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ABSTRACT

The traditional marketing mix is the blend of fé@s” namely, Product, Place, Price, and Promotiom each
the user community. The marketing mix refers tetatvariables that can be used by a library torppte its services and
resources to users. 47 central universities in énaiie taken up for the study. Nearly 460 questimesavere distributed
among the library professionals situated in 6 regimf which 373 (81.09%) were responded. A totdl6¥ariables for
four components such as Product, Place, Price, Rraimotion were taken up for the study. The antigiemaorrelation
matrix test has been administrated to identify dldequacy of the samples indicates the sufficiefidiieo sample. The
Cronbach alpha value of the Reliability test indesthat the 16 variables taken up for the studyeveeceptable. The
respondents were given preference for Evaluati@miépation and New Product in the case of Prod&imilarly, in the
case of Price, the preferences were Free Serviee, Barrier, and Minimal Cost. In the case of Platee order of
preferences was Distribution Channel, Technololghdvancement and Inconvenience. As in the cagahotion, the

orders of preferences were Utility, Orientation addman Contact.
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