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University library branding

Sailad Yoy’ Witsapat Chaichuay

UNAnLa

Iuﬂaqﬁuﬁmﬂqﬂwﬁﬂmé’uﬁ'aaLu‘ﬁtyﬁnm’uﬂ.ﬂﬁuuuﬂamﬁ'luﬂ'szn'ﬁ Tﬂmam:ﬂ%mmﬁ'ﬁﬁ
RN un:msﬂmﬁuﬁ}mmw?;nTu'ﬁumnw‘gu Wesudefumaufeuudsedans ﬁ’amagwmmmﬂé’lﬁ
ANAEAYNLNIFTNULTUS Lﬁaﬂﬁa%etﬁmuﬂ:mmau%’umnpﬁun’:n‘n fmiuunanuiingaiams
shouuTud Suduumidadimsamaussmsuimsesdnsadolel lagazliyunasnalszmislumsaing
WUTHARBIFNANMINNAY

Abstract

Nowadays, university library faces the numerous changes, especially the decrease of
users and intensive quality assessment. In order to prepare for the upcoming situation, most of libraries put
much emphasis on branding development to create their reputation and well user perspective. This article
describes branding development concept, which are related to marketing concept and modern organization

management, to provide some perspective on university library branding.
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mvacfathalen 3 a udliarndiu 5 98 iwmzwn
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é’iammnqmﬁwawm‘iﬂmé‘uﬁ"mm Learning
Ao muiluundaFoui maid Wannuiludadiu
smmslussaulan iiuidgldesldwuivusoning

au
'
Ao =

ey niwensnaidon JuSnisfinvannaiy
ad o a - = v - - 5
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Wosanauda azdaalay aolausinan \u QU Library
Wddyand dldezlaFu “Yust in time service, Just
for you" wousfi NUS Library 2z1% “Your One Stop for
knowledge, for inspiration, for life" uri&j‘l‘ﬁ' Wnedu
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