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[ Abstract]

N.T.L. Originated from the Japanese ruling period and over the past 100 years as the
Imperial Taiwan Library, Taiwan provincial Library, Taiwan provincial Taipei Library,
National Central Library Taiwan Branch(N.C.L.T.B)and National Taiwan Library(N.T.L.).
Once we moved into the New Taipei City on 2004, We began drawing up” N.T.L.
Organization Statute plan” to be submitted to MOE and this was sent to Executive Yuan for
approval on 2005. This article in N.T.L. Statute was passed on 2013, is written from
marketing orientation in reviewing the marketing strategic planning of role changing the

library.
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HrT4RE (CIP) ~ JAE%(F (Legal Deposit) ~ EEHIIT » & EEIFEH
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HaRHI N BEELET 2 EESHEER - SEERHSEFRIE gt - H
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KERBEE  HEBTHAEMS » TR ESFEFEEEE B (Virtual
Organization ) 43 F17#4 (Online Marketing) i » [h{E 5B 17 2 8 [ & 6 it
TEB T2 - BB EE TR 2 Sy S SRS T8 2 nfE sk » BRTEEE -
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AR e sy - DEEERESETHAEEE B KR erE S (FER B =8 E
T EE B A B T AT ORI I R 2 i - BRI T
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— AL EVERTFUE (Redefinition)
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11 ROCEERR Z AR =B - DU A -

X
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ZEE2H (Bench Marking) » M aBESLEEHEAT -
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