
2013 JCD Applications
DUE FEBRUARY 1, 2013 

ELECTRONIC APPLICATIONS ONLY
ELIGIBILITY

Strategic library communication campaigns may be 

submitted by any library, Friends group, consulting 

agency or service provider. The only exclusions are  

institutions represented by John Cotton Dana Award  

Committee members, John Cotton Dana Award  

Committee members from the previous year,  

organizational units of the American Library  

Association, and EBSCO Publishing and the H.W.  

Wilson Foundation.

A JCD application must be a public relations/strategic 

communication program that occurred entirely 

during 2012, the 2011-2012 academic year, or a 

multi-year project completed in 2012.

ENTRY DESCRIPTION

Each entry must include:

1. An official Application Form pdf

2. A concise descriptive summary of the campaign 

(100 words or less)

3. A narrative summarizing the campaign’s Needs 

Assessment and Planning, Implementation & 

Creativity, and Evaluation.  This narrative must 

be no longer than three pages total (minimum 

10pt font).

Entries no longer require a presentation portfolio. 

An electronic file (PDF, PowerPoint, Word document, 

etc.) containing your three-page narrative and any 

supporting materials that show evidence of your 

work are all that your entry requires.  

Electronic submissions are required. Contact the JCD  

Chair for questions or any additional information.

Supporting materials can include any of the 

following:

• Photos

• Clippings or media coverage

• Testimonials and patron comments

• Research

• Key messages

• Promotional pieces

• Screen shots of Web sites, electronic or 
social media promotion.

Entry forms are available online from the American 

Library Association and EBSCO Publishing 

(www.ebscohost.com/jcd)

Incomplete or late entries will be disqualified. 

COPYRIGHT AND PUBLICATION PERMISSIONS

The John Cotton Dana Awards encourage creativity 

in library communications. However, if you plan to 

use trademarked or copyrighted material for any 

portion of your communication project, you must 

obtain permission before use, and include 

documentation with your entry. Entries including 

copyrighted material without legal written 

permission from the owner will be disqualified. By 

submitting an entry, all applicants agree to have 

their programs considered for publication and grant 

the American Library Association, EBSCO Publishing, 

and the H.W. Wilson full rights to publicize entries 

selected for publication, including reproduction of 

selected sample illustrations and video clips.

ANNOUNCING THE AWARDS

Awards for entries selected will be announced in 

April 2013. All entrants will be invited to attend a 

special John Cotton Dana Awards Reception 

sponsored by EBSCO Publishing, the H.W. Wilson, 

and ALA at the ALA Annual Conference, where 

award-winning campaigns will be honored.

file:///C:%5CDocuments%20andSettings%5Cosaylor%5CDesktop%5Cwww.ebscohost.com%5Cjcd


Please complete this form and send it with your 

entry to arrive on or before February 1, 2013.

Email your entry to:  johncottondana@ala.org

Library Category:

All types of libraries are welcome to enter, and 

international entries are welcome. Entry narrative 

must be in English for review.

College/University

Public

School

Special

State

Friends Group

Library Associations

Library Consortia

  Other ________________________________

  Country: United State of America

Materials Included:

Send electronic versions of materials or appropriate 

websites used as part of the Strategic 

Communication Program you are entering for the 

John Cotton Dana Award. You do not need to 

produce additional media support exclusively for 

your entry.

Essential:

Project Narrative

Overall Presentation (.PDF, .DOC, .PPT, etc.)

Optional:

Video, Audio, photos, PDFs, etc.

Please type your answers; include separate pages as 

necessary.

1. Sent by: Hood River County Library District

(name of library, agency, or organization)

Address:  502 State Street

City: Hood River

State: OR   Zip or mail code: 97031

Country: United States of America

Phone: 541-386-2535  Fax: 541-386-3835

  Library Director’s name: Buzzy Nielsen

Contact Person for Entry:

Name: Buzzy Nielsen Title: Library Director

Email: buzzy@hoodriverlibrary.org

Phone: 541-387-7062

2. Short, Descriptive Title of Entry Submitted:

Rebooting Hood River County's Libraries

3.  Duration of public relations/strategic 

communication program entered. The program must 

have occurred entirely during 2012, the 2011-2012 

academic year, or a multi-year project completed in 

2012.

Starting date: November 2010

Ending date:  July 2012

4. Budget (entries are evaluated in budget 

category):  

Total annual library budget (including payroll): 

$985,005

Cost of strategic communications program being 

submitted:

Cost to library:   $60,000

Value of in-kind contributions: $5,000

Total cost of communication program: $65,000

5. Project Participants:

Library staffing levels and budgets vary widely. Give 

reviewers a general idea of how your entry was 

developed and implemented. How much of your 

project was done by library employees?

In-House Contributions 

Library staff did the bulk of the work, promotion,  

and design, with some involvement by volunteers  

and library affiliate groups (Friends and  

Foundation) as noted in the narrative.

mailto:johncottondanaaward@ala.org


External Support:

Did you use the services of an outside professional(s) 

on this program (for example, an advertising or 

public relations firm, media production Company, 

graphic designer)?

 Yes No

If “yes,” list the services, vendors, and costs:

In-kind contributions by graphic designers for logo  

design as well as creation of letterhead, website  

design, and use guidelines. Estimated value:  

$2,500. 

6. Copyright/Trademark:

Did you use copyrighted materials?      Yes  

No

If “yes,” are written copyright use permission letters 

included for any copyrighted or trademarked 

material?    Yes        No

NOTE: If any copyrighted material is used in your  

project, you must include a written release from the  

copyright owner or your entry will be eliminated.

 



February 1, 2013

ALA/LLAMA
JCD Entry
50 E. Huron 
Chicago, IL  60611-2788 

Dear John Cotton Dana Library Public Relations Award review committee:

Thank you for considering our application for the John Cotton Dana Library Public Relations Award. 
We are a young library, only one and a half years old, but we believe that our efforts described in the 
attached application are nonetheless remarkable. We hope that you think so as well. Below please find 
our project description.

Most libraries are fortunate to never have to engage in the type of public relations campaign 
faced by Hood River County Library District. In July 2010, it became the third county-run 
library in Oregon to close, resulting in the shuttering of three libraries. When those libraries 
reopened in July 2011 as an independent district, the new governing board and staff were faced 
with the task of rebooting the public's relationship with their libraries, a monumental public 
relations task. Through careful planning and a heavy focus on outreach, the new library district 
is once again a valued part of its community.

If you have any questions about our application, please do not hesitate to contact me via email at 
buzzy@hoodriverlibrary.org or via mobile phone at 971-270-0527.

Sincerely,

Matthew “Buzzy” Nielsen
Library Director
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Needs assessment and planning
A bit of history is necessary to understand the context of Hood River County Library District's reinvention campaign. Due 
to several budget pressures, Hood River County de-funded its libraries. The County Commissioners placed a measure on 
the ballot in May 2010 to create a special library district. The measure failed. On July 1, 2010, the doors of three libraries in 
Hood River, Cascade Locks, and Parkdale were shuttered. They reopened only after the passage of a grassroots second 
measure, asking for less funding, in November 2010, which passed only by 53-47%. That second measure created the Hood 
River County Library District, an independent governmental entity that took up delivery of library services for the county.
 
The library district's new governing board had many astounding tasks ahead of it, including completely recreating the 
structures of the libraries as a new entity, independent of the county government. However, they also knew from the start 
that public relations would be the cornerstone of what they did. The new board identified three main challenges almost 
immediately: 1) how to communicate that the libraries were different now; 2) convincing the divided community that 
creating the library district was not a mistake; and, 3) reaching out to populations who historically were not well-served. 
With these frames in mind, the board could approach how to reboot the libraries' public relations. They benefited from 
three sources to determine their approach: the newly-released 2010 Census data, information gleaned from the failure of 
the first ballot measure, and the networks and information generated by the second successful measure.

Hood River County's demographics provide particular challenges to effective public relations. It is a small jurisdiction 
located in north central Oregon along the Columbia River, about forty miles east of Portland. The county is fortunate to be 
a part of the Columbia River Gorge National Scenic Area and to have Mount Hood, the tallest mountain in Oregon, within 
its borders. The county had 22,346 residents as of the 2010 Census and is the geographically smallest county in the state. 
There are four primary communities in Hood River County: the incorporated cities of Cascade Locks (1,144 residents) 
and Hood River (7,167 residents) and the unincorporated areas of Odell and Parkdale. Notably, 29.5% of the County 
reports as being of Hispanic descent. The county also has the highest number in the state of households who speak Spanish 
at home: 26.9%. The western side of the county, including Cascade Locks, primarily is Caucasian, lower income, and higher 
unemployment. Hood River is a much wealthier community, with many young professionals in the technology industry, 
individuals who own second homes for the recreational opportunities, and retirees. Many are attracted to Hood River 
County because of its outdoor activities: windsurfing, kiteboarding, skiing, hiking, cycling, etc. Finally, the Hood River Valley, 
including Mount Hood and the small unincorporated communities of Odell and Parkdale, is a rural area full of primarily 
pear, apple, and cherry orchards. Over 50% of valley residents identify as being Hispanic. The different demographic and 
economic statuses of these three areas of the county necessitated different outreach efforts.

While an unfortunate way to get information, the failure of the May 2010 measure to fund the libraries proved a treasure 
trove of information; the board had a precinct-by-precinct analysis of voting patterns. When overlayed with demographic 
data, that analysis told the board that City of Hood River residents strongly supported the libraries, that Hood River Valley 
residents, except those immediately around Parkdale, were much less likely to support libraries, that predominantly-
Hispanic districts were much less likely to support the libraries, and that Cascade Locks residents' support of the libraries 
was tepid. These revelations told the new library that reaching out to the outlying areas as well as to Hispanics was going 
to be critical for public relations success. During the second and ultimately successful campaign to reopen the libraries, the 
PAC supporting the measure also conducted research on what citizens wanted in their libraries, what those libraries were 
lacking, and what type of media affected their decisions. One point stood out: people wanted individual contact.

This background information resulted in the library district's strategic plan (Attachment 1). The results of the needs 
assessment were clear: poor public relations led to lack of support during the ballot campaigns, and any public relations 
would need to focus heavily on outreach, not simply use of traditional media. Fully four of the six broad categories of the 
strategic plan involve public relations in some way or another: promotion, outreach, involvement, and community. The plan 
also targeted specific populations: preschool and elementary children, Hispanics, young adults, and adult non-users of the 
library, especially those in agriculture and technology. To achieve these efforts, the district budget over the period included 
$7,000 for promotion and $8,000 for dues for community organizations, two budget categories that did not exist in the 
county-run library, as well as money for a devoted outreach position ($40,000).

With the year closure of the libraries, a specific goal was difficult to set. However, the Board had a goal to match use levels 
- in particular, circulation and attendance at events - of the previous open year at the libraries. This goal seemed unlikely at 
the time, given that the libraries would be open for limited hours for the first six months. However, it provided an 
aspirational goal. It also meant that the board understood that it may take longer than a year to achieve, so true review of 
the goals would begin after the start of the second fiscal year in August 2011. 
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Implementation and creativity
The library district first needed a distinct brand to differentiate it from the previous county-run library. Early in 2011, the 
board conducted a logo design contest. The resulting logo distinctly differed from the previous logo in design, color, and 
font (see Attachment 2). A consistent look was also created for the district's letterhead, website, and signage, using the 
color scheme present in the new logo and a complimentary font. The district also used the new logo consistently on any 
materials sent out, such as flyers (see Attachment 3)

From the start, “traditional” public relations was greatly expanded. The Columbia Gorge does not think of itself in siloed 
communities; people go to events and support organizations from all around our multi-state region. News releases that 
previously only went out to one newspaper and radio station were instead sent to five area newspapers, eight radio 
stations including the Spanish language Radio Tiera, neighboring libraries, the local bookstores, the Chamber of Commerce, 
a local business blog, and the City of Cascade Locks community calendar and public access television channel. Transparency 
and constant communication was seen as key, so the community would know what was happening at the libraries and that 
they're tax dollars were being used wisely (see Attachment 4). Depending on the announcement, news releases were also 
targeted to specific organizations. For instance, a news release about the library district's new use of the Linux operating 
system on its public computers (Attachment 5) was distributed to the membership of the Gorge Technology Alliance. 
Electronic media were also important to reach two target audiences: adult non-users and young adults. The district used a 
website, Facebook, Twitter, and an e-newsletter. The website, http://hoodriverlibrary.org (Attachment 6), was treated as the 
“landing page”. People were steered to the website for further information, whether the promotion was done on 
Facebook, Twitter, or the e-newsletter. Attachments 7 and 8 have examples of social media postings and the newsletter. 

However, while traditional public relations is important, from the start, the board knew that the mindset of promoting the 
library needed to change; the focus needed to shift from inward to outward. This new outreach focus began when hiring 
the district's first employee, the Director. Developing partnerships, being involved in community organizations, and 
attending community events is explicitly part of the job description. This focus carried through to subsequent staff: they are 
encouraged to go out into the community to present, deliver programming, and generally interact with the community.

The library itself joined community groups, including the Chamber of Commerce and Gorge Technology Alliance (GTA), a 
regional group of technology-focused businesses and organizations. Staff regularly attend these organizations' programs. 
Some staff also have individual memberships in organizations. The library district pays for the Director's membership in 
Rotary, which has proven an effective way to reach out to people involved in agriculture, as it includes several orchardists 
and winery owners. In one notable instance, a winery owner who was bitter about having to pay taxes to support the 
library district became a library “convert” when the Director showed him how to use the district's downloadable e-book 
service. The Adult and Teen Services Librarian is a member of the Hood River Lions, where she is liaison to the LEOs, an 
offshoot of the Lions for young adults. Library staff also have memberships and are involved in several other community 
groups: the County Cultural Trust, Toastmasters, and the Master Gardeners. Library staff also work and communicate 
regularly with members of the Friends of the Library and Library Foundation so that they can promote events through 
word-of-mouth, which has proven one of the most successful methods for getting out news about the library.

With preschool and elementary children and young adults a primary focus, children's service staff proved a key part of 
outreach efforts as well. Staff, unlike before, are now common sights not just in the libraries but out. Staff and volunteers 
regularly visit school classes to promote events and deliver programming, including promoting getting public library cards. 
There is also devoted young adult programming that heavily involved teens. Not the least of these is the Literary Trivia 
Challenge (Attachment 9), a quiz game event that is run and promoted by a group of teens. These volunteers, and library 
staff, regularly visit classrooms around the county to promote books, even if the students are unable to attend. Most 
importantly, however, events like this, paired with our Teen Speak advisory board, gives young adults a larger stake in the 
library and greatly assists with word-of-mouth promotion to other teens of what the libraries provide.

Most important, however, has been reaching out to the Hispanic community. The district targeted hiring bilingual staff, 
something it lacked before, and created a devoted Hispanic outreach position. This individual regularly visits schools, day 
cares, and community events. Notably, she has been regularly visiting Odell (Attachment 10), a predominantly-Hispanic area 
historically underserved by the library. She also makes regular stops to local trailer parks, which has proven especially 
effective, as the Outreach Specialist has reached people who did not previously know about the libraries or perhaps were 
even scared to go. In another effort to reach the Spanish-speaking community, the Friends of the Library specifically chose 
a book for their annual community reads event that they knew would appeal to Hispanic residents of our county: The 
Circuit by Francisco Jimenez, about his experiences growing up as an undocumented immigrant (Attachment 11).
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Evaluation
Given the contentious nature of the campaign to reopen the libraries, the board felt it very important to constantly 
evaluate how the libraries were doing, and to communicate that progress to the public. Statistical reports (Attachment 11) 
covering a wide variety of factors are discussed at every monthly meeting. In addition to basic circulation and usage 
statistics, the board also reviews specific public-relations data, including statistics about use of Facebook, Twitter, the e-
newsletter, and the website.

By all accounts in the statistics, the library district's efforts were a success. The board established the goal to meet the 
library system's previous open-year (2009-10) statistics with few expectations that it would actually happen. However, 
statistics show that it far exceeded expectations. Circulation for 2011-12 was up 5.2% over the previous year despite only 
being open for 25 hours per week for the first six months of the year. Attendance at programs was up 20%. There were 
over thirty programs devoted specifically to young adults, something that happened only rarely in the previous library. 
Given the many hurdles associated with reopening libraries after a year of closure, the board attributes much of this 
success to the new approach to public relations. And in keeping with this new approach, the success was communicated to 
the public (Attachment 12).

The outreach efforts proved a particular success. Staff's involvement with Rotary, Lions, and the Chamber of Commerce 
got people talking about the libraries. It is now much easier, for instance, for the library district to approach businesses for 
sponsorships or partnerships. In summer 2012, for instance, the library district had very successful partnerships with a 
local toy shop and a hobby shop to offer programming during Summer Reading. In planning for 2013 Summer Reading, 
businesses have been eager to help sponsor performances, given the renewed interest in the libraries. Outreach efforts to 
the Hispanic community have also been beneficial. Anecdotally, staff note seeing Hispanic families in the libraries more often 
though, an observation borne out by increased use of Spanish-language materials.

Reaching out to young adults is perhaps the campaign's signature success, however. The library district now has not one, 
but several active groups of teens who regularly attend library events, help library staff with selection, and promote library 
events. Teens themselves actually now run two programs that they designed themselves, a weekly poetry night and a 
monthly session to learn the card game Magic: The Gathering. This renewed involvement by teens has proven particularly 
noticeable in the district's newest project to create a teen space at the Hood River Library, something that the young 
adults themselves are designing.

Analysis of statistics, as well as polls of patrons attending events, has also helped us determine our most effective 
promotion techniques. Word-of-mouth is certainly one of the most effective. Regularly communicating with the Friends and 
Foundation has proven especially beneficial, as they discuss the library in their own interactions in the community. However, 
beyond that, the e-newsletter specifically has been a huge draw to events. The district averages nearly a 40% read rate, a 
statistics we are told is extremely high. Attendees at events regularly list the newsletter as a reason why they knew about 
an event. This has led the district to make sure that the e-newsletter is used regularly for promoting new events and 
services.

However, our efforts taught larger lessons, too. While the district made large efforts to reach out to the whole county, 
much of that was by being involved in groups that are countywide, such as the Chamber and Rotary. While these 
organizations have members from the outlying areas of the county - Cascade Locks, Odell, and Parkdale - involvement and 
circulation in those communities suggests that we need to travel out to those communities more. For instance, staff visits 
to the WyEast Middle School in Odell have generated significant interest from students and teachers alike. Further 
outreach efforts focused on other populations, and getting involved in organizations within those communities, would help 
promote more involvement.

The library district still has much work to do with the Hispanic community as well. In our efforts to reach out to Spanish-
speakers, we brought more into the libraries. However, Spanish-language collections are still weak, so the libraries are not 
always able to meet the needs of families who come. In 2013, the library district is applying for grants to improve its 
Spanish-language collections. It is also developing more of a bookmobile model for reaching out to Hispanic communities. 
The district sees these efforts as critical to involving such a large portion of its potential user base.

Overall, however, the district feels it has made a significant effort in “rebooting” its connection with its community, and in 
creating libraries that the public can support.



Strategic Goals, 2012-2016

The Board of Directors, in consultation with MaryKay Dahlgreen, Program 
Manager for Library Development Services at the Oregon State Library, 
established the following at strategic goals for the Hood River County Library 
District from January 2012 to June 2016.

I. Promotion
i. Promote the libraries' materials and services to the Hood River County community.

I. Create a promotion/marketing plan for the 2012-13 fiscal year and beyond. Target 
audiences shall include second grade students, Latino residents, young adults, seniors, 
and adult non-users of the libraries.

II. Merchandise library collections through displays and appealing placement.
ii. Regularly celebrate the community's reopening of its libraries.

I. Have a Reopening Day celebration every year on or around July 1.

II. Outreach
i. Ensure that language is not a barrier to involvement with the libraries.

I. Hire a dedicated bilingual staff member.
II. Build Spanish language capacity on staff.

ii. Reach out to specific audiences whom the libraries can help.
I. Staff, in cooperation with the Friends and Foundation, establish outreach activities for 

Latino residents, seniors, preschool children, and Odell residents.

III. Involvement
i. Build a collection and services that appeal to a diverse citizenry.

I. Maintain and grow the funding level of the collection development budget.
II. Increase focus on audiovisual and electronic materials.

ii. Target collections and services that appeal to a diverse citizenry.
I. Dedicate significant portions of the collection development budget to specific 

populations, including young adults, children, and native Spanish speakers.
II. Create a young adult area in the Hood River Library.

IV. Currency
i. Build and maintain relevant and appropriately up-to-date collections and technology.

I. Weed and acquire updated materials for the adult and children's nonfiction collections.
II. Write a technology plan that incorporates technology replacement cycles and emerging 

technologies.

V. Access
i. Assure access to library locations based on community needs.

I. Balance open hours at all three locations with other community needs to optimize 
library quality.

II. Establish regular library service in Odell.
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VI. Community
i. Be an irreplaceable member of the community.

I. Establish library district memberships in local business and professional associations.
II. Develop partnerships with other community organizations and governmental agencies.
III. Staff actively go out into the community to present, participate in community 

organizations, and attend community events and meetings.

Key performance measures
These measures will be compared over the same periods on an annualized basis. Targets for the key 
performance measures will be established by the Board of Directors annually.

• Increased circulation and in-house use of materials.
• Increased use of library resources, including computers, wireless internet, and electronic 

resources.
• Increased programs and program attendance, both in and outside the libraries.
• Increased volunteers and volunteer hours.
• Addition and deletion of items by collection.

Approved by the Board of Directors, January 17, 2012



Attachment 2

Former logo

Current logo



Schedule:

Opening ceremony with music
Tue,  August 7th, 10.30a

Sand mandala construction daily
August 7th - 10th

Closing ceremony with music & procession
Sat, August 11, 4.00p

Hood River Library  •  502 State St  •  Hood River, OR Brought to you by
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Facebook posts
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Tweets
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Circulation, 2011-12
Districtwide

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD
Audio 207 262 220 273 242 208 317 392 406 370 360 398 3,655

Video 723 843 727 873 1,041 1,029 1,215 1,230 1,439 1,086 1,157 1,242 12,605

Fiction 976 1,180 1,141 1,139 1,030 1,031 1,144 1,250 1,481 1,027 1,047 1,011 13,457

Large print 54 72 61 56 55 40 84 82 95 99 62 59 819

Nonfiction 651 958 608 724 720 791 1,015 1,051 1,254 814 900 867 10,353

Magazines 175 75 91 116 161 99 111 165 214 200 179 218 1,804

New books 15 22 31 32 47 77 120 170 405 484 581 672 2,656

Graphic novels & comics 79 59 40 39 36 20 52 45 46 37 51 58 562

E-readers 0 0 0 0 0 0 0 0 0 0 0 11 11

Miscellaneous 16 22 22 22 15 14 9 21 24 40 39 47 291

Spanish books 27 26 32 16 8 29 40 47 55 32 26 26 364

Spanish audio 0 2 0 0 1 0 3 1 4 1 1 0 13

Spanish video 6 21 5 1 22 13 17 24 22 10 7 7 155

Young adult books 246 252 135 107 134 139 113 158 197 151 167 231 2,030

Young adult audio 4 3 3 4 1 12 11 13 17 11 13 10 102

Children's audio 254 238 162 123 113 144 191 125 164 107 99 152 1,872

Children's new items 0 0 0 0 0 8 38 83 204 196 204 292 1,025

Board Books 161 197 210 167 136 138 130 190 208 160 194 206 2,097

Children video 339 418 411 402 415 450 465 538 685 581 601 724 6,029

Children's fiction 994 1,005 675 520 555 521 609 663 837 607 552 1,064 8,602

Children's nonfiction 418 423 428 507 355 376 441 592 726 525 441 451 5,683

Picture books 885 976 871 875 854 658 889 1,098 1,210 919 939 1,103 11,277

Readers 323 392 240 287 338 260 386 453 505 313 364 542 4,403

Holiday books 23 26 56 109 99 261 68 57 65 49 27 39 879

Children's graphic novels 210 200 116 106 93 62 91 192 203 132 116 173 1,694

Children's Spanish books 94 83 89 70 95 103 137 147 234 175 123 89 1,439

Children's Spanish audio 0 0 0 0 0 0 0 0 0 0 0 0 0

Children's Spanish video 0 0 0 0 0 0 0 4 4 0 0 0 8

Theme bags 3 4 3 4 1 1 4 4 3 2 1 1 31

TOTAL 6,883 7,759 6,377 6,572 6,567 6,484 7,700 8,795 10,707 8,128 8,251 9,693 93,916
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Computer use, 2011-12

Computer sessions
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD

Hood River 564 684 592 565 522 600 794 997 897 766 900 834 8,715

Cascade Locks N/A 154 212 214 269 315 291 313 334 354 444 343 3,243

Parkdale N/A 194 276 371 438 482 379 430 632 500 517 844 5,063

TOTAL 564 1,032 1,080 1,150 1,229 1,397 1,464 1,740 1,863 1,620 1,861 2,021 17,021

Hours of use
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD

Hood River 292 370 358 345 327 429 528 668 N/A N/A N/A N/A 3,317



Electronic resource use, 2011-12

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD
Facebook

Posts 3 6 2 10 6 9 21 20 7 7 26 28 145
New likes 6 9 18 13 32 16 21 26 17 10 19 20 207
Post views 3,071 3,487 1,529 5,412 3,534 4,702 8,974 5,642 2,788 1,177 3,471 4,279 48,066
Post feedback 39 28 12 16 23 21 32 39 5 9 66 107 397
Total likes 513 519 535 534 541 547 553 567 576 581 592 603 603

Gale databases
In library 55 86 6 95 16 43 34 33 35 28 11 26 468
Remote 400 48 101 62 83 75 15 12 76 6 135 8 1,021

hoodriverlibrary.org
Visits 3,080 2,612 2,296 3,956 3,687 2,616 3,098 3,233 3,110 2,619 2,539 2,676 35,522
Unique visitors 1,796 1,555 1,408 2,616 2,376 1,703 2,041 2,233 1,980 1,729 1,764 1,909 18,518
Pageviews 9,135 6,801 5,693 9,482 9,705 6,016 7,282 7,546 7,125 5,516 5,299 6,010 85,610

L-net
Patron questions 12 9 3 2 21 15 1 4 2 1 8 0 78
Questions answered 10 22 10 21 6 7 10 5 12 9 5 6 123

LearningExpress 23 30 32 15 1 2 19 26 18 0 0 2 168

Library2go
EPUB e-books 27 25 29 23 17 37 24 21 42 31 45 45 366
PDF e-books 4 3 2 0 0 4 2 0 1 3 3 4 26
Kindle e-books N/A N/A 7 39 44 52 66 62 79 65 70 91 575
MP3 audiobooks 27 27 37 52 56 44 65 49 84 58 42 46 587
WMA audiobooks 66 63 69 92 87 74 69 91 123 17 104 97 952
WMV videos 2 0 0 3 0 0 0 0 0 4 1 3 13

Newsletter
Subscribers N/A N/A 491 575 N/A 555 550 549 550 550 548 549
Messages sent N/A N/A 1 1 0 1 2 2 3 2 2 2 16
Opened N/A N/A 42.4% 44.7% N/A 43.3% 42.6% 41.7% 37.3% 34.6% 34.5% 37.4% 39.8%
Click rate N/A N/A 7.4% 13.8% N/A 9.1% 7.0% 4.5% 1.3% 5.7% 7.6% 4.8% 6.8%

Tutor.com N/A N/A 0 0 0 0 0 0 0 0 0 0 0

TumbleBooks 52 84 176 579 1,686 1,179 1,087 4,083 2,125 2,569 2,165 815 16,600

Twitter
Tweets N/A N/A N/A 13 6 12 16 27 17 8 21 25 145
@ replies and retweets N/A N/A N/A 4 3 2 7 8 1 4 9 4 42
Total followers N/A N/A N/A 5 11 16 34 46 51 58 68 71 71

WorldBook N/A 5 2 10 4 6 0 0 5 0 2 1 35



Patron statistics, 2011-12

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD
Used card in last month 1,323 1,262 1,124 1,189 1,195 1,202 1,436 1,626 1,842 1,577 1,619 1,806 5,357

New patrons 324 142 184 143 92 111 125 119 155 77 77 183 1,732

Hood River 242 108 149 104 69 77 76 72 106 49 51 141 1,244

Cascade Locks 14 7 7 12 4 3 9 6 5 3 4 14 88
Odell 6 2 1 1 2 4 1 3 7 2 1 2 32
Parkdale 31 15 13 19 7 10 11 16 10 11 6 9 158
MIX libraries 27 10 11 6 8 11 22 16 20 8 14 11 164
Sage libraries 1 0 3 1 2 5 6 4 6 3 1 4 36
Other 3 0 0 0 0 1 0 2 1 1 0 2 10



Program statistics, 2011-12

Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun YTD
Adult programs

Number 0 0 2 2 1 0 3 9 9 14 5 3 48

Attendees 0 0 34 37 12 0 155 254 342 764 248 20 1,866

Children's programs
Number 13 13 5 5 3 5 7 10 16 14 23 32 146

Attendees 297 342 123 125 130 154 129 243 434 377 572 1,179 4,105

Young adult programs
Number 1 0 0 0 1 0 1 1 2 7 7 12 32

Attendees 18 0 0 0 30 0 25 36 227 1,289 211 133 1,969

TOTAL
Number 14 13 7 7 5 5 11 20 27 35 35 47 226

Attendees 315 342 157 162 172 154 309 533 1,003 2,430 1,031 1,332 7,940
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