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1.0 Introduction

Library and information services are facing a time of unprecedented change and
challenge. The transformed power of technology is creating new forms of
information, new sources of information and new ways of accessing information
which bypass traditional institutions like libraries. Librarians and information
scientists are united by the common professional purpose of giving people “Access
to Knowledge” — but for many young people today (and for many academics and
corporate knowledge workers) gaining access to knowledge means going online and
not going to the library (McKee, 2003).

Technological developments have given library managers a wider set of options from
which they can select the best combination to meet the needs of the users.
Previously, the quality of a library tended to be judged on the size of its collection of
books, journals and other materials. The emphasis has shifted from collection to
service to the delivery of documents and other items of information to the user. The
notion of the electronic library offering direct access to users from remote locations
has become a reality. A more widespread application of the general management
concept and technique to library and information service provision has also
influenced service development (Bushing, 1995)2. This has given them a wider set of
option from which one can select the best combination to meet the needs of the
customers. Now, the challenge for them is not to manage the collection, staff and
technology but to turn these resources into services. Even the notion of the service
has changed - from basic to value added, from staff assisted to self-service, from in-
house to out-reach, from free to paid, from reactive to proactive, and from mass
customization to individualized service. This has caused a paradigm-in-shift in library
and information services management (Gupta and Jambhekar, 2003)3 as depicted in
the Tablel.0.
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Tablel.0: Paradigm shift in Information Services Management

Former Paradigm

Emerging Paradigm

A Library as building, a place, where customers had
to come physically in order to avail themselves of
library services.

We are in the service business, through which
information is reached to the right user at the right
time in the right form. Library acts as a window to
the world of information.

Whenever there was a need for the user to go to
the library and if there was not any need, there was
no effort at library’s end. Library staff just waited
for users to come with the need. The responsibility
of non-use or under use of the library resources and
services was placed on the users.

We are more comfortable with the relationship with
users. It needs to be continuous, through better
understanding of users and their needs, intimacy
among both the parties and developing trust.

Library was considered inherently desirable for the
users and dependency of the users largely rested
with the library. There was always an effort to make
the library good for the future in place of meeting
the present requirements.

Users now have different options to acquire the
desired information. We are not the sole suppliers
of information; they now have options to get it,
even at their offices or at home. As such, our
existence depends on them they are not dependent
on us.

There was a lot of emphasis on what the library
staff said about the availability of resources. Users
did not have much place to state his requirements.

Through interactive media, two communications is
possible, among users and the library. Now users
expect to be treated like customers they want
individuality, responsiveness and a relationship.

interest of the
and for the

Rules were set to service the
providers of the information
convenience of the staff.

Rules made to support individual users should not
be a hurdle in their reach of the library.

There were no strategic steps planned for
improvements in the services, it was not a continual
activity.

In fast changing times libraries need to
restructure/reshape their resources and services on
a continual basis.

There was a common understanding among
librarians that library services were free and the
concept was an ingredient that free service meant
no service. Service if provided is an obligation
towards the users.

Users do not mind paying if they are offered some
value in the product and services.

We need librarians who speak out about the
libraries needs, raise awareness on campuses and in
communities. And push for appropriate funding
even as they work miracles with marginal resources.
Multiple access to information, customer
convenience is foremost, extending a range of
formats, staff actively involved in the community,
advocacy, etc.
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2.0 Information Marketing

Information has been an essential basis for the progress of civilization and society.
Some of the views of the authors are as —

> “Lack of information and effective means of exchanging it are now widely
recognized as being limiting factors in the economic and social development
of peoples” (Younis, 1983)3®

> Information has been called a “commodity”, a “public good”: one of the few
things that do not diminish in value in proportion to the number of people
who use it (Rochell, 1981)%°

> “Information is needed for, and has effect on all aspects of a nation’s life:
cultural, social, economic, educational, scientific and technological. Without
information, countries cannot develop, nor do they stay developed” (Line
1983).40

The marketing activities performed by different kind of libraries are absolutely
different. These different libraries mission or aims are same, to reach out to their
respective users but the strategy, communication pattern and the limitations faced
by the special librarians to market the products and services is absolutely different.
These differences are dealt in detail by Tanui in (2006)* as shown in the Table 1.1.
The table clearly described a differentiation among three different categories of
libraries:, public libraries and university libraries and special libraries in terms of
marketing and other related areas.

Table 1.1: Differentiation of Libraries based on Marketing Activities (Tanui, 2006)

University Library

. . Marketin . . . s
Service Marketing . g Marketing Strategies Marketing Limitations
Communications
Through brochures, . .
Users not aware of & No formal marketing | Inadequate collection
. leaflets, handbooks and . .
all services strategies Management Policy
pamphlets
.. Users want
Advertising, sales .
Users seek help from . reference, archive
. promotion, personal ] .
library staff only . and technical Staff incompetence
s e selling and product .
when in difficulty ublicit services to be
P ¥ marked
Library staff Signage, notice boards, Inadequate
unhelpful feedback, procedures infrastructure
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and rules and

regulations. Users want

value added services

Awareness done
through memos, and
leaflets

Lack of financial support

Special Libraries

Service Marketing Marketing Marketing
Marketing Communications Strategies Limitations
. . Being b dd ith
Electronic mail elng ©gged down Wi
routine work
Display of new materials
Spoken word
Public Libraries
Service Marketing Marketing Marketing
Marketing Communications Strategies Limitations
National Book . Brochures Lack of adequate
week event space
Exhibition children Letters Questionnaires for

customer service feedback

Reading tent event

Spoken word

Media Email
Website Signage
Brochures

3.0 Conceptual Framework of Special Libraries

A library specializing in law, medicine, sciences, arts, and technology falls under

special libraries; or the one serving health scientists, technologists, and economists;

or even serving blinds, prisoners and children; doctors, lawyers, accountants,

engineers etc, as it deals with specialized clientele. Similarly, a library dealing with

specialized format of collection, such as microforms, musical records, maps, Braille

books, digital documents, electronic sources, etc is a special library.
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The term “Special Library’ denotes the collection of special kinds of documents, such
as, Braille books, audiovisual material, books published in any language or it may
also mean a library meant mainly for a group of special readers, such as, children’s
library, hospital library, prison Library, etc. In other words, depending on the usage
of the term “special’ with reference to the document or reader, two definitions are
possible. It is also possible to presume in the definition, references to both and
document.... “a special library denotes the collection of special — kind of documents
to a special group of readers” Special Libraries have also been defined as those:

X Where emphasis is laid on providing information in contrast to documents,
X Established in non-traditional settings,

X Catering to a limited body (number) of users,

X Where the subject scope is limited,

X Possessing small collections.

3.1 Definitional Analysis

While analysing literature, the researcher came across several research papers which
deal with the definitions of special library. A special library is a term for a library that
is neither an academic nor a public library. Special libraries may include law libraries,
news libraries, government libraries, corporate libraries, museum libraries, and
medical libraries etc. Special libraries are also sometimes known as "information
centers."

Special libraries often have a more specific clientele than libraries in traditional
educational or public settings, and deal with only a specialized or particular type of
information. They are developed to support the mission of their sponsoring
organization and their collections and services are more targeted and specific to the
needs of their clientele (Wikipaedia).

Walton in 1956%° raised three vital questions related to special librarianship.

1. What is a special library and what kind of services must the special librarian
provide?
What sort of education must a special librarian have?

What is the relationship of special librarians to organizations they serve?

Addressing to these questions Walton emphasized the areas, which are to be
stressed in special librarianship such as — active services and functions, quantity and
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availability challenge the greatest ingenuity the librarian possesses, qualifications

and relationship with management, Word meanings and truth.

The question as to what is a special library has never been simple to answer. The

Encyclopaedia of Library and Information Science (V 28) provides 29 definitions in a

compressed chronological order (1910-1976) but a clear, distinct and generally

acceptable definition is still awaited. However, the decade wise chronologies of all

the definitions given in Encyclopaedia are summarized in Tables 1.2.

Table 1.2 Compressed Chronology of Characteristics of Special Libraries

Year

Characteristics

1910-1919

Special subject(s) and special collection(s).

Service is more important than the subject.

1920-1929

Importance of the influence of the special librarian.

1940-1949

Subject training as a qualification for a special librarian.

Non-print materials as part of the collection.

1950-1959

Timeliness of the information available.
Objectives and aims of the parent organization of the special library.

Existence for the benefit of a defined group of users.

1960-1969

Unpublished materials as part of the collections.

Availability of information creates a demand for more information.

1970

A synthesis of earlier segments:

A parent organization

Furtherance of the goals of the parent
Special subject(s) or format(s)

Administered by a librarian or specialist in the subject(s) or formats.

1980-1990

Specialization in Library education
Subject librarians (Williams and Zachert 1986)%®

1990-2000

Knowledge counselling

Understand the needs and strategic goals of the organization (Spaudling
1988)%

2000-current

Changing role

Fragmented environment and challenges (Schachter 2006)

3.2 Characteristics of Special Libraries

The scope of the special collection is unique to each library often influenced by the
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degree of research involvement, the background history of each institution and the

changing educational needs of each country and nation. However, the purpose or

role of the collection is universal to all special libraries: to support the teaching and

research needs, to meet the organisation’s requirements and mandate. Other

aspects of the special collection examined include: acquisition criteria; the range of

materials; the advantages; repository and loan functions: funding; custody; and

problems such as conservation (Gakobo, 1985)>°. Some of the salient features of the

special libraries, which make these libraries “specia

III

, are stated as under Table 3:

Table 1.3: Salient Features of Special Libraries

No. Salient features
Location:
1. Location has been very important for public or academic libraries whereas location of a special library is
not that significant, as location does not have much effect on its use.
Limited clientele
Special libraries are designed to serve limited number of clientele, i.e. experts, scientists, research
2 workers etc working within the same organization. Librarian of special library knows them personally. He
) also knows the subject interest of each one of them and is in a far better position to ascertain their
needs and pattern of information gathering. Users here are specialists having very specialized needs and
are well-informed in the area of their interest.
Library size
3. Special library is usually small in size having limited (narrow) subject scope, collection is usually small
and staff is also small. At times, it is one-man show.
Subject Orientation
4 Such libraries usually focus on specific subject(s), relevant to the parent organization’s activities. The
) collection would, therefore, be quite comprehensive (intensive) on the specific subject(s), with selective
material on related or peripheral subject areas.
Materials in special formats
5 Substantial part of information required by such libraries is available in special formats which are
’ referred to as non-book materials, such as globes, maps, charts, technical reports, research reports,
patents, standards, theses, dissertations etc.
Relationship to organizational mission
6 Special libraries exist to fulfil mission of the parent organization. Because they get financial support from
their organization but they have to prove their usefulness to the parent organization, or else they may
even cease to exist.
Impact of organizational policies
Special library forms a part of the bigger organization to which it belongs. It is subjected to the existing
7. organizational policies regarding job descriptions, wages and salary policies, and accounting procedures
etc. But, by and large, such a library is supposed to work within the prescribed framework of the parent
organization.
Emphasis is in information services
8.

Perhaps, the most important feature of a special library is its emphasis on the provision of information
services in anticipation to serve the information needs of the clientele. Such a library provides pro-active
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services to save the precious time of its users. The special libraries are not only concerned and
interactive to users’ demands but are also supposed to provide information for immediate and
utilitarian purpose of the organization without waiting for users to come. Quick availability of relevant
and up-to-date information is the basic concern of a special library. Librarian in such a library has to
work hard to alert its users about the arrival of new information before the users come to know about
the existence of such information. All activities in such libraries are geared in facilitating the quick
retrieval and dissemination of the latest information.

Tremendous time pressure

0. Special Librarian works under tremendous time pressure. The specialists, experts and top management
do not have enough time to read the vast volume of literature. Time is an important constraint for them.

Specialized in-house material

10 Special libraries very often generate different types of material in-house like various types of reports,
technical notes, laboratory notes, memoranda, specifications etc. Other libraries do not consider it
worthwhile to maintain such a collection but it forms the life line of a special library.

Restricted access/Competitive Intelligence

Special libraries form an integral part of an organization, often conducting research in specific areas.
Therefore, depending upon the mission of the organization, access to outsiders may usually be denied.
11. | This may be more true to the manufacturing organizations which would like to protect their designs or
specifications from their competitors. Libraries attached to organizations like defence organizations,
intelligence organizations, police headquarters, government departments, scientific or other such
research institutions have limited access.

Information formatting ‘Just for you’

12 In special libraries, there is an emerging marketing kind of trend of personal touch in providing
information service. The needed information is formatted in a way to serve the purpose of each
individual, as if it is just created for him.

3.3 Special Library as Profit Center

The information center is a business in its own right with customers, a mission, competition
and a range of products and services to market. By using marketing techniques such as
segmentation to identify customers, goal setting, and promotional and sales techniques,
information professionals can increase the corporate library’s visibility within the
organisation. Above all, the information professional is engaged in service marketing that
depends on cultivating customers relationships. Soliciting feedback, documenting results,
and learning from mistakes will make the information center’s successes count toward the
overall goals of the organisation Brown (1997)33.

Special libraries and information centers can increase their effectiveness by changing the
way they are seen by the organizations they serve. Two ways that perceptions can be
changed are: to change the methods used to account for the library financially; to change the
way services are provided to better meet the user’s needs. Seven steps for increasing the real
and perceived value of the library to the organisation are proposed Tweed (1984)3.
Echelman in his paper in 1974%, discussed the working environment of the special library, he
also emphasised on library’s relationship to the larger institutional environment of which it
is an integral part. The framework for this discussion is the corporate business library
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because that is the type with which the author is most familiar; but most of the points made
here can be applied to many other kind of special libraries as well.

4.0 Growth and Development of Marketing of Library

Services

Marketing, the last entrant of all classic business functions to the domain of non-
profit organization of is beginning to gain importance among library and information
professionals. Though there is an expansion of professional literature in this area in
recent years, yet approach towards it continues to be characterised by scepticism by
a large proportion of library community. For many, it is synonymous with selling,
advertising, and promotion whereas in reality these constitute a few facets of
marketing activities. It involves product development, pricing, distribution,
communication, continuous attention to the changing needs of customers,
developments of new products with product modification and services to meet these
needs. (Kotler and Levy, 1981)1°,

4.1 Marketing Approaches in Special Libraries

In times of economic recession it is essential for librarians to promote the value of
their libraries' services in order to secure adequate funding. Consequently there has
been a marked increase amongst special librarians in public relations methods. In
planning a public relations campaign librarians must define the campaign's
objectives, identify target groups, and decide on operational strategy. Regular
monitoring of the campaign is also essential to enable the librarian to decide
whether modifications are necessary. The librarian may draw attention to services by
the publication of a guide, by accessions lists and abstracts bulletins, and should
ensure that new staff members are given introductory tours of the library.
Jayasundara, (2001)'%%. McGregor, and Wanat, 1983%?7 defined that one of the
biggest information barrier problems that special librarians have to face as that
which keeps library users and library management from understanding how the
library functions and what its role is within the context of information gathering.
They claimed that special librarians want to show users that they are aware of their
information needs and that library services are designed to meet those needs by the
use of models. They also defined that a model as a representation of all the elements
of a real-world system and outlines the reasons for using them. He has given
examples of models, and suggests that libraries choose models which can be easily
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identified and which illustrate the point that needs making.

The essence of information broking is acting as an interface between the client and a
multiplicity of information resources.

° What makes commercial information organisations different from special
libraries?

° How do commercial information organisations use and manage resource
sharing?

° What are their principal sources of information and document delivery and
what relationships differ from traditional reciprocal resource sharing
schemes?

° To what extent do special libraries use commercial information services as

part of their pattern of resource sharing?

° What particular problems are there in when it comes to participation in
resource sharing by a commercial organisation?

° How does the Copyright Act affect such resource sharing?

These questions are examined both in the context of well-established overseas
operations, and that of the newly established overseas operations, and that of the
newly established Australian commercial information industry. Perrott, 1983128
described the early stages of establishing a 'One - man band' library (OMB) for the
commercial marketing of products. The services provided are outlined and the
problems of working as an OMB are discussed. Points mentioned include:

(1) The efficiency of making maximum use of each contact with a user;

(2) The importance of knowing users, their methods of work and information
requirements; and

(3) The value of simplicity of organisation to ensure ease and clarity of
information retrieval.

4.2 Marketing Strategy

Any strategy that brings internal and external clients into your library environment is
a good one. The challenge is what you achieve as a result of these opportunities.
Carpenter (1998)% said that word of mouth is the most important marketing tool in
existence. It has been estimated that dissatisfied customers tell 22 people that they
are not happy, yet satisfied customers share this information with only eight. The
numbers are against us but we will just have to work harder to satisfy our customers.
The key elements of a marketing strategy as identified by Coote (1994)° are:
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Find out who your customers are and what are their needs and wants

Identify your library’s strength, weaknesses and opportunities

Look at your competition

Understand the difference between your library and the competition

Develop an action plan which draws on the above

Customers
Met Needs
Unmet Needs

1. Customer and 2. Strategic 3. Promotion of 4. Providing
Market Research Library Plan the Library Products/Services
Customer Needs Vision and Mission Messages Delivery
Customer View | | Products & Vehicles Interaction
Services Campaign Adjustments
Implementation Implementation

Figure 1.1: Strategic Marketing Plan

A strategic marketing plan (see Figure 1.1) includes:

=

Customer and market research which generates data on customer needs and
customer perspectives on library service.

The context of current and future opportunities and challenges facing the
library that allow it to clarify its vision, mission, and prioritized services.
Long-term goals to achieve, such as, “Faculty understand the value of the
library’s role in supporting the campus’ teaching mission”.

Objectives to accomplish, such as, “A librarian will contact each new faculty
member within the first term of the faculty member’s appointment”.

The description of the desired elements of the library’s image as perceived by
others.

The most important key messages to deliver frequently and consistently to
others through the most appropriate communication methods.

Prioritized key audiences, such as library users, campus administrators,
government officials, as well as how and when to communicate with them.
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= Implementation of strategies, for delivering key messages and services as
appropriate to key audiences.

= Evaluation for measuring outcome achievement that represents progress
toward goals and suggests how to improve communication and service
delivery.

= Incorporating assessment information into market research to adjust and

improve the planning and service implementation processes.

The difference between information products and services in different types of
libraries and information centers are given in the Table 4.14 (Rajyalakshmi, and
Waghmare, 2004)'3°. This differentiation may not be exhaustive and many of the
academic library or public library activities are done by the special library or vice-
versa.

Table 1.4: Difference between Information Products and Services

Academic Library

Special Library

Public Library

Document copy supply
Bibliographical services
Literature search
Photocopy services
Online services
CD-ROM database
Reference service
Interlibrary loan
Current awareness services
Referral service
Technical queries
OPAC

Internet service

Indexing and Abstracting
services

Translation services

SDI

Current content

CD-ROM databases
Information consolidation
Information repackaging
Reprography service
Document delivery service
Virtual information center
Electronic library service

Document
service

exchange

Knowledge management
Referral services

In-house database and
products

Consultancy services
Forums and seminars on IT
Audio-visual services

Conference alert services

Bibliographical services
Exhibitions

Organizing Coloquia

Continuing education
programme
Adult education
programme
Organizing cultural
programme

Newspaper clippings
Slide shows
Children films shows

CD-ROM
searching

database

Community service

Document supply service
from Microfilm, microfiche

Lectures by eminent
authors, philosophers and
philanthropists.
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4.3 Marketing Planning

Marketing is an ongoing well-executed process of planning for favourable exchange
to achieve organizational objectives. Effective planning of marketing plans in special
libraries to integrate library services and functions with organizational goals and
objectives; influencing the behaviour and performance of the organisation by the
way information from the library is communicated and used. Integrated strategic
marketing planning within the special library environment focuses the library toward
organizational strategic thinking and planning and offers the opportunity to develop
more effective library services, which may lead to overall improved organizational
decision making (Powers, 1995)'2. A managerial tool that will help meet these
challenges is marketing, which has been used very effectively in the profit sector.
Too often libraries have confused marketing with publicity and promotion; however,
promotion and publicity are only components of marketing. The marketing plan has
been the catalyst for the development of a number of marketing strategies (for
example market differentiation), resulting in both identifying gaps in meeting client
needs and expectations; and to exploring opportunities to fulfil these needs. Library
to deliver a more dynamic and responsive service to our clients and remain
competitive advantage in an increasingly challenging environment (Denny 2001).
Besant (2000)® tells us that a study of Australian special libraries showed that very
few libraries write a formal marketing plan and that the most commonly used
element of marketing adopted in libraries is promotion. Promotion is just one part of
the marketing process.

According to Shapiro in 1980 what has been learned from past efforts to utilize
marketing techniques in the not-for-profit sector is reviewed. Marketing is presented
as an attitude, an approach, and a set of relevant tools, techniques and concepts. He
laid out several recommendations for developing marketing plans for every product-
market segment that is being served. He also gave several suggestions that how
special librarians can be trained as corporate information officers to serve to their
clientele.

4.4 Market Segmentation

Sridhar(1988)78 highlighted the limitations of marketing approach to library and information
services. He analyses the data collected for a larger study of information behaviour of the
Indian space technologists, correlates nature and type of information required by the space
technologists with their hierarchical status, educational qualifications, nature of work,
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subject of specialization, length of work experience and professional activities and
achievements.
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4.5 Marketing Mix: 4Ps to 7Ps

The term 'marketing mix' was first used in 1953 when Neil Borden, in his American
Marketing Association presidential address, took the recipe idea one step further and coined
the term "marketing-mix". A prominent marketer, E. Jerome McCarthy, proposed a 4 P
classification in 1960, which has seen wide use. Broadly defined, optimizing the marketing
mix is the primary responsibility of marketing. By offering the product with the right
combination of the four Ps marketers can improve their results and marketing effectiveness.
Making small changes in the marketing mix is typically considered to be a tactical change
(Wikipaedia). Marketing mix is the process or device that makes this customer satisfaction.
All of the services offered by the library that can be marketed successfully.

I

] k- MARKETING MIX

Target
Marketing

5  Figure 4.2: 4Ps of Marketing Mix

4.5.1 Product

A product is anything that can be offered to a market to satisfy a need or want. The
products, which can be marketed, include physical goods, services, persons, places,
organizations, and ideas. In the deeper sense, the product is not a physical item but a
perception of the consumer or the user. Product means the satisfaction of the customer
rather than a physical good. Goods are ingredients of customer satisfaction.

Library can provide bibliographic information, abstracts and summaries of information,
which disseminate the core level information. Books, databases, journals, bulletins, etc.
represent the tangible information. Library can also augment information through quality,
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reliable, speedy and timely professional services. Under the product mix, library’s resource
collection represents as a product line while product items include books, periodicals,
videos, films, audio recordings etc. For further fact, services of the library can be considered
as a product line and the circulation of library materials, ILL, reference services, and online
searching represent as product items.

4.5.2 Place

It represents the distribution channels that an organization utilizes to convey its own
physical products or services to the end users. The distribution of the library’s products
refers to ‘When’ ‘Where’ and ‘How’ service is made available for the user. ‘When’ implies
the time period in which information is provided. ‘Where’ indicates the location of the
services and ‘How’ constitutes the type of distribution.

4.5.3 Price

It is a flexible and dominant element, which determines the revenue/profitability/ market share
for the organization. From the customer’s viewpoint price is a determinant factor because most
customers depending on their income level consider the price before they purchase the product.

The concept of price constitutes two different types - the monetary price, and the social price.
Monetary price implies the payment of certain sum by the customer, and the social price refers
to the additional effort that the customer must make in order to obtain access to a product.
Price for the product is set when the organization introduces or acquires a new product. Price
can be revised to match the change of the product. Librarians should consider the ‘monetary
price’ concept as well as the ‘social price’ concept when the price is decided for library products.
In calculation of monetary price, factors such as size of the demand, cost for the product, and the
impact of the competition must be taken into account. Real value of the product can be
ascertained by the practice of cost analysis. Costing is important even when a service is provided
free of charge. Social price is related to determine the needs, wants, and interests of target
markets and to deliver the desired satisfaction more effectively and efficiently.

4.5.4 Promotion

This involves the communication that marketer engages in with the customers in order to
acknowledge the product. The basic aim of library promotion is to select a technique that
can encourage the recipient to respond either by buying or requesting further information,
or by filling the promotional material away for the use in the future. While these four factors
are important individually, their are combined into a careful plan or strategy. The services
marketing mix is an extension of the 4-Ps framework. The essential elements of product,
place, price and promotion remain same but three additional variables - people, physical
evidence and process — are included to 7—Ps mix. The need for the extension is due to the
high degree of direct contact between the continuing education providers and the
customers, the highly visible nature of the service process, and the simultaneity of the
production and consumption. While it is possible to discuss people, physical evidence and
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process within the original-Ps framework (for example people can be considered part of the
product offering) the extension allows a more thorough analysis of the marketing
ingredients necessary for successful services marketing. Librarians and information
professionals also need to know that extra ‘P’s have been added to marketing mix
considerations for service marketing.

Figure 1.3: 7Ps of Marketing Mix

4.5.5 People

People are the staff who occupy the key position in influencing customer’s perceptions of
product quality because of the simultaneity of production and consumption in services the
continuing education. In fact the service quality is inseparable from the quality of service
provider. An important marketing task is to set standards to improve quality of services
provided by employees and monitor their performance. Without training and control
employees tend to be variable in their performance leading to variable service quality.
Training is crucial so that employees understand the appropriate forms of behaviour and
trainees adopt the best practices of the analogy.

17|Page



4.5.6 Physical environment

It is the environment in which the service is delivered and any tangible goods that facilitate
the performance and communication of the service. Customers look for clues to the likely
quality of a service also by inspecting the tangible evidence. For example, prospective
customers may look to the design of learning materials, the appearance of facilities, staff,
etc.

4.5.7 Process

Process means procedures, mechanism and flow of activities by which a service is acquired.
Process decisions radically affect how a service is delivered to customers. The service in
continuing education includes several processes, e.g. first contact with customers,
administrative procedure regarding course delivery, preparation, delivery and evaluation of
the courses. In library and information centres, new technology can be employed to provide
better services at lower costs and high quality staff is to be recruited. The staff should be
treated well and be communicated clearly because their attitudes and behaviour are the
keys to service quality and differentiations.

4.6 Marketing and Communications

Chakraborty (1988)% communication media play a vital role in transferring
information from one point to another. Innovations in communication media have
continuously tried to bridge the gap of distances and time. Libraries and information
centers are being flooded with variety of records of information. They are calling for
different varieties of techniques and methods for collection, organization and
dissemination. In order to effectively disseminate information, selection of media for
information services is important. Marketing methods and techniques help us in
finding right channel for the right information transfer.

4.6.1 Library Advertising and Public Relations

Libraries, one of the vital social service organization disseminate information
through conventional tools such as catalogues, bibliographies, Current Awareness
Service bulletins and documentation lists. It is high time for Indian
Librarians/Information Scientists to think of appointing PR Librarians as is being done
in the advanced countries such as UK, USA, Canada, Germany and Holland. To
achieve good results in any field a well-planned strategy plays a crucial role. Since
the Libraries/Information Centers are not profit oriented social service institutions
they should formulate appropriate strategy to push their tools into the market to
reach the right information to the right person at the right time. Chary (1988)% said
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that public relations play a crucial play a crucial role in the growth of any
organization. To reach the maximum number of users and raise their awareness level
regarding library and information services and products, we have to use a variety of
media such as Press, Radio, T.V. Films/Documentaries, Traditional Media, and
Extension Workers etc. to achieve effective marketing communication.

4.6.2 Physical Evidence

Roy and Chatterjee (1988)°7 discussed the present situation of the special libraries
of Kolkata in the context of marketing of library and information services. A survey is
carried out among the library professionals to trace out whether the available
infrastructure is enough for marketing the library services and whether the library
professionals and their market are ready for this type of services.

4.6.3 Marketing and Publicity

Shah (1998)1% paper described the importance of absorbing marketing principles
and techniques in designing, generating and providing information products and
services. An information study of NICTAS (National Information Center for Textile
and Allied Subjects) describing its marketing and publicity activities as well as its
future plans has been presented to illustrate the point that is the adoption of
marketing approaches that will help library and information centers, not only in their
own self sustenance but also in the sustenance and self-sufficiency of their
information products and services.

4.6.4 Information Packaging and Repackaging

Libraries must strive to generate resources for their sustenance and contribute to
the organisations treasure through marketing of services and products.
Srivastava (1995)'%° discussed the importance of marketing approach in petroleum
industry information services and products. He identified that information user
groups, their needs and suggests few services and products along with pricing
policies. They also discussed that constant monitoring, and feedback from users
could provide the basis for packaging and repackaging the information. He also
analysed and found that information products and services should not only be
catered to sister concerns and also to outside organisations of similar nature. The
special librarians should relook at their day to day activities and bring out blend of
marketing approaches. Wagh and Gore 20089 outlined their paper, the basic
causes of information overload and also discussed the roles played by different
agents in providing better solution to this universal problem. It gives fair idea about
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the approach of TCS to this problem with the emphasis on its innovative solutions
like Info Alerts/Bulletins, SoS (Search on Sources), GRD (Global Reference Desk) and
the like.

5.0 Customer Perspective

Customer knowledge is an important asset for all businesses. The rhetoric of
e-business emphasizes the opportunities for knowing customers in the digital economy. The
article by Rowley (2002)° sets the contest with a brief summary of the key characteristics of
the knowledge management paradigm. This is used as platform for the formulation of the
questions that form the core of this article. What customer knowledge do businesses
require? What customer data can be collected? What are the challenges for translating data
into information and knowledge? Can knowledge cultures be created in online customer
communities? Whose knowledge is it anyway? How can knowledge assets be identified and
managed in virtual organisations? How can customer knowledge from e-business be
integrated with customer knowledge from other channels? Who needs customer knowledge
anyway? Devadason and Lingam (2003)* in their study stated various methodologies to
information needs of the clients. They came up with a “information needs identifier” (INI), a
step by step procedure which can be adopted to study the information needs of a majority
of clients. How fine tuning can be done if any procedure already exists based on the INI
model? The INI would discover, as a bye-product, several ideas, tools, methods and
techniques of satisfying the clients in meeting their needs as well as design new and novel
information services and products to meet those needs.

5.1 Customer Relationship Marketing

CRM (Customer Relationship Marketing) system a process which effectively combines
marketing customer service, and quality with the view to retain customers. Librarians in the
present context have understood the importance of their customers and customer needs,
and how to help them by providing quality service. Jayasundara in (2001)* argued that most
special libraries in Sri Lanka have failed to exploit marketing techniques within the
framework of customer relations and providing quality service. In order to fulfil financial
requirements, the paper presented a well-established concept commonly used by high
potential profit— making organisations in the business world.

5.2Customers Behavioural Analysis

Marketing approach can be effectively be applied for determining user needs for
information products and services. Studying information user needs and the various steps
involved in user decision (or consumer behaviour) becomes imperative as the concept of
utility theory is applied to information products and services. A survey of research studies
which examines users need in psychological terms is presented. A systems approach is made
to the study of user decision process; in particular the decision process model
conceptualised by James Engel is used to illustrate the framework of the relevant
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behavioural and psychological variables in user decision process, linkages among the key
variables in user decision process and post-behaviour conditions (Inder Mohan 1988)!'2, The
author examined the implications of the model to information professionals. He
recommends interdisciplinary dialogue among marketers, psychologists and information
professionals which can lead to the development of unique, innovative approaches for
defining user needs.

6.0 New Roles of Special Library Professionals

Abram (2007)*° in his paper clearly mentioned that special library information professionals
have to more research oriented, they should be asking questions like what, where, when,
who, and how etc and hunting for answers of these questions. This will lead to more
research oriented, proactive and reference service to the clientele. According to the author,
today’s clienteles are demanding and rational too. He also predicted that the reference and
research services attitude of the frontline professionals need to be developed.

6.1 Core competency

The profession and professionals are changing rapidly in the special library environment.
Discussing the profile Spencer (2008)>? mentioned that competency of her changed radically
when she converted corporate library into a business research center of Arthur Andersen.
She also summarised that how she has picked up competency upgradation to meet the
requirements of the clients. In the paper it is also highlighted that how she is dazzled by all
the possibilities that information professionals of special libraries holds for stretching,
testing, challenging and pushing to the edges. It has become increasingly evident to that
while some information professionals have successfully embraced change and moved
forward, many others are struggling to find their place in the knowledge management (KM)
environments that have emerged within their organisations. Many of those who are
struggling have years of expertise, while others are relatively new to the profession.
Regardless of their tenure, many individuals have seen their roles and responsibilities
downgraded because they were not perceived as contributing directly to the KM initiatives
Henczel (2004)>3.

6.2 Entrepreneurship

Libraries are operating in a rapidly changing environment. Technological innovation, changes
in cultural participation and media consumption, new social and cultural agendas of local
governments are a few challenges for the library managers today. The purpose of this
research is to show how librarians today need to be cultural entrepreneurs in order to create
and maintain thriving libraries in the Internet age (Nijboer 2006)>!. Libraries and librarians
are facing many challenges and need to rapidly change to meet the needs of today’s
consumers to avoid being marginalized. A new breed of librarians possessing a new range of
skills could meet these challenges successfully. The popularity of post graduate courses in
cultural entrepreneurship in libraries in the Netherlands in recent years is a positive sign that
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they want to create successful libraries and definitely not bury their hands in sand when
pursued by the googlization of society.

7.0 ICT Application in Service Delivery

In a rapidly changing environment involving increasing use of computers, strong, people-
oriented cultures are needed to ease adaptation and reduce frustration. Drake (1984)* in
his study said that information technology is changing corporate structures, cultures and
behaviours. The importance of corporate cultures and the relationship between information
and corporate cultures are discussed. But the special librarians and information specialist
remains essential to link the ever more numerous resources to those needing them. Our
users have shown that they are not concerned with how their problems are solved, only that
responses are received which require a minimum amount of effort on the user’s individual
part. Most users, the world over, given access to the technology and resources to perform
information retrieval for them do not now want to make that effort. Hulshof (1999)% in their
study discussed about the providing services to virtual patrons. As a library prepares to
provide remote access, its staff must consider the implications of this new service for library
resources, time and staff. If the library carefully plans its remote access services and braces
for the issues involved in technical support, these challenges provide a remarkable new
opportunity in increasing the library’s profile with existing and new patrons. Chadwick
(2005)* in his paper described the usage of search engine tools used for marketing
applications in special libraries. Different search engine marketing tools can be effectively
used for competitive intelligence and market research projects.

A case study of a Medical Library, presented by Guenther in (1999)* where he gave his
views regarding customized data delivery mechanism through web portals. He said that the
use of portals offers a personalized “slice” of the library’s information resources and
facilitates faster access to these resources since they are tailored to user’s own preferences.
Schachter (2008)*° mentioned that clients in Generation Y may have different expectations,
but they still value libraries - and the services they offer. It would be a challenging task for all
the levels of special librarians to meet the requirements of the clients.

7. 1 Technology usage

Manjunatha and Shivalingaiah (2000)!¢ conducted a survey and furnished the report which
says that traditionally the library is conceived as a central place (geographically) for
information acquisition and retrieval. The developments in information technology
particularly CD-ROM Internet and communication media have changed this concept of a
library. In an era of networking technology, users are demanding instantaneous solution to
their information requirements even outside the geographical boundaries of the library. The
present day librarian needs to possess more professional and technical skills than before to
understand user’s requirements. Further need is to apply marketing techniques to promote
the utilization of library resources and services. Proper understanding of customer

22 |Page



requirements calls for customer surveys. The study revealed that 53% of the respondents
are engaged in conducting surveys, while 47% of them have not conducted any user survey.
Majority of the librarians who are conducting user’s surveys, do it on an informal basis and
at random intervals. The myopic view of librarians on relevance of the existing services has
emerged as an important barrier to conduct user surveys. The other perceived barriers such
as “negative attitude of management”, “Fear of criticism and inability to implement the
suggestions”, “absence of alternatives for user”, have been disconfirmed by the libraries.
The common views held by the librarians are “whatever the services we provide in the
library are essential and best in the interest of the users”, and we are “aware of our

weaknesses”.

Hariharan et al (2007) in their study at SERC library stressed on timely and quality services
to its users. Advent of new technologies has made it imperative for libraries to absorb,
adopt, adapt, and to provide IT based services to the users. Libraries are now providing
customized web-based services at the users desktops. Users, particularly, scientists who are
engaged in time bound research and development projects, are need to be alerted about
the nascent literature in their respective fields. Librarians are providing current awareness
services to meet these requirements. A few libraries and many e-publishers are providing
alert services to keep the users informed about the latest additions to their collections and
other information relating to the users areas of interest. Bhat, 20088 in his paper discussed
various issues and techniques related to website development in special libraries. How these
developed libraries can promote the special library’s virtual reference service techniques.

8.0 Select Cases Marketing in Special Libraries

8.1 Health Science Library

There are several categories of Health Science Libraries in India. Siva Reddy and Varalakshmi
(1988)'2 conducted a survey and studied the existing status of information services in health
sector. The study suggested some guidelines for the development of specific marketing
strategies for health science information services within the classical framework of
marketing.

8.2 Agriculture Library

Rathore (1995)!* in a study of agricultural research institutes under Indian Council of
Agricultural Research (ICAR), New Delhi revealed that the research institutes had a lack of
total application of marketing concept such as written statement of marketing plan,
separate budget for marketing of information/services and segmentation. Haravu (1988)!°
in his paper gave a general an overview of marketing of library and information services.
How marketing techniques are implemented and given fruitful results in ICRISAT. The Center
for Documentation on Public Sector of the Institute of Public Enterprises (IPE) conducted a
survey of academicians, practising librarians and representatives of the information industry.

The data collected focused on marketing policy, market study, product, services as well as
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their sales, distribution, pricing and problems of marketing. The study observed that
information professionals were unfamiliar with the contemporary approach towards
marketing (Marketing, 1998).

8.3 Government and Autonomous Body Libraries

There are several government and autonomous bodies working in the respective areas.
Agrawal and Manohar Lal (1986)'% in their paper stressed a coordination essential between
the generators, preservators, marketers, user of information. In their paper they
categorically mentioned that an enormous of resources are generated by the departments
of Government of India. But there is an urgent need to attend for implementation or
otherwise it is going to be merely unorganised depository library. The required attention in
the study is improvements in marketing techniques, setting up of specialised resource
centers in government departments etc. Samantaray and Rath (1988).128 This paper analyses
the requirement of the users of a Government library. A questionnaire was distributed to
identify their needs which will be helpful for the library to cater its services to procure
materials required by the users in future.

8.4 NGO or Social Sector Library

NGO (Non-Government Organisations) are the mediator between the Government and civil
society. They work on several contemporary issues or specialised subject areas. Raju,
(2002)'# in his paper emphasized importance of social marketing concept for the rural
information system. How PIKs (Public Information Kiosks) can bring about change in the
social systems of the rural community. He also dealt in areas like what, why and how to train
for the external and internal audiences. Educating the rural development staff, the people
concerned with information provision is very important and often becomes key to the
success of any rural programme. The target audiences are generally NGOs sectors, the paper
gave general concept of 4 Ps of marketing in rural sector.

8.5 Management Library

Over the years several management institutions crop up in all over India. Gaur (2002)3°
given in his paper the various efforts have been made to find out the new ways and means
for the marketing of library and information services and products through a survey carried
out in the 13 management libraries of NCR. Issues involved in the marketing of library and
information services have been discussed. On the basis of the findings of the survey the new
avenues available in the above field has been presented.

8.6 Socio-Economic Library

The IPE (Institute of Public Enterprises), Hyderabad conducted a survey in marketing of
information products and services. In the report it was not mentioned that special librarians
and information professional are not much familiar with the contemporary approach to
marketing. Because they do not believe that they have to market their resources and
services. There are some centers who effort to apply it but the requisite date is lacking and
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some of the centers need lot of marketing orientation programme (NISSAT, 1991),
Ramaiah and Satish (1988)'32 examined the services rendered by the CIEFL and library to its
users; the services in the final analysis found a community of consumers, demand for them,
ultimate marketing or sometimes sale of the products saving the time, money and energy of
the consumers.

8.7 R&D Institutions Library

The gradual change in the need and use of the marketing concepts in libraries and
information centers and its fruitful effects in the service to the library users, and studies
marketing of information products and services in LICs of R&D institutions of CSIR of India
Kanaujia (2004)33. The paper discussed the role of these LICs including marketing approach,
need and application of a marketing programme with the help of a survey. For the survey,
data were collected through a mailed questionnaire along with interviews. The findings
reveal that librarians have a positive attitude towards the different aspects of marketing of a
library’s information products and services. The study recommends that currently efforts for
increasing user-awareness and separate financial support are requisite for efficient
marketing. Instead of scattered approaches and different styles, a coherent view must be
taken. Ramanna and Ranganath (1988)*3% NICFOS at CFTRI has been rendering information
services and generating various information products to meet the specific needs of users in
R&D institutions, industry, government department and others in the area of Food Science
and Technology and allied areas at an affordable price. The efforts made and the experience
gained by the Center in popularization of these products and in extending the services along
with the results achieved so far is presented in this paper.

8.8 Corporate Information Centre

The author stated the importance of information in general and R&D in particular. Khan and
Naika (2008)*> in his paper defined marketing, components of marketing and need for
marketing of information products and services. They discussed the importance and role of
information in industrial development and then gives a very brief outline of South Canara
industrial information infrastructure. They urged for the need for the establishment of
industrial information centers and systems in industry and for networking of library and
information centres so as to market information products and services. Guha (1995)%
discussed in the paper that the concept of tradable information and the methods of value
addition to the government held information and the possibilities of privatisation in this
area. It also mentions the outcome of the first information industry-promoter-user meet
held by NISSAT in 1994% and the subsequent work that is required to be done in this area.

8.9 Science and Technology Library

Ramanna and Ranganath (1989)'% in their paper dealt with marketing of information
products and services of the National Information Center for Food Science and Technology
(NICFOS). Proliferation of information, particularly in science and technology has given rise
to difficulty in accessibility to the user at the right time. Unprecedented increase in the cost
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of information products and services has made it almost impossible for the user to have
access to information sources. In such a situation the result could be disastrous and may
impair the application of technological innovations for development, especially in
developing countries. While conducting the survey, they have raise questions like — will the
center be provide the information on subsidized basis and cater to the wider circle or
become self-sustaining and cater to the limited number of users.

9.0 Summary

The researcher surveyed different libraries to collect secondary resources published in
various books, journals, reports etc. The papers were reviewed keeping in mind the
objectives of the research study. The literatures were divided into major areas such as —
international perspectives and Indian perspectives. It was observed that both in
international and Indian scenarios, the marketing practices in special library services were
discussed in several papers. There are many aspects of marketing in international
perspectives are discussed at length whereas in Indian perspectives which are areas were
not discussed in secondary sources. In Indian published literature reviewed, some
components were not touched upon or addressed such as benchmarking, core competency
of the special librarians, balance library scorecard, entrepreneurship, CRM, marketing
practices etc.

10.0 References:

1. Singh, S. P.,(2006).Special libraries in India: Some current trends. Library
Review. 55(8): 520-530

2. Ghosh, G B.,(1964).IASLIC, Special libraries 55(8): 569-573

3. Prins, H & De Gier.W.,(1995).The Image of the Library and Information
Profession. How we see ourselves: An investigation.

4, Schachter, D.,(2006). An essential function for special librarians. Information
outlook. 10(10): 8-9

5. Witter, R., (2001). Special Libraries — how to survive in the twenty first
century. The Electronic Library. 19(4): 221-224

6. Hillenbrand, C., (2005). Librarianship in the 21st century — crisis or
transformation? The Australian Library Journal. May: 164-181.

26 |Page



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Schachter, D., (2006b). The true value of customer service, viewed
www.sla.org/io/2006/08.

Johnson, E M., (1915). The special library and some of its problems. Special
Libraries 6: 158

Ridley, A. F., (1925). Special Libraries and information Bureaux — their
development and future in Great Britain. Library Association Record 3(12): 243

White, H. S.,(1984). Managing the special library. White plains, Knowledge
Industry Publications, New York.

Ferguson, E.,(1953). Preface to directory of special libraries. 4" Edition.
Special Libraries Association, New York.

Dudgeon, M. S.,(1912). The scope and purpose of special libraries. Special
libraries (3): 133

Lapp, John A,, (1918). The growth of big ideas. Special libraries( 9): 157

Ashworth, W., (1967). Handbook of special librarianship and information
work.3" Edition. Aslib, London.

Astall, Ronald.,(1966). Special libraries and information bureaux. Clive
Bingley, London.

ISO, 1982. Information transfer Ed 2. International Organisation of
Standardization, Geneva.

UNESCO, (1958). Needs of special libraries. UNESCO Bulletin for Libraries (10):
11-12: 254

Dana, John Cotton (1910). The President’s Opening Remarks. Special Libraries
1(1):5

Josephson, A. G. S., (1912). What is a special library?. Special Libraries 3 (8): 145

27 |Page


http://www.sla.org/io/2006/08

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

Johnson, Ethel M., (1915). The Special Library and some of its Problems.
Special Libraries. 6: 158

Rankin, Rebecca B., (1923) The Public Library and the Special Library. Special
Libraries 14(5): 76

Ridley, A F., (1925). Special Libraries and Information Bureaux: Their
Development and Future in Great Britain. Library Association Record.,

3(12): 243

Moriarty, J H., (1945). The Special Librarian — How Special. Special Libraries
36(2): 39

Hutton, R S., (1945). The Origin and History of Aslib. Journal of
Documentation. 1(1): 11.

Henkle, Herman H., (1949). Education for Special Librarianship. In: B R
Berelson (edt)., Education for Special Librarianship. American Library

Association, Chicago.

Ranganathan, S R.,(1949). Special Librarianship — what it connotes? Special
Libraries 40(9): 361-367

Arnold, D V., (1950). Why Special Libraries? In: Proceedings of the Annual
Conference. The Library Association, London., p 27.

Morley, Linda. (1950) Contributions towards a Special Library Glossary. 2"
Edition., Special Library Association, New York. p 19.

Waters, Edward N., (1952). Special Library Education. Library Trends 1(2): 245

Shera, Jesse H., (1952). Special Libraries and Documentation. Library Trends.
1(2): 194-196.

Vormelker, Rose L., (1952). Special Library Potential of the Public Library.
Library Trends 1(2): 200

28 |Page



32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43,

Kinders, Katharine L., (1953). What makes us Special? Special Libraries 44(7):
274-275

Ferguson, Elizabeth, (1953). Preface to Directory of Special Libraries. 4t
Edition. Special Libraries Association, New York.

Vickery, B C., (1953). Recent Trends in Special Libraries. Northwestern
Polytechnic School of Librarianship Occasional Papers No 1, June 1953, p 17.
An abridged version of this paper was published in Library World 55: 4-8

Foskett, D J., (1955). Special Libraries In: Proceedings of the Annual
Conference. The Library Association, London pp: 69-70

Gray, D. E., (1957). General Problems of Information Services. Special
Libraries 48(8): 313-320

Adkinson, B. W., (1960). Where will the scientist find his information — The
Special Library? In: Science, Technical Libraries and the Education of Special

Librarians. Drexel Institute of Technology, Philadelphia pp. 8-16

Kruzas, Anthony T., (1961). Development of Special Libraries for Business and
Industry. PhD dissertation, University of Michigan pp. 12, 28, 30-32

Wright, J E., (1962). Special Library and Information Work. In: W. Ashworth
(edt). Handbook of Special Librarianship 2" Edition. Aslib: London pp:2, 5, 9

Kyle, B. (1962). Administration. In: W. Ashworth (ed). Handbook of Special
Librarianship 2" Edition Aslib, London p. 11

Wasserman, P., (1964). One of a Species: The Special Library: Past, Present
and Future. Library Journal 89(4): 797

Echelman, Shirley (1976). Toward the New Special Library. Library Journal
101(1): 91-94.

Zachert, M J & Williams, R V., (1986). Marketing measures for information
services. Special Libraries 77(2): 61-95

29 |Page



44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

Spaulding, F. H.,(1988). Special Librarian to Knowledge Counsellor in the Year
2006. Special Libraries (Spring): 83-91.

Gakobo,J .,(1985).The role of the special collection in the academic library.
International Library Review 17(4): 405-418

Budington, W S.,(1964). Preface to the Standards for Special Libraries. Special
Libraries 55(10): 671-679

Drake,M. A.,(1980) .The environmental for special libraries in the
1980s.Special Librares 7(12):509-518

Sable, E M., (1964). A Management concept of the modern special library.
Special Libraries 55(1): 23-25

Hill Linda L., (1990). Education for Special Librarianship. Special Libraries fall:
317-327

Farber M. & Shoham,(2002). Users, end-users and end user searchers of
online information: a historical overview. Online information review 26(2):
92-100

Coover, R W., (1969). User needs and their effect on Information Center
Administration. Special Libraries 60: 446-456

Sable,E.M., (1964) .A management concept of the modern special library.
Special Libraries.55(8):23-25

Landau, H B.,(1973). Contract services in the special library: The make or buy
decision. Special Libraries 64(4): 175-180

Correia, C. C.,(2006). Libraries and competition: Intelligence for Management
and Strategy. Information Outlook 10(7): 23-31

RRFCN (2006). The Best way to get your clients: The Right Information —is to
find out exactly what they want. Information outlook 10(4): 33-35

30|Page



56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

Gibbs,B .F., (1993). Subject specialization in the scientific library [in Japanese.]
Bulletin of Japan Special Libraries Association 144:35-7.

Singh S P & Kumar, K (2005). Special Libraries in electronic environment.
Bookwell publications, New Delhi.

Jacob, Mary E., Dodson Ann T., & Finnega, N.,(1981). Special libraries and
databases: A state of the Art report. Special Libraries 72(2): 103-117.

Himmel & Wilson,(2001). Are libraries (and librarians) kaput? Public Library
Quarterly 19 (1):3-9.

Bailey, Martha, J., Buckland, Michael K., & Dagnese, Joseph M. (1975).
Influencing change: The role of the professional. Special Libraries

66(4): 183-187

Mackenzie Owen,] S. (1991). Documentary information in the knowledge-
based organization. Open 23(3) :103-105

Gardner,R J.,(1980). Is tension inevitable between SLA and Associated
Information Managers?.Special Libraries 71(9):373-378

Lettis,L (1999). Are we keeping pace with change? Information
Outlook.3(3):24-6

Wesley,D.,(2000). Retaining workers in the knowledge economy:
6 propositions for the next generation. Information Outlook 4(10): 34-8, 40

Dana, J C.,(1919). The Business man and the special library. Special
Libraries.10(1/2):1-6.

Edlund, S.,(1953). Major problems of Special libraries: what to do about
them. Special Libraries 44(5):182-183.

Duffek, E., & Harding, W.76,(1993). Quality management in the military: An
overview and a case study.Special Libraries 84(3):137-141

31|Page



68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

Kuter, L.S.,(1954) Airman at Yalta.1lst edition. Sloan and Pearce,New York
[1955] 180 p. illus. 20 cm

Cloud, G H.,(1955). What’s in the future for special librarianship. Special
Libraries 46(7):303-307.

Carlson, W M., (1964). The research librarian in a challenging age.Special
Libraries. 55(1):647-650.

Simmons, J M., (1965). The special librarian as company archivists. Special
Libraries 56(9):93-99.

Landau, H.B.,(1971). Con the librarian become a computer data base
manager?Special Libraries .62(3):117-128

Platt, W.C., (1972). The consumer librarian. Special Libraries.63(10):463-468

Dodd, J.B., (1976). Information brokers. Special Libraries 67(5/6):243-250.

Daniel. Evelyn, (1982). 1980’s Forecast: Special librarian to information
manager. Special Libraries 73 (2): 93-99.

Hill, Linda L.,( 1985). Issues in network participation for corporate librarians.
Special Libraries.Winter:2-10.

Besant, Larry X., (1993). Transformation Librarians and Entrepreneurial
Librarians: are they different? Special Libraries 84(4): 218-219

Clair, Guy St., (1993). Benchmarking, Total Quality Management, and the
Learning Organisation: new Management Paradigms for the Information

Environment. 84(3): [Special Issue]

Barreau, Deborah, (2004). The new Informational professional: Goldspiel
grant recipient compares vision to practice. Information Outlook.April:31-34.

Batten,W E.1975. Information science applied . In: W E Batten(Edt) Handbook
of special librarianship and information work.4t™ edition:1-7.

32|Page



81.

82.

83.

84.

85.

86.

87.

88.

89.

90.

91.

92.

Walford,B. P.,(1974). The evaluation of special librarians. Special
Libraries.65:489-492.

Tibbetts,P., (1974). Sensitivity training:A possible application for librarianship.
Special Libraries.65:493-494

Ladner,S .J.,(1994). Resource sharing in sci-tech and business libraries: formal
networking practices. Special Libraries 83 (2):96-112

Reddy,V. P.,(1993). Job preferences in university and special libraries .Library
science with a slant to documentation 30(1):6-10

Mulcahey, J. H., (1957). Training special library assistants. Special
Libraries.48(3):105-108.

Wesner, J. P.,(1955). Training of nonprofessional staff. Special Libraries.
46(10):434-440.

East, H.,(1983). Changes in the staffing of UK special libraries and information
services in the decade 1972-81: a review of the DES census data. Journal of

Documentation 39(4):247-265.

Paris,M & White,H S.,(1986). Mixed signals and painful choices: the education
of special librarians. Special libraries 77(4):207-212

Halliday,L.,(2000) From campus to corporation: the world of work is waiting.
Information World Review 162:114

Carrington, C(2006) The State-of-the-Art Institute proceeedings: reading
about revolutionary ideas in technology.Information Outlook4(1):34-36

Koenig, M .E.D.,(1983). Eduaction for special librarianship. Special Libraries.
April:182-196

Cibbarelli,P., (1998). Reality check: today’s library automation marketplace.
Electronic Library 16(3):167-170

33|Page



93.

94.

95.

96.

97.

98.

99.

100.

101.

102.

103.

104.

105.

Tchobanoff, J P & Price,] A.,(1993). Industrial information service managers:
expectations of, and support of, the educational process. Library Trends
42(2):249-256.

Clough,M E & Galvin,T. J.,(1984). Educating special librarians: toward a
meaningful practitioner-educator dialogue. Special Libraries 75(1):1-8

Gupta’s,D. K.,(1999). Training needs of LIS teachers in IT environment. IASLIC
Bulletin 44(4):185-189

Crosby,J.,(1999). Outsell survey reflects future for information professionals.
Information Outlook 3(10):16.

Zipperer, L & Thompson,S.,(2002). Communicating competencies and
collaboration. Information Outlook 6(9):28-34

Thompson,S. M.,(2002). Guerrilla marketing: Agile advertising of information
services. Information Outlook. 2(3):26-29

Ladendorf, J. M ., (1970). The special librarian in the modern world. Special
Libraries 61: 531-537

Dagar, C. M., & Stratigos,A.,(2000). The changing roles of information
professionals: excerpts from an Outsell, Inc. study.Online 24(2):28-30.

St. Clair, (1991). A Venerable and Cherished Institution: The University Club of
New York, 1865-1990 .The University Club, New York.

Kooijman-Tibbles,H. C.,(1992). Status and appreciation: the position of the
librarian in the academic and special library. Open 24(6):202-206

Kok,W.,(1984). Special libraries and special librarian. Open 16(4):177-183.

Bender, D. A., 1998). What's special about special libraries? SLA and the
continuous education challenge. Inspel 32 (4) :197-204

Grealy, D. S., & Greenman, B. A,,(1998). Special librarians set new standard
for academe. Information Outlook 2(8):17-20.

34|Page



106.

107.

108.

109.

110.

111.

112.

113.

114.

115.

116.

117.

118.

Scott,P. J., & Kirby,A. E.,(1999). The SLA competencies: raising the bar on
performance. Library Journal 124 (12) :46-8

Monty, V ., (1994. ). Effective team building and personality types.Special
Libraries 85 (1):1-7.

Carr, S.J.,(1992). Strategic planning in libraries. Library Management13 (5) :4-17

Gothberg, Helen M.,(1991). Time management in special libraries. Special
Libraries 119-130

Kotler P. & Levy, S.,(1981). Broadening the concept of marketing. In: Cronin,
Blaise (Edt) Marketing of library and information services. Aslib, London.

Shapiro, B. P.,(1981). Marketing for non-profit organisations. In: Cronin,
Blaise (Ed) Marketing of library and information services. Aslib, London.

Bellardo, T., & Waldhart, T. J.,(1977). Marketing of products and services in
Academic libraries. Libri 27(3): 187-94.

Rama Patnaik, (1996). Relevance of Marketing for Library and Information
Centers. Library Science 33(3): 153-159.

Renborg, G.,(2000). Marketing Library Services: How It all Began. In: R. Savard
(ed), Adapting Marketing to Libraries in a Changing and World-wide

Environment. (IFLA Publications series: 89). K G Saur, Munchen.

Lutie Stearns (1896). The child and the small library.[Madison] 1898., 9 p. pl.
23 cm

John C. D., (1910) .Beginnings of art in Italy and America," Independent, LXVIII
(1910), 807-10. "Insurance libraries," Library journal, XXXV (1910):61-62.

Kate Coplan .,(1920). The Library Reaches Ouit. Oceana Publications, Dobbs
Ferry .

Joseph, W.,(1924). The Library and the Community. American Library
Association, Chicago.

35 |Page



119.

120.

121.

122.

123.

124.

125.

126.

127.

128.

129.

130.

131.

Marie D. L.,(1930). Publicity Primer. H W Wilson, New York, (1959 reprinted).

Sarah L, W.,(1953). Promotion Ideas for Public Libraries. American Library
Association.

Harold Jolliffe 1960. Public Library Extension Activities. The Library
Association, London.

Betty,R.,(1970). Public Relations for Public Libraries. H W Wilson, New York.

Allan Angoff (1973). Public Relations for Libraries. Greenwood Press,
Westport, Connecticut, London, England.

Kotler, P.,(1977). Marketing for Non-profit Organizations. Prentice Hall, Inc.

Greta R.,(1963). Marketing library services. How it all began. Paper presented
at the 63rd IFLA General conference, August 31-September 5 1957.Viewed 6
May 2008, http://www.ifla.org/IV/ifla63/63reng.htm

Jayasundara, C.C.,(2001). Implementing a customer relationship marketing
system in special libraries of Sri Lanka. Information Studies 7(3-4): 139-152

McGregor, & Wanat, C.,(1983). Marketing a model information service.
Library Management Bulletin 7(2):8-12.

Perrott, A.M.J.,(1983). Setting up a 'One-Man Band' library in a commercial
environment. Aslib Proceedings. 35 (3):156-163

Nkanga,N. A.,(2002). Marketing information services in Botswana: an
exploratory study of selected information providing institutions in Gaborone.
Library Management 23 (6/7): 302-13

Rajyalakshmi, D. & Waghmare, S B., (2004). Marketing and pricing of
Knowledge Products and Services. Library Herald 42(3): 218-234

Kassel,A., (2002) Marketing: realistic tips. Information Outlook 6(11), viewed
06 October, 2002 at http:www.sla.org/content/shop/information/infooline/
2002/nov02.

36|Page



132.

133.

134.

135.

136.

137.

138.

139.

140.

141.

142.

143.

Claggett,., L(2002). Identify your brand before you market. Information
Outlook.6(11):12-15.

Van der Kooij., & Kooij, Van der, (1986). Public relations in speciale
bibliotheken. Public relations in special libraries. Open 18(5):237-244.

Kennedy, M. L.; Ertel, M.; Pearlstein, T.; Phillis, S., (2002). Barriers to
marketing of information products and services in libraries. Information
Outlook. 6 (3):6-8, 11-12, 14, 16. il

Kotler, (1988). Marketing Management: Analysis, Planning and Control,
Prentice-Hall, Englewood CliffsNew Jersey.

DiMattia,S. S.,(2001). National Geographic's evolving library. Library Journal
126(12):44-46.

Dobson, C.; Ernst, C.,(1999). ISO 9000: the librarian's role. Information
Outlook 3(6):25-28

Chambers,J.,(1999). End-user document supply or who needs an interlibrary
loans service? A special library's perspective. Interlending and Document
Supply 27(2):71-79.

Witter,R.,(2001). Special Libraries — how to survive in the twenty first century.
The Electronic Library. 19(4): 221-224

Tees, Miriam H.,(1986). Faculty involvement in the Special Libraries
Association. Journal of Education for Library and Information Science
29(4):297-304.

Cornish,G. P.,(1993). The changing role of special libraries in document
supply. Inspel 27(4):211-218

Powell, A. (1994). Management models and measurement in the virtual
library. Special Libraries 85(4): 260-263

Davies, J.,(1985). Dissemination of information in special libraries. Singapore
Libraries 15:29-37

37|Page



144.

145.

146.

147.

148.

149.

150.

151.

152.

153.

154.

155.

156.

Van Dijk, (1991). User’s request in special library. Open 23(3):87-89

Shaw, P. S.,(1995). Strategic planning in libraries. Journal of Information,
Communication, and Library Science 2(2):29-47

Pathak,P J & Das, S 2001. Utilization of electronic information at IPR Library: a
case study. Information Studies 7(2):109-120

Green, K E Whiting, J 1984. Combined production of a current awareness
bulletin and a database on a microcomputer.Program18 (4): 298-307

Haricombe,L. J.,(1998). Service to remote users.Library trends 47(1):1-184.

Sturges,P.,(2001). Gatekeepers and other intermediaries. Aslib Proceedings
53(2):62-67.

Russel’s, R. A., (1986). The high tech revolution.Special Libraries 77(1):1-8

DiMattia,S. S.,(2002). Creative intranets. Library Journal 127(12):40-42

Gustitus, S.,(1998). The push is on: what push technology means to the
special librarian.Information Outlook 2(1):21-24.

Hlava, A. L. K.,(2002). The information essentials of Drucker.Information
Outlook.6(8):40-41

Henczel, S., (2002). Benchmarking measuring and comparing for continuous
improvement. Information Outlook 6(7) accessed via www.sla.org on
23.08.2008.

Poling, N., (2002). Ahead or behind the curve. Information Outlook.6(7). Viewed
23 August,2008 at http:www.sla.org/content/memberonly/infooline/2002/jul02/
poling/cfm

Dowling,M.,(2001). Libraries, librarians, and library associations in the United
States in 2001: making a difference in the knowledge age. IFLA Journal
27(3):133-142

38|Page



157. Fye,E. C.,(1998). Old MacDonald didn't have IT: Web farming in the info age.
Information Outlook.2(12):42-43

158. Otike, J. N.,(1987). A proposal for the establishment of a formalised co-
operative programme for special libraries in Kenya.Inspel 21(2):103-118

159. Schiff, A. L.(1999). Special libraries and the program of cataloguing.
Information Outlook 3(10):14

160. Regan,]., (2000). Networking the Asia-Pacific: a co-operative library venture
begun through Special Libraries Associations (SLA) and the Australian Library
and Information Association (ALIA).Inspel 34(3/4):238-244

161. Paster,A & Osif,B.,(1992). Great Expectations: Satisfying Today's Patrons. The
entity from which ERIC acquires the content, including journal, organization,
and conference names, or by means of online submission from the
author.Special Libraries, 83 (4 ):195-98

162. Haag,D. E.,(1984). Barriers limiting the usefulness of published information in
the research environment. Special Libraries 75(3):214-220

Webliography

1. W1: www.sla.org (downloaded on 16 November, 2008)

2. W2: http://www.musiclibraryassoc.org/pdf/Core_Competencies.pdf

References

1. Kotler, P. (2001)Kotler on Marketing: How to win, create and dominate
markets. Free Press.

2. Levitt, J (1995)Marketing myopia. In B M Enis, K K Cox and M P Mokwa (edts).
Marketing classics: a selection of influential articles. 8th edn, Prentice Halo:
Upper Saddle River, NJ.

3. Denny, L. (2001). Marketing your library for competitive advantage. Accessed

at http://conferences.alia.org.au/libtec2001/papers/denny. on 25.07.2003.

39|Page


http://www.musiclibraryassoc.org/pdf/Core_Competencies.pdf
http://conferences.alia.org.au/libtec2001/papers/denny.%20on%2025.07.2003

10.

11.

12.

13.

14.

15.

Guevara, S., (2008).Proactive Marketing: Connecting with the corporate
clients. Information Outlook Accessed at www.sla.org on 07.02.2009.

Stanton, W J, Miller, K E & Layton, R A (1994). Marketing in non-profit
organizations. In Fundamentals of marketing. 3rd Australian Edn. McGraw
Hill: Sydney.

Sterngolod A (1982). Marketing for special libraries and information: The
positioning process. Special Libraries Oct: 254-259.

Grzecznowska, A (2002). Business information at smaller enterprises - and
change on the market of information services. Business Information - EBIB
No. 11/2002.

Richter, B., (2003) External and internal marketing of library services,
applying commercial experiences. Accessed at www.icml.org/monday/
marketing/ richter.htm.

Amaral, S A (1992). What Library Managers know about marketing: a study of
Brazilian geosciences and mineral technology libraries. Information Development
8(2): 90-94.

Coplen R & Regan M., (1984) Management in special libraries: A case study
approach. Special Libraries 75(2): 126-130.

Park, M K., (1981).Decision making processes for information managers.
Special libraries 72(4): 307-355.

Powers, J E., (1995).Marketing in the Special Library Environment. Library
Trends 43(3): 478-493.

Besant, L X (2000) Libraries need relationship marketing. Information
outlook, March 2000 (online) via http://www.findarticles.com Accessed 13
June 2001.

Shapiro, S J (1980). Marketing and the Information Professional : Odd couple
or meaningful relationship. Special Libraries 71(11): 469-474

Carpenter, B (1998) You attention, please! Marketing today’s libraries.
Computers in Libraries 18(8) http://infotoday.com/cilmag/ accessed
8 July 1999.

40|Page


http://www.icml.org/monday/%20marketing/%20richter.htm
http://www.icml.org/monday/%20marketing/%20richter.htm

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

Coote, H (1994) How to market your library service effectively. Aslib: London

Correia, C C (2006) Libraries and competition: Intelligence for Management
and Strategy. Information Outlook 10(7): 23-31.

Zachert, M J & Williams, R V., (1986). Marketing measures for information
services. Special Libraries 77(2): 61-95.

White, P. (1925) Market analysis and the special library. Special Libraries
(Mar): 85-86.

Crookston, M E (1964) Public relations for the special library. Special Libraries
55(5): 283-285.

Oades, C., (2003).Using organisational goals to reposition the corporation
information center. Library Management 24(6/7): 316-323.

Hill, S.,(2008).Survival strategies in a cost cutting environment. Information
outlook Accessed at www.sla.org on 07.02.20009.

Ferguson, K D., (1927)How to advertise your library to your organization.
Special Libraries (Jan): 13-15.

Jacobus, L M., (1927)How to sell ourselves to our organization. Special
Libraries (Jan): 15-16.

Boyer, E M (1927) How can we sell ourselves to our organization. Special
Libraries (Jan): 16-18.

Reynolds, M.,(1927). Exhibits and Exhibits. Special Libraries (Jan): 18-21.

Knudsen, P (1996). Marketing: an information-intensive territory of the
modern private company. New Library World 97(1129): 12-16.

Thompson, Mark S., (1986). New product analysis of corporate information
services. Special Libraries 90-95.

White, H S., (1979) Cost effectiveness and cost benefit determinations in
special libraries. 70(4): 163-169.

41|Page



30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

Citron H R & Dodd, James B (1984) Cost allocation and cost recovery
considerations in a special academic library: Georgia Institute of Technology.
In: Ellis Mount (Edt) Fee Based Services in Sci-Tech Libraries. New York: The
Haworth Press 1-14.

Warner, A S., (1987).Making money: Fees for information service. Special
Libraries (Fall): 277-280.

Kingman, N M & Vantine, C.,(1997). The special librarian/Fee based service
interface. 68(9): 320-322.

Brown, Susan A. (1997). Marketing the Corporate Information Center for
Success. Online (July/Aug): 75-79.

Tweed S C, (1984).The Library as a Profit Center. Special Libraries 75: 270-274.
Echelman, S.,(1974). Libraries are businesses, Too!. Special Libraries 65: 409-414.

Pertell, G M (1981) Selling the business library. Special libraries 72(4):
328-337.

Stuhlman, D.,(2003).Think like a business, act like a library. Information
outlook. Accessed at www.sla.org on 07.02.2008

Assinder, D., (2004) Delivering business services for libraries. Update 3(3): 32-34.

Schachter, D., (2008). In the future, quality service will continued to be
prized. Information Outlook accessed at www.sla.org on 23.08.2009.

Rowley, J(2002). Eight questions for customer knowledge management in
e-business. Journal of Knowledge Management 6(5): 500-511.

Devadason F J & Lingam, P P(2003). Practical steps for identifying information
nees of clients. Accessed at www.geocities.com/athens /5041/infneed.html
dated 16.08.2003.

Crum, N J (1969). The Librarian-customer relationship: Dynamics of Filling
Requests for Information. Special Libraries 60: 269-277.

Rowley, J.,(2000). From users to customers? OCLC Systems and Services
16(4): 157-167.

42|Page



44,

45,

46.

47.

48.

49,

50.

51.

52.

53.

54.

55.

56.

Jayasundara, C.C. (2001).Implementing a customer relationship marketing
system in special libraries of Sri Lanka. Information Studies 7(3-4): 139-152

Drake, Miriam A., (1984).Information and corporate cultures. Special Libraries
(Oct): 173-269.

Hulshof, R., (1999). Providing Services to Virtual Patrons. Information Outlook
3(1): 20-23

Chadwick, T B (2005) How search engine marketing tools can work for you.
Information outlook 9(11): 23-36.

Guenther, K., (1999). Customized data delivery through web portals: A case
study. Online (Nov/Dec): 51-56.

Schachter, D., (2008).Librarians have a role in easing information overload
among clients. www.sla.org/io/2008/01.

Abram, S (2007). The future of reference in special libraries is what
information pros can make it. Information outlook Accessed at www.sla.org
on 07.02.2009.

Nijboer, Jelke (2006).Cultural entrepreneurship in libraries. New Library
World 107 (1228/1229): 434-443.

Spencer, F G (2008). From Corporate Librarian to Business School Resource.
Information Outlook 12(5): 16-21.

Henczel, S., (2004). Supporting the KM environment: The roles,
responsibilities, and rights of information professionals. Information outlook
Jan: 14-18.

Webb, Sylvia P., (1995).Pursuing quality in special libraries. Library Review
44(7): 5-7.

White, M D & Abels, E G (1995).. Measuring service quality in special libraries:
Lessons from service marketing. Special Libraries 86(1): 36-45.

Cundari, L. & Stutz, K., 1995 Enhancing Library Services: An exploration in
meeting customer needs through total quality management. Special Libraries
(Summer): 188-194.

43|Page


http://www.sla.org/io/2008/01

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

Huczek, M and Socha, | (2002) The role of inside marketing in the quality
improvement in library work. Promotion of Library services Article — EBIB NO.
3/2002.

Mourey, D A & Mansfield, J W (1984).Quality circles for management
decisions : What in it for Libraries? Special Libraries 75(2): 87-94

Mathews, J P.,(2003). Valuing the Balanced Library Scorecard. Information
Outlook 7(3): accessed at www.sla.org on 01 April, 2003.

Gorny, M. (2002). Time as a quantitative measure of the quality of library
services. Quality in Libraries (Part Il) Article — EBIB No. 2/2002.

Henczel, S., (2002).Benchmarking measuring and comparing for continuous
improvement. Information Outlook 6(7) accessed via www.sla.org on
23.08.2008.

Szczepanska, B. (2002). The information broker — the profession with the
future of futuristic profession? Business information — EBIB No. 11/2002.

Schachter, Debbie, (2007).Does your perceptions of your service match your
clients opinions? www.sla.org/io/2007/04/24.

Nolan, A N(1998).0n the path toward a Proactive library. Marketing Library
services 12(6) via http://www.infotoday.com/MLS/sep98/story.htm accessed
on 13 April 2004.

Murphy, M. (1979) Measuring library effectiveness: A Prelude to Change.
Special Libraries 70(1): 18-25.

Angus, Emma & Oppenheim, Charles (2004). Studies of the characteristics of
brand names used in the marketing of information products and services. Il
Internet related services. Aslib Proceedings. 56(1); 12-23.

Towlson, K., (1995). Information in Business: a mode of co-operation. Library
Management 16(3): 9-14.

Singh, A (1988)Problems and prospects of marketing of library and
information services in specialised institutions. In: S K Kapoor and A
Chatterjee (Eds) Marketing of Library and Information Services in India.
(IASLIC Special Publications No. 28), Papers presented at the 13th National
Seminar of IASLIC, Clacutta, December 20-23, 1988.

44|Page


http://www.sla.org/io/2007/04/24

69.

70.

71.

72.

73.

74.

75.

76.

77.

Choudhuri, A (1988) Information marketing in the light of five laws of library
science. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and
Information Services in India. (IASLIC Special Publications No. 28), Papers
presented at the 13th National Seminar of IASLIC, Clacutta, December 20-23,
1988.

Kaushik, D K (1988) Marketing and information services: some observations.
In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and Information
Services in India. (IASLIC Special Publications No. 28), Papers presented at the
13th National Seminar of IASLIC, Clacutta, December 20-23, 1988.

Mohan, K. (1999). The role of marketing in the field of libraries and
information services: future implications. PhD Thesis, University of Rajasthan,
New Delhi.

Roy S & Chatterjee, A.,(1989). Problem of Library Marketing in India: A Survey
based study. CLIS Observer 6(1-2): 14-19.

Shah ,P C(1995) Commercial information services: A business untapped in
India. DESIDOC Bulletin of Information technology 15(5):11-15.

Mathew, Raju M., 1986. Marketing of social science information and
documentation: The challenges of the third world countries with special
reference to India. International Forum for Information and Documentation
11(1): 19-23.

Kumar, S and Gautum, J N 2008. Relevance of marketing in libraries and
information centers. In: S M Dhawan et al (editors) Shaping the Future of
Special Libraries: Beyond Libraries. SLA Asian Chapter (ICoASL 2008). New
Delhi: Ane Books pp.610-618.

Hussain, A., 2009. Marketing of Library and Information Services: Ned and
Design. In: Rautaray, B and others (Eds) Proceedings of the 10th Annual
National Convention of MANLIBNET on Business and Management
Librarianship: Current trends and future directions (Jan 22-24, 2009 at KIT
University, Bhubaneshwar). New Delhi: Management Libraries Network pp:
245-248.

Patwardhan, D V and Sathyendra Kumar N., 1988 Promotion of information
use in Industrial environment. In: S K Kapoor and A Chatterjee (Eds)
Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988. pp: 87-96.

45|Page



78.

79.

80.

81.

82.

83.

84.

85.

86.

Sridhar, M S, 1988. Customer-characteristics as Criteria for market-
segmentation in libraries. In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),
Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988. pp: 43-52.

Bedi, D S and Vij, R., 1999. Marketing of DRDO Publications: A Case Study. [LA
Bulletin 35(1-2): 11-22.

Venkatesh, N and Cherukulath, W K., 2003. Current trends in Marketing of
Library Services: |IATs Experience. Herald of Library Science 42(3-4): 232-233.

Srivastava, A., 2008. Marketing and Promotion of Library Services: A TCS
experience. In: Jitender Sharma (Ed) Proceedings of the 9th Annual National
Convention of MANLIBNET on Business and Management Librarianship: The
Decade Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New Delhi: Management
Libraries Network pp:15-20.

Sinha, A K (2008) Marketing concepts for library/information
products/services: Issues, techniques and strategies. In: Jitender Sharma (Ed)
Proceedings of the 9th Annual National Convention of MANLIBNET on
Business and Management Librarianship: The Decade Ahead (Feb 4-6, 2008
at ICSSR, New Delhi). New Delhi: Management Libraries Network pp:49-56.

Chandrasekhar G and Satyanarayana, K V 2008. Marketing Matters! A
Corporate Library Experience. In: Jitender Sharma (Ed) Proceedings of the 9th
Annual National Convention of MANLIBNET on Business and Management
Librarianship: The Decade Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New
Delhi: Management Libraries Network pp:137-144.

Natarajan, M., 2008 Marketing of library services: Past, present and future.
In: Jitender Sharma (Ed) Proceedings of the 9th Annual National Convention
of MANLIBNET on Business and Management Librarianship: The Decade
Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New Delhi: Management Libraries
Network pp:229-240.

Seetharama, S., 1988. Guidelines for marketing of information services. In: S
K Kapoor and A Chatterjee (Eds) Marketing of Library and Information
Services in India. (IASLIC Special Publications No. 28), Papers presented at the
13th National Seminar of IASLIC, Clacutta, December 20-23, 1988. pp: 1-16.

Khatri, N K., 2008. Funding opportunities: A case study at ISI Delhi Center
library for Mathematics resources. In: S M Dhawan et al (editors) Shaping the

46|Page



87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

Future of Special Libraries: Beyond Libraries. SLA Asian Chapter (ICoASL
2008). New Delhi: Ane Books pp.436-441.

Ganpule S R and Ganguly B 1988 Marketing of library services to financial service
industry. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and Information
Services in India. (IASLIC Special Publications No. 28), Papers presented at the 13th
National Seminar of IASLIC, Clacutta, December 20-23, 1988.

Paneerselvam, P., 2008. In: Jitender Sharma (Ed) Proceedings of the 9th
Annual National Convention of MANLIBNET on Business and Management
Librarianship: The Decade Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New
Delhi: Management Libraries Network pp:303-306.

Chaudhari, M., 2008. Global Reference Desk: A Virtual Library Model at TCS.
In: S M Dhawan et al (editors) Shaping the Future of Special Libraries: Beyond
Libraries. SLA Asian Chapter (ICoASL 2008). New Delhi: Ane Books pp.15-21

Shah P C and Sitwala, K C, 1997 Making a database product self-sustain: The
experience of TEXINCON. DESIDOC Bulletin of Information technology 17(4): 5-9.

Ghosh, S B 1988 Marketing approach to STl services and products at national
level — some policy issues. In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),
Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988. pp: 17-27

Rajyalakshmi, D. and Waghmare, S B., 2004. Marketing and pricing of
Knowledge Products and Services. Library Herald 42(3): 218-234

Yadav, R and Gupta S., 1988. Pricing of library and information services. In: S
K Kapoor and A Chatterjee (Eds) Marketing of Library and Information
Services in India. (IASLIC Special Publications No. 28), Papers presented at the
13th National Seminar of IASLIC, Clacutta, December 20-23, 1988.

Jotwani, D and Haravu, L J. 1993. Pricing of the SDI Service at ICRISAT. Journal
of Information Science. 19: 51-55

Kar, Debal C and Siddiqui, A.M., 1989. Information and Information Products:
A Priced Commodity. Infomediary 3: 15-19

Kar, Debal C., 1992. Information Services and Products: A Marketing
Approach within an Indian Context. Library Review ??7?? : 42-47

47|Page



97.

98.

99.

100.

101.

102.

103.

104.

105.

Khan and Das 1988 Problems in pricing of secondary information product and
services. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and Information
Services in India. (IASLIC Special Publications No. 28), Papers presented at the 13th
National Seminar of IASLIC, Clacutta, December 20-23, 1988.

Mohandas M K and Shet K C., 1988 The KREC, library and information
services: A case study. In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),
Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988.

Siddiqui A M and Kar, Debal C 1988. Information: A priced commodity. In: S K
Kapoor and A Chatterjee (Eds) Marketing of Library and Information Services
in India. (IASLIC Special Publications No. 28), Papers presented at the 13th
National Seminar of IASLIC, Clacutta, December 20-23, 1988. pp: 103-106

Singh, R., 2000. Assessment of promotional aspects vis-a-vis marketing in
CSIR libraries and Information Centers of India. ILA Bulletin 36(2): 39-47

Singh, Rajesh and Satyanarayana, N R. 2002. Marketing in CSIR Libraries and
Information Centers: A study on Promotional efforts. IASLIC Bulletin 47(1): 45-54

Kothainayaki, S. and Gopalakrishnan, S., 2008. Marketing of Library services
using Blogs. In: Jitender Sharma (Ed) Proceedings of the 9th Annual National
Convention of MANLIBNET on Business and Management Librarianship: The
Decade Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New Delhi: Management
Libraries Network pp:209-218

Dutta, H K and Chowdhury, G G 1988 Promotion of industrial information
service: a marketing approach. In: S K Kapoor and A Chatterjee (Eds)
Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988. pp: 75-86.

ljari S R and Kittur, S B, 1988 Information services for an industrial
organisation. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and
Information Services in India. (IASLIC Special Publications No. 28), Papers
presented at the 13th National Seminar of IASLIC, Clacutta, December 20-23,
1988.

Chakraborty, A K 1988 Multimedia information transfer and marketing of
information service. In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),

48 |Page



106.

107.

108.

109.

110.

111.

112.

113.

Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988. pp: 113-124.

Chary, M L N 1988 Role of public relations tools in marketing library and
information services In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),
Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988.

Roy S and Chatterjee A 1988 Does your library marketing pay?. In: S K Kapoor
and A Chatterjee (Eds) Marketing of Library and Information Services in India.
(IASLIC Special Publications No. 28), Papers presented at the 13th National
Seminar of IASLIC, Clacutta, December 20-23, 1988.

Shah, P C, 1998. Marketing vis-a-vis Revenue generation in libraries and
information centers: An Indian Experience. DESIDOC Bulletin of Information
Technology 18(3): 21-28.

Srivastava, A K., 1995 Marketing Perspective for Information Services and
Products in Indian Petroleum Industry. Annals of Library Science and
Documentation 42(2): 61-66.

Wagh S T and Gore S A., 2008. Customized Information Services to Manage
the Information Overload — A TCS Approach. In: S M Dhawan et al (editors)
Shaping the Future of Special Libraries: Beyond Libraries. SLA Asian Chapter
(ICoASL 2008). New Delhi: Ane Books pp.22-28.

Radhakrishna Murthy, S., 1988 A study of the promotion of the marketing of
information services in nutrition science. In: S K Kapoor and A Chatterjee
(Eds) Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988.

Inder Mohan, R (1988). Marketing of Information: A Cognitive model of user
decision process. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library
and Information Services in India. (IASLIC Special Publications No. 28), Papers
presented at the 13th National Seminar of IASLIC, Clacutta, December 20-23,
1988. pp: 33-42.

Sahu, Hemant Kumar and Singh, Surya Nath. 2008. Information seeking
behaviour users in Astronomy Information centers and libraries in India: A
Pilot study. In: S M Dhawan et al (editors) Shaping the Future of Special

49|Page



114.

115.

116.

117.

118.

119.

120.

121.

122.

Libraries: Beyond Libraries. SLA Asian Chapter (ICoASL 2008). New Delhi: Ane
Books pp.103-114.

Bhat, Ishwara M., 1998. Marketing of Library and Information Services at
British Council Library Network in India. DESIDOC Bulleting of Information
Technology 18(3): 29-33.

Kulkarni, S M., 1988 Promotion techniques for library movement. In: S K
Kapoor and A Chatterjee (Eds) Marketing of Library and Information Services
in India. (IASLIC Special Publications No. 28), Papers presented at the 13th
National Seminar of IASLIC, Clacutta, December 20-23, 1988. pp: 107-112.

Manjunatha, K. and Shivalingaiah, D., 2000. Customers Research in Libraries:
A study of methods and Barriers. Annals of Library Science and
Documentation 47(3): 101-114.

Hariharan, A., et al (2007). Customized web-based services at SERC library
with special reference to alert services. DESIDOC Bulletin of Information
Technology 27(3): 31-38.

Bhatt, M Iswara, 2008. Designing efficient home pages for special libraries. In:
S M Dhawan et al (editors) Shaping the Future of Special Libraries: Beyond
Libraries. SLA Asian Chapter (ICoASL 2008). New Delhi: Ane Books pp.420-435

Seetharaman, M N., 1995. Marketing of Information Products and Services
through a Consortium Approach. DESIDOC Bulletin of Information Technology
15(4): 3-9.

Lahiri A (1995). Privatisation of Information Services. DESIDOC Bulletin of
Information Technology. 15(5): 3-6.

Sen, S 1988 Emerging opportunity entrepreneurship through information
marketing. In: S K Kapoor and A Chatterjee (Eds) Marketing of Library and
Information Services in India. (IASLIC Special Publications No. 28), Papers
presented at the 13th National Seminar of IASLIC, Clacutta, December 20-23,
1988. pp: 97-102.

Gopinath, M A 1988 Curriculum of library and information science courses
and marketing of information services In: S K Kapoor and A Chatterjee (Eds)
Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988. pp: 125-230.

50|Page



123.

124.

125.

126.

127.

128.

129.

130.

131.

132.

Satyanarayana K V, 2008. Offshoring of Information and Research Services to
India. In: S M Dhawan et al (editors) Shaping the Future of Special Libraries:
Beyond Libraries. SLA Asian Chapter (ICOASL 2008). New Delhi: Ane Books
pp.10-14.

Siva Reddy K and Varalakshmi, R S R 1988 Marketing strategies for health
science information services with reference to India. In: S K Kapoor and A
Chatterjee (Eds) Marketing of Library and Information Services in India.
(IASLIC Special Publications No. 28), Papers presented at the 13th National
Seminar of IASLIC, Clacutta, December 20-23, 1988.

Rathore, J M S (1995) Marketing of information services and products of
agricultural research institutes under ICAR. PhD thesis, University of
Rajasthan, Jaipur.

Haravu, 1988. Marketing of Library and Information Services. IASLIC Bulletin
33(4): 139-147.

Agarwal, S P and Manohar Lal. 1986 Government of India Documents: Need
for Better Utilization and Marketing. Library Herald 24(3&4): 160-176.

Samantaray, M and Rath, P., 1988 Marketing of library service: analysis of
users need in Orissa secretariat library. In: S K Kapoor and A Chatterjee (Eds)
Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988.

Raju, K A., 2002. Social Marketing of Rural Development Information: A Case
Study. ILA Bulletin 38(4): 142-144.

Gaur, Ramesh C., 2002. New Avenues for Marketing of Library and
Information Services and Products: A Study of Management Libraries of NCR.
SRELS Journal of Information Management 39(3): 283-300.

NISSAT, 1991. Marketing of Information Products — IPE Study. No 1: 11p.

Ramaiah L S and Satish N., 1988 Information marketing in English language
and literature in India: the role of CIEFL. In: S K Kapoor and A Chatterjee (Eds)
Marketing of Library and Information Services in India. (IASLIC Special
Publications No. 28), Papers presented at the 13th National Seminar of
IASLIC, Clacutta, December 20-23, 1988.

51|Page



133.

134.

135.

136.

137.

138.

139.

140.

141.

142.

Kanaujia, S., 2004. Marketing of Information Products and Servoces in Indian
R & D Library and Information Centers. Library Management 25(8/9): 350-360

Ramanna B and Ranganath K A 1988 Marketing of information products and
services of the National Information Center for Food Science and Technology
(NICFOS) — a case study. In: S K Kapoor and A Chatterjee (Eds) Marketing of
Library and Information Services in India. (IASLIC Special Publications No. 28),
Papers presented at the 13th National Seminar of IASLIC, Clacutta, December
20-23, 1988.

Khan, M K and Naika, R., 2008 Marketing of information for industries in
South Canara: A scenario. In: Jitender Sharma (Ed) Proceedings of the 9th
Annual National Convention of MANLIBNET on Business and Management
Librarianship: The Decade Ahead (Feb 4-6, 2008 at ICSSR, New Delhi). New
Delhi: Management Libraries Network pp: 203-208.

Guha, B., 1995. Privatisation of Tradeable Government Information. DESIDOC
Bulletin of Information Technology. 15(5): 23-26.

Ramanna B and Ranganath, K A, 1989. Marketing of Information Products
and Services of the National Information Center for Food Science and
Technology (NICFOS) — A Case Study. Library Science 26: 114-126.

Satyanarayana KV, 2008. Offshoring of Information and Research Services to
India. In: S M Dhawan et al (editors) Shaping the Future of Special Libraries:
Beyond Libraries. SLA Asian Chapter (ICoASL 2008). New Delhi: Ane Books
pp.10-14.

Pujari, A and Shaikh, F., 2008. Content syndication business intiative by a
newspaper library: A case study. In: S M Dhawan et al (editors) Shaping the
Future of Special Libraries: Beyond Libraries. SLA Asian Chapter (ICoASL
2008). New Delhi: Ane Books pp.69-78.

Kanaujia, S., 2005. Managing and Marketing Indigenous Information in
Industrial Toxicology Research Centre (ITRC), Lucknow. IASLIC Bulletin 50(3):
165-180.

Khode S and Kumar D., (2004). Free information sources and services on
Internet for libraries: A selective compilation. DESIDOC Bulletin of
Information Technology 24(4): 13-18.

Roy S and Sen J., 1988 Marketing of information: problems and possibilities
from the user’s point of view. In: S K Kapoor and A Chatterjee (Eds) Marketing

52|Page



of Library and Information Services in India. (IASLIC Special Publications No.
28), Papers presented at the 13th National Seminar of IASLIC, Clacutta,
December 20-23, 1988.

W3: http://www.phf.org/link/corecompetencies.htm

W4: http://www.musiclibraryassoc.org/pdf/Core Competencies.pdf

WS5: http://www.arlisna.org/news/conferences/2007/proceedings/ps ball.pdf

W6:http://units.sla.org/division/dpht/division info/travel-presentations/feng

_essay. pdf

53|Page


http://www.phf.org/link/corecompetencies.htm
http://www.musiclibraryassoc.org/pdf/Core_Competencies.pdf
http://www.arlisna.org/news/conferences/2007/proceedings/ps_ball.pdf
http://units.sla.org/division/dpht/division_info/travel-presentations/

