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ABSTRACT 

Marketing is based on thinking about the business in terms of customer needs and their satisfaction. Library is the 

process of planning, promoting, and distributing services to create satisfied user. Marketing Strategies in library learn more 

about the steps in the marketing process: internal assessments, market research, setting specific goals, selecting promotion 

strategies, creating a plan of action, implementation, and evaluation. In the exercises, you will work through the process 

and create your own plan. 
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INTRODUCTION 

The foundation for a great marketing plan is to review the library mission, values, and philosophy of service.               

This applies even if you are only creating a market plan for a specific product or service the library offers. It's possible to 

lose track of the prime directive for your library when sidetracked by new ideas and technologies! Always keep in mind the 

unique contribution that the library can make to the community, to your users in online communities, and among 

competing sources of information. 

Marketing requires careful planning and begins with understanding the mission of the library. Marketing can help 

you to succeed in your mission, establish a positive image for the library in the community, and determine the best way to 

provide service to users. Promotion is anything libraries do to the community and let the community know to who they are 

and what they do! Concentrate your promotion efforts where they will achieve the best results!  

Marketing requires a critical analysis of the marketing mix to identify the nature, features, benefits, and value of 

the service to the customers. 

MARKETING DEFINITION AND OBJECTIVES 

Marketing is the analysis, planning, implementation and control of carefully formulated programs designed to 

bring about voluntary exchanges of values with target markets for the purpose of achieving organizational objectives.               

It relies heavily on designing the organization's offering in terms of the target market needs and desires and as using 

effective pricing, communication, and distribution to inform, motivate and serve the markets." By Kotler a Professor of 

Marketing 

There are 6 Major Points to Be Emphasized in the above Definition 

• Marketing is a managerial process involving analysis, planning, implementation and control.  

Journal of Library Science 
and Research (JLSR) 
Vol. 1, Issue 1, Jun 2015, 5-12 
© TJPRC Pvt. Ltd. 



6                                                                                                                                                             V. Ashok Kumar, T. Prakash &  M. Jayaprakash 

 

www.tjprc.org                                                                                                                                                editor@tjprc.org 

• Marketing is concerned with carefully formulated programmes - not random actions - designed to achieve desired 

responses.  

• Marketing seeks to bring about voluntary exchange.  

• Marketing selects target markets and does not seek to be all people.  

• Marketing is directly correlated to the achievement of organizational objectives.  

• Marketing place emphasis on the target market's (consumer's) needs and desire rather than on the producer's 

preferences 

Management of Libraries 

Due to explosion of information at global level, the more information available in the market, therefore 

management of libraries is necessary to meet information needs of users. "The world in which libraries exist has changed 

dramatically. It moves faster, relies on technology and competes more intensely. Fearful that change may threaten our 

existence, we must look to marketing to help us to manage better" (Keiser & Galvin, 1995) 

Commitment to Customer Satisfaction 

In particular to library services area, the users are fund providers, patrons, employees, etc. As such, satisfaction of 

the customer is of primary concern in the marketing process and the entire ethos and shared values of the organization owe 

the responsibility of satisfying the customer. The library and information center is not a profit-oriented organization in 

marketing. The increased customer satisfaction will result in the increased willingness to use and pay for the services 

offered. Hence, the customer's satisfaction has a direct link with the support we get for the library and information services.  

Understanding Customers 

When we talk about customers, we have some very fundamental questions to ask, questions that affect anything 

and everything else we do. Such questions include: Who are the customers? Whom are we trying to serve? What is the 

interest area? What can we provide to serve these interests? What are the conditions for offering information services and 

products? How well do we communicate with our users and how they communicate their needs to us? There is a common 

understanding that who knows better about the library then she knows better about its resources, facilities, services, and 

products particularly in the information era. The most important role of marketing in library and information centre is to 

find information products for the customers, not customers for the information product. We must always remember that no 

library owns its users to the extent that it determines their likes and dislikes. We must pay attention to users' requirement 

and preferences. 

Welcome Again and Again 

We should deal with a smile to the users. We should give positive attitude and favorable relationships with users. 

But they will come again only if their present needs are well met, and in meeting the information needs of users marketing 

attitude plays a vital role.  

Libraries Need to Grow 

According to Ranganathan's 5th law "Library is a growing organism". Due to global information explosion, more 
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information comes every second and today's information is old very fast for tomorrow. Libraries continue to face 

continuing changes in the environment strategies and outcomes. Good marketing efforts take care of all resources and how 

it can be done in an efficient way.  

Improving our Image 

In today's business environment, "Librarians who take marketing seriously will earn "street cred" in their 

organization. This will be benefited to them in career terms, but will also help to accelerate the death of the old                     

buddy-duddy image and herald the arrival of the focused, business-like, customer led librarian" (Cotte, 1994). A good 

reputation may involve cordial relations with the community, good facilities, high service standard, good discipline, a    

well-qualified staff and good results. As such, marketing efforts can help us in improving our image through improved 

services.  

Marketing Strategy 

Marketing strategy is the analysis, policies and rules that guides overtime the firm’s marketing efforts, the level, 

mix and allocation, partly independently and partly in response to changing environmental and competitive conditions.             

It has four main components. Namely:  

• Analysis which is the steps which sets marketing apart from public relations.  

• Planning this involves the setting of challenging but attainable objectives for the marketing effort.  

• Implementation – during this component, some adjustments are required  

• Evaluation – this is “final and usually the most important of the marketing plan but is vital to future marketing 

efforts” (Griffith, 1992). By evaluating the plan, the most effective activities can be determined and the reasons 

for failure pinpointed. Without this step, mistakes could be repeated in future marketing efforts and more 

productive activities could be forgotten-  

• E .Evaluation – should occur throughout the length of the plans as well as the end. 

Objectives of the Study 

• To study on marketing strategies in Academic Libraries 

• To know about the impact of marketing strategies on customer 

• To analyze the effectiveness of strategies 

• To know about the promotional strategies offered by the Library. 

• To give suggestions to have an effective marketing strategies. 

Scope of the Study 

• It will help to increase the service of the library. 

• It guides to improve the marketing strategies of the library. 

• It supports the customers to be aware about the resources of the library. 
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• It is easy to identify the overall satisfaction level of the customer about the library. 

Research Methodology 

Research is a process of search for any particular topic subject, area of investigation, backed by the collection, 

compilation, presentation and interpretation of relevant details of data 

Methodology of the Study 

Research methodology is a way to systematically solve the research problem by applying 

various research techniques along with the logic behind the problem. For a meaning and systematic analysis of the problem 

encountered a suitable formulation of methodology for the study is indispensable. Research is simply a method of 

collecting information. 

Survey Method 

The research used a technique of gathering first set of information by asking question to the respondent directly 

through structure questionnaire. 

Sources of Information 

The data for study has been collected from both primary sources and secondary sources. 

Primary Data 

The primary data was collected through survey method using structured questionnaire. 

Secondery Data 

Secondary data was collected from books and records maintained by personal department and also through library 

sources. 

DATA ANALYSIS AND INTERPRETATION 

Introduction 

The study looks at area of strategic marketing for library and information services of the institute of Chartered 

Accountants (Ghana). Data was mainly collected through the use of questionnaire. The population consisted of users made 

up of students and members of the institute. The target group that would help find answers to the study would be student 

users of the library and members who are stationed in Accra. Selection of students and members forming the sample was 

adopted using simple random sampling as stated in chapter 1 of this study.  

Analyzing Data Obtained from Students 

The researcher administered the questionnaires to 100 students and 20 members of the institute. It took the 

researcher more than a month in getting back the questionnaires from respondents. After several follow-ups, a total of                

60 questionnaires were returned by students yielding a response rate of 60%. On the other hand, out of 20 questionnaires, 

only 12 were returned representing 60%. The findings are discussed below:  
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Table 1: Showing the Qualification of the Respondents 
                                                                                                                           Sample Size: 250 

QUALIFICATIONS  NO OF RESPONDENTS PERCENTAGE% 
PG 58 23.2 
UG 153 61.2 
Research scholars 14 5.6 
Diplamo 25 10 

Total 250 100 
                                      Source: Primary data 

Interpretation 

From the above table it is inferred that, 23.2% of the respondents are PG qualified.61.2% of the respondents are 

UG, 5.6% of the respondents are graduates and 10% of the respondents are diploma, majority of the respondents belongs to 

till UG. 

 

Figure 1 

Table 2: Finding Library Materials and Information 
                                                                                                         Sample Size: 250 

Finding Frequency Percentage% 

Always 47 18.8 

Sometimes 128 51.2 

Usually 75 30 

TOTAL 250 100 
                                                                Source: Primary data 

Interpretation 

Forty (51.2) respondents indicate that they sometimes find what they want in the library. This is attributed to 

reference services being rendered in the library for students.  

 

  



10                                                                                                                                                             V. Ashok Kumar, T. Prakash &  M. Jayaprakash 

 

www.tjprc.org                                                                                                                                                editor@tjprc.org 

 

Figure 2 

Table 3: Needs of Library Collection 

Respondents 
Adequate Data for Your Needs 

FREQUENCY PERCENTAGE%  
Yes 35 58 
No 25 42 

TOTAL 60 100 
                                                 Source: Primary data 

Interpretation 

Seven (35) respondents representing 58% showed that the library is able to meet their needs and five (25) 

representing 42% said the library’s collections does not meet their needs.  

 

Figure 3 

Table 4: Currency of Library Materials 

Up-To-Date of Library 
Materials 

Frequency Percentage
% Up-to-date 10 17 

Not very-up-to-date 45 75 
Reasonable up-to-dare 5 8 

TOTAL 60 100 
                                                       Source: Primary data 

Interpretation 

Forty Five (45) out of sixty (60) students respondent representing 75% remarked that the library material for their 

course work is not up-to-date. Considering the fact that there has been a current development in the Accounting profession 
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with the publication of recent textbooks. Their assertion has been confirmed. The implication was that these students would 

not be abreast with current trends. An observation of the stock indicates that a sizeable number are very old and very few 

titles have recent editions.  

 

Figure 4 

CONCLUSIONS 

The modern library is now generally called an information market and the library user is a consumer of 

information. Information is a vital resource for research and development of any nation. Marketing is essential in making 

the proper planning, designing and use of such services and products for the better and optimal use of information.                  

The library should give priority to provide excellent customer service enhancing its image as information provider in the 

information era. The library and information services should be user (customer) oriented in order to satisfy their 

information needs effectively. Marketing of library and information services includes customer (users) priorities, 

expectations, individuality, responsiveness, relationship, quality of services, professional skills and competencies,               

value-added services, etc. The ultimate aim of marketing here is to provide the right information to the right user at the 

right time.  

RECOMMENDATIONS 

• One library service sets standards across all locations, yet allows individuality 

• Subject layout of materials – taking on new concepts 

• Customer focus needs in a timely & helpful fashion 

• Innovative services and programs  

• Consistently high ratings in customer satisfaction surveys, both libraries 

• Library management systems will allow greater interaction with new technologies 
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