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ABSTRACT

This research aims to determine the marketing mix strategy for library services by comparing marketing
strategy theories based on empirical experience. This research uses a review approach. This research collects data
by reviewing scientific journals on relevant topics and systematically compiling research results through abstracts,
keywords, footnotes, references, research results, and quotations. This research found that libraries can use the 7Ps,
Customer Relationship Management, and the Kotler and Armstrong model as marketing strategies. The 7P Model
recommends that libraries develop web-based innovations to adapt to the characteristics of their users. In exploring
the creativity of new service innovations, libraries can apply the Kotler and Armstrong strategy. The development
of this innovation will increase user loyalty to library services. To maintain user loyalty, libraries can use Customer
Relationship Management Strategies. The results of this research conclude that implementing a marketing mix
strategy using these models can improve the quality of library services.

Keywords: Library; Marketing strategy; Customer relationship management

1. INTRODUCTION

The library has a strategy as a service technique to
satisfy users’ expectations'. One of these strategies is
a marketing strategy. Marketing strategies are an effort
to improve information services and introduce libraries
to the public. Libraries can increase customer value
and relationships through the right marketing strategy**.

Marketing strategy has two perspectives: content and
process strategy. Content strategy focuses on preparing
content for a product or service and distributing it to
potential users. Meanwhile, the process strategy is an
organisational approach to converting resources into
goods and services (Morgan, et al., 2019). Organisations
can apply these perspectives to minimise the risks of
business processes, increase the value of products and
services, and measure user needs>’. The combination
of methods in marketing is called the mixed marketing
strategy. Mixed marketing consists of variables influencing
loyalty to use the company’s products and services® '3,

Libraries have made many innovations through web
development for learning and research information services
for users to access information more quickly'#!>. Libraries
need a marketing strategy to promote and introduce this
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innovation to the public. As an organisation, libraries can
also implement marketing mix strategies to promote their
services, develop new products and service innovations,
control information, and create service branding to
increase people’s interest in visiting!'®!'”. An indicator
of library satisfaction in implementing this strategy is
an increase in the value of information and interest in
visiting the library's. Various studies have proven that
implementing a marketing mix strategy can increase the
utilisation of information services in libraries. However,
the application of this strategy is only practical for
certain activities in the library. For this reason, libraries
need to study to find the right marketing mix strategy
for various activities in the library.

Many researchers have studied library marketing
strategies by applying various marketing theories to
promote their products and services, with a research
interest rating of 41 %". From 41 % of the research,
researchers used 29 marketing theories as promotional
strategies. Researchers pay great attention to this strategy
because it is essential in ensuring business existence and
managing organisational strategic policies**?*. Researchers’
interest in this study became fundamental for this research
to explore marketing strategies in libraries.

Libraries, as institutions of information provider,
also need a strategy for promoting their services?.
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Many libraries have also implemented mixed marketing
strategies to promote their services. Empirical studies
show that mixed strategy research is essential for library
service marketing®. The previous research shows that
libraries apply three theories to promote their services:
7P, Customer Relationship Management (CRM), and
Kotler and Armstrong?®-3°,

Based on these, this research explores integrating
these theories as a marketing strategy in libraries. The
research results contribute to producing guidelines for
implementing library promotional activities. This guideline
allows libraries to apply appropriate methods to each
service activity unit.

2. METHODOLOGY

This research uses a systematic review approach by
examining several relevant articles from practical research
on marketing mix strategies for library services. This
research review will produce a marketing mix strategy
theory suitable for library applications.

2.1 Research Materials and Analysis Techniques

The type of research used is a literature study. The
literature study method is a series of activities related
to collecting library data, reading and taking notes, and
managing research materials.

2.1.1 Research Materials

The data collection technique in this research is by
reviewing scientific articles and research reports from
various sources using keywords, Titles, and subjects. This
research uses scientific articles from the last five years.

This research develops a map by reading these
texts using symbolic and semantic stages. This research
determines the article’s relevance to the research objectives
at a symbolic level by reading the abstract and conclusion
as a synopsis. The next step is to read the article in more
detail to capture the essence of the data at a semantic
level. In this technique, this research prioritises primary
data and verifies it with secondary data.

2.1.2 Analysis Techniques

Research data validation using credibility, transferability,
dependability, and confirmability testing. Credibility,
reliability, and confirmability tests by examining data
findings using triangulation and transferability tests using
audit techniques. This audit uses a book log of data
records and expert judgment as an external reviewer. This
research also checks between articles to maintain data
accuracy and prevent misinformation. This research uses
a content analysis method with the Miles and Huberman
model to find the right service marketing mix strategy
for libraries.

3. RESULTS/OUTCOMES

This research reviews three marketing mix strategy
theories to promote library services: 7P, CRM, and Kotler

and Armstrong. The results of the exploration of these
theories are as follows.

3.1 7P Model

The 7P Model has seven aspects for designing marketing
strategies: Product, Price, Promotion, Place, Pecople,
Process, and Physical Evidence to identify and develop
the product, increasing user satisfaction and loyalty to a
product or service’' ¢, Many libraries have implemented
the 7P Model. Research on 11 libraries reported that
using the website is one of the library’s strategies for
promoting their services. These libraries use websites
as promotional tools and as library service centres. The
research results show that the 7P model strategy can help
libraries provide their services according to the guidelines
outlined by the Inter-Parliamentary Union (IPU) and the
International Federation of Library Associations (IFLA)?".

The 7P Model also supports distance learning through
MOOCs (Massive Open Online Courses). Digital service
transformation provides users easy access to information
through an open-access system. Librarians can play an
essential role in organising MOOCS by opening access to
information for the public’’. An explanation of applying
the 7P Model Marketing Mix Strategy to Library digital
services is as follows.

3.1.1 Product

Products are what the library offers. However, libraries
can build brands for their services. For example, the
Library and Archives Service of Special Region Yogyakarta
in Indonesia has a brand and a drive-thru system service
called ‘SAPA RATU’. This library uses its websites to
promote service and reach a wider community.

3.1.2 Price

Price in the library context refers to how the library
understands the public’s information needs. Increasing
user visits is an indicator of ‘price’ for libraries. The 7P
recommends all libraries develop digital libraries because
they provide infographics on user visits. This infographic
can increase the value of libraries for the community3.

3.1.3 Place

Places are sites where users can experience products
and services. Metaphorically, this site is a medium of
interaction between service providers and users. In 7P
models, this definition refers to digital libraries because
users can access services anytime and anywhere through
the digital library web*. The library website is a concrete
manifestation of the ‘Place’ element in the 7P Model.

3.1.4 Promotions

In promoting its services, Libraries face the challenge
of selecting media to increase public interest in visiting
and reading library books. The 7P Model emphasises
digital media use as the strategy because digital media
is an effective medium in promotional activities*.
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3.1.5 People

Libraries have obstacles in implementing the 7P
Model in human resource development. They have a
significant influence on the quality of library services.
To improve service quality, the 7P Model requires
competency in digital technology as a competency for
human resources in the library?!.

3.1.6 Process

The process is a procedure, schedule, or mechanism
in service activities. The challenge for libraries is how
services reach users appropriately. Digital transformation
in libraries based on 7P is an effort to improve their
functions to meet user needs*.

3.1.7 Physical Evidence

Physical evidence refers to user experience in assessing
the quality of library services. Customer service has a
vital role in a service provider. The 7P Model recommends
that library websites provide customer service features by
providing information about email or contact persons®.

3.2 Customer Relationship Management (CRM)

The strategy for building library user loyalty is the
CRM. This strategy can increase library user loyalty by
up to 74 % -86 %*. This Model uses the 4S technique:
Scope, Site, Synergy, and System (4S).

3.2.1 Scope

Scope refers to the library’s activities to serve
users’ information needs. This aspect requires libraries
to develop various innovative services supporting their
users in reaching the community using digital media.

3.2.2 Site

The site is an activity that provides the channels
needed by users. In the library, the site refers to the

rooms in the library building and a digital library. CRM
recommends building digital libraries to allow users to
access information without limits.

3.2.3 Synergy

Synergy is an effort to gain the loyalty of library
users using the 5i method.

3.2.3.1 Ildentification

The identification aspect of CRM advises libraries
to recognise their users’ targets to determine the proper
strategy. The library’s target users are Gen Z and Alpha.
Libraries can implement digital media-based marketing
strategies to adapt the characteristics of this generation*.

3.2.3.1 Individualisation

The millennial generation and Zoomers (Gen Z and
Alpha) have the characteristics of social media users
and Internet of Things (IoT) users. They are library
users, with around 29.17 million people (10.88 %)*".
This generation’s digital literacy level is very high*®.
CRM suggests that libraries develop service innovation to
support the individualisation of services and create digital
libraries. A cross-perspective review also explains that
creating digital libraries in the current era is necessary™.

3.2.3.2 Interactions

Interaction is an effort to establish and maintain two-
way communication with customers. CRM recommends
that libraries apply 2.0 technology to support two-way
communication and increase their reputation’.

3.2.3.3 Integration

The information needs of library users are diverse and
continue to grow. The library’s ability to provide information
with institutional collections is limited. CRM recommends
utilising 3.0 technology with cloud computing to build
repository integration and collaboration between libraries 2.
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3.2.3.4 Integrity

CRM advises libraries to realise digital information
integrity by providing electronic collection certificates
to prevent illegal duplication of collections. Artificial
intelligence-based applications can realise library information
integrity with biometric technology™.

3.2.3.5 System

In the library context, the system is concerned with
how it supports the provision of the information needs
of its users. CRM recommends libraries create internal
and external communication patterns. Libraries also need
evaluations to assess performance and develop a cooperative
framework for collaboration between libraries.

3.3 Kotler and Armstrong

The marketing concept emphasises communication
to increase consumer loyalty to products and services.
A Kotler and Amstrong strategy requires the following
aspects®’.

3.3.1 Understand Marketplace and Customer Needs

In digital humanities, libraries need digital platforms
to connect libraries with their users and to create digital
inclusion®®-’. This need gives libraries a new role as digital
information providers through various digital platforms.
Kotler & Armstrong recommend libraries to develop
applications in different digital platforms?!.

3.3.2 Offers, Products, Services and Experiences

Marketplace offerings combine products, services,
information, or experiences to meet user needs. This
strategy suggests that libraries use the latest technology
trends to focus on collaborative, creative, and participatory
concepts®®. 3D technology is also an innovation in library
services, as recommended by its strategy®.

3.3.3 Customer Value and Satisfaction

Library and information services include tangible and
intangible assets. The combination of these two assets
impacts the overall value and performance of the library.
Library intangible assets consist of services and relationships;
Tangible assets include information in various formats
and human resources. Kotler and Amstrong suggest the
library assesses their assets to increase user satisfaction®,

3.3.4 Exchange and Relations

Kotler and Armstrong recommend that libraries engage
in exchange and collaboration. Digital library innovation
represents this aspect because it provides a portal for
sharing information sources between libraries through
the Inter-library network to increase the accessibility of
information via the Internet®-%2. This aspect also suggests
that libraries should implement IoT technological trends,
which affect the accessibility of information in libraries.
The emergence of Interlibrary networks supports the
creation of libraries as information centers®.

3.3.5 Marketplace

The market concept in libraries is a strategy to advance
library services. Equity, diversity, and inclusion are the
basis for building the library marketplace based on this
theory®. Kotler and Armstrong suggest that libraries make
persuasive efforts through two-way communication that
allows the public to share information. This recommendation
directs libraries to create public spaces representing the
library’s marketplace®-%,

4. DISCUSSION

Various libraries have implemented different types of
marketing strategies to promote their services. Based on
practical experience, libraries can use a marketing mix
strategy with the 7P model to promote digital media-
based services®®. Implementing the 7P model benefits
libraries; libraries can always develop innovations using
the latest technological trends to adapt to their users’
characteristics continuously. However, this model also
provides challenges for libraries in application maintenance
systems. Another challenge is how libraries can take
advantage of technological trends as opportunities to
develop innovation. This challenge is an obstacle for
libraries that do not have sufficient assets, both in
terms of funding and human resources, to implement
this strategy®’.

Adapting libraries to the latest technological trends,
which are recommendations from the 7P model, will
influence the quality of digital media-based library
services. User satisfaction with the quality of this media-
based service depends on the organisation’s understanding
of its users’ needs®®’!. Libraries can implement CRM
strategies to build community loyalty. This strategy can
identify factors influencing user satisfaction in utilising
library services’. Libraries should build user loyalty
through work plans and continue adapting to technological
innovation changes. This change is a challenge for libraries
when implementing CRM. It is not easy for libraries to
capture the opportunities of these technological trends to
develop service innovation in libraries. The obstacles are
financial and human resources, even though consumer
needs are the principle of sustainability of a system’.
Libraries need a marketplace to identify the needs of their
users and maintain their existence as institutions providing
information services to the public. The application of
the Kotler and Armstrong strategy is the library’s effort
to create a marketplace concept in library’™. However,
implementing this strategy faces obstacles because the
idea of a library marketplace is debatable. The American
Library Association (ALA) does not accommodate the
marketplace concept in libraries. Libraries need a consortium
to implement this strategy in their marketing activities.
The agreement through this consortium will take a long
time.

Looking at the advantages and disadvantages of
each strategy, libraries can begin to implement aspects
of each strategy gradually according to conditions.
Libraries can apply this strategy using a mixed technique
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by implementing the existing elements of each plan to
optimise the marketing process. Based on empirical
experience from libraries that have implemented this
strategy separately, the Application of mixed techniques
will be able to improve the quality of library service
marketing.

5. CONCLUSIONS

Libraries are institutions that provide information
services to the public. Like other institutions, libraries
also have competitors for users. Libraries need a strategy
for their services. One of the library’s strategies is to
develop digital-based service innovation. To sell digital
services, libraries can apply the 7P marketing model.

Loyalty is a determinant factor that influences the use
of services in libraries. Libraries need to build relationships
with their users through various communication channels.
A strategy for building library-user relationships is the
CMR model. Libraries can also create a ‘marketplace’
concept to facilitate users to express their information
needs freely and openly. The Kotler and Armstrong model
is an approach to creating a library marketplace concept.

Implementing marketing strategies in libraries cannot
stand alone. Combining these three strategies will optimise
library information services for the community. For this
reason, in future research, libraries need empirical studies
to evaluate using a combination of mixed marketing
strategies.
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