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abstract: In recent years, the Chinese library community has repeatedly won the IFLA PressReader
International Marketing Award, and library marketing has gradually become a widely discussed
topic in the profession. At the same time, as information media and public information behaviors
continue to evolve, shifting public information focus often pushes libraries to the periphery
of people’s information lives. Promoting library-resources and services thus becomes a vital
component of library practice. Against such a background, the Chinese library community has
developed a keen interest in issues surrounding library marketing in recent years.

This study examines the theoretical:framework of library marketing, exploring the rationale
behind its inclination toward “marketing” or “communication.” Through discourse analysis
of existing research trends in China, the author employs CiteSpace’s visualization tools to
analyze keyword co-occurrence and temporal co-occurrence patterns, revealing three distinct
developmental dimensions: theoretically, the integration of communication theories with early
marketing frameworks; mediatically, the transition from traditional to new media platforms;
and content-wise, the @xpansion of marketing themes from library services into socio-cultural
domains. Supported by communication theories, library content marketing strategies in the new
media era should align with both macro socio-cultural themes and the fundamental goal of library
self-promotion. Drawing on the intersubjectivity of cultural communication and Charles Sanders
Peirce’s semiotic theory, this research proposes principles for selecting marketing content and
development strategies for library-related content.

Introduction

“Library marketing” remains a perennially relevant topic in library operations, serving
as a critical component closely tied to the execution of library services and the enhance-
ment of service efficiency. In recent years, libraries have faced mounting challenges to
their survival, stemming from evolving information environments, shifting informa-
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tion behaviors, and diversified information carriers. Amid these persistent survival
crises, library marketing practices and research have demonstrated three key trends:
the expansion of theoretical frameworks, the transformation of marketing channels, and
the diversification of marketing content. Addressing these emerging trends, this study
explores strategies to safeguard marketing objectives through theoretical and content-
based dimensions, drawing on the intersubjectivity in cultural communication and the
semiotic theory of Marshall McLuhan.! This study proposes actionable solutions that
counteract the impact of new media developments—including media evolution and
content marketing—on the core objectives of library self-promotion.

In existing research and practice, the exploration and application of theoretical foun-
dations for library marketing can be categorized into two approaches. The first approach
integrates various marketing models and elements into library marketing operations,
primarily based on service marketing and nonprofit institution marketing-theories, to
construct a systematic framework for library marketing. The Chinese library:community
has displayed a strong enthusiasm for applying marketing models to_the research on
library marketing issues, including the 4C, 4I, 4P, and 7P frameworks. Many scholars
have conducted studies from different perspectives, applying.marketing theories to ad-
dress library marketing challenges.? Due to the diversity of library marketing businesses
and the different focuses of individual studies, the selection of each marketing model
possesses @;certain degree of rationality.

Due to the diversity of library

Zheng Yaodan argues that the 41 marketing
theory=—Engaging, Interests, Interaction, and

marketing businesses and the  pdividuality—synthesizes key elements of
different focuses of individual the marketing process, including content

studies, the selection of each

development, methodological approaches,
audience analysis, and promotional chan-

marketing model possesses.a nels. This synthesis reflects the evolution

certain degree of rationality.

of traditional marketing theories within the
digital age, making it particularly suitable

for examining contemporary challenges in
library marketing.>In her research on the operation of reading promotion brands, Zeng
Jing found that the 7P marketing theory explicitly focuses on the essential elements in
activities. Based on the 4P model (Product, Price, Place, Promotion), the 7P theory adds
three additional dimensions, namely People, Physical Evidence, and Process, thereby
making it more applicable to improving the effectiveness of reading promotion services.*
Li-Jian, Lin Jing, Han Chuang, Du Songqi point out that, in contrast to the 4P model,
which is mainly applied to tangible products, the 7P model is more suitable for intan-
gible services. Therefore, the 7Ps framework is applicable to constructing a marketing
element model and exploring the marketing strategies for regional intellectual property
information services in university libraries.” Wen Xiang xiong focused on the service
marketing core of the 7Ps model and analyzed the matching degree between this model
and library service marketing from seven dimensions, including Product, Price, Place,
Promotion, People, Physical Evidence, and Process.®
In summary, the selection of marketing theories and corresponding models by the
Chinese library community takes the following points into consideration. First is the
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evolution of marketing theories and their applicability to the times. For example, with
the development of the internet, although library marketing in China is still conducted
offline at present, it has largely relied on internet channels. Therefore, the 41 marketing
theory, which is applicable to the internet era, can be used as a reference. Meanwhile,
library marketing is not “marketing” in the true sense because its purpose lies in the
promotion of information and services rather than profit-making. Therefore, “service
marketing” has become a consensual footnote for the Chinese library community in
understanding library marketing businesses. The 7P marketing theory, which is suit-
able for service marketing, has demonstrated great competitiveness and adaptability.
From the perspective of marketing behavior itself, the current marketing practices, of
Chinese libraries still focus on publicizing services or resources. For instance,Zheng
Yaodan aimed to promote parent-child reading services in public libraries, and Li Jian
et al. dedicated themselves to publicizing regional intellectual property'information
services in university libraries.” There are also studies that deconstruct and construct
library marketing itself by integrating the elements of library marketing with marketing
models or theories. For example, Zeng Jing focused on the operation of reading promo-
tion brands, Han Jing and Yu Zhun explored strategies for live-streaming marketing,
Hu Tingjun concentrated on the operational strategies of reading-related short videos in
university libraries, and Chen Feiying paid attention to the new media service marketing
strategies of the Shanghai Library .*

The Chinese library community has extensively learned from the international ex-
perience of the marketing discipline in the field'of library marketing. On the one hand,
it has fully explored the applicability of vatious marketing theories and models; on the
other hand, it has adhered to the non-prefit nature of library marketing and gradually
tended to adopt models and tools related to service marketing theories among numer-
ous marketing theories.

The second approach to matketing in libraries draws on communication theory, often
combining communication theories with marketing strategies to explore issues such as
the effectiveness of library cultural dissemination. In this field, Li Donglai and Zhu Jj,
Han Jing, and GongZhiyu have conducted research on various themes.’

The Dongguan Library, located in Dongguan City, Guangdong Province, China,
where Li Donglai works, has attracted widespread public attention due to a reader’s
message. The‘incident originated when a migrant worker employed in Dongguan left
a message in the library’s guestbook, expressing his regret at leaving Dongguan and
his deep nostalgia for the pleasant reading time he had spent at the library. In response,
Curator Li Donglai noticed the sensational effect behind the incident and mentioned in
his research that, due to factors such as libraries” non-profit nature, public welfare, and
limited marketing investment, the main marketing pathway for libraries is publicity.
By truthfully disseminating their own service and resource information, libraries can
help more members of the public understand and make better use of library resources,
thereby achieving the goal of meeting public needs. Therefore, effective communica-
tion can enhance marketing effectiveness.!’ Curator Li Donglai’s viewpoint represents
one perspective in China’s library community, and the notion that “communication is
marketing” has gained extensive consensus in the industry.
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In the research of younger scholars, the trend of integration between marketing
and communication is particularly evident. On the one hand, they do not deny the
communicative attributes of library marketing; on the other hand, they also adopt the
application of marketing theories from earlier studies, thus forming a “communication
+ marketing” theoretical system

By truthfully disseminating their own  for library marketing. Gong Zhiyu
service and resource information,

further analyzed the effects and
mechanism of library marketing,

libraries can help more members of the pointing out that library market-

public understand and make better use
of library resources, thereby achieving  the public cultural service function
the goa] of meeting public needs. of libraries, and strive toresolve the

ing activities aim to connect user
needs with library resources, exert

mismatch between-the release of

promotional information on library
new media platforms and user needs. Therefore, it is necessary tolintegrate marketing
theories with communication theories to construct a more complex and diverse theoreti-
cal system for library marketing." Han Jing combined McLuhan’s media theory with
the 7Ps marketing theory to study the basic marketing situation and content of public
libraries on social media, short video platforms, official websites, live streaming, and
other channels in the converged media environment;, Therefore, in the context of library
marketing, neither marketing theory nor communication theory alone is sufficient to
reveal this phenomenon or construct its underlying theoretical system. Some Chinese
scholars have attempted to build a composite theoretical system—using marketing
theory to establish the framework of library marketing business elements and using com-
munication theory to analyze the content and media attributes of its communication.’?
In 1997, the International Federation of Library Associations (IFLA) established the
“Management and Marketing Professional Group” to better interpret library marketing
and promote the concept of library marketing globally. In 2002, to further publicize the
theory of library marketing and advance global library information services, the IFLA
Management and Marketing Committee began planning the “International Market-
ing Award” for libraries, recognizing institutions or organizations with outstanding
achievements in this field."> As a result, “library marketing” gradually came into view
and became one of the important paths for libraries to actively explore and innovate.
In 1993; the China Institute of Scientific and Technical Information, with the support of
the UNESCO Integrated Information Programme, held the “International Symposium
on Marketing Policies for Libraries and Information Service Agencies” in Beijing. The
experts at the conference proposed that managers of libraries and information service
agencies in both developed and developing countries must adopt marketing methods
to provide high-quality services to users.!* From a temporal perspective, the formation
and practice of library marketing concepts in China were no later than those abroad.
It is accepted that library marketing falls under the service marketing category
within the theoretical framework of marketing. Within the service marketing framework,
library services are recognized as the most distinctive element demonstrating marketing
characteristics, while also serving as a key focus of library marketing operations. In the
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late 20th century, American scholar Michael Buckland proposed that libraries should
provide information services to readers, not only meeting their demand for information
resources but also enabling convenient access to required information within complex
and diverse information resources.”® The “IFLA / UNESCO: Guidelines for the Develop-
ment of Public Library Services” states: “Library administrators can utilize marketing
techniques to understand user needs and develop effective strategies to meet them.
Libraries must also promote their services to the public, ensuring clear understanding
of the book information services they provide.”* Accordingly, service and promotion
constitute the two core themes of library marketing under the theoretical framework of
“service marketing.”

Under the fundamental principles of service marketing, library marketing;.as the
name suggests, refers to “the marketing of services.” This concept can be divided into
two core aspects: promoting library collections and promoting information services.!”
This aligns with the 1983 definition by the American Library Association,which describes
library marketing as “a series of purposeful activities conducted by library and infor-
mation service providers to engage both actual and potential users of their services.”8
This description establishes a clear con-
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nection between library marketing and
library services, meaning that the goal
of library marketing is the promotion communication and marketing
and publicity of various services. Sup- naturally links “library market-
ported by service marketing theory, this
concept deepens the meaning of “pro-
motion” and positions library services., Compared to service marketing,
as the primary focus of promotional

efforts, thereby forming the foundation . .
of library marketing. theories offers broader possibili-

The concept of “marketing as com-  tjes for expanding the promotional
munication” has gained recognition in
the library industry,widely attributed
to Don Schultz, the father of integrated marketing.
marketing communications and a

The symbiotic relationship between

ing” and “library communication.”

the integration of communication

and outreach dimensions of library

professor at Northwestern University.
Schultz famously proposed that “marketing is communication, and communication
is marketing.”" Liu Suxia and Wang Zuofang argue that communication studies and
marketing are inherently interconnected. As communication studies examines human
behavior and the principles of communication processes, its theories provide new
perspectives for reading promotion methods.”* The symbiotic relationship between
communication and marketing naturally links “library marketing” and “library com-
munication.” Compared to service marketing, the integration of communication theories
offers broader possibilities for expanding the promotional and outreach dimensions of
library marketing.

Unlike the commercial and operational aspects of “marketing,” communication
is more closely tied to cultural elements, aligning better with libraries’ core functions
of cultural dissemination and social education. First, communication and culture are
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interdependent and inseparable. Chen Xiaoying described their relationship as “two
sides of the same coin, mutually reinforcing,” citing American scholar Edward Twitchell
Hall’s assertion that “all human communication is inseparable from culture; without
communication, there is no culture.”? From the perspective of cultural communication
studies communication constitutes the intrinsic attributes and fundamental character-
istics of culture, with all cultural forms emerging and evolving through communication
processes.”? Zhuang Xiaodong explicitly stated, “Culture is the culture of communication,
and communication is the communication of culture. Neither cultural communication
without culture nor communication without culture exists.”? In this sense, the cultural
interdependence in communication studies provides the most direct answer to discus:
sions about library marketing objects, as all promotional activities in library marketing
inevitably revolve around cultural dissemination and popularization, with differences
in content primarily reflected in sources and materials.

When “culture communication” becomes the main basis of defining-the object and
basic content of library marketing, the function of library marketing.expands from the
“propaganda” and “promotion” of service marketing to the level of social memory

communication and social edu-

When “culture communication” becomes

cation function of library. On one
hand, the educational nature of

the main basis of defining the object and _¢ultural dissemination strength-
basic content of library marketing, the ens libraries’ social educational

functions while enriching their

function of library marketing expands marketing with cultural and
from the “propaganda” and “promotion”  educational dimensions. As

of service marketing to the level of social

education fundamentally em-
bodies cultural transmission, its

memory communication and social core function lies in facilitating

education function of library. cultural exchange between indi-

viduals.? Therefore, library mar-

keting should center on fulfilling

its social educational role. The selection of themes, design of activities, and formulation of
marketing content must incorporate educational considerations, thereby enhancing the
unique valueoflibraries in marketing efforts and advancing their educational objectives.
On the other hand, cultural communication, mediated by symbols and grounded in
information theory, facilitates deep integration between library marketing and other core
opetations. Information serves not only as a fundamental concept in information science
and information resource management but also as a core concept in communication stud-
ies.” Some research integrates perspectives from social sciences and information science,
proposing that “communication refers to the transmission of social information or the
operation of social information systems.”? Within the context of cultural communica-
tion, the three fundamental elements of information dissemination—source, destination,
and information—are translated into communicators, receivers, and symbols. In this
field, symbols serve as the external form and material carriers of information, playing a
crucial role where people select, apply, and create symbols during cognitive processes.?”
Therefore, cultural symbols, as objects of cultural communication, can also encompass the
fundamental themes of marketing content in library marketing. In other words, library



Li Yining

marketing is the dissemination of culture, with its content expressed through cultural
symbols. Furthermore, the creativity and intersubjectivity of cultural communication
impose specific requirements for innovation and flexibility in library marketing content.
In the context of cultural communication, due to the

dynamic and creative nature of cultural symbols, library marketing is the
the phenomena of cultural communication and

reception between sources and destinations are dissemination of culture,

far more complex than mere information trans- with its content expressed

.mission. This is because. cgltu.ral cor.nmunica.tion throu gh cultural sy mbols.
is a creative mental activity involving continu-

ous cultural exchanges between subjects. In this

process, communicators and recipients constantly decode, interact with, and'interpret
cultural symbols.” During the transmission of symbols, the receiver incorporates their
own understanding in the process of receiving and decoding the symbols. As a result,
the symbols are continuously rewritten, which is essentially the reinterpretation of the
information embedded within them.

The introduction of cultural communication theory has established dual develop-
mental pathways for library marketing in both theoretical-and substantive dimensions.
Theoretically, it facilitates the reinforcement of libraries” social educational functions
while providing comprehensive support for the theoretical framework of communication
studies. Practically, cultural communication transcends the boundaries of “libraries” by
incorporating broader themes like social culture into library marketing, offering abundant
material for content marketing in the new media era. The trend toward content-oriented
library marketing can be attributed to the combined effects of theoretical expansion
and media evolution. However, “culture” remains a macro concept, while “libraries”
as social institutions preservingcand disseminating human memory maintain clearly
defined functions and missions. How to achieve audience understanding of library
services through extensive(cultural dissemination remains a critical question requiring
consideration in developmental trends.

From a theoretical’ perspective, semiotic theory provides sound support for the
cultural communication attributes of library marketing. Symbols serve as the genetic
code and foundational medium for cultural dissemination. In cultural communication,
symbols function as both the external form and material carrier of information, playing
a pivotalrole in information transmission and cultural exchange. Within library market-
ing strategies, cultural symbols emerge as the content carriers and expressive mediums,
prominently featured in marketing narratives.

Theoretically, Peirce’s triadic semiotics constructs the concept of “sign” through a
hierarchical framework, demonstrating rigorous logic and analytical rigor that serves as a
theoretical foundation for sign analysis. Peirce decomposes a sign into three components:
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the signifier, the signified,
and the signifier of inter-  Within library marketing strategies, cultural

pretation. The relationship bol h . d
among these elements is Symbols emerge as the content carriers an

succinctly described as fol- ~ expressive mediums, prominently featured in

lows: an object possessesa g peting narratives.
specific characteristic that
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enables it to substitute for another object, thereby generating a psychological effect. The
object with this characteristic constitutes the signifier, while the psychological effect
or thought represents the signified, and the object it signifies constitutes the object.?”
Building upon this framework, Peirce further categorizes signs into their “most funda-
mental divisions” based on their relationship with dynamic objects, classifying them
into iconic signs (icons), indexical signs (indices), and symbolic signs (symbols).* The
specific definitions are as follows:
e Icon: Represents an object by showing how similar it is to the object it refers to.
e Index: The function of pointing is achieved through correspondence with facts, while truth
is determined by the persistence of events. This persistence may manifest as temporal
sequence, spatial adjacency, or logical causality.

e Symbol: A conceptual and conventionally established connection created by the interpreter
between a symbol and its object to represent the object, resembling a rule or.custom.?

In the context of library marketing, the cultural symbols transmitted in cultural
communication serve as the representation items, the library content.tobe conveyed as
the object, and the interpretation of cultural symbols during transmission as the expla-
nation items. Based on Peirce’s theory of the relationship between'symbols and objects,
we can further explore the relationship between library content and cultural symbols.

Semiotic theory identifies three effective modes of connection between cultural sym-
bols in marketing content and library resources: similarity (iconic symbols), association
(indicative symbols), and normative conventions/(symbolic symbols). These relation-
ships enable library content to be seamlessly integrated into marketing materials, subtly
evoking user associations. Alternatively, through causal associations or lifestyle design
approaches, libraries can weave library services and resources into narrative content to
achieve the core objectives of library marketing.

In summary, in the new media-era, “content” has become the core and fundamen-
tal logic of marketing. In an age'\where internet traffic reigns supreme, strategies like
innovating library marketing content and capturing attention have become inevitable.
Admittedly, if library marketing continues to focus on themes like operations, resources,
and services, it risks becoming monotonous and unengaging, failing to generate atten-
tion or traffic. However, blindly adopting the “viral meme” logic of new media may also
fail to establish direct connections with library services, thus missing the goal of library
marketing. Therefore, this study examines the content mechanisms of library marketing
in the new media era. By analyzing high-frequency keywords from existing research,
it explores emerging trends and feasible approaches for constructing library marketing
content in the new media environment.

Methods
Data Collection

Wang Zheng, Liu Yiyang, and Cui Ying analyzed the achievements related to library
marketing published in Scopus and Web of Science from 2010 to 2019, concluding that
the widespread development of marketing services in the future will inevitably promote
the transformation of library roles and functions, effectively advance knowledge dis-
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semination, and facilitate service innovation.** To understand the progress and basic
consensus of library marketing research in existing domestic studies, this study used
China National Knowledge Infrastructure (CNKI) as the data source, with the search
conditions “subject=library + marketing + content,” obtaining 880 search results. To focus
on the field of library and information science, the discipline was limited to “library and
information science and digital libraries,” resulting in a total of 637 documents, with
publication dates ranging from 2003 to 2025.

Data Analysis
Co-occurrence Map of Keywords and Analysis of Core Nodes

To examine existing research perspectives on library content marketing, -this study
employed CiteSpace (version 6.4.R1) for text mining and visualization analysis. It is
generally accepted that when conducting topic and domain co-occurrence network
analysis using CiteSpace, clustering results are considered reasonable when the modular
Q value exceeds 0.3 and the weighted average silhouette coefficient (S) surpasses 0.7.%
The keyword co-occurrence network analysis parameters in ‘this study are as follows,
ensuring the rationality of the clustering results:

Time range: 2003-2025 (slice length=1)

Selection criteria: g-index (k=25), LRF=2.5, L/N=10, LBY=5, e=1.0
Network: N=403, E=730 (density=0.009)

Maximum 1 CCs: 301 (74%)

Marked node: 1.0%

Modular Q value =0.6467

The weighted average contour coefficient 5=0.8901

The harmonic mean.(Q, S) =0.7491

Meanwhile, this study analyzed the word frequency statistics and the co-occurrence
relationship of Keywords according to the LLR (Log-Likelihood Ratio) algorithm. The
frequency threshold was set at 10, and the author manually filtered out keywords with
limited practical relevance, such as “big data,” “
“strategic studies,” “ methods,
“public disclosure,” as well as those that were domain-specific but had minimal impact
on'specific research content, like “library,” which was the most frequent term. Figures 1
(Chinese) and 2 (English) show the resulting co-occurrence map of keywords, highlight-
ing the key issues of common interest within the field.

As shown in Table 1, centrality measures the frequency of a node being traversed
on the shortest path in a network, serving as an indicator of its importance and influ-
ence.? In Table 1, keywords such as “reading promotion” (0.25), “short videos” (0.11),
“marketing” (0.12), “marketing strategies” (0.13), and “information services” (0.13) all
exhibit centrality values above 0.10, standing out as the most prominent core nodes
in current domestic library marketing research. Other keywords demonstrate limited

empirical research,” “research reports,”

i ” o Y

countermeasures, enterprise,” “management,” and
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Table 1.

Top 10 keywords in library content marketing research, in order
of word frequency and centrality*

Keywords Word Frequency Centrality First Occurrence Year
reading promotion 81 0.25 2013
short video 43 0.11 2020
marketing 38 0.12 2012
marketing strategy 31 0.13 2006
content marketing 26 0.04 2013
new media 26 0.07 2014
Wechat 24 0.05 2014
service marketing 22 0.06 2005
information service 21 013 2003
microblog 19 0.03 2012

* In CiteSpace, Centrality specifically refers to.Betweenness Centrality, which measures how
frequently a node (e.g., a document, keyword, or author) acts as a bridge on the shortest paths
connecting any other two nodes. It is a core'indicator for evaluating a node’s role as a hub and its

structural importance within the network.

influence compared to these. The semantic representation of core node keywords encom-
passes three sub-themes: the marketing ontology (marketing and marketing strategies),
marketing channels (short videos), and library business operations (reading promotion
and information-services). To further analyze these four themes, this study conducts
additional analysis using co-occurrence time-limited graphs, as illustrated in Figures 3
(Chinese) and 4 (English).

Results and Discussion

Development Stage of Research Topics in China Library Marketing

The CiteSpace co-occurrence temporal zone map enables chronological analysis of
keywords across different periods. The map in Figures 3 and 4 reveal that research on
library marketing in China from 2003 to 2005 can be broadly categorized into three
distinct phases:
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e  Stage 1 (2003-2009): The library service marketing phase centered on “information
services,” “service marketing,” and “marketing strategies.” During this period,
library marketing focused on promoting information and knowledge services,
guided by the logic and methodology of marketing.

e Stage 2 (2010-2017): A transitional phase centered on ‘reading promotion,’
complemented by expanded and promoted services like ‘subject-based services.’
It also focused on emerging promotional channels such as ‘new media,” “Weibo,’
and ‘WeChat,” as well as evolving information delivery trends, including the rise
of ‘digital reading.’

e Stage 3 (2018-2025): The new media content marketing phase centered on “short
videos.” During this phase, social media platforms such as “TikTok,” “Bilibili,” and
“Xiaohongshu” became the main battleground for library marketing, while short
videos and live streaming emerged as key marketing tools. Quantitative research
methods like “user profiling” and “grounded theory” were regarded as powerful
instruments for user research and support marketing.

Additionally, classic marketing theories such as the “4i theory” and “4P theory” remained
relevant, while the classical communication theory “5W model” related to new media
dissemination also became an important basis for library marketing. Beyond tradi-
tional themes like the marketing and dissemination of library services, the background
of “cultural-tourism integration” provided broader prospects for the development of
library marketing.
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(English Version)

Development Trends of Library Marketing Research in China

The co-occurrence temporal-zone map reveals three distinct developmental phases
centered around core nodes'listed in Table 1. The first phase focuses on “marketing”
(0.12), “marketing strategies” (0.13), and “information services” (0.13). The second phase
centers on “reading promotion” (0.25), while the third phase emphasizes “short videos”
(0.11). Semantic analysis of key terms indicates that library content marketing research
has evolved from initial marketing strategies and library service promotion in the first
phase, to the second phase’s focus on “reading promotion” as a contemporary priority.
This shift demonstrates the expansion of library marketing perspectives from service
delivery to broader societal domains. The third phase centers on new media market-
ing, supplemented by themes like cultural-tourism integration and cultural creative
products that are related to social-cultural life, with both communication theories and
marketing theories coexisting. In summary, this development manifests through three
dimensions of evolution:

¢ Media Dimension: From Traditional Media to New Media

e Content Dimension: Expanding the Marketing Theme from Library Business to a
Broader Social and Cultural Field

*  Theoretical Dimension: From Marketing as the Foundation to the Integration of
Communication Theory
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From a developmental perspective, library marketing is undergoing profound
transformations. In terms of communication channels, new media has replaced tra-
ditional media as the primary platform
and battleground for library marketing.

. The content demands of new media have
marketing has expanded beyond catalyzed the evolution of the “content

promoting resources and services ~ marketing” paradigm, requiring greater
depth, breadth, social integration, origi-
nality, and entertainment value in market-
culture and social engagement. ing materials. In this content-driven era,
library marketing has expanded beyond
promoting resources and services.to en-
compass broader themes like culture and social engagement. Theoretical frameworks
now integrate elements from marketing theory and cultural communication theory,
providing robust theoretical support for content marketing in the new.media age.

In this content-driven era, library

to encompass broader themes like

Conclusions

Library marketing services aim to promote library operations and services, a goal
closely tied to the development of library services and the challenges they face. Zhang
Jing summarized the trends in public library development, emphasizing the growing
urgency for libraries to proactively demonstrate, their value.*® Cai Yuanxin and Xiao
Peng noted that libraries need to enhance theirsocial influence by clearly demonstrating
their social benefits.* It can be argued thatthe necessity of library self-promotion forms
the foundation for effective marketing. Regarding the objectives of library marketing,
numerous studies have provided clear definitions. For instance, Jin Dongwang and Li
Meiying proposed that library marketing aims to bridge the gap between library ser-
vices and information users through information service marketing, maximizing the
utilization of library resourees and helping more people recognize and appreciate their
value.”” Zhai Wen stated that library marketing seeks to better promote the value and
services of libraries, encouraging more people to understand and utilize them, thereby
enhancing their social benefits.*® Therefore, the purpose of library marketing can be
summarized.aspromoting library operations and services to help readers understand
and engage with libraries.

With the rise of new media, content marketing has emerged as the most vital mar-
keting strategy. Unlike the abundant content required by new media, library services,
operations, and resources remain limited, making it challenging to compete for atten-
tion with micro-series and live-streaming content. Consequently, expanding content
systems and diversifying library narratives have become the primary trend in library
content marketing.

Generalization of the Topic of Library Marketing Content

Based on the visualization analysis results shared in this study, starting from Stage 2,
library marketing themes shifted from promoting library services to centering on “read-
ing promotion.” By Stage 3, new media emerged as a new channel for library marketing,
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with content becoming the core. Libraries began incorporating social and cultural themes
like cultural-tourism integration and creative industries into the marketing framework.
This not only enriched the thematic content of library marketing but also gradually
expanded the boundaries of library narratives.

For example, during the period covered by Stage 2, in the field of library marketing
themes, Ma Yu conducted a study on WeChat public account content from six art uni-
versity libraries in China. The analysis revealed that among 482 posts, 355 were reading
promotion messages, accounting for 73.65percent of the total content.* Zhao Xing, Yu
Jing, and Li Shuning analyzed the top 10 most-clicked articles from university library
WeChat accounts, identifying that the top 200 most-clicked articles in 2016 fell into
several categories: announcements, service information, event updates, special articles,
WeChat interactions, book recommendations, lectures, movies, notices, guides;and data
statistics.” Qi Ayang investigated the development of social media content’in Chinese
libraries, finding that library social media content development lagged and exhibited
severe homogeneity in both content and format.”! The survey data primarily covered
library operations before 2018, corresponding to Stage 1 and Stage 2 of this study. The
findings align with the visualization analysis results, indicating that prior to 2018, library
business promotions dominated library marketing, with issues like content monotony
and insufficient content development. In other words, library marketing during this
period primarily focused on self-promotion objectives:

From a holistic perspective of library development, even during Stage 2, library
marketing should extend beyond merely promoting services and operations. A 2013
study by Si Li and Hua Ziao-qin surveyed 39 libraries affiliated with China’s Project 985
universities, revealing that video marketing focused on aspects like academic atmosphere
and facility layouts. The researchers'recommended enhancing RSS marketing content
and diversifying featured resource promotions.*? Jin Aihong further suggested that
libraries could improve Weibe\marketing effectiveness by leveraging trending topics
and event-driven strategies.*®

That Stage 2 occurred during this period is not a surprise. In April 2006, the Public-
ity Department of the Central Committee of the Communist Party of China, together
with eleven other-departments including the former General Administration of Press
and Publication, jointly initiated the National Reading campaign.* In 2014, the Report
on the Work of the Government of the State Council of the People’s Republic of China
included “National Reading” as a priority for the first time.** During this period, the
libraries actively responded to national cultural policies, making reading promotion a
key,task in its professional development, continuously adjusting its service systems, and
adapting to new professional scenarios. As reading promotion inherently possesses the
attribute of extensive publicity, it emerged as a high-frequency theme in Stage 2 of the
evolution of library marketing themes. Zhou Meng employed a web survey via WeChat
to conduct a content analysis of the information pushed by the WeChat public platforms
of “Project 985" university libraries. The study indicates that reading promotion was
a primary component of the information disseminated by these libraries through new
media.*Yu Shu et al., drawing on the reading promotion practices of Sichuan University
Library, utilized a user consumption behavior model from the mobile internet era to
construct a mobile reading promotion model for university libraries that aligns with the
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characteristics of readers’ reading behaviors.Liu Yijun, taking the Changchun Library
as an example, presented practical experiences of using WeChat and QQ as channels
to build a national reading promotion platform targeting different reader groups.* Wu
Nuoman introduced the “Micro Video E-Book” reading promotion initiative conducted
by Sichuan University Library through channels such as Weibo, WeChat, and micro-video.
This activity invited readers to autonomously film 60-second videos recommending
their favorite e-books, thereby enhancing their engagement and interest in reading.*

In Stage 2, in addition to “reading promotion,” “subject services” also emerged
as a significant theme in library marketing. During this period, with the introduction
of foreign databases such as the Web of Science provided by Clarivate Analytics, the
research horizons of Chinese scholars expanded, placing more specific demands.on
the timeliness and innovation of academic activities. Subject services centered ‘around
specific disciplines—such as novelty searches and citation retrieval services-~gradually
became a new growth area for libraries, particularly academic libraries..In the initial
stages of implementation, these services often required substantial financial investment
and personnel training, prompting libraries offering such services to‘actively promote
their subject service offerings. Driven by this practical need, “subject services” progres-
sively became one of the key themes in the marketing strategies of Chinese libraries,
especially within academic institutions. For instance, the library of Taizhou College,
Nanjing Normal University, adopted the concept of precision marketing to design and
implement targeted subject services tailored to the’distinct needs of learning-oriented
users and teaching-oriented users.®® Drawing ortmarketing theory, Jiangxi Agricultural
University adopted user segmentation and precision marketing approaches to deliver
specialized subject services for the field of entomology.”!

With the development of new miedia, the expansion trend of library marketing
content has become more concrete,During the Phase 3 period, Shao Yang proposed that
library content marketing should focus on the library’s core services and high-quality
content, utilizing expressive techniques and interactive methods to deliver appropriate
subject matter to suitable users at the right time, thereby demonstrating the library’s
value.” Jiang Xin suggested that libraries should effectively tell three types of stories—
library developmenthistory, librarian profiles, and typical user experiences—strengthen-
ing two-way communication to subtly convey the library’s brand philosophy.*® Xu Xinyi
proposed that aniversity libraries should develop diverse content including information
notifications; resource promotions, knowledge-based popular science, reader interactions,
and user-generated content.> From a developmental perspective, by Phase 3, the themes
of library content marketing have expanded beyond service promotion to encompass
broader areas such as library narratives, science popularization, and cultural engagement.

There are many current examples of Stage 3 library marketing in Chinese libraries.
In Community A of Wuhan City, located in China’s Hubei Province, there is a private
library that primarily serves young children and offers book borrowing, toy rental, and
sales as its main services. Yang Shihui conducted an in-depth study of its operations
and explored feasible marketing strategies tailored to its unique positioning as a “toy
library,” reflecting the broad scope of library marketing themes.” In terms of content
marketing, the flourishing of self-media has provided an excellent narrative stage for
library marketing. A wide variety of stories can find their appropriate place within library
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self-media platforms. Yang Xinya and Yang Qianye conducted a survey on the promotion
of ancient books via the Douyin short video platform at the National Library of China
and various provincial-level libraries. The results indicate that the Douyin accounts
of these libraries have developed
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June 13, 2019. As of July 17,2025, it Jjhrary self-media platforms,
had published 93 such videos, with

the highest single video receiving

198,000 likes and a total of 439,000 likes across all videos. Among provincial-level librar-
ies, Zhejiang Library posted a total of 41 videos related to ancient books on Douyin,
garnering 273,000 likes. The most popular video received 169,000 likes, and 20 videos
each accumulated over 1,000 likes, indicating a relativelyfavorable communication
effect.**The Chongqing Library, located in the city of Chongging, has adopted content
marketing as its foundational approach to develop four distinctive branded intellectual
properties (IP) for digital reading promotion: “Digital Reading Squad,” “Exploring Digi-
tal Resources,” “A Small Study in the Cloud,”(and “Sounds Whispering in Your Ears.”
The “Digital Reading Squad” digital reading promotion brand, for example, features
three character personas: Captain Xiaozhi, and team members Xiaoneng and Xiaoyue.
The main storyline follows Captain Xiaozhi leading his team members, who work in
seamless coordination, on adventures traveling through the vast knowledge universe
of Chongqing Library, resolving knowledge crises along the way.” Nanjing Library in
Nanjing, Jiangsu Province; has actively explored the innovative approach of “content
plus services.” It has launched the storytelling event brand “Sister Nanjing Library” and
leveraged new media platforms to plan and roll out its online version, forging a brand-
new reading promotion model characterized by “short video plus.” Featuring carefully
selected, high-quality picture book resources, the branded “Sister Nanjing Library”
storytelling series integrates enlightenment education, early childhood education, and
comprehensive Chinese language education into reading practice, and has gradually
established a high-profile public brand.

In recent years, supported by new media technologies, the marketing practices of
Chinese libraries have undergone more diversified innovations and developments in
terms of content dimension. Libraries have reinvigorated traditional initiatives, such
as reading promotion and collection resource recommendations, through formats like
animations and short videos. As a result, new media channels more prominently reflect
the cultural attributes of library marketing. This evolution allows us to further explore
effective approaches to enhancing library promotion objectives based on the fundamental
attributes of cultural communication. Cultural communication is a spiritual exchange
of information between “subjects” through symbolic and meaningful processes, where
intersubjectivity and symbolic mediation constitute its essential characteristics.”
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Optimizing Marketing Themes Based on Inter-Subjectivity

In sum, in the era of traditional media and the early stage of internet development, library
marketing revolved around the promotion of library services and the dissemination of
information. Libraries continue to strive to vigorously promote their new services and
initiatives through various forms and channels, aiming to enhance the utilization rate
of services and resources. However, in the context of cultural dissemination, cultural
symbols achieve their transmission through continuous reinterpretation by diverse stake-
holders. From the perspective of library marketing, audiences interpret library content
through various thematic cultural narratives represented by symbolic elements, gradually
expanding reach to broader demographics. Throughout this process of transmission and
interpretation, the intersubjectivity of social members constrains the interpretation and
dissemination of symbols, thereby influencing the efficacy of cultural communication
and user engagement. Under the constraints of intersubjectivity, ensuring.effective dis-
semination of marketing content requires thorough consideration of users” knowledge
reserves, value judgments, and interests during the topic selection phase.

At the theoretical level, according to Peirce’s semiotic theory, within the interpretant
of a symbol, the interpreter’s cognitive, interpretive, perceptual, and reactive processes
toward the symbol ultimately lead to another symbol representing the same object. This
means the interpretant itself becomes a symbol, and interpretation constitutes a process
of generating new symbols.®’ Since interpretants originate from the interpreter’s personal
experience and understanding, the act of interpretation inherently aims to produce new
symbols, continuously expanding and generating new interpretants. Simultaneously, no
matter how interpretants evolve, they always involve revisiting and tracing previous
interpretants.® Intersubjectivity governsthis dynamic. Its stable aspect manifests in the
shared connotative and denotative meanings among social members, which form the
foundation of cultural transmission‘—without which communication would be impos-
sible.?? Thus, effective cultural transmission must be grounded in semantic and value
judgments that achieve substantial group consensus. Symbols that gain consensus
within specific groups cannot be effectively decoded or disseminated across broader
communities. The dynamic aspect reflects that while social groups may share symbols,
they cannot share(their semantic meanings, as meaning is rooted in individual experi-
ence and inherently varies from person to person.®

At the practical level, to address the constraints of intersubjectivity on cultural dis-
semination’ and achieve effective communication, new media content must align with
societal.consensus. Librarians should select themes for content widely accepted by target
audiences and construct narrative frameworks. The content should convey values and
messages that resonate with public understanding, avoiding overly novel or illogical
narrative designs to ensure effective marketing communication.

In the context of library content marketing, intersubjectivity manifests as an infor-
mation exchange process mediated through new media platforms. Beyond considering
the broad cultural consensus of symbolic communication, it is essential to examine
how intersubjectivity influences cultural dissemination. Reader evaluations, feedback,
and backend metrics like page views and click-through rates all reflect users” attitudes
toward library content. These direct or indirect interactions contain readers’ opinions
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and suggestions regarding marketing content formats, as well as their interest levels in
the information itself, constituting a dynamic information exchange process. Libraries
should proactively decode these symbolic signals from readers to drive new cultural
dissemination, thereby enhancing user engagement and communication effectiveness

in the new media environment.
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