events

Newsletters (cont.):




In the newsletter, we included an “In the Spot Light” feature to tie into the library’s new brand.
Featuring patrons in our marketing materials makes the library appear more personable and
relatable, and it also allows us to market library services to potential non-library users among the
featured person’s family and friends, who might pick up a newsletter just to see the article.
We also felt the “In the Spot Light” feature would become a way to highlight services in an indirect way
by focusing on why people use the library. This helped address the desire for more information about
services in the newspaper and newsletter that came out in the focus groups.

Brochures:

Other Marketing Materials:

Business Cards

Magnets

Email Signature

Nametags

Letterhead

Pamphlets

