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HlE o] Alenz AFo]l UE2yR RITHE ANe olFolR £
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Tele A9de 2 =Hden B ohde FEFY TR Aol dis) &
€ & e "EAXE 2 = wEbd AaRee A wE7 A
ol mzl mAo] fste Aol FHAA HAYgstd I £7F BFAL F 3l

T At ARF Sl o] FlAES st Ao 7IUA DA 7

Bxdog A4sn Ut

Kotleriz Thg3% o] wopARE Fosidth

O
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P A

& A3

vt gel @ 2o HES @4 A8 TIAY (target
market) 3 AHEAQ) A Rae] o)l F YRS AAY xz

aRE B, A, 24, BAskE Bty

% vlolARolY ol 7T Halol WhE FANJE BEHA 7] &)
Mgt 1A STF WEANWA ] BEE T 4 =S R

FA49 BHRFoR olsFolol & Rolth iz ol WA =Am
it BRVIH T ANVAL 2L v lBE rlopAEAYS H3Fe

caslmmy Bl aREow zxe Exs BA® F et

t
H1
2

1) Kotler, Philip, Marketing for Nonprofit Organization, 2nd ed. Englewood
Cliffs, NJ, Prentice-Hall, Inc., 1982, p.6. (©|S} Kotler, Nonprofit o]z} Bgdh)
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S AmE Agel Este) dxY el ol AFRH oF B EAE
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B2 wYaE 2AAY repge] 1 eclel }The Aol aelT
2 ARE AT Wi oy Wi 48 AT + AES VA9

27 Charles, Sharon A,“Marketing in a Public Library-A Model, ” In Weingand,
D,E, ed., Marketing for Libraries and Information Agencies. Norwood, NJ,
Ablex Publishing Co., 1984, p. 90.

3) Levitt, Theodore, “Marketing Myopia,” Humard Business Review, 38(4), 1960,
p- 45.

4) Ibid., pp.45-56.
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U PEYR 02N A2 FaART A= AGe LuHoz FUst
T 22 wAsel slen aTel xR AEA tea] e A
e Uz sloblEg WA Ae ERNolA Rat way 2
A4E ol B4e FHAE AT LUves ARSHE Uo) aTEn
Qe AEsE 74 %o aFE BT Yl R4HDEA oF Pi
NZ 4 e AEE GUsA AL (AEAES  product differencia-
tion) @ 4 U§ oW, B e TEAFE skl 9YB ANG 3

k=3
FEASEER cloplde] 588 ZAAL F Ak el okeE 7Y

Aggel el AeZbArE Aot vbg v Row ANH F
4, ATBAA 54, JdA 54, F0F B4 A% AL B 4 In®
AGH AREE 98 Wene w7 &5, A, &, F Fol Zbesn Q7E

AR ARt Beme o], 48, 25, Y, BRTE, i,

O T . )

¢ B 4 Ytk A4UA ARsedn Ygld, XY 5ol BgE 42
FE (life style ). A4, A58 AFol W5z 483 4 gom W
A Aol e AL Aol AEE, FAE Fol Wiw Agun

2) 317 -

oA @AE AAARSS DES WA dn S 3 AR g

5) Kotler, Philp. Marketing Management : analysis, planning, and control. 5th ed,
Englewood Cliffs, NJ, Prentice-Hall, Inc,, 1984, pp.255-263,
6) 1bid. '
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s 2487 8 AesteE FAVMEE ¥aEe JH o dEHer
A8 = E. J. MacCathy ©] 4 P —A)3% ( Product ), F+54AZ ( Place ), _
7}7 ( Price ), £z ( Promotion ) —7} o]o] sjg&ct” FAsiaty E3f

Aol &7E wEAD £ e AFS MEstn 3 EH /FEFR

g W9 AT FNE FAANE2A vleAYe FHste

=
in

4) N3d sl

A% ¥ 31 ( market positioning ) & A|FAHE3}le} A ExPEEE FA
Fo Agogs Zigdel A MEATG] da] AFY 553 olvAEA
Fx Agrett® oA Zad A A Fel BAE AlFEe EAVY
| 2T A$ 250 T AFos ofd AL ofx FE FHsxn A
=2 wEt AAAFL 532 nAdA AAANA FEA mE SENES
27 StEEM ABPFEL E9its AU Aok TEE o] WA

=
3L
M AF] Tz AAVPY 44 2% AFRANES BAser ¥ A

o

olt}? rigdel AlFe MEFAe|7|E YI}ET BL TAA, FFACIE

Asrerlel wet slolAE Fe waR F vk

5) AR eAAEY A

R E mlopA g Aere gl Hiel vlFe] ofd AEAPE A QA B
A A==l get 3 fEsde) ek 5 gvh Iy 2R o] wAelA
E O $Ae9E AHeke FAde] a7EHY Algel] oA Zle, A, AR

el Z2Hd A 22d FAsyel RwrtE WL HAEso T A%

7) Ibid., p.68. )
8) U7k, vlelA Rl Al FAh 1984, p.92.
9) Charles, ap cit., p.92.
10) f&id.
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£ Age AT, STl szl ASHY BUL %3 TP 7))
+ AES 243 538 Zzode egstn o 2 Aded o

A ase BEL WA + dE A FuA] AR AFAAF

e

( donor market ) & Atz ZF Z2IWF FEE HAdzn Stk
@ PEzo 27 ‘arlo] dleldw THE AF (T TE, ¥y
Qe A ol itk aslEe 3L ofgs] o] AEFS Al ¥ E Al
EFAGH HEoA AFHAA T FAH dANAe ‘o] AMEFE & THOI
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de ‘R Z ARARAN AN} AXE BAFL AU AT B4
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NG @B o] B A BAH T BFHIZ st Bl s}
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B, 92 ¥Wome o ARAFABI NN 715 29S Bus
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A0 aFHE S FENATRE 1EA o HahnAsiE Fo
A CEE e ARHOR ol 9% shpEe EABIAE A 89
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11) Kotler, Nonprofit, op.cit_, pp.424-425,
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12) 16id., p.19,
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13) Yorke, D. A, Marke ting the Library Service,(Library Association Management
Pamphets,

Vol,37), London, The Library Association, 1977, pp,25-26
14) [bid.
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Bl Bad HEE AFH E YT B oG SV HE A A
olgg2 AolE EHEA Ho F HolW, ATEAF HolEE E=M#’
ERBale] ek o] 2AIs} wlo]&A|Zre] ApolE mWHsld & F AHolth!®
a2y gelA A AR e 71 a2 AAsy] Wael o
27120 olgUHE ABE & Uk YuE AT Race e 2
3 gtk wbde] o] fxp} TATeE R yidahe e]go] F4iR17N 7]
2% YEF AE}e ti ATEYE st A3y adedl oA HE
of mATol g gule] B FAHEL AFY Ul Bk ZFFHoTH

Massey & o827} 78l 7ol g 7x2 1 ofd AT FAF
54¢ 7oee] oed 22 AREg 42 Al

B9} ( toilers ) : =AY Mu]E Fz o|&ds TYEEH 54 F
Re} A8E g7Ee &ty AdRe 2%, AHT AR, FALS 2
L2 e FFolth

TE3} ( lonely hearts ) : TFE @ o] gl7] W Eel] =7 ©] &3
L HAx, ENAER o 5e AHE BEL A oloplHn Ao
Hoz mABU A Aol g TS d9ste FRolth

&5} ( searchers ) : TEHE Fe) ojgxt® 5P B B ER
£ Y22 ZAM#e 5Ed SAE ZoE i 3./‘]'7 , ABE o
& FUL 278 AZE gET Iy ZY)EQ olgARKLE §
+ g

=93} (escapists ) : AEHfA e HLEHE wre WL
BRg 23 =207 B Ar|H olgAEeIt oEAE AMEE

[&7F ARG Fasit
=l 7] ( uninformed ) : ojw2¥ ol o]&stA] Y=, =MG o8

15) Massey, Morris E,
24(3), 1976, p. 474.

Library Trends,
16) Ibid., p.475.

“Market Analysis and Audience Research for Libraries)”
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17) Ibid., p.476.
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X}_c\!_-r E:?:‘:LE%]: %'}\]_

% A %/\11 SR

A A 2 HH%\ g = 7 B /‘“ =l

gul
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18) Simpson, ® The Marketing Challenge in Public Libraries;” Tn Weingand, D, E, ed.,
Marketing for Libraries and Information Agencies. Norwood, NJ, Ablex Pubishing

Zo,. 1984, p.22.

19) {bid., p.23.
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= 7HH oz AFd wredsiojok & o]t
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7% =AB gel ol89m Atk o] A% olfe] BE ol&AY A¥ ¥
2o Brid sl of 28 24 o 2 sls AEE/NA(Information Brocker) 2
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2 o= AU ey giigel ® AotV

FEAZ HEARY AMAZ YE 40 ReAR AFel ABHE Ad
2 e mMRelde Az ¥ PAe dg ‘R’ ez ¥ 4 Uk 2
29 722 WA AYELS 97 A7MIA A=l B BAY
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o2

z7le] mAgol ARG AF AAAAYLY BEL A Pal Bl
d—5d, B2, Uz, 4zdd—2 5 =49 71&0l o FAPE 2

EH Ee) e BAMFe] 2row 7 HEWITL ulFo] 7tz kP

20) Blake, F,, and Perlmutter, E. “Libraries in the Marketplace: Information
Emporium or People’s University?) Library Journel, 99(2), 1974, p.28.

21) Freeman, ], E,, and Katz, R, M, “ Information Marketing ” ARIST, 13(1978),
p.50.

22) Simpson, op,cil,, p. 23,

23) Wigington, R. L, * Technology Alone is Not Enough? In Smith, Linda C. ed,,
New Information Technologies, University of Illinois at Urbana Champaign,

p. 5,
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£ Zold. ol AAdAM o Be Az o B B =AH ol T

@ 4 AES duE =AY doplRe 4T3[l & 3+ e otk 2

24) Ibid., p.6.
25) Barber, Peggy, “A National Marketing Program for Libraries] [7i/inois Libra-

ries, 65(3), 1983, p.187-189,
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A Study of Application of Marketing

to Library Management

Kwon | Eun Ky‘ung*

(Abstract )

Tﬁi paper tries to apply the concept and process of marketing
which have been developed in profit sector to library management.

Since the end of 60’s certain marketing researchers, among
them Kotler, Levy, and Shapiro have advanced the theseses that
marketing is not just a business organization as well. Recently
libraries have been interested in marketing also.

Marketing is a concept of sensitively serving and satisfying
human needs throuth voluntary exchanges of value. Library is a
value exchange system in which library service is exchanged with
community’s patronage. In order for library user to involve in
the value exchange system voluntarily, library shoﬁld analyze
nser’s needs and offer products satisfying the needs. For doing
this, library should understand marketing.

In this paper, author introduces the marketing concepts and
proceas,:‘-tries to show how to apply the key concepts and process
to publie library management. The needs of marketing in library
gector, the effectiveness and barriers in applying marketing to

library also discussed.

* Department of library Science, Keimyung Junior College
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