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The concept of information services marketing

Bhornchanit Leenaraj

Abstract

This article is intended to provide basic knowledge of the market applied to provide Information services in
upiversity libraries. The content of the concept of information services marketing and the 4 main factors that fed 1o the
success of the information services marketing consists of 1) to identify customer segments 2} (o determine the
positioning of the organization. 3) Product life cycle, and 4) Marketing mix.  In addition. 3 key components of
“marketing services from the concept of Kotler {2003} and Zeitham! & Bitner. (2003) there are: 1) External marketing 2)
Interactive, and 3) Internal marketing. A new concept in the development and improvement of information services in
libraries, at the end of the article inciluding value-added services: the nature of information services and new services
development
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