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INTRODUCTION 

1. Rationale 

The theory of marketing first appeared in America in the early 20th century. 
McCarthy (1964), Kotler, and others have introduced a 4Ps model of marketing that 
includes: Product, Price, Place and Promotion. During their research and development, 
Magrath (1986) and others have added 3 Ps: People, Physical Evidence and Process.  

Information librarians find that the implementation of marketing helps the 
organizations understand the needs of their information users and understand the needs 
of potential information users. However, actually the use of marketing models in line 
with Vietnamese libraries is not easy, especially for public libraries. The characteristics 
of information users in public libraries differ from other libraries as follows: The 
composition of information users is varied from: children to retirees with different 
information needs: study, research and entertainment. But their information needs are 
always neither unchanged nor urgent. Moreover, the majority of information users in 
public libraries have a high level of general universal education. Therefore they shall go 
to the library when they like or need and vice versa. Meanwhile, the positive factors of 
marketing contributing to attracting information users from public libraries such as: 
Actively improving the quality of products, creating new suitable products, stimulating 
the reading needs of information users; focusing on the fastest and most convenient 
distribution channels/ organizations to bring information products to information users; 
paying attention to the promotion of library products to information users, investment in 
spacious, clean and beautiful facilities, etc., have not been implemented effectively. 
Therefore, the problem is how to effectively use marketing model in public libraries to 
attract information users? This is also a necessary solution for public libraries, if these 
libraries do not want to have no or only a few information users. 

Based on the above reasons, the author chose the topic "Marketing in the Public 
Libraries of Vietnam" for his doctoral dissertation in the field of Library and 
Information Science.   

2. Overview of research situation 

In 1970s, there were 02 article articles, 08 magazine articles and 11 books on 
marketing in libraries published by individuals and organizations, including the 
International Federation of Library Associations and Institutions (IFLA). By 2000, more 
than 1,000 articles, magazines and books on marketing in libraries were published [74, 
pp. 32-36]. Through which many librarians around the world have researched the 
application of marketing theory in library activities and achieved certain results. Up to 
now, marketing in libraries has become increasingly popular, and many successful 
libraries have been shown through articles, marketing plans and library reports. 

There are many foreign authors who have studied marketing activities in the field 
of library including Dinesh K.. Gupta, Eileen Elliott de Sáez, Patricia H. Fisher et al.; 
Suzanne Walters; Eileen Elliott de Sáez; Darlene E. Weingand, Roger Henshaw, Linda 
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K. Wallace, Rajesh Singh, Richard Parker, Katariina Ervasti et al., Toshiro Minami and 
Gina Millsap, Melinda Kenneway; Katherine Grigsby, Anil Kumar Dhiman et al.,; 
Heesop Kim; N. Varaprasad et al., Julia K. Nims; Nancy Dawd et al.; Ionel Enache et 
al., City of Joondalup Library; The Port Townsend Public Library; Mayo County 
Library and other libraries; Villa Park Public Library; Vista Public Library; Rokford 
Public Libray; Montgomery County Public Libraries and Christchurch City Library. 

In Vietnam, there are some researchers including Nguyen Thi Lan Thanh, 
Nguyen Huu Hung, Bui Thanh Thuy, Truong Dai Luong, Nguyen Hong Anh, Vu 
Quynh Nhun, Nguyen Danh Thuan, Tran Manh Tuan and Nguyen Huu Nghia, etc. 

3. Object and scope of the research 
Research objects: Marketing activities in Vietnam public libraries 
Scope of research in terms of space and time:  
At present, Vietnam has 01 National Library and 63 provincial/city libraries and 

660 district/town libraries. In the context of a dissertation, the author can not conduct 
research on all libraries. Therefore the dissertation is limited: only to research on 
marketing activities in a number of provincial and city libraries in North-Central-South 
Region of Vietnam in the period from 2010 to 2017.    

4. Research objectives and missions 
4.1. Research objectives 
The topic focuses on theoretical research on marketing activities in general and 

marketing activities in Vietnam public libraries in particular. Thereby, the author 
proposes solutions to complete marketing activities in Vietnam public libraries. 

4.2. Research mission 
- Research on theories of marketing activities in public libraries 
- Research on marketing activities in Vietnam public libraries 
- Identify factors that affect marketing activities in Vietnam public libraries 
- Propose solutions to complete marketing activities in Vietnam public libraries 
5 Research questions and hypotheses:  
5.1 Research questions: 
- What is the actual situation of marketing activities in Vietnam public libraries? 
- What are the factors influencing the actual situation of marketing activities in 

Vietnam public libraries? 
- How to improve marketing activities in Vietnam public libraries? 

5.2 Research Hypothesis 

- Marketing activities in Vietnam's public libraries have been deployed, but their 
effect is not so high enough to attract information users. 

- If marketing activities in Vietnam's public libraries are completed under the 7Ps 
model, it will ensure good results to attract the masses of information users to use its libraries. 

6. Research methodology: 

+ Methodology: Marxist-Leninist philosophy, Ho Chi Minh Thought, the policy 
of the Party and State on issues related to thesis documents. 
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+ Specific method: 

- Documentary Research Method: The research collected information from two 
main sources: Secondary research and primary research. The author collected from 
various materials such as journals, scientific reports, textbooks, scientific works within 
and outside the industry related to the research topic. In addition, the author also 
exploited archives, statistics, and mass media.  

- Observation method: We conducted observation without attendance at some 
public libraries. 

- Survey method using questionnaires  

+ For libraries. Survey samples were selected by random sampling method: The 
author divided provincial libraries by geographical areas: North - Central - South 
Region and randomly selected provinces and cities. 12 provincial and city libraries were 
selected by random sampling including: Provincial Library of Ha Giang, Yen Bai, Hai 
Phong, Hanoi, Thanh Hoa, Da Nang, Binh Dinh, Gia Lai, Ho Chi Minh City, Ba Ria-
Vung Tau, Can Tho and Ca Mau. 

For public librarian, the author used the criterion-based sampling method to 
distribute questionnaires to public librarian in departments of selected public libraries. 
The number of votes delivered is 180, the number of votes collected is 177 votes, 
reaching 98.3%. 

For information users, the author used a convenient sampling method to 
distribute the questionnaires to information users, based on the accessibility of 12 
groups of public libraries selected for the research. The number of votes delivered is 
1200, the number of votes collected is 1120 votes, reaching 93.3%. 

 - In-depth interview method: Interviews with leaders of public libraries selected 
for the survey. 

- Expert opinion method: Collect expert opinions to provide a basis for 
marketing solutions in public libraries in Vietnam. 

The questionnaire is designed in paper form. 

7. Theoretical and practical significance 

7.1. Theoretical significance: The dissertation clarifies and enriches the 
theoretical basis of marketing activities in public libraries. 

7.2. Practical significance:  

- The dissertation clarifies the actual situation of marketing activities and 
solutions to improve marketing activities in Vietnam 

- Data and research results of the dissertation help managers complete the policy 
on the field of Information Library. Leaders of public libraries can refer to improve 
activities of public libraries, supplement marketing activities into the general 
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development strategy of public libraries. Public librarians are better aware of marketing 
activities and implement such activities more effectively in practice. 

- The dissertation is a reference material for marketing activities in libraries 
nationwide and for professional institutions providing library information training. 

8. The structure of the dissertation 

In addition to the Introduction, Conclusion and Appendices, the dissertation 
consists of three chapters: 

Chapter 1: Theoretical and practical basis of marketing activities in public libraries 

Chapter 2: Actual situation of marketing activities in Vietnam public libraries 

Chapter 3: Solutions to complete marketing activities in Vietnam public libraries 

Chapter 1: THEORETICAL AND PRACTICAL BASIS OF MARKETING 
ACTIVITIES IN PUBLIC LIBRARIES  

1.1. Theoretical basis of marketing activities in public libraries   

1.1.1. Marketing concept 

Marketing concept: Philip Kotler defines marketing as “a social and managerial 
process by which individuals and groups obtain what they need and want through 
creating, offering, and exchanging products of value with others.” This concept is based 
on the following factors: Product; Price; Place and Promotion.  

Types of marketing: Marketing has many types which can be distinguished 
according to different criteria. In this dissertation, the author distinguishes marketing 
according to its fields of application: For-profit and non-profit marketing.  

The role of marketing: Marketing plays the role of connecting the 
organization's internal activities to the market. Marketing ensures that the activities of 
the organization fit into this field, meeting the needs of the market. 

The formation and development of some marketing models: McCarthy 
(1964) introduced "mixed marketing", often referred to as "4Ps" as a means of 
transforming marketing planning into practice. At a marketing conference, McCarthy 
clarified Borden's idea of defining mixed marketing as a combination of all the 
elements. He recruited 12 elements of Borden into four elements or 4Ps, namely: 
Product, Price, Advertising and Distribution. 

1.1.2. Concept of marketing in public library 

Marketing Definition in the Library: Dinesh K. Gupta states that "Maketing is 
the product or service you are trying to sell or convincing people to use it - assessing 
customer needs and product design. The library creates services and has clients - 
whatever works to promote library services and approaches to encourage readers in the 
community can be called Marketing. " 
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The concept of a public library: "The public library, the pathway to knowledge, 

provides the basic conditions for lifelong learning, making independent decisions and 
developing personal and group cultures. society" 

The concept of marketing in public libraries: Marketing in public relations is a 
part of marketing in libraries. Therefore marketing in public relations is similar to 
marketing in general library. 

1.1.3. Content marketing activities in public library 

Product: The author Dinesh K. Gupta argues that in the field of library and 
information, the product includes physical resources, books, newspapers, CDs and 
services such as: a 24-hour library, Q & A, newsletters, brochures, exhibitions, 
documentation, consultancy, telephone and email answers which shows that such types 
of products are a component of Information Library products. According to Phan Thi 
Phuong, the general characteristics of the product include: Core products, 
implementations and complementary products.  

 Price:  In the library activity, the price is understood in many different aspects 
and approaches. The two authors Anil Kumar Dhiman and Hemant Sharma have come 
up with the concept of price that is made up of two different types of prices: monetary 
price and social price. In another study, Christie Koontz argues that for librarians, the 
price is calculated according to the time spent by the librarian to improve the products 
or services.  

Place: The distribution channel in library marketing is not just at the actual site 
where users can get public library services but also in the following areas: Public 
librarians provide care services for users; difficulties for users to access products or 
services; The use of library space is also considered an important component of the 
distribution channel. In addition, online distribution over the Internet and LAN systems 
are interested by many information users.  

Promotion: According to Anil Kumar Dhiman and Hemant Sharma, the basic 
aim of library promotion is to select a technique that can encourage the recipient to 
respond either by buying or requesting further information or filling the promotional 
material away for the use in the future Libraries can use a variety of forms to introduce 
product information to users as well as build a good image of the library for targeted 
information users.  

People:  People is a very important factor which determines most of the success 
of marketing in public libraries. Public librarians are part of the process of creating 
products as well as distributing products to the information users.  

 Process:  The process represents the basic spirit of modern public library 
administration. The processes in libraries in general and in public libraries in particular 
are linked to marketing activities such as: procedures, policies, and cycles related to the 
provision of information services as well as the collection of information.   
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Physical Evidence:  Modern physical conditions and facilities or the information 

user-friendly space of the library will help public librarians develop better service 
processes. This is also a very important factor affecting the product supply as well as 
marketing activities in the public libraries.  

1.1.4. Functions and tasks of marketing activities in public libraries  

Functions of marketing activities in public libraries  

Adaptive function: This function is expressed by the public libraries' creation of 
adaptation of products to meet the needs of information users. Marketing enhances the 
attractiveness of the products to better satisfy the needs of the information users and 
thus the value of the public library products is conditionally replicated reaching out to 
all information user objects.  

Distribution function: Represented through the marketing activities in the 
distribution process and help products and services of public libraries to reach 
information users.  

Goods, product and service consumption function: In spite of its non-profit 
nature, according to the Ordinance on Library in 2000 and legal documents on the 
library, some service activities may be chargeable in line with the specific investment of 
public libraries.  

Mixed promotion function: This marketing activity is shown through the content 
of advertising, exhibition, product introduction and display, etc.  

Tasks of marketing activities in public libraries  

When applied in the field of public libraries, the tasks of marketing activities are 
to help public libraries to distribute and exchange products and services suitable and 
attractive to information users. Information users receive valuable information from 
products and services of public libraries in their payment capacity. Ensure marketing 
activities will actively support public libraries in fulfilling the tasks set by UNESCO.  

1.1.5. Factors affecting marketing activities in public libraries  

Micro factors 

Functions and political tasks: The public function is to carry out the political 
tasks that the institution of the society has regulated by law. 

 Organizational and HR structures:  For public libraries, if the marketing 
department is established, the department is responsible for implementing the content of 
marketing activities, connecting the internal departments of public libraries, and 
connecting with individuals and organizations outside the public libraries to ensure that 
public libraries' activities meet the needs of information users.  

Public Library Operations: Well-organized library operations mean that 
process-based organizations respond quickly and adequately to the information needs of 
the user. 
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Funding and equipment: The equipment is invested and used effectively; the 

environment and space of public libraries are designed suitable for convenient use with 
information resources suitable for all information users will be the basis for public 
librarians and marketing staff.   

Users of the libraries:  Information needs of information users in public libraries 
are very diversified, which means that public libraries involved in marketing need to 
segment information users in order to find one or more distinct groups. At the same 
time, marketing staff can support information users and solve competitive factors to 
meet the needs of information users. 

Macro factors 

Demography: Demography is a very important factor that public librarian in 
charge of marketing need to conduct research on because it is the main source of 
customers for public libraries.  

Politics: Political factors include the system of legal documents, sub-laws and 
other management tools of the State. These factors have a direct impact on library 
activities in general and marketing activities in particular. 

Economics: Investments and funding from higher levels may be reduced and 
irregular resulting in shortage of fees for libraries. This leads to the fact that the fees for 
marketing activities in public libraries are irregular and cut accordingly.  

Culture-Education: In recent years, under the impact of the education reform of 
the training systems, reading devices have become more diversified and the access 
information via the Internet is more convenient and active. Furthermore, the reading 
culture of information users in Vietnam has certain changes. This exerts a great impact 
on the activities of libraries, especially Vietnam public libraries. 

Science-Technology: The development of information technology has changed 
the way information is used, the way information is accessed through the Internet and 
intelligent reading devices such as kindle readers, free databases. Therefore, public 
librarians should utilize the advantages of technology to support marketing activities in 
public libraries more and more actively and effectively. 

Demographics: The demographic factor is a very important factor that public 
librarians need to research because it is the main demographic that generates customers 
for the public library. 

International integration: creating favorable conditions for the masses of 
information users to have the favorable opportunity to share benefits through 
international integration and bring about the development of comprehensive 
international cooperation in all fields. 

1.1.6. Evaluation of the effectiveness of marketing activities in public libraries  

Product evaluation: For every non-profit organization such as public libraries, 
when they focus on the information users, the competition is determined to be anything 
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that diverts information users' attention away from public libraries' products. 
Consequently, public librarians should review the adequacy and quality of their product 
groups against similar products on the market to innovate and create a difference to 
attract the information users and create core values.  

Price and charge evaluation: To evaluate the price issue, public libraries may 
base themselves on the number of request refusal forms as a basis for the length of time 
the information users wait for access without the information or documents that they 
desire or for answer without being satisfactory from public librarians. For cost-related 
issues, they may be fees for delay fine, other fees for using library products.  

Evaluation of distribution channels: The physical facilities of distribution 
channels also have a positive or negative impact on the level of response of information 
user. Public libraries are required to evaluate the distribution channels, whether the 
service rendering is friendly with information users; how the quality of service provided 
through distribution channels of public libraries are evaluated by the information users, 
even compare to other competitive elements. In the evaluation of distribution channels, 
it is necessary that public libraries find their advantages to promote such as the 
promotion of the advantages of high-speed Internet to use the website for providing 
information to computers of the information users.  

 Evaluation of of promotion activities:  Public libraries need to make a list of 
their used forms of promotion and conduct an evaluation of each form of promotion.  
Criteria that can evaluated the effectiveness of the proposed promotion activities: 
Whether promotional and advertising tools convey the message and images that the 
libraries wish to convey to their information users; whether promotion activities target 
at the objects and show the value of the libraries; whether promotional materials are 
suitable for each target group of information users of public libraries; and the costs of 
designing and producing promotional materials and evaluations of information users on 
promotion of public libraries. 

Evaluation of Human Factors: It is necessary to consider organizational aspects 
and awareness of staff in marketing activities in public libraries. Having a connection 
point of the marketing department/division of the public libraries will have impacts on 
the awareness, research and implementation of marketing activities in accordance with 
the organization.  

Evaluation of Process factors: For process factors, the evaluation of the 
effectiveness of this activity is centered on the steps taken with the scientific sequence, 
without overlapping and repeated activities in the process. At the same time, the 
application of procedures in accordance with professional standards or quality 
management standards is also considered to evaluate the effectiveness of process 
factors. 

Evaluation of physical evidence: Office building and headquarters are one of the 
important factors that make up a library. Convenient location with beautiful design and 
good looks of the library will make a good first impression with information users. At 



9 

 
the same time, the design of some information users-friendly furniture also has positive 
effects, creating more satisfaction of information users before using products and 
services of public libraries. Modern and suitable equipment that catches up with the 
social development trends is also a factor for evaluation of the activities of public libraries.  

1.2. Practical foundations of marketing activities in public libraries 

1.2.1. Marketing models in public libraries in countries around the world 

 4Ps model:  Many authors have analyzed 4Ps model of marketing. Typically 
there are authors such as Patricia H. Fisher et al., Darlene E. Weingand, Eileen Elliott de 
Sáez ... who have published books on marketing activities in the library sector. In this 
dissertation, the author detailed the various aspects of the application of 4Ps-based 
marketing activities, including: Product, price, place and promotion.  

6Ps model:  With the 6Ps model, Suzanne Walters's book shows that in addition 
to using the traditional 4Ps marketing model, libraries need to add 2Ps: Public opinion 
formation and politic power.  

7Ps Model:  In IFLA Congress 2006 in Seoul, a large study on "Marketing 
Analysis of Reference and Information Services in Korean Libraries" was presented by 
Heesop Kim and Yongje Park.  The goal of the study was to measure the 7Ps marketing 
mix by Korean libraries to compare marketing effectiveness among different library 
groups (including 197 public libraries, university libraries, special libraries and school libraries).  

Similarly, in their work, authors Anil Kumar Dhiman, Hemant Sharma, Barbara 
Ewers, Gaynor Austen and Bujang Masli, etc., have shown that in addition to applying 
4Ps in marketing mix, other Ps need to be added to marketing activities for higher 
effectiveness. Specifically 7Ps model is introduced by the authors as follows: Product; 
Place; Price; Promotion; People; Physical Environment and Process. 

The use of 7Ps marketing model is comprehensive and intensive in the research 
of marketing activities and popularly invested by many authors.  

1.2.2. Characteristics of public libraries in Vietnam  

Organizational structure: Number of divisions and departments can be up to 8: 
Supplement Department; Document Handling Department; Reader Service Department; 
Information - Directory Department; Computer Science Department; Document 
Preservation Department; Administration and General Affairs Department and 
Movement Development Department (Library Network Department). Although public 
libraries have not yet been established their marketing department, some public libraries 
have been flexible in setting up departments and teams in charge of marketing.  

Functions and duties: According to the UNESCO Public Library Manifesto, the 
functions of public libraries include: Education; information; personal development; 
creating and strengthening reading habits in children from an early age; developing 
local reading culture. In Vietnam, the functions of the public libraries include: Culture, 
Education, Information and Entertainment. In addition, according to the Model 
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Regulation "On the organization and operation of libraries of provinces and cities under 
central authority", provincial libraries have the functions of collecting, preserving, 
organizing the exploitation and use of common documents published locally and talk 
about localities, domestic and foreign documents in conformity with characteristics and 
requirements of local construction and development in terms of politics, economics, 
culture, society, security and defense in the period of national industrialization and 
modernization.  

Documentary resources: The construction and development of documentary 
resources are regularly carried out by the public libraries, based on the characteristics, 
functions and duties of the public libraries. In the construction and development of 
documentary resources, public libraries always pay attention to the quality and value of 
information contained in documents. The contents of the library materials always ensure 
the ratio, balance and harmony of natural science materials, socio-political materials, 
literature and arts materials, general scientific materials, geography materials, children's 
materials and other kinds of materials.  

Characteristics of user information and information needs: According to 
UNESCO Public Library Manifesto, information users of public libraries are very 
diverse with ages ranging from children to the local retirees where public libraries are 
located. Therefore, in these groups of information users, their information needs are also 
very diverse and rich according to characteristics of age, interests or industry.  

Library Market: The Glossary of Marketing Terms in the Library (IFLA, 1998) 
defines a marketplace as a collection of potential users and users. 

Documentary capital: The work of building and developing documentary 
resources is conducted regularly and with the plan according to characteristics, 
functions and tasks of public affairs and public affairs. In building and developing 
documentary resources, public libraries always pay attention to the quality and value of 
information contained in documents. The contents of the library materials always ensure 
the ratio of natural science materials, socio-political documents, literature and arts, 
general scientific documents, geography documents, children's materials and all kinds. 
The other is balanced, harmonious. 

Material and technical facilities: The material and technical facilities of the 
TVC receive from the investment of the People's Committees at all levels and are based 
on annual plans. 

Linkages between public libraries: Articles 13, 14 and 18 of the Ordinance on 
Library 2000 clearly show that TVCs set up by people's committees at all levels have 
the task of coordinating activities and exchanging documents. , Professional guidance 
with other libraries. 

Sub-conclusions  

The dissertation conducts research on theories of marketing and marketing 
activities in the field of public libraries. Whereby it clarifies that: 
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1. Marketing is the activities to attract customers to the organizations and meet 

their needs. Through marketing, the customers know the organizations and their 
products, so that the organizations achieve their purposes. Recognizing the benefits of 
marketing, most agencies and organizations use marketing in their operations. 

2. Marketing in a public library is a non-profit marketing group and understood 
to be activities aimed at the information users, attracting and satisfying their needs. 
Marketing activities in public libraries have the following functions: Adaptive function; 
distribution function: product consumption function and mixed promotion function. 

3. Marketing activities in the public libraries are influenced by macro and micro 
factors, including: Demography, politics, economics, culture and technology;  
Organizational and HR structures, funding, equipment and information users of the 
libraries.  

4. Evaluating the effectiveness of marketing in a public libraries must be based 
on the results achieved by the marketing activities against the targets. Therefore, the 
evaluation of the effectiveness of marketing activities in the public libraries must rely 
on criteria set for each component of marketing activities. 

5. From the above statements, the dissertation emphasizes the great role of 
marketing in general and marketing in public libraries in particular.  Marketing 
activities ensure that public libraries' activities are suitable to the market, taking the 
market-needs and desires of information users as a solid basis for every decision in the 
product provision to information users in the most convenient way; Marketing helps 
public libraries build brand as well as product image of public libraries in the market; 
Marketing also helps public libraries cope with competitive factors and gain advantages 
in meeting the needs of information users and their sustainable development. 

 The dissertation investigates the practical basis of marketing activities in public 
libraries. It shows: 

1. The public libraries in the world have applied marketing flexibly in their 
general development strategy. The application of marketing in library activities has 
contributed to improve the operation of the libraries in a positive way, helping libraries 
create their initiative and adaptation to the common social development. 

2. Currently there are many marketing models that have been applied in the field 
of library such as: 4Ps, 6Ps and 7Ps marketing models. However, 7Ps marketing model 
is a model that is appropriate for public libraries. Marketing activities in public libraries 
in this model are composed of the following elements: Product, price, place, promotion, 
people, process and physical evidence  

3. The actual situation of marketing activities in public libraries deployed in the 
world will be the basis for research in the real situation of Vietnam public libraries.  

4. The author conducts research on the characteristics of Vietnam public libraries 
to see the specific features that need to be taken into account when applying marketing 
to actual situation of Vietnam public libraries in Chapter 2 of the dissertation. 
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Chapter 2: EVALUATION OF THE ACTUAL SITUATION OF MARKETING 

ACTIVITIES IN VIETNAM PUBLIC LIBRARIES 

To conduct awareness survey of public librarians about marketing activities, the 
author discussed the content of marketing activities with public librarians. When 
discussing with such librarians, the author found that they have not really been fully 
aware that the activities they have been doing are marketing. Most of the summary 
reports of public libraries mainly mention information dissemination or advocacy 
instead of marketing activities. Therefore, it can be seen that the awareness of applying 
marketing activities in public libraries is limited and spontaneous. This is partly because 
most public librarians have not been trained in marketing knowledge. 

2.1. Content of marketing activities in public libraries 

2.1.1. Product 

2.1.1.1. Core product 

For public libraries, the common point of products and services that customers 
want is to bring valuable information, and positive use and benefits. This is the core 
benefit of the core product. 

According to the summary reports and annual or periodic performance reviews, 
the groups of public libraries included in the research scope have achieved remarkable 
results in the performance of political tasks and professional work. Although public 
libraries have made efforts to complete their tasks, to see such efforts in a more 
objective manner, it  requires to consider the evaluation of information users on the 
product provided by public libraries. 

The results of the survey in Table 2.2 on satisfaction level of information users 
showed that the response of information needs from the product of public libraries as 
well as the satisfaction of information users in the process of using public libraries are 
only at average level; 48.9% of information users felt normal which is quite high. 6.1% 
of information users were not satisfied and 0.2% of information users had different 
opinion on the response to information needs of public libraries. This shows that the 
information users expect more positive changes in the quality of products and services. 

2.1.1.2. Real product 

In order to serve information users effectively, first of all, public libraries' real 
products need to be constructed and developed appropriately to meet the needs of 
information users.  

Detailed evaluation of the above results shows that the types of products used in 
public libraries are not identical. Specifically, traditional catalogs are still kept in public 
libraries, although public libraries use computer-based search databases. The products 
as directory publication are still used by information users at public libraries at high 
frequency. The type of recapitulation is used quite frequently. The most used tool is the 
database. Electronic bulletin boards are relatively frequently used showing the 
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flexibility of this type of product. This is also a highly effective information channel for 
use by both public librarians and information users. The summary magazines have 
many strengths but the compilation is quite complex; therefore there are not many 
public libraries organizing the compilation.  

Material borrowing and return services are always rated for the highest level of 
utilization and have relatively uniform levels of evaluation. Selective information 
dissemination services are strongly promoted. Information search instruction services 
are very interested by information users. Information exchange services are widely used 
through conferences, seminars, exhibitions, displays, e-mails or through job exchange 
forums. Consultancy services are the most effective ones used by information users. In 
addition to the products mentioned above, public libraries also actively develop other 
types of library services in addition to its operations such as: translation; providing 
information in multimedia rooms; and special reading support services, etc. 

2.1.1.3. Supplementary Products 

Surveys of public library websites and interviews with representative leaders of 
public libraries show that besides real products, there are also supplementary products. 
These services include copies of materials, Internet services, online question and answer 
(Q&A), and group discussion room providing services. These services increase the 
benefits that information users desire from public libraries at different levels. 

Material copy providing services;  Internet service and online question and 
answer;  and group discussion room providing services; Furthermore, some public 
libraries provide other services depending on the actual needs of the information users 
as well as the ability to respond of the public libraries. These services might be: 
translating materials, visiting the library, producing materials for the blind and hearing 
impaired, etc. 

2.1.1.4. Social benefits 

In addition to providing these benefits to information users at public libraries, 
public library products and services also have the task of benefiting local communities 
and societies. Therefore, in addition to the local public library system, public librarians 
also need to grasp the situation about places where information users have demands for 
seeking information for themselves and sources of information that local users can get 
access to adjust and promote products and services of public libraries in accordance 
with the practical situation to benefit the society. 

The survey data for places where the information users usually collect 
information shows that most of information users in the surveyed areas get access to 
information from the sources for their research purposes, study and entertainment. With 
this overview, public librarians can adjust their products towards the benefit of society.  

2.1.2. Price 

The price of public library products and services are now approached by many 
library researchers in a variety of perspectives.  
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Ngo Thanh Thao claims that the collection of information and library service 

fees helped library and information agencies to develop more sustainably and efficiently 
as a result of additional funding to deploy new services or improve the quality and 
extend the coverage of some existing services. However, proper charging for all 
services will result in the fact that a small number of low-income information users will 
not be able to use these services.  

Survey results in public libraries showed that the majority of public librarians 
said that price calculation should not be applied. Through practice, many librarians 
believe that public libraries are geared towards the community in order to disseminate 
knowledge and providing products free of charge for non-commercial purposes. 
Therefore, sometimes the price of products in public libraries is not an economic 
purpose and the support price for information users should be provided. Some public 
librarians believe that the charge for cards is also a way of calculating the price of using 
the products at public libraries, however, this group does not account for a high proportion. 

2.1.3. Place 

Direct distribution: Is the actual location that information users can get the 
services and service quality provided to information users by public libraries. 

Online distribution: The Internet has actively supported librarians in expanding 
the limits on library use so that information users do not necessarily have to come directly.  

Distribution through independent organizations and representative organizations: 
The form of distribution through an independent representative organizations such as 
professional mail delivery organizations has not been paid much attention.  

The setting up an independent representative organization of public libraries: 
distribution through book exchange and sponsorship programs have not reached the 
expected results.  

2.1.4. Promotion 

2.1.4.1. Forms of promotion used by public libraries 

Communication by leaflets is usually divided into two categories:   The former 
type gives an introduction to public libraries and the latter one give a more detailed 
introduction to information resources, events and activities of public libraries; 
Publications in the form of catalog  are often printed for the introduction of a specific 
type of product or service; The type of marketing through video, clips or Power-point is 
dominant and has a high level of attraction to information users and can give certain 
impression of information users to the image of public libraries; For the design of books 
to introduce activities of public libraries, most libraries only make use of great 
celebrations; Writing articles, magazine and newspapers are also actively involved in 
marketing communications among public libraries; Marketing communication through 
website is used by all public libraries in all of their marketing communications.   

2.1.4.2. How information users know the activities of public libraries 
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Content Rate of selection (%) 

Self-study 55.7 
Friends 71.1 
Public librarians 31.6 
Leaflets of public librarians 24.1 
Banners and posters 25.7 
Conferences and workshops 12.3 
Events organized by public libraries 29.2 
Websites of public libraries 29.6 
Email of public libraries 8.7 
Correspondence sent by public 
libraries  

4.5 

Use instruction sessions 7.8 
Speakers and Radio channel off 
wards 

9.3 

Community activities 13.4 
Local television 21.8 
Local newspapers 19 

Table 2.7: The forms by which information users know the activities of public libraries (%) 

The selection rate of information users for how they know about activities of 
public libraries show that the forms of information, propaganda and promotion used by 
public librarians have not really brought about high results.  

2.1.5. Human 

2.1.5.1. Public Librarians 

Within each organizational structure, each functional unit of the public library 
has its own functions and tasks. According to some reports of public libraries included 
in the research scope, the data shows that professional activities have very positive 
figures and achieve the set objectives. However, since there is no specialized marketing 
department, in these reports, there is a lack of content for linking in the organization's 
internal relationships in the process of creating products with external relationships.  

2.1.5.2. Information users  

As mentioned in the contents of the public librarians' awareness of marketing, 
information users also needs to have certain awareness about marketing. On that basis 
there will be sharing between information users and staff, public libraries at activities of 
public libraries toward the information users. Particularly, the participation of 
information users in marketing activities in public libraries will bring many benefits for 
themselves and for public libraries.  



16 

 
2.1.6. Process 

Currently, most public libraries carry out some major process in their activities. 
These are information retrieval procedures; material borrowing and return process; 
consultation and Q&A process, and reference information. However, in order to save 
time and efforts for the operations of departments in public libraries, the standardization 
of process in the spirit of ISO should be researched and applied in order to effectively 
researched and deployed. 

2.1.7. Physical Evidence 

In order for well-functioning of public libraries, first of all, it is required to 
consider their financial resources. In Vietnam, public libraries receives funding from: 
funds allocated or supported by the State budget; capital of the organization; Revenues 
from library service fees; Funding sources of organizations and individuals at home and abroad.  

2.2. Factors affecting marketing activities in Vietnam public libraries 

2.2.1. Micro factors 

Functions and political tasks: Vietnamese lawyers perform their functions and 
political tasks in their activities. Through the guidance documents of the State 
management agencies or the occasion of the events, the holidays of the year, the public 
TVC organizes specific activities to attract user. 

 Organizational and HR structures:  Interviews with representatives of public 
libraries show that public libraries have no marketing department or division. For 
marketing staff, among the surveyed libraries there is little real desire to recruit 
librarians with a college degree in marketing.  

Public Library Operations Process As mentioned above, the current process of 
public libraries has not yet been implemented under the ISO quality management 
system to standardize operations as well as improve capacity of cadres ... 

Physical Evidence: The reports and exchanges with representatives of public 
libraries show that the materials in the libraries have been paid much attention in 
investment. However, some public libraries still lack and have limited rooms, 
storehouses with basic facilities and backward equipment, especially information 
technology equipment.  

Users of the public libraries:  By examining the card making process at public 
libraries, all libraries are encouraging information users living and working locally, 
regardless of their nationality.  

2.2.2. Macro factors 

Demography: The public libraries said that the number and composition of 
information users affect marketing activities, in particular affecting the supply of 
products and services of public libraries.  
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Politics: Political factors are considered by the public libraries to have an 

important impact on the operation and policy of the libraries in general and the impact 
on marketing activities in particular. On one hand, public libraries are influenced by the 
system of legal documents of the State, of socio-political organizations related to library 
activities; on the other hand, they are also the propaganda organs of the Party, the law of 
the State and other political tasks.  

Economics: Economic factors are strongly agreed by public libraries for their 
impact on the overall development of public libraries and marketing. They directly 
affect the development of the library to meet the needs of information users.  

Culture-Education: Cultural factors have a very important impact on public 
libraries. The representative leaders of public libraries said that regional cultural factors 
have more or less impact or difference in marketing activities in the library sector. Each 
local area has different characteristics of geographical conditions and economic 
conditions. This leads to the fact that cultural factors have a different impact on 
accessing and using products and services at the libraries of information users.  

Science-Technology: Many leaders of public libraries interviewed said that 
technological factors have a great impact on the activities of public libraries in general, 
and at the same time, they might make changes in the forms and methods of marketing 
in library activities in particular. This shows that awareness of the utility of technology 
in the libraries is really important.  

International integration: Many public libraries in the research area have made 
positive efforts to improve the capacity of staff, improve and upgrade their facilities to 
meet international integration. 

2.3. Evaluation of the effectiveness of marketing activities in Vietnam public libraries  

2.3.1. Advantages 

- Regarding awareness: In recent times, many non-profit organizations have 
begun research activities on marketing application. A number of workshops are 
organized and many researchers write articles and presentations on marketing 
applications in these non-profit organizations.  

- Regarding product: For the popular products currently offered in the public 
libraries, most of them are evaluated by the information users as above average. This 
shows the maintenance of stability in the construction and development of product types 
of public libraries is important.  

- Price: The pricing of public libraries is now instructed and regulated in 
documents of the State. Much of the content is aimed at creating conditions for the 
masses to access knowledge and exploit information resources of public libraries.  

- Place: Direct distribution is the form of distribution held in public libraries 
which has long become familiar and highly rated by information users on these 
distribution activities.  
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- Promotion: Promotion activities introducing about the library are always 

interested and applied by public librarians in most programs and events organized by 
public libraries.  

- People:  To implement all activities, people factor is always given top priority. 
Marketing in public libraries is also very necessary for the staff to have full awareness, 
ability and responsibility at work.  

- Process:  In the course of their operations, public libraries have extensive 
experience in applying operational standards and sharing exchanges with many 
neighboring libraries.  

- Physical evidence factor: Operation funds of public libraries are subject to 
comprehensive investment of the State. This is a favorable factor for public libraries. 

The reason for the above advantages comes from the perception of leaders and 
all public librarians about the need to change all aspects to meet the practical 
requirements of the society.  

2.3.2. Restrictions 
- Regarding awareness: Up to now, public libraries have very good awareness 

about marketing activities in public libraries. However, in fact, their marketing activities 
mainly focus on communication activities through promotion and events of public 
libraries which are all spontaneous.  

- Regarding product: Public libraries still fail to promote such types as 
recapitulation and electronic newsletters, etc. In addition, there are many additional 
products that need to be invested. Especially, consultancy and Q & A interaction 
services between the public librarians and information users.  

- Price: According to the survey, public libraries needs to improve the 
effectiveness of professional services, combine information search process to shorten 
the service time for information users.  

- Place: Some public libraries are not open for service on Sundays; some public 
libraries provide service in the evening but not until late at night; some public libraries 
close half of the day curing working day for professional work, etc.  

The form of online distribution has been paid attention but public libraries have 
not yet fully utilized effectively the distribution channels via the Internet and the type of 
website that supports smart handheld electronic devices. 

Other forms of distribution such as through independent organizations, self-
creation of distribution representatives, retail distribution network for public libraries 
have not been developed. 

- Promotion: The form and level of application of each public library are very 
different and the fact shows that this activity has not been really effective.  

- People: At present, only some leaders of public libraries are equipped with 
university education, which is also a certain restriction in the management and direction 
of developing public libraries. Therefore, it is very necessary that the leaders of the 
public libraries need to participate in the training of marketing and improve professional 
qualifications at higher level. 
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- Process: Professional process and library operations have been performed. 

However, the linkage of these processes to achieve the highest efficiency has not been 
paid attention.  

- Physical evidence factor: In the volatile economy, the government is tightening 
its spending. This greatly influences the activities of public libraries when funds are 
allocated by local people's committees. Budget cuts, limited spending and limited 
capital construction, etc., have caused difficulties to public libraries.  

The reasons for these restrictions are: 
- Inadequate awareness of leaders as well as public librarians about marketing 

activities: they only consider marketing activities as propaganda, promotion and advocacy. 
- New types of products suitable to the social development trend have not been 

satisfactorily invested. The survey for information needs has not been conducted 
regularly. 

- The regulations on prices are quite reasonable, but some public libraries have 
not served in the evening, days-off and holidays. Service and professional search 
process are not high, fail to actively support information users leading to an average 
satisfaction level of response to information needs.  

- Distribution network is not effective because of mostly focusing on the 
headquarters of public libraries. The application of technology in product distribution 
has not been well exploited. 

- Fail to effectively promote the types of promotion and communication used by 
public libraries. At the same time, promotion with technology elements have not been 
taken advantage of.  

- No specialized marketing unit has been set up. Recruiting and training staff 
with knowledge and skills in marketing activities have not been paid enough attention.  

- The operation processes are implemented effective but there is a lack of 
flexible coordination leading to the failure to achieve high efficiency. It is not possible 
to link the departments and units in the organization to synchronously deploy and 
coordinate in marketing activities.  

- Operational funds of public libraries provided by the local authority are stable 
but this also show a limitation due to time delay, lack of initiative in spending and 
upgrading equipment. 

Sub-conclusions  

The surveys on marketing activities of Vietnam public libraries show that 
Vietnam public libraries have implemented the elements of the 7Ps marketing model. 
However, for being spontaneous and not active, public libraries are not aware that they 
are marketing activities under 7Ps model. Therefore, in the future, Vietnam public 
libraries need to complete the application of this model or, in other words, complete 
marketing activities under the 7Ps model. 

To clarify the actual situation of marketing activities in Vietnam public libraries, 
the dissertation examines and reflects the actual situation of marketing activities in 
public libraries through the use of such elements as product; price; place; promotion; 
people; process and physical evidence. Micro and macro factors are analyzed in terms 
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of organizational and HR structures, physical evidence, information users of public 
libraries, and demography, politics, economics, culture and technology factors that 
impact on marketing. It can be the stimulating factors that either promote good 
performance or cause marketing restrictions in public libraries. The research on the 
actual situation of marketing in public libraries in Chapter 2 incorporates theoretical 
basics of marketing and public libraries and refers to the actual situation of marketing 
activities in public libraries in Chapter 1 which will be the basis for proposing 
marketing solutions in public libraries in Chapter 3. 

 

Chapter 3: SOLUTIONS TO COMPLETE MARKETING ACTIVITIES 

IN VIETNAM PUBLIC LIBRARIES 

3.1. Complete marketing activities under the 7Ps marketing model  

3.1.1. Improvement of the quality and diversification of products 

As for the product line that brings back core benefits, public libraries need to add 
functions to the current products while developing new types of products that are really 
meaningful to different groups of information users in the present situation. In order to 
improve the quality and diversify the products, public libraries need to further improve 
their current products to uphold the strengths and create differentiation for their new 
products. 

The type of real products is evaluated by most of leaders of public libraries to be 
at average and good levels. However, the actual survey and the wishes of information 
users show that this type of product needs improvement in category and quantity of 
copies.  

Current supplementary products in public libraries are quite diverse, but not 
uniform. Each public library exploits this type of product according to its strengths and 
conditions.  

3.1.2. Completion of price 
- Serving time: In order for information users to use its products regularly, the 

first thing to be taken into consideration is the serving time of public libraries. 
- Shorten document searching and providing time: Shortening searching time 

with accurate search results will help information users minimize the time it takes to 
reach the information they need.  

- Charge for using value added services: Currently, the survey shows that only 
General Science Library of Ho Chi Minh City deploys card issuance with a much higher 
fee level than the fee for granting cards at public libraries of the same level in Vietnam.  

3.1.3. Expansion of distribution channels 
Direct distribution: Research to extend the service time to meet more effectively 

the needs to be served directly at public libraries. Simultaneously divide the service 
areas for each information user subject. At the same time, public libraries can also 
explore direct distribution schemes in the community by combining with social and 
political organizations in each residential area.  
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Online distribution: The strengths of transactions and transfer of information 

through the Internet and websites by public libraries in terms of convenience, time and 
cost savings have not really promoted. Therefore, the collection of information and data 
on information users need to be changed and updated more detailed. The design of 
websites should take into account the interaction between public librarians and 
information users so that online distribution, information provision and support to 
information users can be easily conducted 24/7, especially providing information 
through the use of free features of social networking. 

3.1.4. Improvement of communication efficiency 
3.1.4.1. Promotion goals 
Information users of public libraries are varied with different age and need to use 

public libraries as well as the needs to use public library products. Consequently, public 
libraries can not carry out combined communication and promotion activities for all 
information users as well as introducing specific products to all objects.  

3.1.4.2. Form of promotion 
When planning promotion means, public librarians should consider factors such 

as promotion objectives, promotion budgets, characteristics of targeted information 
users, scope and extent of the program, the cost of promotion on each type/ medium, 
etc. When a message is sent, public librarians need to control three issues: message 
content, message structure and message form.  

3.1.4.3. Measure the impact of promotion 
Measuring and evaluating the impact of promotion activities on information 

users are really important. The impact of the forms of promotion and message to the 
right information user objects, how they receive and how they affect the habit of using 
information. Therefore librarians need to chain and evaluate the entire process of 
developing their marketing communication plan to measure the impact of promotion. 

3.1.5. Improvement in the human resource quality 
For public librarians and especially the managerial staff, it is necessary to 

participate in short-term training courses. In addition, in order to be able to provide 
good advice at the information desk/ reference service desk, public librarians should 
also be equipped with knowledge about psychology and supplementary skills. 
Moreover, public libraries should also periodically organize training classes/ sessions, 
equip knowledge and skills to find information for information users.  

3.1.6. Completion of process 
Good implementation of the process will minimize errors while effective 

coordination will bring good response from the customers. Therefore, the establishment 
and organization of ISO-based quality management process will be highly effective 
when applied to the library sector.  

3.1.7. Upgrading of technical facilities 
In order to have good facilities for information users, libraries should appeal to 

the attention of provincial and city departments and leaders and seek for funding for 
modern equipment for information users. Since then, it is possible to create new 
products to attract information users.  
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3.2. Ensure the conditions for the completion of marketing activities under 

the 7Ps model 
3.2.1. Establishment of marketing department  
3.2.1.1. Functions of the marketing department  
The department in charge of marketing activities should conduct research on 

marketing, explore the actual needs of information users; stick to the service area and 
forecast the needs of different groups of information users; periodically or plan to 
survey and collect information about information users; conduct market location, target 
identification and brand positioning; identify factors to improve the products with 
attributes desired by the market; monitor the cycle of each product: appear, develop, 
saturate, degrade, and revive; analyze and evaluate internal factors with strengths, 
limitations, opportunities and challenges for public libraries (SWOT); analyze and 
evaluate external factors likely to be an opportunity or challenge for public libraries 
(PEST). 

3.2.1.2. Tasks of the marketing department 
Make marketing plans based on mission and vision; advise the board of directors 

of public libraries on market development strategy, brand building; be responsible for 
the norms and targets set out in the marketing activities; gather market data and propose 
marketing strategies with specific plans; produce marketing products according to brand 
standards of public libraries; distribute marketing products to promote public image and 
provide information user- oriented information; organize events that attract attention 
and have a strong and impressive impact on information users and the community; build 
good relationships with media organizations; build marketing culture in public libraries; 
build internal information system to update the general operation situation of public 
libraries. 

3.2.1.3. Organizational structure 
For the current public libraries, depending on the number of personnel, scope of 

operation, goals of public libraries and technical facilities, the number of staff in the 
marketing department shall be provided.  

3.2.2. Training of public librarian in marketing activities  
Public libraries should have a marketing plan to improve the marketing 

knowledge of their staff through short training courses. Organize presentations and talk 
about marketing, including inviting speakers as marketing experts at universities, 
research institutes and enterprises in the area.  

3.2.3. Funding for marketing activities 
In order to determine the level of funding for marketing, first of all, it is 

necessary to review and base on the expected marketing plan: Conduct survey in 
demographic information in the area of public libraries; conduct research on market and 
competitors; information needs of information users; marketing communications; 
training activities and self-marketing training; marketing equipment; 

3.2.4. Domestic and international cooperation on marketing 
There are now many individuals and organizations that have positive social 

influences and are well known and loved by many people. This is also the potential 
partners that public libraries can coordinate and cooperate in many activities in order to 
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effectively influence the majority of information users at public libraries.  

With foreign partners, it is possible to get access public libraries in countries that 
have applied marketing activities to cooperate and discuss marketing planning for 
public libraries, methods and forms of implementing research activities for information 
needs of information users.  

3.3. Enhanced research on information needs and user training 
Information literacy activities are also regularly implemented by public libraries. 

This is also a supportive figure for public librarians who capture the needs of their users 
to supplement the library's information resources to meet the diverse users of users at 
the mail public institute. 

3.4. Recommendations for that sector management agencies 
3.4.1. Recommendations for state management organizations 
City People's Committee: Increasing investment in facilities and equipment for 

public libraries; Balancing the budget increase rationally compared with the economic 
growth of the local area and the country; Creating favorable conditions for public 
libraries to act as the focal points for providing information to agencies and branches in 
their respective localities;  facilitating in all fields for staff to participate in advanced 
learning. 

Department of Library: Attention should be paid to issues of development 
investment; Financial issues; Emulation and reward; Revise and finalize the Library 
Law, finalize the library rating, encourage libraries in provinces and cities to invest in 
library development; supplement and adjust policies for librarians, especially librarians 
working in grassroots movements; advise the superior leaders on the implementation of 
appropriate support and investment policies for key libraries; promote reading culture 
across the country. 

3.4.2. Recommendations for professional organizations  
National Library of Vietnam: Cooperate with libraries in the same sector or 

region to conduct research on marketing policies; make marketing and training 
strategies and plans, seminars and training on library marketing. Share products with 
public libraries of lower level. 

Other public libraries: Invite marketing experts to teach and provide short-term 
training on marketing for public librarians; raise the awareness of the society, local 
authorities and sectors at all levels about the functions, role and impact of libraries; 
strengthen the application of information technology; consolidate, build and raise the 
efficiency of library's operation;  

Vietnamese Library Association: It is necessary to actively promote the 
propaganda to individuals and organizations who are interested in library activities and 
to mobilize all resources for library development; coordinate with the functional 
agencies to improve the qualifications of members, help members meet professional 
standards and maintain professional activities at high level;  

Sub-conclusions 

To launch marketing activities in Vietnam public libraries, in Chapter 3, the 
dissertation proposed to select the 7Ps marketing model as a solution to improve 



24 

 
marketing activities. In addition to improving the content of marketing activities, some 
other important things to consider is the completion of the organizational and HR 
structures, facilities and funding for marketing activities. The establishment of the 
marketing department will help public libraries develop plans and design action 
programs for marketing activities in a more effective and professional manner. Last but 
not least, recommendations are given to senior management and public libraries in the 
same systems. The support of the superiors and the sharing of organizations with the 
same system will create motivation and creativity to help public libraries implement 
purposeful and successful marketing activities in Vietnam public libraries. 

CONCLUSION 

To clarify the implications of marketing activities in public libraries, the 
dissertation presented the theories of marketing in general and marketing activities 
when deployed in library organizations and public libraries in particular. From there, it 
is necessary to urgently apply marketing activities in Vietnam public libraries. By 
comparison of the content of marketing activities implemented in the public libraries in 
the world, the dissertation reorganized marketing activities for public libraries from 
which the author reviewed and compared with the activities deployed in Vietnam public 
libraries. With the results of the field survey in Vietnam public libraries, the dissertation 
showed some marketing activities that the public libraries has conducted in a discrete 
manner. From there, it is recommended that Vietnam public libraries apply marketing 
activities in a more proactive and purposeful manner. The dissertation also showed the 
real situation of the 7P marketing model analyzed through public libraries' activities so 
that when applied intentionally, marketing activities in Vietnam public libraries will 
have positive results and bring values for public libraries and for the information user 
community. Finally, the coordination with local organizations and the interest of 
professional organizations, local authorities, and state management agencies will have a 
positive and synchronized effect for Vietnam public libraries in marketing activities. 
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