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or - Displays 101

 “Patrons always gravitate to a small universe of books”

(Saricks’s First Rule of Displays)
What displays accomplish…
(an opportunity to market our collections

( increase circulation

( increase patron satisfaction - remind readers we want them to find

titles they enjoy

(life-savers for staff when our minds go blank

(a method of reminding staff and readers of gems that might otherwise

languish in the stacks
     (
  statistics that validate our readers’ advisory service
In the Library

Displays should be… 

· visible

(easily accessible / browsable 

(tactile 

(low-maintenance but kept well-stocked 
(thoughtfully placed at points of “purchase”

(by checkout lines / self-checkout stations
(at established locations so readers learn where to expect displays

(near the desk and where we work with readers

(responsibility of all staff members 

(filled with thoughtfully selected materials – readers view these as 

“recommended” 

(planned – think a month or two ahead (and have an alternative display 

idea in case everything gets checked out in the first week!) 

(filled with a variety of media – books (fiction and nonfiction), movies, 

audio books, music, software - and more 

(    tracked—count, record, and report circulation

Displays do not need to be… 
(artistically arranged with props

(on special fixtures

(big and/or difficult to maintain

(titled – although a sign that advertises the topic helps 

On the Web 

Web Displays should…
(list new materials added to collection

(share what we’re reading

(provide topical lists, preferably with annotations

(link to commercial readers’ advisory products

(link to free products readers/viewers should know about

(advertise displays in the library

Required “Marketing” reading for librarians: Paco Underhill’s Why We Buy: The Science of Shopping. Simon & Schuster, 1999.
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