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Investigation and Research on Subject Users and Marketing Strategies of
CASHL from the Perspective of SR Theory

—Taking Northeast Normal University as an Example

Yang Heqing Xu Feng Zhou Xiuxia

Shang Yiting

Abstract : Based on 5R theory, the paper investigates, compares and analyzes users of CASHL in 7 sub-

jects of Northeast Normal University of China, such as history, pedagogy and linguistics, and excavates

the commonalities and differences of subject users in 5 dimensions, including the relevance of product and

. , .. . , .. , . .
service, users’ receptivity, service response, users’ recognition and users relatlonshlp, and then puts for-

ward marketing strategies as identifying existing and potential users of CASHL, optimizing CASHL service

perception and response rate, and building long-lasting power of relevance, relationship and recognition,

which provides new ideas for the transformation and development of CASHL.
Keywords: CASHL; Library Marketing; Subject Users; 5R Theory

27

9O 0C0C

&=

e ey ol BB



