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PREFACE

Librarians are marketing. This is not happenstance but necessary. The
world in which libraries exist has changed dramatically: It moves faster,
relies on technology, and competes more intensely. Fearful that change
may threaten their existence, librarians look to marketing to help them
manage better.

We created Marketing Library Services: A Nuts-and-Bolts Approach
to help librarians understand and apply the major marketing principles in
their environment. This manual is not a work of original scholarship; it is a
synthesis of thoughts from some of the leading practitioners in both
marketing and librarianship. This workbook is not comprehensive; it helps
librarians think and work from a marketing perspective.

We begin with a conceptual approach to marketing, which leads into
a review of the marketing process--Analyzing customers’ needs and the
marketer’s ability to satisfy those needs. Librarians who wish to under-
stand the why and how of marketing should read all the chapters. Those
who want a review of marketing techniques and plans can refer to Chap
ters V and VI; those who want to evaluate their marketing plans and pro-
ducts can turn to Chapter VII.

We have concentrated on business information services for two rea-
sons. First, business information services represent a growth area for all
types of libraries, and second, given our backgrounds it is a practical way
to introduce marketing concepts. However, the marketing principles are
applicable to many types of information products and libraries,

Philip Kotler, one of the most respected marketing authorities, ob-
serves:

Market-oriented thinking is a necessity in today’s competitive
world . . . . There is competition not only among companies, but
also among nonprofit organizations such as hospitals and col-
leges, among tourist locations, even among charitable causes.

Simply applying more selling energy and dollars will not help
the individual company or organization. The winners will be those
who carefully analyze needs, identify opportunities, and create
value-rich offers for customer groups that competitors can’t
match. (Kotler, “Four Personal Views Give Insight to Marketing,”
Marketing News, February 29, 1988, p. 2.)

Sharon La Rosa
Editor, MLS: Marketing Library Services
Boston, Massachusetts


