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What Was the Result?

What is Library Anxiety?

How Did We Implement This Concept?

Library anxiety is a research-based phenomenon that addresses LibQual Affect of Service Results
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What is Relationship Marketing?

“Marketing is the activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large”
(American Marketing Association, 2013). Relationship marketing
(RM) is a marketing concept defined as the “. . . process of meeting
customers’ needs on a continuous and repeating basis by
developing a long-term, one to one relationship with individual
customers” (“Relationship marketing,” 2016). This approach has
traditionally been embraced in for-profit service businesses but is
also applicable to libraries and other nonprofits. Libraries that
engage in RM seek to identify the wants and needs of customers
and to design services, programs, and resources to meet those EXPEDITION JFL
needs while also involving customers in the process. This instills in

them a feeling of ownership of and participation in all aspects of the “
library program. Oy
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A comparison of LibQUAL+® Survey results from 2012 and 2018 show
an increase in perceived service levels on the Affect of Service
guestions. These questions specifically address aspects of service that
impact customers’ levels of comfort in using library resources and
asking for help, in effect combating library anxiety. A 0 rating indicates
that the library is meeting basic expectations, and anything above a 0
IS the degree to which our library exceeds expectations. A 0.35 was our
organizational target.

. . . Library Services Fair Feedback
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The RM approach was further ensconced in the
creation of a Library Services Fair. The fair was
developed as a means to market library resources,
services, and spaces while also facilitating
interpersonal connections with students, faculty, and
staff. The end goal was to not only share information
about the library but to also help customers feel
comfortable with approaching librarians for future
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What Does the Literature Say?

Library marketing has traditionally been transactionally focused,

Using the JFL in general

primarily using only one element of the marketing mix, promotion . . . . o response
(Booth, 1993). Our library has chosen to embrace a RM approach F "dayr Oct. 26 questlor;_s. h %n?h resr? arcfh aSS'S.taTCT'I Thtls v;{as 38%
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Join us for food, fun, prizes, and more! event centered around an annual theme. A feedback survey following the 2018 Library Services Fair revealed

interactions (“Relationship marketing,” 2016). With the prevalence
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that might help to address this problem. While libraries and
businesses define success differently, the approaches used to
achieve success can be based on the same theoretical framework.
RM has been documented to positively impact a business’s profits
(Sin, Tse, Chan, Heung, & Yim, 2006), and similarly, librarians can
potentially adopt these approaches to achieve organizational
goals. While the manner in which this approach can be adopted
will vary, the concept remains equally applicable regardless of the
size or culture of the library.

What Sources Did We Use?
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