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Li Xiaojun

Xie Rong Dong Yueke

Abstract: Evaluation for library reading promotion has always been hard because the social impact is

difficult to quantify. This leads to the fact that evaluation practices usually check “existence or not” rather

than “effectiveness or not”, not to mention assessing “why/why not effective”. By incorporating marketing

philosophy. the paper addresses that evaluators can think out of the box by measuring individual impact of

library users. According to marketing mix of 4P and marketing cycle theories, the paper explains the “con-

tents” and “process” for assessing reading promotion; it also explores the possibilities to combine “impact”

with “contents” and “process” by applying Analytic Hierarchy Process (AHP) and Analysis and Linear Re-

gression Analysis.

Keywords: Reading Promotion Evaluation; Library Marketing; Impact Orientation
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