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its services at the forefront of their minds.
Don’t take it personally when information that is distributed 

in September gets forgotten about in October.  It’s human nature 
for customers to pay attention to services when the need them.   If 
I am not going to use an amazing database right now, the email 
I receive telling me about it is likely to be meaningless-for now.   
Three weeks later, I might need a reminder, invitation, or support 
to bring me up to date.    

The more aware librarians are of their audience, the easier it 
is to provide outreach that is timely and valuable for all parties.   
Stay in the loop by meeting with teachers, visiting their virtual 
worlds, and talking to students.   When time and schedules prevent 
you from making connections, delegate the “keep connected” role 
to a reliable point person.    There is nothing more powerful than a 
study hall student telling YOU that his social studies teacher is get-
ting ready to do Photostory projects about the Great Depression!  
Sharing ownership of the program makes an incredible impact on 
its success.  

At our school we embrace the opportunities that come with our 
space being used for a range of events.  Collectively with adminis-
tration, we have established that teaching and learning come fi rst, 
so we seldom have events that confl ict with our main mission.  But 
in the hours before and after school, or for smaller events that can 
happen simultaneously with our regular schedule, we say “bring 
it on”.  

There are some “non library” events that we host, and many 
others that are coordinated by other school groups.  It’s helpful to 
think outside of the box and recognize that not everyone comes 
to the space for the same reason. We welcome that.   In the last 
several months, our library was home to a staff breakfast to raise 
funds for a community cause, a student breakfast to kick off our 
community book read, a silent auction of student artwork for a 
cancer foundation, a salsa tasting party for teachers, a resource 
Block Party, our annual SOUP-er bowl buffet for a local food pan-
try, a used book drive, a holiday shop for students, a game carnival 
for kids by kids, a staff browse about event, monthly faculty meet-
ings, a regional workshop for librarians, and an afternoon “tea”.    

These events are just some of the priceless connections we 
make.   I won’t pretend that with each event we feature a display 
of relevant books or resources!  Sometimes we are just the space 
where our customers want to come just to be a part of something 
that appeals to them.    If they happen to spot a book that appeals 
to them while they are there, fantastic.  If they had a great experi-
ence just being in our space, that’s  a win-win, too!

Thanks to the steady and diverse traffi c we get, partnerships 
surface from every corner.  It’s very typical for a guest to say, 
“Those plants look great there, do you need more?”   or,  “I have 
TONS of used books, I forgot you were collecting them, is tomor-
row too late?”    Our program is richer because our customers SEE 
and are AWARE of what we are all about and want to be a part of 
our team.

We often have giveaways, materials, and items to share.  In-
stead of housing them in the library, we have mobile displays in 

Reach Out, 
Make 
connections, 
Thrive  
Sue kowalski

aDvoCaCy

Our library is a functional and bright space that can and does 
welcome guests all day every day, but connecting outside our four 
walls makes our library program an integral part of our entire 
school community.  Thanks to signifi cant outreach, our program 
benefi ts from an array of partnerships and connections.  

Many of us are immersed in bittersweet times in our profes-
sion as we see staff and programs taking devastating hits.   But, 
carry on we must!  We must create and secure sustainable partner-
ships that will continue to transform how we, in particular,  and 
libraries, in general, are perceived and used.   To get complacent 
about outreach because we have a reduced staff, shrinking funds, 
or dwindling optimism is a sure recipe for disaster.   

Quality outreach campaigns need to be ongoing, creative, and 
meaningful to their   intended audiences. A library manager needs 
to assess gaps that exist and provide the leadership to fi ll these 
voids in areas like awareness, service, or programming.     

Occasionally, there may be a one-size fi ts all way to get the 
word out, but more likely, outreach needs to be differentiated just 
like instruction does.  There are untapped customers at every turn 
and the mission is to increase, not just maintain quality investors.  

September is always a symbolic fresh start to the year ahead.  
We arm our students with policies and handbooks and orienta-
tions.  We treat our teachers with password lists and procedures 
and schedules.   We distribute information for all our patrons.   
And then, all too often, we sit back assuming that all of our cus-
tomers have what they need.  It’s not enough.  Treat your clients 
to an ongoing campaign that continues to keep your program and 

Take away my tacky button-covered 
apron, box of crazy hats, assort-
ment of conference badge holders, 

my Sharpie markers, sidewalk chalk, roll 
of cellophane, or our portable easel and 
you will put a huge dent in our library’s 
publicity toolbox. 



the cafeteria, the mail room, the main lob-
by, the teacher conference rooms, and the 
nurse’s office.    Each year, we have a com-
munity book read campaign, called Booka-
palooza.  Yes, we promote it in the library 
but we also at the credit union, the Post 
Office, our district office, the village halls, 
and the local public libraries.   Transport-
able displays can be conveniently propped 
up at Board of Education meetings, open 
houses, and other gatherings that might get 
the word out to a new audience.  It’s won-
derful that our school administrators sup-
port our community causes. But, we also 
benefit from shared leadership from the lo-
cal sign company, our mayor, and friends 
in the department of public works!   

Our library programming often has a 
community service focus.   We stress the 
importance of “every little bit helps” and 
this year through our programs in the li-
brary we have donated more than $700, 
boxes of books, can tabs, and food items to 
the SPCA, Ronald McDonald House, Salva-
tion Army, Success by 6, and the Susan G. 
Komen for the Cure.  Each time we have an 
event we bridge the connections between 
students and community organizations.   
These agencies now see our library as a 
force that can support them as they con-
tinue to move forward.

Yes, we do a lot of “extra” to keep us in 
the forefront, but not at the expense of col-
laborative teaching and learning.   We have 
a flexible schedule and approximately 85% 
of every day, I am an active partner in col-
laborative instruction.    Often this happens 
in the library, but at times we work in other 
classrooms.     Thanks to clerical support, 
we are able to take full advantage of this 
flexible arrangement and constantly maxi-
mize the potential of talents, expertise, and 
spacing needs.  

Often I hear librarians lament that they 
would love to do more outreach, advertis-
ing, and publicity, but there aren’t enough 
hours in the day.   The busier I become with 
my role as teacher, the better I have be-
come at delegating and sharing the role of 
running an outreach campaign that makes 
an impact.    Find some reliable “go to” 
folks to make it happen.  For me, students 
are my best asset, but certainly include 
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eNature: Bird Audio.  http://www.
enature.com/birding/audio.asp. Listen 
to the bird songs and calls of over five 
hundred fifty species found in North 
America. Bird calls are grouped by type. 
Click on a type of bird (slilt, owl, heron) to 
find specific breed calls.

National Audubon Society. http://
web4.audubon.org/educate/kids/. The 
National Audubon Society’s page for kids 
includes games, an adoption center, video 
and live web cams, and information on 
current events that affect birds.

National Geographic Kids. http://
kids.nationalgeographic.com/kids/
animals/creaturefeature/. The Creature 
Feature section presents facts and photos, 
video, maps, and e-cards about a wide 
range of animals, including over a dozen 
birds. Click on an animal’s photograph 
for additional photos, extensive breed 
information, and little known facts. Did 
you know fifty Canada geese can produce 
over two tons of manure in one year?

Smithsonian Migratory Bird center. 
http://nationalzoo.si.edu/scbi/
MigratoryBirds. The Smithsonian 
National Zoo’s Migratory Bird Center 
includes educational resources for 
teachers, a photo gallery, featured bird 
of the month, coloring sheets and games 
such as “Name That Nest”, and a migra-
tion game.

Royal Alberta Museum: Eggs. http://
www.royalalbertamuseum.ca/vexhibit/
eggs/vexhome/egghome.htm. The 
Royal Alberta Museum shares its exten-
sive collection of bird eggs through their 
online field guide of over three hundred 
egg images, information on egg biology 
and some egg trivia.
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other staff members, volunteers, substitute 
teachers, and graduate students.  Empow-
ering shared ownership of the program is 
essential to its success.   Embrace partner-
ships that bring a healthy dose of support 
to your work load. You will  be amazed 
at what gets done when others feel valued 
and involved.   

Get to know your audience, both cur-
rent and potential, and adjust your out-
reach accordingly.   I have many  custom-
ers who love my text messages, emails, 
and website information.   There are just as 
many, however, who find notes, flyers, and 
face to face contacts more helpful.    I get a 
lot of ideas from the world of libraries but 
I also learn from visits to coffee shops, ga-
rage sales, flea markets, department stores, 
hotels, and airports. 

Look around.  What gets YOUR atten-
tion?  What motivates YOU to attend, sign 
up, reply, or return?   How do YOU learn 
best?  When you walk into your favor-
ite store, where do you gravitate?  Why?    
Now ask a teenager, an elderly person, a 
younger child the same questions. Obvi-
ously, they are all drawn to different areas 
of an environment for personal reasons.  
Recognize that, and personalize your out-
reach campaign for audiences in and out 
of the library.    One approach, one format, 
one timeline will not work for all your cur-
rent and future customers.    

The time to rejuvenate your promotion-
al campaign is now!  With the mission and 
vision of your program at the forefront, 
treat everyone to a fresh and creative cam-
paign that makes meaningful and lasting 
connections with your entire school com-
munity. Your program will thrive for years 
to come.   
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