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Who is in my community?
demographic data

Who lives where?
geographic data

What do they like?
market segmentation

How do they use the library?
library use data



Aggregated data ≠ personalization

● Aggregated is good for trends, making decisions about 
how to manage services



What does "personalization" mean?

● Services and communication that are based on a 
specific customer's behavior
○ Do, attend, borrow, access, visit, click on, etc.

● Examples of personalized services and communication
○ Suggestions, recommendations, alerts, push notifications, etc.



All people, regardless of origin, age, 
background, or views, possess a right to 
privacy and confidentiality in their library use. 
Libraries should advocate for, educate about, 
and protect people’s privacy, safeguarding all 
library use data, including personally 
identifiable information. 

ALA's Library Bill of Rights, section VII
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On the continuum between data privacy and 
personalization, there is a middle ground that 
can serve public libraries and our 
communities well.
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Where is your personal comfort zone?



Where does your organization sit?
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Where should your organization sit?



What would need to change at your library to 
move to a different position on the continuum?

Policy
groups 1, 5, 9, 13, 17…

Technology
groups 2, 6, 10, 14, 18…

Library Culture
groups 3, 7, 11, 15, 19…

Community Culture
groups 4, 8, 12, 16, 20…



Closing Thoughts

● There are no easy answers.

● Each organization has to find their own comfort zone.

● Make sure your privacy practice statements reflect what 
you're actually doing.

● The only way to know for sure what your customers want 
is to ask them.
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