
 
 

Descriptive Summary 

Bee Local @ Fredricksen Library: A Honey & Local Foods Festival launched on September 17, 2011. Bee Local 

was designed to create collaborative relationships with local organizations and to target marketing of the library 

and the festival to non-users. The festival showcased the library as an inviting community center, increasing 

awareness of resources and collections. Finally, it promoted a sense of community among attendees.  Fredricksen 

Library’s event communication plan utilized a range of marketing outlets, including Web, print, and social media. 

Bee Local was an enormous success, with over 1,000 attendees and collaborative relationships which have 

continued to evolve.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Narrative 

 
Located in Camp Hill, Cumberland County, Pennsylvania, the Cleve J. Fredricksen Library is the largest and 

busiest library within the Cumberland County Library System, serving six local municipalities (Camp Hill, 

Lemoyne and Wormleysburg Boroughs, and the Townships of East Pennsboro, Hampden Township and Lower 

Allen) with a combined population of 79,913 individuals. These municipalities comprise the suburban center of 

the Harrisburg-Carlisle or Capital metro area, housing a largely Caucasian, well-educated, relatively affluent 

population within a more agrarian county
1
. Though geographically contiguous, the area lacks a “center,” which 

has been identified as an obstacle to the Library’s strategic goal of becoming the community's gathering place 

through innovative and collaborative programming. 

 

Library staff had noted an uptick in members of the community seeking information on local foods, drop sites for 

three local community supported agriculture (CSA) organizations within a one-block radius of the Library, and 

increased circulation of titles related to backyard gardening, beekeeping, and cooking with local and seasonal 

foods.  In 2011, the Library planned a community-centered festival based upon these three themes. 

 

 The Bee Local @ Fredricksen Festival was specifically designed to interest members of the local foods 

movement.  This is a large and growing segment of the population which has been the impetus behind a two-fold 

increase in direct-to-consumer sales between 1997 and 2007, a doubling of the number of farmers markets from 

1998 to 2009, and a tripling of the number of community supported agriculture (CSA) organizations in the United 

States.
2
   The local foods movement is a strong presence within Fredricksen Library’s service area.  Local 

demographics support research which has found that consumers who are female, older, more highly educated, 

higher income earners, and members of environmental groups are more likely to buy local foods.
3
 Despite 

increased interest from patrons and the growth of the local foods movement demographic, Fredricksen Library 

lacked any collaborative ties with local organizations related to the movement.  As a consequence, there was a 

recognized lack of marketing of library resources to the public by the library itself and through local 

organizations. With this in mind, the goals of the Festival were designed to: 

 

 Create new collaborative relationships with other local organizations active in backyard gardening, 

beekeeping and the local food movement 

 Use marketing of the festival to reach non-library users among the local foods movement demographic 

 Showcase the library as a welcoming environment for all visitors & increase awareness of resources and 

collections 

 Publicize and celebrate the conclusion of two large green energy construction projects at the library made 

possible through grants and a generous bequest from a library patron 

 Foster a sense of community among attendees 

 Ultimately establish Fredricksen Library as the community center for the local foods movement in our 

service area 

The Library identified the following audiences, including community partners with whom we wished to establish 

working collaborative relationships: 
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 Members of the local foods movement in our service area as well as the surrounding metro area 

 Organizations including Slow Food Harrisburg, South Central PA Buy Fresh Buy Local, the Pennsylvania 

Farm Bureau, the Pennsylvania Association for Sustainable Agriculture, and the Capital Area Beekeepers 

Association 

 Local farms and community supported agriculture (CSA) organizations 

 Community members interested in finding sources of local foods or honey. 

 

Fourteen library department heads met and created a library-wide initiative for the event. The Children’s Library 

planned and organized a series of crafts related to the topics for the Festival. The Teen Services Librarian 

organized the Teen Advisory Group to lead a painting with produce craft on the Festival grounds with materials 

and instructions provided by a local art studio. Circulation and reference staff developed displays of library 

materials and kept them stocked in the weeks leading up to the event to publicize the event and the resources 

available within the Library. The Library’s Marketing Coordinator designed, printed and produced all marketing 

materials in-house including fliers, posters, newspaper and magazine ads, yards signs, event programs, web, email 

and newsletter graphics, incorporating Fredricksen Library into each graphic.   Stock art was purchased and used 

in the design from istockphoto.com and photospin.com under their licensing agreements. Most importantly, our 

children’s librarian came up with the festival title, “Bee Local @ Fredricksen Library: Honey & Local Foods 

Festival,” which creatively incorporated the festival’s subjects with @ Fredricksen Library creating the library as 

destination. 

 

A program specialist organized the event logistics and conducted outreach with the identified organizations. We 

collaborated with our local Buy Fresh Buy Local and Pennsylvania Association of Sustainable Agriculture to 

define “local” and identify farm and CSA members to invite to participate in the Bee Local Farmers’ Market. Buy 

Fresh Buy Local also collaborated on the festival program, “The ABCs of CSAs,” moderating a five-member 

CSA panel. Collaboration with the Capital Area Beekeepers Association (CABA) included designating the library 

as the regional film premiere site for the award-winning “Queen of the Sun” movie, shown on the eve of the Bee 

Local festival.  This premiere yielded the Library’s largest ever film series night attendance.  CABA also 

presented their program “Beginning Beekeeping” at the Festival the following day.  A partnership with the Penn 

State Agricultural Extension and Center for Pollinator Research was developed for the “Gardening for Native 

Pollinators” festival program; the Extension also supplied a large display of live bees, wasps, hornets and other 

pollinators. Slow Food Harrisburg collaborated by featuring the organization’s national marketing program, the 

$5 Challenge, for the Festival and promoted the Festival to its membership. Twenty-five area farms and related 

nonprofits applied to be vendors at the outdoor Bee Local Farmers’ Market and likewise promoted and publicized 

the Festival to their customers. 

With a project budget of essentially $0 (all funds spent, save the cost of staff time, were underwritten by 

sponsors)
4
, the Library sought creative ways to publicize the event and capitalize on non-paid publicity. Extensive 

press releases were disseminated and free online event listings were also extensively utilized. The Library created 

an event page on Facebook which linked to each of the collaborating organizations and farms that were involved 

or attending the Festival. Through Facebook “shares,” the Library reached thousands of members of the public 

who had not specifically first clicked the Library’s own page. The Library also used its internal publicity, 

including its Patron Newsletter, its electronic newsletter, the ePatron, website listing, and email blasts to 

publicize the event. Given the goal of reaching non-library users, staff recognized the need to buy some print 

advertising, and the library’s Friends of Fredricksen group underwrote the cost of three print ads. Natural 

Awakenings Central PA Magazine, a free publication which describes itself as the area’s healthy living magazine 
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available at local health food stores, grocery stores, farmers’ markets, yoga studios and other like locations, was 

identified as a media partner.  The library negotiated a publicity package which included feature articles, two 

months of print ads at a large discount, and event listing. The library also identified an advertising page in Central 

Penn Parent, a local free parenting guide, titled “Fresh Local Produce” which listed local farmers’ markets and 

CSAs and negotiated a steeply discount print advertisement for the Festival. Finally, a print ad was purchased in 

the metro regional newspaper, the Harrisburg Patriot-News.   

To evaluate the success of the Bee Local @ Fredricksen Library project, the Library used the following metrics: 

 

 Attendance at the event 

 Proportion of attendees who were previously non-library users 

 Circulation of materials related to the festival subjects which were displayed at the Library before, during, 

and after the Festival 

 Continued collaborative partnerships with the identified organizations 

 Establishment of Fredricksen Library as a community center for the local foods movement 

 

Based on these criteria, the Festival was judged to be an enormous success. Attendance at both the Friday night 

film and the festival were the highest of any similar Library event held within the past decade. The Library 

anecdotally gathered information that many attendees, including at least 75% of the film attendees, had never 

been to Fredricksen Library before.  Circulation of the materials on display was so brisk that staff had difficulty 

keeping the displays stocked.  Displays on these topics have continued through the year in response to continued 

patron demand.  Collaboration with the outside groups has also continued. Multiple programs -- “The ABCs of 

CSA’s,” Introduction to Geo-caching, "Getting Started with Beekeeping" and “Master Gardeners Plant Clinics”—

have resulted from the relationships established by the Festival. 

 

Finally, judged by the ultimate goal of the Library becoming a community center, including becoming the center 

of the local foods movement, the event was an unparalleled success. A seasonal, open air producer’s-only 

farmers’ market is set to open on the Library grounds in May 2012, drawing hundreds of previous library non-

users to the Library and offering opportunities for continuing cross-programming. The market is run by Farmers 

on Walnut, a group which emerged directly from the Bee Local Farmers’ Market at the 2011 Festival. 

 

Bee Local @ Fredricksen Library has been such a successful model for the Library to increase visibility, create 

working collaborative relationships, and attract new non-library users of the community that we plan to replicate 

the festival in 2012 with the theme of Bee Well @ Bee Local.  Using the public relations model of the first 

festival to create new collaborative relationships with wellness groups in our community, this second year festival 

will market the health and wellness related collections and resources in the Library, and reach out to yet another 

new target audience. 
 



Festival Marketing Campaign

Bee Local @ Fredricksen Library: 

Honey & Local Foods Festival



Needs Assessment
 Library staff noticed a confluence of interest in the local foods 

movement: the establishment of three community supported 
agriculture (CSA) organization’s pick-up sites within a one block 
radius of the Library, an increase in interest in Library materials on 
related subjects, and press coverage on initiatives of other 
libraries.  These include articles Fresh Veggies @ Your Library and 
Seed Lending Libraries Bloom in American Libraries, numerous 
mentions of libraries starting seed lending collections (such as 
http://westcliffegrows.weebly.com/ and 
http://www.richmondgrows.org/), and the growth of libraries 
which are hosting farmers’ markets, such as Spout Springs,  GA, 
Howard County, MD, Urbana, MD, and the Topeka and Shawnee 
County Public Library.

http://westcliffegrows.weebly.com/
http://www.richmondgrows.org/


April – May 2011  Based on patrons’ interest, a growing local foods movement and related 
organizations which were identified as potential target audiences, the 
Library sought to become the community’s gathering place 
(Fredricksen Library Strategic Plan). Library staff discussed possible 
programs to interest the local foods movement proponents in the 
Library. 

 The Library determined that it needed to reach the leading 
organizations in the local foods movement in our area as well as 
members of the public, demonstrate that the Library was an inviting 
community gathering place, and raise awareness of the Library’s 
collections and resources.

 The concept of a local food and honey festival with programs, a 
farmers’ market, a related film, and children’s activities was outlined.

 The Children’s Librarian crafted the event name, “Bee Local @ 
Fredricksen Library: A Honey & Local Foods Festival.”

 The Marketing Coordinator developed the Festival graphics for use on 
fliers, programs, press releases, email, webpages, and other materials 
(examples shown).

 A program specialist was identified among the existing staff to conduct 
outreach and organize the Festival.



Marketing To and Through Other 

Organizations

 The program specialist conducted outreach to South 

Central PA Buy Fresh Buy Local, the Capital Area 

Beekeepers Association, the Pennsylvania Association of 

Sustainable Agriculture, Slow Food Harrisburg, the Penn 

State Extension Master Gardeners and the Penn State 

Center for Pollinator Research. Working with these 

organizations, festival speaker programs were developed 

and partnerships for cross-promotion of the event to 

organizational members were made.



Use of Social Media
 The Library made extensive use of 

social media to publicize the festival 
at no cost. 

 An event page for the Festival was 
created on Facebook 
(https://www.facebook.com/page
s/Bee-Local-at-Fredricksen-
Library/194378687281475?ref=tn
_tnmn)

 Through use of shares and linking 
to other Facebook pages, the 
Library expanded its reach from 
those who already “liked” the 
Library to those who “liked” any of 
the farms, organizations, and 
speakers who were participating in 
the Festival.

An example of the Library’s use of 

Facebook to reach a larger audience. 

This post reached not only the 

approximately 800 people who “like” 

the Library or the Bee Local Festival 

event, but also 7,689 more Facebook 

users who “liked” a partner or farm 

whose page was linked to.

https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn
https://www.facebook.com/pages/Bee-Local-at-Fredricksen-Library/194378687281475?ref=tn_tnmn


Use of Social Media

 Partners and participating 

farms also publicized the 

event on their webpages 

and Facebook pages 

(example of partner South 

Central PA Buy Fresh Buy 

Local’s marketing of Bee 

Local @ Fredricksen 

Library is displayed left).



Use of Promotional Materials
 The Library’s Marketing 

Coordinator developed a series 
of promotional materials in-
house for use to publicize the 
event. Materials included 
postcards, fliers, posters, 
articles in the Library’s Patron
Newsletter and ePatron
electronic newsletter, an event 
specific “Bee Mail” to the 
Library’s email recipients, and 
event page on the Library’s 
website 
(www.fredricksenlibrary.org),  
and more. Promotional poster designed by 

Library Marketing Coordinator. 

Posters were distributed to local 

stores, garden centers, farm markets, 

and other outlets for display.

http://www.fredricksenlibrary.org/


Internal Marketing Pieces

Article from the Library’s Patron Newsletter “BeeMail” sent to the Library’s email 

subscribers



Use of Local Web Media
The Program Specialist conducted outreach to local 

gardening and farming columnists and bloggers. Punk 

Rock Gardens, a prominent local gardening blog, 

posted about the event.

George Weigel, a well-known gardening columnist in 

the leading local newspaper, featured the festival on 

his website and in his newspaper column‘s event 

listings.



Use of Print Media A media package was 

arranged with Natural 

Awakenings Magazine, a 

free monthly magazine 

related to health, 

wellness and natural 

foods. The event was 

featured in articles, 

calendar listings, and 

print advertisements in 

July, August, and 

September 2011. 



Use of Print Media

To reach families 

with children, an 

ad was purchased 

in Central Penn 

Parent on its 

Fresh Local 

Produce page, a 

monthly feature 

that lists local 

farms and 

farmers’ markets.



Use of Print Media

A print advertisement and 

event write-up were featured in 

the Harrisburg Patriot News’s 

Go! Section, a weekly 

entertainment guide.  The 

Patriot News reaches 492,000 

readers weekly through its print 

and online editions.



Other Marketing Initiatives
 As part of the Library's plan to make use of 

low- or no-cost publicity, the Library planned a 
donation of festival related items to the Simply 
the Best Gala's Silent Auction. 

 Fredricksen Library has won "Simply the Best 
Library" through a reader chosen poll in 
Harrisburg Magazine, Central PA's premier 
monthly regional magazine for the last seven 
years. 

 Simply the Best winners are invited to a gala, 
where a silent auction of items donated by the 
Simply the Best winners & nominees benefits 
the Leukemia & Lymphoma Society. 

 The Library donated a "Bee Local" basket for 
auction that contained books on local foods, a 
festival t-shirt & information, a Buy Fresh Buy 
Local tote, farmers' market vendors' products, 
and gift certificates. The basket was on display 
to the over 1,000 gala attendees and was 
accompanied by a festival poster and take-away 
postcards publicizing the event and its 
offerings.



Program 

Evaluation

Bee Local @ 
Fredricksen Library was 
judged to be both an 
event and marketing 
success. The Library 
experienced record 
attendance at many of 
the festival events, has 
continued sustained 
collaborative working 
relationships with many 
of the partner 
organizations, and an 
onsite seasonal 
producer’s-only farmers’ 
market is slated to start 
in May 2012. The 
Library is now the 
destination of choice 
for members of the local 
foods movement.



Proposal for 

Farmers on 

Walnut @ 

Fredricksen 

Library

Farmers on Walnut will 
operate a seasonal, 
producer’s -only 
farmers’ market on the 
Library grounds.


































































































