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STRATEGIC PLAN PURPOSE

 A systematic process of envisioning a 
desired future, and translating this 
vision into broadly defined goals or 
objectives and a sequence of steps to 
achieve them. www.businessdictionary.com
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AGENDA

 Strategic Process
 Strategic Focus Areas
 Strategic Direction
 Service Framework
 Service Strategies
 Next Steps 
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STRATEGIC PROCESS 
DISCOVERING OPPORTUNITIES 

 Community Analytics
 Community Engagement (Qualitative)
 Market Segmentation (Quantitative)

 Organizational Analytics
 Interviews, Observations, Surveys

 Opportunity Analysis
 Reinforce the Citywide Priorities 
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STRATEGIC PROCESS 
COMMUNITY ENGAGEMENT

 Community Forums (7) 
 South Central (Hampton-Illinois Branch), 

Northeast (Lochwood Branch), Southeast (Prairie 
Creek Branch), Southwest (North Oak Cliff 
Branch), North (Renner Frankford Branch), 
Northwest (Bachman Lake Branch), Downtown 
(Central Library)

 Insight Interviews (21)
 Focused Conversations (6)
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STRATEGIC PROCESS 
COMMUNITY ENGAGEMENT

 Community Survey (> 3000 responses)
 Casual Conversations
 Staff Survey and Site Visits
 Leadership Team 
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STRATEGIC FOCUS AREAS

 21st Century Skills
 Workforce and Economic 

Development
 Vibrant Neighborhoods
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DPL’S STRATEGIC DIRECTION

Build Capacity and
Build Community
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SERVICE FRAMEWORK
 Learning

Literacy and Education
Lifelong Discovery

 Connecting People to…
Resources
People and 

Organizations
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LEARNING

 Enhance Services
 Early Childhood Literacy 

and K-12 Support
 Adult Literacy and Lifelong 

Learning
 Technology Access and 

Assistance
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CONNECTING PEOPLE TO…

 Resources
 Community 

Conversations
 Celebrating Cultures 

and Diversity
 Navigating Civic Life
 Workforce Resources
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SERVICE STRATEGIES

 Create Intentional Experiences
 Leverage Strengths and Expertise
 Grow Neighborhood Impact
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STRATEGY: INTENTIONAL EXPERIENCES

 Use play and experimentation 
to build 21st century skills

 Design interactions for specific 
outcomes

 Create rich, immersive 
environments through 
universal design
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STRATEGY: STRENGTHS AND EXPERTISE

 Transfer knowledge through 
expert staff and partners

 Build specific staff skills 
 Train staff on holistic 

approach to library services
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STRATEGY: NEIGHBORHOOD IMPACT
 Respond to local 

opportunities and needs
 Target outreach efforts and 

promotion
 Neighborhood-focused
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NEXT STEPS

 Integrate comments and present for council 
consideration for adoption

 Conduct skills building workshops to train staff
 Strategic Budgeting

 Develop investment plan and priorities
 Roll out matrix and performance measures
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QUESTIONS
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APPENDIX
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LEARNING: 
POTENTIAL ACTION PLAN - FY ‘17-20

 Grow relevant collections/resources
 Replicate ESL/GED at appropriate libraries
 Create comprehensive adult literacy program
 Partner to gear up tech petting zoos and skills labs
 Extend/establish partnerships for service delivery 

such as pop up libraries and off-site programs
 Collaborate with schools and higher education
 Establish partnerships for extended service delivery
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CONNECTING PEOPLE: 
POTENTIAL ACTION PLAN – FY ‘17-20

 Create pop-up library experiences 
 Be present and active in the community/beyond the

Library walls
 Create a rich referral database of, and relationships 

with, community assets and organizations
 Facilitate community-based skills building 
 Create or cohost activities to bring neighbors together
 Convene community conversations to discover 

opportunities and assets
 Develop and deliver regional programs
 Be present in citywide events
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STRATEGIC PROCESS
MARKET SEGMENTATION

This section is  
enlarged from 
the larger 
map for detail 
purposes. 
Please 
disregard the 
lines for Lake 
Ray Hubbard.
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POPULATION

Percent of the population 
of Dallas for each market 
share identified in the 
market segmentation study 
on the previous slide 
based on common 
characteristics such as 
age, gender, income, 
geography and 
consumption behavior.

Market Data by  Synergos Technologies, Inc and CivicTechnologies 22



TOP 10 MARKET SEGMENTS DEFINED
 Young Families: Age 20s-low 30s, married, NA, urban, high school, blue collar, charcoal liter fluid, imported 

beer, oil filters: Auto Zone, telephone calling cards,  soccer; TV, Domino’s pizza, Hispanic radio, light 
newspaper

 Hard Workers: Age 20s-low 30s, single, $30K-$50K, urban, high school, blue collar, toast, Mexican food, 
ready to eat muffins, premium domestic beer, fast food restaurants, daytime TV, Hispanic radio 

 Apprentices: Age 20s-low 30s, single, $50-70K, urban, college, white collar, energy bars, imported wines, 
running clothes, apple computers, yoga, rock music, MTV.com, website 

 The Singles: Age 30s, single, $30K-$50K, urban, high school, blue collar, flavored instant coffee, tequila, 
dental rinses, did not buy or leases vehicles, Jack in the Box fast food, Domino’s pizza, Black Entertainment 
TV, variety radio  

 Los Padres: Age 30s, married, NA, urban, high school, blue collar, flavored instant coffee, Mexican food, oil 
filters, hair styling gel and lotions, Mexico visit, Whataburger fast food, oldies radio, Parenthood magazines  

 Metro Strivers: Age 20s-low 30s, single, $30Kor less, urban, high school, white collar, spray starch, king-size 
candy, children’s vitamins, online: job searches, basketball: TV, Popeye’s friend chicken, gospel music video 
game magazines 

 Between Jobs: Age 20s-low 30s, single, $30Kor less, urban, high school, none, lunch combo kits, Cornish 
hens, nail polish remover, children’s shoes, play games online, boxing: TV, daytime TV, cartoon network 

 City Core: Age 20s-low 30s, single, $30Kor less, urban, high school, blue collar, deviled ham, cognac, wired 
money orders, baby lotion, Captain D’s fast food, pro wrestling: TV, urban radio, history books 

 Empire Builders: Age 40s, married, $90K+, urban, college, white collar, espresso makers, housekeeping 
services, clothing over $2,000, charitable organizations, country clubs, museum visits, 2+ Sunday 
newspapers, classical radio

 Educated Earners: : Age 20s-low 30s, single, $30K-$50K, suburban, college, white collar, metal cookware, 
sports drinks, canvas shoes, compact cars, foreign plane trips, movies, CNN.com, downloaded music 
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