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HISTORY AND BUSINESS NEED

GOAL:
Grow awareness of MSL’s mission and programs to increase

the value returned to the state and its residents.

“Libraries are non-essential.”

Source: MSL Brand Findings and Positioning, February 9, 2022
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https://ftpaspen.msl.mt.gov/EventResources/20220209140017_20677.pdf

2017
2019/20
2020
2021

2022
2022/23

TIMELINE

Legislative budget cuts

Interim study of State Library funding
Commission action to approve campaign
Request for Proposal, contracting, and initial
campaign investigation

Determination of new State Library brand
Educational Campaign
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2017
LEGISLATIVE
BUDGET CUTS

Montana State Library General Fund Appropriations

*in millions
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“Libraries are non-essential."

12 positions eliminated, including Communications and
Marketing position.

31% or approximately $1.0M of General Fund budget cut.

Source: EY 18 Budget Reduction Planning, May 31, 2017
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https://ftpaspen.msl.mt.gov/EventResources/20170614_1_3215.pdf

2019/2020
EDUCATION ~
It became apparent to state officials that there was a

| NTE R I M significant lack of awareness about the role and

responsibilities of the Montana State Library.
COMMITTEE
STUDY OF

A state official suggested the State Library consider a name
S | A | |: I_ I B RARY change belclausg?r?e State Library is Inot a)tltraditilonal library.

FUNDING
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2020
COMMISSION
ACTION TO
APPROVE
CAMPAIGN

Source: December 9, 2020 Minute Log (02:59:32)

MONTANA STATE LIBRARY 6




THE STATE LIBRARY TRUST AUTHORITY

« 22-1-103. State library commission -- authority. The state library
commission may:
— (b) accept, receive, and administer any gifts, donations, bequests, and
legacies made to the Montana state library. Unless otherwise provided by the

donor, gifts, donations, bequests, and legacies must be deposited in the
Montana state library trust established in 22-1-225.

 Per the Trust Policy: Donated funds will be to provide
enhancements to library services over and above normal
operating services. Donated funds will not be used for items such
as employee salaries, employee benefits, routine operational
expenses, or for established ‘ongoing maintenance contracts unless
authorized by the State Librarian and State Library Commission. The
tStatte Library Commission shall approve any distribution from the
rust.

Source; MSL Commission Trust Policy
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https://leg.mt.gov/bills/mca/title_0220/chapter_0010/part_0020/section_0250/0220-0010-0020-0250.html
http://intradocs.msl.mt.gov/Central_Services/Staff_Handbook/comm_pols/20_libtrust.pdf

THE STATE LIBRARY TRUST EXPENDITURES

SLEw 51,758
' 51,755

51,750

§1,745

MSL Trust Balance Q1 2023

51,749 $1,736

$1.700 51,740

51,650

el

51,735
———

51,746 51,740

1,703
§1,729

Trust Projects

*as of Q1 2023
Rebranding Project
MT Heritage’Center Sensory Tl

Budget Expenses Balance Status

S 292,500 S 146,028 S 146,472 Ongoing
B F5000008 & -7 s 250000 Ongbing

]
= s

Total

> 542,500 S 146,028 5 396,472

Source: FY 2023 1st Quarter Financial Report, October 12, 2022
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https://ftpaspen.msl.mt.gov/EventResources/20221007150450_20681.pdf

2021

REQUEST

FOR PROPOSAL
AND
CONTRACTING




CONTRACT DELIVERABLES

Milestone Phase

Invoice amount

Holdback Amount @ 15%

Payment Amount

1. Research & Discovery $38.250.00 $5.737.50 $32.512.50
Contract
Revised 08/2019
1Sign Envelope ID- 16596443-25CE-4EB5-BBIE-50F524C64C03
2. Brand Development — Part One $54.500.00 $8.175.00 $46.325.00
3. Brand Development — Part Two $30.750.00 $4.612.5 $26.137.50
Project Acceptance (To Date) $18.525.00 N/A $18.525.00
4. Campaign Planning & Creative $68.000.00 $10.200.00 $57.800.00
5. Media Buy & Campaign Launch $18.500.00 $2.775.00 $15.725.00
Project Acceptance (Completion) $12.975.00 N/A $12.975.00
PROJECT SUBTOTAL: $210,000.00




THE PROBLEM

Hoffman York's research revealed a major problem.

GOAL:
Grow awareness of MSL’s mission and programs to increase

the value returned to the state and its residents.

Source: MSL Brand Findings and Positioning, February 9, 2022



https://ftpaspen.msl.mt.gov/EventResources/20220209140017_20677.pdf

THE SOLUTION

RESEARCH & DISCOVERY

Brand Strategy &
Positioning

Agency Onboarding Stakeholder Input

BRAND DEVELOPMENT

Value Naming & Logo
Proposition & Exploration;
Messaging Validation

Branded
Communications We are here
Materials

Visual Identity &
Language

CAMPAIGN PLANNING & CREATIVE

Creative
Execution/
Production

Internal . :
Launch Media Brand Creative

Planning

Planning Activation Development

MEDIA BUY AND CAMPAIGN LAUNCH

Media Buying Campaign Launch Wrap-up & Delivery

Source: MSL Brand Findings and Positioning, February 9, 2022



https://ftpaspen.msl.mt.gov/EventResources/20220209140017_20677.pdf

EDUCATIONAL CAMPAIGN

Without an educational campaign to reach these audiences, the
brand Is just a brand, the project is only half completed, and THE
PROBLEM IS NOT SOLVED.

Audiences
Data & Info Programs

Source: MSL Brand Findings and Positioning, February 9, 2022



https://ftpaspen.msl.mt.gov/EventResources/20220209140017_20677.pdf

Rollout Planning Process

1. TRANSLATE THEBRAND INTO MEANINGFUL MESSAGES

Use the brand work as a base for awareness-building
communications that educate key audiences on the value of
Montana State Library’s products and services.

2. UTILIZE MULTIPLE MEDIA DISCIPLINES TO COMMUNICATE EFFICIENTLY

Identify existing no-to-low cost channels to build awareness for
the brand messages,; deploy targeted paid media to encourage
key audiences to use more MSL services, more often.
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Plan Foundations

7

To maximize impact for minimal cost, we'll develop
an integrated communications strategy:

« Owned (website, social channels, e-mail)
- Earned (PR)

« Shared (partner channels)
* Paid (inexpensive, highly targeted digital/social)
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HY Campaign Experience

WMONIANA

COME HOME

MONTANA

WISCENSIN

ECONOMIC DEVELOPMENT

A cooperative effort between DLI and DOC to develop and promote an ARPA-
funded health care worker relocation reimbursement program, spearheaded by
the Governor, to help attract new health care employees to the state to fill
existing vacancies.

A workforce attraction effort designed to bring economic vibrancy back to rural
Montana by compelling former residents to move back home and work their
existing jobs remotely from Montana, with a focus on small towns and rural areas.

A rebranding initiative designed to unify disparate programs across the state—
including business and community development, entrepreneurship, rural
prosperity and global trade—to build repute and value for the agency.
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Sample work
for MT Department of Commerce

POSTCARD SOCIAL POSTS MICROSITE
WMGNIANA — T

CARE " MONTANA

U0 WHERE YOU WORK,
YO UUNERE YOU (IVE,

2 Yy §
8 JHEUOCATE TO MONTANA L |

YOUR JOB.
WHEREYOU ARE.

0 a slower

r Greg Gianforte's CARE (Claim Alloy n Expenses) in Montana

Montana for an eligible health care job. FOR EMPLOYERS

EXPLORE JOB LISTINGS
Program offers participants up to $12,500 for moving expenses when they relocate to

Browse qualified job fstings and find the right fitfor you.

Apply with the employer and complete the interview process.

Once you find employment, move to Montana and start your new position.

Submit efigile relocation receipts to your new employer and receive reimbursement.

VIEW FULL PROGRAM DETAILS
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Sample work
for Come Home Montana

TESTIMONIAL VIDEOS MAILER

THE MONTANAN IN YOU?
—— ITS IN HERE. —

ANGELA C. & TIK. K.

> 0:00/0:34 W T

IT'S THE INSTINCT i X = ol

TO GET THE JOB DONE WITH % 2T KNOWING A SIDEWALK IS A

YOUR OWN TWO HANDS. r 3 .} J s PLACE TO GREET NEIGHBORS
~ | \= 4 BY NAME.
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https://www.comehomemontana.com/success-stories

Sample work

for Wisconsin Economic Development Corporation

PRINT AD

RIBBON CUTTINGS EXPANSIVEGP! RTﬂ AMBITIOUS VISION
GLOBAL TEAMWORK PRIMELOCATIONS ‘:"SMART STRATEGY
COLLABORATIVE PARTNERSHIPS:, THOUGHTFUL INVESTMENT

ECONOMIC DEVELOPMENT

OuUT OF HOME

SOCIAL ADS

we | |VE ror

WISCONSIN'S SUCCESS

WISCENSIN

We ive for strong business, thriving communities,
an engaged and fulfilled workforce and the overall

ECONOMIC DEVELOPMENT wedc.org

MLGUKFURWARD L BUSINESS ‘]OURNAI—

_WITH US> TAKEOVER ADS

e

WISCUNSIN




FY22 Come Home Montana Overview - Final Campaign Metrics

Direct Mail Performance

Highlights the Septamber 2020 direct mal drop v. the Apeil 2021 direct mail drop.

Notes on Come Home Montana: Direct Mail Program
Mailer 42 Proliminary Resuts (all ma iped on Apeil 7th, 20

ind mailoe - Googhe Analylics has messured nearly 900 QR

o Wetssto b

Diroct Mall Traffic to Website - Peaks Represent Impacts Caused by Direct Mailers

i
|

e

N

MEASURING SUCCESS

How will we know we are achieving success?
Hoffman York reports "Return on Ideas.”

Direct Mail Sessions (Drop £2) - First 45 Days v. Previous 45 Days

1 '704 ~37339% (1.344)

A

Key Delivery KPIs To-Date

Comparisons show YTD metrics v. previous reporting period.

Notes on Come Home Montana Campaign
Campaign overview

slivered to date

ave be
* and "Working in Monlana” pages w
combined total

ampaign's marketing initiatives to-date

1y 4.3 million promotional impre

» Over 62K tolal web:
o The "Information Req;

of all next page interactions from

the most visited s since the new site launched - each

the campaign traffic (64'

+ Primarily all traffic ome from the

« Paid madia has spent around $84K in media, delivering n
period (savings will be reinvested in FY23 initiatives)

ana.com) launched on April 1, 2022 lo

gn time

uring the FY22 camg

ons to-date. Spent 95% of the authorized budget on larget

obusl resource for those looking to return
ved on April 11, 2022

provide a mo

« Updated websil comehomeme

eshed and relaun:

am were

» Social creative @ and video) on Linkedin, Face

Targeling parameters

approved - budgets are currently approved through June
s on Link

vertising was paused in January as campaigns were adjusted for 2022 and new budgets wer
of are part of MUS sport leam me

* Come Home

din, exclusive of Montana

iber grouy

Jely targel .S, adults who attended Montana colleg
g = NIA_Age filter o target 21.64 alumnae applied where

+ Search ads are fargeting active U.S. searchers of relevant keywords who do not reside in Montana

Dates for all data under Campaign Results June 1, 2021 - June 30, 2022

Website Sessions by Month Come Home Montana - Ad Interactions by State

Visits Clicks

+
7,841 | 452%
o
5K
I 75K

5.42%
Social - Video

T.44%
Social (Faid
7.93%

Referal v

16.67%
Direct

17.5€
6,067 8212 6,080
5,a79)

Organic Search

Total Site Visits

62,623

Total Ad Impressions

4,290,244

Total Ad Clicks

47,469

Total Media Spend

141%

$84,584

Website Sessions by Traffic Medium

31.18%

24.99%
Sacial - Static




KEY METRICS

Examples of key metrics to evaluate — G raosmuancsoocsenvices I

FY 23 NEW PATRONS FY 23 CIRCULATION FY 23 VOLUNTEER HOURS

SUCCesSs: = — .
Increased Talking Book patrons; o iil

11,300 20.0

FY 2023 70
W rY 2022

Jul

0.0

Gran.. ul Aug Sep Oct Grand
——— T =t & =
25 EEEREEEEE Total

L
zZ & 2
FY 23 new Talking Book patrons. So far this year, Montana
added 75 new patrons. Since Montana transitioned to FY 23 Talking Book digital baok, braille, and large type FY 23 volunteer hours. No volunteers logged hours in July due
delivering services through a contract with Utah State Library,  circulation. Since initiating services under the new contract, to a flood in the MSL building.

a total of 121 new patrons applied for access (this includes 46 MSL has observed a significant increase in circulation.
from June 2022).

awareness an d ad o) ptlo n: T ———_——————

Jun

18

12 84 55 |1

Increased Next Generation- @

; T 7s'oaics
Judicial {12548] L 7%

= 3,140
body 335 33,03
L 4 e 284
W I ’ 1 1 w
ul Aug Sep act Grand
Total
Maptese
FY 23 top 15 titles from the Montana Recording Pragram. Titles FY 23 new books produced by MSL's recording program and
. are downloaded by patrons around the country. So far in FY  loaded to BARD (Braille and Audio Reading Download). A total  Map of FY 23 Montana Recording Program downloads based on
23, Montana titles have been downloaded 2,504 times, of 18 books have been added so far this year, the patrons' home libraries.
[ ]

Last updated 11/10/2022. Updated monthly.




