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C
ars. Trips. Cash.
Big vendors such as
LexisNexis™ and

Westlaw are offering prizes
galore to lure customers to
their online products and
services. While Westlaw is
currently offering a Mini 
as a prize in their rewards
contest to draw customers
to its Web site (http://
www.lawschool.westlaw.
com/), LexisNexis (http://
www.lexisnexis.com/
lawschool/) is enticing
customers to its research
system by promising a
Lexus as part of its
sweepstakes. 

With limited budgets and personnel
resources, can law librarians compete for
their patrons’ attention in the wake of
these high-priced marketing strategies? 

The Big Guys
According to the May 2002 issue of
Advertising Age Global, Reed Elsevier,
parent company of LexisNexis, posted
revenues at $6.6 billion. Thomson Corp,
parent of Westlaw, earned approximately
$7.2 billion in revenues that year. In fact
Thomson spent $5.4 million last year on
sales, selling, marketing, general and
administrative expenses, according to
recent Thomson audited consolidated
financial statements. Even the Internet
portal Yahoo spent $314,000 for the first
nine months of 2002 on sales and
marketing despite the plummeting stocks
of the dot-com industry last year.

The Real Minis: Law Libraries
Unlike the corporate sector, most law
libraries can’t afford to include a separate
line item for marketing expenditures in
their budgets. Many law libraries are
struggling to maintain adequate funding
for their collections. Many have even been
forced to cancel subscriptions in the face
of budgetary constraints. This is not a
situation where most can introduce a new
expense such as marketing.

Whether at a firm, government or 
law school library, most law libraries are
reducing their staffs or grappling with
how to maintain current staffing levels in
the face of budget constraints. Few, if any,
have the luxury of increasing staffing
numbers. In addition to facing this

marketing onslaught, the library has the
same, if not a smaller, staff to provide
services to students and take on whatever
marketing efforts the law library can
afford to undertake.

What can law libraries do to meet the
challenge of these corporations’ marketing
efforts? Should we fight fire with fire?
Perhaps offer a car in a random drawing
of submitted reference questions? Offer a
cash prize for the patron who asks the
most questions in the course of a year? 

Most library budgets can’t afford such
a luxury, nor is this necessarily the best
tact to take. However law libraries must
acknowledge the competition. Then they
must evaluate the resources already in
their arsenal and learn to develop their
other assets to meet the challenge posed
by these corporate giants. 

Visibility
The money LexisNexis and Westlaw
spend on marketing, in large part, is to
increase their visibility. Law libraries
located at law schools, in firms or close 
to the government agencies they serve
already have a clear advantage over these
vendors. These law librarians are in daily
contact with their patrons. Law librarians
shouldn’t limit their contact with
students, attorneys and other users to 
just helping them find legal information.
Capitalize on those less formal everyday
activities with users, such as getting coffee
or riding in the elevator, by appearing
approachable and friendly. Patrons will
then feel more at ease visiting the library,
asking questions and using the library’s
services. 

Connectivity
Corporate vendors have the funds to
provide various convenient means for
users to contact technical and reference
support for their products and services.
Law librarians can follow suit by offering
phone, e-mail or even live chat support
for patrons linked from each library 
Web page. 

Signs
When the law library creates signs to
advertise, for example, an upcoming series
of legal research workshops, take a cue
from Westlaw and LexisNexis’ signs and
promotional material. Use color, graphics,
catchy phrases and tear-off cards with
information rather than plain black type
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Propagating the Species - continued from page 20

of librarianship before routing them into
specialties. 

“Most people don’t even know about this
profession [of law librarianship],” Hazelton says.
“I don’t think law librarianship is beleaguered
— librarianship is.”

The Ad Hoc Task Force on Recruitment
& Retention Issues of the Association of
College & Research Libraries is certainly 
not ready to give up the fight. Its recent
white paper on recruitment and retention,
located online at http://www.ala.org/acrl/
recruit-wp.html, suggests how librarianship
can improve its recruiting efforts. Those
suggestions can easily be adapted for law
libraries. For example, law librarians can
promote their profession as an alternative
legal career to law students via law schools’
career services offices. Offer internships 
in law libraries for students and others

interested in the field. Provide financial
assistance for support staff to attend library
school. Create a “testimonials” Web page
where law librarians explain why they enjoy
working in law libraries. 

“I see a widespread recognition among
law librarians that we have a responsibility 
to recruit and train new law librarians, and
there is a wealth of experimentation and
creativity going on with both dual-degree
programs and library school programs
offering a law librarianship specialization
short of the J.D.,” Milles says. “However,
resources are tight, and not all law libraries
can afford to give their reference librarians,
catalogers and others time to teach in library
schools. Law library directors could examine
their resources, both financial and in terms
of people on their staffs, and look for ways
they can contribute to the need to train the
next generation of law librarians.”

Statistically the future of law librarianship
is less than rosy. The decreasing numbers of
qualified applicants, the imminent swell of
librarian retirements in the next 10 years, and
its low salaries and status don’t bode well for
profession. But law librarianship still has
time to overcome the librarian shortage by
aggressively promoting the advantages of 
the profession to potential librarians in both
the legal and general library communities. 
So despite the gloomy forecast, bookstores
should continue to wait before they release
John Fenimore Cooper’s long-awaited sequel
The Last of the Librarians because the
profession is not quite there yet.

Christopher Vallandingham (valland
@law.ufl.edu) is the electronic information
reference librarian at the University of Florida
Levin College of Law in Gainesville, Fla.

on 81/2 -inch-by-11-inch white copy paper.
Free clip art is available on the Internet.
Almost all libraries have access to a color
printer or copier and colorful paper. With a
little bit of creative effort, the impact of a
sign can be increased exponentially.

Give-aways
Even if it is not a car, offering free items
always draws a crowd. At exam time, I often
fill a basket with candy and leave it at the
reference desk. It is not expensive and builds
a lot of good will — the students really
enjoy the candy and spend a minute chatting
with the librarians.

Just as vendors also give away countless
pens, bookmarks and sticky notes, some law
libraries already offer similar give-aways to
promote their own services. For example, 
the New England Law Library Consortium
recently coordinated a virtual reference 
live-chart pilot project. To promote the
service, a group of local law librarians
created marketing tools, such as bookmarks,
signs and posters, that each participating
library can use as is or customize to its
particular needs. Go to http://www.nellco.
org/librarylawline/ for more information.

Although the marketing efforts of
corporate vendors are out of law libraries’
financial leagues, their marketing ideas are
still at the disposal of law libraries. After all,
competition leads to innovation. And if all
else fails, let’s take up a collection at the
AALL Annual Meeting in Seattle and offer 
a chance for our patrons to win a Mini!

Stephanie Burke (sjburke@bu.edu) is 
the senior reference and international law
librarian at Boston University’s Pappas Law
Library in Boston. 
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CATALOGING FOR LAW LIBRARIES:
Outsource all your cataloging and conversion
needs with FASTCAT: Our professional
librarians provide original/copy and conversion
services for ALL materials in ALL formats.
Contact us at: Library Associates, 8845 W.
Olympic Blvd., Suite 100, Beverly Hills, CA
90211. 310/289-1067. FAX: 310/289-9635. 
E-mail: info@libraryassociates.com. URL:
http://www.libraryassociates.com.

SAVE MONEY ON CATALOGING: It’s easy
to use MarciveWeb SELECT to search our
database and receive customized cataloging.
MARC records for $0.27/title, catalog cards
$0.09, book label sets $0.08, smart barcode labels
$0.05, authority records $0.11. No license fee,
profiling fee or per-search fee. Other services:
U.S. depository cataloging, authorities processing,
migration and retro. Contact us at info@marcive.
com or 800/531-7678. MARCIVE, Inc., 
P.O. Box 47508, San Antonio, TX 78265.
http://www.marcive.com.

COPYRIGHT NEWS FOR LIBRARIANS:
The Copyright & New Media Law Newsletter:
For Librarians & Information Specialists, now in
its third year of publication, keeps you abreast of
important copyright issues, news and practical
solutions to everyday activities. By subscribing to
this print newsletter (16 pages per issue, three
times a year), you are entitled to free E-MAIL
ALERTS to ensure notice of timely news, court
cases, legislation and seminars. Visit http://
copyrightlaws.com, e-mail libraries@copyright
laws.com, call or fax 202/478-0478.

INMAGIC SOFTWARE AND SERVICES 
for law libraries: OPACs, serials management,
acquisitions control, and loans for desktops, 
local area networks, Intranets and the Web 
from Legal Information Management — terrific
library automation software, training, data
conversion and consulting since 1985. Contact
Ann DiLoreto (M.L.S., AALL law librarian since
1984) at ann@txt-mgmt.com, 800/898-6468,
800/txt-mgmt or www.txt-mgmt.com.

DISABILITY LAW CD-ROM:
USLawBooks.com calls it “the most complete
professional resource available” — 5,385 pages,
97 laws/guidelines, 2,800 links, 600+ term
glossary — categorized, indexed and fully
searchable. http://www.dndpress.com

EXCELLENCE IN CATALOGUING: 
We provide quality contract cataloguing 
and technical services to special libraries
throughout the U.S. English and foreign-
language original cataloguing, all formats,
projects, ASP/Web-hosted catalog. For more
information, contact Cassidy Cataloguing
Services at (973) 481-0900, or visit our Web
site @ cassidycataloguing.com.
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