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Background 

Bruce County Public Library has made a concerted effort to 
focus on marketing library services to Bruce County residents. 
In 2013, a Communications Coordinator position was created 
to address the need for focused marketing and promotion of 
library resources and to create a social media presence. The 
library works to promote resources and services online and 
through traditional methods. To date, our marketing efforts 
have concentrated on increasing awareness of library services 
and resources through our website, social media, print media, 
and in branches.  

Community consultations in 2014 during the strategic planning 
process, combined with user surveys conducted in 2017, have 
illustrated the need to modify our marketing approach and 
find ways to reach those in the community who are not yet 
members.  

A customer feedback survey conducted in summer of 2017 
provided insight into what people know about the library and 
its services. Feedback from the public indicates that many are 
not aware of what the library has to offer.   

The overall marketing strategy aligns with our strategic plan 
goal to provide innovative communication, evaluation, and 
promotion of library services. The strategy also incorporates 
specific marketing data obtained through a software 
subscription. This data allows us to create municipal profiles 
to better understand and strategically promote services and 
resources to the demographics of each municipality.



Goals 
Increase visits to the library Web site by 10% over 2 years. 
(From 160,000 visits annually to 176,000 visits annually by end 
of 2020). 

Increase visits to the library online catalogue by 8% over 2 
years. (From 120,000 visits annually to 130,000 annually by 
end of 2020). 

Social media engagement – track engagement through 
followers, post reach, and post engagement. 

Establish at least one new communication partnership each 
year with local agencies that reach our targeted audiences. 

Increase volunteer involvement by 50% over the next 2 years. 

Establish or strengthen regular channels for communicating 
with key local decision-makers, elected officials, and funding 
agencies. 

Increase promotional budget by 20% over 2 years. (From $7500 
to $9000 by 2020) 

Marketing Working Group 

Stephen Wood, Communications & E-services Coordinator 
swood@brucecounty.on.ca  

Melissa Legacy, Director of Library Services 
mlegacy@brucecounty.on.ca 

Nicole Charles, Assistant Director – Branch Services 
ncharles@brucecounty.on.ca



Focus on Underserved Demographic Groups 

Demographic Group #1 

Kincardine 

One of Canada’s largest growing demographic segments resides in the Municipality of 
Kincardine. Made up of middle-aged parents with kids aged 5 to 24, these 
upper-middle dual income households enjoy fishing, boating, snowmobiling, and 
camping. With high school, college, and trade school education, this group tends to 
work in construction, public administration, and the trades. This group is a fan of 
traditional media and like to equip their homes with 3D TVs and surround sound 
speakers. These families enjoy watching TV channels like W Network, Sportsnet and 
Much Music. 

Recommendations: 

• Promote library services at home shows 

• Partnered programs related to fishing, snowmobiling, boating, camping, and/or 
curling 

• Promote library DVDs to take advantage of an interest in mail/kiosk DVD rental 
service 

• TV series from W Network, Sportsnet, HGTV, Slice, and Much (Much Music) 

• Promote library resources related to finances and financial management 

• Promote fundraising for Bookmobile  

• Promote library services on classic hits and mainstream radio stations 



Focus on Underserved Demographic Groups 

Demographic Group #2 

Arran-Elderslie, Brockton, Huron-Kinloss 

We find one of Canada’s wealthiest rural segments encompassing farmers and blue-
collar workers in three municipalities. More than one quarter of these middle-income 
older parents with younger children work in agriculture. This group spends much of 
their free time outside, fishing, snowmobiling, golfing, gardening – and sometimes 
curling. They do not spend a lot of time watching TV, but when they do, they enjoy 
history and business programs, curling matches and figure skating. When listening to 
the radio, they enjoy new country music as well as comedy and religious programs. 
Community newspapers are a favorite and they especially enjoy the local classifieds 
and automotive sections. 

Recommendations: 

• Community and/or daily newspaper subscription 

• TV series from Outdoor Canada and Discovery Channel 

• Promote digital resources like Consumer Reports to these municipalities 

• Partnered programs related to fishing, snowmobiling, golfing, gardening, curling, 
and/or financial/estate planning 

• Promote library services on country music radio stations, during religious programs, 
or comedy shows 

• Promote library services in community newspapers 

• Promote fundraising for Bookmobile  

• Promote library services on Instagram 

• Promote coupons for library services (ex. Starlings) 



Focus on Underserved Demographic Groups 

Demographic Group #3

Arran-Elderslie, South Bruce Peninsula

These middle-aged and older households with tweens enjoy being outside, hunting, 
fishing, boating, snowmobiling, and curling in their spare time. They also enjoy 
swimming and baseball to keep active. These blue-collar and service workers like to 
attend auto and horseracing. This group also attends craft, boat, RV, and home shows. 
They watch TV enjoying a wide range of programming from sitcoms and crime dramas 
to sports, news, and current affairs. This group likes reading newspapers and 
community newspapers. They like the classifieds and new home sections of daily 
newspapers. This group is selective about the magazines they read and enjoy 
automotive, gardening, hobby and men’s publications. 

Recommendations: 

• Magazine subscriptions for Canadian Living, automotive, gardening, hobby and men’s 
publications 

• Subscriptions to daily and community newspapers 

• TV series from HGTV 

• Diverse TV series options 

• Promote digital resources like Consumer Reports to these municipalities 

• Partnered programs related to boating, fishing, bird-watching, snowmobiling, and/or 
curling 

• Outreach at community craft shows 

• Partnerships with national and/or provincial parks 

• Promote library services on country music radio stations or during religious programs 

• Promote library services in community newspapers 

• Promote fundraising for Bookmobile  

• Downloadable coupons for library services (ex. Starlings)



Focus on Underserved Demographic Groups 

Demographic Group #4

Arran-Elderslie, South Bruce 

These lower middle-income seniors (singles and couples) are aging in their homes and 
watching their wallets. In these households, the men go fishing and boating and the 
women garden and bake. Craft shows and RV shows are entertaining for all. Living in 
more remote communities, this group understands that they must travel some 
distances for entertainment and shopping. However, there is low interest in travelling 
to other countries.TV viewership with this group is higher than the national average. 
Specific networks they enjoy are CMT, HGTV, and the Weather Network. They also 
enjoy listening to radio especially stations that cater to new and traditional country 
music. Community newspapers are important to this group as well as magazines that 
cover gardening, art and antiques, and nature. 

Recommendations: 

• Community newspaper subscription 

• Magazine subscriptions for gardening, art & antiques, and nature 

• TV series from CMT, Discovery and HGTV 

• Promote digital resources like Consumer Reports, auto repair, Freegal, and Flipster to 
these municipalities 

• Partnered programs related to boating, fishing, bird-watching, and/or cultural events 

• Promote library services on country music radio stations 

• Promote library services in community newspapers 

• Promote BCPL newsletter to these municipalities 

• Promote fundraising for Bookmobile  

• Downloadable coupons for library services (ex. Starlings)



Focus on Underserved Demographic Groups 

Demographic Group #5

Saugeen Shores

This is the highest grouping of Baby Boomers in Canada. Many of these lower-middle-
income couples live in single-detached homes and mobile homes. Two-thirds of this 
group are over the age of 55. People in this group tend to have high school and trade 
school diplomas. For those that are still working, they tend to be blue-collar, 
agricultural, or in the service sector. They enjoy camping and boating – often with 
their many vehicles like pickup trucks, power boats, RVs, and snowmobiles. With 
children no longer at home, they have time for hobbies like woodworking, 
bird-watching, and cross-country skiing. Community theatre and hanging out at a local 
bar are also entertainment options. This group enjoys the rural lifestyle, but they also 
enjoy watching their favorites like golf, newscasts, curling, and auto racing. They also 
enjoy listening to classic country, oldies, and classic rock radio stations. Community 
newspapers are a favorite and they enjoy looking through the classified ads to find 
what they need.  

Recommendations: 

• Community newspaper subscription 

• Magazine subscriptions for gardening, woodworking, and recreational vehicles 

• Promote travel resources 

• Partnered programs related to boating, fishing, bird-watching, cross-country skiing, 
and/or woodworking 

• Promote library services on classic country, oldies, and/or classic rock radio stations 

• Promote library services in community newspapers 

• Promote BCPL newsletter to these municipalities 

• Promote fundraising for Bookmobile  

• Downloadable coupons for library services (ex. Starlings) 

• Outreach at cottage shows 



Focus on Underserved Demographic Groups 

Demographic Group #6 

Saugeen Shores 

This group of retirees are older, more mature couples and families. Most of them are 
over the age of 55 where some are retired, and others are approaching retirement. For 
those with children still at home, they tend to be older teenagers. Those who are still 
working have middle incomes that give them the freedom to take a cruise or take a 
trip. They enjoy hanging out at their cottages, strolling in a city park, or meeting 
friends at a coffee shop. Leisure activities include gardening, golfing, and canoeing in 
lakes or streams. Main priorities for these retirees is health, family, and aging in their 
homes. Heavy TV watchers, they watch all kinds of shows from news to sports to 
history to classic movies. This group reads the classified ads in newspapers and par-
ticularly enjoy newspaper flyers!  

Recommendations: 

• Newspaper subscriptions 

• Magazine subscriptions for Canadian House and Home, travel & tourism, home & 
garden, seniors 

• Promote resources related to travel, seniors, food and wine, gardening 

• Promote DVDs related to TV shows, history, and classic movies 

• Promote digital resources like OverDrive, Freegal, and Flipster to this municipality 

• Partnered programs related to gardening, golfing, and/or water sports 

• Promote library services in newspaper flyers 

• Promote library resources related to finances and financial management 



Visitor Centers and 
Tourist Spots 

Library events, Museum 
Pass Partnership, non-
traditional items (e.g. 
fishing rods) 

Seasonal residents and 
tourists 

Service Clubs  Library events and 
resources 

All 

Location  Information About  Audience 

Parks and Rec Complexes  Examples: nutrition, 
exercise, time 
management, child 
development, hobbies 

children and their 
parents 

New Library Member 
Package 

Resources and services, 
information on “My 
Account”, outreach 
events, etc. 

All 

Type of packet   Information About  Audience 

Me, You, and a Book Too 
(MYBT) 

Early Literacy, child 
development, parenting 

New parents 

Program Partners  Flyers, impact postcards  Leave-behind materials 
at businesses, offices, 
community groups, 
etc. 

Volunteers  Topic specific flyers, 
newsletters, email 
message templates 

Inviting friends, family, 
others to events. All 
target groups, ages 

Group  Promotion  Tactic 

Strategies and Actions  

Strategy: Develop information pieces that appeal to non-
members and make the information available in places they go. 

Actions:
Marketing Locations   

Information Packages 

Strategy: Provide information that will help current users 
promote to non-users.
Actions:



Strategy: Communicate the difference that libraries make in 
our community. 

Actions: 

• Develop annual presentation to be delivered at each lower-tier municipal 
council by Director and/or Assistant Director. 

• Develop impact postcards to distribute to local stakeholders (picture on 
postcard should be recognizable locally) 
 ◦ Job Seekers 
 ◦ Businesses 
 ◦ Non-Profits 
 ◦ New Residents 

• Deliver Annual Report to the Community on various data pieces that reflect 
our activities. 

• Develop a standardized outreach power point for staff to use in the community 
to tell our story.  

Strategy: Social media marketing framework that includes 
scheduled posts, Facebook events, increased photo sharing, 
and targeted marketing campaigns. 

Actions: 

• Utilize Social media scheduling and monitoring platforms 

• Highlight key events and programs with Facebook events and targeted ads 

• Share and promote content with community partners 

• Respond to patron's inquiries in a timelier manner 

• Post more photos and videos rather than simple text 

• Integrate questions and calls to action in posts to foster engagement 
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