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Managers only get credit for two
things: innovation and marketing.
- Peter Drudker

Marketing is so basic that it cannot
be conddered a separate function
within the library. Marketing is a
central dimenson of the entire
library. It is the entirety of the
library's operations and services
seen from a point of view of its
final result, that is, from the

customer'spoint of view.
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What is marketing?:

M arketing non-school libraries is not simply a matter of promoting a service. It is an essantid
management activity which requires devdopment of amarketing strategy whid is in accordance
withtheobjectives of theDepatment. It isitsfocus on the client as opposed to a focus on the
product that distinguishes marketing fromotha management orientations. M arketing congsts of
thecreation of aneed, or at least of the awareness that there is such a need, but it is impartant
that any marketing effart shoud clealy indicate what the services the library provides are in
orde to avoid cregting unredistic expectations in theminds of users.

Thesteps invaved in marketing are
identifyingclient needs
devdopingaservice or product to meet those needs
deciding how theproduct or serviceis to be madeavailable gven theobjectives of
theorganisation
communicating and promoting theservice or product
meaking theproduct or service conveniently available
ensuring that the customer is satisfied withtheservice or product

In othe words, marketing cannot be carried out as an ad hoc activity. It requires a straegc
gpproach to anaysing the market and ensuring that services and products are tailored to the
needs of themarket. Purposeful activitiesmust be plamned to devdop fruitful relaionships with
clients and potentid clients and to communicate to them the bendits they will recave fromthe
library's services and proaucts. Those plans must be implemented and and control exercised over
the qudity and effectiveness of the plamned activities. All of these activities have one purpose:
achieving Departmenta and Library objectives.

Marketing relies heavily on designing library services and collections in terms of the targt
markets' needs and desires, and on using effective pridng, communication, and distribution to
inform, motivate, and serve these markets.

Why non-school libraries should adopt a marketing approach

In orde to meet its objectives a public sector orgenisation must convert its resources into an
offeringrelevant to itsmarket. Marketing, withitsemphasis on meeting user needs and adopting
an overdl systematicplanto meet library and Depatmentd objectives, can help libraries operate
moreefficiently, provide collections and services that will better satisfy clients, and attract more
resources, be they users, supportersor fundng dollars.

Sncetheservices offeed by non-school libraries have dready been pad for, theam must be to
maximise the takeup of those services to ensure the gregtest cost-effectiveness. In the non-
school library context use of effective pridng, communication, and distribution to inform,
motivate, and serve the library's markets means reducing client costs of using the library,
informing clients about the libraries services and collections, and motivating clients to use the
library's collections and services.

A marketing strategy is needed because:
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Themarket in which non-school libraries operateis congantly changing.

There is a need to infom exiging and potentia users of the totdity of
information available, particularly as new sources of information are continualy
becoming available.

Competitionfor attention in themarketplaceis high, causng services available in
non-school libraries to be overlooked by potentia users.

Although parts of the marketing straegy might be concerned with short term goas such as a
promotion campaign, the main objectives of adopting a marketing straegy for non-school
libraries arelonger term

To improve awareness of non-school libraries and the vaue of information to
individuals, units and theDepatment.

To increase the number of users who visit the library to find information for
themselves.

To promote moreeffectively those resaurces in thelibrary which have potentid
for greder use.

To concentrateon spedfic groups of potentid users who, a present, makelittle
or no useof thelibrary.

Type of orientations possble in marketing
There areanumber of orientations alibrary canexhibit towards marketing:

A production orientation: alibrary with a production orientation feels that its mgaor task
Is to efficiently produce or distributeits collections and services, however this may be at
theexpense of client convenienceor satisfaction.

A sales orientation: a library with a sdes orientation feds that its mgor task is to
stimulate theinterest of potentid clients in thelibrary's exigting collections and services.

A product orientation: a library with a product orientation fedls that its mgjor task is to
devdop acollection and provide services that are "good' for its clients, thus it focuses on
producing “qudity' collections and services rather than collections and services that is fit
for theclient's purpose.

A marketing orientation: alibrary withamarketing orientationfeds that its mgor task is
a multifaceted one: to study client needs, wants, preferences and satisfaction levds; to
redesign dl eements of its collections and services that are not satisfactory; to
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appropriatdy distributethese products; to ensure that the bendits whidch clients gain
fromuseof thelibrary andits services outweigh thecost to clients of using thent and to
communicate their vaue to customers. A marketing orientation recognises the vaue of
increasingefficiency, of producing qudlity collectionsand services, and of stimulatingthe

client's interest in thelibrary's collections and services, but not at thecost of user needs.

Themarket-centred library

The core logc of a fundion-centred
library is provided by the fundion
performed inside the organisation
rather than the markets being served,
while the core logc of a market-
centred library is provided by
devdoping  competencies and
structures which relde to the
market's dominant logic.

Services Marketing

Function-centred

- Focuson what is done(tasks)
-Input orientation

- Concean for effidency

Mar ket-Centred

- Focuson results produced

-Output orientation

-Concen for effediveness
]

1. FUNCTION-CENTRED VS MARKET-CENTRED  ORGANISATIONS.
Most libraries lie somewher e alongthiscontinuum

Much of the marketing literature has a product focus. Product marketing, while it meets the
needs of manufacturing and sales organisations, does not translate directly into the service
environment. T here arethree characterigtics of services which make them much more difficult to

deal with than products.

Services are intangble. They are activities rather than physca objects and
gengdly cannot be measured, tested, or verified before they are consumed.

Services arehetaogeneous. Thecondstency of theservice canvary depending on
theperformer, thecustomer, and theenvironment.

Production and consumption of services often occurs simutaneously, making
them insgparable This is especidly true of library services such as refaence
service where there is a great dedl of intaaction between the customer and the

service provider.

In marketing services, certain principlesapply:

Thequadlity of theactud service is insgparable from the qudlity of the service provider.
Service qudity is thefoundation of services marketing. The textbooks stress the four Ps
of marketing - product, place, promotion, and price - but in a service business, such as a
library , noneof thisworks very well without aQ - for quality .

Service marketing and service operations must be closly interelated. Marketing in a
non-commeraa environment is complex because the service ‘praduct’ tends to be
intangble. Theclient doesnot dway s takeaphysca object away with himat the end of
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the transaction and cannot own the service that is provided nor the expetise of the
service provider.

The qudlity of the actua service is strongy dependent on the manner and form of
delivery. Because production of services often happens simutaneously with
consumption of those services, theservice provider is impartant in the overal qudlity of
the service, however, dependence on the service provider aso resuts in variability of
performance

The closer the integration between service and client, the more effective the service
becomes. Service qudity is the foundation for services marketing because the core
product being marketed is a performance and service reiability - performingthe service
dependably and accuratdly - is the core of services marketing excdlence. The
performanceis theproaduct; the performanceis what clients 'buy’.

The qudity of the actud service may someimes be measured by the amount of
competitiveadvantage it gves theclient andfor parent organisation. Thedclient is strongy
influenced by the image of the service. Because the client seeks to bendit from the
proaess, theimmadiate impact of the'image’ being cregted is as important as how the
serviceis ddivered.

In orde to ensure sucaess, non-school libraries must keep exiging clients and devdop new
clients. Thisreguires libraries to digh marketing with customer service and qudlity management
andto avoid over-emphadsingtransactions at theexpense of therdaionship between the library
and itscustomers, suppliers and othe key markets.

Both getting and keeping customers requires continuous improvement and innovation. We need a
tighter focus on the diaghosis and anay sis of customer expectations and customer satisfaction,
customer complaints, and interna staff communication.

Target markets

Target markets are smal homogenous groups of potentid clients with comnon infarmation
needs. Although it may seem that the process of targeting cdls for the library to segment its
market into manageablepieces, abetter goproach is to look for dready exiging segments. Within
theDepatment, segrentation by purpose of use has been endorsed by Exeautive Management
Committee (SeeAppendix 1)

Othe methods of segmentation which may be gppropriateto usein conjunction with purpose
of useare:

Geogagphiccharacteridics

most relevant arethe ability to travel to alibrary and the distance that must be
travelled, however dl non-school libraries dso serve remate clients and therefore
segmentation must include those remate clients.



Behaviora characterigics
these are those that desaibe the extent and type of a dient's past use of the
library or of spedfic collectionsor services.

Massey! used fivemarket groupings, of which three areapplicableto non-school libraries and fit
very well into a purpose-of-use segmentation:
thesearchers - users oriented toward completinga spedfic project
thetoilers - users whoroutinely need spedfic information or mateias
the uninformed - non-users or infrequent users who are unfamiliar with library
services, andwhomay be intimidated by library staff

In orde for marketingto succeed, effective two-way communication between thelibrary and its
targets must occur.

The structure for non-school libraries adopted by Exeautive Management Committee and
endorsed by thePublic Sector M anagement Committee in 1993 recognises that the Depatment's
libraries al share in access to the marketplace that is to the pool of potentiad users and are al
responsiblefor bringingin clients to thegroup as awhole. TheDepatment's non-school libraries
arenot in competitionwith each othe.

Marketing mix
The'maketingmix is atermused to identify the essentia components of successful marketing:
Product, Plage, Price and Promotion, and Quality .

Product
Thelibrary must identify itsproduct, desaibingitsfeatures and bendits to thecliet. A
product-andy sis approach to evauatinga library's collection, for example, invaves four
sepaae tasks:
: identifyingcurrently owned items that areheavily used
identifyingcurrently owned items that arelightly used or not used
identifyingitens that arenot in thecollection but aredesired by clients or
potentid clients
identifyingothe barriers that inhibit useof thecollection.
Both need and opportunities for improvement must be anaysed. The short-term
demands of prospective clients and the longterm requirements of the target markets,
must be idertified and a product - thelibrary's collection and services - designed to meet
these needs. The product decisions a library makes are impartant ones, because they
havethe potentid to affect client satisfaction and levds of usein the short term and
support of thelibrary in thelongterm It is useful to distinguish between a core product
and atangble product. A coreproduct is what the client is redly seeking In the case of
library users, theproduct is often somehing intangble - such as knowledge or wisdom.
Thelibrary provides tangble products, such as books, that will meet user requirements.

! Morris Massg/ " Market analysis and audienceresearch for libraries’ Library Trends 24(3), January 1976 pp 473-91



Price
Whether or not alibrary charges a client directly for some service, there is a cost to the
client of time and of accessing the library. Potentid clients will weigh costs against
bendits when choosing whether or not to usethelibrary. Thisdoesnot gpply just to the
initial decision, but to every decision to usethelibrary or aparticular collectionor service
within thelibrary or provided by thelibrary.
There arefour pridng objectiveswhich apply
Maximising use: the gregter the use of the library the chegper the per unit cost
andtherefore thegregter theeconomy of providing thelibrary
Recoveringcosts: full cost recovery agpplied in alibrary tends to reduce the usage
of that library. However, the cost of thelibrary can often be offset, a leas in
part, against savings redised because of theavailability of thelibrary.
Maximisingprofits: in theDepatmentd context this must be seen are maximising
thereturn to theDepatment of themoney spert in maintainingthelibrary.

Dismuragng use: discouragng use for purposes whidh do not contribute to the
depatment achievingits goas will reduce thecost of operating libraries.

Place

Plae refas to the method of distribution of the product or service, for exanple
information can be distributed in a number of ways including eedronicdly, through
newspapersand newdettersor by loanof books fromthelibrary. Distribution is a mgor
issue because the products the library offas are typicaly removed in space from the
client. They may aso be removed in time as in the case of a client wanting something
when thelibrary is not open. Eledronic network services have added a new dimension
andimportanceto distribution techniques and highlight the impartance of technology in
theinformation market place. The speadiest and most convenient access will win new
clients andretan theold ones

Promotion

Target markets needto beinformed of the service or product. The goa of pronwotion is
to makethetarget market aware of the library's resources and services and to infarm
them of the bendits of using these resources and services. The resuts of promotion
efforts shoud be evauated in ordea to detamine which are most cost-effective. In
product marketing word-of-mouth communication has limited promotiona impact. In
services marketingit has strong influence. Although both services marketing and product
marketing stat with the critica need-identification and product design fundions,
products are genadly produced before they are sold and services are gengaly “sold'
before they areproduced. Services marketing has a more limited influence on customers
prior to useof the service than goods marketing has prior to purchase. Customers must
expaience the intangble service to redly know it. Word-of-mouth can congitute
vicaious expeience.

Quality
Effective services marketing is a strong service conaept delivered well, a desired service
performed excdlently. Thecore"product” being marketed is performance The physca



7

nature of products alow quality standards to be predsely defined, conformance to
stadards to be evaduated, defects to be accurady detemined, and methods of
improvement to be explored. Qudity of a service can redly only be assessed by the
recipient of that service, so its measurement is moresubjectivethan exad.

Conwertingbenefitsto features

There is a sales maxim which says Unless the proposition appeals to ther interest, unless it
satisfies their desires, and unless it shows them a gain - then they will not buy. Clients weich
these bendits against thecosts they will facein usingwhat thelibrary offes. A library needs to
congtiously and actively inform potentia clients about the exigence and availability of its
collections and services and therr advantages and costs to clients. Converting features to bendits
entals using the "Which Mears....." transaction, for exanple thefact that the library performs
well means that users savetime

THEMARKETING CYCLE

Analysisis thestep that sets marketing apart from public reldions. Thetarget group is studed
to detamineitsneeds and how they can best be met. Withthisprocess the exchange relaionship
Is determined, and a coordinated marketing effart is devdoped.

There arethree steps in theanay sis process.

1. Misdon analysis
Anaysing the objectives of the organisation. Thisis comnonly posed as the quegtion:
What business arewe in? Within the Depatment the objectives of the Depatment are
itemised in the corporate plan. The objectives of non-school libraries as a network of
libraries areoutlined in theNon-school library straegc plan.

2. Market analysis
Defining the market, comnonly posed as the quesions: Who are the customers? Which
segments do we want to focus on?Who arethemain competitors? Thereis little poirt in
tryingto duplicate services dready provided esewhere, by orgenisations which have far
more resources available for marketing. The presence of othe orgaisations, the images
they haveof themselves andtheway they market ther services do have implications for
theway in whidh non-school libraries market ther services.

Market andy sis dsoincludes assessing theneeds of users and potentid users, by posing
the quegtion: Which needs are we trying to satisfy? Somdimes attempts are made to
detemine what is called need by asking people what they want, but that is not a
detamination of need Library users can only read within the framework of
“ressonableness' as they have been trained by exiging levds of services and methods of
service delivery. When people are askad to hypathesise ther personaisad ided
information service, regadless of cost or even reasonableness, many simply cannot do it.



Researchingthelibrary's market is perhgps theeasiest way to assess it. Market research
doesnot haveto be costly, nor doesit haveto be acomplex process. It can be as simple
and as easy as surveying a cross-section of users (foaus group) to get ther opinions
abou thecollectionsor services thelibrary will be offering, or conducting a telgphone or
mail survey . Whatever method is used, theaim shoud beto gather enough information to
detemine who the library's potentid customers will be - ther needs, wants and
expectations and whothelibrary's competitors areand how well they aredoing.

Thecomponent parts of market andysis are:

Environmental analysis

Environmental anaysis invdves traking trends. Even in an estéblished
service provision must be made for the changing needs of users...Sudh
changes have implications for collection devdopment and for marketing.
Devdopments must be congantly monitored so that future needs can be
predcted. Provision canthen be madein anticipation of future demands.
Such provision may, in turn, need to be pronoted to bring it to the
atention of potentia users.

| dertification of the primary mar ket
The primary market for non-school libraries is defined as officers and
teachers within the Depatment of Education. Eachindividua library will,
however, be able to define its primary market as a more narrow
subsection, directly relaingthisto purpose of use.

Mar ket segmentation
Needs assessment
Themost vauable form of market research is that conducted among non-users of
theservice in orde to find out the needs of potentid users. Needs which are
expressed as demands in thelibrary canbe uncovered by surveys of users and by
monitoringinguiries. Although these do not provide a complete picture of needs
they canbe avauable indicator.

Awareness

The wide range of educationa and management publications and dedronic
databases presents a probem for the user and dso for the librarian who is
marketing theservice. Reguar users of a library service may not be aware of the
totdity of resources in their ownfield of interest. Othe users may be aware only
of an information need without knowing the type of infarmation source which
can help them Potential users may be defined as non-users with a need for
information. They may not be aware of the exigence of thelibrary, may not be
aware that an answer to their problem exigs in published form or may not even
be aware that probems which manifest themselves in ther jobs are information
problems.



Image

Thedient will, in part, judge thequality and nature of the service by its outward
agpperance. There aremany factors affecting the image of a library. Thelocaion
of thelibrary and thetype of building it is situated in affect the preconceptions
of those who have not yet visited thelibrary. Theinterna design of thelibrary,
itsfixtures andfittings and the overdl arrangement of stodk genaate an image in
theminds of visitors. Theguidnganddisplay of stok, the staff, the atmasphere
within thelibrary aso contributeto itsimage. Image is theresut of the client's
percegptions built up over time and reflects both the technical quality and the
funaiona qudlity of thelibrary, it's collections and services. Funaiona quadity
(how a service is delivered) is often more important to how the library is
percived than is technicd qudity -provided that technicd qudity is a an
accgptable levd. Fundiond quality is a cler method of differentiging a
particular service and enhancing image, and depends dmoast entirely on the staff
withwhomtheclient comes into contact.

3. Resaur ce analysis/offering mix
Providing theresources and services to meet those needs.

The results of the anadysis shoud deiver an T ———————
undestanding of the six "O's of cliet

. ORIGINS of useWho usesit?
behaviour.

OBECT S of useWhat dotheyneed/use?
OCCASONSdf use: Whendotheyuseit?

It shoud aso provide a list of the advantages ~ OUTLETSd useWheredotheyuseit?

. . OBXECTIVES of useWhy dotheyuseit?
non-school libraries offer thetarget market. OPERATIONS of use:HgN dot%use it”

Someof themoregenad advantagesinclude: 2 THE SX O'sOF CLIENTBEHAVIOUR

There are no restrictions on who

(within the Depatment) can use the service and no qualification is required to use the
service, i.e. thereareno formdlities

Most informationis on open access.

Information can be supplied on thespot for telgphoneinquirers.

Thelibrary ether supplies information directly or guides users to sources which they
can conault themselveson thepremises. Theserviceis thus an information resource, not
an agency for refaral.

Increasingy library information and access to library services is becoming less place
dependent as gredter degrees of eedronic access becomes available.

Each non-school library will be ableto add detals of advantages spedfic to use of its collections
and service ddivery.

THEMARKETING PLAN
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A wdl-written, comprehensive marketing plan desaibes how the library plans to attract and
retan clients - the most cruad aspect of alibrary service. It is an excdlent tool for idertifying
and devdopingstraegesfor extractingadvantages fromthemarket in which you operate.

Themarketing plan

identifies needs and wants of exiging and potentia clients

dete'mines demand for services or products

aidsin thedesign of services or proaucts that fulfil clients needs
identifies competitors and analy ses thelibrary's competitiveadvantage
identifies new service or product aress

identifies new and/or potentia customers

alows for testingto seeif straegesaregving thedesired resuts

A marketing plan has somedisadvantages

it can highlight wesknessesin thebusiness skills of thelibrary staff

it canleadto faulty marketing decisions basad on improperly anay sed data

it can crede unredistic budget projections for resources and services if
informationis intepreted incarrectly

Devd opingand using a marketing plan
There arefivemgor parts to implementing marketing using a plan:

Planning invdves setting theobjectives for the marketing effort. The objectives
shoud be chadlengngbut attanable. The activities, the participants, and thetime
frame of the marketing plan are dso detemined a this stage. The resut is a
detaled desaiption of what will actudly be done when, and by whom

Implementation of the marketing plan is next. As the plan is carried out,
adjustments will most likdy need to be made but the overdl objectives shoud
away's be kept in mind whenever modifications arenecessary .

Promotion concentrates on informing users and potentia users about theoffering.
Evaluation is thefind component in the marketing plan, but it is vitd to future
marketing effarts. By evauating the plan, the most effective activities can be
detemined and the reasons for failures pinpointed. Evauation shoud occur
throughout thelengh of theplanas well as a theend.

Feedback invdves modifyingthestraegy inthelight of evauation.

Thekey elements of a sucaessful marketing plan



11

Thekey dements of asuccessful marketing plan areknowing

thelibrary'sclients - their needs, preferences and expectations;
thelibrary's competitors - their strengths and weaknesses; and
thelibrary's product or service.

Identification of these factors, enadles thelibrary to devdop amarketing strategy that will alow
it to arouse and fulfil customers needs, better undastand competitorsandidertify changesin the
marketplacethat can affect thereturn the Depatment gains fromitsinvestment in thelibrary .

Theinformation the library will have needed to collect to devdop its operationa plan and the
normal process of statistics collection and evaluation of thelibrary's services shoud answer the
following quegtions:

Isthisproduct or servicein congant demand?

How many competitors provide thesameproaduct or service?
Canademand be cregted for theservice or product?
Canthelibrary effectively competein price, qudity and ddivery?

If they do not, thelibrary will needto collect additiona datathat will offe viade answers.
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MARKET SEGMENTATION BY PURPOSE OF USE
Purpose of library use Client groups Broad Servi ce Needs!

To support dedsion-making
and devd opment of policy
within the dgpart ment

Deddgon makersand policy
writes within the department

Acessto thefull rangeof
library and information
sarvioes, induding: infamation
on hddings within
departmental libraries;, rference
and information sarvicss; on-
linedatabases, interlibrary
loansand up-to-date sarina
and reviev mateials coveing
areasof interest.

Tomet thedepartment’s
goalsand objetives

Departmental officars
Teache's

Offiebearesof Parentsand
Citizensand Paents and
Friends groups

Schod advisory committes

Aoces to up-daeinformation
oconogning holdingsin nan-
schod librariesand to meteials
and information covering areas
of interest.

To support requirements o
enrodment in atetiary
ingitution

Deratmental officars
Extenal dients, induding full-
timestudents

Acessto up-todate
information concerning
hadingsin non-schoal libraries
and to materias and
information covering subjedts
of sudy

To mest thenesls of dients of
othe libraries

Libraiesextanal tothe
department thraugh the
National Inter-Library Laan
Agreament

Acessto up-todate
information concerning
holdings within departmental
libreries and loans of requested
mateaials

Tofulfil thegoalsand
objedives of ahe
organisations, induding
govenment depatments

Officrs of othe government
departments

Public Sector Management
Commission

Criminal Justiee Commission

Acessto up-daeinformeation
conogning holdingsin nan-
sthod librariesand to materials
and information covering areas
of interest.

For ommerdal gain

Business and industry graups

Aces to up-daeinformaion

Legal firms conogning holdingsin nan-
Journalists and writers schod libraries and to meteials
Consultants and information covering areas
of interest.
L Neads analysis for individual non-ghoadl libraries should indude details of spedfic topics,

formasand ddivery methads
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ELEMENTS OF A MARKETING PLAN

1. Desaiptionof theTarget Market(s)
2. Desaiption of Competitors
3. Desaiption of Service or Product from the clients

pergoectiveincluding thebendits to clients
4, Marketing Budget

Cadvetisingand promotiona plan

Ctosts dlocated for adveatisingand pronotions

Cadvetisingand promotiond mateias

[ist of adveatisingmediato be used and estimate of cost for each.

5. Desaiption of the locaion of the library from the client's perspective
including where it is and the advantages and disadvantages of this
locetion.



14 APPENDIX Il

PROFORMA FOR A SIMPLE MARKETING PLAN

[Name of library]

Marketing Plan

fortheperiod
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A. MARKET ANALYSIS
. TARGET MARKET(S
1.The [Namedf Library]
will be providing services primerily to:

Market segment Totd Percent of Business

[Insert as many as gpplicable]

2. The [Nameof Library] will betargetingclients by:

a Collection Devdopment: We will target the following spedfic
subjects/farmats:

i

i

ii.

Iv.

V.

[Insert as many as applicable]

b. GeogaphicArea Wewill target thefollowing geogaphicarex(s):
I

i

ii.

V.

V.

[Insert as many as gpplicable]

c. Services: Wewill target delivery of thefollowing services:



16

[Insert as many as applicable]
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3. We expect thefollowinglevd of use of our services and collections in the period
of theplan:

Loans

Clients

Refeence Queries
Othe: [Seify]
Othe: [Speify]
Othe: [Seify]
Othe: [Speify]

[Insert as many as gpplicable]

1. Competition

1 Our competitorsare:

Name
Address

Services provided

Name
Address

Services provided
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[Insert as many as gpplicable]

2. How competitiveis themarket?

High
M edium
Low

3. Compared to thecompetitionthe [Name of Library] hasthefollowing strengths
and wesknesses:

Srengths Wesknesses

oA, WNPE
oA, WNPE

[Insert as many as gpplicable]

I1l. Environment

1 Thefollowing aresomeimportant economic and budgetary factors that will affect
thecollections and services of the[Name of Library]
(Lig factors such as Depatmentd budgetary consderations, projected cost of
books etc, ):
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2. Thefollowing aresomeimportant economic and budgetary factors that will affect
thetargeted markets of the[Name of Library]
(Lig factors such as schools budgetary consderations, any regurements
for user pay sor cost recovery, €etc):.

3. The following are some impartant organisational factors that will affect the
targeted markets of the[Name of Library].
(Lig factors such as devdution, reorganisation, effects of Wiltshire etc):.

4, The following are othe environmentd factors that will affect the targeted
markets of the[Name of Library], but over whidh theLibrary hasno control:

B. COLLECTION AND SERVICE ANALYSIS
I. Desaiption

1 TheCollectionsand Services of the[Name of Library] are:
(Describe herewhat thecollection and services of the Library are, and what they
do, fromtheclient's poirt of view.)
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1. Comparison

1 The Collections and Services of the [Name of Library] have the following
advantages over those of thecompetition:
(Dexcribe fromtheclient's point of view)
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2. The Collections and Services of the [Name of Library] have the following
disadvantages over those of thecompetition:

3. The Locaion of the[Name of Library] has thefollowing advantages over those
of thecompetition:

4, The Locaion of the [Name of Library] has the following disadvantages over
those of thecompetition:

C. MARKETING STRATEGIES

I. Image

1. The[Name of Library] wishes to havethefollowingimage:
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The[Name of Library] will emphesise the following features of its collections
and services:

[Insert as many as gpplicable]

The[Name of Library] will deliver services in the following modes: (lis modes
such as on site teghone, fax, post, dedronicdly. Itemise the services to be
delivered by eachmode)

i.
ii.
iii.
iv.
V.

[Insert as many as gpplicable]

AdvetisingPromation

4.

The [Name of Library] wishes to comnunicate the following to its target
markets:

[Insert as many as applicable]
The[Name of Library] will usethefollowing adveatisingpromation sources:

i.
ii.
iii.
\V2
V.

[Insert as many as applicable]
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6. Thefollowing arethereasons why the [Name of Library] consders the media chosen to
be themost effective:

[Insert as many as gpplicable]
7. The[Name of Library] will dlocate thefollowing resources for the purpose:

i.
ii.
iii.
iv.
V.

[Insert as many as gpplicable]

D. SPECIFIC MARKETING GOALSFORTHE PERIOD:

God 1. [ eg The[Name of Library] will devdop aclient-oriented library. Barriers to use
will be dimnated or minimised.]

Objectivel. [egAltenativemethods of delivery will be expanded to serve the
needs of clients and potentid clients who cannot easily come to

thelibrary .]
Action Itens:
[g 1L Implement eledronic mail and fax so that clients can

forward requests quidkly and easily, and responses can be
provided quickly and conveniently .

2. Negatiate dtenative ddivery mateaids for books and
resources.

3. Provide remate access to thelibrary catdogue]



