
Marketing and LIS

The concept of marketing has been analyzed 
in Library and Information Science (LIS) pro-
fessional literature since the 1970s. The princi-
ples of marketing were accepted, and an analyt-
ical relevant overview can be found by using the 
annotated bibliographies that contain second-
ary information from 1970 to 2002 (Norman 
1982, 1989; Cox 2000, Hamilton-Pennell 2002, 
Owens 2002).

Analyzing the publications in 2000 concerning 
the library marketing in professional literature, 
M. Cox identifi ed the following trends:

• Increasing integration of the marketing and 
planning processes, emphasis of the need for 
marketing surveys, increasing usage of the 
pro-active management methods in librarian-
ship;

• The continuous thorough analysis of the main 
concepts of marketing: the basis of market-
ing, the analysis of marketing and public re-
lations, advertising; common and different in 
sale communication;

• Increasing adjustment and implementation of 
the business world marketing methods in li-
brary marketing processes; 
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• Analysis of usage of new marketing methods 
and means in the development of library mar-
keting strategies (Cox 2000).

The application of marketing concepts to LIS of-
fers great potential for addressing these issues. In 
particular, the theory and methods of relationship 
marketing may help enable libraries to develop 
successful strategies for Library 2.0 as well.

Marketing concepts in LIS

Marketing has been identifi ed as one of the ar-
eas of competency that is important for Library 
and Information Science (LIS) professionals in 
many studies and projects – European Curric-
ulum Refl ections on Library and Information 
Science Education (2005), Education and Re-
search for Marketing and Quality Management 
in Libraries (2002), IFLA Guidelines for Pro-
fessional Library/Information Educational Pro-
grams (2000) etc. 

A review of the professional literature shows 
clearly that marketing concepts and techniques 
have become a topic of interest and a point of con-
cern for LIS professionals – for example, Gupta, 
Koonz, Massisimo, Savard (2006), Singh (2005), 
Walters (2004), de Saez (2002), Rowley (2001, 
2006), Weingand (1998), – and LIS educators as 



well - for instance, Mahesh, Gupta (2006), Web-
ber (2002, 2006), Mittermeyer (2002, 2006), 
Georgy, Lepik, Petuchovaite (2005), Bouthillier 
(2002), Savard (1988, 2000). 

Entire books on LIS marketing are few. There are 
“how-to-do guides” for librarians providing step-
by-step instructions for every phase of a compre-
hensive library marketing program (Siess 2003, 
Walters 2004) and a profound analysis to ensure 
that librarians and information professionals un-
derstand marketing concepts and can apply mar-
keting techniques (de Saez 2002, Rowley 2006). 

The LIS marketing literature refl ects that the 
growth in marketing studies continues. From the 
beginning of the 2000s researchers have start-
ed to pay attention on the following research is-
sues: attitudes of librarians and information pro-
fessionals towards marketing (Koonz, Rockwood 
2001), internal marketing (Broady-Preston, Steel 
2002), relationship marketing (Besant, Sharp 
2000; Maycock, Weech 2007), market orienta-
tion and culture (Singh 2004), public relations 
(Marshall 2001). 

The LIS marketing literature shows a develop-
ment from general discussion, based mainly on 
the functional aspects of marketing, to research 
in the form of case studies grounded in the man-
agement literature, more concerned with stra-
tegic issues. There are no wide reaching studies 
across sectors, no longitudinal studies, and no 
meta-analysis.

Relationship marketing 

The most well-known and most often used def-
inition of marketing by Philip Kotler states: 

“Marketing is analysis, planning, implementa-
tion, and control of programs designed to create, 
build, and maintain benefi cial exchange rela-
tionships with target audiences for the purposes 
of achieving the marketer’s objectives” (Kotler, 
Andreasen 1991, 15). 

Marketing can also be considered, as Harmon 
has pointed out, 

“fi nding, diagnosing and fi lling the needs of rel-

evant clientele through mutual benefi cial ex-
change relationships, and doing so better than 
one’s competitors” (Harmon, 2002, 61). 

Both of the mentioned defi nitions emphasize that 
marketing is an exchange relationship, but there 
is no clear identifi cation what kind of relation-
ships are behind of these exchanges.

Relationship marketing is a form of marketing 
that evolved from direct response marketing in 
the 1960s and emerged in the 1980s, in which 
emphasis is placed on building longer term rela-
tionships with customers rather than on individu-
al transactions. It involves understanding the cus-
tomers’ needs as they go through their life cycles. 
It emphasizes providing a range of products or 
services to existing customers as they need them 
(Morgan, Hunt 1994). 

Traditional marketing has emphasized the im-
portance of acquiring new customers, where-
as relationship marketing has put a more overt 
emphasis on the importance of developing long-
term supportive relationships with existing cus-
tomers and posits that energy and resources are 
better spent on (Grönroos, 1997). Grönroos 
suggest a framework of relationship marketing 
which includes an interaction process as the core, 
a planned communication process as the market-
ing communications support through distinct 
communications media, and a customer value 
process as the outcome of relationship market-
ing (Grönroos 2000).
 

In the context of LIS the relationship marketing 
approach suggests that:

• Libraries are required to go beyond the needs, 
wants, and demands of their customers and 
should try to fulfil them by anticipating them 
as far as possible (Singh 2003);

• Relationship marketing offers specific bene-
fits to libraries, and can be applied to partic-
ular effect in marketing digital library servic-
es (Henderson 2005);



• Libraries should consider at least six relation-
ships and partnerships: customer markets, in-
ternal markets, supplier and alliance markets, 
referral markets, recruitment markets and in-
fluence markets (Besant, Sharp 2000). 

Thus, the focus of relationship marketing is not 
just on gaining customers for single exchanges 
but on retaining and building meaningful con-
nections with customers as the foundation for an 
ongoing long-term relationship.

Library 2.0 and marketing 

The information environment within which li-
braries are functioning today is changing faster 
than ever before. The contemporary Library 2.0 
is a concept of a different library service: towards 
the needs and expectations of library users. 

In this understanding, the library makes in-
formation available wherever and whenever the 
user requires it, and seeks to ensure that barriers 
to use and reuse are removed. Library 2.0 can be 
seen as a reaction from librarians to the increas-
ingly relevant developments in Web 2.0 and social 
software. Library 2.0 is also an environment that 
is saturated with information available through 
more easily accessible channels (Curran, Murray, 
Christian 2007). 

Maness defi nes “Library 2.0” as “the applica-
tion of interactive, collaborative, and multi-media 
web-based technologies to web-based library servic-
es and collections,” and suggests that this defi ni-
tion should be adopted by the library commu-
nity (Maness 2006). The concept of Library 2.0 
has been developed by analyzing it as a user-cen-
tred change (Casey, Savastinuk 2006), focused on 
web-services (Abram 2005), a user-centred vir-
tual community (Maness 2006), and as a con-
cept that operates according to the expectations 
of today’s users. 

A recent study of Maness shows that the concept 
of Library 2.0 could be understood to have four 
essential elements:

• It is user-centred,

• It provides a multi-media experience,

• It is socially rich,

• It is communally innovative (Maness 2006).

Habib defi nes Library 2.0 as follows:
“Library 2.0 describes a subset of library servic-
es designed to meet user needs caused by the di-
rect and peripheral effects of Web 2.0”. 

This defi nition of his explains that Web 2.0 pre-
cipitates changing user needs and that Library 
2.0 services meet these needs. It implies all imple-
mentations of Web 2.0 methodologies and tech-
nologies by libraries (Habib 2006).

Conclusion

Marketing is not a new subject in LIS yet at the 
same time it is not assumed to be skilfully used. 
Marketing is rather the method to realizing the 
main basis of the library mission and planning of 
future techniques. Marketing concepts, and rela-
tionship marketing in particular, offer challeng-
ing possibility for libraries, especially for Library 
2.0 to see and understand how to develop success-
ful strategies for prospective partnerships. &

As Crawford has put it: 
“there is at least sixty two views and seven defi -
nitions of Library 2.0 and … do keep an open 
mind to ideas and tools that started outside the 
library fi eld -if you haven’t already been doing 
so” (Crawford 2006).
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