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“Half the money I spend on 

advertising is wasted. The trouble is I 

don’t know which half.”

-- John Wanamaker
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Moving public 
libraries to a 
demand based 
approach

Libraries have historically taken a supply based 

approach

Using data and online software tools, we are helping 

libraries move to a demand based approach

Demand based is market oriented and customer driven

Customer driven = tailoring services for your 

customer’s needs, interests, and concerns

We take a page out of the private sector book
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Community intelligence Responsiveness

Brand promiseDialog & engagement

CUSTOMER 
DRIVEN 

SERVICES

The ability of the Library, as an organization, to 
regularly PEST scan and quickly adapt to changing 
circumstances

Create a meaningful identity and message and 
make a public commitment to deliver the promise

Use data and analytics to predict customer 
needs and measure service responses

Dialog is a commitment to listen
Engagement is a commitment to be involved

Four components of a customer driven approach
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We take a top down and bottom up approach

Service area 

data and issues

Community wide strategies

Service area strategies

Service Delivery Methods

OUTLETS VIRTUAL

SPECIAL 
SERVICES PARTNERS

Community wide 

data and issue

OUTCOMES
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We start by 
asking three 
questions

1. Who are we serving and not serving?

2. Are there any surprises?

3. What are the service implications with 

respect to eight domains of service?

Customer relationship management

Checkouts and collection development

Programs

Staff alignment

Use of facilities

Marketing and communications

Partnerships

Consumer technologies

...this is a really good place to start...
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Data rules
1. LIBRARY DATA

2. SEGMENTATION DATA

3. LOCAL DATAWe use three types of data
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1
Library data

Pull data from your ILS and other internal sources

Customers

Checkouts (physical and electronic)

Other data...summer reading, program attendance, 

computer use, database use, and more)

Checkouts and other usage data are attributes of the 

customer

Geocode customer location -- an address becomes a 

latitude and longitude

Data is available at the household level

Data is aggregated by block group and service area to 

protect individual privacy
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Smaller than tracts

Smallest level for Census statistically valid 
sample survey data

Smallest level to use segmentation data

About block groups

Consistency between Census and segment data

Don’t necessarily align with city boundaries

Size and shape varies to balance population 
within the tract
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One service area per outlet

Covers the entire population and geography

Comprised of block groups

Boundaries set by library administration

About service areas

Takes into account cultural features, natural 
and built boundaries, topography and 
landform, travel patterns, and so forth

Measurement tool

Doesn’t prescribe user behavior
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2
Segmentation 
data

Market segmentation is the categorization of existing 
or potential customers into groups based upon common 
characteristics such as age, gender, income, and 
geography or other attributes relating to consumption 
behavior

Data sources include U.S. Census Bureau, STI 
demographic updates and projections, real estate 
transactions and housing starts, and consumer market 
surveys

Methodology combines factor analysis, recursive 
partitioning, and data mining techniques

Market segmentation is a 
model of reality
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Who are our best customers?

What are they like?

How do we communicate with them?

Where can we find more like them?
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Market segmentation discerns the difference between how people appear vs how they behave

How people look How people act

    Demographics        Lifestage        Needs    Attitudes

Married couple

Household Income $125,000

Married couple

Household Income $125,000

Two kids under 10

Both parents work

Looks for new menu ideas

Value oriented menus

Cooking club member

Value shopper

Prefers low fat products

Enjoys cooking

Convenience shopper

Prefers organic foods

Doesn’t enjoy cooking

Ready-to-eat products

Pre-cooked entrees

Home grocery delivery services

Two kids under 10

Both parents work
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Remember -- segmentation is a model of 
reality

Market segmentation strives to balance 
between similarities and differences

For each block group there is one dominant 
segment and one subdominant segment

Even when people live in the block group 
who don’t fit the dominant profile, they still 
share most of data points (age, income, 
race/ethnicity, etc.)

There will always be pockets of people who 
don’t match up to the dominant segment (e.
g., assisted living facility of 100 people in a 
block group of 1,500 people)

Important things about segmentation
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LandScape segmentation system by STI

STI's data is used by companies from a wide range of industries: retail, real estate, healthcare, telecom, 
utilities, and finance. As diverse as they are, customers share one common denominator: they all want to 

make more informed, accurate, and profitable business decisions. 

Clients include Kroger, Walgreens, Family Dollar, Del Taco, Crosland, Centris, and many others.

72 segments are organized into 15 groups

Some subset of these segments are in your library’s jurisdiction
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Robust to reveal customer differences

Nationally scaled to reveal trends

Dynamic, current, and stable so it is reliable 

and predictive

Paints a picture of the customer that informs 

organizational level decisions

Enables an organization to manage a diverse 

and growing portfolio of customers

Understand the complexity and landscape of 

customer households

Get connected quickly with your community 

issues

Align strategies and resources

Improve how you tell your stories

Be a data-driven, evidence-based 

organization to manage a diverse and 
growing portfolio of customers  

How market segmentation helps libraries

Background 21



3
Local data

Local geographic and neighborhood data 

Local (block group level) demographic and socio-
economic data
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Case Studies
Leading public libraries 
nationally using market 
segmentation

Denver Public Library

Las Vegas-Clark County Public Library

Virginia Beach Public Library

There are more examples, but not enough time…

Anythink Libraries

Dallas Public Library

Gail Borden Public Library

Huntsville Madison County Public Library

Milwaukee Public Library

Nevada State Library

Omaha Public Library

Pierce County Public Library

Skokie Public Library

Topeka Shawnee County Public Library
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Denver Public 
Library
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One example from DPL’s strategic plan

Combining market segmentation and 
library data we found that 33% of the 
population is in two segments (called 
“Metropolitans” and “Metro Renters”) that 
account for 38% of total checkouts

Service implication: lots of checkout 

eggs in one basket

Service approach: develop a customer 

loyalty program for high checkout 
segments and fast track virtual services

http://civictechnologies.com/communityconnect-case-studies
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Las Vegas 
Clark County 
Library District
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http://civictechnologies.com/communityconnect-case-studies

54 out of 65 segments

26 kinds of family households

13 kinds of senior households
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System wide:  39% market share

Top family segments:

Up and Coming Families: 285,000 people / 77,000 patrons =   27% market share

Industrious Urban Fringe: 97,000 people / 25,000 patrons =   25% market share
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Sin City: Up and Coming Families: 285,000 people/77,000 customers
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Virginia Beach 
Public Library
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