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Library Digital Reference Services Marketing Strategies
Based on the Case of Chat Reference Services
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ABSTRACT

Reference services that use e-mail to receive reference questions and provide responses were developed
as early digital reference services in the library field. However, librarians and users found that e-mail
based reference services had some weak points when compared with traditional face-to-face reference
services. As a result, libraries have started to create real-time reference services, which are similar
to traditional face-to-face reference services through the use of synchronous chat software. Such chat
reference services are focus of this paper. This paper approaches chat reference services as one of the
services provided by libraries. Based on the understandings of the unique characteristics of services
and the concept of “service quality”, this paper tries to suggest appropriate marketing strategies of
chat reference services.

Keywords: Chat Reference Services, Service Quality, Services Marketing Strategies
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16) G.S. Sureshchandar, Rajendran, and Anantharaman, “The relationship between service quality and customer
satisfaction —a factor specific approach,” Journal of Services Marketing, Vol.16(2002), pp.363-379.
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17) Alan R. Andreasen & Philip Koteler. op. cit., pp.462-463.
18) George P. Moschis, “Social comparison and informal group influence,” Journal of Marketing Research,
Vol.13(1976), pp.237-244.
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19) Joan Stahl and Diane Nester, “Online, Virtual, E-mail, Digital, Real Time: The Next Generation of Reference
Services,” Art Documentation, Vol.20(2001), pp.26-30.
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20) Mary Jo Bitner, Bernard H. Booms, & Mary Stanfield Tetreault, “The Service Encounter: Diagnosing
Favorable and Unfavorable Incidents,” Journal of Marketing, Vol.54(1990, January), pp.71-84.
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