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Abstract

Recently, the Ministry of Education is striving to move education and school libraries toward the information
age and to create an atmosphere of open education. School libraries need to be furnished with lots of useful
materials for the curriculum of open education. Therefore, school libraries should adopt the concepts and
techniques of marketing.

The results of this study can be summarized as follows.

1. Nonprofit organizations such as school libraries should adopt the concepts and techniques of marketing to

solve the problems for the rational management of the system.

2. Marketing techniques can be adopted in the areas such as collection development, service fee, selection of

the place of library, advertising, better library user organization etc.

3. School libraries should be total educational information centers to realize educational goal and the curricular.

4. Procedures for marketing strategies for school libraries are embodied in mission statement, environmental

analysis, marketing audit, marketing mix, marketing segmentation, evaluation methods etc.

5. The 4 "Ps", product, price, place, promotion make up the marketing mix for school libraries.
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1) Paul Wasserman and Gary T. Ford, “Marketing and Marketing Research : What the Library Manager
Should Learn,” Journal of Library Administration, Vol.1, No.1(Spring 1980), pp.19-29.

2) Pauline Wilson, “Needed : A Market Decision and Some Market Research,” Public Libaries, Vol.19,
No.3(Fall 1980), pp.69-70.
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£ Ao KBS E93dahs 18, sl 2(Batels) T vlAR MRS ekl wiske
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3) &FE "HrlolA LR , FUGETEM(M S « W24, 1980), p2.

4) HEE, RS0 vlob® BAS AT FEEHR SERBEULLK), F28(1981), p46.

5) Philip Kotler and Sidney J. Levy, “Broadening the Concept of Marketing,” Journal of Marketing, Vol.33,
No.1(January 1969), p.10.

6) David J. Luck, “Broadening the Concept of Marketing Too Far,” Journal of Marketing, Vol.33, No3(July
1969), pp.53-55.

7) Robert Bartels, “The Identity Crisis in Marketing,” Journal of Marketing, Vol.38, No.4(October 1974), p.76.
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8) Philip Kotler, Marketing for Nonprofit Organizations, 2nd ed. (Englewood Cliffs, New Jersey : Prentice
Hall, 1982), p&.

9) Philip Kotler, “Strategies for Introducing Marketing into Nonprofit Organizations,” Journal of Marketing,
Vol43, No.1(January 1979), p.37.

10) Philip Kotler, Marketing for Nonprofit Organizations, 2nd ed. (Englewood Cliffs, New Jersey : Prentice
Hall, 1982), p.9

11) Benedict A. Leerburger, Marketing the Library (New York : Knowledge Industry Publications, 1982), p.5.
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12) Benedict A. Leerburger, Promoting and Marketing the Library, Rev. ed. (Boston, Massachusetts : G. K
Hall, 1989), p.3.

13) Ibid, pp.2-3.

14) AR REY, Ao, (M2 A RS, 190), pl0.
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15) “The Marketization of Libraries,” Library Journal, Vol.106, No.1(January 1 1981), p.7.

16) Paul Wasserman and Gary T. Ford, “Marketing and Marketing Research : What the Library Manager
Should Learn,” Journal of Library Administration, Vol.1, No.1(Sprring 1980), pp.19-29.

17) Pauline Wilson, “Needed : A Market Decision and Some Market Research,” Public Libraries, Vol.19,
No.3(Fall 1980), pp.69-70.

18) Philip G. Kuehl, “Maketing Perspectives for ERIC-Like Information Systems,” Journal of the American
Society for Information Science, Vol.23, No.6(November-December 1972), pp.359-364.

19) Morris E. Massey, “Market Analysis and Audience Research for Libraries,” Library Trends, Vol.24,
No.3(January 1976), pp.473-481.

20) Andrea C. Dragon, “Marketing the Library,” Wilson Library Bulletin, Vol53, No4(March 1979),
pp.498-502.

21) Pauline Wilson, “Needed : A Market Decision and Some Market Research,” Public Libraries, Vol.19,
No.3(Fall 1980), pp.69.
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22) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Voldl,
No4(July 1980), p.330.

23) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol4l,
No4(July 1980), p.330. :

24) David W. Lewis, “Bringing the Market to Libraries,” The Journal of Academic Librarianship, Vol.10,
No.2(March 1984), p.74.

25) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol4l,
NoA4(July 1980), p.330.
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26) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol 41,
No4(July 1980), p.331.

27) Andrea C. Dragon, “Marketing Communications for Libraries,” Public Library Quarterly, Vol5,
No.1(Spring 1984), p.69.

28) Morris E. Massey, “Market Analysis and Audience Research for Libraries,” Library Trends, Vol24,
No.3(January 1976), pp.473.

29) Eileen Elliott De Saez, Marketing Concepts for Libraries and Information Services(London : Library
Association Publishing, 1993), pp.79-84.
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30) David V. Loertscher, Taxonomies of the School Library Media Program(Englewood : Libraries Unlimited,
1988), p6.

31) L. Weber, The Rational of Informal Education : the Open Classroom Reader(New York : Random House,
1983), p.149.
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EE e vHART rZRE =X E ohARS FoiX BESAA EEE BREHEA
@ow tdch vHAR $72 MHEe] BmKE AT & SMEERERE ¥k Zlo]
2, BREEES €2 A2 e 98 /A R840 atrdteiol g vpAE
3732 PEST(political, economical, social, technological and lega)d& F2 AE3tn
Aed, oL HIE BuAH, ZAAH, itefh V1S3, & §4e Audith ojgdx
AD#ETY BE 243 87, aRe BE o T3ED
BREEES 7 ZE BEERC| $83% EHRolFloy HId FHsH LT Hk
EEsoI AFE Jles e #E BEel 2% MUt 2 £ As Aotk
@ oA"Y B (marketing audit)?} SWOT 4347
AR EEE M AR EAIY #EeE seteln AR KRS ALANE 78
e AN A8t nHAR R SR, BRE 3 35S TTEHo|L JRE EE F7)
o2 fEsle AQld F& SWOT(Strengths, Weaknesses, Opportunities and Threats)
SHrs ol ARRStaL ok SWOTEAM-S BEEFES wdste] 283 58 2 713
o} 91¥g st Aol BAT RS BREEHS] KR RKiR(resources), §E) T
S SHTOEN & F UL HEst BB 1A SREHEY Ha FES dAsx
BES B3 ¢+ Aok
SEELS WIRT =R, REHERS #BN T2 AR JAY Uk WiE, B R’
B =R 7% BE BEd vE ¥ HERME R 2o
3 FERES vHAE mEso 2 whddE ¢ vk a3, A”ES ARt AR, R8RS ERO
€ E 5 Aed, olHd A EAHE S5 AT BATEEE Evlske Aol
upA R AGe AlFto] E F Ut}30)
Bas LS A3 BES TS A2 FER Hoe ¥l 879 Wit o
T A8 EAste o] ok BEE#EMES B A Ao #Mhel #es £
sto] BBERERC] R BHES BERE BH BT Sold A2e BAE AFE
grbolu BERC BREHEE P olslE Foln RS FRIGY)
® XEZEQ sf(portfollio analysis)
FEZEE HAZEAM S| HEEA EAFAToEZN s JVsn KRG
$ HX{tEtE Aot BEEES] 7Bt 'Y BAT mipla st 22 84S
ZHA 3 gk oAl e, #ho] WHRS AW, A, BE FToE U T B

E_I‘E

5 & 7 d=d oy

35) HEA, TN 2nbAE, (Mg SHEAL 1995), psS.

36) Eileen Elliott de Saez, “Marketing the School Library,” The School Librarian, Vol44, No.1(February 1996),
pp-8-9.

37) bid., p9.
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APZE2OYE FHIstY, BAY WHY MBS RN AN AZus), BT Soz
wHro] TlEte FIREEY] T HORE LR FES BT £ o

® EX dA(specific objectives)
e Sii(mission statement)ol XE —#KkHIQ HIES Titshe o)1, d7leiMe ®o}
Eign0oln Mia{td BiRE fdishe Zolth A 2ald, RS BMIE BB
o mwetM FHEbE BEES 4Ass —Hito] J=E BES #Esls Rog. 98 =
W, TCDROM FIREHE F7HNZdh 7} ohel T #hERd £8o] &
CD-ROME 37h€die] 50%E o #H3le FlA%ES Z/A 7t & HRoz HiEs
Ao = sl Aok

@ S-S5 b(market segmentation)
migiao e SHE fIAE £ES RN BEXE @ostd 28sn Zze) flpE
KE ERE LRAVIBE FEoolth BKEBES TEES e FBEE £ES w4},
B, SR tgite R 522 #osle Zzte] ERFIRS KRY 4 e me
IHE FHlshe WUte] Z4E ¢ 9ok

® wAE E#E(marketing strategies)
THAR BEEY BREIEES BES BEEMOE EKEY] 95t niAlE ko ma
Bf809%0 1TEhERIS BEste 2o, vHAE mEsMbdl sl ulAEY) HiEge 2
ez 2H3AA Y HAE RiFCE REo A4S REYoN FFES 32
Gt FAlOl BEEEES] YT WIS FR] 93 dAo mELS Dal= Aotk
vHAR Bagole AR (target market)o] ET} vlAIEl 2] 2y(marketing mix) iR
F7HE A8k

@ oA FRFE(marketing research)
v Ee oHAR FEEV) RO UL EERES shed Zad A0 BEs
T3, o, 7L #Eske 71Folth BEEEES rHAY FARE olAE BTl
&S 2% 2 5] #RE Doty HAT B st 8 2= g9ge
g}

@© =A% =) 2 (marketing mix)
BHEFEES =8 M3 e 98 VI BB ERs 1ot SERmed ss
(product), #fr(place), {E#&(price), {Z(promotion) 59| BEELO =X FIFEo #k:=
FRA717] A8 EEholch vhAE gie Azke] Aol ole} wlAE g sl o
3 FHaRaEsio} 3o}

@ #FE FHEevaluation methods)
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v Bimso] M HT vHAR RV REEJSW BEER uldA S pases 7
HEAE7)L BERES BEAE + e HEWLE HMESks 1B Fut=ojof dtl.
FRe AEIRTY A HEHk 3, AsEMe] AoH HEsl BT Afde
FA AF ¥Ho| 7ksdteol gt
@ ®AT Ff#(timetabling)
HAE BEES Bizsted AT oM olE FE EA(critical path analysis), 3
EH(project management)dll thek LZEo] H7)X), =T FH thF KEa} s,
FIRES it So) RIT Ft#l S8 fEstol 2 &+ ed, A 2282 G
g, RYBEEC E Yo AYAES FEE & Ut
B BE Hwr(budget)
opAete g wiAE FHEe] TEaYoly BEERFIZ FrESE BES AHdd Ay
3= dA o
oA 23 2 BHEEE vAY Bege] @ik BEEE e ¥ HiE E B
it R MR vHIR BEE oHAR B ohAR R oHIR 92, mgs b B o=
EWg 5 Aok

3. SfEwES| oHE Y2

opAE B2 (marketing mix)= o1H o] RES HH EWmH JHY A&3tn At
A 2Ea FRHOCE £G3] Aste] o 2Fo] HiteIaES tIAE ERE HbTEES B
BERS FHUAA HeAZle AeB® ARFEE FEEHRO 2 F AUs BRI MBS
(product), {E#&(price), $HFi(place), {2 (promotion) Tro] wlAH|E 2ol XFlo] F}39) ulA
B 9ae npARY GERZA oiAR Rkl HEIS FHE A ARRHE #Egkeldh 1
A o7 Me EREEECAN EAY ¢ e R 9AE didoz 49 BrE .

1) &5 (Product)

] FELS RTHAS Aste A MeRe sl e 73 jleH o AF
< YRR WA AElae 23E XA EEFEClA Maold FIAEAA M 5
NE FEot BHE v|dTH0 o WEE Bo TAHes LY, HEER AE 20

38) Philip Kotler, Marketing Management : Analysis, Planning and Control, 4th ed. (New Jersey : Prentice-Hall,
1980), p.88.
39) Ibid., p.89.
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A, EFEE 5 4% EHFER Hmaterials) S} =M F o] 8o YojA BWaF o]ga}
=AY, HAFHE S AEHN, NAFEY, Else FIHEYE S RiB(resources), %‘3}
4, 2% AA 3, KiE(demonstrations), storytelling 59 X2 713 (programs) $& & 4
ThAD) mhetA], EEES] WS FIAECIA fHiftshe RE AuAE X3l Rolgdn @
ARE, d7ldME BEEE] B T B2 U 49 ®Boz g

A, BLEERE BT 0t 8459 BRE udE 4 olok 3} oA Ty, #
REEE B uel ZE gEED & #0188 SU8s, 857%E, 1% akE S
o &8 & 7 AT BHE 402 Fulsleol stk 1 5ol SESE TEE HEE
Y BEE Y= WASAT 2uv} BB FLoR SdFo] el S RE 9]
APt Bo] HEEE IR HEFEERE oY 4 A= BHE THEYSy)
Fifgs EEFES 24 2 otk a2ln, SKEEwd A8 SH3 BEE EHsy g
BEHS B BHFER Y KEAR 20 € 5 UoE e Ao = 4 9
oo} @t 53], WhHP.L HET A fEhT Kige] YRE FEISREL ALY 3 o)
o 519, AIF FET FIERRAENS FRele YR SE ALY S lojor sk Rolh

RN, 2% - B8 Bad BhE AU 4088 So o) d vt ey Yy
i 5o REEREEI CD-ROM, £2ZE 0] 59 BEFLKkold LE BBREES 233
o fIAES 87FE 88 & lolof Atk FIAESY BERES 22AA 7] 95t o
FREe] BEE Fdsior & A 2m old TR B3 ASE 21T AE B
ke AL 7123 vHAIY gEolth

HEoR, Be BREMEEC) BT £ e BE BHE TIAA sAY. dUns

< 93t BREFEEC] sl & BAle ST HUHEIS WEtsly MEste e
o BESAA AT HERE B =28 £ 4 ol st} 12m, PEEkEEHT
WREARENS 22 77 Aste] MBHE Y B FHEEES A 9B B4y 2
8¢ FHolct EiEE FlEENdE O EEEFIEY gkl Hk B9 ol BileE
HE NBA7ERAS 2Hs 2 FIEAE A SESE Ot ARE MEsT Ssln #
®elo HHE Fxdhe 7R Egsiojof nh. 3, FEHREHIT Yoty HEEa
< APt BIEH RS AREEle el RMMEMERES ANy SXEne 4R 2
AL Al F3te]ot itk

o2, BHBHE H#itetoo}l St BAESAAE A SAUS FE 27 BES &9

e
N PN

0 o

P 3

40) Dianne Oberg, “Cooperative Program Planning : at What Cost,” School Libraries in Canada, Vol.11,
No.1(Fall 1990), p.7.

41) Anne ]. Mathews, “The Use of Marketing Principles in Library Planning,” in Marketing for Libraries and
Information Agencies, Edited by Darlene E. Weingand(Norwood, New Jersey : Ablex, 1984), pp.11-12.
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Aoz YT F U=F dxdool T ol FANA tuie] BHiEHE B2 &k
R AFEASEE Bot SR B dAlstd AEE HHRE AR + A=F
ok gty WAECIAlE dREECl Tad BHIEH HERE R B3 B weoiA
AR, aAtel Aol 2% AE 5L Mk EEMET AAS AT Folof ot

ol/de] Ziw oleldE RE EEHEC] FFH2E AT Y, e A 59 EX
B BEE RS0k stk

2) @& (Price)

EEaEol A FIRECRS vHA® BRSO 713 @RS & BERol7] Wi EEs i
Y Welle AFE 7Istodof 3t} AntAoZ ARS FIAEAA Bams 37 fAstd
A s RAS 230h)

BEolA 71 EiAcs FFEe AL EHdoltt Bkde EEFHEANM ATste B
HEE BERM T9 ZE FAe BHE ftdl g, BEEESt dsio f@Es AT
the 21 EEeEe EAMWCl Auisle ARdeolstn s 97] Wl EEES 7 EA
T FABAY 2= Atk EARE folA Behd, kel MAS Fjagoz
AgiMe Y, ZE fIFEe HEErd Aoks A o1 5 EEES AT
F Rojob dh= Aotk Fbtgdl W 7MY HSHUe FEL EFEC] FAEANA B
o 5 AT #fle ok Aol

T BRde HEEEREY LeT A [FRBELENY BIes it dAdH Y
Hlo]lAE FAAY FHE ATHe FRAH BAE ol8sol st FHolth. mEtA,
oA EiEMES] EERIEE MEA s Holol & Al o vk 53, BREEHET
Zo] b o] 8AE 7H EXBAME REE AN FIREANA ZE A BHE
R4ET 5 Qe AFol=E EAN EEEEL AT A Adstn 7RAHA FF
ool BARE ATE ZAfde FliES 9714 Fv HAdAAM BbEES FAE + S
ol

BiCEEE M BEE S FHY 5 A dEHQ fle 23 vojuwolx B, HE
#4h, FEERL EEHE HAEEM(nterlibrary loan), 1] FuFAL SEF HIES ¥iE 5

2 = % QA

42) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol4]l,
No4(July 1980), p.330.

43} Dianne Oberg, “Cooperative Program Planning :at What Cost,” School Libraries in Canada, Volll,
No.1(Fall 1990), p.7.

44) Elizabeth ]. Wood, Strategic Marketing for Libraries : a Handbook(New York : Greenwood Press, 1988), p.71.
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o33 22 mES BE 63511 FBHEES PHIT ST VYA BEEES
WA B EREEFNL BE(price discrimination strategies)S Al3)Eledol 1AL o8 &
YE B THSRE EEY BT RES S9s] Yl ATE Baby RS M
2 FEE BHY & Ao, Bt #EiEse]l —Bo 2 FRAAHUES FFsE AT =2
E2 BAE A2 & A4S 283, BAH Y A 93 2 Bigol ohid
Sume| HHEEIE FRS AT A2 HEol B E£HolE SRBEAN BES 29y
Jg Folth. olYoE B WS T LTt HEHEM WANE THS BES
BERE 5 RS 7T A ERECES 2ejE Urtel & Rl

i

3) BET(Place)

EAuvARAA B Bt (accessability) & 2lp|3lE S0 2 o)sisol AT i
AR e Waolu Aulavt AEERRE AREAA H2YE FuEREK(distribution
channel)9] FAo|AAT =yB A9E AH FAEANA RtslE WHolY BHE el
Aoltt. EEfENY Hntte] MBS R, MM U3 LEH 2WOE UrolA
Azt B 4 AS Rolvh #FEy, TR FAT HEMQ Bl B B BE,
RiiED, BHEEHEbookmobile), A7Hde] Atgujx|, =223 FFEe] dFdTFR So)
EFE 7 A ook a3 LB A TR MEEE 22 AAE fEE
7H EEECR A8 4 de EEfEY HEET Mo MES KRECT 08 A4
o, WHHA 7 HA Fol XFE 5 Ak

e, BAREERES] pol A BRI, YN S99 fIES BN Zve BEdo S
ol 29 B2 ok 9, Iy ArEe Btoly HEgAC) 44 BEY 5 Jxs g
ool Huldhell Folok @tk oy, 1 BKe) #E Auiely] Bohs FE Y B
ke RS 7ML BKRe HERMES meisioiol dvhee) PREEEe] MY AS
dle FIALE sl frESIdol 3le, Bl T US ALl o s £ 1
9 madhgel ARstd BE HEANAN #5581, BBHES QHstd HE A5
o, BT &l frEldtes stojof gioh

BREERES] TEZAM Jsfol & oz BERE] Pdili(wings) &, 2 Fo =T
tHRe] BRE, #EY] o 3301y 43, FaEEON A% AR, HYd S #
WE FFE, EEpE 9FE Solthe)

45) Thomas simpson, “The Marketing Challenge in Public Libraries,” in Marketing for Libraries and
Information Agencies, edited by Darlene E. Weingand (Norwood, New Jersey : Ablex, 1984), p-23.

d6) Gt RS ST EE; (NS FUERTREL AR, 1990), p.26.

47) Lucile F. Fargo, The Library in the School, 4th ed. (Chicago : ALA, 1947), p.206.
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83, EEEY LE olddx RHEY KEe #%ete] RERES] ZSdx FAEY)
TEl AR #EsH] =8 ndtoiol gtk 53], BREEECl BEWY BF 159]
U 238 —RHEBES AT 3% 43S REEZ AM8She B9 Jded oA #
Friee] BAM Edeld wix|olt. BEEEY £ KEc 'S RO BREEY
ZHBES 1oisld =AM So71d ulE FThel R & ASE e ol nds}
=9

3, SREHEEY BT =Y ¥R oy B ohE LB huitdle AE
Bornteel BEIM HEES ERolh BESo) BFTRE F B4 JE g =ASE F
= AL LEA BEES 128k Rt

T3, LN BEtS Slste HEHERE 2 st @il oW $ArdlME #skol v}
SR o} 319, EEMe FHRNES KRG 1Yoz FAdy LEOE EIEMHF
Holl tig BE FHBIEE e AT vl etk okge EEEE AQo kAl A
ANAZRE #EEICArE An9 ERE olxXZ(archway)Z 243 Thgol] @3 A% (pergola)
S s} wiE Aoz Fuje Ax 3ol HRe]l E F ATk

a8y, @SR Soiribe BHIEAE £ HEAE 12ln AANSS RRGoE
olAEte] #ERol WS =R FAldl FE NG F URE o} gt} 53, A
A= THTRERA U4 T455EY A&, T visld FE8 B & UARE e h
% vldde o] £& Aotk

Y, I FHEEEMNY 2R A3 FREH VENRE 5T HEel JFsE Aok o]
AL HEES AU A% £ HEC B & Aok BAY LANES 73531 BREE
ol A kA gax FHERIY #HEA AAFHY de BEdS 53 BREEE T
5ol e BHE BFIAY dolgHol2E HEE +x U1, CD-ROMLZ BEH &'
HES ERT + Utk 93E, G BiES RHEEY KES 58 B HHEEHER
S EHSIY Bk BERtS ZTetdof sk

4) {2 (Promotion)

=AE nARCA (BEERS EEfE FAESAA 84 oud EEFEBtr RtHx
AE7FE d@ F7] AsiA AHE EEEES e vpR Y] EES BRe € 5 A0

48) Fileen Hlliott De Saez, “Marketing the School Library,” The School Librarian, Vol.44, No.1(February 1996),

p-10.
49) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol.41,

No4(July 1980), p.331.
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add), 9214 @712 F8 A v ¥ (marketing)#} {25 (promotion) S JAEIE HESS
2 5T F Jded, o5 WA ERV U vAES FEEY BRE BYF HES
2 A7) fEte WET MuaE EFshe ARUACIL A=W ARG LS BRS
3 FIAES ERKE WS she #5R80 fmolm, Wil (RS FIRHSRES FlAE
ERE HEstA 41 od feEd s Bt Had MRS LEEe EEjelth0
PRiEEsEe) BAE BEATY Astd #AT + de FA4FT AFUAD FEde o
WA o 2 5L $R(advertising), fE AHE#(personal contact), FE R atmosphere) -] E3E =),
°)Eg AW BRW us7 2o
O 3aL#k(advertising)
A3RE Ok HHAS sl e} BAESOA EES FHE HFsi fad A
vl2o) i3 ERE MEAIZIE RS 7HT ATk SLEERRS] BES TEAARY
B9, Lol A AL f#k o3 sLHmEe odtd geEsed, LRl
HeRiESe, ENRIES, BRERE Bad 5 Uk
HogiEols TV, 2ole, Videotape 5o e, oz HRE T3t BEEE
KR 2o B BERFEFE 58 UHT & I 293, FREERES F9 5L
Hrgol= BB MEt MEF Sol EFE Atk dE EY, BEHH(school
newspaper)-S Hi73te S BREEE HES TSI FERE ABRER Mo
A 52 AT 5 Ue Aoy, TEFEMARN, , TEEEHEE, 55 AFsle &8
REEE T2, FMte] B FERE 58 TSt wiEde HFEol Utk oo
A, BrEsss Y X (billboards), XAE, A A|(book cover) 5& E5 Sl oy
g g o] &3 sLHe BACl ®ol E4] ¢7] Wi BEBENAME oFF wiEAHd W
Holcth.
38, Bohdle BFH BEHMY BES @4 QEWGAAM BREEE SHA
(homepage)E 753t FrEiREIe HFES AEATS 28 FATA(E-mail)H =74
A5t EBEELE SLRSlE Hikol —MikHn Aok
@ M AF(personal contact)
AANEAES BREHEES] Av2E vpAEse R FHikol 8 & Aok BirEEeE
oA ElEHAc AT EEERAE R3] At HERE FEE, BRTE
S B4 2ol Ha Je FA dtq A FEE AT Slojop it oy et

50) Barbara Conroy and M. Judy Luther, “Required : Attitude, Ability --- and Initiative,” Journal of Library
Administration, Vol.4, No.2(Summer 1983), p.18.

51) Andrea C Dragon, “Marketing Communication for Libraries,” Public Library Quarterly, Vol5,
No.1(Spring 1984), p.69.
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HHE 7] ANME KRS KBS 22 HRHEEzeTss J2sHA Hilsteior ok
o2/ MAEES To=H BRESEMY FANN AALEES BRE FE3 FHeds
o Bof u2 £ Rt + As Aok
@ EBEF (atmosphere)
SEFE BxEEEe Byd MRk € WA BE Sol dddtu et fiEE7}
LI, RBNOE BEdY) A% B2 U=s Aotk
PHEEES FERYIE FEES 957 A @patts WA VR T K
Pehs FERE =2 5 JAEF ok &0, FARLEY TEHE FIHET BHE R
AU gRol B FHES slof 3052 18w, AEHKANe] BEE SHHY ¢
A2 HER FTEA 4A BEY £ e FI FERE IS A A=,
SREEES H 84S0 JAER LES MES MEksle AE 28 A
FAg Hatn A hold AEY e FEFE dEsior & Aotk
AEAA) olAE glxe 47hA] B 5 W, B BT Bl st W Hith 81
BEme Foln A7%dA Bk BEE #RHY & ASE V1S9 HHH MR
= BE B WHEESHAS BB EAste rAE 928 g Ytel stk

V. B8 9 &R

BE #HERdde € S ®HE) 99 shve ARoE BE HEbY SHEH
o] WEjngolsle 2AsT ok ALY Bo-e el R EAR #HFIA
Holul Ao BEEE, AESES sale Aotk oA L, BRREPL BES Lk
BAT SET HERS BEse MERRENS 28 2 & dE BEPO BERNE 22
sAs Aolt). ol RIEMREL) BRS A% WehO #HES BRESEES dude A
24 4 Qe EAolth wekd, AR HHI Astd BuEEHEANE BERES

APsied YoF SHS BHE TYIst FFel $ESS EEEOE fUstior T Aol
). ol2 el BREE v WEY KRS A ALY BRS LRMA E
e AW BEBBES A3 Emstelol sln

52) Joyce A. Edinger, “Marketing Library Service : Strategy for Survival,” College & Research Libraries, Vol4l,
No4(July 1980), p.331.
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SRS oA B 21

a9, AE7HA 49 & RES HAd Bz .

O EEEDT 22 FEFEROT a7 BAY W, NZe BAAAY 72 59 2
AZ Q3 EEHEEE Be oS WEsn g 2dn, EEEe % 2 &5
MR F—% oHAR BRE T 7] Wl £ES AL AsiME wiA R
Was ks BAS ] EHRES #oks] Urtol szt

@ EEES] EHU EHTAAM oA BkE BAT 5 UE HWES BEER 23,
MHRE, FEET, AAE Mo 59 ZE3 487 ok

@ BREERC] B HHER FRY HEFRE BRI oA £ 3
Biol H7] M= st £7e Yo ST WHE T Ham
s ojof gt

@ BHEEE "R Bk fike BREEEY 4T BE BE BEMT L #
& vHIR B vhiR By oA 22, digMst R 58 MRed

© BgE#HEES TR H2ee WS &S B 1BES PSS EHSA nAY EEre
BHEE 5 Ao .

R, BRI REHLL BES A RERE NS BRE £ e gdUn
< BB flsiMe SuEEeEe) S B4A Rtk o)9d stmmMBe) ik
b= ATEE), WA Ade] Wiz FAC|B W - EFEES 28 HERY 33
A Qo] Frbs oo} gt

.ﬂo

2% XM

LS. "IRERARRS vlolA Y EA B EE' RTNTRLEAENC EEASRE S8k
BT KB vlolA® Bk 1987
7. "=EMEEGA oA mlolAE e xRl B A7 (EEtsRnE SRR -
WEHER) , $1488(1987), pp.99-120.
EFE "BelolAIR FER, . PRAGTHEA. M-S 2R 1980.
S5 "Muls v AR B3 A7 nzb AL =R Hetistw oiste 7o stal, 1985.
&Fm BEEFRLE oM BHESEY BELHE” (LSNHIERSAEY)
A9, 25 (1987. 4), pp44-53.
Hole). FopAlR; . g AGAL, 1997.
IR FHAREER, . ML BB, 19%.
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22 FREXT-HEE3A) (A 30 A 35)

BMOIE @SR vloliE AU M B9 28 (EHEHERECEEER - 1%
HWEE)) , F178(1990), pp.145-173.

fHotk "Seluet AEEEY) vlolAR" RFHTRLBMRT BIA%E SEXPs oo}
AR, 1992

wia. e EEANY] AYEAYS 8T FRRANY WP ATHTELSMEL dAie
R e =Rk, 1991

BFIL ‘BBl Uo1A slolR ik MAG B EE TEILABK EEEEN A+
R AR, - RES  BtBME SR 1984 pp251-281.

AAFInSY. THEAnAE, L Ae 4B GRS, 199%.
e "B F A wE FusMEe] PR (BAW), ASE, AE

(1977 &E), pp44-72.

TR "IFBAER vlolA® BEke BT R REFHE AES P02 RANTIELSM
oL M RBE KRBT SEBRE, 1987.

o]2d. "= ulolARe] &g o|2F nE” (EAGR(EHELTAHR) £17§(1987),

pp.257-281.
FRR. itECloY B O BAS] AW RFUTHLBMERSC BHERBR KBt &
B85, 1986,

HAE. TAulaobAE, . A Bt 199.
A7) “HAEEMB vHY PP (EEERmEEEEEE - FREE)) , BBE19%S),
pp.147-181.
BEPSE CIEBRAY SR TR B9 AR (REREERR . A20Y, A13(199. 6),
pp-30-65 ; #1207, A|2%(1989. 12), pp.30-68.
H BAERAIZY vioAE BAS AT EREHAR (REHREGULLKN) P28
(1981), pp41-64.
. Mgz vlolA" s AL rlopAE, . S olgtA g Fu, 1988.
De Saez, Eileen Elliott. “Marketing the School Library.” The School Librarian, Vol.44,
No.1(February 1996), pp.8-10.
De Saez, Eileen Elliott. Marketing Concepts for Libraries and Information Services. London :
Library Association Publishing, 1993.
Edsall, Marian S. Library Promotion Handbook. Phoenix, AZ : Oryx Press, 1980.
Ford, Gary T. Marketing and the Library. New York : The Haworth Press, 1984.
Hamilton, Feona. Infopromotion : Publicity and Marketing Ideas for the Information Profession.

S
B}

-172 -



FREFES v Beg 23

Hants, England : Gower, 1990.

Kies, Cosette. Marketing and Public Relations for Libraries. Metuchen, N. J. & London : The
Scarecrow Press, 1987.

Kim, Chung Han and Robert David Little. Public Library Users and Uses : A Market Research
Handbook. Metuchen, N. J. & London : The Scarecrow Press, 1987.

Kotler, Philip. Marketing for Nonprofit Organizations. 2nd ed. Englewood Cliffs, New Jersey :
Prentice Hall, 1982.

Kotler, Philip. “Strategies for Introducing Marketing into Nonprofit Organizations.” Journal
of Marketing, Vol43, No.1(January 1979), pp.37-44.

Leerburger, Benedict A. Marketing the Library. New York : Knowledge Industry Publications,
1982.

Leerburger, Benedict A. Promoting and Marketing the Libraray. Revised ed. Boston,
Massachusette : G. K Hall, 1989.

Lovelock, Christopher H. and Charles B. Weinberg. Marketing for Public and Nonprofit
Managers. New York : John Wiley & Sons, 1984.

Mason Robert M. and John E. Creps. Information Services : Economics, Management and
Technology. Boulder, Colorado : Westview Press, 1981.

Oberg, Dianne. “Cooperative Program Planning : at What Cost?” School Libraries in Canada,
Vol.11, No.1(Fall 1980), pp.7-10.

Schauer, Bruce P. The Economics of Managing Library Service. Chicago & London : American
Library Association, 1986.

Weingand, Darlene E. Marketing for Libraries and Information Agencies. Norwood, New Jerse
y . Ablex, 1984.

Wood, Elizabeth J. and Victoria L. Young. Strategic Marketing for Libraries : A Handbook.
New York : Greenwood Press, 1988.

-173 -



