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Decision-making Intelligence Service Marketing :
a Case Study of Zhejiang University Library

Chen Zhenying Tian Ji

Abstract: Marketing is an important means to promote the deepening and expansion of intelligence
services in the new era. By summing up the marketing experience of the Zhejiang University Library’s deci-
sion-making intelligence services, it is hoped that it will provide a reference for university libraries to better
develop intelligence services oriented to the construction of “Double First-Class”. Under the guidance of 7Ps
marketing theory, this paper condenses the marketing path and marketing strategy of Zhejiang University
Library’s decision-making intelligence service. It is suggested that university libraries should keep abreast
of the changes in users’ needs when doing well in intelligence service marketing, adjust the library’s busi-
ness layout and service system in a timely manner, build a stable communication network with users, and
form a timely and effective communication mechanism.

Keywords: Double First-Class; Intelligence Service; University Library; Service Marketing; Marketing Strategy
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