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Introduction 
Content marketing is one of the most effective ways to serve and grow your online patron 
audience — but where do you begin? Read on for the answers to these crucial questions:  
 

● What is content marketing, and why should libraries care? 
● How can I develop a content strategy? 
● How do I make the most of seasonal content? 
● Where do I find inspiration for new content? 
● What role does BiblioWeb play in seasonal content marketing? 

 
You can also check out the recorded webinar on this topic.  
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What is content marketing, and why should 
libraries care? 

What is content marketing? 
 

“Content marketing is a marketing technique of creating and distributing valuable, 
relevant, and consistent content to attract and acquire a clearly defined audience – 
with the objective of driving profitable customer action.” 

— The Content Marketing Institute 

Why is content 
marketing better than 
traditional marketing? 
Traditional advertising strategies, 
like newspaper ads and 
billboards, worked incredibly well 
for a long time.  
 
The problem is, modern 
consumers (and modern library 
patrons) have totally changed the way they find new products.  
 
Research from Gartner found that buyers now spend only 17% of the buying process 
actually talking to potential suppliers whereas 27% of their time is spent researching 
independently online . When consumers research independently online, there is a good 1

chance that they’re reading content that’s relevant to their buying decision. 
 
Great content marketing takes the same product or service and speaks to its value from 
multiple different perspectives. The goal is to engage, delight, and educate its intended 
audience in a variety of relevant ways, ultimately convincing them the product or service will 
be valuable in their life.  

The three goals of content marketing 
We’ve already emphasized the importance of creating content that is genuinely valuable to 
its intended audience, but let us reiterate: the goal of content is not to sell. Sure, selling — or 

1 Gartner’s report The New B2B Buying Journey surveyed 750 business-to-business buyers. 
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converting a reader into a customer — is the desired outcome, but it should be considered 
the natural result of successfully educating and connecting with the audience first. 
 
Here’s a helpful equation to keep in mind: 
 

Educate + Connect = Convert 

Educate 
Libraries are unique in that the majority of their staff are highly knowledgeable on their 
product, and trained to educate and provide guidance. Every piece of content is an 
opportunity to solve your patrons’ problems or illuminate the value of your collection to 
patrons that aren’t sure what you can offer them.   

Connect 
Libraries already have the trust of their communities in a way that most consumer brands 
can only dream of. Where libraries stand to improve is in making what they have to offer 
more relevant. By relating its collection to popular themes or topics in a consistent, valuable 
way, a library can earn not only the trust, but also the attention of its patrons. 

Convert 
Now that you’re established as a consistent source of authoritative and high-value content, 
you become the obvious choice for picking up titles and attending events.  
 

How libraries are ahead on content marketing 
Libraries are perfectly positioned to be successful content marketers because they have four 
crucial things: 

1. Passionate subject matter experts 
One major element of content marketing is making use of the experts at your disposal. 
Librarians’ deep expertise in their chosen field makes them extremely versatile when it 
comes to producing engaging and authoritative content. 

2. Informative and entertaining content 
Most content marketers could only dream of having an entire collection at their disposal. 
Titles already sitting in your collection can be used as building blocks for a huge variety of 
content, from staff lists to carousels to blog posts. 
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3. Community insight 
Libraries benefit from being geographically focused. Since they are embedded in their 
communities, they have the ability to deeply understand their patrons’ needs and interests 
at a local level. 

4. Trust in their institution 
Many content marketers have to work hard to prove that their brand — and thereby the 
content they produce — is trustworthy. With libraries, an implicit sense of trust already 
exists between the institution and its patrons. After all, librarians are not there to sell 
anything or ‘get’ something from the patron — they just want to be useful to their 
community. Plus, librarians have the training and ethical compass to offer reliable 
information, time and time again.  
 

Developing a content strategy 
Presented by Saint Paul Public Library 

Planning content can feel overwhelming, but don’t panic! Start with a strategy. Dig into your 
existing content to find the themes and trends. This will be the basis for your new, rebooted 
content strategy. 

Define your strategy 
1. Conduct a content audit. What’s working? During SPPL’s content audit, they 

discovered that book lists performed somewhat poorly on Facebook, but had a much 
better performance record on Twitter. 

2. Identify three content “pillars” using a needs statement with examples. SPPL’s 
pillars are:  

a. We Belong Together  
b. More Than Books: We’re Info Experts  
c. We’re a Hub for Creativity and Lifelong Learning. 

3. Start defining your personality and tone. This will help guide the voice and tone of 
your content. What is your library’s personality? What is it not? 

1) We belong together 
We strive to reflect and celebrate the diversity of our community in everything we do. When 
the values of our community are challenged, or members of our community feel at risk, we 
are unafraid to speak up. 
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2) More than books: we’re info experts 
Our knowledgeable and passionate staff can help you find whatever you’re looking for. We 
are book experts, but we can also help you find the perfect movie; help you answer tricky 
research questions; or connect you to the right resource — let us help! 

3) We’re a hub for creativity and lifelong learning 
We offer everyone unique opportunities to grow, learn, and be creative throughout a 
lifetime. 
 

Enter seasonal content marketing 
The seasons are an incredible source of inspiration to create high-impact and highly 
relatable content.  

Why seasonal content works 
Seasonal content gets its power from two essential benefits: universality and connection. 

Universality 
Few things connect people like seasonal traditions. A single holiday or seasonal event can 
bring together and engage people of all ages and backgrounds. Back-to-school content, for 
example, would likely appeal to a large number of children, young adults, and parents — 
regardless of their cultural background, income, or personal interests.   
 
Not all content has to appeal to the majority — in fact more targeted content can be a great 
addition to your strategy — but wide-appealing content is great for capturing attention and 
engaging the community.  
 
For example, if it’s summer time, you can create content that’s simple and straightforward 
with a summer blog detailing “10 Things to Do Over Summer Break,” or have a little more 
fun with “Discover Your Next Read Based on Your Favorite Summer Fruit”. Either way, it’s 
guaranteed that a large portion of your patrons will be able to relate to what you’re talking 
about, since they’re all experiencing the same thing, at the same time. 

Connection 
Many seasonal events can connect with patrons on a deep, emotional level. Halloween 
posts, for example, might evoke cherished memories of trick-or-treating, while Valentine’s 
Day posts can have someone remembering a first love. Election season may spark passion 
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and a sense of responsibility, while tax season usually results in feelings of shared dread. 
Appealing to your patrons emotions — and demonstrating that you understand how they 
might be feeling — is an amazing way to fast-track building that deeper, more trusted 
connection. 

How to strengthen your brand with seasonal content 
Great library websites don’t just look amazing; they communicate essential qualities of the 
library’s brand in an instant. They might tell you something about that library’s unique 
community, or how that library emphasizes continuing education. Very often, it’s a 
combination of core values like family, education, community, and inclusivity.  
 
Here are some seasonal events you can create content around to communicate your values. 

Family 
● Mothers & Fathers Day 
● Family Day 
● Trick-or-treating 

● Family Literacy Month 
● Thanksgiving 
● National Grandparents Day 

Education 
● Back to school 
● School’s out 
● Tax season 

● Junior Achievement Month 
● International Day of Education 
● SAT prep 

Community 
● Religious holidays 
● Sporting events 
● Local festivals 
● Random Act of Kindness Day 

● Pink Shirt Day 
● Giving Tuesday 
● International Day of Friendship 
● Elections 

Inclusivity 
● Bell Let’s Talk (CA) 
● Black History Month 
● World Day of Social Justice 
● International Women’s Day 

● World Autism Awareness Day 
● World Day for Cultural Diversity for 

Dialogue and Development 
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Helpful resources 

Getting inspired 
Staring at a blank page doesn’t help anyone. Get the creative juices flowing with a few 
helpful resources. 

Idea sharing 
The first place you can look for inspiration is your own industry. What are your peers putting 
out, and what are patrons interacting with online? Options include: 
 

● Book store 
websites 

● Library websites & 
social media 

● Publisher websites 
● Bookish 
● LibraryThing 
● GoodReads 

 
 
 

Crowdsourcing 
Online forums like Quora and Reddit aggregate public opinions so you can instantly see 
how people are thinking about a particular topic. Of course, they are not meant to replace 
good old fashioned research, but they do show you what gets people excited and curious 
about particular topics so you can create high-interest content. 
 
Take Memorial Day for example. You might think the history and origin of Memorial Day 
would be the most interesting part for most patrons. But a quick search on Quora might 
illuminate a number of completely unexpected perspectives.  
 
Depending on how you construct your search, you might find questions surrounding 
Memorial Day etiquette, the history of Memorial Day’s apparent predecessor “decoration 
day”, or a philosophical discussion on the day’s national and political meaning.   
 
Sources include: 

 
● Hashtags and 

trending topics 
● YouTube 
● Pinterest 
● Quora 
● SlideShare 

● Buzzfeed 
● Mashable 
● Google search box 

suggestions 
● Reddit 

● Content round-ups 
(ie. “8 Amazing 
Christmas 
Marketing 
Campaigns”) 
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Seasonal event calendars 
You probably already know the big seasonal events — Valentine’s Day, Halloween, Martin 
Luther King Jr. Day, etc. — but do you know about Pink Shirt Day? What about Hispanic 
Heritage Month and Women’s Health Week? You probably didn’t realize that February 22nd 
is Margarita Day. There are several sources to discover those lesser known events that 
could still inspire some fun content. 
 
United States 

● The Library of Congress — Commemorative Observances 
● Healthline — Health-related Awareness Days 

 
Canada 

● Charity Village — List of Special Awareness Days 
● The Government of Canada — Calendar of Health Promotion Days 

 
International 

● United Nations — International Days and International Weeks 
● Twitter — US and Canada 2020 Twitter Marketing Calendar  

 
Of course, it’s also important to create content around seasonal traditions that are specific 
to your locality. For example, a library in New Mexico may feel more inclined to create 
content that reflects their large Hispanic population, whereas New York City Public Library 
might emphasize Jewish holidays like Rosh Hashanah more than libraries in other regions. 

Design resources 
Good design can be the make-or-break element of any piece of content, but it’s hard to get 
right if you don’t have a dedicated graphic designer. If you’re looking to up your design 
game, check out these great free resources. 

Unsplash 
Unsplash is a searchable stock photo-sharing platform. Use it to find relevant images that 
are labeled for free use. new photos are rotating into the collection all the time. Similar 
sources include Pexels, Pixabay, and Burst by Shopify. 

Canva 
Canva is a beginner-friendly design tool that makes it easy for anyone to create beautiful 
content. Don’t worry about investing in the pro version: a free account gains you access to 
tons of templates and tools to create professional-looking content. 

Best Practices for Seasonal Content Marketing | BiblioCommons            9 

https://www.loc.gov/law/help/commemorative-observations/index.php
https://www.healthline.com/health/directory-awareness-months#1
https://charityvillage.com/special-awareness-days/
https://www.canada.ca/en/health-canada/services/calendar-health-promotion-days.html
https://cdn.cms-twdigitalassets.com/content/dam/business-twitter/resources/marketing-calendar-2020/US-CAN-2020-Twitter-marketing-calendar.pdf
https://unsplash.com/
https://www.pexels.com/
https://pixabay.com/
https://burst.shopify.com/
https://www.canva.com/


 

The Noun Project 
The Noun Project is an icon-sharing platform with a huge collection of searchable icons to 
use in your content, royalty-free. Note that the free version offers only black-and-white 
icons, but that’s often all that you need.   

Contrast Ratio 
Contrast Ratio is a tool that measures the contrast ratio of two colors to let you know how 
colors and text will look in your content. This is especially important for libraries as web 
accessibility is a high priority.  

The BiblioWeb advantage 

Taxonomies 
In BiblioWeb, you can easily populate content ‘feeds’ based on taxonomies (ie. audience, 
format, genre etc.). For example, you can create a carousel of titles that automatically 
updates to display the latest ‘American’ ‘historical fiction’ ‘audiobooks’ for ‘teens’. And 
thanks to universal taxonomies, when you create one piece of content, it’s easy to add that 
content to any page where it’s relevant. 

Cards 
With Cards, you can populate a piece of content and then easily publish that ‘card’ of 
content on multiple pages, depending on what taxonomies that card is tagged with. These 
cards are presentation independent, meaning they will adapt to fit wherever you place 
them. Carousel cards also automatically update whenever new matching titles enter your 
collection. 

Integrated catalog and blog 
BiblioWeb integrates blogs with your catalog so your content can gain exposure to as many 
patrons with relevant interests as possible.  
 

1. Embed titles into your blogs directly from the blogging interface: promote relevant 
titles, encourage discovery, and get more eyes on your catalog items. 

2. Automatically promote blogs inside in the catalog: whenever you embed a title in a 
blog, that title’s bib page will automatically promote the blog.  
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Content planning 

How to start 

When to create 
Rather than creating one-off content whenever the inspiration strikes, we recommend 
creating content in batches; so if Valentine’s Day is coming up, set aside a few hours one 
day to create and schedule all of your Valentine’s Day content. This way, you can fully 
immerse yourself in the content creation frame of mind, riff from one idea to another, and 
get a good sense of your overall content strategy.   

When to schedule 
Once you’ve decided what content you want to create, it’s just a matter of plugging it all into 
your content calendar. We recommend scheduling content 3 months in advance. This way 
you’re always prepared well in advance, but not too far in advance, which might feel too 
overwhelming. If content is planned too far in advance, there’s also a risk of it becoming 
obsolete or no longer fitting within your marketing strategy. 

When to post 
Decide on a schedule that works best for your library. Depending on your resources, you 
might want to post new content daily, or only two to three times a week. Whichever you 
choose, keep it consistent!  
 
It’s also important to ensure whatever’s featured on your home page is still relevant. This is 
easy with BiblioWeb, as event cards will automatically unpublish when that event expires. 

Content calendar template 
We created a FREE content calendar template built with libraries in mind. Download it here.  

Takeaway: the value of seasonal content 
marketing 

Reach 
Seasonal content marketing enables you to promote your collection outside of the catalog in 
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interesting and engaging ways, reaching more patrons than ever before. 

Relevance  
Relatable content strengthens your relationship with your community by demonstrating to 
them that you understand and want to serve them with information that is relevant to their 
lives.  

Repeatability 
Many seasonal events are repeated every year. This makes your job creating and publishing 
content much easier in two key ways: 1) you can plan ahead rather than simply respond to 
what’s happening at any given time, and 2) you can reuse content from year to year. 
 
 
 
 
 
 
 

*** 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Questions? Comments? Thoughts? teresa@bibliocommons.com would be happy to help! 
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