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Abstract 

The right ingredient makes a perfect meal and this paper present the marketing mix approach 
into library services and product as marketing deals with the process of identifying and meeting 
human and social needs. Societal marketing that have emerged in the early 1970s, promising a 
more socially responsible and ethical model for marketing. The product, promotion and place in 
the 4P are look into a new dimension and concentrated on distribution systems which have the 
potential to minimize cost to the consumer and to maximize timeliness and convenience of 
location. Taking advantage of the existing infrastructure in web 2.0 environment, methods like: 
in-house, outreach and remote access can be achieved. The paper examines these three 
categories of service for their suitability, and considers funding, methods of publicity and the 
control processes necessary to continuity of service effectiveness looking into the constrain of the 
remoteness and the social- economic condition of the rural belt of North East India. 
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INTRODUCTION 

Public libraries act in India have Libraries involved in technological developments today 

are complex organizations having multiple missions and goals and 2005 OCLC study of the 

perceptions of the library users (De Rosa et al., 2005), along with other surveys that show a 

majority of people using search engines in preference to library resources has been a cause of 

some alarm among librarians who see libraries in danger of losing their place as the primary 

information provider to academics and the general public (Fialkoff, 2006) and to make the matter 

worse, over recent years, there has been an increasing volume of writings focusing on the “future 

of libraries and librarians” (Sack, 1986). So, the big question is what position are the information 

provider? Fialkoff further opine that the attributes that contributed to the proliferation of the 

problem to libraries being failures in marketing, and to a certain extent, she is correct. Libraries 
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do need to look to how they communicate with their audience, especially now that their audience 

is being attracted to other services. 

 

Marketing is a philosophy and is define in the classical sense by John B. McKitterick, 

president of General Electric in the 1950s, as being a customer-oriented and integrated system 

which precisely speaks for the kind of services the library provides. Marketing in the business 

sense has profitability as its goal, while, for libraries, the goal is improved service, coupled with 

increased efficiency, measured by increasing use. Marketing principles, as Kotler and Levy 

(1969) demonstrated, are applicable to not-for-profits, or for any organization. Kotler (1975) 

expanded on his and Levy’s work in his 1975 text and in his work on social marketing, i.e. the 

use of marketing to change society or social behavior (Kotler and Zaltman, 1971). While 

Kotler’s more recent work emphasizes the growth of social marketing and the international 

aspects of marketing, his key point remains that marketing is, as he and Levy said in 1969, 

absolutely critical to the success of any non-profit. The societal marketing approach definitely 

helps the general public and now that the public libraries are fading the image as an information 

provider it is a high time one looks back at what is the need of a change in the library setup, be it 

management to services as, marketing library services is a way of life to many of us now, 

whether in in-house industrial settings, in academic libraries or in public libraries. 

 
 
WHY MARKETING MIX APPROACH? 
 

Kotler and Levy (1969) also redefine some other marketing concepts, including McCarthy’s 

(1960) “Four Ps”  

• Product 

• Price 

• Placement, and 

• Promotion 

 

Product in libraries can be term as the services that they offer to their patrons, including print and 

electronic items, space, and various services. Price on the other hand is not the financial costs of 
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operating libraries as those are subsumed and paid for in taxes or tuition but rather the cost of 

time and effort that patrons must spend in accessing and acquiring information. Placement or 

“place” is McCarthy’s “P” for distribution, something libraries do by providing multiple physical 

or virtual access points but which could include its service commitment as well, including hours 

and staffing. Promotion, as Kotler and Levy (1969, p. 18) point out, is not just advertising but a 

form of communication that exists in positive or negative form in every contact a patron has with 

an institution that reaches out to their patron through different media. 

 
SOCIETAL MARKETING IN PUBLIC LIBRARY  
 
 

The humble profession of a librarian and the products and services the library provides is 

non profit and the idea of social welfare coA social definition that serves our purpose: Marketing 

is a societal process by which individuals and groups obtain what they need and want through 

creating, offering, and freely exchanging products and services of value with others (Kotler, 

Philip 2006). Libraries are to be precise “socially responsible” and therefore the shift of an 

approach from the conventional financially oriented marketing approach to “Socially oriented 

marketing” is a need of an hour, therefore libraries must look beyond their traditional functional 

role as a collector and organizer of information and focus these on the people that information is 

destined for, meeting or going beyond Google’s vision. Levitt (1960, p. 50) makes another point 

when he distinguishes selling from marketing, selling being what you do move a product (or fill 

library seats) and marketing being what you do when you satisfy the needs of the customer. 

Marketing library services must then focus not on gate count or circulation figures as a measure 

of success but on user satisfaction with library services. Those services must be determined not 

by what libraries have but by what users need. Kotler’s main emphasis at the time was on setting 

out the type of products that might not be appropriate to societal marketing orientation. By 

defining product benefits in terms of short- run consumer satisfaction and long-run consumer 

welfare, he claimed that there were essentially four type of product: Deficient products, statuary 

products, pleasing products and desirable products, and the libraries need to consider on 

diversifying it collection and understanding the user’s needs and want.  
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HOLISTIC MARKETING 
 

Libraries needs to look into the practicing holistic marketing that recognizes "everything 

matters" with marketing and that a broad, integrated perspective is often necessary. Holistic 

marketing has four key dimensions:  

1. Internal marketing-ensuring everyone in the organization embraces appropriate marketing 

principles, especially Librarian.  

2. Integrated marketing-ensuring that multiple means of creating, delivering and 

communicating value are employed and combined in the optimal manner.  

3. Relationship marketing-having rich, multi-faceted relationships with customers, channel 

members and other partners in a networking environment such as inter-library loan, consortia, 

forum etc.  

4. Socially responsible marketing-understanding the ethical, environmental, legal, and social 

effects of marketing.  

MARKETPLACE AND MARKETSPACE 

Market today has evolved from a marketplace to marketspace. The marketplace is 

physical, as when you shop in a store; marketspace is digital, as when you shop on the Internet 

were the idea of reaching out to the user is no more a place constrain. It’s no more limited to user 

having the trouble to access information in the library itself but in a wide array of web 2.0 

medium, which could be practically if put into use.  

 

 

 

 

 

 

 

 New way to help our customer 
use our product 

New way to 
produce our 
product and 
services 

New way to sell 
what we do 
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Figure: the invention cube, labeled to reflect the “how” dimension 

PUBLIC LIBRARIES IN NORTH EAST INDIA 

North East India with a difficult terrain and the climate is a big challenge when it comes 

to implementing library India is a developing country where the literacy rate is very low. Among 

the literate people, the women, marginalized and disadvantaged citizens are only a low 

percentage. For sustainable rural development, rural community people should be literate so that 

they can actively participate in community affairs (Nahid Jubair, 2009). The READ role in 

Manipur is very positive and encouraging but the role it plays is very challenging due to lack of 

proper transportation facilities (railway, air, etc), special climatic conditions and such other 

factors are the barriers that are isolating the Manipur from other parts of India. The result 

definitely affects the overall growth and development of the region.  According to Mero (2007) 

Nagaland has established a State Central Library at Kohima in 1981 functioning under the 

Directorate of Art and Culture. It offers computer facilities and reprographic services to its 

readers. There are eight District Libraries and four of them have completed computerization. 330 

Rural libraries are registered under the department of Art and Culture but less impulse is felt in a 

state with fair literacy and the flair in reading. Meghalaya has taken up the State Library of 

Assam established in Shillong in 1903 as its State Central Library. It has one State Central 

Library, four District Libraries, and Libraries run by voluntary organizations in different 

localities. The Meghalaya Library Association was established in 1994. (Buragohain;2001;139). 

He further explains the scenario of Assam were Assam Library Association came into existence 

in 1938 and extended all possible help to established public libraries in different areas. The 

Central Library, established in 1954 at Shillong and the Assam Government Public Library 

established in 1903 was amalgamated in 1956 and 55 renamed as the State Central Library. In 

1955, seven District Libraries were set up at Guwahati, Nagaon, Jorhat, Dibrugarh, Tezpur, 

Dhubri and Silchar. Book Mobile Service along with 70 Deposit Centers for Circulation of 

Books was organized to villages in 1959. Assam is running 1 State Library, 1 Branch Library, 22 

District Libraries, 14 Sub-Divisional Libraries, and 1 Children Library. Mizoram has also taken a 

big step in having legislation of its own that shows the active role of Library processional and the 
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policy makers. All said and done, libraries in North East India are at a very bad shape and there 

is an immediate need for innovation and creative though to bring about changes. The only states 

that have Library Legislation are Manipur Public Libraries Act 1988 and Mizoram 1993 and 

Assam, 1989. The Rest of the sister states are yet to implement Library legislation act to 

strengthen and communicate the importance of libraries in society knowledge building. 

 

CONCLUSION 

Libraries are a shining example of how dynamic marketing for a nonprofit organization 

can be and the Societal marketing concept really applies to the present North east Indian state as 

the condition are not favorable and there is an urgent need of making the general mass of the 

importance of Library as a learning institution. Library Professional needs to equip them to meet 

the present challenges. Libraries can also benefit by letting the community know just what part 

of everything the library provides. Ultimately you want to match library strengths with users' 

needs. Marketing positions your library in the minds of the community as a "go-to" source for 

information and helps users understand what you have to offer them. Marketing builds good 

customer relations, and contributes to a positive relationship with media, businesses, local 

government agencies, and organizations. 

A current catchphrase is "Go where the users are." This applies to delivery of library 

services and to marketing the library. New resources are available and new ways exist to market 

library services, communicate the value of the library, respond to increasing demands for mobile 

services, and meet the growing need to integrate delivery of services for users involved in online 

communities. 

Often marketing is about changing perceptions -- ours and theirs! Everyone benefits 

when we find out what users really want, and when we let our community knows everything that 

a library can do, in the library or on the Web. 
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