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What is Marketing? 
 
The 2013 American Marketing Association (AMA) Board of Directors states that:   
 
Marketing is the activity, set of institutions and processes for creating, communicating, delivering 
and exchanging offerings that have value for customers, partners and society at large. 
https://www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx.  
 
Activities may include: collecting information, forecasting trends, consulting all concerned, 
understanding markets, formulating objectives, planning strategy, implementing strategies, 
evaluating everything and communicating with everybody.  
 
Kotler  and Armstrong (2010) also defined marketing as  
 
a “social and managerial process by which individuals and organizations obtain what they need 
and want through creating and exchanging value with others”.  
 
For them, marketing is a social process because it occurs in the society.  It is also a managerial 
process because marketing needs planning, organizing, directing in order to be successful.   
You need to plan to find out what individuals or customers need.  Usually this is done through 
research or through some form of communication.  Kotler and Armstrong further state that in 
marketing, you are also exchanging value.  Simply put, the customer needs something and is 
willing to pay for it.  Exchange is the act of obtaining a desired object from someone by 
offering something in return.   
 
Kotler and Armstrong (2008) again provide another definition of marketing.  They state that  
 
marketing is about managing profitable customer relationships by creating value for customers 
and capturing value in return.  Marketing should be a win-win situation.  They conclude that the 
goal of marketing is to attract new customers by promising superior value and to keep and 
grow current customers by delivering satisfaction.  This is important because if you lose 
customers, you are losing money if you are in business.  
 
Even though marketing is a business-oriented topic, it can be applied to many sectors of the 
economy.  The AMA definition relates closely to the twenty-first century librarian‘s profession 
and the delivery of library resources and services.   
 
From the information services perspective, marketing is a series of activities that begins with a 
community analysis to determine the needs of the consumers and ends with the information 
services communication to the community relating the products created to respond to those 
needs. For an information professional, marketing is the entire activity of establishing our 
markets or publics, determining their needs, investigating which products or service the various 
publics believe will fulfil these needs, packaging our products or services, promoting them and 
distributing them so that they are in the right place at the right time.   Marketing involves a 
clear understanding of all users, the products available for use, the appropriate places for 
information service delivery, the costs to users of effective information access and promotional 
strategies raising the level of awareness of service and product availability. 
 
Why libraries and information centres need to market? 
Below are some reasons why libraries and information centres need to market. 
 

https://www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx


1. Budget constraints  
Information centres are facing a world where there are significant budget restraints and a 
myriad number of competing demands for what financial resources are available. Information 
centres need to market in order to justify the financial and capital resources necessary to 
support library personnel, collections and spaces. As purse strings tighten libraries must defend 
their budget requests alongside other colleges and administrative units. Information centres 
need money to exist, therefore, they should make every effort to promote their usefulness.  
 
2. Protecting physical spaces 
There is a lot of real estate taken up by libraries on university campuses. If those spaces are 
to remain as library spaces, we need to promote their ‗useful and pleasurable qualities.‘ 
Academic libraries are more than glorified study halls, but highlighting the value of library 
space for creating connections and a sense of community, inspiring creativity, and acting as a 
catalyst for group learning is vital. 
 
3. Promoting the value of libraries and information centres 
The value of libraries should be research capability and student success. We need to market 
the academic library as the campus community‘s hub – a hub for learning, for research, for 
exploration, for collaboration; a place for learning encounters, for inspiration, and for 
communication.  Libraries need to convince faculty that students can perform research at a 
higher level than now expected of them and that librarians are indispensable in achieving that 
goal. If the value of libraries is seen only in their collections, and for many library clients those 
collections are all electronic, then questions arise about the need for the library spaces and 
the librarians involved in instruction and reference. 
 
4.  To build and strengthen relationships with our clients 
Information centres can remain valued members of their institutions not simply as warehouses 
for print resources and portals to electronic resources, but as partners in learning and 
research.  Relationship marketing is the act of establishing, maintaining, and enhancing 
contacts with clients. Information centres are satisfying a need; not simply marketing what they 
are already doing, but finding out what clients need and demonstrating ways that the centres 
can support those needs.  Relationships links well with the concept of value – relationships are 
valued and valuable, valued services are those that are needed and developed or are 
realised through relationships. 
 
In order to further develop relationships, librarians and library staff need to be visible and 
engaged, both inside the library and across campus. If neither students nor faculty encounter 
actual staff members when they come into the library, they will inevitably view the library as 
a sort of warehouse. 
However, the online environment of virtual reference services and distance students increases 
the challenge of developing and sustaining relationships. 
 
5. Technological changes and impact of technology 
Libraries are also significantly affected by technological changes and the impact of 
technology on the discovery of and access to information. Increasingly, questions are raised 
about the need for a physical university library – do students use books in research anymore? 
Is a library needed to broker agreements with database vendors? Now, more than ever, we 
need to market the academic library. In order for marketing to work it needs to focus on the 
needs of the library clients. Competition from alternative information sources, most of them 
easily and freely accessible over the internet, is impacting all libraries. Clients of academic 
libraries, just like those of other libraries, are comfortable with searching for information in a 
variety of ways and expect to be able to access that information immediately. 
 



What can be marketed in libraries? 
       In the information centres, anything can be marketed - products, services, organizations, 

people places, social issues, learning resource centres, information services, librarians, 
information professionals, learning resource managers, information mangers.   

 
Products and services – The core business of the information centre is the range of products 
and services that provide benefits for users and that answer user‘s most important needs, 
whether for commercial intelligence, or education, leisure, recreation or social needs.  That 
core business is information.  
 
The design of information products, how information might be customized, packaged and 
delivered is now a concern for all information professionals.  Examples of services offered by 
information centres which can be marketed successfully include lending services, interlibrary 
loan, online searching facilities, reader services.   
 
With regard to information consultancy, information professionals can work with researchers to 
obtain funds by packaging research information appropriately.  In public and private sectors, 
information professionals can undertake contract work on specific projects.  
 
Marketing a service is different from marketing a product.  A service is intangible: you cannot 
give free samples and often even a free trial is not feasible.   
A service is inseparable from the person or persons providing it.  Your staff and their attitudes 
are an integral part of the service.  The customer is actively involved in the service 
A service is inconsistent; not only can it vary from interaction to interaction, it is also not easily 
compared with services from competitors. 
A service is perishable : it has a short shelf life and cannot be stored.  It is both offered and 
used at the same time and does not exist until the moment of service 
 
What are some products and services in information centres?  Some include :   

 publications, badges, plastic bags, calendars, collections of photographs, local maps, 
bookmarks, mugs.    

• All materials or electronic sources (Internet, remote databases interlibrary loan) 

• Everything necessary to get products to client (acquisitions, cataloguing & classification, 
online catalogs, library website. 

• Library services (reference, story hour) 

• Library staff offering range of products within one entity (children‘s, reference, etc) 
 
Quite apart from the characteristics that we looked at earlier regarding services, there 
are also real differences between products and services.    
 
Products are made while services are delivered.  Again products are used while  
services are experienced.  Products possess physical characteristics which we can  
evaluate before purchase, however, services do not even exist before we request them,  
and often paying in advance. Additionally, products are impersonal while services are  
personal.  Finally we can say that products have a life cycle of introduction, growth,  
maturity and decline.  Innovation is important but when dealing with clients you need to  
ensure that you are introducing something that you do better than anyone else.  Before  
offering a new service, you need to test it to make sure that you can meet the demand, 
and that it works perfectly.  It should also be priced to cover all costs.  You will have to  
assess its impact on the services you already provide.  You also need to ask certain  
pertinent questions.  These include:  
 



 Do I have the skills? Do I have the time? Do I have the resources?  Is the service 
manageable? Can it be abused?  

 
You must be willing to discontinue a service as well if it is not meeting the needs of your 
clients; if its cost outweighs its benefits, if it is not central to the mission of the library or its 
parent organization or community or if it does not fit in with other service.   
 
However, be aware that some of your clients or customers may be dependent on it.   In 
which case you may want to make an alternative available.  The ‗decline stage‘ in your 
product/services can be postponed by changing the product slightly ( that is, eliminating 
some aspects, introducing new ones and repackaging others), but eventually all products 
decline and disappear.  You may also prepackage products using standardized package 
or brands (showing that they are coming from your information centre/ library).   

       
Organization – Another market offering is the organization.  The information centre can be 

marketed as an entity itself, as an organization.  Information centres will have to conform to 
the corporate image of their parent organization but they must not hide within it.  

    
People- Another entity of market offering is People.  People are so important that without them 

the service cannot be provided.  It is recommended that every new member of staff should be 
communicated to the community so that clients or customers will know who will be of help to 
them. 

 
Places-  Delivering products or services to customers involves decisions on the place as well as 

on the methods and channels used.  Any interesting facts about the information centre can be 
talked about in the local or national media. It is also important to ensure that the entrance to 
the information centre is attractive and that there are signposts to guide clients.  Also notice 
boards should be well-designed.   

 
Social issues  - Information centres have played major roles in campaign issues  – literacy 

schemes for adults, teenagers and babies, open and distance learning programs, exhibition 
space for background information, Information technology skills training activities.   This type 
of market offering does not only inform the community but also improves the image of the 
information centre in the community.  Indeed, there is a real potential for information 
professionals who are enablers in terms of the knowledge of society to use their marketing 
skills to ensure that they are recognized as activists and not merely the passive receptor of 
technology.  

 
 
The biggest challenge to marketing the twenty-first century library 
Apprehension 
The biggest challenge to marketing the twenty-first century library is apprehension. Librarians 
are apprehensive about marketing oftentimes because they are not educated or trained in 
marketing principles. They believe that librarians are expected to follow the same marketing 
principles that for-profit organizations follow, such as the ones  defined by the AMA. On the 
contrary, the purpose of conducting any research, whether it‘s a literature review, a survey, a 
focus group, or the collection of service- related or usage-related data is to then assemble 
and assimilate it. Marketing research has the same purpose. And who is better at research 
than librarians? 
 
Lack of funds 
Libraries of all types have to compete with other organisations or departments for funds. 
Public libraries have to vie for public monies that provide for their existence. Special libraries 



find their funding is frequently targeted during parent organisation budget cuts. Marketing 
library services benefits the bottom line.                                                                                                                                    
 
Lack of Planning 
 
 
 
 
 
 
 
What should we do to maintain and enhance our relevancy in the twenty-first century of 
high-tech innovations?  
 
Make library resources easier to use! The process of creating value begins with the strategic 
plan, determine what our patrons want, give that to them, and devise communication channels 
where our promotional methods will be maintained and the entire process systematically 
reevaluated. 
 
What is Strategic Planning? 
Strategic planning is the process of developing and maintaining a strategic fit between the 
organization‘s goals and capabilities and its changing marketing opportunities.  It examines 
the internal dynamics of the organization, as well as the external dynamics of the world 
outside the organization. It analyses whether the organization is effective in its goals and 
objectives. It establishes whether the organization needs to change its direction to fulfill its 
purpose. In other words it is a management tool that helps an organization to do a better job. 
The reason why the process is strategic is that critical choices will need to be made. If the 
understanding of the organization‘s objectives is clear, there needs to be an awareness of the 
resources the organization has available to spend on the objectives.  

 

The purpose of strategic planning is to set an organization‘s direction in order to improve its 

prospects for long-term survival and prosperity. Strategic planning focuses on the broad issues 

of an organization.  It deals with a long term view usually 3 -5 years.   

Strategic planning helps you to respond to the external environment in the most effective way. 
Strategic planning is not an activity that is ‗one-off‘. It is something that takes place over time. 
It requires the organizational resources and the thinking caps of as many people as possible. It 
is not – as most people think – a process that is conducted at a one- or two-day planning 
session. It is a process that is planned in advance, involves different levels of decision-making 
and results in a plan of action that needs to be monitored as it is implemented. The plan could 
change as circumstances change.  
 
In very simple terms, strategic planning identifies where the organization wants to be at some 
point in the future and how it is going to get there. The "strategic" part of this planning process 
is the continual attention to current changes in the organization and its external environment, 
and how this affects the future of the organization.  
 
Strategic planning involves a clear company mission, setting supporting objectives, designing a 
sound business portfolio and coordinating functional strategies.  Each company must find the 
game plan that makes the most sense given its specific situation, opportunities, objectives and 
resources.     
 



At the corporate level, the company starts the strategic planning process by defining its 
overall purpose and mission.  This mission then is turned into detailed supporting objectives that 
guide the whole company.  Next the company decides what portfolio of businesses and 
products is best for the company and how much support to give each one.  In turn, each 
business and product develops detailed marketing and other departmental plans that supports 
the companywide plan. Thus marketing planning occurs at the business-unit, product and 
market levels.  It supports company strategic planning with more detailed plans for specific 
marketing opportunities.  
 
Steps in strategic planning 
                                                                                                      Business unit, product, 
                                                                                                             and market level  

 
 
 
Why strategic planning?  
One of the reasons for your organization to do strategic planning is to give you an edge. For 
instance, there might be two or three organizations that have the same objectives, the same 
resources and the same skills. However, the organization that has put effort into planning its 
future and into the effective management of its resources will do a better job than the 
organization that has not.  
 
It is important also to remember that often people begin to think about planning only when 
they have problems. Strategic planning helps your organization to avoid crises now and in the 
future. If you plan and think ahead, you will get more resources; you will have more skills; you 
will be better able to serve the community in which you are based.  
If done properly, strategic planning can help you to identify the causes of some of the 
problems in your organization and it will enable you to come up with solutions. 
 
Key elements of a strategic plan 

1. Establishing statements of vision, mission and values 

2. Establishing goals to accomplish over the next (usually) three years or five years as a 
result of what's going on inside and outside the organization 

3. Establish what is going on outside the organization and how it might affect the 
organization (an environmental scan) 

4. Establish what is going on inside the organization, including its strengths, weaknesses, 
opportunities and threats (a SWOT analysis) 

5. Identifying how the goals will be reached (strategies, objectives, responsibilities and 
timelines) 

 
The vision statement : it encompasses the hopes and the dreams of the organization. It is a 
description of a desirable future situation for the users of the organization. In essence your 
vision answers the question – What will it look like and what will we have achieved when we 
have been successful? The vision statement should be short and easy to communicate. It must be 
understood throughout the whole organization. It must also be broad enough to last for a long 
time.  
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The mission statement - The mission statement explains to the world what it is that your 
organization does.  It is a statement of the organization‘s purpose – what it wants to 
accomplish in the large environment.  The mission statement should include the organization‘s 
purpose and explain its core business.  A clear mission statement should be market-oriented 
and defined in terms of customer needs.  A market-oriented mission statement defines the 
business in terms of satisfying basic customer needs.  Mission statements should be realistic, 
specific and motivating.    

 
The value statement - A value is an underlying belief that individuals have. A value statement 
enables outsiders to understand clearly how your organization operates and why your 
organization chooses to do certain activities in a particular way. When an organization says 
that honesty is the most important ‗thing‘, that is, their number one value, they expect these 
values to inform every aspect of the organization, from recruiting, to management and to how 
they make financial decisions.   
 
Generally  

• Strategic planning serves a variety of purposes in organization, including to: 

–  Clearly define the purpose of the organization and to establish realistic goals 
and objectives consistent with that mission in a defined time frame within the 
organization‘s capacity for implementation. 

– Communicate those goals and objectives to the organization‘s constituents. 

– Develop a sense of ownership of the plan. 

– Ensure the most effective use is made of the organization‘s resources by 
focusing the resources on the key priorities. 

– Provide a base from which progress can be measured and establish a 
mechanism for informed change when needed. 

– Bring together of everyone‘s best and most reasoned efforts have important 
value in building a consensus about where an organization is going. 

– Provides clearer focus of organization, producing more efficiency and 
effectiveness 

– Bridges staff and board of directors (in the case of corporations) 

– Builds strong teams in the board and the staff (in the case of corporations) 

– Provides the glue that keeps the board together (in the case of corporations) 

– Produces great satisfaction among planners around a common vision 

– Increases productivity from increased efficiency and effectiveness 

– Solves major problems 
 
 
How are these terms applied in the information centre‘s environment.   
 
Information Centre‟s Strategic Plan 
 
In the information centre‘s environment, a strategic plan forces it to articulate clearly its vision 
for what its services will be at a future date, and what its key mission is in relation to its 
broader organization‘s mission. The plan includes specific goals that would result in the centre 
realizing its vision, the activities that must take place to achieve the goals, and what personnel 
and fiscal resources will be garnered and allocated to those activities. 
Once you identify current and future customers and understand their current and future wants 
and needs, it is time to make choices about the direction (or re-direction) of your information 
centre.  
 



 This ―information centre‘s direction‖ includes the strategic intent, vision, mission and value 
statements of your centre.   
 
The strategic intent statement describes the scope, the attitude and the overall nature and 
personality of your information centre.  Broad positioning messages are crafted carefully to 
convey the strategic intent. 
 
The vision statement lists very specific decisions you have made about the customers to serve, 
the products and services to offer, the specific goals and objectives to meet (with measures), 
and the basic delivery system to implement. Let us look at two examples of vision statements 
using some imaginary libraries.   
  

• The XYZ Library will be integral to the City‘s intellectual and cultural life, deeply 
rooted in and responsive to our diverse community. The Library will provide free and 
equal access to information, knowledge and ideas; promote personal enrichment and 
life-long learning; encourage literacy and the love of reading in all age groups; and 
foster cultural and educational programs and partnerships. The Library will ensure 
quality service through positive human connections and an inviting environment. 

• We intend to become the best community library in the world by being so tuned in to 
the people we serve and so supportive of each other‘s efforts that we are able to 
provide highly responsive service.  

The mission statement describes the purpose of the leadership team and the information 
centre as a whole. It is a strong, clear declaration of an organization‘s beliefs about its own 
nature and distinctive competence.  It must answer the following fundamental questions:  

 What are we doing? 

 Who are we doing it for? 

 Why are we doing it? 

 What should we be doing? 
 
The need for a mission statement 
The mission statement embodies the aims and objectives of the information centre.   
It will address these four W‘s: What business are we in?  Who uses our products and services? 
What are we doing to serve your customers? When are our services available? Where are 
our parameters of service? Let us look at two examples of mission statements, again from 
some imaginary libraries.   
 

• The mission of the ABC Library is to provide quality services, resources and lifelong 
learning opportunities through books and a variety of other formats to meet the 
informational, educational, cultural and recreation needs and interests of its diverse 
and changing population. 
 

• The JKL Library system provides resources for learning and leisure to build communities 
and improve lives in JKL town.  

The value statement lists the fundamental principles that guide interactions among members of 
the organization and with its customers and partners. Let us look at two examples of value 
statements.   
 

• Providing free, equal and uncensored access to sources of knowledge, information, 
programs and services that are responsive to the needs of the community; 

• Recognizing and managing change in a positive way and using technology to 
maximum advantage 

 



The intention is that the “information centre‟s direction” will be achieved at some future date, 
usually 3, 5 or even 10 years in the future.  Naturally, everything in the information centre‘s 
direction statement has not currently been achieved, but all the elements of the ‗direction‘ are 
desired.  Because some of the elements do not currently exist, a plan has to be created to 
transform the centre from the way it exists today to its desired state in the future -- filling the 
gap between ‗here‘ and ‗there‘. 
 
The plans created to fill the gaps are called strategic plans.  They usually include planned 
activities in most of the areas of the information centre‘s basic functioning, such as development 
of new products and/or services, facilities, funding, development,  staff development, 
acquisition, circulation, preservation, administration and all the activities of marketing --
additional knowledge needed, further plan development, promotions and service and change 
assessment. 
 
Benefits of strategic planning                                                                                                                    
There are several benefits to be achieved from strategic planning.   
1.  it gives the information professional an accurate, timely, complete and objective snapshot 
of the centre today 
2.  it exposes and encourages creativity, enthusiasm, bonding and loyalty among staff in all 
areas of the centre 
3.  it creates a performance standard against which you can measure future progress  
4.  it evaluates differing opinions among the director, management team, staff, board and 
auxiliary groups 
5.  it improves communication and builds management team 
6.  it develops a sense of ownership by all the participants 
7.  it helps to develop a common vision.  
 
Information Centre‟s Strategic Planning Goals and Objectives 
The vision, mission and value statements should lead to the establishment of a hierarchy of 
goals and objectives.  The goals of your strategic plan should be precise statements of the 
results you hope to achieve in the next couple of years.  Your goals should be believable, 
measurable, and achievable by a set deadline with a specific person in charge.  Here are 
examples of goals and objectives for some of the sections within the information centre‘s 
environment.   
Facilities:  Expand, renovate, or modify the facilities.  
  
Development/Funding:  Increase funding, expand the funding sources, improve relationships 
with and satisfaction of funding agencies, start capital campaigns. 
 
Staff development:  Help staff develop new skills or work in different ways with customers, 
retain, promote, expand the experience of staff. 
 
Acquisition:  Increase acquisition rates or shift the acquisition money  to new arenas. 
 
Circulation:  Improve circulation processes, speed, ease, costs, accessibility, etc. 
 
Preservation:  Reduce the need for restoration of materials, find new/better preservation 
methods, etc. 
 
Administration:  Simplify administrative processes, speed up approvals, etc. 
 



Marketing:  Increase the number and groups of customers, increase customer satisfaction, 
increase or shift the number of products and services they use, increase or shift the kinds of 
activities they participate in, etc. 
 
Product/Service Offerings:  Add, delete, increase usage of products/services, etc. 
Legal and Regulatory:  respond to laws and requirements such as the disability act. 
 

Measures       

Once the goals and objectives have been selected for your information centre, clear measures 

should be identified to create the parameters and expectations for the centre and guide the 

promotional plan.  These measures should include endpoints as well as specific interim 

measures that would apply to various promotional options you choose to implement. A few 

examples of measures include: awareness increase by percentage (%), speed of processes by 

time, etc. 

 

 Awareness increase by % 

 Attitude toward the products and 
services improved by % 

 Purchase/participation intent 
increased by % 

 Increase in number of inquiries about 
products and services by # 

 Support of promotional campaign 
from library staff, volunteers, board 
and funding agencies by %, GH¢, 
goal 

 Circulation increase by # 

 Desired increase in the number of 
research inquiries by # 

 Increased funding by GH¢ or % 

 Organizations linked/partnership by 
# 

 Speed of processes by time/ GH¢ 
saved 

 Speed for research services by time 
and customer satisfaction 

 Facility use by organizations by #, 
importance, value to community 

 Facility use by new 
priorities/programs, by different 
customer groups, etc. 

 Use of equipment by % up, % down 

 Maintenance of equipment by GH¢ 
saved, kinds of repairs, etc. 

 Theft or damage to property by # of 
times, GH¢ to repair, by site/program 

 

Specific implementation plans should be developed for each of the goal areas in the strategic 

plan and each plan is designed to achieve its identified measures.  Assignments are made and 

timelines developed to focus the energy of the staff and resources of the information centre on 

achieving the specific plans and, therefore, the overall desired direction of the information 

centre.   

 
The Macro environment - Environmental Scanning  
 
The organization‘s environment consists of the larger societal forces that affect it such as – 
political, economic, cultural, social, demographic and technological forces.  These forces shape 
opportunities and pose threats to the organization.  Similar uncontrollable variables affect the 
information centre or information service and its markets.  They are popularly referred to as – 
PEST- political, economic, social and cultural and technological forces.   
 
The political and economic trends : they consists of laws, agencies and groups that influence or 
limit marketing actions.  The political forces, international, national and local have direct or 
indirect implications for all information services to varying degrees.  For example, a post-
industrial society with the emphasis on a service economy and leisure environment has already 



brought new demands for information services and information centre provision.  A computer-
literate society is demanding appropriate access points to serve its information needs.   
 
The cultural environment is made up of institutions and forces that affect a society‘s values, 
perceptions, preferences and behaviors.  People grow up in a particular society that shapes 
their basic beliefs and values.   
 
Social trends –Social trends are inextricably linked with demographic trends.   Demographic 
trends affect all information centres : in education sectors, schools, college and university 
libraries feel the knock-on effect of population growth.  Demography is the study of the 
characteristics of human populations.  Today‘s demographic environment shows a changing 
age structure, shifting family profiles, geographic population shifts, a better-educated and 
more white-collar population and increasing diversity.   Public libraries will need to reassess 
the location of their branches and their opening hours to serve the needs of these changing 
patterns of population.               
 
Technology trends – The ever accelerating changes in technology is affecting clients and users.  
Information centres will have to provide not only the equipment but offer training as well.   
 
The macro environment needs to be monitored for the successful management of change.   
 
The Micro environment - SWOT analysis 
The micro environment of the organization consists of  the actors close to the organization that 
affect its ability to serve its customers – the organization, suppliers, marketing intermediaries, 
customer markets, competitors and publics.  To be able to assess the micro environment, it is 
important for an organization to carry out a SWOT analysis.  
 
SWOT stands for strengths (S), weaknesses (W), opportunities (O) and threats (T).   
 
Strengths include internal capabilities, resources and positive situational factors that may help 
the organization to serve its customers and achieve its objectives. 
 
Weaknesses include internal limitations and negative situational factors that may interfere with 
the organization‘s performance. 
 
Opportunities are favorable factors or trends in the external environment that the company 
may be able to exploit to its advantage.   
 
Threats are unfavorable external factors or trends that may present challenges to 
performance.   
 
The organization must analyze its strengths and weaknesses to determine which opportunities it 
can best pursue.  It must also analyze its markets and its marketing environment to find 
attractive opportunities and identify environmental threats.  The goal is to match the 
organization‘s strengths to attractive opportunities in the environment while eliminating or 
overcoming the weaknesses and minimizing the threats.   
 
In the information centre‘s environment, strengths might include staff, stock, services and 
physical location but these are just as likely to be weaknesses in the same information centre.  
It is important to emphasize what is uniquely special about the particular information centre 
and in effect, identify what it can do that the competition cannot.  An information service 
offering an extensive range of databases may be weakened by not having enough telephone 



lines to serve users‘ needs.  SWOT analysis can identify strength that should be maintained to 
provide quality services.   
 
The marketing audit  
The marketing environment is made up of a micro environment and a macro environment.  It is 
important for any organization to analyze the current, external and internal situations by 
analyzing the micro environment and the macro environment.  The strategic PEST audit, plus 
the audit of strengths, weakness, opportunities and threats (SWOT) provide this means of 
analysis.  The marketing audit consists of an analysis of the information centre‘s external 
environment (competitors, patrons, sponsors and developmental opportunities) and an 
assessment of the internal environment (information centre‘s strengths and weaknesses).  This 
constitutes the marketing audit.  Marketing audit has been defined as a comprehensive, 
systematic, independent and periodic examination of an organization‘s environment, 
objectives, strategies and activities to determine problem areas and opportunities and to 
recommend a plan of action to improve the organization‘s marketing performance.  The 
purpose of an audit is therefore to: 

 Determine what is currently being done 
 Evaluate what is being done (is it working, etc) 
 Recommend what should be done in the future 

The benefits of the audit are as follows: 
 In-depth picture of what you are doing 
 Foster awareness throughout your business 
 Assist the building of internal relationships 
 Improve marketing efficiency and effectiveness 
 Give an opportunity for input from other areas of the business 
 Provide an important insight into the improvement of marketing planning 

It is important for all organizations to periodically reassess its overall approach to the 
marketplace as marketing strategies and programs can quickly become outdated.    
 
Marketing strategies  
 
Marketing strategies are developed to carry out the objectives of the organization.  Before 
developing your strategies, the information professional needs to evaluate the products and 
businesses that make up the information centre.  This is referred to in many organizations as 
the strategic business unit (SBU).  The process of finding out the attractiveness of SBU‘s is 
known as portfolio analysis.    
 
Portfolio Management 
The purpose of strategic planning is to find ways in which the organization can best use its 
strengths to take advantage of attractive opportunities in the environment.  Thus, the essence 
of portfolio management is to examine the organization and see how individual products and 
services can contribute to the overall health of the organization, even though they may be 
managed on an individual basis.  The information professional needs to decide for example 
how strong services might support weaker services, if they should support them, or whether 
new services can be developed even further which might replace declining services.  
There are many models of portfolio analysis in the business world : 

 the growth-share model of the highly reputable Boston Consulting Group (BCG) 

 The Arthur D. Little strategic condition matrix 

 the General Electric Market Attractiveness Competitive Position (MA-CP) model with 
McKinsey and Co. 

  and the Shell Directional Policy Matrix . 
 



The BCG model is very popular.  The BCG model analyses the various products of business on 
a matrix that measures relative market share and the rate of market growth.  It is necessary to 
consider what is likely to happen in the market, that is potential growth and to examine the 
competitive position very closely.   
 
The BCG matrix model requires that the organization divides its activities into operational 
areas known as strategic business units (SBUs) with a view to making strategic decisions about 
the relative health, resources needed, risks to be taken and activities to be discontinued. 
Below is a drawing of the model.      
 

 
 
On the vertical axis, market growth rates provides a measure of market attractiveness.  On 
the horizontal axis, relative market share serves as a measure of company strength in the 
market.  The growth-share matrix defines four types of SBU‘s : Stars, Cash cows, Question 
marks and Dogs.   
 
Stars are high-growth, high-share businesses or products.  They often need heavy investment 
to finance their rapid growth.  Eventually their growth will slow down and they will turn into 
cash cows. An obvious ―star‖ on the horizon in the library sector is the provision of e-content. 
The public need for electronic information has been growing and its benefits include widening 
access to collections in libraries and 24/7 remote access. There is still a need for high 
investment in electronic information in libraries but economies of scale are likely to develop. 
The long term strategy for libraries will to be develop e-content to become the equivalent of 
a ―cash cow‖. 
Cash cows are low-growth, high-share businesses or products.  These established and 
successful SBU‘s need less investment to hold their market share.  Thus they produce a lot of 
cash that the organization uses to pay its bills and to support other SBUs that need investment.  
The library equivalent of the ―cash cow‖ has been the book lending service. There has been a 
high level of need for the book lending service and also libraries have been able to 
effectively supply this service. Having a service at this stage has allowed library staff to 
develop other services as the demand for lending has been reliably high. There are some 
indications that book lending being the ―cash cow‖ for libraries may be no longer be the case 
as borrowing levels decline. 
Question marks are low –share business units in high-growth markets.  They require a lot of 
cash to hold their share, let alone increase it.  Management needs to think hard about which 
question marks it should try to build into stars and which should be phased out. Question marks 
or ―Problem children‖ are those services which have not achieved a dominant position but have 
potential to move in this direction. They also need high levels of investment. An example is a 
closed local history collection in an Australian public library. Various strategies were adopted 
to move it from being a ―problem child‖ to the position of a ―star‖ in that library. Another 
example of a problem child is the application of Really Simply Syndication (RSS) in libraries. 



This technology allows libraries to dramatically increase the reach of the library web site and 
also improves library visibility. It has been asked whether it is a fad or whether there is a 
future for the technology. Furthermore, a substantial decrease in libraries‘ use of CD-ROM 
services in comparison with online makes this service a question mark.   
Dogs are low-growth, low-share businesses and products.  They may generate enough cash to 
maintain themselves but do not promise to be large sources of cash.  An example is the impact 
of electronic information and databases on the provision of print reference collections and 
print indexes and abstracts. The advantages of electronic provision (speed of access, currency, 
ease of use) have challenged the need for the continuing existence of these large, physical 
collections. As a result, the large scale provision of printed abstracts and indexes and 
reference collections has been removed in some libraries. 
In portfolio management, the recommended strategy is to take cash from the ―cash cows‖ to 
fund ―stars‖. In terms of a well balanced product portfolio, it is important to have a number of 
―stars‖ which can grow. There also needs to be a number of cows to generate revenue. The 
advantages in using the BCG matrix are that it focuses attention on making a service 
profitable and it helps develop strategies and the long term growth of the portfolio. The 
graphic depiction also facilitates communication.  
The Product/Market expansion grid 
The product/market expansion grid is another way of determining the attractiveness of SBU‘s.  
Typically described as Angsoff‟s Product-Market Growth Matrix, the matrix allows 
marketers to consider ways to grow the business via existing and/or new products, in existing 
and/or new markets – there are four possible product/market combinations. This matrix helps 
companies decide what course of action should be taken given current performance. The 
matrix consists of four strategies: Market penetration, Product /Service development, Market 
development and Diversification.   

 
 

Let us now look at the explanation for each of the four strategies. 
Market penetration (existing markets, existing products): This is a strategy for the organization 
to grow by increasing sales of current products to current market segments without changing 
the product.   The best way to achieve this is by gaining competitors' customers (part of their 
market share). Other ways include attracting non-users of your product or convincing current 
clients to use more of your product/service, with advertising or other promotions. Market 
penetration is the least risky way for a company to grow.  
Product / Service development (existing markets, new products): A strategy for an 
organization‘s growth by offering modified or new products to current market segments.   A 
firm with a market for its current products might embark on a strategy of developing other 
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products catering to the same market. Frequently, when a firm creates new products, it can 
gain new customers for these products. Hence, new product development can be a crucial 
business development strategy for firms to stay competitive.  
Product/Service development calls for creative thinking: how can existing services be 
enhanced? Such as:  

 faster turnaround on periodical article or interlibrary loan provision with use of 
telephone or email to say an item has arrived? 

  difference in opening hours at service points  
 the introduction of technology to benefit readers 
 More comfortable seating in reading areas 
 extra photocopying or fax facilities 
 more telephone lines, internet access points, refreshment services  

Market development (new markets, existing products): This is a strategy for an organization 
to grow by identifying and developing new market segments for current company products.  
An established product in the marketplace can be tweaked or targeted to a different 
customer segment, as a strategy to earn more revenue for the firm. For example, a college 
library might consider opening its services to the local community. 
Diversification (new markets, new products): A strategy for an organization‘s growth through 
starting up or acquiring businesses outside the organization‘s current products and markets.  
There are different dimensions of diversification and these are concentric, horizontal and 
conglomerate.  Let us explain these in some detail.  
Concentric diversification strategy – This requires an organization to seek out developments 
that have some kind of synergy with existing practices.  For example, the library is efficient in 
organizing collection and lending of materials.  Might it consider entering formal dress-hire 
business and appeal to a completely new clientele? In concentric diversification strategy, the 
questions that information professionals need to ask are: what are we good at? Can our skills 
be applied successfully elsewhere? Concentric diversification requires that creative thinking 
should be high on the list of attributes of librarians and information professionals.  
Horizontal diversification strategy – This entails looking for opportunities that might very well 
provide benefit to existing users but that are unrelated to existing practices.  For example, the 
school library or university library setting up table tennis or billiard facilities in reading rooms 
or newsagent‘s or stationery shop on library premises.  
Conglomerate diversification strategy – This involves the identification of opportunities that do 
not bear relationship to existing markets, services or practices.  These may include 
opportunities that would never have been considered by librarians or information 
professionals in the past.  Indeed, the need would not have been there but would information 
professionals be prepared for new pressures and look for new ways forward? 
The matrix illustrates that the element of risk increases the further the strategy moves away 
from known quantities - the existing product and the existing market. Thus, product 
development (requiring, in effect, a new product) and market extension (a new market) 
typically involve a greater risk than `penetration' (existing product and existing market); and 
diversification (new product and new market) generally carries the greatest risk of all.  
Ansoff stressed that the diversification strategy stood apart from the other three.  While the 
latter are usually followed with the same technical, financial, and merchandising resources 
which are used for the original product line, diversification usually requires new skills, new 
techniques, and new facilities. As a result it almost invariably leads to physical and 
organizational changes in the structure of the business which represent a distinct break with 
past business experience.  For this reason, most marketing activity revolves around 
penetration. 
 
Product Life Cycle 
The product lifecycle concept is helpful in deciding which marketing strategies are best fitted 
to particular stages in the development of service activities.  The theory maintains that all 
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products or services follow distinctive patterns over time.  The stages in the product lifecycle 
curve are Introduction, Growth, Maturity and Decline.   

Product Life Cycle Curve

Introduction Growth DeclineMaturity

 
 
Introduction – The introductory stage is when a product first appears in the market place. 
Resources are being expended on an area that will probably have an initially slow take-up 
rate by users. The product may not have any competitors. A deliberate rapid penetration 
strategy can be implemented to help, but this involves massive spending on promotion and 
incentive strategies, which makes sense only if the user market is a large one and unaware of 
the service.  It requires a great deal of investment in its development and loses money at this 
stage 
Growth - Growth stage is when the product or service begins to grow.  User awareness and 
acceptance will take the service into a growth stage.  It is also at this time that competitors 
begin to copy the product or service.  Those competitors can even make improvements. It is at 
this point that innovation and new marketing strategies need to be implemented. 
Maturity – This is the stage where most of the market for the service settles into a regular 
pattern of use.  Costs continue to decline and levels of usage increase. Service/ product is 
very profitable. In the library or information service, different staff, redeployed from other 
geographical or specialist areas, can rejuvenate a service at the maturity stage.  Moving stock 
around within a location can generate interest.  Exhibitions, displays and events can highlight a 
service and attract new users.  A new website can regenerate interest in a service.    
Decline - Decline stage is indicated when the market shrinks and profitability falls.  The market 
shows a downturn with very powerful competitors being seen as being preferable. This stage 
results in many services being reduced from the market.  
The product lifecycle concept should be used in a context of experience and known variables, 
since the period of each stage varies among products and services and even types of industry.  
The product lifecycle is affected by the nature of the product or service, changes in the macro 
and micro environment, changes in the user profile and the introduction of competition.   
When evaluating user opinions on a service in order to identify its position in the product 
lifecycle it is also wise to consider user adoption characteristics.  The opinions of those who are 
receptive to new ideas and willing to be the first to try new products or services will be vastly 
different from those who would rather wait and see, or those who are always the last to try 



anything.  The marketing concept that describes user behaviour in this respect is known as 
diffusion of innovation and user behaviour from Innovation to Early Adopters to laggards.   
The Marketing Plan 
 
After you have identified the strategic business units (SBUs)  the organization should decide 
what it wants to do with them.  A marketing plan which decides on marketing strategies to 
help attain the overall strategic objectives is drawn up.  A detailed marketing plan is needed 
for each business, product or brand.   
 
A marketing plan is a written document that details the necessary actions to achieve one or 
more marketing objectives. It can be for a product or service, a brand, or a product line.  A 
marketing plan is important because it can help to identify sources of competitive advantage, 
gain commitment to a strategy and get resources needed to invest in and build business.  
Additionally, it can inform stakeholders in business, set objectives and strategies and measure 
performance. A marketing plan may be part of an overall business plan and involves deciding 
on marketing strategies that will help a company attain its overall strategic objectives.  
Marketing plans answer many questions, such as: 
Who are the constituents we need to reach? 
What do we do best, and what opportunities do we have to improve? 
What library staff will be responsible for creating and implementing the marketing plan? 
What resources and services will be created, deleted, or showcased?  
What are the standard promotional tools to be incorporated into the marketing plan? 
What assessment methods will be used and how often? 
 
The main components of a marketing plan are the Table of contents, executive summary, 
current marketing situation, threats and opportunities, objectives and issues, marketing 
strategies, action programs, budgets and controls.  Below is an explanation of the contents of 
a marketing plan. 
 
A table of contents  - will simply show the manner in which the work is organized. This is 
especially helpful for senior administrators who may need to quickly navigate through a 
library team's entire work, looking perhaps for only executive summary and implementation 
schedules. They can consult the table of contents and find the needed information and 
documentation within, quickly and easily. 
The Executive summary – presents a brief summary of the main goals and recommendations of 
the plan for management review, helping top management to find the plan‘s major points 
quickly.  A table of contents should follow the executive summary.     
 
Current marketing situation  

SW OT analysis and summary: Each marketing plan begins with a through in-house SWOT 

analysis. A SWOT analysis is generated after an organization conducts both a self- 

assessment and a user-assessment. It is the process of uncovering underlying strengths (S), 

weaknesses (W), opportunities (O), and threats (T). This involves an analysis of the library's 

internal operations and its external forces. When writing a SWOT consider the following 

questions: 

 Strengths (internal forces) What are the advantages the library brings to the academic 

community? What does the academic community think are the library's strengths? Use focus 

group data to guide and confirm this analysis. Has the library been complimented or received 

any positive publicity regarding any aspect of the operations by the academic community?  
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Weaknesses (internal forces) Has the library received negative feedback? Again, gather and 

use focus group data. What can be improved? Do the library staff experience roadblocks in 

work processes? What processes break down? 

 Opportunities (external forces) What have the patrons been asking for? What new programs 

or services can the library create? Is the campus growing in such a way that presents 

opportunities? What new products are library vendors creating? What new industry standards 

or mandates are emerging?  

Threats (external forces) What new industry standards or mandates are emerging? Who are 

the competitors? What are competitors doing better than the library? What are competitors 

offering? What new products are being created by library vendors? (Note that these can be 

an opportunity or a threat). 

The following chart outlines some sample ideas to incorporate into a SWOT analysis 

Strengths: What does the library do well? 
Popular library instruction program. 
Administrative support. 
 
 
 
 
Weaknesses: What areas or services put us at 
risk or make us vulnerable? 
Increased use of Google Scholar, which is 
perceived to be superior to subscription-
based library databases 

Opportunities: What library resources and 
services can be improved? 
What new services and resources can be 
offered? 
Interlibrary loan can be streamlined and 
turnaround time can be improved. 
 
Threats: Who are the library's key 
competitors, and what lies on the horizon in 

the twenty-first century? ● Google-based 

search engines. ● Patron driven 
acquisitions versus skilled librarian collection 
development. 

 
Goals and Objectives - states the marketing objectives that the company would like to attain 
during the plan‘s term and discusses key issues that will affect their attainment.  For example, 
if the goal is to achieve a 15% market share, this section looks at how this goal might be 
achieved.                                                                                                    
 
Marketing strategy – Outlines the broad marketing logic by which the business unit hopes to 
achieve its marketing objectives and the specifics of target markets, positioning and marketing 
expenditure levels.  It outlines specific strategies for each marketing-mix element and explains 
how each responds to the threats, opportunities and critical issues spelled out.                                                                                                                             
 
Action programs – spells out how marketing strategies will be turned into specific action 
programs that answer the following questions: What will be done? When will it be done? Who 
is responsible for doing it? How much will it cost?                                                       
 
Budgets - Details a supporting marketing budget that is essentially a projected profit and loss 
statement.  It shows expected revenues (forecasted number of units sold and the average net 
price) and expected costs (of production, distribution and marketing).  The difference is the 
projected profit.  Once approved by higher management, the budget becomes the basis for 
materials buying, production scheduling, personnel planning, and marketing operations.                                                                                                         
 
Controls – outlines that will be used to monitor progress and allow higher management to 
review implementation results and spot products that are not meeting their goals. 



 
An example of a real market plan that was drawn up by XYZ library.  
 
Exercise 
1. Please review the following academic library mission statement and discuss how it meets the 
general criteria for mission statements. Revise, making improvement suggestions.   
 
"Our Library" actively participates in the education of students, and supports the research and 
curricular needs of the entire college community. "Our Library" fosters academic excellence 
and academic freedom by providing access to a broad spectrum of information in the 
curriculum supported by the College's overriding mission and vision for the future. 
 
2. Create a vision statement for the library where you work or study. 
 
Knowing  your customers  
The primary customer is always the user of your products and services or the potential users.  
For the University, college, polytechnic, research and special library settings, the following are 
the general list of customers.  
 

 Undergraduate students: This category of customers use the library and library 
resources primarily to locate course materials, to complete undergraduate course 
assignments, to locate information about campus activities and for personal 
entertainment.   
 

 Graduate students: They use the library and library resources primarily to locate 
course materials, complete graduate course assignments, for further research for theses 
or dissertation topics and to locate rare and unique materials.  They especially 
appreciate knowledgeable reference and research assistance. 
 

 Faculty: They use the library and library resources primarily to locate information for 
course development or for use in courses by students and for their own research. 
 

 Researchers: They use the library and library resources for the collections, the 
reference services and rare or unique materials. 
 

 Staff and administration:  use the library collections and research services to assist 
them in institutional tasks. 
 

 Community members:  They use the library, especially in smaller communities where 
their nearest public library is small or not convenient, to research business and personal 
topics, use the collections and meet with others. 
 

 High school students:  They use the library, again in smaller communities, in place of 
or in addition to school and public libraries for class work. 
 

 Business and government agencies:  They use the library in all sizes of communities, 
for their collections, their research services and facilities to assist them in accomplishing 
their institutional tasks. 
 

 Others:  They include community group, interest groups, professional groups and others 
may also use the library for the collections, research services and facilities. 

 
The influencers & catalysts of your information centre 



Influencers are the people or organizations that make decisions or influence the decisions that 
provide the funding for capital improvements and day-to-day operations.  Their perceptions 
determine whether the vision of the information centre can be achieved.  The most successful 
information professionals communicate purposefully and build strong working relationships 
with influencers.  Some influencers in an academic information centre include:  

 Academic Administrators: University and college administrators are key influencers 
and must be consulted to ensure that the central role of the academic or research 
library is clear to them. When critical decisions about funding and/or programs are 
being made, there should be no doubt in their minds about the value in general. 
 

  Faculty/Faculty Committees/Faculty Government:  Like the academic administrators, 
this audience must also understand the central role that the library plays.   

 Boards:  Boards of trustees or regents and other similar decision makers are also 
critical audiences to ensure that the role of the academic library is top-of-mind when 
budget decisions are made that affect academic institutions. 
 

 State Elected Officials: Elected officials at the state and local levels (e.g., mayors, 
state legislators, city council members, etc.), Federal legislators, and key members of 
the Executive branch are all critical audiences as they are the key decision makers 
during funding and advocacy debates. 

  
Alumni:  Former students and faculty of educational institutions also have tremendous 
collective influence with elected officials.  Alumni usually become the holders and 
donors of most of the wealth.  
 

 Accrediting Agencies:  The formal organizations that certify that the library of an 
institution meets accepted standards. 
 

 Campus Marketing Office:  The institutional public relations department that provides 
assistance, funding and sets policy and restrictions. 
 

 Research and Other Offices:  The institutional research center and other offices that 
provide assistance, funding, and set policy and restrictions. 

 
Catalysts 
Who then are the catalysts and why are they important?  Their opinions, preferences and 
actions not only ensure the maintenance of established organizations but also provide the 
start-up funding for new approaches to business or providing service.  They are a key 
audience in maintaining the current functions of academic and research libraries and funding 
the transition to new offerings and services.  Information professionals always locate such 
important opinion leaders, communicate purposefully with them and build strong working 
relationships. 
 
Some important catalysts in the society include:  

 Allies/Partners: Associations and other kinds of educational organizations as well as 
businesses are willing to assist institutions and academic and research libraries that 
generally support their own mandate. But with the competition from the Internet, allies 
and partners may need to be reminded about the importance of the academic and 
research library. 
 

 Donors: Individual donors or foundations are critical targets as they represent the 
front lines of support for libraries. This audience must understand the role and value of 



libraries and should be engaged in the active promotion of libraries.  
 

 Grant Funding Organizations: Established business and non-profit foundations and 
organizations play a key role in supporting the current operations and new efforts of 
academic and research libraries. 
 

 Professional Associations: Ghana Library Association (GLA), and other library or 
educational professional organizations influence the direction and provide specific 
grants or other resources to assist academic and research libraries. 
 

 Media: In addition to being a vehicle to reach target audiences, the media are also a 
key audience. Journalists who post positive feature stories about libraries, library 
services and librarians can broadly influence other constituents. 
 

 Friends of the Library:  Volunteers who assist with library activities ranging from 
raising money to working in the library.  This group traditionally serves as a very 
powerful partner. 
 

 Publishers:  With the changes caused by the Internet in the publishing world, 
publishers of books, journals and other materials are seeking new kinds of relationships 
that can limit the access libraries have to their materials.   

 
 
 
 
 
Needs and wants of your customers 
 

Having identified your customers, the influencers and catalysts of your information centre, it is 

logical for you to identify their needs and wants as well.  Needs are the basic things the 

information centre  must provide to assist the customer adequately to accomplish their 

information gathering goals such as having the proper collection, an easy access system, 

personal support and amenable facilities and equipment.  Wants are those things the 

customers would like the information centre to provide for comfort, extension of services or 

interest.  Identifying customer needs and wants help the information professional to serve the 

customers better.    

 
Each of the customers identified earlier (eg. students, faculty, researchers, community members, 

etc) have a set of wants and needs in relationship to the academic library.  Needs can be as 

specific as ‗learning to use the online catalogue‘ and as general as ‗improving learning 

capability.‘  Current and future needs must be identified.  Sometimes, the customer is not 

aware of their emerging future needs.  It is up to the information professional to research and 

find out what the customer actually needs. 

 
For the information professional to be able to determine needs and wants of customers, 
he/she needs to ask some questions.  The table below should serve as a guide to the 
information professional.   
 

Customer Needs 

 



The following chart illustrates the questions library leaders and their teams should be able to 
answer about their customers‘ needs. 
 

 Current Needs Future Needs 

 
 
 

Known Needs 

 
 
 

 
How well are the current 
products and services 
meeting product, price, 
place and experience 
needs? 
 
Do our customers know 
about these products and 
services? 
 

 
How well do our plans for 
new products and services 
match the future needs for 
product, price, place, and 
experience elements? 
 
Do our customers know we 
plan to offer these new 
products and services? 

 
 
 
Implied Needs 
 
 
 
 

 
What current needs are not 
being met at this moment? 
What complaints do we get 
over and over? 
 
Who is not using the 
information centre as much 
as we‘d like them to?  Why? 

 
What are the environmental 
shifts that are placing new 
expectations and 
requirements on our 
customers? 
 
What new information 
needs will they have? 
 



Undergraduate Students 

Course primary materials 
Course reading assignments 
Course reference materials 
Computer assistance 
Internet assistance 
Copy services 
Computers, printers and scanners 
Data bases and software 
Video conference spaces 
Audio-visual equipment 
Meeting equipment 
Electronic and overhead projectors 
Basic skills assistance 
Reference and research assistance 
Study rooms 
Leisure reading materials 
Library collections to promote self-discovery 

Researchers 

Ample collection 
Dedicated reference assistance 
Access to materials in other libraries, 
globally 
Access to contributing researchers and 
organizations 
Computers, printers 
Computer assistance 
Data bases and software 
Internet assistance 
Website assistance 
Social interaction space 
Meeting spaces 
Audio-visual, meeting, overhead and 
electronic projector equipment 
Original documents/primary materials 
Rare materials 
Other special collections 

Graduate Students 

Course primary materials 
Course reading assignments 
Course reference materials 
Additional course reference guides 
Computer assistance 
Internet assistance 
Social interaction space 
Meeting rooms 
Food and beverages 
Self-serve copy services 
Whole document copy services 
Computers and printers 
Databases and software 
Video conference spaces 
Audio-visual equipment 
Meeting equipment 
Electronic and overhead projectors 
Reference and research assistance 
Document delivery services 
Electronic journals 
Knowledgeable reference/research 
assistance 
Original documents/primary materials 
Rare materials 
Other special collections 

Faculty 

Selection of teaching texts 
References for texts 
Help in codifying course reading materials 
and reference materials 
Departmental reference lists 
Computer assistance  
Internet assistance 
Website assistance 
Social interaction space 
Meeting rooms  
Food and beverages 
Copy services: self serve, whole document 
Computers and printers 
Databases and software 
Video conference spaces 
Audio-visual equipment 
Meeting equipment 
Electronic and overhead projectors 
Reserve materials for students to access 
(traditional and ―e‖ materials) 
Journals and subject related collections 
Control/house reserve materials 
Workshops on new resources 
Research assignments design help 
Document delivery  
Original document/primary materials 
Rare materials 
Other special collections 
 

 
Marketing Research Process 
 



Marketing research has been defined as the systematic collection and evaluation of data 
regarding customer's preferences for actual and potential products and services.  It has also 
been defined as the process of planning, collecting and analyzing data relevant to marketing 
decision-making.   
 
Here is another definition:  marketing research may also be described as the systematic and 
objective identification, collection, analysis and dissemination of information for the purpose of 
assisting management in decision making related to the identification and solution of problems 
and opportunities in marketing.  
 
Why marketing research is important? 
 
Marketing research is important for a number of reasons.   

 Marketing research can help marketers understand customer satisfaction and purchase 
behavior. 

 It can help them assess market potential and market share or to measure the 
effectiveness of pricing, product, distribution and promotion activities. 

 Marketing is centered on the customers or users.  In order to better meet user needs 
and communicate effectively with users, market research is required to gather the data 
on which strategic decisions and enhancement of services must be based. 

 Regular market research about information centre users not only helps determine what 
current and future collections and services the users may require, but also provides 
valuable information about how information professionals might best communicate so 
that users know about and understand how to maximize the potential of the services 
available to them.   

 Marketing research is essential to effective strategic planning and implementation.   

 The information generated must be put to effective use in forecasting, planning, 
instructing and illuminating the whole management decision-making process.  

 Marketing research can also be used as a promotional tool.  The planning, 
implementation, analysis and results can all be used to draw attention to a service.   

 
Characteristics of marketing research.   
 
First, marketing research is systematic. Thus systematic planning is required at all the stages of 
the marketing research process. The procedures followed at each stage are methodologically 
sound, well documented and as much as possible, planned in advance. Marketing research 
uses the scientific method in that data are collected and analyzed to test prior notions or 
hypotheses. 
Secondly, marketing research is objective. It attempts to provide accurate information that 
reflects a true state of affairs. It should be conducted impartially. While research is always 
influenced by the researcher's research philosophy, it should be free from the personal or 
political biases of the researcher or the management. Research which is motivated by personal 
or political gain involves a breach of professional standards. Such research is deliberately 
biased so as to result in predetermined findings. The motto of every researcher should be, 
"Find it and tell it like it is." The objective nature of marketing research underscores the 
importance of ethical considerations. 
Marketing research involves the identification, collection, analysis and dissemination of 
information. Each phase of this process is important and we shall discuss all the phases in 
greater detail in the subsequent sections.  
The phases are identifying or defining the marketing research problem or opportunity and 
then setting objectives, developing the research plan; implementing the research plan and 



interpreting and reporting the findings. It should be emphasized that marketing research is 
conducted to assist management in decision making and is not a means or an end in itself.  
Market Research Designs 
Qualitative marketing research – Qualitative research is conducted to examine how our 
customers feel about the information centre or any other product or service.  They are 
generally used for exploratory purposes involving small number of respondents.  The result 
are not generalizable to the whole population.  Statistical significance and confidence are not 
calculated.  There are several ways to obtain this qualitative information, including focus 
groups and personal interviews.  Through these efforts you can understand customer 
perceptions and behaviors.  Examples of qualitative marketing research include focus groups, 
in-depth interviews and projective techniques 
Quantitative marketing research –Quantitative information gives us statistical data about our 
customer‘s behaviors.   They are generally used to draw conclusions, tests a specific hypothesis 
and use random sampling techniques so as to infer from the sample to the population.  They 
usually involve a large number of respondents.  Examples of quantitative marketing research 
include polling, surveys and questionnaires.  
 
Defining the problem and setting objectives 
 
This is often the hardest step in the research process. This phase involves a clear and precise 
understanding of the problem at hand. It is crucial that the information professional identifies, 
understands and defines the problem in its entire capacity, as it affects all the subsequent 
activities involved in the research process.  
 
There are two sources of problems:  

 A problem exists when a gap exists between what was supposed to happen and what 
did happen, that is, failure to meet an objective. 

 an opportunity occurs when there is a gap between what did happen and what could 
have happened…called an opportunity. 

To recognize a problem, managers must be knowledgeable of objectives and actual 
performance. To be aware of opportunities, managers must have a process for monitoring 
opportunities, such as opportunity identification. 
 
It is advisable never to conduct research for things that you would ‗like‘ to know. Make sure 
that you really ‗need‘ to know something. In information centres, many problems or 
opportunities may arise with the staffing levels, the collection and customer service.  As the 
costs of books and materials are always on the increase along with the need to diversify the 
collection with electronic subscriptions, challenges may also arise.   
 
Similarly, the expenses for computers, printers and networks continue to rise bringing about 
problems or issues with usage of these equipment.  Along with the expanded need for 
technology comes the need for staff training, as well as staff expertise to manage systems.  If 
these issues are not properly handled, they become problems which stall the growth of your 
information centre. Information professionals should make use of customer feedback, internal 
and external data reports and so on to come up with an accurate problem definition. 
 
Setting Objectives 
The problem then becomes the focus of the research. After the problem has been defined 
carefully, the manager and researcher must set the research objectives.  A marketing research 
project might have one of three types of objectives.  The objective of exploratory research is 
to gather preliminary information that will help define the problem and suggest hypotheses.  
The objective of descriptive research is to describe things, such as the market potential for a 
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product or the demographics and attitudes of consumers who buy the product.  The objective 
of causal   is to test hypotheses about cause and effect relationships.  
 
Let us now explain in detail what these three objectives entail. 
 
Exploratory research has the goal of formulating problems more precisely, clarifying 
concepts, gathering explanations, gaining insight, eliminating impractical ideas, and forming 
hypotheses. Exploratory research can be performed using a literature search, surveying 
certain people about their experiences, focus groups, and case studies. When surveying 
people, exploratory research studies would not try to acquire a representative sample, but 
rather, seek to interview those who are knowledgeable and who might be able to provide 
insight concerning the relationship among variables. Case studies can include contrasting 
situations or benchmarking against an organization known for its excellence. Exploratory 
research may develop hypotheses, but it does not seek to test them. Exploratory research is 
characterized by its flexibility. 
 
Descriptive research is more rigid than exploratory research and seeks to describe users of a 
product, determine the proportion of the population that uses a product, or predict future 
demand for a product. As opposed to exploratory research, descriptive research should 
define questions, people surveyed, and the method of analysis prior to beginning data 
collection. In other words, the who, what, where, when, why, and how aspects of the research 
should be defined. Such preparation allows one the opportunity to make any required 
changes before the costly process of data collection has begun. 
There are two basic types of descriptive research: longitudinal studies and cross-sectional 
studies. Longitudinal studies are time series analyses that make repeated measurements of the 
same individuals, thus allowing one to monitor behavior.  
Cross-sectional studies sample the population to make measurements at a specific point in 
time.  
 
Causal research seeks to find cause and effect relationships between variables. It 
accomplishes this goal through laboratory and field experiments. 
 
Sources of Data and Research Approaches 
 
To meet the manager‘s information needs, the research plan can call for gathering secondary 
data, primary data or both.  Secondary data and primary data are obtained through 
secondary or primary research.   
 
Secondary research involves analyzing information that already has been gathered for 
another purpose. Before going through the time and expense of collecting primary data, one 
should check for secondary data that previously may have been collected for other purposes 
but that can be used in the immediate study. 
 

 Information centres traditionally contain vast storehouses of secondary information, also called 
historical data, information that is already available. This information might exist in reference 
materials, periodicals, online databases, business and financial information or census and 
demographic data.  Information centres can make good use of all this secondary information 
for their own market research.  For example, computerized information from the online 
catalogue can be used to learn more about your customers.  You can identify which books 
have the highest turnover or which periodicals and databases have the highest demand.                                                                                                                

 
Secondary data can usually be obtained more quickly and at a lower cost than primary data.  

Also secondary sources can sometimes provide data an individual company cannot collect on 
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its own.    The researcher must evaluate secondary information carefully to make certain it is 
relevant (fits research project needs,) accurate (reliably collected and reported), current (up to 
date enough for current decisions) and impartial (objectively collected and reported). 
 
Primary Research involves collecting new information to meet your specific needs. Primary 
research generates original data either collected for a specific purpose or to solve a specific 
problem. It is expensive and time consuming, but is more focused than secondary data. 
Primary data collection calls for a number of decisions on research approaches.  Let us look at 
some of the approaches. 
 
Research approaches 
While there are many approaches for gathering primary data, most marketers use one or 
more of the following: observation, surveys, experiments, employing technology to conduct 
market research and SERVQUAL techniques.   
 
Observation involves the recording of actions and is performed by either a person or some 
mechanical or electronic device. It involves gathering primary data by observing relevant 
people, actions and situations.  Observation can obtain information that people are unwilling 
or unable to provide. In contrast, some things simply cannot be observed, such as feeling, 
attitudes, awareness, knowledge, intentions and motivation. Observation also might take 
longer since observers may have to wait for appropriate events to occur, though observation 
using scanner data might be quicker and more cost effective.  Long-term or infrequent 
behaviour is also difficult to observe.  Because of these limitations, researchers often use 
observation along with other data collection methods.   
 
Surveys are the most widely used method for primary data collection and is the approach 
best suited for gathering descriptive information.  Surveys are really descriptive research and 
should be used to find out about users‘ knowledge, beliefs, behavior, preferences or 
satisfaction rates.  Personal interview, mail, telephone or the internet can be used to conduct 
surveys.  Pilot surveys will play a helpful part in the successful operation of a major survey 
and careful design of the sampling procedures is essential.   We shall look as sampling in 
subsequent sections. 

 
   Experimental research tries to explain cause and effect relationships. Experiments involve 

selecting matched groups of subjects, giving them different treatments, controlling unrelated 
factors, checking for differences in group responses.    Whereas observation is best suited for 
exploratory research and surveys for descriptive research, experimental research is best 
suited for gathering causal information.  This type of method could be used perhaps, in a 
university library planning to reorganize circulation, shelving and seating areas.   Information 
professionals may complete one floor only in the new arrangement and test users‘ reactions 
before proceeding further.    

 
Employing Technology to conduct Market Research  - Technology can be used to extract data 
from transaction log (of online content and OPAC searches), circulation records, as well as 
online user surveys and feedback. Further analysis of the data can lead to a study of user 
behavioural patterns or trends. To certain extent, the use of Customer Relationship 
Management software is employed to help market library services and products to the 
customers, especially for those fee-based services.                                                                                  
 
SERVQUAL  techniques are aimed at identifying the gaps between customer expectations of 
service and their perceptions of actual service delivery.  Customers complete a set of 
statements related to variables popularly referred to as RATER. These variables are:  
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 Responsiveness – which refers to the willingness to help customers and provide prompt  
service (promptness and helpfulness)  

 Assurance which refers to knowledge and courtesy of employees and their ability to 
convey trust and confidence. (credibility, competence and security) 

 Tangibles which refers to appearance of physical facilities, equipment, personnel, and 
communication materials 

 Empathy which refers to care and individualized attention given to customers. 
(communications and customer understanding) 

 Reliability which refers to the ability to perform the promised service dependably and 
accurately. (accuracy and dependability) 

 
Rates of customer satisfaction are one outcome of SERVQUAL testing.  More importantly it can 
identify areas where managers have misunderstood the market and are delivering what they 
think the customers want, when their customers actually want something quite different.  Service 
quality specifications may not be carrying through into delivery of services or the 
organization‘s communications may be giving a skewed picture of what the customer can 
realistically expect.   
 
Research contact methods 
Research may be collected by mail, telephone, personal interview or online marketing 
research.  
 
Mail questionnaires can be used to collect large amounts of information at a low cost per 
respondent.  Respondents may give more honest answers to more personal questions on a mail 
questionnaire than to an unknown interviewer in person or over the phone.  Also no interviewer 
is involved to bias the respondent‘s answers.  Mail questionnaires, however are not very 
flexible – all respondents answer the same questions in a fixed order.  Mail surveys usually 
take longer to complete and the response rate – the number of people returning completed 
questionnaires is often very low.  Finally, the researcher often has little control over the mail 
questionnaire sample.  Even with a good mailing list, it is hard to control who at the mailing 
address fills out the questionnaire. 
 
Telephone interviewing is one of the best methods for gathering information quickly, and it 
provides greater flexibility than mail questionnaires.  Interviewers can explain difficult 
questions and depending on the answers they receive, skip some questions or probe on others.  
Responses rates tend to be higher than with mail questionnaires and interviewers can ask to 
speak to respondents with the desired characteristics or even by name.  However, with 
telephone interviewing, the cost per respondent is higher than with mail questionnaires. Also 
people may not want to discuss personal questions with an interviewer.  The method introduces 
interviewer bias – the way interviewers talk, how they ask questions, and other differences 
may affect respondents‘ answers.  Finally different interviewers may interpret and record 
responses differently and under time pressures some interviewers might even cheat by 
recording answers without asking questions.                                                                                                                                   
 
Personal interviewing takes two forms – individual and group interviewing.  Individual 
interviewing involves talking with people in their homes or offices, on the street, or in shopping 
malls.  Such interviewing is flexible.  Trained interviewers can guide interviews, explain 
difficult questions and explore issues as the situation requires.  They can show subjects actual 
products, advertisements, or packages and observe reactions and behaviour.  However, 
individual personal interviews may cost three to four times as much as telephone interviews.                                                                                              
 



Group interviewing or Focus group - Small groups of people are often brought together to 
discuss new library or creative service delivery concept. They are an exploratory form of 
market research that libraries can use to provide insight into problems, opportunities or issues 
facing managers.  They can help information professionals to understand various needs, 
beliefs, attitudes and sensitivities of the targeted audiences (both current and potential).  The 
information gathered is qualitative in that it provides directional information and incredible 
insight.  Traditionally, focus groups were conducted at the same time as quantitative research 
but the trend is now quite clearly for organizations to conduct these discussion groups after the 
tabulation of research results in order to provide insight into why the results were achieved.  
Focus groups are also used after a large-scale survey to provide further insights to the 
responses. Video and/or audio recording ensure that all the discussions are properly captured 
for review later.      
 
There are four essential elements of a successful focus group:                                                 
Choice of participants – a focus group usually consists of 8-12 participants chosen for their 
homogeneity on characteristics related to the subject matter to be discussed.                     
Facility – group discussions can be held in meeting or conference rooms.  The sessions are 
usually recorded.  The normal session lasts approximately one and one half to two hours.                                                                                                                                                
Moderator – It is wise to use an outside moderator specifically trained in focus group 
methodology.  They have no opinion about the issue and can allow the conversation to be 
free-flowing and yet provide direction to keep the group on target.    
 
 Online marketing research  - Advances in communication technologies have resulted in a 
number of new high-tech contact methods  One is computer assisted telephone interview (CATI) 
in which interviewers sit at computer, read questions on the screen and type respondents 
answers.   
 
Another is completely automated telephone surveys (CATS) in which respondents are dialed 
by computer and asked prerecorded questions.  They enter responses by voice or through the 
phone‘s touch pad.                                                                                   
 
Another is online (Internet) marketing research – Internet surveys, experiments and online focus 
groups.  Web research offers the obvious advantage of speed and low costs.  Participants 
can dial in for a focus group from anywhere in the world, eliminating travel, lodging and 
facility costs.  For surveys, the Internet eliminates the most of the postage, phone, labor and 
printing costs associated with other approaches. Online surveys and focus groups are also 
excellent for reaching the hard to reach.  Using the Internet to conduct marketing research 
does have some drawbacks.  For on restricted Internet access can make it difficult to get a 
broad access section of some people.   
 
Another major problem is controlling who‘s in the sample.  Even when you reach the right 
respondents, online surveys and focus groups can lack the dynamics of more personal 
approaches.  The online world is devoid of the eye contact, body language and direct 
personal interactions found in traditional focus group research.  Another problem facing online 
researchers concerns consumer privacy.  Some fear that unethical researchers will use the email 
addresses and confidential responses gathered through surveys to sell products after the 
research is completed.  They are concerned about the use of electronic agents, (Spiders),that 
collect personal information without the respondents‘ consent.     
 
Selecting Population and Research Instruments  
 

    Sampling plan  



     A sample is a segment of the population selected to represent the population as a whole. 
Marketers usually draw conclusions about large groups of consumers by studying a small 
sample of the total consumer population.  Ideally, the sample should be representative so that 
the researcher can make accurate estimates of the thoughts and behaviours of the larger 
population.  Designing the sample requires three decisions. 

                                                                                                                               
      First, who is to be surveyed (what sampling unit)?                                                      
 
      Second, how many people should be surveyed (what sample size)?  Large samples give more 

reliable results than small samples.  It is not necessary to sample the entire target market or 
even a large portion to get reliable results.   If well chosen, samples of less than 1 percent of 
a population can often give good reliability.   

 
     Third, how should the people in the sample be chosen (what sampling procedure)? 
      
     There are two main types of sampling: probability sampling and non –probability sampling.  

Probability sampling includes simple random, stratified random and cluster sampling.  Non 
probability sampling includes convenience, judgment and quota sampling. 

 
      Types of sampling 

 
Probability Sample 
 
Simple random sample – Every member of the population has a known and equal chance of 
selection.                                                                                                                          
 
Stratified random sample – The population is divided into mutually exclusive groups (such as 
age groups) and random samples are drawn from each group.                           
 
Cluster (area) sample – The population is divided into mutually exclusive groups (such as 
blocks) and the researcher draws a sample of the groups to interview. 
Non probability sample                                                                                                 
 
Convenience sample- The researcher selects the easiest population members from which to 
obtain information.                                                                                                    
 
Judgment sample – The researcher uses his or her judgment to select population members who 
are good prospects for accurate information.                                                   
 
Quota sample – The researcher finds and interviews a prescribed number of people in each 
of several categories. 
 

     In using probability samples, each population member has a known chance of being included 
in the sample and researchers can calculate confidence limits for sampling error.  But when 
probability sampling costs too much or takes too much time, marketing researchers often take 
non probability samples, even though their sampling error cannot be measured.  These varied 
ways of drawing samples have different costs and time limitations as well as different 
accuracy and statistical properties.   
 
Research Instruments 
 



In collecting primary data, marketing researchers have a choice of two main research 
instruments – the questionnaire and mechanical devices.  The questionnaire is by far the most 
common instrument, whether administered in person, by phone or online.   
 
Questionnaires are very flexible – there are many ways to ask questions.  Closed-end 
questions include all the possible answers, and subjects make choices among them.  For 
example, multiple-choice questions and scale questions.  Open-end questions allow 
respondents to answer in their own words.  Open –end questions are especially useful in 
exploratory research, when the researcher is trying to find out what people think but not 
measuring how many people think in a certain way.  Closed-ended questions, on the other 
hand, provide answers that are easier to interpret and tabulate.                                                
 
Mechanical instruments For example, check out scanners to record shoppers purchases.  
 
Examples of instruments that both public and special libraries are using to understand the 
needs of their target audience better include community profiling and library 
survey/questionnaire.         
 
Community Profiling - One method commonly used by the libraries to learn about their users 
is community profiling. This involves looking at the demographic and socio-economic factors 
either through primary data collected by the Library system, or using secondary data such as 
an official census study, or published research done by external parties.    
                                                                                                                                          
Information Centre‟s Survey / Questionnaire - Surveys are descriptive research used to find 
out about the users‘ knowledge, behaviour, satisfaction level and preferences. Information 
centres generally carry out interviews, personally or via the telephone, or increasingly, through 
the Internet. Besides superb questions design and well-trained staff to administer the 
questionnaire, the optimal selection of a good representative sample is also vital. Information 
centes may need creative ways to include non-users or potential users in their survey sample. 
This same survey method can be used to learn about improving the information centre‘s 
marketing mix.  
 
Implementing the Research Plan 
At this stage the researcher must put the marketing research plan into action. This involves 
collecting, processing, and analyzing the information. Data collection can be carried out by the 
organization‘s marketing research staff or by outside firms. The organization keeps more 
control over the collection process and data quality by using its own staff. However, outside 
firms that specialize in data collection often can do the job more quickly and at a lower cost. 
 
The data collection phase of the marketing research process is generally the most expensive 
and the most subject to error. The researcher should watch fieldwork closely to make sure that 
the plan is implemented correctly and to guard against problems with contacting respondents, 
with respondents who refuse to cooperate or who give biased or dishonest answers, and with 
interviewers who make mistakes or take shortcuts. 

 
Researchers must process and analyze the collected data to isolate important information and 
findings. They need to check data from questionnaires for accuracy and completeness and 
code it for computer analysis. This is what most researchers refer to as cleaning the data.  The 
researchers then tabulate the results and compute averages and other statistical measures. 
 
Interpreting and Reporting the Findings 
The final phase of the marketing research process involves interpreting and reporting the 
findings to top management.  The researcher must now interpret the findings, draw conclusions, 



and report them to management. The researcher should not try to overwhelm managers with 
numbers and fancy statistical techniques. Rather, the researcher should present important 
findings that are useful in the major decisions faced by management. 
 
Interpretation is an important stage of the marketing process. The best research is meaningless 
if the manager blindly accepts faulty interpretations from the researcher. Similarly, managers 
may be biased—they might tend to accept research results that show what they expected and 
to reject those that they did not expect or hope for. Thus, managers and researchers must 
work together closely when interpreting research results, and both must share responsibility for 
the research process and resulting decisions. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Marketing Mix 
 
Marketing mix is a set of controllable tactical marketing tools – product, price, place and 
promotion that the firm blends to produce the response it wants in the target market.   
 
Marketing mix is a combination of marketing tools that are used to satisfy customers and 
company objectives. Consumers often call the marketing mix "the offering." The ―offering‖ is 
controlled by the following variables often referred to as the four P‘s in marketing: Product , 
Price, Place (Distribution), Promotion. 
 
Here is another interesting definition.  The marketing mix refers to the mixture of instruments a 
marketer may combine to effect demand for his offering. 
 
Marketing mix is a term often used in marketing that stresses the mixing of a variety of factors 
in marketing strategies, in ways that both targeted consumer groups are reached, as well as 
organizational objectives are reached. Another definition states that it is any variable under 
the control of the firm that can influence the level of customer response.   It is also the planned 
package of elements that makes up the product or service offered to the market.   
As you may notice from the above definitions, most marketers referred to marketing mix as 
the 4P‘s.  However, when we are referring to a service industry such as the information centre, 
we consider the extended marketing mix which includes people, physical evidence and process 
in addition to the traditional mix.   
 



Marketing mix in information centres is aimed at supporting the centre to reach target markets 
and specified objectives.  It is an integral part of marketing planning that depends on 
environmental scanning, market research, understanding users, readers and clients and 
offering quality products and services.  The key issues to consider are user convenience, user 
cost and user communication; taking core services and packaging them according to the needs 
of specific user groups is a priority. It is a substantial part of effective marketing strategy, 
designed to cover all the aspects of the product or service that are important to the customer, 
or user: how does it answer user needs?  Is it attractive? Easy to access?  Is it marketed at the 
right price?    
 
The marketing mix helps to position the information centre very firmly in the perceptions of 
their communities served: the wider community for the public library, academic community for 
the academic library or the clients and customers for the business or specialist information 
service.  It is vital to remember that marketing mix will change over time in accordance with 
shifts in the macro-microenvironments, with changes in market segment characteristics and as 
and when the information centre‘s own vision changes. 
In conclusion, it is important for information professionals to balance the 7P‘s of the marketing 
mix.   
Product and services 
 
The product is the physical product or service offered to the consumer. In the case of physical 
products, it also refers to any services or conveniences that are part of the offering. 
The focal point of any business or institution is the products or services it provides its customers.  
Not only does this include tangible goods and services, but also less tangible things such as 
planning processes, research consultation, or software or equipment coaching.  Each product or 
service is offered because it meets a need of a customer (directly or indirectly) and, therefore, 
provides some benefit to the customer.   
 
Products are tangible items.  In the information centre, it might be books, CDs, DVD, or books 
on tape.  These products are mass-produced.  They have distribution channels, wholesalers 
and retailers.   Products can be inventoried and require no customer service.   
 
Services are intangible.   A customer cannot see, feel, smell, hear or taste a service before 
they agree to us it.  Services require a high degree of customer interaction.  Services cannot 
be inventoried and they cannot be separated from their providers.  
The customer believes that the information centre employee brings something special to the 
process.  In the general sense, information centre services encompasses the following: 
 
Loaning: charging and discharging of the centre‘s materials. 
 
Referral services: offering reference services to the centre‘s patrons. This requires a high level 
of customer-staff interaction.  This service cannot be mass-produced and information 
professionals use a high degree of personal judgment when they perform the service.  
Reference services are labor intensive and are subject to quality control issues.     
 
Organization of the centre‘s materials: cataloging and classification of materials. That is 
giving the physical description of materials and collocating them accordingly, 
that is, grouping the like materials together while the unlike materials are separated. 
 
Inter-library loan: this is the method through which unavailable materials 
needed by the patrons are sourced and borrowed in another centre. 
When customers use the information centre‘s products and services, they are really seeking the 
benefits of those products and services. Perhaps they are seeking information or material for 



recreation.  People ―buy‖ the benefits .  They buy solutions to their problems.  Some common 
benefits that may apply to your programs or services include the following: convenience, 
knowledge, information, comfort, curiosity, pleasure, self –actualization, saves money, 
awakens the intellect, self-expression, dependability, price, delivery, availability, gathering 
place, reliability, satisfaction of the senses.                                   
 
Understanding Benefits                                                                                                                
To be successful, each product or service offered by the information centre must share six 
elements of quality.  Together these elements produce the benefits that the customer desires : 
performance, features, reliability, durability, esthetics and perceived quality.                                                                                                                           
 
Performance – Fee-based document delivery services in information centres always promise 
that document will be delivered in a specific time.                                                                  
 
Features – In a library fee –based information delivery service, features would include a 
―super rush‖ feature, or a standard feature of offering the service in 3-5 days.      
 
Reliability – High levels of customer satisfaction and high levels of contract renewals indicate 
that the service is reliable.  Never miss a scheduled deadline.  Information centres are known 
for their reliability in reference services.                                                                         
 
Durability  - A product should stand the test of time and consumer usage.  The information 
centre‘s buildings provide a sense of durability of their services.                                                       
 
Esthetics: This refers to a pleasant atmosphere in which your customers can use the service. 
How are the books and materials displayed in the information centre? 
 
Perceived quality - When the customers view a service as being of high quality, they will 
recommend it to other potential customers.    
  
The following are examples of academic and research library product/services and the 
benefits they provide. 
 

Products and Services Benefits to Customer 



Products 

Book and journal collections 
Manuscript collections 
Resource lists 
Data bases 
Software 
Research guides 
Skill development guides 
Computer instruction guides 
Special topic research guides 
Writing and research guides 
Faculty online materials guides 
Manuscripts and or special collections 
Online learning support 
 
Services 
Research 
Research assistance 
Reference assistance 
Computer instruction 
Software instruction 
Facilities set up 
Meeting management assistance 
Copy services 
Equipment maintenance 
Course materials management 
Online materials distribution 
Document delivery 
Open URL 
Hardware use 
Way finding 
 

 
Information is available 
Information is available 
Best resources and time saver 
Best resources and time saver 
Key tools are available 
Help to make research faster 
Help to fill in skill holes 
Help to use computers more easily 
Best resources and time saver 
Help to meet standards 
Help to do things online 
Information available to help create 
knowledge 
Easier location of online resources 
 
Find things for me 
Help to find things I need, faster 
Help to find right resources 
Immediate help with computer problems 
Immediate help to manage software 
Have space set up well 
Have meeting equipment set up well 
Can make my own copies as needed 
Equipment always works 
Makes sure I get what I need for classes 
Makes sure I get what I need for classes 
Find what I need and gets it for me   
I can find what I need and get help as well 
I have the equipment I need 
I am able to find the information I need 
 

 
 
Price 
 
Pricing includes not only the list price, but also discounts, financing and other options such as 
leasing. The price you set for your product or service plays a large role in its marketability. 
Pricing must be competitive and must entail profit. The pricing strategy can comprise discounts, 
offers and the like. Most people believe they should undercut their competitors but this is not 
always a wise strategy. Consumers place value on higher priced products so it is best if you 
test various pricing levels of your products and over time you'll find the right pricing level that 
maximizes your profits. 
 
Price is what the customer must give up (pay) to receive your product.  Although money is the 
usual exchange in a business setting, other factors like time and convenience need to be 
considered. Price is influenced by product availability, competition and uniqueness. 
 
 In the information centre however, ―price” refers to the time and energy customers must 
expend to use the centre.  Exploring this issue allows the information center  to make 
adjustments in the products and services it offers (and how they are provided) if the ―price‖ is 
perceived too high for the customers.  Pricing information services in the information centre 
sounds repugnant to some people, but the economic indices world-wide clearly show that 



quantitative and qualitative information services can no longer remain absolutely free. Price 
should be understood as not being the financial costs of operating information centres as those 
are subsumed and paid for in taxes or tuition but in the cost of time and effort that patrons 
must spend in accessing and acquiring information.   
 
Traditionally, funds for books and materials represent only 10-20% of an information centre‘s 
total budget.  The centre‘s highest costs are in the personnel department.  As a result, 
information centres rarely price individual programs, services and products.  However, every 
service does have a price.  In addition to the cost of books and materials, one has to plan for 
the costs of space, personnel, administrative services and other direct costs. The customer 
determines whether the information centre has set the right price.  The customer weighs the 
price against the perceived valued of using the service.  Customers also compare prices of 
competitive products. 
 
Place 
 
It refers to the place where the customers can buy the product and how the product reaches 
out to that location. This is done through different channels, like Internet, wholesalers and 
retailers. 
 
In marketing, ‗place‘ is not just the physical location of the information centre and its branches.  
Place is also the ways you deliver your services – how customers access the information 
centre‘s materials, get assistance and solve problems.   
 
One central idea in understanding ‗place‘ is the distribution channel – the way a product gets 
to the information centre and how that product gets from the centre to the customer.  These 
distribution channels may include library wholesalers, databases, electronic connections and 
online catalogues.  Delivery systems to branches as well as interlibrary and intralibrary loan 
opportunities create a larger sense of place.  All of these systems exist to make it easier for 
the customer to gain access to the products.                                                                                            
 
The rise of the digital marketplace has also changed the concept of place dramatically.  
Information managers now see the centres as containing both digital and book collections.  The 
way users gain access through home computers or at remote terminals located throughout a 
community creates an extended sense of place, with no hours of service and no limitations.                                                                                                                                    
 
Using place creatively within information centres                                                                             
Information centres are creative with this idea of place.  They form partnerships with 
community colleges to provide public/educational facilities.  Many information centres are 
creating a ‗children‘s place‘ which is particularly attractive to preschool children and their 
parents.  
 
In other areas, ―place‖ means that different information centres combine their efforts.  They 
join forces with nonprofit institutions to contribute to the public culture.  They work with public 
TV and radio form cooperative learning programs. In the 21 century, a great information 
centre is not confined to the ‗place‘ that is the centre‘s building.  Information professionals are 
inviting customers into the centre by merchandising, by making the cntre appealing. 
    
Merchandising comprises all activities that relate to the customer – the location of information 
services, the hours of service, the products (books, CD‘s Books on Tape, DVDs) signage, the 
convenience of services (getting a library care, checking out materials, paying fines, reserving 
a book, using the online catalogue) the level of customer service by staff, parking, promotional 
material and displays.  As customers become more sophisticated they expect more of 



information centres.  They expect the same level of service from information centres that they 
receive at commercial bookstores.  They expect databases, websites and remote access. They 
want coffee shops, drive-up access, instant turn around, interlibrary loans, e-books.   
 
Another ‗place‘ factor in customer service is atmosphere.  The physical layout, the color of 
walls, the availability of comfortable chairs, painting, promotions, collections, availability of 
service personal, computers that work and are maintained all contribute to the information 
centre‘s ‗feel‘ whether charming or somber.  The atmosphere contributes to the customer 
comfort and enthusiasm for returning.  Signage, restrooms the availability of customer related 
services such as checkout services, renewal services, information services.   
 
With all these demands, information centres must decide who their real customers are and 
what those customers need.  They will have to choose how to place product and service 
offerings.  How will place serve the customer? Place, or distribution, makes sure the product is 
available when and where it is wanted. Products can be found in public buildings or storage 
locations, in central and branch centers, in catalogs, in accessible data bases, in kiosks, mobile 
libraries, on the Internet.  Distribution includes inventory decisions, how to transport products 
between locations and to the customer, and where to locate warehouses.  A thorough mapping 
of the distribution plan is required. Thus, place refers to the convenient locations where the 
patrons could conveniently obtain various information. This is the reason why an information 
centre needs to have network outlook. For instance, for a university library to be able to serve 
the academic environment where it belongs effectively and efficiently, LAN is crucial to its 
operational system. The various faculty and departmental libraries should be properly 
networked to enhance proximity to the information, avoid congestion in the main or central 
library. This also ensures the convenience of the students, lecturers, researchers and faculty 
members.    
 
Promotion  
 
Promotion is the term used to describe ―sales‖ communication – the messages and vehicles used 
to let the customer know what products and services are available.  It includes advertising, 
direct marketing, personal selling, sales promotions, and public relations.  Its purpose is to 
increase customer awareness both of the product and of knowledge about the product‘s 
desirable features and benefits.  Promotion requires careful attention if your marketing plan is 
to be successful. 
 
Information centres now recognize that they have to create a ‗product‘ with sales appeal.  
They must promote that appeal, because they are operating in a competitive and 
sophisticated environment and must be as visible as other cultural and educational institutions. 
Owing to the increased level of competition (from other sources such as compact disks, the 
internet, etc.) the information centre needs to promote the services it offers. This could be in the 
form of advertisement, public enlightenment, sponsorship of events, etc.  
 
It is imperative to appreciate the present and as a matter of fact, shift ground from the 
Information centre‘s publicity approach of traditional book jacket display, window display 
and unimpressive book exhibition that hardly communicates, to a more vibrant and 
dynamic approach. The traditional approach is no longer tenable in this ―global 
village‖. Aggressive marketing of information services is required if the significance of the 
centre‘s contribution to the development of the intellectual world in particular and 
economic in general is ever to be acknowledged, appreciated and reciprocated.    
 
Vehicles for promotion 



There are five general types of vehicles used to promote products and services.  Within each 
type there are many choices of specific vehicles to use.   
 
Advertising: Advertising is any form of communication about products, ideas, goods or 
services that is paid for by a sponsor (information centre or university, in our case).  It is 
generally transmitted by mass media – newspapers, magazines, T.V., radio, direct mail, or 
outdoor billboards.  Less common advertising includes things like circulars, catalogs, and 
calendars.  The message of advertising is not personal and not specifically targeted as are 
other promotional activities.  As a result, advertising tends to use a rather basic appeal (status, 
hunger, approval, safety) to get the attention of the receiver.  Advertising has the advantage 
of being able to convey a message many times in a relaxed atmosphere where there is no 
immediate pressure to buy.  The impact of good advertising can be quite high, but it is not 
very flexible in terms of tailoring the message to meet different audience needs.  
 
Information centre can advertise through the following means:   TV spots, newspaper ads, 
banners, posters, celebrity testimonials, presentations, tables and flyers at events, bookmarks, 
T-shirts, table signs, brochures, campus radio ads, etc.       
 
Advocacy (or more familiarly lobbying) is a recent form of promotion–pleading for a cause–
advocating for changes in policies and laws–more specifically pleading for greater support to 
get more money.  
 
Direct Marketing:  Direct marketing is defined as any direct communication to a specific 
consumer(s) or business recipient(s) that is designed to generate a response in the form of an 
order, a request for further information, and/or a visit to the store or other place of business 
for purchase of specific products or services.  Advertising, in contrast, is aimed at the mass of 
potential ‗buyers‘.  With the evolution of our electronic communication and computer systems, 
specific consumers can communicate directly with the marketers to get more information.  For 
example, interest groups or project teams can work directly with information centres to locate 
materials. 
 
Some direct marketing strategies in information centres include:   special group flyers (club 
groups, class lists, customer groups, departments, topic groups), e-mail messages to data base 
groups, special sections in websites, posters in selected spots, etc. 
 
Personal Selling:  Personal selling is person-to-person communication in which the receiver 
provides immediate feedback to the source‘s message through words, expressions and 
gestures.  Personal selling is a conversation between two parties with a tailored message to 
the audience.  Personal selling is especially useful when a detailed explanation is required or 
when the benefits have to be closely linked to the customer needs.  Information centre 
examples include:  Library greeters for new students, kiosk sessions at busy spots, specialized 
offers for information and assistance to class groups, presentations to classes or faculty 
groups, personal surveys for interests, online help, subject specialists working with faculty, etc.  
 
Sales promotions:  The American Marketing Association defines sales promotion as ―those 
activities, other than personal selling, advertising and publicity, that stimulate consumer 
purchasing and dealer effectiveness, such as displays, shows and expositions, demonstrations 
and various non-recurrent selling efforts not in the ordinary routine.‖   
Although information centres  may not know it, they are in the business of sales.  They should 
think about how they can attract customers and how they can hold on to those customers.  They 
are ‗merchandising‘, creating ‗incentives‘ and training  at customer service so that staff can 
assist the customer in the best possible way.   
 



Customer loyalty is important and you can measure your effectiveness with customers.  
Information centres usually do not use the language of sales promotions, but they are a part 
of the advertising efforts made.  Sales promotions are shaped by three components: incentive, 
the means of delivering the incentive and the way the word will get out.  These choices add up 
to a promotional strategy. 
 
Information centres often provide incentives.  These can be a gift, a coupon, a contest, an 
experience or a special event.  Promotion is done through advertising, point of sale materials, 
direct mail or in person.  Promotion comes through brochures, buttons, flyers or cards.  The 
point of sale material may include a banner in the information centre, a big poster, 
certificates.   
 
These promotional programs encourage trial, build awareness and reward loyalty.    These 
vehicles include store displays, sampling, coupons, contests, trading stamps, premiums, refund 
offers, sweepstakes, and rebates.  Sales promotions are very helpful for the sale of impulse 
items whose features can best be judged at the point of purchase, for example, magazines at 
the checkout counter at the grocery store.   
 
Information centes can offer bookmarks to remind people of upcoming events or offer special 
computer or library services classes to attract new customers. 
Sales promotion is intended to increase sales over a short period of time.  It is used in 
infrequent intervals, since the response diminishes over time.  Advertising, direct marketing and 
personal selling are used on a more continuous basis.   
Information centre vehicle examples include:  Special free introductory classes, introductory 
individualized assistance, free t-shirts or mugs, faculty day, learn from a celebrity event, etc. 
 
Public relations and publicity:  Good public relations help to maintain the reputation of your 
information centre to win understanding and influence opinions.  It involves excellent customer 
care, effective communication and responsibility to the local community and environment.  It 
requires planning, executing and sustaining activities and often anticipating tomorrow‘s issues.  
Good PR can build better awareness and relationships with every element of the community.   
 
Kotler indicates that Public relations consists of a set of tools that can be classified under the 
acronym of PENCILS.   
P = Publications (company magazines, annual reports, helpful customer brochures) 
E= Events (sponsoring art events, seminars, informational events) 
N= News (favorable stories about the information centre, its people and products and 
services) 
C = Community involvement activities (community needs, fundraising events) 
I= Identity media (stationery, business cards, corporate dress codes) 
L= Lobbying activity (efforts to influence favorable legislation) 
S= social responsibility activities (building a good reputation for the information centre) 
 
Public relations is an activity intended to communicate a favorable product image and to 
promote goodwill.  Every organization deals with important groups, called ―publics‖ such as : 
Employees (managers, clerical staff, new employees, employee families, professionals staff, 
retired employees, outstanding employees) 
 
customers ( satisfied, dissatisfied, new, old, potential , special segments such as children- ethnic 
groups – senior citizens, special interest groups, neighbourhoods, students, educations 
community groups ) 
 
stakeholders ( board members, foundation members friends), 



 
funding agencies ( public sources, government, angry politicians, campaigning politicians, state 
legislators ) 
 
private sources (corporations, foundations, individuals, community groups )  
 
Government agencies, vendors and the media ( general press, business press, library press, 
wire services hostile journalists, local weekly publications, business newsletters, electronic 
media, friendly journalists, outstanding journalists.   
 
Public relations vehicles are directed at these publics such as announcements in their 
publications, special flyers, event schedules, presentations, issue papers, and other information 
pieces intended to be shared with the members of that ―public‖.  
 
Publicity:  One activity that is part of public relations is publicity.  This term refers to messages 
conveyed to the public through mass media, but not paid for by the organization. Public 
relations personnel can send press releases, stories, and pictures to the media (newspapers, 
radio, TV, newsletters, letters to the editor, sample articles, etc.) to stimulate publicity.  For 
information centres, the publics are community, parents, alumni, potential donors and the 
influencers and catalysts. 
Information centre publicity examples include:  Letters to the editor, columns in campus papers 
or alumni brochures, releases to local papers, TV spots, announcements, notices in professional 
publications, etc.  
 
Branding A brand is a name, term, sign, symbol or design or a combination of these that 
identifies the maker or seller or a product or service.  Consumers view a brand as an 
important part of a product and branding can add value to a product.    A brand is an image 
with added value. It communicates personality.    Now let us look at some advantages and 
disadvantages of branding.                                                                               
 
Advantages of branding                                                                                                        
Branding can help to promote services and enhance the user experience. Branding may bring 
the following advantages:                                                                                      
 
Awareness. In a competitive environment for delivery, branding of a service will increase the 
level of awareness among users. Branding pursued professionally can be a valuable method 
of highlighting the range and variety of services offered by the information centre. Particular 
services, such as business or specialised reference services, may utilise a branding strategy to 
communicate their presence and expertise to potential users.  
Loyalty. Good brands make users feel valued. Existing users will be reminded of the benefits 
of the service and will be better able to identify them. A well promoted service will encourage 
more use and help to introduce users to other aspects of the offer, branded or otherwise. The 
branding process helps to move the focus from transactional measures of service outcomes to a 
more relationship orientated model.                                        
 
Promotion. National or regional strategies can act as powerful advertisements for information 
services. A branding strategy may be an effective way to transform the image of the centre in 
the minds of the target audience.                                                                         
 
Prestige. A well-branded service acts as an advertisement for the information centre if staff 
and user expectations are fulfilled. Confidence among staff may increase as a result of the 
enhanced prestige associated with the service. Service quality depends on the ability to 



deliver the promises of the brand at every potential point of contact, branding will encourage 
staff to take ownership of this responsibility.                                                   
Clarity. Effective branding means a focus on the qualities and objectives of the product or 
service. In information centre terms this can mean a clearer understanding of what the service 
is for, what the centre hopes to achieve by providing it and what expectations in terms of 
delivery are at the centre of the relationship between the centre and the user.  
 
Disadvantages of Branding 
 
Cost 
If you wish to create and maintain a strong brand presence, it can involve a lot of design and 
marketing costs. A strong brand is memorable, but people still need to be exposed to it, this 
often requires a lot of advertising and PR over a long period of time, which can be very 
costly. 
There are also costs involved with the creating of a brand image or logo (Paying for a 
designer, printing new letterheads/business cards etc.) and although most of these are only 
one off costs, they are still relatively large for most small businesses. 
The exposure of your brand can be left to word of mouth, this will save you money, but will 
also greatly slow down the exposure your brand receives. 
 
Impersonal 
One of the main problems with many branded businesses is that they lose their personal 
image. The ability to deal on a personal basis with customers is one of the biggest 
advantages small business have and poorly designed branding could give customers the 
impression that your business is losing its personal touch. 
 
Fixed Image 
Every brand has a certain image to potential customers and part of that image is about what 
products or services you sell. If you are known for selling just one product and you want to sell 
another product, will you be able to do so effectively? 
If you sell computers, would your brand name be suitable for selling vacuum cleaners? If your 
brand is focused too strongly on one product, it can limit your ability to sell other products. 
 
Timescale 
The process of creating a brand will usually take a long period of time. As well as creating a 
brand and updating your signs and equipment (e.g. Stationary, vehicles etc…), you need to 
expose it to your potential customers. 
It is commonly shown that people need to see an advert at least three times before they 
absorb it, which means you will need to advertise and promote the brand for a considerable 
amount of time before it will become well known. 
 
Sponsorship. Financial or external support of an event or person by an unrelated 
organisation or donor, such as is common in respect of the arts, sports and charities. Large 
organisations, such as major publishing groups like Reed Elsevier, or software houses, such as 
Microsoft, may engage in sponsorship, but public sector organisations, in education and 
libraries, are more likely to be the recipient of sponsorship.  
 
How promotional campaigns should be run 
 
Most promotional campaigns run for a stated period of time.  To be most effective, the 
messages (expressed through various vehicles) should be shared frequently so the customers 
receive the messages and decide to ―buy‖.  Therefore, messages are rarely offered only once 



and are offered in different forms over time.  Four broad sequencing approaches are 
available: the continuity, flighting, massed (or concentrated) and pulsing strategies.  
 
Continuity Strategy:  Messages (within selected vehicles) are spread out over the entire 
planning period.  When the demand for the advertised products, goods or services is evenly 
dispersed throughout the year(s), this strategy often works best. This strategy works best for 
convenience items and other products, goods or services with high repeat purchase rates.  A 
monthly ―what‘s new at the library‖ article in the local newspaper or a poster at the library 
entrance engenders continuous awareness.   
 
Flighting Strategy:  When the demand for the products, goods or services has distinct and 
identifiable peaks and valleys, the flighting strategy can be used.  In this case, message 
sending follows a stop-and-go pattern.  Typically, there is heavy communication during some 
days, weeks, or months and no communication in between.  College and university programs 
follow a predictable yearly pattern with term startup, paper writing periods and examination 
periods. 
Massed or Concentrated Strategy:  Messages are bunched into specified periods and no 
advertising or other communication occurs in between.  Libraries traditionally promote ‗Banned 
Books‘ in September of each year or offer convocation or orientation ceremonies as new 
students arrive. 
 
Pulsing – Combining Strategies:  Combining the three strategies: continuity, flighting and 
concentrated, allows for a thorough, continuous and focused strategy that maintains contact 
with the customers over a period of time.   
 
People, Process and Physical evidence 
 
„People‟ refers to the customers, employees, management and everybody else involved in it.  
People are the most important element of any service or experience. Services tend to be 
produced and consumed at the same moment and aspects of the customer experience are 
altered to meet the ‗individual needs‘ of the person consuming it. Most of us can think of a 
situation where the personal service offered by individuals has made or disoriented a tour, 
vacation or restaurant meal. Remember, people buy from people that they like, so the 
attitude, skills and appearance of all staff need to be first class.  Successful service firms 
devote significant effort to recruiting, training and motivating these employees.   
 
An essential ingredient to any service provision is the use of appropriate staff and people. 
Recruiting the right staff and training them appropriately in the delivery of their service is 
essential if the organisation wants to obtain a form of competitive advantage. Consumers 
make judgments and deliver perceptions of the service based on the employees they interact 
with. Staff should have the appropriate interpersonal skills, aptitude and service knowledge to 
provide the service that consumers are paying for.  
 
Here are some ways in which people add value to an experience, as part of the marketing 
mix - training, personal selling and customer service.                                                                               
 
Training -  personnel need to be trained and developed to maintain a high quality of 
personal service. Training should begin as soon as the individual starts working for an 
organization during an induction. The induction will involve the person in the organization‘s 
culture for the first time, as well as briefing him or her on day-to-day policies and procedures. 
At this very early stage the training needs of the individual are identified. A training and 
development plan is constructed for the individual which sets out personal goals that can be 
linked into future appraisals. In practice most training is either ‗on-the-job‘ or ‗off-the-job.‘ On-



the-job training involves training whilst the job is being performed e.g. training of bar staff. 
Off-the-job training sees learning taking place at a college, training centre or conference 
facility. Attention needs to be paid to Continuing Professional Development (CPD) where 
employees see their professional learning as a lifelong process of training and development. 
 
Physical evidence - refers to the experience of using a product or service. It is the material 

part of a service. Physical Evidence is the element of the service mix which allows the consumer 

again to make judgments on the organisation. Strictly speaking there are no physical 

attributes to a service, so a consumer tends to rely on material cues. There are many examples 

of physical evidence, including some of the following: 

 Packaging.  

 Internet/web pages.  

 Paperwork (such as invoices, tickets and dispatch notes).  

 Brochures, pamphlets.  

 Furnishings.  

 Signage (such as those on aircraft and vehicles).  

 Uniforms.  

 Business cards.  

 The building itself (such as prestigious offices or scenic headquarters).  

 Mailboxes and many others . . . . . .  
 
When a service goes out to the customer, it is essential that you help him see what he is buying 
or not. Physical evidence such as those listed above serve this purpose.  
For instance, if you walk into an information centre, your expectations are of a clean, serene 
and friendly environment. On an aircraft if you travel first class you expect enough room to 
be able to lay down!  
 
Process refers to all the back-end transactions that go on before the good/service is 
delivered at the front-end.  Process refers to procedures, mechanisms and flow of 
activities by which services are consumed.  A process is the method and sequence of 
actions in the service performance. 
 
It also refers to the methods and process of providing a service and is hence essential to have 
a thorough knowledge on whether the services are helpful to the customers, if they are 
provided in time, if the customers are informed early about the services and many such things.  
 
Badly designed processes often lead to slow, bureaucratic and ineffective service delivery 
and result in dissatisfied customers.  Similarly, poor processes make it difficult for front-
line staff to do their jobs well, resulting in low productivity and increased likelihood of 
service failure. 

For the purposes of the marketing mix, process is an element of service that sees the customer 

experiencing an organisation‘s offering. It‘s best viewed as something that your customer 

participates in at different points in time. Here are some examples of marketing process, from 

the customer‘s point of view. 

Going on a cruise - from the moment that you arrive at the dockside, you are greeted; your 

baggage is taken to your room. You have two weeks of services from restaurants and evening 

entertainment, to casinos and shopping. Finally, you arrive at your destination and your 

baggage is delivered to you. This is a highly focused marketing process. 

 



Booking a flight on the Internet - the process begins with you visiting an airline‘s website. You 

enter details of your flights and book them. Your ticket/booking reference arrive by e-mail or 

post. You catch your flight on time, and arrive refreshed at your destination. This is all part of 

the marketing process. 

 

At each stage of the process, markets:  

 Deliver value through all elements of the marketing mix. Process, physical evidence and 
people enhance services.  

 Feedback can be taken and the mix can be altered.  

 Customers are retained and other services or products are extended and marked to them.  

 The process itself can be tailored to the needs of different individuals, experiencing a 
similar service at the same time.  

 

Processes essentially have inputs, throughputs and outputs (or outcomes). Marketing adds value 

to each of the stages.  

 

Marketing Mix - Seven key concepts for marketing libraries  

The seven concepts 
 
Understanding users and their needs.  Everyone is trying to get from A to B. We have to 
show them how we‟ll help get them there quickly and more successfully. 
 
Everyone's on a journey to where they want to go - these days they don't have a lot of time to 
sit down to consider an offer from a marketer. They're running from A to B, head down. As a 
marketer you're going to find it difficult to stop them, turn them around to pay attention to 
your idea, listen to it and then understand what it means for them. Your best bet is to target 
messages at them which truly help them get to where they're already going and make it 
absolutely clear how the information centre helps them to do that. You cannot assume that 
users will understand what you are talking about and will immediately translate that into what 
it means for progressing their journey faster with it than without it. That's your job as a 
marketer, which of course means that you must truly understand the users and their journeys. 
 
To understand how to market information centres, it's essential to understand the mind set and 
circumstances of the people we're trying to market them to. We all know that in today's age 
we're bombarded with information, images, messages, advertising, promotion: our daily lives 
are sound-tracked by the white noise of people or things trying to get our attention.   
We can't expect people to break off from their A to B journey to come and chat to us about 
whatever product it is we're selling. We live in an age of targeted advertising and hyper-
personalization - people are less inclined to investigate something on the off chance that it's 
useful, because they're used to bespoke suggestions and information coming direct to them. 
Plus, they're really keen just to get to B. 
 
For information centres, this means we have to run alongside these people, allowing them to 
continue their journey without slowing down, and make it absolutely explicit how we can help 
them do whatever it is they're already doing, but better. 'Better' might mean quicker, more 
efficiently, more comprehensively, more cheaply, or many other things - the onus is on us as 
information centre marketers to deduce what each person's 'better' constitutes, and quickly 
and successfully explain to them how the information centres can help.  
 



Market the service, not the product; market the benefits, not the features 
 
Increasingly, information centres are moving towards marketing services rather than products 
and thank goodness for that. Books are available from myriad sources; specialized help in 
finding the right one is not. Just marketing the 'warehouse full of books' side of information 
centres is to massively undersell what we do and how we do it, and is to fail to offer 
something more convincing than the alternatives to which we lose users every day. 
 

Telling people about content puts the onus on them to think about how they can integrate that 

content into their lives.  Many people simply don't have time to analyse what we're offering in 

that we should be showing them explicitly how we can help them so they need no imagination 

to understand it - and that comes from marketing services.  When you have a very short time 

in which to appeal to people with limited attention span, market to them what you can do. 

 
When marketing a service we should concentrate on what people aspire to, not the tools which 
will get them there. A classic example is databases: we often say things like 'we subscribe to 
30 databases which you can access via the library catalogue'. We market the features; what 
people want to know about is the benefits. The way to market databases is to say ‗we 
provide you with information Google cannot find‘. This, after all, is where their value to the 
user lies - this is why they need the library, so they don't have to pay to subscribe to these 
databases for themselves. They don't care about the how. They care about the result: the 
information they need, unavailable elsewhere. 
 
Marketing benefits rather than features doesn't cost a dime. It doesn't take any skill or 
imagination. It's just the approach - the way promotional materials are worded - that needs to 
change. If you run a course called ‗Developing Information Literacy‘ you might get a few 
attendees; if you run a course called 'Finding high-quality credible information online, quickly 
and easily' you'll get a lot more. The first title is the feature, the second the benefit. 
Market what THEY value, but continue to do what WE value 
 
Perhaps one of the reasons information professionals can be suspicious of marketing per se is 
the idea that it will lead to information centres which are so focused on all the new-fangled 
cafes, e-book readers and free Wi-Fi, that they lose sight of their core mission to deliver the 
printed word. However, in actuality, we as an information centre industry can continue to do 
what we value, but we can put our promotional efforts into marketing what users and 
potential users value. The latter does not have to negate or contradict the former. 
 
We should continue to manage the physical library because, clearly, that's fairly essential; but 
we should focus our promotional efforts on things like competitive intelligence, because that's 
what the users value. We don't look at the results and instantly decide to close the physical 
space we call the library; we just adjust how we market our services. 
 
Market personality 
 

People are fundamental to the marketing process. People do the marketing and it is at people 

that the marketing is ultimately aimed. More than that, though, information centres should 

market their own people. 

People and personality are what separates information centres from the other myriad ways to 
find and obtain information these days. We literally add the value. 
 



This will become increasingly important as technology becomes more prevalent: the key thing 
about the new ways in which people access information is not the technology itself but the way 
we represent our roles as information professionals within the context of that technology. We 
can make sense of new technology for our users and help them integrate it into their daily 
lives; we know that our value lies in our expertise, but our approach to marketing seldom 
reflects that. We're still just promoting books and databases most of the time. 
 
A personality trait that people generally find unattractive is insulting others to try and make 
oneself look good. Information professions have a tendency to insult Google as a means of 
promoting their own expertise or the value of information centres.  This is counterproductive 
and absolutely the wrong way to go about things. People' switch off when you denigrate a 
tool that they use successfully every day, and as a result it's hard to win them round from the 
very start. People love Google. The 'librarian versus Google' war is not one we're ever like 
and it's one in which very few non-librarians are on our side.   
 

By all means advise people in the information centre on how Bing can be a better search 

engine in some scenarios. Go ahead and promote our search skills, which certainly trump those 

of an algorithm. Certainly flag up the fact that we have access to sources of information that 

Google does not. But market what we do well without resorting to abusing everyone's 

favourite search engine: if we have to mention Google in our promotional activities at all, it 

should be to market the fact that we can help people use it more successfully. 

 
 
Never ever market something you can't deliver 
 
It is absolutely essential to deliver on what you promise. Part of the marketing process is to 
tempt people to use your information services, but marketing continues once they're through 
the door - and it extends to making sure that people get the service they expect from your 
promotion . When the marketing works and the user comes to claim the offer, that offer had 
better be there. A poorly delivered service that doesn't live up to the marketing claims will 
cause more harm than not having marketed it in the first place. 
 
A promotional campaign should only ever be launched if there are resources in place to 
ensure that if the promotion works and people come or return to the library, they'll be so 
impressed they'll want to do so again. 
 
Create and market different value propositions for different groups 
 
Information centres serve different categories of users.  One size no longer fits all. We have 
expanded our offer from, essentially, just books, to all manner of other things - from children's 
activities, to cafes, to concerts - because of feedback from our customers. The important thing 
is to make sure we present different value propositions - different offers - for different groups 
of people. So we market the books to those who care most about the books, and we market 
the library as space to those who care about the library as space. Even the most product-
oriented library, which still only really offers the printed word, can at least promote different 
variants of this to different groups of users and potential users. 
 
Understand the cost curve, and how it applies to information centres  
 
The term ‗cost curve‘ hails from economics - it's a graph used to calculate the scale on which to 
produce an item or range of items in order to maximize profit. For information centres, of 



course, that original definition doesn't apply - instead, the 'cost curve' refers to the value your 
users get out of using a service you offer versus the cost of the effort they must put into doing 
so. The value must exceed the cost, and the fact that it does so must be made explicitly clear 
by us marketers, in order for the user to want to engage. 
 
Think about how often information centres find themselves offering services that fall on the 
wrong side of the curve. For instance: you can access this database (offering great value to 
the user who wants the information it contains) but you'll need to log-in and follow these 
complicated instructions (which costs so much time and hassle it outweighs the value). From the 
very basics (signing up for a library card at all) to the new-fangled (scanning a QR Code to 
access unique library content) we must always be aware of how what we're offering is 
perceived, in terms of not just its value but its 'cost' to the user. The world is so used to libraries 
being 'free' to the user in monetary terms that this has almost ceased to be a selling point. We 
must focus on other value, and other cost. 
 
Information centres are facing competition from all sorts of angles, so we must assess how our 
offer stands up to this competition. What are the alternatives to the cost of using your 
information centre and is the value better?  
 
Anchoring these ideas in marketing theory 
 
You may have heard of 'the four Ps of Marketing' - this refers to Product, Price, Placement and 
Promotion. Booms and Bitner (1981) sought to expand these specifically for service industries 
(like ours), and added a further three Ps: Participants (by which they essentially mean people), 
Process and Physical Evidence. Let's look at each of these and see how they apply to 
information centres.   
 
Product refers to what we offer our users: books, journals, activities, education, advice, 
professional expertise, searching, competitive intelligence, somewhere safe to go after school 
- whatever it may be. Product-oriented organizations are characterized by the fact that they 
produce a product based on what they think is right for the customer. Market-oriented 
organizations, on the other hand, base their product on feedback from the customers in terms 
of their wants and needs. In these changing times, it's hard to survive if you're solely product-
oriented.  Information centres are doing their best to morph from product- to market-
orientation. Part of successful marketing is offering the appropriate product to different 
groups or segments. 
 
Price traditionally refers to what people pay for the product, but of course in most cases 
information centres are free to the user. This is great for them, but not always so great for the 
information centre: people value things they have to pay for more highly than those they 
don't, even if the two things are more or less the same. In essence, it is easy to take 
information centres for granted. For information centes, the price we are asking people to pay 
is the Opportunity Cost (Concept 7) - we need to deliver a service that is .compelling enough 
for people to spend their valuable time with us, if not their money. 
 
„Place‟ refers to where and how the product is delivered and promoted. In information 
centres, this often means the internet and often we don't shout loudly enough about the fact 
that it is indeed we, the information centres, who have placed the products there. When users 
access electronic resources online, they often have no idea that the information centre has paid 
thousands of dollars to subscribe to these on the users' behalf. If possible, brand electronic 
content or provide a gateway which explicitly .states: ‗Provided by the Information Centre ‘. 
 



Place also refers to the location of the information centre or the service.  We can take the 

service to the user in a lot of cases - whether that is by using Skype to develop a fuller 

relationship with a client in the special libraries environment, or setting up an outpost of the 

university library in the student‘s union building (for which all you need is a laptop and a sign 

that says ‗Library‘). Remember Concept 1 - everyone is on their path from A to B. The services 

we provide need to be on that path, even if the library itself is not. 

 

Promotion is the way in which we communicate what it is we do for our users and potential 
users. Examples of promotion include: Branding, visual identity, social media, the website, the 
way the books are displayed: it's all promotion. The best promotion is a two-way conversation 
rather than a one-way broadcast, which is partly why Web 2.0 tools are such a great 
opportunity for libraries. 
 
People are both the users and the staff - customers often associate a product or service very 
strongly with the person who provided it. That is partly why Concept 4 is so important -
marketing personality is essential. 
 
Process refers to actually giving the service, and the way in which users experience it. Being 
able to return books at your local branch even if you took them out from the main branch is a 
process with positive connotations! Perhaps the most important message about process, 
however, as mentioned in Concepts 2 and 3 above, is that we care a LOT about it but users 
don't always need it described to them. They care about how well processes work, not what 
they involve at the information centre level. Marketing benefits rather than features is perhaps 
the single most effective change an information centre can make in its promotion, in terms of 
the time ~ expense of doing so (minimal) versus the impact it can have (huge). 
 
Physical evidence refers to the environment in which the product is delivered.   ‗The physical 
environment itself (i.e. the buildings, decor, furnishings, layout, etc.) is instrumental in customers‘ 
assessment of the quality and level of service they can expect.‘ 

 

Market Segmentation 
 
Segmentation is the process of splitting (segmenting) the entire market (everyone) into smaller 
groups that share similar traits. It has also been defined as the process of grouping people or 
organizations within a market according to similar needs, characteristics or behaviors. 
 
 The rationale behind segmentation is that an entire market rarely has the same tastes and 
preferences.  Furthermore, it is also difficult to handle all preferences too within an entire 
market.  
 
Market segmentation is simply the division of a market into different homogeneous groups of 
consumers.  In other words, market segmentation is the division of a market or customer base 
into uniform groups that react differently to marketing and sales activities such as promotions, 
communications and advertising. The idea is to determine the best groups or segments and a 
set of characteristics about each of these groups, so you can target them with a finely tuned 
mix of marketing and sales programs. 
 
Need for Market Segmentation 
There are several reasons why organizations will segment their markets.   



 
Better matching of customer needs : Customer needs differ. Creating separate offers for 
each segment makes sense and provides customers with a better solution. 
 
Enhanced profits for business : Customers have different disposable income. They are, 
therefore, different in how sensitive they are to price. By segmenting markets, businesses can 
raise average prices and subsequently enhance profits 
 
Better opportunities for growth : Market segmentation can build sales. For example, 
customers can be encouraged to "trade-up" after being introduced to a particular product 
with an introductory, lower-priced product. 
 
Retain more customers : Customer circumstances change, for example they grow older, form 
families, change jobs or get promoted, change their buying patterns. By marketing products 
that appeal to customers at different stages of their life ("life-cycle"), a business can retain 
customers who might otherwise switch to competing products and brands. 
 
Target marketing communications : Businesses need to deliver their marketing message to a 
relevant customer audience. If the target market is too broad, there is a strong risk that  

o the key customers are missed and 
o  the cost of communicating to customers becomes too high / unprofitable. 

 
By segmenting markets, the target customer can be reached more often and at lower cost. 
 
Gain share of the market segment : Unless a business has a strong or leading share of a 
market, it is unlikely to be maximising its profitability. Through careful segmentation and 
targeting, businesses can often achieve competitive production and marketing costs and 
become the preferred choice of customers and distributors. In other words, segmentation offers 
the opportunity for smaller organizations to compete with bigger ones. 
 
Requirements and benefits of market segmentation 
 
Segments should be:  measurable and identifiable, accessible and actionable, homogenous, 
heterogeneous and also the segment must be large enough to be profitable. 
 
Measurable and identifiable : The segment size should be measurable and justify targeting.  
This does not always mean large numbers, but cost effectiveness should be a primary question 
for Information professionals.  Measurable and identifiable segments allow marketers to 
obtain accurate results from their segments. These characteristics must be evident in making 
decisions based on segments in order to provide information regarding the segments size and 
purchasing power. An identifiable segment may be available only at particular times, student 
populations in term-time, shift workers, etc.  Questions to be asked are: can you measure the 
size and growth of the segment? Is the segment growing? 
 
Accessible and actionable : The segment needs to be accessible for targeting to succeed.  
Accessible and actionable segments ensure marketing actions are concentrated on a specific 
segment and are able to effectively reach the segment through a means of communication. 
Questions that information professionals need to ask are: Is it easy for you to target and reach 
your segment? Can they be reached with basic communication tools such as radio and TV 
advertising? If you cannot target your segment effectively with marketing communication then 
it is not viable. 
 



Homogenous : Homogeneity within the segment ensures that customers are grouped together 
according to similarities, common needs and desired benefits. If executed correctly, this will 
lead to customers responding in similar ways to marketing pertaining to price, product, 
promotion and distribution. This allows marketers to select a target market that will best 
respond to a marketing plan focused on a product or service. 
 
Heterogeneous : Heterogeneity between segments enables marketers to visibly see the 
differences that exist between segments. Different segments respond differently to marketing 
actions. This knowledge provides marketers with the necessary information for selecting the 
best target market to focus the marketing plan. This also allows marketers to focus other 
marketing actions towards different segments, concentrating on what each segment responds 
to best.  
 
The segment must be large enough to be profitable: A segment must be large enough to be 
profitable for segmentation to be beneficial. If a segment is too small, it may produce 
inaccurate results or result in a loss of profit.  
 
Benefits of market segmentation 
 
The need for segmentation which we discussed earlier actually brings out the benefits of 
segmentation.  
 

1. Segmentation is a useful approach to marketing for the smaller firms. It allows target 
markets to be matched to company competencies and makes it more achievable for 
the smaller firms to create a defensible niche in the market. 

2. It assists recognizing gaps in the market that are not served or under-served. These can 
provide areas for new product development or extension of the existing product or 
service range. 

3. In mature or declining markets it may be possible to identify particular segments that 
are still in growth. Focusing on growth segments when the overall market is declining is 
a major strategy in the latter stages of the product life cycle. 

4. Segmentation allows marketers to match a product or service to the needs of the 
target market. 

Also market segmentation allows: 
1. Allocate company resources to the segments potentially more profitable; 
2. Fine-tune a range of products to demand rather than occupy a position of strength in 

some areas and ignore or minimize other areas of potential profitability important; 
3. To give the company the opportunity to detect early signs of a fundamental evolution 

of the target market, enabling it to adjust to time the market; 
4. Establish more precisely the main advertising and quantify the segments covered by 

each of these routes; 
5. Select media advertising more responsive to the needs and allocate more adequately 

the total budget between them; 
6. Determine the periods that are most conducive to advertising campaigns, ie those 

where the target is most receptive. 
Types of market segmentation  
 
The four most common ways are geographic segmentation, demographic segmentation, 
psycho-graphic segmentation and behavioural segmentation.   
 
Geographic segmentation : This involves subdividing markets into segments based on various 
geographical units such as location, the regions, countries, cities and towns where people live 
and work. The reason for this segmentation is that people of same location have almost the 



same desire of product and its usage. For instance, if your information centre happens to be in 
a community where the users are mainly fishermen, they would require more information on 
fishing and its benefits.   This means that regional cultures and practices should be taken into 
account by information professionals working in global organizations.  Geographic 
characteristics should be measurable and accessible. 
 
Demographic segmentation : This type of segmentation divides markets according to 
demographic variables such as age, sex, income, occupation, race, nationality, religion, 
education, family size and family lifecycle stage.  Examples of stages with the life cycle of 
people could be : 

 Bachelor stage – young, single, living at home.  They are likely to use information 
centres for leisure, career information and education. 

 Newly married couples – young, no children.  They will use information centres to 
enhance their home and leisure activities or career promotion potential. 

 Full nest 1 youngest child under six.  They do not have much disposable income.  They 
will need information services to help in coping with family situation and information 
centres  could provide accessible leisure services as well as information.    

 Full nest 2- youngest child six or over. Children‘s service in public libraries are an 
obvious draw.  The library will be an invaluable source of information on opportunities, 
education and self development.  

 Full nest3- older couples with dependent children.  Money is not freely available and a 
wide range of library and information services will be appropriate to parents and 
children. 

 Empty nest 1 – older couples, children not living at home, head of the household still 
working.  Income at its peak; there will be a call for different types of information and 
different sources will be used.  More sophisticated leisure pursuits, often expensive, will 
compete with library services.   

 Empty nest 2 – older couples, head of the household retired.  There is a drop in income 
and information centres can grasp new opportunities to attract an articulate and 
supportive group.  

 Solitary survivor in the workforce.  Income may be relatively high.  Information services 
will support a new, perhaps enforced set of perceptions.  More likely to need 
specialized information on financial matters, hobbies or pursuits. 

 Solitary survivor retired. Will need attention and security; information professionals 
need to remind themselves of Maslow‘s concept of drives. 

 
There is a related type of segmentation which is a combination of the two discussed above. 
This is known as geo-demographic segmentation.  Take a look at it. 
 
Geo-demographic segmentation : This type of segmentation classifies users according to 
where they live, on the basis that people living in a particular type of dwelling in a specific 
neigbourhood are likely to exhibit economic, social and lifestyle similarities.  Traditional social 
class grades are still widely used and these include:  
Class A: upper middle class – higher managerial or professional 
Class B: middle class – middle to senior management 
Class C1: lower middle class – junior management; supervisory or clerical grade 
Class C2: skilled working class – manual trades 
Class D: working class – semi and unskilled workers 
Class E: pensioners – those on the breadline, dependent on state benefits.   
Psycho graphic segmentation : Psycho graphic segmentation divides buyers into different 
groups based on social class, lifestyle or personality characteristics. It is based on the 
assumption that the types of products and brands an individual purchases will reflect that 



persons characteristics and patterns of living. Activities, interests, and opinions surveys are one 
tool for measuring lifestyle. Psycho graphic segmentation helps the marketer in examining 
attributes related to how a person thinks, feels and behaves.  
Behavioural segmentation : Behavioral segmentation is based on the actual customer 
knowledge of particular products, their uses of products, and their responses to certain 
products. This has the advantage of using variables that are closely related to the product 
itself.  It is based on variables such as usage rate and patterns, price sensitivity, brand loyalty 
and benefits sought. 
 
It is important to note that the personal, psychological, social and cultural factors that govern 
user behaviour are beyond the control of the information professionals.  Nevertheless they 
need to be aware of their likely impact and influence on the use of services offered.  They 
need to consider the motivational factors that drive individual to do things.  In this case, 
Abraham Maslow‘s 1987 classic work on personality and motivation is helpful to the 
information professional.   
 
Maslow postulated that individuals are driven by a set of needs, hierarchical in structure and 
they are physiological, safety, social, esteem and self-actualization needs.    
 
Physiological needs – For instance, legislation on ease of access has reduced much of the 
agony for the disabled.  Basic need are now being catered for in larger public libraries, eg a 
source of food and drink, comfortable seating, air-conditioned rooms. 
 
Security and safety needs – a welcoming room does much to reduce insecurity and raise 
confidence in users.  Information centres, because of the very nature of their often highly 
specialized work, need particularly to seek to reduce users‘ potential anxiety.   Where a 
public library is in a shopping centre, deserted at night, then it makes little sense to put users 
and staff at potential risk by operating in the late evening. 
 
Social need -  A sense of belonging is important to all of us.  The public library has the 
opportunity to serve an individual from the very earliest age, through growing up and 
becoming independent to maturity and onwards.  The feeling that the user is a member of a 
welcoming club needs to be fostered. 
 
Esteem needs – Customer care is the watchword in both public and private sectors.  The client 
is firmly at the centre of missions and strategic policies; libraries and information services must 
demonstrate this constantly and consistently if they are to succeed.  The need to feel that one 
is respected as a person is vital to an individual‘s concept of self. Librarians and information 
professionals can aid in empowering individuals in society, supplying the fuel of knowledge 
for that empowerment. 
 
Self actualization refers to the potential in all of us waiting to be realized. Maslow argues 
that this is a stage where the individual self has matured to such an extent that, while outer 
conventions are adhered to, the individual is drawing on inner sources of strength, living in ‗the 
widest possible frame of reference‘.  It was Maslow‘s belief that it would only be a small 
proportion of the population who would reach this stage.   

 

Marketing with new Technologies 
In general, Web 2.0 tools can be harnessed to market libraries and archives. There 
are several other platforms, applications and new technologies which do not fall under 
the Web 2.0 umbrella at all but which are effective in marketing the library in this 
digital age. 



 
What is Web 2.0? 
Web 2.0 refers to more recent internet platforms which are interactive, participatory 
or collaborative in nature. Anything which involves active contributions from the user(s), 
such as adding their own content (blogs) or taking part in dialogue online,  can be 
considered to be Web 2.0. Examples of this would include social media sites like 
Facebook, where users chat and interact, or YouTube where users upload their own 
videos, or employing chat functionality on a library website. 
 
A cross section of social media sites are as follows:  

 

Facebook/Myspace/Google+/LinkedIn: Social networks based on user created profiles. 

Twitter: Micro publishing social network. Limited to 140 characters. 

RSS (Really Simple Syndication) feed: Content delivery tool for news and any web content. 

Podcasts: Audio content files that can be distributed or downloaded. 

Flickr/Picasa/Instagram: Image (photo/video) sharing social networks. 

Pinterest/Delicious/Reddit/Digg: Social networks based on bookmarking tools. 

Blogs: Publishing tool with option to allow readers to comment on content. As a Reference tool, 

Librarians can use blogs in communicating information to Library Patrons. The blogs become an 

invaluable part of the Libraries social content marketing, with librarians acting as internal 

advocates. 

Wiki: Collaborative website tool for the creation and editing of info by community. 

Skype/Google hangouts: Live videocasts. 

YouTube/Vimeo: Video sharing social networks. 

Ask A Librarian Systems (QuestionPoint) 

iTunes U: Services for uploading and sharing educational content. 

QR Codes: Linked to web content and can be scanned by mobile reader apps. 

Has components such as Phone Support, Email Support, Text Message Support, Live Chat 

Support, Short Message Service (SMS), Schedule consultation: with subject specialist in your 

area of research. 

Why should libraries care about application of new technologies?  
 
 
For libraries and information centres, Web 2.0 and its applications are a way of 
connecting with new users, supporting existing users, and marketing their services to 
pertinent demographics. 

  



Libraries can connect with the physical community, create new communities, share information, 

and become a valuable resource. 

 
 
 

Librarians Should Also Care about Mobile Agility Patrons are going to want to be connected 

to the library via their mobile device. 

 
 
 

 
 

What to Share 

 local collections 
 outages & closings 
 daily events 
 answers for FAQs 
 new book list 



 student work 
 library stats 
 ads for student positions 
 your professors‘ publications 
 lost & found items 
 mini book reviews 
 word of the day 
 photos of the library and neighborhood 

Examples of how academic libraries use social media 
 
Blogs and blogging 
Blogs and blog are a shortening of ‗weblogs‘, the original term used to describe  
websites which featured new content on a regular basis, usually displayed in  
reverse chronological order with the newest at the top. The key thing that  
defines a blog is the fact it has regular entries (usually text, but often pictures 
or videos too) – most blogs are also interactive in that they allow the user to  
subscribe to them so they receive each new entry, and to comment on them.  
 
Institutional blogs are a great way to communicate with patrons in a way which is less 
formal than via press releases or the main website, but which is still the library 
imparting information in a way it can control.  
 
The fact that users can subscribe to a blog is particularly attractive for the library - it's 
essentially a way of being invited into the user's routine on a regular basis, with new 
posts. Blogging is also very simple and easy - often much more so than editing the 
library website and creating new pages. 

 

In the library context, blogs are used to update users and potential users on 
new collections, new technologies, building work and all sorts of other  
developments. Their strength as a marketing tool lies in the fact that they  
allow interaction, they can be less formal in style than many other library  
communications, and, as the user can subscribe, they then become something  
of a captive audience to which to market. 
 
Blogs can promote the library just by being a useful service in themselves. Book 
discussions and recommendations are perhaps the most obvious blog topic for a public 
library; relevant corporate news and new resources are perhaps the most obvious blog 
topic for a special library; how to use the academic resources on offer is perhaps the 
most obvious blog topic for a university or college library. All of these' go-to subjects' 
have value. 
 
Library blogs can go a little deeper - for example, by offering guidance on how to 
use Web 2.0 technologies ('Taking your first steps in social bookmarking'), or tying in 
with local or national cultural events ( 'It's Festival season - check out our 
recommendations for CDs and books on music in the 21st century. . .'). You can inject a 
little human interest into proceedings (market the personality) by profiling librarians in 
blog posts, too. 
 
Comments can be left on blogs by anyone online – in general commenting 
should be encouraged, as it can lead to useful interaction with users. Libraries  
can control the comments – on most blogging platforms, comments will be 
queued, awaiting moderation by the blog‘s administrator.  You can 



approve them so they appear on the blog itself, or not if they contain content  
you are uncomfortable with. 

 

The two leading blogging platforms (as well as Tumble) are Wordpress and Blogger.  
Wordpress (www.wordpress.com), Tyepad (www.typepad.com) and Blogger 
(www.blogger.com) are all examples of platforms which facilitate blogging.  
Thousands of library blogs exist.  

 

 
Microblogs and short-form blogs 
Microblogging features regularly updated content in the same way as standard 
blogging, but with much reduced size – usually one or two sentences, or just 
a single picture or video. The most common examples of microblogs are  
Twitter (www.twitter.com) and FriendFeed (www.friendfeed.com) . Of these, 
Twitter is the most popular and the most used by libraries. 
Twitter: on this platform each entry is described as a tweet (and the act 
described as tweeting) and must be 140 characters or less, including spaces.  
There is an oft expressed sentiment among people who don‘t use Twitter that  
‗you can‘t say anything in 140 characters‘ – this is surprisingly not the case. 
Users follow each other on Twitter – in their ‗timeline‘ they will see the 
majority of tweets from those they follow (the exception being tweets which  
are addressed to someone else whom the user does not follow, in which case 
these won‘t appear in the user‘s timeline).  
 
Retweeting: if someone retweets or RTs a tweet, this allows more people to 
see it. For example, if you followed me on Twitter, and I retweeted something  
from my local library, you‘d see this tweet whether or not you follow my local  
library. As such, for a library to have their tweets RT‘d is very much a good  
thing, exposing the content to new audiences.  
 
Libraries find Twitter to be a particularly useful tool for marketing because 
users will reply to tweets and generally interact and converse with the library,  
leading to valuable insights and the development of relationships.  
 

Libraries use Twitter as a means of communicating Information to the Public; post tweets 

containing Library news, events and announcements, using the library‘s twitter handle. This will 

enable members of the community who are followers of the library‘s twitter handle, to stay 

abreast with happenings in the Library.  

As a promotional tool, twitter can be used to promote articles of Lecturers, New Books, Special 

Collections etc. 

It can also be used to periodically highlight profiles of librarians  

General Questions from Ask-a-Librarian Forms, Chat and Emails can be answered promptly 

using Twitter. 

Can also be used to highlight unique library details – which section is the RC? 

Can use twitter as a response to directional questions about where is the Africana Library and 

also include a link to their libguide on what services they offer. 



Librarians can embed their twitter handle on the library‘s website, main university website and 

others so that their responses to public criticisms of the library‘s facilities and services can 

reach the wider public promptly. 

 
Twitter is an example of a social network, as well as being an example of a  
microblog, because it connects people online. 
 
 
 
Shortform 
blogs sit somewhere between a regular blog and a microblog.  
 
Tumblr (www.tumblr.com) is the most common example of this.  
Tumblr is a short-form blogging platform which officially counts as a 'microblog ' but in 
practice sits roughly in the middle between Twitter and a regular blog. You can write 
long posts as you would on a regular blog, but more generally Tumblr is used to share 
short snippets, quotes, images, videos and audio. Tumblr blogs have 'followers' in much 
the same way Twitter accounts do, and one-click 'Re-blogging' which works much like 
retweeting on Twitter. 
 
Because of its distinctive nature, Tumblr should be used by libraries in a distinctive way. 
Short, sharp, focused posts work best - never more than a paragraph or two long - 
particularly if they are on a specific theme. For example, a new materials blog listing 
exciting acquisitions and new collections would work well on Tumblr, as would a blog 
showcasing digitized images from special collections. Not all libraries will need or have 
use for a Tumblr account, but there are some excellent examples of those which do, at 
www.scoop.it/t/libraries-and-tumblr. 
 
Social networks 
Social network refers to online platforms that bring together people or organizations 
and connect them through common interests.  
It is the way the 21st century communicates. Enables libraries to interact with and build 
community with their patrons. A new way to provide information and offer services to library 
patrons ―where they live‖. It is another access point to the library and its website. 
 
Features of social networks 
Ability to create groups that share common interests. 
Allows the all categories of users to exchange information, opportunities, ideas and new 
knowledge about their field of interest 
Being used by students, professionals, teachers as communication tool. 
Offers a unique opportunity for highly targeted marketing. 
 
Use of social networking by libraries and information center 
Used as a tool to communicate with potential users. 
Extend the library services to individual users. 
Act as a powerful magnet in attracting the users 
Through the marketing, push out the library services and demonstrate their benefits. 
Information provision and Promoting and making available creative work. 
Knowledge of various internet technologies is important for library staff and information 
officers.  
 

http://www.scoop.it/t/libraries-and-tumblr


Social media, describes any kind of internet platform which allows the exchange of 
usergenerated content. That content can be actual digital objects (films, music and 
other files) or just opinions, news and views. As such, these platforms represent a 
fabulous possibility for libraries. Via social media libraries can market directly to their 
users and potential users, and engage them in the kind of proper dialogue which 
marketing should be all about. The way in which users consume and create content 
online has evolved, and ‗social media‘ is no longer just a facilitator for ‗social‘ 
interaction – it drives business, commerce and now learning, too.  

 

General principles of marketing with social media 

Know why you're there 
Each of your library's social media profiles should have a purpose and a focus of its 
own. 

 

Don't over-commit 
Defunct social media profiles can do more harm than good - so make sure you can 
provide enough resources to run each profile well, or don't run it at all.  

 

Get the tone right 

Because Web 2.0 is all about dialogue, the tone you use on social media sites should 

be conversational. What you should be aiming for is informal but not overly familiar, 

friendly but not overly personal, colloquial but grammatically, syntactically and 

orthographically correct. 

 

Listen! 

Marketing is an ongoing conversation between the marketer and the target audience, 

so social media platforms are a fantastic way to listen to what is being said by that 

audience. Many marketers talk about' the one in four rule' on social media pla tforms, 

and on Twitter in particular - only one in four updates or tweets should be directly 

promoting your own brand, and the other three should be replies; reconstituting other 

people's content; or something else not directly related to whatever it is you are 

trying to market. 

 

Get the message across 

Library use of Web 2.0 platforms should be aiming to accomplish the following: add 

value in order to increase engagement so that you can deliver key messages to a 

wider audience. 

 

Make social media part of something bigger 

Your social media marketing shouldn't exist in isolation - it works best when combined 

with more traditional promotion. 

 

Act quickly if it all goes wrong 

Sometimes human error creeps in and the person tweeting or updating a Facebook 

status gets mixed up between their personal and institutional accounts. Inappropriate 

content (most usually simple opinions or anecdotes) can be inadvertently shared via 

social media and when this happens, respond quickly, honestly, and apologize with the 

appropriate level of seriousness 

 

Hit the ground running 

Remember that the basis of many initial followings on social media is reciprocity. User 



X follows or 'friends' User Y, and User Y gets a message or e-mail telling them so. Out 

of curiosity they check out User X's profile, and decide to follow them back if they're 

interesting. For this reason, following people is a great way to get those initial 

followers yourself, and good quality content is essential right from the start, even 

before you fully launch your social media profile into the public sphere. When you do 

launch, do so in a . big way - don't just promote your new accounts via the website, 

but within the walls of the library too 

Utilize social proof 

Before promoting a Facebook or Twitter account, it's worth connecting with as many 

other accounts as possible so that there's something to show people - so follow your 

library with your own personal account, and perhaps ask other library staff and a 

few friends or associates to do the same. This leads to 'social proof' - the phenomenon 

whereby people copy the actions of others because they assume those others must 

know what they are doing. 

 
Facebook 
Facebook (www.facebook.com) is of course the most famous example and is  
far and away the most popular social network on the internet.  Facebook has over 800 
million active users.  Businesses see Facebook as essential to their marketing efforts,  
not least because the site has evolved beyond its original intention to connect people 
socially and become a destination for people seeking information, via their network of 
peers. 

 

Academic libraries use facebook to post events, news, links, pictures, and highlight special 

collections. Changes in opening and closing hours can be communicated; special events; as 

pointers toward library resources and authoritative sources of information such as libguides; 

Referencing and Citation, Library How Tos, FAQs, etc. patrons can also engage staff in chats 

instead of physically coming to the library to enquire about basic library information. 

For example, the Balme Library should have used its official Facebook page to announce to 

availability of its digitized rare book collections when it was launched. This will have driven a 

lot of visitors to the Balme Library online pages thereby boosting the online presence of the 

Balme Library and the University as a whole. 

 
Twitter 
Many more people are on the social network Facebook than are on the microblogging 
platform Twitter (www.twitter.com)  
 
But there are a few reasons to start with Twitter 
First, it takes very little work to set up a Twitter profile, less than any other platform. 
Secondly, research has shown that users engage with libraries more on Twitter than on 
other networks; they seem to prefer interacting via this medium.  
Thirdly, Twitter users are much more influential than those on other networks, so can 
help build your brand. A report from Exact Target (2011) found that regular Twitter 
users are generally more active and participatory on the web: they blog, they 
comment on other blogs, they review things online and so on. They are, in fact, three 
times more likely to amplify (draw attention to) a brand than a regular Facebook user. 
This makes them a great asset to have - word of mouth is, after all, a hugely powerful 
marketing tool.  
 



Twitter is an obvious example of social media, as users are exchanging content  (in this 

case, the written word, images and videos). By contrast, ‗Ask a librarian‘ livechat 

functionality on a library website is not social media (because users aren‘t exchanging 

content) but it is Web 2.0 (because it is interactive and participatory). 

 
 
Linkedln 
LinkedIn (www.linkedin.com) is described as a professional network, in that 
its primary purpose is job and career-related. However, the division between ‗personal‘ 
and ‗professional‘ networks has blurred in recent years, and most people use their 
social networks for both. 
 
Linkedln is particularly important in the special libraries sector. Social media affords 
an opportunity to go where the conversation is, and business librarians in particular 
find that conversation often takes place on Linkedln.  
 
Special librarians often have less face-to-face or phone contact with their clients than 
a public or academic librarian may have with their users, so as ever social media is an 
essential avenue to explore. 
 
As a minimum, most libraries should be on Facebook and Twitter. Our users expect us  to 
be there. We shouldn't start any social media profiles that we can't resource in the 
long term, but those we do should be conversational, informative and entertaining. 
Through social media, we can expand the audience to which we can then market the 
key services and resources the library provides. 
 
Other technologies  
 
The library website 
 
Despite the emergence of Web 2.0 applications and social media activities  the  
library‘s main website is still an absolutely essential marketing tool for several reasons. 
Most obviously, library website use is up exponentially for most libraries  
 
It is important to promote your news and social media connections by:  
1. Posting your news on your Web site  
2. Providing quick links to social sites on your Web site  
3. Adding bookmarking tools such as the ― share this‖ feature to your news, events and blogs  
 

Video marketing 

Marketing with video can be extremely powerful. A oneminute film can convey a lot 

of information about your library, in an arresting way – when done well. When done 

badly, video marketing certainly has the capacity to cause more harm than good. 

 
Video sharing sites like Vimeo (www.vimeo.com) and YouTube (www.youtube.com) have 
helped take filmmaking from the preserve of the elite to the pastime of the masses 
 

YouTube  

 Used for hosting videos, video tours of the library website, instructional videos, library 
promotion, past library events and conferences:  

http://www.vimeo.com/
http://www.youtube.com/


 For Instance 
o A 3 minute video explaining how to use the library's mobile web site.  

 A video that explains the nuances of the University‘s Copyright rules and regulations.  
 Videos for library instruction, and marketing  

o A video about how to locate e-resources using keywords and subjects.  

Instagram  

 Used for Current and historic images of the library, pictures of patrons using the 
facility, covers of books in the library's collection, event flyers etc. 

o Posting pictures of Students using terminals to search the OPAC.  
o Pictures of students using the Research Commons as a way of advertising the 

facility.  
o Using Instagram as a platform for interacting with your users, through the 

advertisement of a contest for photos of favorite study spots in the library. 

o Posting pictures of new developments in the main reference hall such as new 
silent areas, discussion zones etc. and inviting your followers to come check it 
out.  

o using the academic library.  

 
Podcasts 

Podcasts are downloadable audio recordings, usually in MP3 format – essentially like 

radio broadcasts, but without the need for them to have ever actually been 

broadcast anywhere. The name derives from the medium on which they are most 

often played, the iPod. They are useful marketing tools for libraries in certain 

circumstances, particularly because the user can subscribe to the podcast and thus 

sign up to receive regular recordings from the library. 

 

Libraries are already using podcasting successfully; it can be very useful as an 

alternative to video or text when explaining a new feature of the library website for 

example, or how to use equipment in the building. You could also have ‗Book of the 

Week‘style discussion podcasts in a public library, or ‗Latest resources 

explored‘style updates in special or academic libraries, or ‗Expert discussion‘style 

podcasts in a special collections context to help people engage with online 

exhibitions. 

 
 
Slide sharing 

Slides are also a great alternative to a static web page in terms of communicating 

information. It‘s easy to embed a presentation on your library‘s website, and if done 

well users will prefer to click through these than read through long chunks of text. Be 

sure to upload your presentations to Slideshare at www.slideshare.net in order to 

ensure maximum exposure. 

 
CASE STUDIES 
 
Social media at the British Library's Business and IP Centre I Frances Taylor  

http://www.slideshare.net/


Facebook, Twitter, Linkedln and YouTube are used. The aim is to raise awareness of 
the Business and IP Centre and promote our services, to provide a platform for 
entrepreneurs to network and to engage with our partners and customers.  

 

Social media has been invaluable in helping us to engage with our target audience of 

entrepreneurs and small businesses. 

Facebook is great for promoting events and running competitions.  

Twitter allows us to stay in touch with our partner organizations and stakeholders more 
easily. We use it to monitor our brand and as a customer services tool. If a customer 
has a negative or positive experience at the British Library and writes about it on 
Twitter, our aim is to pick it up quickly and to respond.  

 

Linkedln is useful for giving people a place to engage wi th each other. It works well 

for business discussions and promoting events.  

 

We run a series of high-profile events called 'Inspiring Entrepreneurs', with different 

and  film all of our events and put them on our YouTube channel.  

 

Our approach to social media is to make sure that we spend as much time following 
and listening to other people as posting information about ourselves. We try to 
immerse ourselves in the world of business support and stay informed of all the latest 
news and trends. 

 

When organizations only post information about themselves on Twitter it can be very 
off-putting. You need to ensure that you're interested in the people that you follow, 
and that you engage with them. 

 

'Inspiring Entrepreneurs' event on social media - We arranged for the event to be 

streamed live over the internet and online viewers could submit questions to the panel 

of speakers. We encouraged viewers on-site and online to use our Twitter hashtag 

#bipcsocial. We also partnered with our equivalent in the USA, the New York Public 

Library. They put on a free event where their members could watch the event live from 

one of their meeting rooms. 

 

One of the big challenges is time - social media can take a lot of resource to set up 

and maintain. 

 

 

How social media fits in with traditional marketing efforts 
Often I will run campaigns that involve the full marketing mix, including press, e -
newsletters and e-flyers, the website, advertising campaigns, working with partners, 
etc. By using a range of media, you can ensure that your campaigns have maximum 
impact. 
 
 
TIPS FOR LIBRARIES STARTING TO PROMOTE THEIR LIBRARY USING SOCIAL 
MEDIA 
 
Have a strategy. Be very clear about who your target audience is, which social media 

sites your customers use and why you're doing it.  
 



2.  Start small. It's better to do one thing properly than to end up with lots of  sad, 
neglected profiles all over the web. 

 
3.  Think about success measures. It isn't about having 1000 followers on Twitter: 

what happened as a result of them following you? Did you change their 
behaviour or their perception of your library? 

 
4.  Develop a tone of voice. You need to think about your writing style - ours is 

informal but we are careful to ensure that we use correct grammar and spelling. 
It's useful to have a 'house style'. 

 

5.  Train your staff and share ideas: I like the idea of developing a culture within 

organizations that allows people to experiment and support one another. It's 

important to ensure that any social media activity is of the highest quality, but you  

also give staff the opportunity to experiment.  

 

Only create a social media profile in your library's name if there are plans in place to 
maintain it - not just for six months or even a year, but for as long as your users are on 
that platform. For this reason, I'd recommend developing your social media profiles in 
roughly the order below. 
 
CASE STUDY NEW YORK PUBLIC LIBRARY 
The New York Public Library has developed a formal social media policy as well as 
training for those interested in doing so on behalf of the institution. Before any branch 
or division of the Library begins a page or account, the staff member is required to 
read and review this policy with their supervisor, and to attend training as needed. 
Loose guidelines are also put into place on a flagship level to make sure we are 
actively engaging with users on a daily basis.  
 

The Library is using a variety of tools to regularly monitor and report on its various 

social media accounts and online activity. We are currently using Google Analytics, 

Convio, Radian6, SocialFlow, Hootsuite and Facebook Insights. Our goal is to continue 

growing NYPL's audiences on social media, e-communications and driving more web-

traffic which we hope will lead to more visits to the Library.  

 

 

 

CASE STUDY: FACEBOOK AT MANCHESTER LIBRARIES 

Facebook is a shop window for your library service. We update daily with news and 
links about events, workshops, Wi-Fi, festivals, new books and resources, important 
messages and changes to services. Facebook makes it easy to include l inks to specific 
collections like our archives and photo galleries on Flickr or a time-lapse video of the 
Manchester Central Library transformation and refurbishment. You can include photos 
and videos on your page, too; we do this a lot and we also provide quick links to 
useful web resources that often get buried on the corporate website, making 
navigation simpler and faster. Staff and council colleagues use the page as a handy 
way to quickly look up what's on. 

 

The real beauty of Facebook lies in the connections between people and the potential 
for your one update to be seen and shared by hundreds and possibly thousands of 
people. If someone using Facebook finds your update interesting, they can 'like' it or 
'share' it on their own profile. This means that their friends get to see your update too, 



even if they are not a fan of your page. This is how Facebook differs from a normal 
website and this is how Facebook can help you get the word out about what you're 
doing to a large number of people very quickly.  

We also use Flickr to share photos, Vimeo to broadcast our videos and Issuu to display 

library brochures and guides. I do share Flickr, Vimeo and Issuu content on Facebook 

because they are visually interesting and they are also popular with our followers.  

 

 
 

 

 


