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attorneys, students, professors, judges, etc.
This provides us with a great opportunity
to identify our current good customers,
defined as those who provide lots of
meaningful repeat business.

Within this group, identify those who
are influential within their peer groups—
this may not be because of a title or
position, but may more likely be due to
involvement with others—and those
customers with a large group of contacts
within your customer base. These are the
people to target first as your potential
champions.

3. Develop a message. Messages that
are clear, strong, and simple are easiest for
your word of mouth champions to deliver
to others. The library staff needs to develop
a specific message, or messages, to share
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with your champions so that they can easily
spread the message to their colleagues.

4. Talk with your champions. Hold
conversations with those you identified as
potential champions. You may start by
asking for feedback on library products and
services. If you determine that this contact
will indeed make a good champion, explain
your objective, ask for participation, and
provide your message. Then touch base with
your champions periodically to strengthen
your relationship and the champion role.
As through the entire process, honest and
transparent communication is required.

5. Success stories. Actively collect
success stories from your customers.

This can be done through face-to-face
conversations, through a short follow-up
survey regarding work produced by the

library, and by asking who else would
benefit from knowing that the library
provides this type of service. Success stories
can be used to advertise the library by
posting on the library’s intranet site,
inclusion in newsletters, in developing
word of mouth messages, and as examples
in orientation and other training sessions.

As part of your marketing program,
you are probably already providing quality
products and top notch customer service,
training and orientation, an intranet site,
newsletters, and current awareness tools.
It may be time to think about adding to
your marketing mix with a word of mouth
marketing program. l
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