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Marketing and Communications includes…
Research

Planning

Promotion

Evaluation

Crisis Communications

Strategy

Brand management

Content creation

Media relations

Design
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Social marketing (not to be confused with social media)

Social Marketing seeks to…influence 
behaviours that benefit individuals and 
communities for the greater social good.*

Our clients: the communities served by 
public libraries

Our brand: public trust
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Carefully set the right tone for 
communications during a 
pandemic, recognizing the tension 
between a fear of returning to 
public spaces and the eagerness to 
return to favourite places. 

This Photo by Unknown Author is licensed under CC BY-ND

From either perspective, the library experience will be different.

Perception is reality

https://singularityhub.com/2016/03/22/technology-feels-like-its-accelerating-because-it-actually-is/
https://creativecommons.org/licenses/by-nd/3.0/


For your consideration (bonus: more free content in the toolkit!)

• A safe and sound approach to 
reopening will mean a gradual 
return of services; unfortunately, 
not every service. Think of 
delivering the right message, at 
the right time, in the right 
format, while service is evolving. 
What’s now, and what’s next? 

• Our brand is “trust.” Our 
marketing efforts must be honest 
and authentic, consistent with 
library values. Never 
overpromise. Always be 
transparent. Can you deliver your 
mandate by doing things 
differently, and doing different 
things? Be specific.



Crisis Response

Pre-Crisis Crisis Recovery Return

We’re here!



Crisis Response: Four Cs

• Clear
• Confident
• Credible
• Correct



Tips for Communicating During a Crisis

• Use plain language
• When possible, group updates together
• Version control, version control, version control 
• Set clear and rapid approval structures
• Be clear on communication channels, what is posted 

where and who has the ability to update quickly



Preparing to Re-open 

Communications Planning
• Who is your audience? 
• What is their mindset?
• What action do you want them to take?
• What channels will you use to communicate? 



Messaging and Materials

• Communication channels
– Channels where you control the message: eg website, press 

release, enews (also: paid)
– Channels you can influence: news media, social media

• Messaging
– What you say:  consistency and clarity across all channels –

develop your key messages and stick to them
– How you say it (tone): eg informational or inspirational; fun or 

factual



Social Media 

• Two way engagement is key
• Consider the mix of messages: informational, 

promotional



Signage considerations 

• Develop templates for consistency
• Use limited text and simple graphics 
• Use of colours (green means go; red means stop!)

• Imagery
– Consider physical distancing when choosing photos



Signage examples



Leadership

“Communication in a 
crisis, requires calm leadership, 

confidence, and a bit of humour.”



Questions?


