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Mission  
The Blue Mountains Public Library is the dynamic centre of community engagement where everyone is 
free to create, explore, learn, research and connect in an inclusive environment. 
 
 
Vision 
To be a multi-branch library system, with a thriving museum and gallery, that meets the ever-changing 
interests and needs of the diverse population of the Town of The Blue Mountains. 
 
 
Purpose 
The purpose of the Blue Mountains Public Library Marketing and Communication Plan is to support the 
Strategic Plan goals and objectives, while providing action items for the organizational communication 
by BMPL over the current Board term (2018-2022).  
 
This plan serves as a road map for all internal and external communication by the BMPL governance bodies 
(Library Board and Museum Advisory Council; the CEO and staff; and the Arts & Culture Council with each 
other and our key stakeholders.  This Plan will work to provide a joint understanding of communication 
work between and among these parties.  This Plan includes our communications philosophies, objectives, 
messages, audiences, deliverables, timelines, calendar of activities, and evaluation. 
 
The BMPL's 2018-2022 Strategic Plan includes Communications as one of its four goals.  With a Goal Vision 
to establish communications and market BMPL as a valued community resource, this goal includes four 
objectives: 

C1. Provide accessible and inclusive communications to raise awareness of our many offerings. 
C2. Develop a Communication and Marketing Plan.  
C3. Establish consistent branding across all communications and signage. 
C4. Ensure transparency and accountability to all stakeholders. 

This Plan achieves objective number 2 and supports the achievement of the other three objectives as well. 
 
 
GLAM Services 
A GLAM is the cultural combination of a Gallery, Library, Archive and Museum.  BMPL, under its direct 
operational control, is responsible for the gallery, library, archives (supporting the museum collection), 
and the Craigleith Heritage Depot community museum.   
 
 
Budget 
No specific budget has been assigned to the development nor implementation of this Plan; however, the 
Board and CEO shall include general budgetary needs in the annual budget requests.  Additionally, larger 
items may be added in future years, such as campaign budgetary supports. 
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A position was requested as part of the 2019 Budget proposal.  While Council did not approve this position, 
they noted that the TBM Communication Committee could assist.  This committee will not be able to 
support this initiative but may have the possibility of financially supporting some aspect of a position, be 
it an intern or other. 
 
 
Subscription versus Marketing 
While BMPL will involve such items as fliers and paid advertisements to our marketing plan; subscription 
is the preferred method of communication with the public and our patrons.  Therefore, efforts shall 
focus on building the subscription lists to: 

• The BMPL monthly print and e-newsletter 
• BMPL Blogs such as In The Gallery, Library News, Kids Zone, Staff Picks; and  
• Subscriptions (Liking/Fanning/following) BMPL on social media. 

 
 
Communication Goals 
The BMPL must achieve communication on two tiers of governance, staff, and community which is 
divided into internal and external communications.  The Goals of this Plan include: 
 
External:  

1. To continue to grow the reputation of the Blue Mountains Public Library and provide 
accessible and inclusive communications to raise awareness of our many offerings. 

2. To establish the BMPL as a GLAM and to build an understanding of the role of GLAMs in 
communities. 

3. To advocate for the renovation and expansion of the BMPL facilities. 
 

Internal:  
Governance & Staff 

1. To continue fostering two-way, open, accurate and timely communication between the 
Governance Bodies (Board and MAC) and the CEO and staff.  

2. To refine the relationship between the Museum Advisory Council, CEO and Curator, to better 
align with the governance model and information sharing.  

3. *While remaining an administrative committee, the ACC is the advisory body to the CEO for the 
jury of arts exhibits.  The ACC will provide ideas and communication to staff, and staff will 
conduct the official communication and outreach to ensure messaging is synonymous with 
operations and that there is no duplication of messaging. 

 
Staff 

1. Employees will feel engaged with BMPL and understand how their role contributes towards 
overall BMPL vision, mission, strategic goals and objectives. 

2. The CEO and Management Team will have ongoing strategic discussions to assure the mission, 
vision, values, and Strategic Plan is at the core of all operational decision making. 

3. The Management will have the required information from both the Board and CEO in order to 
lead their departments and direct reports. 
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4. Employees will have an understanding of what is expected of them and what is happening in the 
organization [BMPL] and each branch [LES/CHD].  This includes governance, staff, community, 
customer level, etc. [Employees will be well versed on all activities and print and online 
publications. 

5. Employees formal suggestions and ideas, where they meet the Strategic Plan and Mission, will 
be heard by management and will be included in decision making processes.  Financial feasibility 
will be considered when choosing to act on employee suggestions. 

 
 
Target Audiences 
Target Audiences are divided into three Primary Stakeholder groups (Governance, Staff, and 
Community) and a Secondary stakeholder group. 
  
Governance Stakeholders: 
The Governance model of BMPL as a GLAM includes Reports, Key Message Updates, Annual Reports, 
and Action Plans.  The groups included in this stakeholder group are: 

• Library Board 
• TBM Council  
• Museum Advisory Council 
• Arts & Culture Council [administrative advisory functions]. 

Staff 
Staff communication methods include typical form such as memos, email, face to face, staff 
meetings; network functions such as the Blue Net and LibCorp; as well as third party functions 
such as Deputy scheduling software.  Staff includes: 

• CEO 
• Management Team 
• Employees 
• Volunteers 
• Potential employees & volunteers  

 
Community 
Means of communicating with the community includes subscription such as social media and e-
newsletters, as well as direct communication and Key Message Updates.  Community includes: 

• Library, Museum & Gallery users 
• Social Media Followers & E-subscribers 
• TBM community members 
• Community Partners 
• Blue Water District School Board (GBCS and BVCS) 
• Targeted demographic programs 
• Special Events  
• Business Community 
• Community Organizations: BVO, BMRA 
• Business Organizations: Thornbury BIA, Rotary, Blue Mtns Chamber, Probus Clubs (retired), Blue 

Mountain Village Association 
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Secondary Stakeholders  
Secondary stakeholders are those outside of the community.  Normally these groups receive minimal 
communication, usually only required reports.  As a strategy, BMPL would like to add good new stories 
to this community group which includes: 

• Ministry of Tourism Culture & Sport 
• Library: SOLS, OLA, FOPL, CFLA, AMPLO 
• Museum: AAO, OMA, OHS, OGA 

 
 
Communication Deliverables 
Communication Deliverables are tangible tasks, information, or materials which will be shared 
for distribution of information.  These are not marketing or branding of specific activities, 
events, or programs.  Types of Communication Deliverables are: 

• Monthly E-newsletter, blogs 
• Monthly Key Message Updates 
• Annual Year in Review, Strategic Plan, Updates to the annual Action Plan 
• Presentations, Staff Reports to Council, Deputations 
• Off-site programs and activities 
• Internal communications 
• Crisis Communications [crossed between communication deliverables and marketing initiatives]. 

 
 

Marketing Initiatives 
Marketing Initiatives are formal programs to produce a change in behavior or perceptions of 
BMPL; promote and increase participation in large events or programs; or paid advertisements.  
Types of Marketing Initiatives are: 

• Branding, templates 
• Campaigns, Major Capital Campaigns 
• Advertising, Signage 
• Crisis Communications [crossed between communication deliverables and marketing initiatives]. 
• Recruitment of Staff, Board members, and Council members. 

 
 
Key Message Planning 
It is through key messages that the governance bodies and staff are able to provide common 
understanding among the Stakeholders. 
1. Key messages shall be determined for public release at each Board Meeting and published on the 

website. 
2. Administration, ACC, MAC and Committees will each present their monthly Key messages in a draft 

to the Board.  This document will take the place of ongoing newsletters or press released by the 
Board. 

3. Key messages should be short in concept (1-2 sentences).  
4. Key messages should be provided to governance and staff in written form so they may learn and 

understand the key messages and provide these to stakeholders as opportunities arise. 
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5. Messages should be a call to action in addition to awareness strategies. 
6. Messaging should advocate for the ability and means to achieve the Strategic Plan and needs of the 

users, or explain in highlight form, how the Strategic Plan is being achieved. 
7. Messaging should demonstrate the Board and CEO’s sound fiscal management of public resources. 
 
 
Key Message Examples 
The actual key messages shall be published as appropriately (internally to staff/board, publicly to 
community/governance, and by presentation/memos to governance and community).  These messages 
should be based on the Board’s Annual Action Plans as these are the plan of achievable outcomes to 
achieve the Strategic Goals and Objectives. They may also be oriented towards current events, 
challenges/needs, and successes. 

2019 
 

Governance Staff Community 

 
 

Governance 

• Key areas between 
Board and Council 

• Key areas between 
Board and MAC 

• Fiduciary responsibility 
achievements 

• GLAM standards and 
achievements 

• Moving forward with 
goals and objectives 

 

• Achievement of 
Strategic Plan and 
Action Plans 

• Fiduciary responsibility 
achievements 

• Highlights of successes 
• Advocacy and call to 

action 
• Board stance on issues 
• Fiduciary successes 
• GLAM standards and 

achievements 
 
 

Staff 

Key successes as it relates 
to the Goals and 
Objectives of 2018-2022 
Strat Plan 

• Activities and updates 
from GLAM departments 

• Health & Safety and 
patron issues, branch to 
branch 

• Requests to IT through K-
K-box 

• Where appropriate; send 
an email to staff 

• Urgent issues that will 
affect staff & their work 

• All-Staff Meetings and 
face to face discussions 

• Improved scheduling and 
leaves request 

• The Value of GLAMs and 
BMPL as an award 
winning and early 
adopter of this format. 

• Key activities of the 
staff—projects   

• Services including 
how/why 

• Types of services offered 
for community groups 
and client groups 

 

 
 

Community 

Community needs & 
requests based on 
consultation & meeting 
input 

Requests based on direct 
feedback, email, face to 
face communications, 
surveys 
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Evaluation 
The following actions will be taken to measure and evaluate the success of BMPL 
marketing/communications efforts:  

• Media monitoring  
• Analysis of telephone, email, personal feedback and comment cards  
• Program tracking/results – number of people attending programs/events (and specifically those 

with direct linkages to marketing/communication efforts i.e. advertising)  
• Formal/informal staff surveys and feedback (internal feedback)  
• Website tracking and page views (and subsequent “hits”)  
• Monitor patron / general public polls (external feedback)  

 
 
Review and Renewal 
This document shall be reviewed annually to determine if there are philosophical changes to the primary 
document.  Additionally, the Appendices shall be reviewed quarterly by Administration and updates at 
least annually. 
 
 
Appendices 
The following appendices are part of the larger Communications Plan 2019-2022 

A. Social Media Plan  
B. Standard Operating Procedures (SOP) 
C. Media & Tourism Promotion 
D. Social Media Audit  
E. (Staff) Key Messages [Not Public Document] 
F. (Board) Key Messages [Published via website monthly] 
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