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AHoTanis

Cmamms  onucye @enomen  JOANLHOCMI — KOPUCHYBAUI8
oioniomex. Ilooano eusnauenHs Ybo2o NOHAMMA mMaAd 3Acaou
nepconanvrho2o mapkemuney. Onucano axmopu, wo eniusaromy Ha
JoANbHICMb  KIieHmis.  30ilicHeno  Knacugbikayito  Kiienmis  3a
cmynenem ixXHboi JnoanbHOcmi. B ocmammiti wacmumni cmammi
NpeoCcmasieno pe3yibmamu O0CAiONCEHHs JOSIbHOCMI KOPUCMy8adie
Oibniomex, NPo8edeH020 A8MOPOM.

Kuarwo4oBi cioBa: rosnbHicms Kopucmyeauie, Kopucmygaui
Oibniomex, KOHKYpeHyis 6ioaiomex.

Abstract

The article shows the phenomenon of loyalty among the clients
(users) of libraries. Definitions of the concept and the beginnings of
relation marketing’s creation are presented. The elements influencing
the clients’ loyalty and the classification of clients due to the degree of
their loyalty are described. In the last part of the article, results of the
research concerning the loyalty of library users made by the author
are presented.

Kejwords: loyalty of users, libraries’ competition.
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Analysing the changes in the organisation and the actions of
libraries in the historic point of view, it can be noticed that, over the
years, the role and the position of a reader has changed. The majority
of librarians’ actions focused on collecting and reliable developing the
library, taking into consideration such additional actions as keeping
and renovating the library and many other auxiliary activities, which
are essential for keeping the library appropriate condition and order. It
was not until the twentieth century that people started focusing on the
receiver of a book and, apart from literature, they offered library
services profiled for different groups of users. Actions, which were
aimed at gaining the reading society for libraries, were started.
However, only recently, facing competition from the side of new
media, was the quality of services made by libraries analysed deeper
and the clients’ satisfaction measured. The problem of the loyalty of
library services receivers is relatively new and so far not much tested.

Apart from important actions, basing on advertising the library
and its services, and then attracting users, there exists a whole range of
mechanisms, which facilitate the reader’s attachment to the library as
an institution and to a book as a product of culture and science. Only
disposable use of library services does not generate a habit to visit the
institution yet and it evidences either dissatisfaction from the service
or being little interested in it, which is also expensive. Servicing a new
client lasts longer, is associated with registration procedures and can
be a result of of advrtising processes, which also require financial
expenses. This is why, apart from focusing on gaining new readers, it
is essential to create stable and strong relations basing on confidence
and loyalty with them.

In the history of marketing the turning point in perceiving the
role of client is widely considered to be Theodor Levitt’s statement,
who in his work The Marketing Imagination claimed that the aim of
marketing actions is not only gaining a client, but also his
maintainance (Wilmanska-Sosnowska, 2003, p. 9). Since this moment
a davelopment of researches can be noticed (both of science character
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and ordered for own needs by commercial companies), considering
different aspects of clients’ loyalty. New marketing conceptions in
much bigger degree than it used to, increase the meaning of a service
receiver. Organisations more intensively focus on the client himself,
considering issues of structure or inner processes as peripheral. Such
actions are called relation marketing, which according to Leonard
Berry means ,,creating, maintaining and enriching relations with a
client” (Perenc, 2005, p. 87). The aim of the relation marketing is to
gain the client’s loyalty, which is confirmed in the Maciej Rydel and
Stawomir Ronkowski’s definition through writing that the concept of
the relation marketing means ,,building loyal relationships with clients
and strategic alliances with business partners” (Perenc, 2005, p. 88).
The relation marketing, unlike the traditional marketing, which is
mainly headed towards the realisation of the very same transaction
(for instance borrowing a book, using the database etc.), focuses on
using relational marketong methods, aiming at creating stable and
close, so fulfilled with positive relations with a reader (Gilmore, 2006,
p. 189-193).

The client’s loyalty is defined as ,,readiness of a client to do the
shopping again at the same deliverer” (Kienzler, 2008, p. 116) or also:
»a particular state of the attitude of na client to to the provider
company (the producer, the wholesaler of the shop etc.) based on the
stability, the long-term and acceptance of the offered goods purchase
conditions or services. The client’s loyalty, so his —ttachment” to the
deliverer (the selling person), is a sense of self- understanding and
cooperation between them. Shaping the client’s loyalty is the aim of
complex marketing actions, and its obeyance is —pezed” with
preference purchase conditions. A loyal client is a client who is
—ttached” to the company, who is not influenced by the competitors’
actions (so called client who is hard to gain), and who represents,
according to the made decisions, the interests of his receiver” (Altkorn
and Kramer, 1998, p. 134-135). Jozef Penc writes about the loyalty of
receivers, defining it as —gstematic and continually repeated purchase
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of a particular product in the same place and by the same purchaser by
means of habit, confidence and satisfaction from the bought product
(brand)” (Penc, 1997, p. 231). According to Penc, the loyality can
have a dual character: unseperable or seperable. ,Loyalty of
unseperable character means a situation, in which a consumer
purchases in a sense product of one mark, and loyalty of seperable
character is connected with purchasing products of two brands one by
one. The consumers can be loyal to brands of products, shops and
other things” (Penc, 1997, p. 231). —(her” institutions include such
libraries, which, in spite of their unproductive character, try to gain
and —tie” the client to themselves equally to other institutions.

Jozef Penc, after Philip Kotler, made a division of the loyalty
degree of clients (Penc, 1997, p. 231), describing four groups:

- Clients who are unchangably loyal (using only the services of
one library);

- Clients who are seperably loyal (using services of two or
several libraries because they think that the libraries offer services of
similar level and they fulfil each other);

- Clients who are changably loyal (they pernamently tie with
one library, thinking that in the moment it realises their reading needs
best);

- Unloyal clients (they like variety, they do not tie to any of the
libraries, they change the institution, which they want to use,
according to the situation).

Lilianna Nowak, analysing different levels of clients’ loyalty
and the degree of their attachment to the organisation (Pilarczyk and
Mruk, 2006, p. 65) made a division, which in case of library users
could be presented as the following:

e Potential users;

e Users who use library services for the first time;

e Users who repeatedly make borrowings/visits;

e Stable users;
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e Lawyers, unusually engaged, faithful and loyal readers,

using serviced of only one library.

A little different classification, taking into consideration the
attouchment of client and frquency of using the offer, was made by
Edyta Rudawska (Rudawska, 2005, p. 29-32), differenciating:

- Lack of loyalty (occuring among people who, for different
reasons, will never become stable and loyal library users, for intance
people firmly discouraged to reading),

- Passive loyalty (characteristic for more and more intensively
increasing group of readers, who often borrow books but are not
attached to one library permanently, and who are ready to resign from
the services of the previous library for another one if the latter offers
them a better quality or higher comfort of servicing),

- Hidden loyalty (appropriate for people who are quite hardly
attached to one library but use their srvices rather rarely for different
but significant reasons, for example because of frequent trips and lack
of possibility to return and exchange the read books),

- Special loyalty (appearing among a narrow group of library
users, appropriate for people who arer emotionally and strongly
attached with the institution and frequently using its services. Readers
of special level of loyalty are also ambassadors, not rarely cooperating
with librarians on different fields, for example as a part of
volunteering in public libraries or also proclaiming fair opinions about
the quality of services).

The basic benefits, which are caused by the existance of the
loyalty phenomenon, include:

- Fixation of the habit to read and use tested and reliable
sources of information among the readers,

- The recommendation system (stable readers are satisfied with
the library services and they willingly recommend them to others,
thanks to which the amount of users increases),
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- The decrease in costs connected with servicing readers (stable
reader is more independent, he needs less help and librarian’s time
during a visit in the library),

The sorts of loyalty described above are ilustrated by picture 1.
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5 FREQUENTLY RARELY
(0]
g
=
Q
g
= m
iz SPECIAL LOYALTY HIDDEN LOYALTY
S
4
)
Q |
=
=2
=
2 PASSIVE LOYALTY LACK OF LOYALTY

Pic. 1. Sorts of loyalty
Source: prepared on the basis of Rudawska2005, s. 30

- Bigger acceptance of the pernament inconvenience (stable
readers do not antagonize so easily with pernament difficulties with
using the library services as sporadic readers),

- Less interest in services and competitive products (Pic. 1).

Nowadays, a continual increase in the requirements of library
users can be observed, and what comes after is the difficulty to create
stable relations based on satisfaction and content. There are more and
more dofferent needs and expectations of library users, who describe
theis requirements core specifically, which is often conflict and hard
to realise. It causes the necessity to make the process of segmentation,
and then to create varied offers, adapted to the appropriate group of
readers. Gaining their loyalty requires not only the service provision
process of high level and fulfilling the needs of information character,
but also fulfilling emotional or sociological needs. All this results in
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the fact that the guarantee of user’s satisfaction, which is the basis of
loyalty, is more difficult.

Moreover, there occurs a kind of feedback when the increase of
level and variety of the library offer causes an increase in users’
expectations. The increasing expectations of readers stimulate the
perfecting of the offer of library services. This process together with
increasing the quality of services of other organisations and the
possibility to compare them by the readers with the library results in
the fact that gaining the loyalty becomes increasingly difficult to
achieve.

~

increasing the increase in the

level and variety of expectations of
thelibrary offer library users

S

Pic. 2. The process of increasing the quality of library services

Source: own work

Izabela Witczak, analysing the phenomenon of service quality
and the clients’ loyalty, indicates that ,,gaining full satisfaction [...] is
a starting point to build loyalty, but does not guarantee it
automatically” (Witczak, 2003, p. 15). For a longer time the client’s
satisfaction was considered to be the basis for successful marketing
actions. Meanwhile, on the basis of different analysis, it was noticed
that the mojority of satisfied clients (commercial institutions) changes
the companies they work with and the products which they buy very
often. As a result, the satisfaction from a product or a service does not
mean loyalty towards the organisation which offers them.
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What is more, it is significant to dirrefenciate the phenomenon
of loyalty from so called repeated behaviour. Loyalty is connected
with emotional perceiving of the service, and the repeated behaviour
is only a regular use of the library services, which are dictated by
practical reasons (for instance convenience, the efficiency of servicing
etc.). And so, in the case of repeated behaviour, the decision about
borrowing a book in library X can be based on objective ,,cold”
premises and be connected with, for example, the comfort of close
localosation of the institution, functional web page or relatively big
choice of literature. The decision of using the services of library X can
be also dictated by the unwillingness (lack of time, laziness etc.) to
find an institution, which would better fit the individual needs of
clients. However, in a situation when a deterioration of any of the
conditions of functioning of the library happens, or when there
appears a more attractive service in another institution, the decision
about the choice of the institution can be changed. In turn, for loyal
readers, emotional factors, such as sense of community, satisfaction,
relation, impression of being special, etc. will play a bigger role.

From the practice of commercial companies it outcomes that the
majority of shopping transactions is made with a narrow group of
clients, and the participation of stable receivers in the total amount of
clients, which is called the loyalty factor, often considered to be the
gauge of the success of an organisation (Wilmanska-Sosnowska,
2003, p. 10). In order to investigate this phenomenon among the
library users, an analysis of the borrowings registration system was
made (pic. 3). The results of the research, made in March 2010 in
three academic libraries on a group of more than four thousand users,
revealed that the majority of them are people visiting the library only
once, twice or three times (2166 people), so the readers who decided
to try the library services, but resigned from them for some reasons.
Those are users who, during a visit in a library, did not have any
formed skills to use the sources and to serve the library system, so
they were time-consuming clients requiring a big involvement from
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the librarians. Readers, who regularly borrow books, are a narrow
group of people. Users, who have visited a library from 10 to 20 times
are 279 people, from 21 to 30 there are 75 people, and from 31 to 40
there are only 14 people. On the basis of the tested group one can
conclude that the mechanisms happening in commercial institutions,
which offer a sales of goods and services, have also a reflection in the
processes of offering library services.

Pic. 3. The amount of readers "visits in libraries
Source: ownwork

The results of the analysis of borrowing systems shown above
are a confirmation of the author’s previous survey, made in 2009 on a
group of more than 300 readers from different types of libraries. This
research has shown that readers, looking for high quality of services,
use a bigger amount of libraries or they search substitutes for their
offers. As picture 4 illustrates, an increasing amount of readers” visits
more than only one library. Most frequently, those are three, four, five
or two institutions, which indicates a low level of loyalty.

* The research considered active readers of libraries
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Pic. 4. Amount of libraries, which the readers have used for the last five years
Source: ownwork

In marketing researches, apart from the analysis of such basic
data as the reader’s last visits in the library, the frequency of visits, the
amount of the books borrowed, the time for which the reader is signed
to the library etc., it is possible to use different types of
indicators,which illustrate the clients’ behaviours. These include:

e The indicator of loyalty of the library users;

e The indicator of keeping the library users;

Indicator of loyalty of library users shows in what degree thy
are attached to the institution, and what comes after, what percentage
of them declares the willingness to use the services (borrowing a
book). This dependence can be expressed by the following pattern:

The amount of users who declare the Willingnessto use a service
the amount of tested users

x 100%

the indicator of library users loyalty =

The indicator of keeping the library users illustrates how big
part of readers, who used a library service before (made a borrowing),
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will reactivate in this range, meaning that they will borrow a book or
use other service, which is described by the following pattern:

the amount of users, repeated acts of borrowing (u sin g thelibrary services )in a particular time

theindicator of keeping the library users = 100%

the amount of users borrowing in the previous time

The last indicator — the indicator of losing the library users
shows what percentage of readers resigned from the library services:

the amount of users whoresigned fromthe library services

x100%
thetotal amount of library users ’

theindicator of /osin g thelibrary users =

Apart from the numerical indicators, libraries should analyse
the needs changes in time, the expectations, the attitudes and the
behaviours of readers. The standard marketing researches ought to be
fulfilled with the information, which tells what services the most
satisfied readers use and what the reasons for their loyalty are.

According to Stanistawa Wilmanska-Sosnowska, between the
activeness of clients and the expenditure for servicing them, there
should be a direct dependence. And so, an organisation should spend
10% of resources on promoting in the environment (from pot reserved
for the marketing actions), on promoting among people already
interested in the organisation’s actions 30%, and for maintaining the
stable receivers of services even 60% (Wilmanska-Sosnowska, 2003,
p. 10).

Many commercial organisations, in order to maintain the
previous clients on the unusually saturated market, decide to elaborate
so called loyalty programs. They aim at encouraging the clients to
regular shopping thanks to creating an atmosphere of taking care
about the clients’ needs. So called stable or key clients, using the
loyalty programs, have usual additional powers and bonuses in
discounts on products and services (they are used by more than 80%
of commercial organisations, which implemented the loyalty
programs), priority in access to information about a new offer (67%),
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possibility to receive promotional gadgets, participation in different
kinds of parties etc. (Mazurek-t.opacinska, 2002, p. 138-139). The key
clients in libraries are:

- Users, who regularly borrow big amounts of books and who
often use other services of the library,

- Users, who are connected with the library for a longer period
of time (several borrowings of bigger amounts of books does not
make the reader a key client of the library automatically),

- Users, who are Jawyers” of the library, so they are satisfied
with the quality of the offered services, who have a positive opinion
about the library, who are emotionally attached with it and who tell
others about it,

- Users, who are aware of the substitutive/other library services,
and in spite of this fact are connected with one library only.

Libraries, following commercial companies, also try to
ncourage the readers with loyalty programs, but not always using this
wording. Stable readers can count on a better access to the newest
literature, shorter time of waiting for the most snatched books, the
possibility to borrow a bigger amount of specimen and on such details
as bags for books, library sacks or messages sent to their e-mail boxes
(Christmas compliments, library newsletters etc.), and different types
of library meetings. Many of these elements make the emotional
relations with the library deepen, and as a result, submitting its
services over the services of other institutions.

The process of deepening positive relations with readers
consists of several characteristic actions:

¢ Iniciating contacts with the users by the librarians;

e Informing about new projects, services, solutions, or
library’s initiatives, which can turn out to be attractive for
the reader;

e Encourage the use of library services;

e Analysing the behaviours and reactions of readers in order to
increase the quality of services.
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Achieving the sense of loyalty by the readers is, however,
extremely difficult. The most common barieers include:

o unsatisfying quality of servicing (often in spite of interesting

and valuable libraries);

e increasing attractiveness of other media (television, the

Internet) and other institutions offering competitive services;

e impression of routine or monotony in case of too long time

of using only one institution.

The proceedings of readers in a situation of dissatisfaction from
a service is different and depends on many elments, such as the degree
of dissatisfaction or the emotional features (the character) of the very
same —sjured”. Generally, users can be divided into passive and those
who make an action, which is illustrated by pic. 5. Maintaining their
loyalty, facing a decrease in satisfaction or also serious reservations to
the realisation of the service, is possible, provided that immediate
repairing actions are made (for example a kind response for the
complaint, improvement of the disadvantages in the way of providing
services etc.) satisfying the reader.

The researches from 2009 mentioned before indicate that in
majority of cases readers are satisfied with the way they are served by
librarians. However, almost 20% of the surveyed declares lack of
satisfaction in this range and numerous miscondusts of the library
staff. Both clients of commercial companies and of libraries unusually
rarely, in spite of incomplete, offensive or just unpleasant treatment,
submit formal complaints. Clients do not submit complaints because
they are not convinced of their effectiveness (50%), it costs too much
effort for them (17%), they do not want to cause difficulties (17%),
they are too busy (8%), or too stressed (8%) (Rogozinski, 2006, p.
64). In commercial companies complaints are formalized by 4% of
clients (Larson, 2003, p. 2), 96% of dissapointed people does not
present their complaints to the service provider, but they will probably
resign from his offer (Rogozinski, 2006, p. 64). Among the surveyed
readers it was only one person, satisfied with the way of complaints
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consideration. While considering a complaint one

dissatisfaction

l_;I

lack of action
1

publicaction

the library

Pic. 5. Model of readers’ actions in case of dissatisfaction from library services
Source: ownworkon the basis of Pilarczuk and Myuk, 2006, p. 68

should remember that, as the researches of business companies show,
more than a half of clients, who reported a complaint, will still ise the
organisation’s services, provided that the complaint will reach the
expected result and will be considered quickly.

Summing up the considerations concerning the issue of library
users’ loyalty it can be assumed that, facing increasingly growing
competition, nowadays the most valuable marketing skill of librarians
becomes the ability to strengthening the ties with a reader through
identifying his needs and wishes, and, as a result, their realisation. The
readers’ loyalty is a result of high quality of services and successful
marketing actions. Because it is conditioned by a wide range of
factors, both depending on the library (service offer, the quality if
services etc.), and independent, which the library does not have an
impact on (for example the appearance of competitive companies),
librarians should begin active actions, which increase the sense of
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loyalty, particularly on those fields, where they have some
possibilities of influence.

ko=

~ o
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deHoMeH JIOSJILHOCTI KOpUCTYyBaviB 0i0/1i0TeK y KOHTEKCTI

KOHKYPpeHUIl Ha pUHKY iHpopMaLiiHHUX MOCTYyT

Ho XX cromitrss OiOMIOTEKH 30CEpeIKyBAIUCS JIHIIE Ha

30epiraHHi KHUT 1 OOCIyroByBaHHI 4WTauiB. 3rogom, O0i0IiOTEKH
Movyaiy BiJ4yBaTH KOHKYPEHIII0 3 OOKy CydYacHHX Melia, IIO0
CIOHYKAJIO 3IIHCHIOBATH IOCIIPKEHHS 3 METOI0 BHSBICHHS HOTPEO

KopucTyBadiB. ToMmy mpobieMa JOsIIbHOCTI KOpUCTYBauiB 0i0mioTek
— BIJIHOCHO HOBa 1 MaJIOJIOCHIPKEHA, Ta HOEAHYE TOCTIIKEHHS SIK 3
010,TI0TEKO3HABCTBA, TaK 1 3 MAPKETHHTY.

Po3yMmiHHsS poili KIi€HTa B yMOBaxX KOHKYpEHINi 3MiHHIOCS

HanpuKiHi XX CTOMNITTS, KOJIM BOXIMBUM CTajlO HE JHUILE 3400YTTS
HOBOTO KJIi€HTa, a ¥ YTpUMaHHS Ta OOCIyroByBaHHS HasBHOTO.
CyuacHi MapKeTHHIOBi JOCHI/DKEHHS NMPHUIAUIAIOTE Habarato Oijblie
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yBaru KopucTyBadeBi mociyr. Llei HoBuid miaxim Ha3zBaHO
—TIepCOHAPHIM MapKeTHHroM”. Bin TpaaumiifHOro MapKeTHHTY BiH
BiZIPI3HSETHCSA TUM, L0 PO3IJIsAae He HaJaHHS MOCIYT, a CTBOPEHHS
MO3UTUBHOTO 00pa3y KoMmaHii (y HalmoMy BUMagKy — 0i0mioTekn) Ta
HAJIArOJKCHHS JOOPUX B3a€EMUH 13 KIIIEHTOM.

JloSTBHICTh KITIEHTIB BU3HAYAETHCS TOTOBHICTIO OTPUMYBATH
KOHKPETHI TOCIYyrM YW MPOAYKTH IIOpasy B TOrO CaMoOro
nocravanbHuka. JloAnmpHICTE MoOXe OyTH BHKIUKaHAa 3BHYKOIO
KJIiEHTa, TapHUM OOCIYrOBYBaHHsIM, a00O BIICBHEHICTIO B XOPOIIii
SKOCT1 IIPOAYKTY.

3apa3 BUMOTH 10 KiJIBKOCTI Ta SIKOCTI mochyr y OibmioTekax
MOCTIHO 3pOCTalOTh, TOMY Ba)XKKO BH3HAUWUTH KOHKPETHI MOTpeOu
cydyacHux uwutadiB. KopucryBau 0i07iOoTEeKM TMparHe He JIHIIE
oTpuMaTH OaxkaHy iHpopMaliro, a ¥ OTpUMaTH KOHCYJBTAIl0 Ta
BIICBHHUTHUCSI, 1[0 MPAIiBHUKKA TOTOBI oMy B I[bOMY gomomortu. Lle
3aKjiajie OCHOBHU JIOSUIBHOCTI ¥ MOJKE CIOHYKAaTH YUTadya MOCTIHHO
KOPHCTYBAaTHCS TOCIyraMu Iii€i 0i0mioreku. BoaHowac, 3pocTaHHs
piBHS 1 pI3HOMaHITTS MOCTYr y 0i0iioTeKax Ta iHIIUX OpraHizalisx,
110 HAJarTh iHGOPMAIidHI MMOCTYTH, MiJIBUIIYE PiBEHb OYiKyBaHHS
BiJIBi/lyBauiB KOHKpeTHOi OiOmioreku. Lli mpolecH ycKIaaHIOIOTh
0i67i0TeKaM MOXKITMBICTh OTPUMATH JIOSIIBHUX YATAUIB.

MapkeTHHroBi JOCII KEHHS KOMEPIIHHIX KOMITaHIA
MOKa3aJId, 110 OUTBIICTh MPOAYKTIB 1 MOCTYT KYITy€ HEBEJIHMKA rpymna
KIIIE€HTIB, a 301NbIICHHS Ii€l TPYNMU € 3alOpYKOI0 YCITXy KOMIIaHii.
Hocmimkenns, mnpoeneni 2010 poxy B TppOX axKaJIeMidHUX
0i0mioTekax, MIATBEpAMIM 3aKOHOMIPHICTH IOTO MPUIYIIEHHS
TaKoX 1 moa0 0idmioTek. binbiricTs yntaviB BiaBigyBaia 0i01i0oTEKN
TIIBKH O TPbOX pasiB, BogHowac A0 15% uuTadiB € aKTUBHUMHU
BiJIBi{yBauaMH, 0 KOPUCTYBAIKCS MOciIyramMu 0i0mioTek moHam 10
pasiB, i camMe Ha 10 TpyNy IpHUNagae OUIBIICTh BiABIAMH 1
BUKOPUCTaHUX KHUT, TOOTO caMme ISl rpyna BU3HAuae e(EeKTHBHICTh
pobotu 6i0ioTEK.

YeTBepTa Mi>KHapoiHa HAyKOBO-IIpaKTHYHA KoH(pepeHuis «CydacHi
npoOiemMu AisIbHOCTI 01010TeKM B yMOBax iH(QOPMALIIHOTO CYCIIiIbCTBAY
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OKpiM YHCIOBUX MMOKa3HUKIB, O10I10TEKH MOBHHHI aHaJi3yBaTH
4acoBi 3MiHU MOTPeO, OYIKyBaHb, CTABJICHHS Ta MOBEJIHKH YHTAUiB.
3BUYaliHi MapKETHHIOBI JOCTI/DKEHHS MarTh OYTH JIONOBHEHI
iHpOpMaLli€l0, MO0 PO3MOBiAAE, SKUMH IOCIYraMd KOPHUCTYIOTHCS
MOCTifHI KOPUCTYBayi Ta SIKi NPUYMHH iXHBOT JIOSIIBHOCTI.

Bararo cyuacHMX KOMEpUiHHHMX oOpraizamii 3 MeETOIO
30epekeHHs] KIIIEHTIB Ha PUHKY 3alyCcKaroTh TaK 3BaHI —IIpopaMu
JIOSUTLHOCTI”. 3aBASKH I[bOMY TIOCTiHHI KII€HTH MarOTh JIOJATKOBI
MOKJIMBOCTI Ta 3HIDKKU MiJ 4ac NpuaOaHHs (OTpUMaHHs) TOBapiB i
MOCIIYT.

biOmiorekn TakoX HaMararOThCS 3a0XO4YyBaTH YWTAdiB 3
JIOTIOMOT'OI0 —IIPOTPM JIOSIIBHOCTI”, X0Ua i He BUKOPUCTOBYIOTH CaMe
ueii  Ttepmin. IlocTiiiHi yHWTa4wi MOXYTh pPO3pPaxOBYBaTH Ha
HalaKTyaJbHIITY 1HQOPMAIIiIO Ta JOCTYII A0 HANCBIKIMIOL JiTepaTypH,
OyTH MEepIIMMHU B Yep3i 3a MOMYJSPHUMH YH PiIKICHUMH KHH)KKaMHU,
no3uyaTtu OiNbIly KUIBKICTH JiTepaTypu, OTPUMYBaTH CIIeLialIbHI
akcecyapu  (HampuWKIaJg, CYMKH 3  JIOTOTUIOM  OI0JIIOTEKH),
MOBiIOMJICHHS Ha €JIEKTPOHHY MOIITY MPO HOBI HAJIXOJKECHHS i aKIlii,
MPUBITAHHSA 31 CBITAMH, HOBUHU O10JIOTEKH 1 T.1I.

[lizcymoBytoun  AyMKH MIOAO  HpoOJIeMH  JIOSIIBHOCTI
KOpHCTyBadiB 0i0Ji0oTeK, MOKHAa 3pOOWTH BHCHOBOK, III0 B YMOBAax
3pOoCTarydoi KOHKYPEHIi HaWIiHHIIIMM MapKETHMHIOBUM HAaBUKOM
cydacHHX O0i0JioTeKkapiB cTajo BMIHHS HaJIaro/pKyBaTH TiCHIIIWN
3B'SI30K 13 uMTadeM, o0 3HATH WOTO MOTpeOH Ta MoOaKaHHS, 1, 5K
HACJIJI0K, BUKOHYBATH iX.

JlosinbHICTE YMTAdiB € HACHIIJKOM BHCOKOi SKOCTI MOCHYT i
BIAIMX MAapKETHHTOBUX XOJiB. OCKUIBKM Ha JIOSJBHICTH BILIMBAE
Oarato (QakTopiB, SK 3aJEKHUX BiAg OIOTIOTEKH (CHEKTp MOCIHYT,
SKICTh TOCIYr 1 T.J.), TaK 1 HE3aJIeXHUX Bijg Hei (0i0mioTeKu-
KOHKYPEHTH), 0i0mioTekapi MOBMHHI aKTHUBHO TIpallOBaTd, 100
MOKpAIIUTH 11 1o3uLii, 0oco0imBO y THX cepax, Ha sSKi NpaliBHUKA
010mioTekn MaroTh Oe3mocepeHii BIUIHB.

Ilepexnao Il. Coxana

YerBepTa Mi>KHapOAHA HAYKOBO-NIpakTHUHa KoHpepeHwis «CydacHi
npoOJieMH AisIbHOCTI 610110TeKH B yMOBax iH(OPMALIIHOTO CYCIiIBCTBA
25 sxostHst 2012 p., JIbBiB, YKpaina



