
Stay Relevant:  
Brand your Library! 

Chantal Strobel, Community Relations Manager 
Wylie Ackerman, eServices Manager 



Today we’ll discuss: 

what our customers think and feel about the library 
 how we created the brand that is right for our library 
and community 
 how we engaged the staff into the brand 
 how we 'live the brand' every day through a dynamic 
website, facilities, customer relations, services, and 
programs 

TODAY’S PRESENTATION OUTLINE 



Why brand the library? 
You already have a brand. 
 
 Brand = Perceptions 
The public has definite perceptions about the 
library that are true to them even if they aren’t 
true to us. 
Decide who do you want to be for your 
customer. 



Why now? 
Opportunity to serve more residents than ever before 

Great demand for free services and resources 

Fresh, dynamic brand to sustain and maintain relevancy 

Old-fashion view of libraries remain 



BRANDING 101 

so what is 
branding all 

about? 

A brand is not just a logo (but 
a good looking logo helps!).  
 
A brand is what customers 
know you are...not what you 
think you are.  
 
A brand is a person’s gut 
feeling about a product, 
service or company.... 



The first step. 

(how we got here today) 

STEP ONE 

STEP 01 - The Workshop 
 
The workshop provided a safe haven to 
share thoughts and ask questions, which led 
to provocative and insightful discussions. 
 
We explored the brand from a right-brain 
perspective, looking at benchmark brands, 
adjectives, celebrities, photographs, and 
objects.  
 



a quick 
glance 

(on what inspired our brand) 

TRENDS 
--Empowered nation 
-- Sensory experience “Third Place” 
 
BENCHMARK BRANDS 
- Ben & Jerry’s (Fun & Creative) 
-- Apple (Customer focus & Innovative) 
 
CELEBRITIES 
- Mark Twain (Smart, witty) 
- Obama (Hopeful) 
- Oprah (Great promoter; Draws people in) 
 
ADJECTIVES 
- Inspiring 
- Approachable 
- Progressive 

THE WORKSHOP  



we’re good 
at listening. 

(and your customers had a lot to say.) 

STEP TWO 

STEP 02 - MARKET RESEARCH 
 
We hit the streets to start conversations 
with folks in our communities to learn how 
they feel and what they think about the 
library. We listened and gathered feedback.  
And, then shared what we found with 
staff and our library family. 

Dim the lights, sit back & 
relax for about 20 

minutes 
 



THE WORD ON THE STREET 



OUTREACH CONCLUSION 

a world of 
possibilities 
(right here at the library) 

 
 
1. For the most part, people LOVE what DPL 
has to offer– but they don’t really know what 
we offer.  
 
2.  Old-fashioned views of Library remain – 
the guilt mixed with honoring the tradition of 
libraries.   

 
3.“Think outside of the box” and provide fun, 
unique experiences to get more people into 
the library… especially those who don’t use 
our services but could truly benefit if they did! 
 
4.  Publicize – spread the word – about the 
great services we offer:  hottest bestsellers, 
newest technology, and “third place” 
experiences.  



BRANDING 101 

The creative 
process begins 

 
 First, the logo 
Then, the tagline 
Next, the world… 
and a new culture for 
our library family!  



BUT FIRST WE HAD TO BREAK FREE…. 





WHAT IT REPRESENTS 

• Fresh 

• Lively 

• Full of possibilities 

• Open to interpretation 

• Books / community 

• Pure energy 

• Bright 

• Approachable / Welcoming 

• Happy 

• Crosses generations 

• FUN! 



LIVE YOUR BRAND 

The Tagline: 
Mission 
Promise 
Brand 

 
The tagline is the key phrase that identifies 
your business by capturing the essence of 
three elements your mission, your promise, 
your brand. 

• Staff brainstorm  

• Wanted a short, memorable, playful 
tagline that resonated with the public 

• And, most importantly, a tagline that truly 
represented who and what we are to our 
communities 

We knew we had it when Library Director Todd 
said, “What about Know More?”   

(And, it wasn’t because he is the library 
director that we all agreed...)  



EXTERNAL BRAND 

We created something graphical and 
unique that we believed demonstrated 
the old transitioning to the new.   



BRANDING 101 

Start within. 
Your Culture = Your Brand 
 
The most essential part of 
establishing a strong brand, is 
getting your people behind it. It 
becomes part of staff’s daily 
life. 



We created tools to assist staff to: 
1. Become more engaged with our 

customers 
2. Live the brand in all that they do  
3. Stay the course… consistency, 

consistency, consistency in the 
message. 
 

 

the new brand of 
customer 
service. 

(engage. engage. engage.) 

CUSTOMER SERVICE AS A BRAND 



YOUR GUIDE 



For Example... 

 

LIVE YOUR BRAND 

Brand Essence 
We call it the heart and soul of  

the brand. 

Nike’s Brand Essence: 

Authentic Athletic Performance 



We Enrich Lives. 

LIVE YOUR BRAND 

Brand Essence 
We call it the heart and soul of  

the brand. 



 
 
 
 

• Older, authoritative, rule 
follower 
 
 
 

• Younger, fresh, innovative 

LIVE YOUR BRAND 

Brand Personality 
Think of it as a set of  
human characteristics 

For Example... 

 



• Friendly 

• Progressive 

• Smart 

• Innovative 

• Approachable 

• Dynamic 

• Fun! 

LIVE YOUR BRAND 

Brand Personality 
It’s a set of human characteristics. 



We enrich the lives of community members 
seeking to learn, discover, and grow in a fun, 
friendly and progressive environment that 
offers free resources and services for all! 

LIVE YOUR BRAND 

Brand Positioning 
Statement 

It’s a message that clearly 
expresses what we offer and why it 

is relevant. 



The Deschutes Public Library provides an 

enriching experience for learning, opportunity, 

and personal growth, while providing an 

important connection for the entire community. 

Through the library experience we discover 

extraordinary choices for reading, technical 

innovation, career and personal enlightenment, 

early literacy, and cultural enrichment in a fun 

and open environment. We are the center for  

our communities! 

Employee Guide 
Employee scripts 

LIVE YOUR BRAND 

Brand Promise 
Put simply, it is the library's benefit 
and is integral in every interaction. 



Evaluated administrative and 
personnel rules – modified 
them to allow more decision 
making at all levels of the 
organization. 

 

Employee Guide 
Employee scripts 

LIVE YOUR BRAND 

EMPOWER STAFF 
To live the brand 



 

 

We developed a “Live The Brand” card for 

staff to share with each other and their 

managers the creative ways they have 

represented the new brand.  

 

LIVE YOUR BRAND - TELL YOUR STORY 

“Live the Brand” 



BRAND CITATION 



 

 
To help recognize staff who might not be 

good at tooting their own horn, the brand 

citations is a way for another staff person 

to “tattle tale” on the great work of their 

teammate. 

LIVE YOUR BRAND 

Brand Citation 



NAMETAGS 

 It's all about being 

approachable. 

No title 

No last name 

Know empowered staff! 

Know customers! 

Staff chose their nametags 

colors (based on the logo 

colors). 



MAKE IT PERSONAL 

To encourage relationships 

between staff and customers we 

developed a “calling card” style 

business card for all branches. 

This card serves as a personal 

contact for all levels of staff while 

interacting with customers. 



What better way to represent 

and embrace the new brand?  

The t-shirts come in three 

different styles and are very 

popular. We created versions 

for staff, Board, volunteers, 

and now the public is begging 

us to sell them!  A wearable 

brand! 

NOW WE’RE IN STYLE 



We made it easy! It’s important that the 

public sees consistent messaging from 

the library. We were all over the map 

previously! 

The brand guide gives detailed 

instructions on the fonts we use on all 

printed materials and emails, templates 

for flyers, bookmarks, etc., a logo usage 

guide, approved photos, clip art, signage 

restrictions, etc.  Now available on the 

intranet. 

Employee Guide 
Employee scripts Brand Guide 

Logo Usage 

LIVE YOUR BRAND 



Then what? 
We launched. 

NEXT STEPS 

 
•Staff/customer tools for 
more engagement 
•Marketing materials (logo, 
tagline, “heads”) 
•Signage – external & 
internal 
•Bookmobile 
•Public Web Goes Live! 
 
 

 



Although they are definitely necessary, 

library fines are often frustrating for staff 

and customers and keep us stuck in the 

“sssshhh” mold of yesteryear. The Fine 

Freedom coffee card doubled the fun 

and empowered ALL staff to make 

someone’s day! (up to a preapproved  

dollar amount!) 

LIVE YOUR BRAND - WITH A LITTLE MORE FREEDOM 

Fine Freedom 

COFFEE PARTNERS 

Bend - Thump 
Sunriver - Thump 
La Pine - Central Perk 

Sisters - Sister’s Coffee Co.  
Redmond - Three Peaks 



Staff got a pile of stickers and 

“tattoos” to hand-out to customers 

as a small token of appreciation.  

These stickers are very popular for 

all ages!  And helped us to 

establish a little warmth and 

silliness at the library. 

 

YOUR NEW BRAND WILL STICK WITH YOU. 



Temporary, of course. Kids love 

‘em, and they are a colorful mark 

that will tell others just how much 

they like spending time with us.  

They also provide staff with an 

additional way of interacting and 

breaking down barriers with 

customers. 

A WASHABLE BRAND (THAT’S FUN) 



EXTERNAL BRAND 

Monthly “Know” Programs 
(Know Dogs; Know Italy) 
Television and print ads 
Summer Reading Guide 
Event guides 
Website 
Internal & external signage 
Banners 
Bookmobile  



EXTERNAL BRAND 



EXTERNAL BRAND 



EXTERNAL BRAND 

Signs, signs, everywhere signs! 
 

De-clutter our facilities from 
unnecessary and negative signage.  
This proved (and still does prove) a 
difficult task!  
 
Mandated sign-free month at every 
library 
Established signage guidelines 
“Signage police” visit libraries once a 
quarter to monitor 
Less is more approach! (but signs still 
prevail) 
 



EXTERNAL BRAND 



EXTERNAL BRAND 



EXTERNAL BRAND 



Evolution of the DPL 
Web Presence 

EXTERNAL BRAND 



PUBLIC WEB PRESENCE – CIRCA 1997 



CATALOG – CIRCA 1997 



PUBLIC WEB PRESENCE – CIRCA 1999 



PUBLIC WEB PRESENCE – CIRCA 2000 



PUBLIC WEB PRESENCE – CIRCA 2002 



CATALOG – CIRCA 2007 



That’s where we were. 
 

How did we make the change? 

PROCESS 



PROCESS 

Decided upfront on a more graphical look 
that used the colors in the logo 

 

Take advantage of graphic design expertise  
 



PROCESS 

• Fresh 

• Lively 

• Full of possibilities 

• Open to interpretation 

• Books / community 

• Pure energy 

• Bright 

• Approachable / Welcoming 

• Happy 

• Crosses generations 

• FUN! 

 
Incorporate the brand 
identity we developed 



•Evaluated feedback on current site 
•Reviewed its structure 
•Looked at usage patterns 
•Identified broad content areas and 
heavily used web pages 
•Focused on a patron-centric design 
•Shared our findings with 14 Hands 

PROCESS 



PROCESS 

14 Hands suggested 
key site areas. 

•Your Account 
•Library Catalog 
•Events 
•News 
•DPL Kids 
•DPL Teens 
•Common Tasks 
•Online Resources 



PROCESS 

14 Hands suggested a 
primary navigation 

structure. 

•MY DPL 
•VISIT 
•EXPLORE 
•ABOUT 
•LEARN 



PROCESS 

We weren’t done yet… 
 

•Branding team worked with 14 Hands to refine the design 
•Shared the new design with staff 
•Incorporated suggestions 
•Revised until comfortable with the new design 
•Developed new website 
•Deployed new website 

 



PUBLIC WEB PRESENCE – POST BRANDING 

www.deschuteslibrary.org 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 



PUBLIC WEB PRESENCE – POST BRANDING 

Next Steps 

• Listen to feedback 

• Make any critical changes 

• Give your design time 

• Monitor Usage Patterns 

• Review 

• Social Media 

 



 

 

LIVE YOUR BRAND 

Wrap it up! 

Go internal first, then external 
Make sure budget includes 
implementation 
Listen to your customers 
Be bold, break out of the 
mold 
Show the community why 
you are relevant every day with 
every interaction 
Keep the brand alive through 
staff and library family 
 
KNOW MORE. 

 
 

Final Thoughts 



Questions? 

YOU ASK. WE ANSWER. 
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