
REBRAND & EDUCATIONAL CAMPAIGN



HISTORY AND BUSINESS NEED

“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


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

2017

2019/20

2020

2021

2022

2022/23
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2017
LEGISLATIVE 
BUDGET CUTS “Libraries are non-essential."

12 positions eliminated, including Communications and 
Marketing position.

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

Source: FY 18 Budget Reduction Planning, May 31, 2017

-31%
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https://ftpaspen.msl.mt.gov/EventResources/20170614_1_3215.pdf


2019/2020
EDUCATION 
INTERIM 
COMMITTEE 
STUDY OF 
STATE LIBRARY 
FUNDING

It became apparent to state officials that there was a 
significant lack of awareness about the role and 
responsibilities of the Montana State Library.

A state official suggested the State Library consider a name 
change because the State Library is not a traditional library.
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2020
COMMISSION 
ACTION TO 
APPROVE 
CAMPAIGN

On December 9, 2020, the State Library Commission voted 
to fund a branding contract from the State Library Trust at a 
total cost of $292,500. This amount is based on past 
experience for similar work.

Motion by Commissioner Behe and seconded by 
Commissioner Arlitsch to approve the proposal to seek 
out a contract for rebranding and the contract may be 
up to the total of $292,500. Motion passed unanimously.

The Commission determined that this work was critically 
important and that it was worth the funding to do it right.

Source: December 9, 2020 Minute Log (02:59:32) 
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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 
State Library Commission shall approve any distribution from the 
trust.

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

Source: FY 2023 1st Quarter Financial Report, October 12, 2022

https://ftpaspen.msl.mt.gov/EventResources/20221007150450_20681.pdf


2021
REQUEST 
FOR PROPOSAL 
AND 
CONTRACTING

The State Procurement Bureau of the Department of 
Administration led a Request for Proposal.

Given the dollar amount of the requisition, MSL received 
requisition authorization from the Governor's Budget Office.

8 firms responded to the RFP.

Hoffman York scored the highest of all applicants because 
of their relevant experience. They were also the only 
respondent with a physical office in Montana and 
connection to Montana state government.

The State Procurement helped to negotiate the contract 
which was approved by Department of Administration legal 
council, Mike Manion.



CONTRACT DELIVERABLES



Hoffman York's research revealed a major problem.

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

THE PROBLEM

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


THE SOLUTION

We are here

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.

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

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


Rollout Planning Process

1. TRANSLATE THE BRAND 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

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
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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.  

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.



Sample work 

for MT Department of Commerce
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POSTCARD MICROSITESOCIAL POSTS



Sample work 

for Come Home Montana
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MAILERTESTIMONIAL VIDEOS

https://www.comehomemontana.com/success-stories


Sample work 

for Wisconsin Economic Development Corporation
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PRINT AD

BUSINESS JOURNAL 

TAKEOVER ADS

SOCIAL ADS

OUT OF HOME



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

MEASURING SUCCESS



Examples of key metrics to evaluate 
success:

• Increased Talking Book patrons;

• Increased Real Time Network 
awareness and adoption;

• Increased Next Generation-911 
awareness and adoption;

• Etc.

KEY METRICS


