IFLA 3M INTERNATIONAL MARKETING AWARD

Win USD 1,000 … and more!

Apply for the 2004 IFLA 3M International Marketing Award

The IFLA Section on Management and Marketing in collaboration with IFLA Gold Corporate Partner 3M has the pleasure to announce the IFLA 3M International Marketing Award for 2004.

Objectives of the Award

Reward the best library marketing project worldwide each year 

Encourage marketing in libraries 

Give libraries the opportunity to share marketing experiences

Guidelines

Any library worldwide that markets library services is eligible to receive the award.

Application forms are available at:

http://www.ifla.org/VII/s34/award/3m-appform-e.doc

http://www.ifla.org/VII/s34/award/3m-appform-e.pdf 

Proposals must:

be written in one of the five official IFLA languages 

be submitted before November 30, 2003 (including any supporting materials) to the following address : 

     Daisy McADAM     (Switzerland)                                              

      Universite de Geneve

      Faculte des Sciences economiques et socials

      40, Pont d’Arve

      1211 GENEVA 4,  Switzerland

      Tel. +41-22-7058048

       Daisy.McAdam@ses.unige.ch

Proposals must:

present an original project of marketing for a library of any kind

answer each question on the application

give an explanation about the purposes and the advantages of the project from a local perspective 

describe the components of the project as outlined in the application

express the identified needs of the targeted customer(s) involved 

give a full description of the marketing strategy 

summarize the marketing project 

All IFLA 3M INTERNATIONAL MARKETING AWARD proposals must reflect the above. Libraries and institutions are encouraged to be as imaginative and inventive as possible in developing a marketing-oriented project.

Selection Criteria

Applicants will be judged on the following 

1.
Strategic approach to marketing, indicated in the research and planning stages of a submitted project; 

2.
Creativity and innovation as demonstrated by the originality of solutions to the marketing challenges; 

3.
Potential for generating widespread public visibility and support for libraries, irrespective of the kind or amount of resources employed; 

4.
Effectiveness illustrated by measurable objectives and subsequent evaluation methods;

5.
Commitment to ongoing marketing activities. 

Proposals are reviewed by the IFLA 3M INTERNATIONAL MARKETING AWARD Committee on the basis of how well they meet the above criteria. Other factors are clarity of planning and awareness of relations with external bodies.  Allocation of resources (staff, materials, time) will also be taken in account.

Candidates can send their applications by e-mail OR by traditional mail ("snail mail").

Deadline: November 30, 2003

The IFLA 3M INTERNATIONAL MARKETING AWARD will honor organizations that have implemented creative, results-oriented marketing projects or campaigns. Three finalists will be recognized for their outstanding achievements. From these three finalists, the winner will be chosen and will receive airfare, lodging and registration for the 2004 IFLA General Conference and Council in Buenos Aires, Argentina as well as a cash award of USD 1,000 which will be used to further the marketing efforts of the recognized institution or organization. The three finalists will be announced in Spring 2004. A first place winner will be chosen and two distinctions will be awarded. The winner will be announced officially at the IFLA Conference in August 2004, in Buenos Aires.


 
 

IFLA 3M INTERNATIONAL MARKETING  AWARD 2004

Application Form

Note: Words underlined in this document are defined in a glossary at the end of this application.

 Marketing is the process of identifying customer wants and needs and satisfying those wants and needs with specific offers.  The Management and Marketing Section of IFLA  and IFLA Gold Partner 3M offer this award, which is designed to recognize a successful marketing project, by any type of library in the world.  The successful project will have identified a customer group(s) that wanted or needed a library offering, delivered it, effectively communicated the offer and evaluated the project’s success, based upon measurable objectives.

 All the following questions must be answered.

 1.  Name of organization(s): _________________________________________________________________ 

Type of Library (please check):

 Public

Academic

School

Other

 2.  Marketing Project/Campaign Coordinator(s): 

_______________________________________________________________ 

 3.  Address: 

_________________________________________________________________

 4.  Telephone/Fax/E-mail: ___________________________________________________________________ 

 5.  Date submitted: ___________________________________________________________________

 6.  Title of Marketing Project/Campaign: ___________________________________________________________________

 7.  Slogan (if applicable)

___________________________________________________________________

  8.  Time Line (must have started after January 2000)

Please answer each question to facilitate understanding of the components of your marketing project.

 1. Summary of marketing project

Give a brief overview of your project, including the offer, target customers, and the goals and objectives

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

2. What is the specific offer (product, service, program, campaign, etc.)?

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

3. What information did you use to identify that this offer was needed?

________________________________________________________________________________

________________________________________________________________________________

________________________________________________________________________________

4. Who are the actual or potential targeted customer (s) for your offer?

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

__________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

5. Please specify the objectives of your marketing project.

Describe the specific results you are trying to achieve

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

6. Please describe your marketing mix (4 P’s) which includes a description of the product/offer, the price (perceived costs), the promotional tools, and the place(s) of distribution.

 ___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

7. Describe how you have, or will, evaluate if your objectives for this marketing project are met? 

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

___________________________________________________________________

8.  Allocation of resources (your total actual or planned budget; e.g., campaign expenses; and or description of allocation of staff, material and time.

 __________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

9. Optional:  You may supply any supporting information that might enhance understanding of your project such as customer information that justifies the need for your marketing project, your planned and actual budget for this marketing project are met.

Mail or email application to chair, Daisy McAdam by November 30, 2003: 

Chair :

     Daisy McADAM  (Switzerland)                                          

      Universite de Geneve

      Faculte des Sciences economiques et socials

      40, Pont d’Arve

      1211 GENEVA 4

      Switzerland

      Tel. +41-22-7058048

       Daisy.McAdam@ses.unige.ch

 Members of  the Jury :

        Àngels MASSISIMO (Spain)                                       massisi@fbd.ub.es

         Natalia SANTUCCI (Italy)                                          marketing@bnc.roma.sbn.it

         Christie KOONTZ (USA)                                            ckoontz@admin.fsu.edu

         Sergey KAZANTSEV (Russia)                                   intl@rsl.ru, oricen@mail.ru

         Mariétou DIOP (Senegal)                                            mddiop@ucad.sn

         Dinesh K. GUPTA (India)                                           dineshkg_in@yahoo.com

__________________________________________________________________________

  






GLOSSARY

Actual customer - (see customer) 

Campaign – interrelated and coordinated marketing communication activities with a single theme or idea that appears in different media across a specific time period 

Customer – actual or potential user of library services 

Customer information -  data gathered with respect to a particular market, which may describe their characteristics and behavior 

Evaluate -  systematic methods which measure the level of success of meeting objectives 

Four P’s (4 P’s) – the marketing mix of controllable variables price, product, place and promotion, that the library uses to pursue the desired level of customer satistisfaction (i.e., library use)  in the targeted customer market

 Market – group of actual or potential customers 

Marketing communication – see promotional tools 

Marketing mix – see 4 p’s 

Marketing project – an activity based upon measureable objectives and a well-developed marketing strategy to satisfy a targeted customer group’s wants and needs.

 Measureable Objectives – see objectives

 Objectives – desired or needed result to be achieved by a specific time.   

Offer – a proposal  by a library to make available to a target customer a desirable product, service, program or behavior,  to satisfy and meet identified wants and needs. 

Place – usually the physical point of distribution of the offer, but this concept embraces all points of distribution including websites. 

 Planned or actual budget – the amount of funds committed to the marketing project

 Potential customer -  (see customer)

 Price (perceived costs) -  the formal ratio that indicates the quantities of resources needed to acquire a given good or service.  For a library user price may come in the form of time the library users much expend to obtain library materials or services.

 Product -  anything that may be offered in tangible form to a customer(s) to satisfy an identified need. 

 Program – events for public presentation, such as a story hour, bibliographic instruction or other planned occurrence to satisfy an identified customer need.

 Promotional tools -  various marketing communication techniques such as advertising, personal selling, sales promotion, public relations/publicity, direct mail or web-based activities. 

Service – any activity or benefit that is offered by the library that is intangible, such as a reference question answered, a loan of material.  The service may or may not be tied to a physical product.

 Targeted customer – particular customer group on which the library focuses its expertise to satisfy the group, to accomplish its marketing objectives

