Sample Document: Planning: The LIVEbrary


I have worked with marketing budgets in the millions (once) and I've handled many campaigns between $10,000 and $100,000 that required extensive planning. For the case history this chapter, I am using one of the largest and least successful campaigns I ever produced: The Annick LIVEbrary. My hope is that my confession here will take away the stain of this campaign from my otherwise merely spotty record.


I'm using the LIVEbrary because it involved an extensive plan. It began as a grant proposal for a children's book publisher in Canada, Annick Press.

~ ACTION PLAN ~
	Objectives


Patron Saint Productions will create and execute  an online marketing campaign for Annick Press that will achieve the following objectives:

· Increase brand awareness of the press, particularly in the U.S.

· Appeal to institutional buyers: particularly school and public librarians in the U.S.

· Target junior high students through the gatekeepers of school librarians, public librarians, and home-schooling parents

· Increase sales, particularly to the institutional market in the U.S.

· Generate a databases of contacts that can be used in future marketing efforts

· Build working relationships with key institutional allies in the U.S.

· Encompass a time span of no more than 18 months

· Train staff so that the program is sustainable and self-sufficient at the end of the 18 month period

· Result in permanent, measurable results

· Employ electronic marketing techniques that will not require travel

	Strategy


Patron Saint Productions, Inc., (PSP) will create  a branded online program targeted primarily at school librarians/media specialists at the junior high level in the United States. Home-schoolers will constitute a secondary target market. This program will combine two major elements: educational content built around Annick’s titles, and training teens in the responsible use of new technology. We will use the working title, The Annick Livebrary to refer to this program throughout the rest of this document.
This type of programming can readily be marketed to teachers and librarians, but only if it meets strict criteria and standards, including:

· The program content must be educational, not promotional.

· The program must run on a web site that is inside the “safe surf” software filters used by most schools and libraries in the U.S.

· Program guests must be respected authors, teachers, or librarians, not marketing personnel.

· The program should emphasize teaching of online communications skills along with whatever issues are tackled each week.

· Students must have an opportunity to interact and ask questions.

· The integrity of the learning environment must be preserved at all costs; there must be a way to prevent outsiders from disrupting the program.

Properly executed, The Annick Livebrary can become a recurring program featuring new authors each season, building on its successes year after year by bringing authors, teachers, librarians and students together to create exciting, educational online programming for young teens. 
The thrust of our program is that no matter what book or author is featured, these sessions will make educators' lives easier while helping their students understand how to effectively communicate online in preparation for the many challenges they face in school, in work, and in life. Through this program, Annick will build strong relationships with the organizations that represent thousands of librarians and teachers in the U.S. and will enjoy the advantages that come from having a novel, successful program to talk about in sales conferences, at meetings and at trade shows. We will also target the home-school market and parenting groups through their umbrella organizations. 

	Activities


Phase One: Program Development

· Develop a program name: The Annick Livebrary √

· Secure a domain name: onlibrarian.com √

· Develop subject areas and appropriate titles √

The first phase will be to develop a series of 5-week programs on subject areas built around Annick Press books. Support materials for each week will include: an excerpt from the featured book, a lesson plan, and a brief quiz. There will be one topic and five books for each season. Season topics are as follows:
· Season 1: Media

· Season 2: History

· Season 3: Science

· Season 4: Health

· Season 5: Current Events

PSP will take responsibility for the following steps in Phase One:

· Secure a show host (facilitator), preferably a high-profile librarian whose credentials are impeccable to the target audience
· Provide a moderator for the program
· Recruit a venue, i.e. a “portal partner” where the sessions will be held each week. 
· Prepare all the necessary back-up documents, including lesson plans, quizzes, instructions, etc.
· Create and execute marketing plan. Marketing will include a variety of online and offline activities to make students, teachers, parents, librarians  and especially the media aware of the program. Such activities include:

· Developing a press kit for the program

· A printed news release, mailed to selected media contacts

· A wire service news release, possibly even multiple wire services

· An e-mail news release to selected media contacts

· Announcements or advertisements in library and teacher trade media

· Online discussion group postings

· Syndicating lesson plans for each book used in each program

· Blog announcements

· Listings in calendars of online events

· Experimenting with blog display ads and search advertising

· Provide instructions to participating authors

Annick Press will take responsibility for the following steps in Phase One:

· Annick Press will add a staging area for the program to the Annick web site. PSP will provide the content for this site, Annick will provide web support, shaping and installing the content. Content will include such core documents as program guidelines and instructions for teachers and librarians.

· Designate a staff member to attend the sessions and be available to answer questions

· Designate a staff member to be trained to carry the program forward after the termination of contract with PSP

· Contact authors to introduce program to them; recruit their participation in program

· Send press release to targeted publications

· Encourage librarians to sign up by running a contest at ALA. “Sign up for The Annick Livebrary and win a Video iPod.” 

· Pitch story to School Library Journal, Quill & Quire and other key publications

· Mail review copies as required

· Inform Firefly about program and stress importance of program titles being in stock at major library wholesalers, ie Baker & Taylor, Ingram 

It is recommended, though not required, that—most likely in the form of a blog, updated weekly, at the URL http://AnnickPress.com/Livebrary. Once the program, partners, instructors and curriculum are set, we can begin marketing the program. 

Results of the marketing can be measured by the number of outlets carrying news about the program, the number of people served by those outlets (to the extent that is known), the number of inquiries received, and especially the number of classrooms or libraries that register to participate in the program. Some registration procedure is essential to protect the integrity of the environment and to gather contact information to facilitate communication with participants. In PSP’s past experience, the contact information gathered through registration was critical to a successful program, allowing us to solicit teacher feedback and make improvements to the program on the fly.
One result of these marketing activities is the development and grooming of a database of contacts that will be used repeatedly for marketing this program and can be used in direct-to-consumer marketing and institutional marketing for other Annick products. Such databases include:

· Juvenile libraries and librarians in the U.S.

· Parent organizations, including homeschooling organizations

· Teacher organizations and media outlets

· Librarian organizations and media outlets,  

· Media contacts in the U.S. covering topics of education and publishing

· Individual teachers, librarians, and students

Phase Two: The First Season

During the first season, all the kinks are worked out in the preparation and delivery of each weekly class. A typical configuration would look like this:
Title: The Annick Livebrary
Description: An online class discussing curriculum related topics with leading authors and experts. Students learn to use collaborative technology while having fun.
When: Every Tuesday afternoon from 2 p.m. to 3 p.m. Eastern Time

Where: At the Junior High Portal web site in the Annick Auditorium

How: Teachers and Librarians must register in advance to participate. Sign up today at http://annickpress.com/livebrary

Each week, a series of activities are conducted to prepare for the class, to lead the class, and to follow-up. For example, one week’s theme might be “Dealing with Depression,” with special guest Kate Scowen, author of My Kind of Sad: What It’s Like to Be Young and Depressed. On Monday we would send out the Teacher’s Discussion Guide for that week and the quiz. We would post an excerpt from the book at the Junior High Portal web site. On Tuesday from 2 p.m. to 3 p.m. our Show Host (facilitator) (a librarian recruited by PSP), our author, an Annick staffer and a PSP staffer would converge in the chat room at the portal (the Annick Auditorium), and lead a discussion, answer questions, and engage with the kids. After the chat, a transcript would be cleaned and posted online, along with a promo for next week.

These activities are repeated each week until the program concludes. All along the way, more teachers and libraries are registering to participate, and feedback is solicited for ways to improve the program. Also, PSP offers training and troubleshooting programs for teachers or librarians who are having difficulty getting the technology to work or want assistance turning this into a powerful learning experience for the children.

Typically, this type of program results in a satisfying outpouring of appreciation. Teachers enjoy having a well-structured educational experience available to them for free. Students really respond to the technology and the ability to be heard. Librarians are supportive of any solid educational program that honors their role as gatekeeper of technology. Even if the conversation in the chat seems superficial, the practice students get in typing, netiquette, and the realities of online communication provide a great lesson in collaborative technology. Both the content and the structure of the program serve as educational tools.
Phase Three: Refining the Program

Substantial improvements are usually made in the period between seasonal programs. Feedback is gathered and used to improve the structure and content of the program. In the summer, when there is no scheduled program due to summer vacations in the U.S., the program can be substantially revamped. Instructions for teachers are improved. Standard templates are revised and refined. The timing of promotions might be altered. The level of staffing might be changed. Promotional efforts are evaluated and promotional materials are revised.
Phase Four: The Second Season

The program is run again, beginning with promotion and continuing through 4 or 5 weeks of programming. The second time through leads to a fairly consistent set of materials and procedures that can be used with only slight modifications for years to come.
Phase Five: Transfer & Training

After two seasons of running the program, Annick Press will sustain the program without any increase in staffing. With one Annick Press employee involved in the program from the beginning, the work to manage the program will not require any additional staff. PSP will facilitate the transfer of responsibility by developing an instruction manual for use by the press. In addition, all contacts developed during the program will be turned over to Annick, including media responding to the promotion, contacts for program partners, and contact information for teachers and librarians who participated in the program.
Along with an instruction manual and contacts, Annick Press will have a polished set of document templates such as News Releases, Discussion Group Postings, Teacher’s Guide, Weekly Quiz, etc. These documents will have been revised and refined during the first two seasons of the program. At the conclusion of the program, they will be archived and will remain available on the Annick Livebrary site. 

	Schedule


JUN-SEP, 2007: Phase One: Program Development

SEP-NOV, 2007: Phase Two: The First Season

OCTOBER 15, 2007: INTERIM REPORT DUE
NOV-DEC, 2007: Phase Three: Refining the Program

JAN-MAR, 2008: Phase Four: The Second Season

MAR-JUN, 2008: Phase Five: Transfer and Training

JUN-SEP, 2008: Phase Six: Setting Up the Fall Season

SEP-NOV 2008: First Season under Annick Administration

JAN-MAR. 2009: Second Season under Annick Administration

MARCH 31, 2009: FINAL REPORT DUE

	Results


This campaign is designed to increase familiarity with Annick Press among the target audience, make it easy for prospects to get more information about the company, and have a lasting impact on the quantity and quality of prospects contacting Annick. Results for a typical campaign should include:

· Generating substantial media coverage for a novel educational program

· Generating awareness for Annick Press among  teachers, school librarians, and home schoolers.

· Generating a database of contact information for several hundred teachers,librarians and home schoolers through the registration procedure

· Widely distributing information about featured books through support materials developed for the program: lesson plans, excerpts, etc.

· Increasing brand recognition and goodwill associated with the brand through the sponsorship of educational activities

· Building relationships with the core target audience of teachers and librarians using a campaign that can be repeated every season

· A noticeable spike in web site traffic

· After the spike, a substantially higher monthly average web site traffic

· Relationships with web sites and trade groups that can be expanded over time

· Name recognition among the target audience through discussion group postings

· Approximately 10 web sites installing excerpts each season

· From 20 to 50 media inquiries the first season, and approximately 10 media inquiries each subsequent season.
