
Abstract 

                                         

 

                                        doi.org/10.22037/jmlis.v1i1.31747 

                                                                           Vol 1, No 1, 2020 

Journal of Medical Library and Information Science 

 

Citation: Moqiseh M, Kazerani M, Shekofteh M. Identifying and analysis of marketing mix in medical libraries. J Med 

Libr Inf Sci. 2020;1(1):e7. 

 

 

CrossMark 

Original article 

 

Identifying and Analysis of Marketing Mix in Medical Libraries 

 
Maryam Moqiseh

1
, Maryam Kazerani

1*
   , Maryam Shekofteh

1
  

 
1 Department of Medical library & Information Science, School of Allied Medical Sciences, Shahid Beheshti University of Medical Sciences, Tehran, Iran 

 

 

 

 
 

 

Recieved: 6 May 2020 

Accepted: 25 May 2020 

 

 

 
 

 

 
Keywords: 

Marketing Mix 

Academic Libraries 

Medical Science Universities 

 

 

 
 

 
 

* Corresponding author 

Maryam Kazerani 

Kazerani.m@gmail.com 

Introduction: Considering the marketing importance in libraries and information centers, this 

study aims to identify and compare 4Ps marketing mix components, including product, place, 

price, and promotion activities in libraries of medical sciences universities in Tehran. 

 
Methods: This research is an analytical survey performed in three central libraries and 36 faculty 

libraries of Shahid Beheshti, Tehran, and Iran Universities of Medical Sciences. The survey 

questionnaire includes 48 questions about the 4Ps marketing mix. 

 
Results: The mean score of product, place, and promotion marketing mix in Shahid Beheshti, 

Tehran, and Iran Universities of Medical Sciences is 2.91, 2.55, and 2.22 out of four, respectively. 

Their total average in price is also 0.31out of one. The highest average score of the product mix is 

2.97 in Shahid Beheshti and Tehran Universities of Medical Sciences. The highest average place 

mix score is 2.62 in Shahid Beheshti University of Medical Sciences. The highest averages score 

of promotion mix is 2.30 in Shahid Beheshti and Tehran Universities of Medical Sciences. Also, 

the highest average score of the price, 0.34, obtained by Iran University of Medical Sciences. 

ANOVA test showed no significant difference among the average score of 4Ps marketing mix in 

the intended Universities (P-value> 0.05). 

 
Conclusion: The survey shows that the product, place, and promotion marketing mix get an average 

score, but the price is the least. Considering the powerful competitors of the libraries in this virtual 

age, librarians should play an essential role in appraising and develop the current state of libraries. 

 
 

 

 

 

Introduction 

oday, social institutions need to apply new 

approaches to economics and practical strategies, like 

marketing principles, to maintain their survival (1-3). 

The American Marketing Association’s definition of 

marketing is “an organizational function and a set of 

processes for creating, communicating, and delivering value 

to customers and for managing customer relationships in ways 

that benefit the organization and its stakeholders” (4). Philip 

Kotler, the father of modern marketing, considers marketing 

as a human activity directed at satisfying needs and wants 

through an exchange process and a customer-oriented concept 

that acts as 

 
 

a key through an integrated process to achieve organizational 

goals, to acquire satisfaction of customers in short term and 

welfare for them in the long run (5). 

The marketing mix includes several Ps like: 

- 4Ps: (Product, Price, Place, Promotion) 

- 4Cs: (Customer value, Customer cost, Customer convenience, 

Customer communication) 

- 7Is: (Interconnection, Interface, Interactivity, Involvement, 

Information, Individualism and Integrity) 

- 7Ps: (Product, Price, Place, Promotion, Process, Physical 

Evidence, and Participants) 
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The background shows among the various marketing mix, 

and the 4Ps marketing mix is used the most in all the academic 

libraries around the world (6-9). Besides, the p4 model is 

more typically used for cases where the product is not of high 

value to the customer and needs to use other methods to attract 

people (10-13). 

The components of the 4Ps marketing model are the product, 

price, place, and promotional activities. Product is the most 

crucial elemental P. The product mix is a good or service 

that offers customers to meet their inquiries. Price is the cost 

consumers pay for a product. 

The price mix is the cost users pay for the products. It should 

be a reasonable and suitable price. In the place mix, where the 

product is offered to the buyers should be easily reachable. In 

the promotion mix, the product information is conveyed to the 

clients through advertising and available media (14). 

Libraries are not currently the only reference in the presentation 

and dispersal of information, even their traditional role in 

providing services has diminished by technological development. 

Therefore, they need to revise the traditional ways of providing 

services and introduce their products to the community of actual 

and potential users and design new services according to the 

needs of users, i.e., the same marketing concept. (6, 8, and 11) 

The importance of marketing in libraries and information 

centers has led to various studies. Pashootanizadeh et al. 

determined and compared the sights of managers and users of 

public libraries on the use of social media for library services 

marketing. Their findings show that from the users’ point of view, 

the most crucial feature of social media marketing in libraries is 

“communication ability”. Regarding the managers’ perspective, 

“creating a true vision of the role of the library” and “informing 

users about all library services” items are the essential reasons 

to do library marketing on social media. The point of view of 

both groups is that the Telegram is the most convenient medium 

to introduce library marketing services. The study’s results help 

library managers make better decisions about marketing their 

library services through social media (15). 

In this regard, reviewing the growth and marketing strategies 

of University libraries in Tanzania indicated that e-journals 

applied extensively in Tanzanian universities and college bodies. 

Moreover, various marketing strategies such as, OPAC and Web 

2, have a significant role in informing the users about e-resources. 

It is recommended that e-resource marketing channels be 

strengthened to make better and more use of e-resources (16). 

Osninylu et al. proclaimed that the most prevalent marketing 

strategies used by librarians at Nigeria State University are user 

survey studies, purchase and use common and current books, 

interlibrary loan services, and improved burrowing privileges. 

The most critical challenges for significant library resources 

and services marketing are an unstable internet connection and 

inadequate funding. It was recommended to use ICT and social 

media tools as marketing strategies (17). 

The previous studies have highlighted the importance of 

marketing in libraries, especially in academic ones (2, 5, 8, 10, 

12, and 18). Due to the notable position of Shahid Beheshti, 

Tehran and Iran Universities of Medical Sciences in Iran, and 

their libraries’ decisive role as the beating heart of the university; 

and since the status of the marketing mix has not been evident in 

these libraries, the present study aims to investigate and compare 

the status of the marketing mix in the mentioned libraries. 

Identifying and evaluating the libraries’ current statues in 

this study help the librarian to recognize their strengths and 

 
weaknesses of libraries and provide better plans to achieve their 

goals successfully, and make the users fully satisfied with the 

resources and services. 

Methods 

This research is a descriptive-analytical survey. The research 

population consisted of 39 libraries, including three central 

libraries and 36 faculty libraries of Shahid Beheshti, Tehran, 

and Iran, Universities of Medical Sciences. A researcher-made 

questionnaire is an instrument for gathering the data. Eight 

library information professors and experts confirmed the validity 

of the tool. 

Cronbach’s alpha test was used to measure questionnaire 

reliability. The obtained result was 0.94, which indicated that the 

reliability is acceptable. 

The research questionnaire consisted of 48 questions to 

measure 4Ps marketing mix components (product, place, price, 

and promotion). The product, price, and promotion have 19, 

13 , 11 questions, respectively, which evaluated through a four 

Likert scale, The price mix included five questions with 0 and 1 

answering which code 0 assigned to a not received cost, and code 

1 showed a received cost, so the mean score of this mix is 0.5. 

The distributing and collecting of questionnaires in the 

mentioned libraries was personally. The SPSS software, version 

16, was used for analyzing data. The overall 4Ps and questionnaire 

items’ scores were determined by the mean and standard 

deviation. The mean score of product, place, and promotion is 

between 2 to 3, and the mean price score is between 0.33 and 

1. ANOVA test was used to compare the average score of the 

overall 4Ps marketing mix throughout the studied universities 

and the four marketing mix components. 

Results 

Table 1 shows that the average score of product mix on a 

four-point Likert scale at the libraries of Shahid Beheshti 

and Tehran Universities of Medical Sciences was 2.97, and 

at Iran University of Medical Sciences was 2.72. The items 

with the highest average scores were “Possibility of computer 

and Internet access for the users” (3.75), “providing online/ 

offline information services database” (3.76), and “library print 

resources borrowing” (3.86). Providing translation services 

items got the lowest average score in all three Universities. 

The ANOVA test results showed that there is no significant 

difference among the product mix average scores of the 

intended libraries (P=0.464). 

Table 2 shows that the libraries of Shahid Beheshti University 

of Medical Sciences have the highest total average score of the 

place marketing mix (2.62). The second questionnaire item, 

“Library internal sections easy access,” has the highest score in 

the libraries of all three Universities. 

“Soundproof (acoustic) walls” item has got the lowest scores 

in all libraries. The following items, “Library building vertical 

and horizontal expansion,” “Library facilitation for handicapped 

and blinds,” and “Library meeting hall” in at least two libraries 

of the studied libraries obtained the lowest scores. The ANOVA 

test showed that there is not any significant difference between 

the mean score of place mix component in the studied libraries 

(P=0.877). 

Table 3 shows that 37.5 % of Iran University of Medical 

Sciences’ libraries, 30.3 % Tehran University of Medical 
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Table 1. The production marketing mix status in the libraries of Medical universities 

 
 

Universities Iran University of Tehran University of 
Shahid Beheshti 

Medical Sciences  Medical Sciences  
University of

 
Medical Sciences 

Product mix components Mean 
Standard 

Deviation 
Mean 

Standard 

Deviation 
Mean 

Standard 

Deviation 
 

1 sequential evaluation of services and products 3.22  0.66 2.63  0.92 3  1.09 

2 Workshop holding for users to get acquainted with the library 2.87  0.83 2.70  0.85 3.25  0.96 

3 Print resources (books, journals, etc.) loan 3.88  0.33 3.92  0.27 3.66  0.88 

4 Non-print resources (audio and visual materials, and e-books) loan 2.22  0.66 3  0.73 2.33  1.23 

5 Interlibrary loan 1.33  0.50 3  1.15 1.36  0.67 

6 Reference consultation service 3.33  1.33 3.50  0.85 3  0.95 

7 Information services (online/offline database) 3.66  0.50 3.76  0.43 3.41  1.16 

8 Possibility of computer and internet access for the users 3.88  0.33 3.58  0.90 3.75  0.45 

9 Resources copy and print allowance 1.88  0.92 2.61  1.26 2.90  1.37 

10 Translation services 1  0 1.40  0.69 1.10  0.31 

11 Providing users-required journals’ subscription 2.50  1.06 2.72  1.19 2.45  1.12 

12 Providing users-required reference resources 3.50  0.75 3.07  1.03 3.41  0.51 

13 Library catalog (OPAC, Sheet, etc.) 2.62  0.74 3.25  0.86 3.25  1.13 

14 Online/offline database 3.44  0.72 3.27  1 3.66  0.88 

15 Library website design 2.75  0.70 3  1.26 3.50  0.90 

16 Consulting Services (to use the library, conduct research, etc.) 3.25  0.88 2.92  1.25 3.50  0.67 

17 Providing reference services on the phone 2.55  1.01 2.41  1.24 2.83  1.11 

18 Getting in touch with the patrons via Fax 1.66  0.70 1.84  0.98 2.45  1.21 

19 Getting in touch with the patrons via email 

Overall average score 

2.11  
2.72 

0.78 2.28  
2.97 

1.20 2.63  
2.97 

1.12 

 

 
Table 2. The place marketing mix status in the libraries of medical universities 

 
 

Universities Iran University of Tehran University of  
Shahid Beheshti 

Medical Sciences  Medical Sciences 
University of Medical

 

Sciences 

Place mix items Mean 
Standard 

Deviation 
Mean 

Standard 

Deviation 
Mean 

Standard 

Deviation 
 

1 Library location easy access 2.77 1.09 3.28 0.82 3.16 1.11 

2 Library internal sections easy access 3.88 0.33 3.53 0.77 3.58 0.99 

3 Library building exterior design 3.11 0.92 3.14 0.66 2.91 1.16 

4 Library building internal design 3.22 0.66 2.92 0.82 3.25 0.86 
 

5 
Library building HSE (building fire safety, entry/exit 

and through shelves monitoring, etc.) 

 

3.22 
 

0.66 
 

2.84 
 

1.06 
 

3 
 

0.85 

6 Library proper hall 3 1.11 2.84 0.89 3.09 0.94 

7 Library facilitation for handicapped and blinds 3 0.86 1.92 1.18 1.9 1.30 
(slopped surface, elevator, etc.)       

8 Library meeting hall 1.66 1.55 1.83 1.19 2.1 1.44 

9 Visual and auditory facilities 1.88 1.16 2 1.04 2.18 1.25 

10 Soundproof (acoustic) walls 1.44 0.88 1.41 0.79 1.1 0.31 

11 Library internal acoustic flooring 2.66 0.86 2 1.15 2.45 1.12 
 

12 
Library different parts proper temperature, light, 

ventilation, relative humidity control 

 

2.55 
 

1.01 
 

2.64 
 

1.08 
 

2.45 
 

0.82 

13 Library building vertical and horizontal expansion 1.75 0.46 1.58 0.79 2 1.15 

Overall average score 2.51 2.51 2.62 
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Sciences’ libraries, and 28.4 % Shahid Beheshti University 

of Medical Science’s libraries provided the price mix and 

charge for the printing and copying services. The results of the 

ANOVA test showed that there is not any significant difference 

between the mean scores of the price mix in the libraries of 

studied universities (P=0.907). 

Table 4 shows that the total average score of the place 

marketing mix in the libraries of Iran, Shahid Beheshti, 

and Tehran Universities of Medical Sciences is 2.33, 2.30, 

and 1.97, respectively. The second item, “Introducing new 

resources and events,” obtained the highest averages score in 

all three Universities. 

However, “Holding books review and criticism sessions”, 

“Holding movies display and criticism sessions”, “Holding 

 

meeting sessions with authors and compositors,” “Public 

relation department establishment”, “Library introduction 

and advertisement (via mass media likes TV, newspaper)” 

items received an average score less than other items in the 

present study. The ANOVA test results showed that there is no 

significant difference between the mean scores of the place mix 

in the libraries of studied universities (P=0.481). 

Figure 1 shows that the total average score of the product mix 

(2.91) is higher than the place (2.55) and the promotion (2.22). 

It should be noted that the mean score of the price marketing 

mix in the mentioned libraries is (0.31) out of one. ANOVA test 

also showed that there was no significant difference between 

the mean scores of the 4Ps marketing mix in Shahid Beheshti, 

Iran, and Tehran Medical Sciences Universities (P>0.05). 

 

 

Table 3. The price marketing mix status in the libraries of medical universities 

 

Universities 
Iran University of Medical Tehran University of Shahid Beheshti University 

Sciences  Medical Sciences  of Medical Sciences 

 
Price mix items 

Charged No charged Charged No charged Charged No charged 

N P N P N P N P N P N P 
 

1 Membership 1 8.3 11 91.7 2 15.4 11 84.6 3 37.5 5 62.5 

2 Copy 4 57.1 3 42.9 5 41.7 7 58.3 4 100 0 0 

3 Print 4 66.7 2 33.3 3 37.5 5 62.5 1 50 1 50 

4 Translation 0 0 2 100 2 40 3 60 0 0 1 100 

5 Internet and database access 1 10 9 90 2 16.7 10 83.3 0 0 7 100 

Overall average score  28.4  71.6  30.3  69.7  37.5  62.5 

N=Number, P=Percent 

 

 

Table 4. The promotion marketing mix status in the libraries of medical universities 

 
 

Universities Iran University of Tehran University of  
Shahid Beheshti 

Medical Sciences  Medical Sciences 
University of Medical

 
Sciences 

Promotion mix items Mean 
Standard 

Deviation 
Mean 

Standard 

Deviation 
Mean 

Standard 

Deviation 
 

1 Library exhibition 2.12 1.12 2.40 1.17 1.42 0.78 

2 Introducing new resources and events 33.3 0.79 3.15 1.14 3.66 0.65 

3 Library website or weblog 2.7 1.28 2.46 1.19 3.54 0.93 

4 Library survey (via questionnaire, e-mail, etc.) 2.66 0.70 2.76 1.30 2.91 0.90 

 

5 
Library introduction and advertisement (via mass 

 

1.22 

 

0.44 

 

2 

 

1.04 

 

1.36 

 

0.67 
media likes TV, newspaper, etc.)       

6 Newsletters, brochures, and posters publication 1.66 0.50 2.25 0.96 2.50 1.16 

7 Holding educational workshops 2.66 1.11 2.64 1.08 3.09 0.94 

8 Holding books review and criticism sessions 1 0.0 1.33 0.88 1.11 0.33 

9 Holding movies display and criticism sessions 1 .0. 1.25 0.86 1.11 0.33 

 

10 
Holding meeting sessions with authors and 

compositors 

 

1.25 

 

0.70 

 

1.42 

 

0.96 

 

1.10 

 

0.31 

11 Public relation department establishment 1.22 0.66 2 1.27 0.82 1.27 

Overall average score 1.97 2.33 2.30 
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Place   2.55   

Product    1.91  
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Figure 1. Total average score of product, place, and promotion marketing mix in the study intended libraries 

 

 

 

Discussion 

Nowadays, librarians and information managers need to 

provide the best possible services for their customers. In 

such a way, they have to use library services to carry out their 

scientific activities inevitably. Using Marketing techniques can 

be used to attract more and more clients to achieve this aim. 

The findings of the present study approve that the mean score 

of the product mix is higher than the score of other marketing 

mix components, and this is consistent with similar researches 

conducted in academic and non-academic libraries in Iran (19- 

21). However, the score of the product mix in the research 

is still at an average level. In this regard, since information 

and communication technology (ICT) and the expansion of 

information networks allow offline services for users, it is 

essential to pay attention to the required infrastructure in this 

section. 

If the users are satisfied with the library services, this leads 

to the repetition and continuation of library use. In the libraries 

of the mentioned Universities, the translation services, 

interlibrary loan, and then getting in touch with the patrons via 

Fax, received the lowest attention. In this context, recovering 

and developing the product marketing mix elements of a 

University library’s products and services should be considered 

by librarians and library managers (9). 

The study of the place marketing mix in the present study 

stands in the second stage after the product component in the 

middle level. In this respect, library internal sections available 

access item has the highest average score, and the soundproof 

(acoustic) walls item has the lowest. 

Facilities for handicapped and blinds (such as slopped 

surface, elevator) should be provided for the disabled to use 

in an academic library (23). However, the libraries of the two 

of the three universities in the present study, like the findings 

of Farkhari research (22), get below the average in this regard. 

 

 
The library building vertical and horizontal expansion item is 

low, and the needs of the library in the coming years are not 

foreseen according to the standards (23). Besides, some of them 

have entirely ignored the existence of a meeting hall in a library. 

The price marketing mix score is lower than the average. 

According to this research and similar researches, it seems 

that the managers and librarians consider the price mix as their 

least priority (20-22, 24). While librarians should notice the 

users’ needs to make customer satisfaction, they should create 

a balance among services, information, financial and human 

resources. In the present study, most libraries have received fees 

for print and copy services, which is in line with the library’s 

revenue generation. Libraries can provide every service at a 

reasonable price to most people by assessing the needs analysis 

of different users. They can provide an acceptable amount of 

useful and/or unreachable resources that people can find them 

by difficulties, or it is sometimes impossible to access them. 

However, most of the libraries offer most of their services free 

to attract audiences. Therefore, they do not attempt to provide 

ancillary or revenue-generating services (20). While some 

library users may be willing to pay as much as they afford to 

access to their information resources or services, there is no 

other way to get them but to visit the library. If the libraries put 

the price mix in their priorities, they can generate revenue for 

the library to expand the services and facilities, and overcome 

some of the budget shortage and other problems. 

The promotion mix activities are in third place after the 

product and place mix components and received a middle-level 

score. Farkhari’s research also shows that the sequence of the 

priorities of library managers in applying each of the variables 

is assigned to the product, place, promotion, then price mix, 

respectively (22). However, in Karaji’s research, the order of 

the scores obtained in each marketing mix, from the highest to 

the lowest, is for promotion, place, product, and then price mix 
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at the end (24).The use of bulletins, posters, and advertisements 

can cause the users to come to a library and help to develop 

the promotion and encouragement activities. In general, 

introducing the library services and activities to customers and 

encouraging them to use library resources more is the first step 

in establishing and promoting marketing mix (25). 

Moreover, applying social media leads to attracting the users’ 

attention, library development, and the promotion of its services 

and products (26). So, one of the most critical ways to attract 

users is to display the library’s activities and services through 

promotion and encouragement marketing mix. Nevertheless, 

in this study, it is the least critical component at the libraries. 

Therefore, the libraries’ managers and librarians should 

revise their policies and add promotion and encouragement 

marketing mix strategies to their higher priorities, specifically 

the following items that received the lowest score in this study: 

“Holding books review and criticism sessions”; “Holding 

movies display and criticism sessions”; “Holding meeting 

with authors and compositors”; “Public relation department 

establishment”; “Library introduction and advertisement (via 

mass media likes TV, newspaper, ...)”. 

Conclusion 

In recent years, due to the progressive growth of information, 

competition, and number and variety of user expectations, 

marketing activities in libraries has become increasingly 

important. It can help to know the patrons and their wants 

more efficiently; moreover, it has a positive effect on the users’ 

thoughts towards the library. 

In this regard, the research intended that have performed 

weakly and have not been able to meet the users’ needs while 

the basis of successful marketing is to consider the potential and 

actual needs of the clients. 

As long as the library location and structure have not been 

suitable in terms of interior and exterior construction and 

design; the in-need services’ costs have not been transparent and 

defined; the types of services and products, and their diversity 

have not been developed; the relationship between the library 

and the community has not improved; the libraries’ efforts will 

not reach success to increase the number of their users. 
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