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Abstract:

According to Kotler —“Marketing 4.0 is a marketing approach that blends online
and offline platforms. In today’s digital world it is important to have the presence
online; at the same time it is extremely important to have a human interface to
understand the customers’ perspective. Marketing 4.0 is a combination of style with
substance”. The paper studies the transition of library from a traditional setup to a
digital setup. The research aims at understanding the antecedents of marketing 4.0
with reference to Indian academic libraries. Further the paper examines the
challenges in the process of transition and empowerment of librarian in facilitating
the transition. Mix research method which is combination of qualitative and
quantitative research was adopted for the study where structured questionnaire was
used and interviews of the respondents were taken. The respondents include
students and librarians of Indian academic libraries. The result shows that the
respondents have varied expectations inspite of the challenges from Indian
academic libraries and are positively inclined towards transition. The study has
several implications for libraries which are facing constraints in the process of
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Introduction:

The World is transforming at ever-increasing rate.
The sole reason being the diffusion of Information,
Communication and Technology. The consumer
today is more demanding and this is the outcome of
Technology. ICTs provides a platform to companies
to communicate about their Products and brands at a
global level, (Parasuraman and Zinkhan, 2002;
Yadav and Varadarajan, 2005).The relationships that
exists between the customer and the market
encompass various dimensions. Emphasis on
strengthening the relationships with the customer
was the focus in marketing 3.0 era. In this scenario,
the customer would specifically pick and choose the
Products and Brands of his choice to ensure that
those meet his needs and provide him with utmost
satisfaction.

In the field of Marketing, the advancements are
bound to happen. The series of transition in
Marketing, there has been a major shift from product
driven marketing (1.0) to customer-centric
marketing (2.0), and ultimately to human-centric
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marketing (3.0). In Marketing 4.0 the transition to
the digital world is witnessed. Marketing 4.0 is the
natural extension of Marketing 3.0. With
Technology to its best, and with the presence of Data
analytics and Artificial Intelligence, the Products and
Brands that are offered to customers are becoming
more and more personalised. Devices that are voice-
controlled and used in homes today, like Amazon’s
Echo with its Alexa technology are providing
extremely innovative and vibrant platforms to
connect with customers. Customers can give
personalized tasks through such devices.

The convergence will ultimately lead to the
convergence between digital marketing and
traditional marketing. In a high-tech world, people
long for high touch. The more social we are, the
more we want things that are made just for us.
Backed by big-data analytics, products become more
personalized and services become more personal. In
the digital economy, the key is to leverage these
paradoxes. In this transitional era, a new marketing
approach is required. Thus, Marketing 4.0 is the
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natural outgrowth of Marketing 3.0. The role of
marketers is to show the right path to the customers
from awareness and ultimately to advocacy.

In essence, Marketing 4.0 describes a deepening and
a broadening of human-centric marketing to cover
every aspect of the customer’s journey. Customer
today is exploring options that provide and connect
him with the high-tech world. The interaction and
communication mix that happens through this high
definition touch points is the strategy for
differentiation in this era. For instance, Birch box, is
one of the first online cosmetic product retailer. It
had its offline stores along with the presence online.
The retailer provides customers with iPads, to
enhance the personalization. The customers are free
to provide their recommendations, through this
platform. The dash buttons by Amazon is another
example. This product enabled customers to
replenish the products with one button. This was the
move that Amazon adopted with Internet of Things.

The transition will certainly lead to a path of
convergence between digital marketing and
conventional marketing. In search for the high-tech
world, customers are keen for the high touch.
Though the impact of connectivity with customers
through online platforms is more convenient and
cost effective, the question is, of these tools will
completely replace the conventional marketing tools.
Instead an option of using hybrid tools is yet
available for the marketers. Since it is a challenge to
completely get the new wave of Online to replace
the offline legacy marketing. The co-existence of
both  would provide and enhance customer
satisfaction.

Objectives

1) Understand the antecedents of marketing
4.0 with reference to Indian academic
libraries.

2) Understand the transition of libraries
from traditional to digital

3) Understand if there are differences in the
usage pattern among users

4) Understand effect of transition on user
experience.
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Literature Review
Evolution of Marketing

The research papers published on Marketing 4.0
preferably reviewed the concept of all three stages of
evolution of marketing activity namely Marketing
1.0, Marketing 2.0 and Marketing 3.0 with
Marketing 4.0 and also the influence of technology
on each stage of marketing activity (Basayazicioglu
and Karmastufa, 2018; Jimenez-Zarco et.al., 2017;
Jara et.al., 2012).

Product-Centric Marketing

According to Kotler, Kartajaya and Setiawan (2010)
Marketing 1.0 is product centric marketing where
products are sold generically to masses without
differentiating them with gender, social-economic
background etc. Marketing of food and beverages
industry and pharma industry is the prominent
example of Marketing 1.0. Marketing 1.0 came out
in time of industry revolution where the main
objective of companies is to sell as many products as
possible. The products were designed to serve
physical needs of masses. Therefore industry aims
towards controlling and reducing the cost of
production which lowers the cost of product and
help in reaching out more customers (Kotler,
Kartajaya and Setiawan, 2010). The companies
employing one to many marketing strategies where
product information is conveyed through flyers,
posters, brochures, commercials on TV and Radio,
advertisements in newspapers and magazines,
billboards, telemarketing, sponsorships, face-to-face
etc (Todor, 2016; Geraghty and Conway, 2016;
Henekom and Scriven, 2002). Customized marketing
or target marketing for group or segment of
community is possible; targeting individual is
beyond reach in such product centric marketing
(Todor, 2016).

Customer-Centric Marketing

Product centric industries have decreased in number
and replaced by customer centric industries over the
years (Golding, 2014). Seth (2000) defines the
customer centric marketing as “an emphasis on
understanding and satisfying the needs, wants and
resources of individual consumers and customers
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rather than those of mass markets or market
segments”. Tseng and Pillar (2011) signify that
customer centric approach means achieving goal of
high quality management and implementing
customer requirement without increasing production
and distribution cost”. Wright et. al (2002) says that
the objective of customer centric marketing is to
expertise in customer’s attitude, motivation, habit
and values that create customer opinion about the
brand of a company. They emphasize on providing
electronic tools to enable customer for customizing
product according to their requirement. Lee-
Mortimer (1991) indicated that the competition
among the manufacturing industries for becoming
world class manufacturers compelled urge of
achieving, creating and maintaining best quality
product which can be achieved by treating customer
as King. Seth (2000) emphasizes on creating perfect
customer experience along with maintaining high
quality of product and services. Satisfied customers
are indication of companies’ performance and profit
(Andaleeb, 2016). According to Kotler, Kartajaya
and Setiawan, (2010) Marketing 2.0 incepted with
information era with the evolution of information
technology and internet. The marketers of Marketing
2.0 era accept consumers as whole human being with
mind and heart. The “consumer is king” concept is
popularized in the era. The consumers are tracking
information on the products required by them
through the information technology and comparing
price offering on same product by different
companies. The consumer became decision maker of
price and quality design. It satisfies consumer in
better way as their requirement were fulfilled. The
authors’ further say that the companies were seems
more concentrating on passive target campaigns in
Marketing 2.0 era.

Human-centric Marketing

According to Kotler, Kartajaya and Setiawan (2010)
Marketing 3.0 is a simple extension of Marketing
2.0’s customer-centric marketing. According to
authors -

e Marketing 3.0 is human centric marketing where
profits gained by companies are balanced with
corporate social responsibility by making their
products accessible to every growing lower
income group of the society. The marketers of
this era stayed connected with their customers
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through social media. The authors gave
emphasis to creativity and human spirit
marketing.

e Marketing 3.0 is also collaborative marketing
where customers are connected to other
customers through social media where they
share their experiences and opinions about a
particular product or company. They are no
longer isolated individuals. Therefore it
becomes more important to understand the
attitude of the customers and involve their
consumers through co-creation programs.

e Marketing 3.0 is cultural, where companies try
to understand the local consumer and culture for
adapting local culture in designing of product

and deciding promotional strategies. Here
customer  segmentation became more
significant.

e Marketing 3.0 is spiritual where companies
should include lifestyle and philosophical
approach to their products which matches with
consumers search for positivity in product. As a
part of social awareness many companies are
manufacturing products that will not harm our
environment.

Transition to digitalization Marketing

Swieczak (2017) reveals that Marketing 4.0 is a
result of vigorous global competition, increasing
customer demand, innovative developments in
marketing, frequency of emerging technologies. The
author further describes that Marketing 4.0 is 24/7
real time service, in a way of value added
information and continuous interaction, offered by
enterprise to the digitally acclaimed customers
through cloud computing, social media, mobile apps
to create personal emotion experience and motivate
client to use their products through customer
preference analysis. Jara et.al. (2012) reveals that
Marketing 4.0 is simple progressive development of
Marketing 3.0. Yeh et.al (2016) emphasizes that
Marketing 4.0 changes the way companies interacted
with customers and became more dynamic with real-
time monitoring in every part of the world. That is
Marketing 4.0 give raise to Client 4.0 where it
entrust business to give holistic consideration to
customers’ need and inventiveness of customers
(Wereda and Wozniak, 2019). The paper by Todor
(2016) indicates that usage of media by customers
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and companies has increased 10 times in last few
years. This intensive use of technology in marketing
enables customer participation in brand integration
and building trustable relationship among customer
and brand (Jara et. al, 2012). That is now business
can monitor customer navigation preferences,
influential factors behind customer’s preference and
their buying behavior (McAfee et. al, 2012, Jimenez-
Zarco etal. 2017). The dynamism in consumer
behavior requires thorough knowledge of business
rules and also customer centric new digitized
marketing systems (Swieczak, 2017; Wereda and
Wozniak, 2019; Moldovan et. al., 2015). Vassileva
(2017) recommends to have proper application
marketing metrics for finding the digital properties
require transition, involvement of top management
in designing and planning of digital marketing
strategies and  knowledge  expertise  for
implementation of marketing strategies.
Basyazicioglu and Karmastufa (2018) recommended
to invest in manpower skill development to handle
Marketing 4.0 to speed up the marketing activities in
their businesses. As per Vassileva (2017) Marketing
4.0 differs in terms of timing, talent management,
data and analytics, degree of centralization and
marketing organization models. The transformation
in mindset of companies is required for success of
Marketing 4.0 (Vassileva, 2017).

Dewi and Darma (2019) shows that Grab Taxi’s is
successful in implementing Marketing 4.0 principles
by changing companies old logo and introducing
human centric brand image while launching its
services in Indonesia. The company combines
information technology, creativity and marketing 4.0
strategy of mix marketing method. Beditz (2018)
research signifies that the traditional marketing
methods are equally important in the era of
online/digital marketing to reach out all levels and
genres of age group; especially in case of children
and older generation.

Digital Transition of Library

Digital Transition may be defined as “the
realignment of, or new investment in, technology and
business models to more effectively engage digital
customers at every touch point in the customer
experience lifecycle.” (Brian Solis of Altimeter
Group -The 2014 State of Digital Transformation).
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Digital transition involves vision of organization,
strategies involved, interest taken by people from all
levels of organization, processes and technology
implemented (Sandhu, 2018). Australian Library and
Information Association (2014) reports that library
should collaborate with technology companies,
publishers and government to bring in change. The
work should extend at national and international
level resulting in libraries with rich content and
creating positive customer experience. Virtual
Library System of Brunei, North American Research
Libraries and North Carolina State University
Libraries are the good example of such
collaborations (Suhaimi, 2004; Hunt Video, 2015).

The advancement in web technology has shown its
impact on digitization of library. Every stage of
library digitization matches with that of web
technology.

Traditional Library

Library 1.0 is associated with Web 1.0. The term
was introduced to compare the features to Library
1.0 and Library 2.0 by Michael Casey
(2015).Library 1.0 is conservational traditional
library with initial footprints of digital services like
Marc i.e one-to-many and in read only format. The
users here are passive and the approach of library is
librarian centric (Noh, 2015).

Web-Enable Services

Michael Casey (2005) has introduced the term
Library 2.0 to the world through his blog
“librarycrunch”. He indicated association of Web 2.0
with web-enabled services of library. According to
Noh (2015) Library 2.0 is major transition of
traditional library to digital library. The
conservational services are converting to user-
centric service. The communication between the
libraries and users has increase in this era. The
information reproduction through user participation
has increased (Noh, 2015). According to Maness
(2006) four essential elements of Library 2.0 are-
= Library 2.0 is user-centric. The consumption and
creation of information became dynamic,
popularized and centralized. The information
became more flexible and adaptive in nature. The
users can create content and view within the
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library’s web presence through easy smart
systems i.e mobile. The services like open stacks,
Library suggestion box, user tagging, OPAC,
team-built blogs were introduce.

= Library 2.0 gave multimedia experience. The
video and audio content were shared with the
users through channels like Youtube. Though it is
not consider as important feature of Library 2.0 it
is major feature of change in communication
from library to users.

= Library 2.0 is social. Users are well connected
with one another and librarian through the social
technologies wiki, blog, flikr, instant messaging
etc. The social web technologies bring in the
change in interaction between users and libraries
(Chandra, 2015).

= Library 2.0 is communally innovative. Libraries
are inventing their services with the invention of
technology that are popular in users (Noh, 2015;
Chandra, 2015).

= Library 2.0 is human. Libraries have adopted
openness in services and communication. Now
users will be able to connect with the library
through various mode of connectivity. The
services can be provided various modes by
adapting Web 2.0 apps and services (Noh,2015;
Chandra, 2015; .

Hybrid Model

Library 3.0 is hybrid model including features of
Library 1.0 and Library 2.0 (Noh, 2015). Habib
(2006) defines Library 2.0 as subset of library
services designed to meet user requirements
triggered by the direct and peripheral effect of Web
2.0. Belling et al. (2011) indicates Library 3.0 is
extension of “borderless Library”- library collection
is available to users regardless of their physical
location through its virtual existence. The authors
explain that the use of emerging technologies like
semantic web, cloud computing, mobile devices and
re-visiting established technologies such as federated
search, to facilitate, organized, promote and share
user-generated information through continuous
participation among users, experts and librarian.
Noh (2010) proposes Library 3.0 model featuring
Social Semantic Digital Library- resources shared
through social networking services and big data
managed by semantic web technology, The Linked
Library — resource shared through linked data which
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connect library other libraries of the world and the
Mobile Library — universally present library well
furnished with technologies like RFID and mobile
technology. Noh (2013) paper discusses importance
of context-awareness technology to Library 3.0 and
proposed context-awareness services. Therefore,
Kwanya, Stilwell and Underwood (2012) proposes
five principal of Library 3.0 as 1) intelligent, 2)
Organised, 3) federal network of information
pathways, 4) Apomediated, 5) my library i.e
personalize. Kwanya, Stilwell and Underwood
(2015) envisions role of librarian as guide and
mentor of information retrieval where librarian are
using social media and emerging technologies for
delivering services required by users. Library 3.0
brings back the old principles of librarianship where
librarian compared more than one information
resource to deliver rightful information to users
(Giustini, 2007; Schultz, 2006)

Digitalization of Services

The scarcity of literature was observed on Library

4.0. Library 4.0 is technological environment created

by library such as makerspace, Google Glass,

Context-aware technology, digitization of contents,

big data, cloud computing and augmented reality

(Noh, 2015). Library 4.0 is cooperation among

various professional academic networks through

virtual library network (Chauhan, 2009). According

to Noh (2015) features of Library 4.0 are-

= Library 4.0 is intelligent. The information is
analyze by the system and discuss with users
like peer member.

= Library 4.0 manages and analyzes big data. The
data which cannot be collected, stored, managed
or analyzed by single library software.

= Library 4.0 embraces context-aware computing
technology. The system which search, identify,
analyze and provide the contextual information

or services that user required in current
situation.
= Library is augmented reality library. The

involvement of 3D spaces i.e mixing real world
with virtual world. Mostly used for tracking
information.

= Library 4.0 has cutting-edge recognition
capability. For example, Google Glass, Flexible
display, Hub and Transparent display.
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= Library 4.0 is infinite creative space. A space
encourages and teaches users to think creatively
and explore solutions.

Research Methodology

The exploratory research was done through literature
review to understand the evolution of marketing
activity and digital transition of library. The review
of literature was done based on articles from national
and international peer reviewed journals. The
primary research was carried out to understand
digital tool preferences, transition effect on
marketing, and constraint faced by library through
structured questionnaire. Questionnaire categorizes
users in three categories — traditional user, online
user and mix of both. Respondents were asked to
provide their responses in 5 pointer Likert scale,
where 5 been the highest and 1 been the lowest.
Sample of 192 responses were collected from
convenience sampling. Data analysis was done
using factor analysis test and Kruskal Wallis test.
Since the data was not normalised and the object was
comparison between three sets of library users.

Data analysis

Since, there were 20 items in the questionnaire for
analysis, the first step was to identify the principal
components which was done using factor analysis
test. The KMO value came out as 0.720 which is
considered adequate for carrying out factor analysis.
The factors were grouped in the following manner
Preferential factors — PR

Transition factors — TR

Constraints — CR

Table 1
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 720
Bartlett's Test of Approx. Chi-Sguare G58.435
Sphericity df 190
Sig. .ooo
Inference

The results of KMO and Bartlett test show that the
KMO value is 0.720. This indicates the adequacy of
sample size for carrying out factor analysis.
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Table 2 Results of factor analysis test

Pattern Matrix®

Compaonent
1 2 3 4 i}
B55
852
J78
Ji2

PRT
PR10
PRE
PRA
PRE
TR3
TR4
TR2
TRS
TR1
CR3
CR4 852
CR2 806
PR 881
PR3
PRE
PR4
CR1
PR11
PR2

Extraction Method: Principal Gomponent Analysis.
Rotation Method: Proma with Kaiser Normalization. ®

BT
68
J18
704

879

a. Rotation converged in 6 iterations.

The results of factor analysis have provided the
following principal components

PR - PR1, PR7, PR8, PR9, PR10

TR-TR2, TR3, TR4, TR5

CR -CR2, CR3, CR4

Further the factors are subjected to Kruskal Wallis
test to understand how transition of libraries from
conventional to digital has impacted traditional user,
digital user and users availing a combination of
traditional and digital.

Hypothesis testing

H1 : There is a significant difference between the
preferential factors based on usage pattern
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Table 3 Results of Kruskal Wallis test for
preferential factors

Ranks

library usage pattern M Mean Rank
RFID preference traditional 65 82.49
digital 48 98.61
hoth T4 100.47

Total 187
eresource preference traditional 67 92.72
digital 48 111.69
hath 77 90.32

Total 142
MooC traditional 67 94.07
digital 48 98.04
hioth 77 9766

Total 142
Digital interactive wall traditional 64 84.52
preference digital 47 5273
hoth 77 103.87

Total 188
COIL preference traditional 67 q7.07
digital 48 94.71
hoth 77 9712

Total 142

Test Statistics™"
Digital
interactive
RFID eresource wall ColL

preference preference MOOC preference preference
Chi-Square 5075 7.329 244 5.641 .08z
df 2 2 2 2 2
Asymp. Sig. ] 026 B85 060 860

a. Kruskal Wallis Test

b. Grouping Yariable: library usage pattern

Inference

The results indicate that there is a significant
difference with respect to usage of e-resources. The
digital library user is more inclined towards usage of
e-resources. The means table clearly indicates that
traditional customer is less inclined towards
digitalization while the digital user is most inclined
towards digitalization.

H2 : There is a significant difference in inclination
towards transition based on usage pattern

Table 4 Results of Kruskal Wallis test for
transitional factors
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Ranks
library usage pattern M Mean Rank
Transformation leads to traditional a7 86.78
branding digital 48 114,51
both 7 59373
Total 182
Transformation leads to traditional &7 88.98
promotion digital a7 108.01
both TR 93.51
Total 180
Transformation leads to traditional 67 B3.AG
visibility digital 43 115.44
hoth 7 9593
Total 142
Transformation leads to traditional 67 87.55
usage digital 48 114.52
hoth T 93.05
Total 1492
Test Statistics™"
Transformatio | Transformatio | Transformatio | Transformatio
nleads to nleads to nleads to nleads to
branding pramation visibility usage
Chi-Square 8.407 4.298 11.550 9.981
df 2 2 2 2
Asymp. Sig. 015 AT .0o3 .oar

a. Kruskal Wallis Test
b. Grouping Variable: library usage pattern

Inference

The results clearly indicate that transition leads
branding, visibility and increased usage where
significant difference in user pattern is seen. The
mean ranks clearly highlight that transition has
highest influence on digital user, followed by
digital+ traditional user and least for traditional user.
H3 : There is a significant difference in constraints
among users in transition from traditional to digital

Table 5 Kruskal Wallis test for identifying
constraints in digital transition amongst users

Ranks

library usage pattern M Mean Rank

Financial constraint traditional 65 52.08
digital 47 89.97
hath 74 90.64
Total 186

Management constraint  traditional 67 97.29
digital 45 89516
hath 77 96.65
Total 1492

Manpower constraint traditional 67 9312
digital 47 9931
hath 76 9524
Total 1490
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Test Statistics™"
Financial Management Manpower
constraint constraint constraint
Chi-Square 1.475 0&3 A6
df 2 2 2
Asymp. Sig. ATa A74 808

a. Kruskal Wallis Test
b, Grouping Variable: library usage pattern

Inference

The null hypothesis is accepted. There is no
significant difference in constraints amongst all three
type of users. The three type of users face similar
issues related to financial constraint, management
constraint and manpower constraint.

H4 : There is a significant difference in user
experience and effectiveness of digital transition
with respect to usage pattern.

Table 6 Kruskal Wallis test to check difference in
User experience and Effectiveness

Ranks
library usage pattern M Mean Rank
User experience  traditional 66 a7.10
digital A7 1058.21
hoth 76 4555
Total 189
Effectiveness traditional 67 9052
digital 4B 10116
hoth 77 §8.80
Total 152
Test Statistics™"
Lser
experience Effectiveness
Chi-Square 3374 1.406
df 2 2
Asymp. Sig. 1846 485

a. Kruskal Wallis Test

b. Grouping Wariable: library usage pattern

Inference

The statistical test proves the null hypothesis
indicating no significant difference. However, the
mean ranks clearly highlight that user experience
and effectiveness of digital transition is highest for

Published by: The Mattingley Publishing Co., Inc.

March-April 2020
ISSN: 0193-4120 Page No. 18015 - 18026

digital user, followed by traditional + digital user
and least for traditional user.

Discussion

User experience has been important factor of the
competitive world. The tech savvy users are
demanding instantaneous  delivery, expecting
information at their fingertips and feasible with their
personal instrument. User experience is primary

related to digital services provided by the
organisation (Dagstushi seminar, 2010). User
experience covers everything — marketing and

awareness, acquisition and installation of system,
product and services, product support and removal
(Sward, 2007). The organisations included co-
creation process in their marketing strategy
succeeded in engaging their customers. These
organisations have competitive advantage (Chepurna
and Criado, 2018). Jordon (2002) proposed a need
for abstraction model of user experience showing
people engagement at three level — functionality,
usability and user experience. The robust model of
purchase intention by Papagiannidis et al. (2017)
proposes that presence of technology has a positive
impact on user experience which positively effects
on customer engagement. Attractive and informative
websites also encourage customers to use these
services (Jiménez-Barreto, 2018).

Certain component which came out to be more
effective in the usage of technology. Factor like
RFID, E-resources, MOOCs, Digital interactive
walls and collaborative interactive learning are
preferred more by users when it comes to adopting
digital tools in the library. The students of A.C. Joshi
Library of Punjab University find RFID system most
interesting and time saving resulting in encouraging
them to visit library regularly (Khanna, 2014).
Digitization of special material by Michigan Library
has observed significant increase in usage of rare
material, contributed in new forms of research and
also attracts new users to library collection (Hirtle,
2002). Libraries applying strategy of selective
method of purchase in collection development of e-
resources experience significant growth in usage
ratio (Lamothe, 2013; Kumar and Kumar, 2010).

For the transition of library from conventional to

digital there are many challenges involved. Not only
does this transition include the branding and
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advertising of library but also emphasizes on certain
other factors which have proven to be more
significant in enhancing the user experience. These
factors are as follows — branding, promotion,
visibility and usage.

The transition also involves many constraints and is
a herculean task to achieve. For instance, the users
expectations from library could be abundant like
24/7 timing, comfortable furniture, coffee/ tea
vending machines, different kind of spaces etc. that
will enable users to spend more time in the library.
Though these are the factors which can be easily
implemented in the library, they are not in place yet
because the entire decision making has to be done by
the management. This is a strategic decision. The
budgets or funds that are allocated for enhancing the
appeal part in the library are miniscule. This curtails
the motive of moving towards the digital library.
Though libraries have moved ahead from 3.0 to 4.0
and are now updated with facilities like RFID,
Digital walls, marketspace, collaborative interactive
learning, all of them together contributing to
enhance the user experience, certain loopholes still
exist in the system. The example of this is absence of
facilities like discussion rooms, collaborative
learning, and digital book locator to name a few.

Tools were also used to determine how the transition
of libraries from traditional to digital has impacted
the different categories of users. As an outcome it
was observed that the user of digital tools was more
incline towards getting adopted with e-resources.
This also indicated traditional user is least incline
towards usage of digital tools. With the
technological advancement and transition by way of
digitalization of libraries one can ensure the
visibility and branding of specific libraries. This
clearly indicates that the transition has maximum of
its influence on digital users, moderate on the digital
plus traditional users and least on the traditional
users. Though it has been observed that there are
extremely different patterns in the usage of library,
the constraints that each category face remains
similar. These constraints include financial
constraints, management constraints, and manpower
constraints. The mean ranks of the test conducted
clearly highlight that the user experience and
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effectiveness of digital transition is highest for
digital user, moderate for traditional plus digital user
and least for digital users.

CONCLUSION

The advent of information technology in the intense
competitive world has fast track on the timelines of
demand and delivery of information to users. This
ensures utmost satisfaction to users among different
categories. Therefore competitive intelligence and
marketing intelligence should work together as both
are processing data the required by industry 4.0,
where competitive intelligence, being part of
corporate strategy, will decide the work process for
marketing intelligence (Darma, 2019 as noted in
Dewi and Darma, 2019). With marketing 4.0 in
place, there will be more demand coming from users
for  digital interactive  wall,  marketspace,
collaborative learning space, Chabot’s etc. However,
in the transition of libraries from traditional to that of
digital there are tremendous challenges faced by
Indian academic libraries, These challenges like
constraints in funds, improper budget allocation
toward enhancing the infrastructure of libraries
thereby leading failure of providing comfortable
ambience for the users. This implies that the
traditional user may stick to the conventional
methods itself in his usage pattern and may not
switch to digitalised world. On the other hand,
certain libraries spend adequate amount of budget in
procuring e-resource, book locating system, library
administrative software etc. The aim behind this is to
ensure that the users’ convenience. Inspite, it is
observed from the analysis that there are certain
number of users who prefer a combination of both
online and offline resources. The third category
highlights the user preferring digital tools do not
refer to any of the traditional resources.
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