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Introduction to marketing and promoting services

What is marketing?

Many of us feel sympathy for the popular view that marketing is ‘selling goods that don’t come back to people that do’ (Anon). Interestingly mythical successes in selling sand to Arabs or snow to Eskimoes are not supported by evidence that these customers do in fact come back! What makes customers come back? Implicit in the idea that customers return is the fact that the quality of the product alone is not sufficient. Of particular importance to a library, compared with a bookshop for example, is the relationship between service provider and recipient (see “Relationships Marketing” below).

The Chartered Institute of Marketing defines marketing as follows: ‘The management process responsible for identifying, anticipating and satisfying customers’ requirements profitably.’ Recent years have seen marketing extended from the traditional world of commerce to include service organizations, charities and not-for-profit bodies. In this context ‘profitable’ represents a form of exchange where both parties feel that they gain benefit (Adcock et al, 1995). Such is the case in a library setting where LIS manager and client engage in a number of transactions (borrowing, information requests and even training) which aim to satisfy the user and to contribute to fulfilment of organizational objectives (Booth, 2000).

In researching this briefing we encountered the following definition which adds further colour to this management process:  

“The activities of listening to customer needs, assessing the competitive landscape and then designing and creating products and services accompanied by messages that shape audience perceptions, leading to opportunities for revenue. The primary objective of marketing is to deliver products and services to the right audience at the right price and right time, thereby increasing brand loyalty”. http://www.fivetwelvegroup.com/question.html#mktg 

In particular the mention of “listening to customers needs” seems attuned to the user-centred focus of library services even if the “right audience at the right price and right time” carries unfortunate overtones of a popular drink of the 1970’s!

Why is it important?

Weiner (2000) poses the question: “Why should we take time out of our busy professional and private lives to market libraries?” She continues by commenting that there is no guarantee of specific success. In fact she points out that in the past there was an unshakeable “belief in libraries as storehouses of information”. Nowadays libraries have to market themselves in response to increasing competition for customers from mega-bookstores, online book dealers, consultants, the Internet community, and individual customers who feel they can go it alone. Similarly libraries have to compete with other departments within their parent organization for funds. They must be seen to contribute to the core business of their organization – in the case of health libraries to contribute to patient care. 

Other reasons for the importance of marketing relate to the image of libraries (Sass, 2000; Shamel, 2000). Libraries need to market themselves if they are to remain connected with their communities and be seen to have relevance to real-world issues and present-day events. If they fail to do so they will likely be taken for granted. Not only do libraries need to convey what is unique about the access and services they provide but they need to promote an updated image. This is particularly the case because libraries can become virtually invisible to those movers and shakers who want to revitalize their communities. Four more reasons why marketing is important for libraries are

· Libraries are and should be viewed as essential and valuable community resources. 

· Library users expect their individual information needs to be recognized and acknowledged. Marketing helps to foster customer consciousness among employees. 

· Libraries depend on the support of others for their existence. 

· Effective marketing can increase library funds, increase usage of services, educate customers and non-customers, change perceptions, and enhance the reputation of the library and its staff. 

Of course, library marketing cannot be separated from good library management practice (Smith, 1995). 

What are the elements of successful marketing?

The so-called ‘marketing mix’ describes those elements that can be manipulated in order to maintain competitive edge: product, place/distribution, pricing and promotion (the 4Ps) (McCarthy). As librarians we typically focus on product, drawing upon the traditional image of the library as our ‘brand identity’. We would do well to consider the other elements. Are products distributed from a physical place, or is the intranet, or even Internet, used for distribution? How do prices for library products or services compare with electronic Internet based current awareness, document delivery or bibliographic services? Price is not only seen in terms of a fee based service but equally in how individual users ‘value’ the service, the focus of ‘value and impact’ studies. 

Finally, will the library actively promote its services or risk losing business to new information providers? As marketing has expanded into service delivery, the 4Ps have been augmented by a further three Ps (Dibb and Simkin, 1994):

· people – staff selection and customer care training. information services are not likely to be delivered by people who are unskilled or demotivated; 

· physical evidence – décor and ambience 

· process – the efficiency of the process, e.g. it is not enough to deliver interlibrary loans but the library should ensure that they arrive, at worst, no less than one day before they are no longer required (Booth, 2000). 

In specifically writing about library marketing, Weingand (1995) adds two more P’s: prelude (marketing audit – the needs analysis) and postlude (evaluation). This seemingly relentless accretion of Ps has been interrupted by a separate literal sequence, namely the C's developed by Lauterborn (1990): 

· Place becomes Convenience 

· Price becomes Cost to the user 

· Promotion becomes Communication 

· Product becomes Customer needs and wants 

The value of these C's lies in their embodiment of a more client-oriented marketing philosophy. When delivering a library service, for example, you need to bear in mind how convenient this will be for the client. While the 4Cs address criticism that marketing is too product-oriented, they are not nearly as memorable as the P-words. Nevertheless by emphasizing what the customer really wants they challenge previous marketing assumptions – for example, the one-way push of information known as promotion is replaced with the two-way dialogue of communication.

What is the difference between “marketing” and “promotion”? 

It will be clear from a consideration of the above that, although lay persons might use marketing and promotion interchangeably they are not, in fact, synonyms. Marketing concerns the overall strategy while promotion is more tactical and usually refers to specific communication mechanisms used, for example, to inform consumers about its products, the prices of its products, and how to obtain its products, to persuade consumers to purchase those products, and to remind consumers about the benefits associated with doing business with the organization. In marketing an interlibrary loan service, for example, you might decide to promote their benefit to patient care by distributing coloured bookmarks with the message “The Patient gets well when their Doctor gets an ILL”!

What is relationship marketing? 

Relationship marketing focuses on developing a close relationship with your customers, and is particularly important for library and information services. Many of your services depend on 'repeat business' if you are to make your efforts in pursuing new customers appear worthwhile. Tom Peters (1995) has described it as: “The relentless pursuit of an almost familial bond between customer and product”. It commonly appears in the popular concept of “customer loyalty”. However as the term “relationship” implies such loyalty is a two-way feature, particularly when the development of virtual services means that, at least in theory, the service provider has more freedom to target new remote customers at the expense of those that they traditionally served.  This evolution from the “marketing mix” to the more sophisticated concept of “relationship marketing” is documented by Gronroos (1994). If your head is still reeling from 4Ps (or 7Ps! or even 9Ps!) and 4Cs then you probably do not wish to be told that Gummesson (1999) has defined 30Rs of relationship marketing , from Relationship one ("the classic dyad: the relationship between supplier and customer") to Relationship 30 ("the owner and financier relationship"). 

Where can I find out more? 

The following sources include practical examples and case studies (†) or comprehensive Webographies or articles reviewing useful items (*):

†Cooper ER (1991). Marketing the hospital library to physicians: one approach. Bull Med Libr Assoc. 1991 Jan;79(1):86-7. 

†Kassel A (2002). Marketing: realistic tips for planning and implementation in special libraries; market the importance of librarians, the caretakers of librarians adapt to the ever-changing forms of knowledge. Information Outlook, November.

*National electronic Library for Health – DLNet. Further Reading. http://www.nelh.nhs.uk/dlnet/furtherreading.asp 

*Gupta DK and Jambhekar A. What is marketing in libraries? Concepts, orientations, and practices Information Outlook,  Nov, 2002 

*Webber S. Marketing information and library services. http://dis.shef.ac.uk/sheila/marketing/default.htm 

*Webber S. Marketing: Sources for marketing information and library services http://dis.shef.ac.uk/sheila/marketing/sources.htm 
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