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【摘要】 Abstract 

　　
本文以文獻分析的方法，研究三十年來行銷概念應用到圖書館及其資訊服務的情況，並將其分為萌芽時期、認知時期、接受時期及普遍時期四個階段。 Based on literature review method, to study for three years marketing concept to the situation of libraries and information services, and divided into stage, the recognition period, the acceptance period of time and generally four phases. 最後筆者提出圖書館行銷相關研究的問題，及其未來的研究發展趨勢做為本文的總結。 Finally the author puts forward the marketing research library issues and future trends in research and development as a summary of this article. 

【 Abstract 】 【Abstract】 

The author investigates the progress of applying marketing concepts to libraries over the past three decades by reviewing related literature. Four periods are discussed in this article, they are period of emergence, awareness, acceptance, and pervasion. At the end, the author analyzes the problems and research trend of this topic as the conclusion. The author investigates the progress of applying marketing concepts to libraries over the past three decades by reviewing related literature. Four periods are discussed in this article, they are period of emergence, awareness, acceptance, and pervasion. At the end, the author analyzes the problems and research trend of this topic as the conclusion. 
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壹、前言 I. Preface 

行銷為管理學的概念，應用在營利機構的管理上，強調企業組織藉由生產消費者所需產品的一種服務活動，達到企業組織獲利的目標。 Marketing concept for the management, application management in a business organization, emphasizing the organization through the production of consumer products, a service activity required to achieve the organizational goal of profit. 然而圖書館是非營利組織，是教育及服務機構，無法像營利機構那樣，有具體的產品或獲利數字來評估其表現，因此圖書館對於其教育及服務目標的達成與否，是很抽象且難以判定的。 However, non-profit organizations, libraries, education and service organizations, not-profit organizations like it, there is a specific product or profit figures to evaluate its performance, so their education and library services for the achievement of the goals or not, is very abstract and difficult to determine the. 

另一方面，圖書館同時也是文獻和資訊的處理機構，其表現可由其滿足讀者文獻及資訊需求的成功率來評量。 On the other hand, the library is also a literature and information processing agencies, their performance can be met by documents and information the reader needs to evaluate the success rate. 因此，傳統上圖書館的經營者很重視他們是否維護一個“良好”的圖書館系統（圖書館的館藏徵集、分類編目、圖書資料的檢索及流通等專業工作的完成），而很少考量是否提供讀者真正想要的服務（而這才是行銷概念的真諦）。 Therefore, operators have traditionally attached great importance to the library if they maintain a "good" of the library system (the library collection collection, classification and cataloging, library information retrieval and circulation of work to complete), and rarely consider whether readers really want the services provided (and this is the essence of marketing concept). 

由於大環境的急速變化，如：資源不足、經費縮缺、各種競爭者的出現，使得圖書館的生存面臨種種挑戰，圖書館界因此開始接受企業經營的觀念，希望引進行銷概念來增強其競爭力。 As the environment of rapid change, such as: lack of resources, lack of funding reduction, the emergence of a variety of competitors, making the challenges facing the survival of libraries, library community, began to accept the concept of business, hopes to introduce the concept of marketing to enhance their competitive force. 美國行銷學之父柯特勒（ Kotler ）提倡將行銷理論應用到非營利組織至今才三十年的時間，因此對圖書館界來說，「行銷」仍是一個新概念。 Father of American Marketing Kotler (Kotler) to promote the marketing theory is applied to non-profit organization has only three years time, so the library community, the "marketing" is still a new concept. 

筆者採用文獻分析法，試圖從文獻中歸納出行銷概念應用到圖書館及資訊服務的發展，並說明該主題相關研究的問題及未來的研究趨勢。 The author uses literature analysis, trying to summarize the literature marketing concepts to the development of library and information services, and research shows that the subject of future research issues and trends. 本文主要分析美國、英國及加拿大出版的關於行銷概念在圖書館之應用的英語文獻，專門探討行銷某一種圖書館產品及服務，或是專門類型圖書館之行銷的相關文獻，則不在本文的研究範圍。 This paper analyzes the United States, Britain and Canada, published in the library on the application of marketing concepts in English literature, devoted to a particular library marketing products and services, or special types of libraries, marketing literature, not in this study range. 

貳、行銷原則應用到非營利組織 Two, the marketing principles to nonprofit organizations 

圖書館是典型的非營利組織，因此在論及圖書館對行銷概念的應用之前，有必要先對將行銷原則應用到非營利組織的情況，做概略性的介紹。 Library is a typical non-profit organization, the concept of marketing in the libraries discussed the application before it is necessary to apply the principles on marketing to non-profit organization, made a general introduction. 

美國的兩位行銷學大師 Kotler 和 Shapiro ，首先提導擴展行銷概念的應用，他們都強調重新定義（ redefinition ）、一般化（ generalization ）及轉換（ translation ）行銷理論到非營利組織的重要性，希望讓這類組織的管理者對行銷有完整的認識，以便將其中適合的原則應用到其組織中。 Two U.S. marketing guru Kotler and Shapiro, first mentioned the concept of derivative expansion of marketing applications, they all stressed the re-definition of (redefinition), generalization (generalization) and conversion (translation) marketing theory to the importance of non-profit organizations, hope to marketing managers of such organizations have a complete understanding of the principles to be applied where appropriate to their organization. 以下摘錄相關文獻的重點： The following excerpts focus of the literature: 

Kotler 在 1969 年發表的「 Broadening the concept of marketing 」中認為，行銷不僅僅是銷售“產品”的一種社會活動，非商業組織可以將行銷的對象由產品擴展成更廣的概念，如：服務、想法、組織本身等，更可進一步將所謂的“消費者”分為客戶、經費贊助者及一般社會大眾等等。 Kotler in 1969 published "Broadening the concept of marketing" in that marketing is not just selling "products" of a social activity, non-commercial organizations can be the object of marketing from product expansion into broader concepts such as: service, ideas, organization itself, etc., can further the so-called "consumers" into customers, financial sponsors and the general public and so on. 文中也提及非營利組織行銷的九大概念，最後 Kotler 強調對非營利組織的管理者來說，其面臨的是行銷工作做得好不好的問題，而不是應不應該採用行銷的概念。 The article also mentioned the nine non-profit organization marketing the concept of non-profit organizations last Kotler emphasized the managers, the face is marketing work done well or not, not should or should not use the concept of marketing. （註 1 ） (Note 1) 

Shapiro 在 1973 年也主張將行銷理論中的行銷組合（４ Ps ）、目標市場、市場區隔等，應用到非營業組織的經營。 Shapiro in 1973, also advocated a theory of the marketing mix marketing (4 Ps), target market, market segmentation, etc., applied to the non-profit organization management. 他並強調所謂“價格”不一定限於“金錢”的層面，非營業組織所追求的“獲利”，可以是時間、勞力、愛心、尊嚴及友誼之類非金錢的回饋。 He also stressed the so-called "price" is not necessarily limited to "money" level, non-profit organizations to pursue "profit", which can be time, labor, love, dignity and friendship, like non-monetary rewards. 此外，他也特別指出非營利組織不但要滿足其服務對象的需求，贊助者也是很重要的顧客，更需要重視他們的需求。 In addition, he also highlighted the non-profit organizations not only to meet the needs of its clients, sponsors are very important customers should pay more attention to their needs. （註 2 ） (Note 2) 

隨著非營利組織行銷的觀念被普遍接受， Kolter 在 1975 年出版相關的教科書（註 3 ） , 之後在 1982 年（註 4 ）出版其第二版， 1987 年（註 5 ）又以新的書名出版其第三版。 With the non-profit organization marketing the concept of universal acceptance, Kolter published in 1975 related to the textbook (Note 3), followed in 1982 (Note 4) published its second edition, 1987 (Note 5) assuming new title published its third edition. 從這本教科書，圖書館界可以了解如何應用行銷概念，以及其與推廣（ promotion ）、廣告（ advertising ）、銷售（ selling ）、公共關係（ public relation ）、經費籌募（ fundraising ）及規劃（ planning ）等非營利組織中的其他活動之關係。 From the textbook, the library profession can learn how to apply marketing concepts, and its promotion (promotion), advertising (advertising), sales (selling), Public Relations (public relation), to raise funds (fundraising) and planning (planning ) and other non-profit organizations in relation to other activities. 第二版及第三版為反應社會大環境的變動，增加了許多的篇幅，說明行銷理論新的應用。 Second edition and third edition of the changes in response to social environment, increasing the length of many to illustrate the application of new marketing theories. 

在 Kotler 提倡非營利組織行銷概念之後的第十年（註 6 ），他認為行銷概念已經開始引起這類機構之經營管理者的注意，並預測再十年之後，行銷活動將成為非營利組織中的主要工作。 In Kotler marketing concepts to promote non-profit organizations after the tenth year (Note 6), he thought the marketing concept has begun to attract the type of organization the attention of managers, and forecast a further ten years, the marketing activities will be non-profit organization The main work. 

參、行銷概念應用到圖書館及其資訊服務 Participation, marketing concepts to libraries and information services 

到了 1970 年代晚期，把行銷概念應用到圖書館經營的想法才開始萌芽。 To the late 1970s, the marketing concept to the idea of library business only began to grow. 下文將針對過去 20 年來的圖書館行銷概念的發展情形，分為三個時期來探討。 Below for the past 20 years, the development of the concept of library marketing situation, divided into three periods to explore. 

一、萌芽時期 -- 行銷學教授的倡導 I. Bud - advocacy marketing professor 

1970 年代晚期，將行銷理論應用到圖書館及其資訊服務的想法開始萌芽。 The late 1970s, the marketing theory to the idea of library and information services began to grow. 在這個時期中，行銷學的教授們有很大的貢獻，他們努力地把其所熟悉的技術行銷到圖書館和資訊中心這個新環境中來運用，以下為三個重要的例子： In this period, professors of marketing has contributed much to their efforts to bring its familiar technology marketing to libraries and information centers to use this new environment, the following three important examples: 

Lawrence 是加拿大 Queen's University 企業管理學系的教授，他在 1977 年時宣導圖書館也是一個可行銷的資源（註 7 ）。 Lawrence, Canada Queen's University Professor of Business Administration, he declared in 1977 when the library is also a lead marketing resources (Note 7). Lawrence 強調圖書館的經營應以讀者為中心（ customer-oriented ），認為圖書館的經營者必須以有創意的方式來適應外在大環境的變遷，他並以服務社區的人口及收入之變化為例，說明圖書館員如何利用行銷技巧，創造圖書館成長的新機會。 Lawrence stressed that the business should take the public library as the center (customer-oriented), that library managers must be creative ways to adapt to changes in the external environment, and to serve his community as the population and income changes example shows how to use marketing techniques librarians to create new opportunities for library growth. 

Oldman 是 Cranfield School of Management 的教授，在 1977 年，她分析了圖書館和資訊中心應用行銷概念的優缺點，認為行銷的原則和技巧對圖書館設計及推動各種服務時非常有幫助。 Oldman is a professor at Cranfield School of Management, in 1977, she analyzed the application of library and information center of the advantages and disadvantages of marketing concepts, principles and techniques that marketing and promotion of library services when the design is very helpful. 此外， Oldman 主張圖書館在制定各種政策時，應以讀者為中心來考量。 In addition, Oldman advocates in the formulation of library policies should be considered as the center to the reader. （註 8 ） (Note 8) 

Andreasen 是伊利諾大學企業管理學院的教授，在提供圖書館諮詢（ consulting ）方面有六年的經驗。 Andreasen is the School of the University of Illinois professor of business management, in providing library consulting (consulting) has six years experience. 在 1980 年的一篇文章中， Andreasen 認為根據他的研究，圖書館最常犯的錯誤是：將 ” 行銷 ” 與 ” 銷售 ” 混淆，而且往往執著於一個“最好”的方案。 In an article in 1980, Andreasen that according to his research, the library is the most common mistakes: the "marketing" and "sale" confusion, and often attached to a "best" program. 文中並建議圖書館改進其行銷活動的技巧，包括：腦力激盪、系統化地做外在環境評估、市場測試及以營業員的方式訓練圖書館工作人員等等。 The study also recommended to improve its marketing activities, library skills, including: brainstorming, systematic assessment of the external environment to do market testing and to the way a salesperson training library staff and so on. （註 9 ） (Note 9) 

二、認知時期 -- 圖書館學家的投入研究 Second, cognitive time - scientists began to study the Library 

到了 1980 年代初期，圖書資訊學的學者逐漸了解到行銷我們的專業的重要性，開始投入對圖書館行銷的研究。 To the early 1980s, scholars of Library and Information Science gradually understand the importance of our professional marketing, put into marketing of the library. 在這個時期中，圖書資訊學者由於缺乏管理學的知識及行銷理論的基礎，他們不是和行銷學者合作研究，就是參考 Kotler 等人出版之非營利組織行銷的相關著作。 During this period, the Library and Information Management scholars lack the knowledge and the basis of marketing theory, they are not cooperative research and marketing scholars that reference Kotler, who published books related to marketing non-profit organizations. 雖然如此，由於圖書資訊學者對圖書館及資訊中心的環境及運作很熟悉，因此對如何將行銷概念應用到圖書館的見解，較之前行銷學者提出的更加切實可行。 Nevertheless, as scholars of Library and Information Library and Information Centre is very familiar with the environment and operation, therefore, how to apply marketing concepts to the library's view, prior to marketing scholars than the more practical. 以下依各論文出版年代為序，分別描述這些研究的重點： All papers published in accordance with the following in order of years, the focus of these studies were described: 

　　 Dragon 是圖書資訊學界中專門研究圖書館行銷的學者， 1979 年時她發表其第一篇關於圖書館行銷的論文（註 10 ），提到圖書館行銷的目標是創造一個市場，之中圖書館提供休閒讀物、資訊服務等，以交換社會大眾在稅金、捐款及使用圖書館上的支持。 Dragon is a library information specialist academic research libraries in the marketing of scholars in 1979, she published the first paper on the library marketing (10), said library marketing goal is to create a market among the library to provide leisure reading materials, information services, in exchange for the general public in taxes, contributions and use of libraries support. 她也是圖書資訊學界中第一個倡導運用行銷組合（ 4Ps ，即 price, product, promotion, and place ）來刺激圖書館市場的學者。 She is also the first academic library information advocate the use of marketing mix (4Ps, namely price, product, promotion, and place) to stimulate the academic library market. 此外，文中並將產品生命週期（ product life cycle ）的概念，應用到圖書館館藏的汰舊換新。 In addition, the paper and the product life cycle (product life cycle) concept, applied to the library collections of shortening. 

1980 年時，第一篇由圖書資訊學者和行銷學者合作的圖書館行銷論文出版， Wasserman 和 Ford 研究圖書館的經營者應該學習那些行銷概念和技巧。 1980, the first information from the books of scholars and academics co-marketing marketing paper published in the library, Wasserman, and Ford Research Libraries operators should learn from those marketing concepts and techniques. 他們首先指出對圖書館從業人員做行銷的教育訓練之動機及障礙，然後審視當時有關圖書館行銷的訓練課程，接著探討這種課程的師資需求。 They first pointed out that the marketing of library education and training employees to do the motivations and obstacles, and then look at the library marketing training course, then the demand for teachers of such courses. 最後他們總結，應該由行銷學教授來做概念部份的講演，而由圖書資訊學教授來做案例的解說。 Finally, they concluded, should be a professor of marketing concept to do part of the lecture, Professor of Library and Information Science by the case of explanation to do. （註 11 ） (Note 11) 

Moulton 在 1981 年發表的論文，從“行銷不是什麼”的角度來探討。 Moulton papers published in 1981, from the "Marketing is not a" perspective to explore. 他認為行銷不是銷售、不是公共關係、也不是廣告，而是一種提供服務的方法與規劃。 He believes that marketing is not sales, not public relations, not advertising, but a method of providing services and planning. 因此，圖書館應該先做市場分析、顧客分析、組織分析和競爭者分析，然後確立組織的目標，再運用合適的行銷組合來達成這個目標。 Therefore, the library should first market analysis, customer analysis, organizational analysis and competitor analysis, and establish organizational goals, and then use the appropriate marketing mix to achieve this goal. 這篇論文最大的特色在提出完整的行銷流程，而不是只片面地強調行銷組合的運用。 The most outstanding feature in this paper put forward a complete marketing process, rather than just one-sided emphasis on the use of marketing mix. （註 12 ） (Note 12) 

Carroll 在 1982 年時，從非營利機構所面臨外在環境之改變的角度，比較十個圖書館行銷的舊觀念與新觀念。 Carroll in 1982, the non-profit organizations from the change of external environment facing the point of view, comparing 10 of the old library marketing concepts and new ideas. 從這篇論文中，可以窺見圖書館在行銷概念上的轉變與成熟。 From this paper, we could see the concept of library changes in marketing and maturity. （註 13 ） (Note 13) 

Dragon 在 1983 年與行銷學者 Leisener 合作研究。 Dragon in 1983, collaborative research and marketing scholars Leisener. 文中引用了 Kotler 的看法：缺乏資源和力量的組織、不重視顧客滿意度的組織、以及行事風格使社會大眾不喜歡去接觸的組織，在面對外在環境變化時，常會因無法即時調整而失去生存的競爭力。 The paper quoted the view of Kotler: lack of resources and strength of organization, the organization does not attach importance to customer satisfaction, and styles so that the public does not like to touch in the face of the external environment changes, often not immediately adjusted due to the loss competitiveness to survive. 她們發現在多數的圖書館中，或多或少存在著前面所描述的特質，因此提供各種技巧，以幫助圖書館能確實執行行銷概念。 They found that the majority of the library, there is more or less the characteristics described earlier, thus providing a variety of techniques to help libraries can actually marketing concepts. 此外， Dragon 和 Leisener 相信主管對行銷概念的支持與否，會影響到圖書館員的在執行時的態度。 In addition, Dragon and Leisener believe that the concept of head of the marketing support it or not, will affect librarians in the implementation of the attitude. （註 14 ） (14) 

Cronin 在 1985 年時總結，行銷是提高顧客滿意度的工程，其所根據的哲學是：以顧客為中心、關心服務品質、重視效率、著重顧客的利益。 Cronin concluded in 1985, marketing the project to improve customer satisfaction, its philosophy is based on: customer-centered, concerned about the service quality, efficiency, focus on the interests of customers. 他認為圖書館在規劃行銷計畫時，要先做任務分析、市場分析及資源分析，然後運用行銷組合控制各種變數。 He believes that libraries in the planning of a marketing plan, we should do first task analysis, market analysis and resource analysis, and control the use of various marketing mix variables. 文末 Cronin 並強調行銷不是一次的活動，它是一個持續的過程，而且需要定期去評鑑，以反應外在環境的變化。 At last, Cronin and stressed that the activities of marketing is not one, it is a continuous process, but also on a regular basis to evaluate, to reflect changes in the external environment. （註 15 ） (15) 

三、接受時期 – 圖書館行銷專書的出版 Third, accept the time - the publication of library book sales 

1986 年之後，越來越多的圖書館行銷專書陸續出版，這個現象可以解釋成圖書館行銷的概念在圖書館及資訊中心已逐漸被接受。 In 1986, more and more marketing of library books have been published in this phenomenon can be explained as the concept of marketing library and information center in the library has gradually been accepted. 然而，在這個時期中，仍有部份作者對行銷、推廣及公共關係三個概念混淆不清；此外，這些專書大多屬於 guidebook 的性質，內容在教導圖書館管理階層及館員如何從事圖書館行銷，而較少涉及學理的層面。 However, in this period, there are still some of the marketing, promotion and public relations three concepts is confusing; In addition, most of these books are guidebook of the nature, content management and library in the teaching librarians how to engage in library marketing , and less involved in school management level. 以下介紹 1990 年以前出版的圖書館行銷方面之專書： The following description is published prior to 1990 marketing aspects of library books: 

1982 年出版的 Marketing the Library ，是第一本由圖書資訊學背景的作者著作之圖書館行銷專書。 1982, published in Marketing the Library, is the first book by the author of Library and Information Science background work of the Library book sales. （註 16 ）書中提供推廣圖書館服務的技巧，包括：印製文宣、人際溝通、營造氣氛等，希望館員運用這些方式來“行銷”其圖書館。 (Note 16) The book provides the skills to promote library services, including: printed propaganda, communication, create an atmosphere in the hope that librarians use these ways to "marketing" their library. 筆者認為，此書只著墨在圖書館“公共關係”的部分，而忽略了行銷的其他要素，而且作者似乎把“行銷”和“推廣”混為一談，因此其書名很容易讓讀者對行銷概念的內涵有錯誤的觀念。 In my opinion, this book is only passing reference in the library "public relations" part of the expense of other elements of marketing, but the author seems to "marketing" and "promoting" mixed up, so the title is very easy for the reader connotation of the concept of marketing There is a misconception. 七年之後， Leerburger 以 Promoting and Marketing the Library 為書名出版該書的修訂版（註 17 ），從書名的更改可以推論作者此時已了解“行銷”和“推廣”的不同。 Seven years later, Leerburger to Promoting and Marketing the Library for the title of the book revised edition (note 17), can be inferred from the title of the changes at this time has been about "marketing" and "promoting" different. 雖然如此，修訂版的內容及結構並沒有什麼大的變化，作者只是因應科技的發展，在書中加入了電子郵件、桌上出版及電子佈告欄等，做為推廣圖書館服務的新途徑。 Despite this, revision of the content and structure and no major changes, only as a result of technological development should, in the book joined Dianzaiyoujian, bulletin boards and other desktop publishing and Dian Zi, Zuo Wei promoting library services in Xin way. 

Developing a Marketing Program for Libraries 的作者是一位行銷學教授， 1983 年出版之後， 1989 年再版。 Developing a Marketing Program for Libraries of the author is a professor of marketing in 1983 after publication, 1989 edition. （註 18 ，註 19 ）這是一本專為有志於行銷圖書館服務，卻又沒有相關知識的館員而寫的 Know-how 指引，書中提供系統化的步驟，教導圖書館員規劃出一個完整的行銷流程：蒐集及分析相關資料，發展行銷策略，決定目標市場及機會，發展、執行並控制行銷計畫，成果評鑑。 (Note 18 and Note 19) This is a for those interested in marketing library services, but no knowledge of librarians and Know-how to write the guidelines, the book offers systematic steps to educate librarians planning a complete marketing process: to collect and analyze relevant information, develop marketing strategies, determine target markets and opportunities, develop, implement and control the marketing plan, product evaluation. 

1987 年出版的 Marketing / Planning Library and Information Services （註 20 ），結合了行銷和規劃的概念。 1987, published in Marketing / Planning Library and Information Services (20), combining the concept of marketing and planning. 其第一部份為“理論基礎”，從管理學的角度介紹各種行銷及規劃的理論和技巧，第二部份才涉及如何將這些方式應用到圖書館及其資訊服務裡。 The first part of the "theory" from management's perspective on a variety of marketing and planning theory and techniques, the second part of it involves how to apply these methods in library and information services. 

1990 年出版的 InfoPormotion : Publicity and Marketing Ideas for the Information Profession （註 21 ）是筆者這次唯一挑選的英國專書。 1990, published InfoPormotion: Publicity and Marketing Ideas for the Information Profession (21) is the author of this unique selection of British books. 這位英國作者和前述的美國作者對行銷有不同的看法，他認為：“公共關係”是藉由推廣來引人注意；而“行銷”是藉由推廣來銷售東西及概念，因此本書的目的在於引起社會大眾對圖書館及其資訊服務的注意，並且促使社會大眾來“消費”（即使用）它們。 The British author and above on the marketing the U.S. have different views, he said: "Public Relations" by promotion to interesting; and "marketing" is to sell things, and by promoting the concept, so the purpose of this book is to arouse public attention to libraries and information services, and encourage the community to "consumer" (ie use) them. 其第一部份介紹各類型的圖書館和資訊機構，並指出它們的推廣重點；第二部份列舉各種推廣的技巧，並教導讀者如何實際去應用；第三部份提供相關機構的名錄及參考讀物，指引讀者如何獲得更進一步的資訊。 The first part describes the various types of libraries and information agencies, and that they be in focus; second part of the list of a variety of techniques to promote and teach the reader how to apply practical; the third part of the list and provide the relevant institutions Reference books to guide the reader how to obtain further information. 

四、普遍時期：圖書館行銷相關論文大量出版 Fourth, the general periods: a large number of published papers related to library marketing 

1970 年代晚期，行銷學者首先大力提倡把行銷理論應用到圖書館及其資訊服務。 The late 1970s, marketing academics first strongly advocated the application of marketing theory to the library and information services. 之後圖書資訊界的學者也投入圖書館行銷的研究， 1980 年代陸續出版了許多相關的論文及專書。 After the scholars of Library and Information sector input marketing research library, the 1980s were published many papers and books related. 1990 年代之後，相關研究的文獻大幅成長，因此可說進入了普遍時期。 After the 1990s, significant growth in research literature, it can be said to have entered common period. 

圖書館學與資訊科學文摘（ Library and Information Science Abstract, LISA ）是圖書資訊界中很重要的索摘工具，筆者曾以 ”marketing” 和“ librar$” （ $ 為 LISA 的竄字符號）為主題詞（ subject ）查詢 1999 年夏季號的 LISA 資料庫所收錄圖書館行銷相關文獻的數量，再以出版年為限制，將這些文獻分為三組如表一。 Library and Information Science Abstracts (Library and Information Science Abstract, LISA) is a library of information industry in a very important Suozhai tools, the author曾以 "marketing" and "librar $" ($ to LISA's channeling the word symbol) as the theme word (subject) check the summer of 1999 issue of the LISA database contains the number of library marketing literature, and then the publication year restrictions, these documents are divided into three groups Table 1. 由表中的數據可以看出 90 年代相關文獻的數量，較 80 年代成長了有十倍之多。 From the data in the table shows the number of documents related to 90 than 80 years has grown ten-fold. 

表一： LISA 收錄圖書館行銷相關文獻表 Table 1: LISA your library marketing literature table 

	出 版 年 代 Publishing on behalf of the 
	篇 Posts    數 Number 

	1970-1979 1970-1979 
	3 3 

	1981-1989 1981-1989 
	15 15 

	1990-1999 1990-1999 
	158 158 


此時期的文獻，除了介紹圖書館行銷的一般概念之外（註 22 ，註 23 ）， Rowley 積極倡導圖書館員應該像業務員一樣，致力於推銷其產品及服務 ( 註 24) ， Hamon 更進一步探討圖書館在推動行銷計畫時可能會面臨的相關政治（ political ）因素（註 25 ），而一些個別圖書館應用行銷概念的個案研究相繼出現（註 26 ，註 27 ）， Olson 和 Moseman 更呼籲圖書館行銷是解決圖書館經費和人力不足的途徑。 The literature of this period, in addition to introducing the general concepts of marketing outside the library (22, note 23), Rowley Librarians should actively advocate the same as the salesman, is committed to market their products and services (Note 24), Hamon further explore the Library in promoting the marketing plan may face related to the political (political) factors (25), while some individual library case study application of marketing concepts have appeared (26, note 27), Olson and Moseman also called books Museum marketing and human resources to solve the lack of library funding channels. （註 28 ） (28) 

此外，建議引用特定行銷技巧來經營圖書館的文獻越來越多，如： Galvin 和 Keiser 提出運用“市場調查”來了解圖書館及資訊中心的使用者（註 29 ）、 Johnson 提出圖書館應以“顧客導向”為其服務哲學（註 30 ）、 Ross 提出利用行銷組合中的 ” 推廣 ” 來吸引更多使用者（註 31 ）、 Bushing 提出利用行銷組合中的“產品”概念來設計圖書館的服務（註 32 ）、 Wadley 等人提出應用 ” 市場區隔 ” 的原則為上班族提供特殊服務（註 33 ）、 Dimick 也提出 ” 市場區隔 ” 的原則為青少年提供特殊服務（註 34 ）等。 In addition, the proposed reference to a specific marketing techniques to run an increasing number of library literature, such as: Galvin and Keiser make use of "market research" to understand the users of library and information center (note 29), Johnson proposed library should be "customer oriented" philosophy to their services (Note 30), Ross proposed use of marketing mix in the "promotion" to attract more users (note 31), Bushing make use of marketing mix in the "product" concept to design library services (Note 32), Wadley, who proposes the application of "market segmentation" principle to provide special services for the office workers (Note 33), Dimick also mentioned the "market segmentation" principle to provide special services for young people (34), etc. . 

肆、結語：圖書館行銷研究的相關問題及未來發展趨勢 D. Conclusion: Library issues related to marketing research and future trends 

筆者分析了圖書館行銷的相關論文及專書之後，在此提出該主題相關研究的問題及其未來的研究趨勢，期望能夠提供對圖書館行銷有興趣的學者專家做為進一步研究的參考。 The author analyzes the marketing of related papers and library books after, introducing the subject in this study the problems and the future research trends, expects to make the library scholars interested in marketing as further research. 

一、圖書館行銷文獻的問題 1, issue library marketing literature 

從三十年來 LISA 收錄關於圖書館行銷之文獻的成長率得知，現今的圖書館員已了解行銷對圖書館經營的重要性，然而誠如 Kies 所言， ” 圖書館員的行銷 ” 一直是圖書館行銷研究中最弱的一個環節。 LISA three years from your library marketing literature on the growth rate of that, today's librarians have to understand the importance of marketing of library operations, but just as Kies said, "Librarians in marketing" has been the Library marketing research in the weakest link. （註 35 ）圖書館界一向努力於行銷其理念、服務，以提昇圖書館的正面形象，但卻很少有計畫及研究是著重在圖書館員的行銷。 (35) libraries has been doing in marketing their ideas, services, to enhance the positive image of the library, but few projects and research is to control the librarian marketing. 筆者審視了近三十年來圖書館行銷的相關文獻，也發現論及圖書館員行銷的文獻寥寥無幾，這樣的“真空現象”對圖書館行銷是很不利的，試問：如果社會大眾對圖書館員的專業不信任，對圖書館員抱有負面的印象，那他們如何會樂於使用圖書館所提供的服務？ I look at the past three decades library marketing literature, also found that deal with very few librarians marketing literature, such a "vacuum phenomenon" on the library marketing is very unfavorable, ask: If the members of the public library professional distrust of the librarians have a negative impression, that they be willing to use the library services provided? 因此圖書資訊界應對此領域投入更多的心力去研究。 Library and information sector should therefore invest more effort in this area to study. 

此外，雖然近年來圖書館員對行銷的議題很感興趣，但他們對行銷概念並沒有全盤地了解（註 36 ），而行銷、推廣、公共關係三者之間的混淆，更是圖書館行銷相關文獻中常見的問題。 In addition, although in recent years, librarians are interested in the subject of marketing, but marketing them is not a comprehensive understanding of the concept (36), while the marketing, promotion, public relations, confusion among even the library-related marketing common problem in the literature. 筆者在 1993 年底使用 Library Literature (LL) 和 LISA 這兩種圖書資訊學專門索摘的紙本，發現其中與行銷相關的標目如下： I use the end of 1993, Library Literature (LL) and two LISA Library and Information Science special Suozhai the paper and found that marketing associated with the following headings: 

[LL] [LL] 

Marketing see Publicity Marketing see Publicity 

Marketing Literature see advertising Literature Marketing Literature see advertising Literature 

Marketing of Library Services see Public Relations of Libraries Marketing of Library Services see Public Relations of Libraries 

[LISA] [LISA] 

Marketing Marketing 

see Publicity see Publicity 

Use Promotion : Libraries Use Promotion: Libraries 

由上可知，在 1993 年時 LL 和 LISA 中關於行銷的描述語（ descriptor ）還是“推廣”或“公共關係”，可見當時在觀念上仍未釐清。 From the last known in 1993 when the LL and LISA in the description on the marketing language (descriptor) or "promote" or "public relations", can be seen that concept was not clarified. 筆者在 2000 年 1 月再度使用 LISA 的光碟時，發現 Marketing 、 Public Relations 、和 Promotion 已是各別獨立的描述語，但 Public Relations 和 Promotion 之間的關係是 see also 。 In January 2000 I re-use a disc LISA found Marketing, Public Relations, and Promotion is an independent description of individual words, but the Public Relations and Promotion is the relationship between the see also. 

二、圖書館行銷的研究趨勢 Second, the library marketing research trends 

為了解圖書館行銷研究的未來發展趨勢，筆者瀏覽了 LISA 所收錄 1990 年之後出版的相關文獻之篇名，發現圖書館行銷的文獻已由 80 年代介紹一般性行銷概念在圖書館的應用，轉變成如何運用某種行銷技巧來行銷圖書館（如本文第參部份所述），或是行銷某種專門類型的圖書館，如醫院圖書館（註 37 ）、專門圖書館（註 38 ）、一人圖書館（註 39 ）、大學圖書館（註 40 ，註 41 ）、公共圖書館（註 42-44 ）、學校圖書館（註 45 ）、甚至於虛擬圖書館的行銷（註 46 ）。 Marketing research to understand the library's future development, the author viewed by LISA after 1990 included the relevant literature published in English Version, has been found in library marketing literature describes 80 general marketing concepts in the Library, change into how to use some kind of marketing skills to marketing library (as described in this paper, Part three), or marketing a specialized type of library, such as hospital libraries (37), Special Libraries (38) One library (39), University Library (40, 41), public libraries (Note 42-44), School Library (45), and even virtual library marketing (46). 

這種“專門化”的研究範圍說明了圖書資訊界已普遍接受行銷概念應用在圖書館的作法，並且已懂得靈活運用各種行銷技巧在各種特殊的情況之中。 This "specialized" being illustrated books the IT industry has generally accepted the concept of application of marketing practices in the library, and already know how to make flexible use of various marketing techniques among the various special circumstances. 因此，筆者相信“專門化”的圖書館行銷將成為未來此方面研究的發展趨勢。 Therefore, I believe, "specialized" library marketing will be the future research trends in this regard. 
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