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Abstract

The concept of "marketing" was formed in America at the beginning of the last century. When the degree of social responsibility
of the economy, which created many problems for society (depletion of natural resources, environmental pollution, long-term
unemployment, revaluation of values, etc.) finally became clear, a drastic change in the attitude towards marketing took place.

Due to the undeniable success of commercial marketing in profit-making industries, the idea of transferring the marketing
concept to non-profit organizations was born. F. Kotler wrote a lot about it in his works. It was clear to him that non-profit
organizations should organize information exchange processes, similar to commercial organizations. This type of organization of
marketing was associated with the idea that marketing in the non-profit sector can help achieve its goals. The goals of non-profit
organizations are not only related to economic parameters, but those interests always exist in one form or another. In this case, non-
profit marketing is considered a method that anyone can use.

There is no uniform external expression (symbol, logo, visual image) of non-commercial marketing, its manifestations depend
on the organization applying to it. The scope of these organizations is wide. It includes administrative bodies and service institutions
(railway, post office, hospitals), as well as political, cultural, public organizations (parties, museums, religious organizations, etc.).

The concept of manufacturing excellence is one of the oldest approaches, based on the premise that consumers will buy widely
available and inexpensive products. Therefore, management should focus its efforts on improving the system of production and
distribution. This concept is followed and followed by most of the large institutions, which is one of the reasons for the deplorable
state of many of them. Indeed, it is impossible to achieve a more or less stable position by relying only on the factors of production
(for example, increasing labor productivity) with indifference to the consumer. Obviously, such a marketing concept can be applied
in rare cases, for example, in the production of standardized goods and raw materials.
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MapkeTHHIOBa KOHIEIIIA Cy4YacHUX 0i0/1i0oTeK (Ixepesia
MAapPKETHHIOBOI AislJILHOCTI 0i0/1i0TEK)

Aramip3aeB Axaim, Ceinii Hirsap
baxuncvkuii oeprcasnuii ynieepcumem (baxy, Azepoaiioncan)

AHoOTauis

IMoHATTS «MapKeTHHD» c(OpMyBasocsi B AMEpHIll Ha OYaTKy MHUHYJIOTO CTONITTA. Kony HapemTi cTaB 3po3yMinM CTyIiHb
COLIaNbHOI BiAMOBIIAIEHOCTI €KOHOMIKH, sIKa CTBOpMIIa OaraTo mpooieM s CYyCHIbCTBa (BUCHAKEHHS MPUPOAHUX PECYPCiB,
3a0pyIHCHHS HABKOJIMIIHBOTO CEPEOBHUIIA, JTOBIOTPHBAjC 0E3pOOITTs, MEPEOIiHKa IHHOCTEH TOIIO), KapANHAIBHO 3MIHIIOCS
CTaBIICHHS JI0 MAPKETHHTY.

Uepes HezanepeuHHil ycIiX KOMEpPIIHHOTO MapKEeTHHIY B MPUOYTKOBUX raly3sX HAapOIUiacs ijes mnepeaadi MapKeTHHIOBOi
KOHIICMIIT HEeKOMepIiiHuM opranizamisM. [Ipo me Oarato muca y cBoix mpaisx @. Komrep. Momy Oyino 3po3yminio, mo
HEKOMEpLiliHi opraHi3aiii MOBUHHI OpraHi3oByBaTH NporecH oOMiHy iH(opMariero, moaiOHO 10 KOMepIiitHuX opranizamiil. Takwii
THII OpraHi3anii MapKeTHHTY OyB IOB'SI3aHHH 3 1/1€€10, 110 MAPKETHHT B HEKOMEPLIITHOMY CEKTOpI MOXKE JOIIOMOITH AOCSITH HOTO
mineit. L HekoMepIiitHUX opraHizaliil 0B’ s13aHi He JIUIIE 3 EKOHOMIYHUMH ITapaMeTpaMu, Il iHTepecH 3aBKIH ICHYIOTh Y Till 4n
iHWiH Gopmi. Y 1[bOMY BUNAJIKy HEKOMEPILIHHUH MapKETHHT BBAXKAETHCSA METOJOM, SIKUM MOXKE CKOPHCTATHCS KOJKEH.

€IMHOTO 30BHIMIHBOTO BUPA’KEHHsI (CHMBOITY, JIOTOTHUITY, Bi3yaJbHOTO 300pakKCHHS) HEKOMEPIIHHOTO MapKEeTHHTY HE iCHYE,
100 pOSIBY 3aJIeKaTh BiJl OpraHizaiii, ika 10 HbOro 3BepTaeThes. Chepa aisuIbHOCTI UX opraHizauiil mupoka. /1o Hboro BXoasTh
OpraHy YHpaBIIHHS Ta 3aKJIaau OOCITyroByBaHHs (3aJI3HMIIL, MOINTA, JIKApHi), a TAKOX IOJITHYHI, KyJIBTYpHIi, IPOMaJChKi
opranizamii (maprii, My3ei, peniriiiai opranizamii To1o).

KoHriemnitist TOCKOHAIOCTI Y BUPOOHHIITBI € OJIHUM 13 HalCTapilnuX MiIXO0iB, KUl 0a3yeThCS Ha MEPEAYMOBI, 10 CIIOKUBAY1
OyayTh KyIyBaTH IMIMPOKOJOCTYIHI Ta HeAOpOri mpoxyKTu. ToMy KepiBHHITBO 30CEpEe/DKYE CBOI 3yCHJUIS Ha BIOCKOHAJCHHI
CHCTeMH BHPOOHMITBA Ta po3mofiay. Lliel xoHuenuii 0TpUMyeThCs OUIBLIICTh BEJIUKHX YCTAHOB, IIO € OAHICIO 3 MPUYUH
IUIAYEeBHOIO CTaHy 0ararbox i3 Hux. J{ificHO, HEMOXKIJIMBO JOCATTH OLIBII-MEHII cTablIBHOTO CTAaHOBHIIA, CIIUPAIOYNCH JIHIIE HA
(hakTopy BUpOOHUITBA (HAPUKIAM, MiABHIICHHS MPOAYKTHBHOCTI Mpali) 3 OalayXiCTIO 10 crokuBada. OueBHIHO, IO TaKa
MapKeTHHIOBa KOHIICMIsT MOXKe OyTH 3aCTOCOBaHAa B OKPEMHX BHIIQJKaX, HAIPHUKIAJ, [IPU BUPOOHHMLTBI CTaHIAPTH30BAHMX
TOBAapiB i CHPOBUHH.

KnroyoBi cnoBa: MapkeTHHI, HeMPUOYTKOBICTh, KOMYyHiKalisl, 6i0ioTeyHa KOHICMIIs
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Introduction.
An equally old approach lies in another

fundamental concept of marketing - the concept of
product improvement. Its essence is that consumers
will buy products of the highest quality, with the best
characteristics, so the organization must focus its efforts
on the continuous improvement of products and services.
It was believed that high-quality products will definitely
find their consumers. Let us give examples from a sphere
close to us. With a vision of product excellence, the
publisher will produce "elegantly" printed, thick-bound
and therefore partly expensive detective or horticultural
books. These books are really popular but may not be
attractive to a potential consumer because of the high
price. The concept of product improvement often results
in a "marketing monopoly" as it satisfies customer needs.

The problem of expanding the application of
marketing was discussed as early as the 1960s in the
United States, and a little later in the 1970s in Germany
and Switzerland. Now, most of the specialists are in
favor of the marketing concept in the non-commercial
sphere. Currently, experts identify two main trends in
the development of marketing theory: the deepening of
marketing in the field of business activity and the spread
of marketing concepts to non-profit organizations. If
in the 1970s and 1980s. if the initial concepts were the
object of intensive research, now the trend of complex
development of marketing in breadth is actively studied.

Therefore, the library can by no means be a full-
fledged subject of market relations. Some librarians refer
to the manifestations of a market economy in the library
sector, as a rule, only certain forms of financial activity
that bring a certain income, and not profit. Indeed, paid
services, widely proclaimed in their time as a new direction
of library services, bring at best 3-4% of budget funds.

From this point of view, it is useless to approach
library marketing as a concept for the effective operation
of the library in the information market. Such a concept
seriously harms the progressive development of the
library: first, because it points to the wrong direction;
secondly, it destroys the foundations of library services
(universal access, free, adaptability); thirdly, it distorts
the true meaning of marketing activities, which makes it
impossible to use the powerful potential of marketing.

The apparent failure of the "market" concept of
library marketing has led to the emergence of a whole
trend in librarianship, based on the complete rejection of
the use of marketing in library activities. Its supporters
reduce marketing to paid services, so they do not see
innovative moments in them. Others see marketing
as purely commercial and therefore strongly object to
"discrimination against the poor" (insolvency).

It seems that library marketing underlies both the
concept of the market and its discrediting, paradoxically,
for the same reason. In this area, the solution to any
problem mainly focuses on the material and financial
aspects and assigns them the role of library development.
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For several decades, the dominant economic paradigm at
various levels of management systems has led to a direct
connection with information institutions: the library's
survival strategy is the information market and marketing
activities. In fact, these relationships are more complex
and multifaceted.

Methodology.

The methodology mainly consists of developed
concepts that are currently in operation. A very large
share of these concepts is displayed in the works of F.
Kotler (1992) and P. F. Kazimi (2014; 2021) which were
used for comparative analysis.

Non-profit organizations can apply the same
marketing philosophy and tools as commercial
organizations. They also need to find and define their
markets, study customer needs, offer relevant services
and products, create distribution channels, engage in
advertising and public relations. However, there are two
very important differences.

First, for public organizations, making a profit is not
in the first place in the system of goals. Thus, the use of
strategies such as price and communication is weakening.
Secondly, these organizations have competitors in front
of commercial organizations.

This definition once again confirms that marketing
is not only a method, but also a fundamental position,
the "philosophy" of the organization. This affects its
structure, proposals, methods of work. Typical marketing
thinking: it is not the worker who determines in advance
what the library will bring to the market, but the needs,
desires and interests of the people it is supposed to
serve will play a decisive role in the market decision.
At the same time, it should be taken into account that
the proposal should “work™ for the tasks and goals of
the library (institution). This means that it is necessary
to define exactly what these tasks entail in order to have
some kind of framework within which certain proposals
can be made.

Problem Analysis.

Kotler's definition refers to "special markets". This
means that marketing is not about offering everything to
everyone (although libraries generally cannot do this). It is
about how to effectively serve different parts (segments)
of the market. The public library market is heterogeneous
(heterogeneous), consists of many market segments with
different needs, desires, attitudes, and interests of their
representatives. These segments based on age, income,
education, profession, nationality, mobility, reading
habits, etc. can be divided. Target segmentation should
not result in the library reaching fewer readers (users)
but may mean that more users will be served according
to their needs. The library has very limited resources
(financial, human) and should use them as rationally as
possible.

If, for example, universities have an almost complete
monopoly in issuing documents on higher education,
then in the entertainment and leisure market, libraries are
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in direct competition with other organizations that can
also provide leisure opportunities for citizens.

After entering the non-profit sphere, the concept of
marketing was refined and refined in relation to different
types of non-profit organizations. There are five main
concepts of marketing activities that emerged in different
periods of the development of the world economy in
response to social, economic, and political changes that
took place in the twentieth century.

The concept of product improvement often results in
a "marketing monopoly" as it satisfies customer needs.

The concept of intensifying commercial efforts is
that significant efforts must be made to stimulate sales,
otherwise consumers will not buy enough of the product.
This concept is aggressively applied to consumer
products. Various methods have been improved to identify
potential buyers and "hard" sales of goods to them. This
concept is for immediate results. This indicates that long-
term interactions with the Consumer are at risk.

The modern concept of marketing, which was formed
in the 1960s and 1970s, focuses on a long-term positive
perspective of relations with consumers. According
to this concept, the goal of achieving the goals of any
organization is to identify the needs and demands of the
population and provide the desired satisfaction more
efficiently and productively than competitors.

Thus, the concept of marketing focuses on the needs
and demands of customers, supported by an integrated
marketing effort aimed at creating customer satisfaction.
Customer satisfaction is the key to achieving the
organization's goals. The concept of marketing reflects
the commitment to the theory of consumer sovereignty.

Since the 1980s, it has been considered the period
of formation of the concept of social and ethical
marketing. The purpose of this concept is that the task
of any organization is to identify needs, requirements
and provide the desired satisfaction more effectively and
efficiently than competitors. This ensures the protection
and strengthening of the welfare of the consumer and
society as a whole. The concept of social and ethical
marketing stems from doubts about the relevance of the
principles of "clean" marketing to address environmental
problems and scarcity of natural resources.

Thus, one can see how marketing is improved,
concepts aimed at creating consumer satisfaction and
improving people's well-being are formed. This factor
has traditionally become a prerequisite for the use of
marketing in the non-commercial sphere, with its original
essence aimed at satisfying various needs.

The problems of non-commercial marketing began
to attract the attention of various scientists. In 2000 E.
V. Pesotskaya "Marketing of services" (2000) then S.
N. Andreeva and L. N. Melnichenko's (2000) book
"Fundamentals of Non-Commercial Marketing" answers
many of the most pressing issues of the library sector.

Now let's try to define library and information
marketing. It covers all five marketing concepts.
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The concepts of product improvement and product
improvement involve the use of marketing methods to
expand the range of fee-based services and improve
the quality of library services. The goals are clear, but
they do not solve the fundamental problems of the
modern library. The concept of intensifying commercial
efforts, while compatible with survival strategies, is
fundamentally at odds with the library's mission and
thus effectively destroys the "philosophy" of the library
service system.

The last two concepts are constructive: it is a modern
and socio-ethical marketing activity, in which the needs,
desires and demands of the population come to the fore.
This can be considered the main factor determining the
prerequisites for the use of marketing in the library and
information sphere.

The most common marketing mistake is the
simplistic idea that marketing is “monetized” (Kazimi,
& Guliyeva, 2022) in some way. "Marketing began to
emerge at a time when those in power felt they could not
fund culture, claiming they were moving away from the
'residual principle' and promising growth." It was then
that changes in marketing were announced as "transition
to new business conditions."

In the early 1990s, the concept of marketing
was formed, its logical algorithm was established as
follows: The library is an information institution. By
comprehensively studying information needs and
creating the preconditions for their transformation into
real consumer demand and subsequent payment, using
marketing tools, the library occupies a large place in the
information market. The viability of a modern library
depends on how much it will accept the marketing
mechanisms of the market and how confident it will feel
in the information market.

It should be noted that this logic operated in
accordance with the traditional economic paradigm that
dominated local and foreign systems of government
for several decades. Attention is mainly focused on
the material and financial side of the problem, which
plays a leading role in the development of the library.
Thus, the idea was strengthened that economic growth
and economic development are the key to meeting the
growing human needs.

The initial period of the formation of marketing is
characterized by the transparency of the border between
commercial and non-commercial factors. Although all
publications emphasized the non-commercial nature of
the main library activities, they had a single goal behind
it: to substantiate the possibilities of paid library services,
a complex of additional paid library and bibliographic,
information and other services.

The idea seemed attractive, fully consistent with the
spirit of the “market” of that time, to bring the library to
the information market and allow the library to exist at the
required level in the difficult socio-economic conditions
of that time.
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However, the popular and today theoretically
substantiated position contains in its essence the
fundamental impossibility of practical implementation
due to the fact that the peculiarities of library activities
are not taken into account. Since the library does not
carry out commercial activities aimed at generating
income, does not participate in competitive relations, it is
not a market entity, since it cannot claim its place in the
information market sector. In the library, information is
not a commodity, but a resource, therefore, large expenses
are required to turn information into a commodity, as
a result, the library's entry into the information market
becomes unprofitable.

It is clear that library services cannot be viewed from
the point of view of the market, since there are a number
of economic, social and moral and ethical restrictions
arising from the very nature of the library as a socio-
cultural institution (Krupenin, & Suslova, 2001).

In this regard, it should be noted that in world
economic history there are many examples that
characterize efforts to ensure the development of
education, culture, and health care exclusively within the
framework of active market relations. The result of such
measures was not an increase in the level of service, as was
believed, but a situation called in international practice
«unfinished market problems» when a significant part of
the population was left out of the sphere of consumption.

Conclusion.

AccordingtoAmericanexperts, thecommercialization
of libraries is a serious departure from the principle that
"information should be free in the public interest." (Oqlu,
& Qurbanov, 2021). With the commercialization of
libraries, the problems of limiting access to information
inevitably arise.

In recent years, prerequisites have been created
for the formation of the foundations of the concept of
library marketing as a philosophy of modern library
management. In this sense, library marketing combines
the achievements of the general theory of marketing and
practical experience in solving many problems. This is,
first of all, the use in the management of library activities
of the principles of social orientation, complexity and
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