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An Empirical Study on the Marketing of Excellent Cultural Activities in Academic Libraries
—Taking Nanjing University Library as an Example
Zhai Xiaojuan Zhang Yu Shi Mei

Abstract: In the new era, library marketing faces challenges. Users’ attention is scarce, and library in-
fluence is inevitably diluted by Internet. Nanjing University Library explores a marketing approach with its
own characteristics, that is, to promote the influence of the library both online and offline through organi-
zing a series of high-quality cultural activities. This paper introduces the library marketing in 2019 from as-
pects of activities’ planning, designing, implementation and data feedback. It points out that promoting
user sharing is an effective way to enhance the library influence. The well-designed and interesting content,
emotions that resonate, and the appropriated time points of promotion are the three key elements that trig-
ger user sharing. On the basis of practice, this paper puts forward thoughts on library marketing in the new
era: (1) aiming at a clear marketing goals and positioning; (2) reshaping the image of library; (3) building
brand; (4) online and offline convergence marketing; (5) facilitating team work.

Keywords: Library Marketing; New Media; WeChat; IFLA; Nanjing University Library; Academic

Libraries
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The Significance and Role of Marketing as an Important Driver of Library Transformation
—Review of IFLA Library Marketing Award and Case Analysis of the 18th Marketing Award

Nie Hua

Abstract: Through relevant literature research and observations, the article comprehensively traces
back and examines the background, purposes of establishment, development history, rules and procedures
of the evaluation operation of the IFLA International Library Marketing Awards. And then the 18th Mar-
keting Awards in 2020 applications and awards were introduced and analyzed. On this basis, it introduces
the definition, function and significance of library marketing through the comparison with the marketing
concepts of the commercial category following case analysis to explore the driving role of library marketing
in library transformation. Finally it gives opinions and suggestions on the planning, strategy and practice of
library marketing in Chinese libraries.

Keywords: IFLA; Library Marketing Award; Marketing; Library Marketing; Library Management
and Transformation
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