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ABSTRACT

Marketing is a social process of making an organization upstanding in selling a product or service anticipating the
needs of its users along with the market trend. Therefore, a successful marketing must be able to generate
satisfaction among the end customer which is achieved only if continuous assessment and evaluation of the
delivered products and services is done. Marketing is managing profitable customer relationships. In other words,
marketing is a management process by which the focus is given on the identification and anticipation of customers’
requirements and thus the essence of marketing lies in customers’ satisfaction and requirements rather than
emphasis on only selling the products and services. Marketing process focuses and includes on several management
operations like planning, organizing, staffing, directing, coordinating, reporting and budgeting in relation to the
trinity of Market, Customers, Products and Services.
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INTRODUCTION

Definition of Marketing

According to Kotler (272) “Marketing is the analysis,
planning, implementation and control of the 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’s needs and desires and using effective
pricing, communication, and distribution to inform,
motivate and service the markets”.

Rowley (184) defines Marketing as “the process of
planning and executing the conception, pricing,
promotion, and distribution of ideas, goods, services,
organizations, and events to create and maintain

relationships that will satisfy individual and organizational
objectives”.

According to Bakewell (180), Marketing is defined as
“a continuous process which enables an organization to
meet the current needs of its clients and to assess and
create new services to meet their future needs as well”.

CONCEPT OF MARKETING

Information organizations and professionals have
sometimes been reluctant to embrace the concept of
marketing, preferring to rely on the quality of their
services and their reputation. The marketing concept is
to serve the customers by providing them a high level of
satisfaction through its products and services. In fact,
good marketing is not about the art of selling but
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identifying and meeting human and social needs. Thus,
marketing has the following traits:

 Marketing as a Set of Techniques–  Most
commonly, it is viewed as a set of techniques
involving several processes. The process may begin
with defining the objectives of the library; devise
the overall strategy which fits with the objectives
of the library; devise an overall strategy to achieve
those objectives with targets and milestones; draw
up practical short-term plans and then most
importantly take actions. According to Rowley, “An
organization that embraces the marketing concept
tries to provide products and satisfy customer needs
through a coordinated set of activities and that also
allows the organizations to achieve its goals in such
approach marketing, planning work together”.

 Marketing as a Philosophy– The term marketing
is so well established in the vocabulary of library
services that there is little appreciation for its
newness as a business philosophy. The premise of
marketing is both simple and appealing as the
customer is the beginning and end of every activity
in an organization. Integrating marketing into library
philosophy is helpful in reinforcing and reiterating
the basic values of the profession in a changing
environment. Marketing is a philosophy that should
be adopted by an organization seeking to achieve
the objectives for which it was established and
against which it is currently operating.

 Marketing as an Approach– In this approach,
service to the customers involves assembling and
delivery of the mix of physical resources, the system,
and mental exercises. The service trinity as
pronounced by Ranganathan has great relevance
with such approach in case of libraries. He considers
users, employees and information resources and
systems to have greater relationships with each
other in library and information services. The
orientation of this approach is on inter-functional
coordination referring to the way an organization
uses its resources in creating superior value for the

customers. A marketing orientation requires that the
library draws upon and integrates its human and
physical resources effectively and adapts them to
meet user needs.

 Customer-driven Marketing– Users are the
integral component of any library. One needs to
incorporate elements of client or customer
centeredness in our approaches to serve users. They
are concentrating and developing customer
orientation in every operation of the organization.
Their focus is on distinctive competencies; value
delivery; customer-defined quality; relationship
management and a customer focus organizational
culture. The orientation of such an approach is on
customers. A library has to have sufficient
understanding of the existing and potential users that
allows it to create superior value to them. This comes
through increasing the benefits to users in relation
to the efforts and cost. A customer-driven approach
requires that the library understands the value of
the customer not only as it is today, but also, as it
will evolve over time.

MARKETING MIX

There are several elements constituting a marketing mix,
traditionally it can be divided into four broad categories
widely known as 4Ps. “The marketing mix is an
important and common marketing tool for creating and
maintaining an offering that is of value to customers.
All elements of marketing mix are interdependent and
must be consistent with one another. The most
appropriate marketing mix depends upon the customer
and is influenced by the marketing environment. The
elements of the marketing mix can be changed. However,
most such changes are constrained by the organization’s
existing resources and the rate of change that is possible
may at times be too slow. For example, libraries often
occupy specific buildings, location may be a significant
aspect of distribution, yet it is often difficult to alter except
in the long term.” (Rowley 6) The product to be
promoted is information in all its forms including
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information for recreation and culture; the place may
be the library or elsewhere in the community; the price
may be hidden in taxes or in student fees or there may
be an additional price to be paid for a specific service
such as the use of online databases (Bakewell 180).

Due to the special characteristics of services, their
management also extends the scope of marketing mix
to go beyond the 4Ps to 7Ps, namely, product, place,
promotion, price, people, physical evidence and process
of service delivery. To serve the market more effectively,
the manager must identify the relation of the service to
each of these seven elements which will best satisfy
the user. A manager must achieve a right balance among
these ingredients in the light of market requirements,
bearing in mind that they are all interrelated.

1. Product – Product the first “Ps” represents the
combination of goods and services offered to its
customers. Product is usually tangible and for sale in
the profit sector, the information services product is
usually less concrete and may be situated in either the
profit or non-profit context. Kotler’s five distinguishing
characteristics – quality level, features, styling, brand
name, and packaging can be applied to both of these
contexts. An object or a service that is mass produced
or manufactured on a large scale with a specific volume
of units. For example – materials including books, videos
recordings, access channels and programs etc. All the
characteristics of products and services are aimed at
the customer group. Product is that aspect that deals
with the creation, development and management of
products. Product decisions are important because they
directly involve creating products that satisfy customer’s
needs and wants. It is the service that a librarian provides
that leads to the satisfied user who will speak well of
the library.

2. Price – Price is also denoted by the term cost i.e.
the cost required to produce a product. Cost may be
defined as the amount of money or other considerations
exchanged in order to provide a service, activity or
function. The price is the amount a customer pays for a
product. It is determined by a number of factors including

market share, competition, material costs, product
identity and the customer’s perceived value of the
product. Pricing decisions should consider profit margins
and the probable pricing response of competitors. Pricing
includes the list price, but also discounts, financing, and
other options such as leasing. This relates to various
activities associated with price, objectives and strategies
and the determination of product prices. It defines the
value obtained in exchange. The real cost to the
customer (user) is inclusive of all other costs. It is a
new concept emerging in the context of libraries. Price
relates to the activities associated with establishing
pricing objectives and strategies and determining product
prices. It defines the value obtained in an exchange.
According to Bakewell, “It may be used as a competitive
tool and is one of the marketing mix variables that can
be altered relatively quickly to respond to changes in
the environment. Price plays both an economic and a
psychological role. From an economic perspective, price
is closely associated with costs and profits. From a
psychological perspective, it may be used as an indicator
of quality”. The pricing must be flexible, enabling the
user not to feel the burden.

3. Place – Place in marketing mix is related to the space
or environment where the product is made available to
its target customers. It is often referred to as the
Distribution Channel. The mode of distribution can be
both real as well as virtual. Focal point of this component
of marketing mix is to provide the product to its end
users in the right quantity, at the right time and at the
right place. The distributed product may take many
forms, such as print, audio, video, or computer printout.
Rapidly evolving technology continually increases the
range of options, both in terms of product itself and in
distribution possibilities. Distribution decision factors
include the following elements:

 The quality of the present distribution system.

 Formats of available products.

 Access possibilities.

 Present and projected innovation and change.
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 Positioning the library in the competitive market.

 Available resources.

 Time and convenience of customers.

 Planning efforts.

 Existing priorities.

 Partnerships with other agencies relative to
distribution.

 Number and location of existing access points.

 The finite life cycle of both products and access
options.

4. Promotion – Promotion should be viewed as
communication between the library and its community.
This includes advertising, sales promotion, publicity, and
personal selling, and refers to the various methods of
promoting the product, brand, or company. Promotion
represents all of the communications that a marketer
may use in the marketplace. Promotion has four distinct
elements - advertising, public relations, word of mouth
and point of sale. Promotion decisions are those related
to communicating and selling to potential consumers.
Since these costs can be large in proportion to the
product price, a break-even analysis should be
performed when making promotion decisions. It is useful
to know the value of a customer to determine whether
additional customers are worth the cost of acquiring
them. Promotion decisions involve advertising, public
relations, media types, etc. Promotion consists of
activities used to inform people about the library/
information Centre and its products and services. All
the methods of communication are to be used to reach
the customers to make/keep them aware. Personal
selling (interaction) can be more effective. Promotion
of the services presents specific difficulties because they
are intangible. Yudelson opined that, “It is difficult to
depict the intangible in advertising, so service advertising
needs to emphasize tangible clues, such as physical
facilities or other concepts that project an image that
reflects services”.

SUMMARY OF MARKETING MIX DECISIONS

Product Price Place Promotion

Functionality List price Channel Advertising
members

Appearance Discounts Channel Personal
motivation selling

Quality Allowances Market Public
coverage relations

Packaging Financing Locations Message

Brand Leasing Logistics Media
options

Warranty Service levels Budget

Service/
Support

SEVEN Ps IN MARKETING MIX

The modern marketers opine the following seven P’s in
the marketing mix:

1. People– People form an important dimension in the
marketing of products and services. Any organization
interacts with its customers through its employees. They
act as an interface between the company and the
customer. Thus the customer’s satisfaction also relies
on the quality of the interaction with the service agent.

2. Process– It means providing a service to a customer
assessing his/her behavior, which may be crucial to the
customer’s satisfaction. Marketers, together with
managers, need to design the service process carefully.
The service process mainly involves adding value or
utility for the customer.

3. Physical Evidence- There are two kinds of physical
evidence: (i) Peripheral evidence and (ii) Essential
Evidence. The former is actually possessed as a part of
the purchase of service, but by itself, it is of no value.
On the other hand, peripheral evidence is possessed and
taken away by the user.

4. Personalization-  The author here refers to
customization of products and services due to the
application of the internet in every walk of life. A little
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personal touch along with integration of latest
technologies in a product can make a huge difference
in the popularity and demand of a product or service.

5. Participation– Participation stands for equal
involvement of a customer in designing a product of his
need. The end user participation, regular feedback add
the value to the service. This concept is laying the
foundation for disruptive change through democratization
of information.

6. Peer-to-Peer- This refers to customer networks and
communities where advocacy happens. The historical
problem with marketing is that it is “interruptive” in
nature, trying to impose a brand on the customer.

7. Predictive modeling- This refers to predictive
algorithms, such as neural networks, that are being
successfully applied in marketing problems (both a
regression as well as a classification problem).

STRENGTH, WEAKNESS, OPPORTUNITY and
THREAT (SWOT) ANALYSIS

SWOT is an acronym for strengths, weakness,
opportunities, and threats. SWOT analysis helps an
organization to evaluate itself on several parameters to
determine its current positioning in the market and adding
further scope of improvement from its competitor’s. It
is described as opportunity/ Issue analysis and a
popularly used tool for structuring the information that
may be gathered from customer feedback, audit reports
etc..  The ultimate goal of a SWOT analysis includes,
mapping of vital operational strengths with major
environmental opportunities. On the other hand, it
provides a basis for improving weaknesses or at least
minimizing them and avoiding or managing environmental
threats to operations. Ideally SWOT study helps identify
your proficiency and reduce chances of failure, by
understanding what an organization is lacking behind
and the ways to overcome it (Loudon 130-131).

A SWOT analysis is often recommended for conducting
an audit. It allows the management to signify and

evaluate decisions relevant to the organization – is it
something to boost up (strength and add to advantages),
something to reduce and improve upon (weakness and
limitations), something to anticipate (having eye to an
opportunity or chances to lead), and something to
outthink (to overcome obstacles, challenges and threat).
Hence, it identifies the external threats and opportunities
and internal strengths and weaknesses to develop their
strategies. Thus, marketing audit sets the stage for the
next cycle of planning, implementation and reviewing
the marketing programme.

According to Kendrick following attributes are found in
the SWOT Analysis

 Strengths

 High level of awareness

 Out-of-print titles

 Deleted CDs and DVDs

 Generally free

 Large number of PCs

 Heritage a tradition

 Truly an open community resource

 Knowledgeable staff

 Friendly staff

 Weaknesses

 Generalized services – one size fits all.

 Little customization

 Lack of investment in property

 Variable stock quality and stock levels

 Variable responsiveness

 Out-dated image

 Not always reflecting lifestyles
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 Opportunities

 Development of further IT services

 Inspire new user-groups to use library service.

 New and multi-channel approaches to service
delivery

 Further links with public and private sector
organizations

 Increased awareness of the availability of
information

 Support government initiatives as they arise.

 Threats

 Internet as a protocol to information

 Education, recreation, and culture

 Changing lifestyle

 Lapsed users may not return.

 Internet search engines

 Resource limitation

 Changing political climate

 Falling prices for books, videos, CDs, DVDs

 Confusion over role in society

MARKETING FOR NON-PROFIT
ORGANIZATIONS

Narayana says that there are following characteristics
of nonprofit organizations which make marketing in the
non-profit sector different from that in profit-oriented
organizations. These characteristics are (i) Multiple
Stakeholders, (ii) Multiple Objectives, (iii) Service as
output, (iv) Public Scrutiny.  In fact, in non-profit
organizations or service institutions, there are multiple
stakeholders having multiple objectives because they
form different segments and have multiple characteristic
variables. The non-profit organizations intend to achieve
more on the services part therefore depends much on

the output of the services. The non-profit organizations
are always put under public scrutiny.  In other words,
their performance is judged by the large groups of public
and their accountability is more towards the public as
compared to the specific segment of the society.
Therefore, the foregoing special characteristics of
nonprofit organizations are to be borne in mind in
preparing a marketing programme for libraries. The
philosophy and theories of librarianship and the mission
of an individual library derived from the philosophy
constitute the other guiding principles. Kotler observed
that “non-profit organizations face a host of problems
that would be analyzed as straightforward marketing
problems if found in the profit sector”. For instance,
academic libraries face problems of gaining or
maintaining budgetary support from the larger
institutions; increasing their responsiveness to changing
patron needs; converting nonusers to users; and of
increasing patron awareness of new or specialized
products and services (Bellardo and Waldhart 68).

Academic libraries, especially University libraries, need
to design a comprehensive marketing plan. A formal
document outlining the marketing goals, principles and
practices will add to the value of an institution along
with the wider publicity of the library products and
services. This document must contain the techniques to
measure the outcomes of promotional strategies. Further,
continuous assessment of such a plan will help in
improving the library products and services offered to
its users. Ideally a formal marketing plan integrated with
the library’s strategic plan reflecting institutional goals
will add significance to the document. Thus a marketing
plan is essential to strengthen the library credibility and
enhance the brand value to the University (Empey and
Black 30).

CONCLUSION

Marketing is the activity that meets the requirements of
the human being and also creates the desire to improve
services, products with improved quality. In today’s
digital world, the functions and role of marketing have
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changed and revolutionized the world through advanced
marketing strategies. The marketing mix represents the
establishment of the company’s marketing decision
variables at a given time. Determining the optimal
marketing mix is not an easy exercise. It takes a lot of
information, imagination and judgment. The marketing
mix in libraries incorporates the four legendary Ps of
Product, Price Place and Promotion. Promotion includes
advertising library services, whose “products” range
from physical (books, computers, media) to inquiries,
online searches, individuals, organizations and even
ideas. The most important aspect of using marketing is
to provide the right information to the right person, in
the right form and at the right time, therefore, the role
of Marketing Mix and SWOT analysis has a special
role to play in order to achieve the goals and market
targets.
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