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Welcome tad.1S 316: Advocacy and Marketing of Library and
Information Services

INTRODUCTION

L1S 316: Advocacy and Marketing Library and Information Bees is
a two credit unit course that will last for one s=ter. It is an elective
course for all undergraduates in the DepartmentLidfrary and
Information Science. It is also suitable for anyaie wishes to acquire
the basic skills to create awareness of the seyvened resources
available for users in the library and informatioentres. The course
examines the concept of marketing in general af@rnmation services
marketing in particular, the importance of informat services
marketing, environment and analysis of informatisarvices and
marketing (internal and external environment); neéirlg services in
libraries and information centres, marketing migrget market
segmentation, the strategy of information servioasketing and SWOT
analysis (strength, weaknesses, opportunities lamais); marketing of
information services and resources using the iete(E-marketing);
public relations and its role in information seescmarketing and the
problems of information services and resources gtant

COURSE AIM

This course introduces you to the general knowleafgmarketing and

information services marketing to information uséiise course consists
of five modules with seventeen units of study. His tcourse, you will

learn marketing, information services marketing acapt, and the

marketing environment types. Also, you will be egpd to marketing

strategy and strategy for information services retnk, marketing

environment concept of the marketing mix, targetketsegmentation,
channels of marketing library resources and sesvigeu will also learn

the concepts of internet marketing, public relaiamd the roles public
relations plays in the information marketing in tieary.

COURSE OBJECTIVES

To achieve the above aims, some course objectivase wtated as a
guide to explain what you are expected to learmfeach unit. Each
unit in this study material has its specific obiees, which will guide
you in checking your learning progress while youwdar study.

By the end of this course, you will be able to:

o define the concept of marketing
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o explain the marketing core concepts

o discuss the importance of marketing

o understand the concept of information services etary

o know the importance of information services marigti

o explain the concept and types of the marketingrenment

o explain the concept of marketing strategy for infation
services marketing,

o define the concept of marketing segmentation argetanarket
segmentation

o discuss thestrengths, weaknessesppportunities andthreats
(SWOT) analysis

o describe the marketing mix

o explain the concept and types of market segmentatio

o discuss the marketing of services in libraries amfdrmation
centres

o outline and explain channels of marketing servicedibraries
and apply five laws of library science in marketing

. define the concept of internet marketing in libeari and
information centres

o explain the web-based library services and intenmatketing in
libraries

. state the advantages and disadvantages of web-biésad/
services

. explain the various channels of the marketing ofb\vased
library services in libraries and information cestr

o analyse the concept of public relations

o discuss the concept of public relations in librarie

) enumerate the importance of public relations

. explain the public relations skills required byrébans for library
advocacy

. explain the roles of public relations in the markgt of
information services and resources

. illustrate the public relations tools needed foe tharketing of
information services programs in the libraries

. explain the benefits of marketing information seed in libraries
and information centres

. discuss the problems of marketing information s®Ewvi in

libraries and information centres.
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WORKING THROUGH THISCOURSE

To understand and pass this course, you have w tl@augh the
modules and units carefully, do all practical assemts, exercises and
read the recommended books and other materialdabl&ito you.
Computers are provided in your study centres far ggodownload and
read your course materials. Consistently partieipat the online
facilitation going on through logging on to yourrtual learning
environment. Each unit in this course material @asntroduction and
the objectives you should achieve at the end ofsthdy. Conclusion
and summary are there to inform you what you shbale completed
in each unit of the study. Also, there is the tutarked assignment
(TMA) to evaluate what you have learnt at the ehdazh unit. You can
also download the courseware using your electrai@cice to read
anywhere and anytime.

TEXTBOOKSAND REFERENCES

The relevant textbooks, journals, eBooks, e-jowng#buTube Videos,
pictures, and helpful information are provided &tle section when they
are required to aid you in understanding this caur®u are expected to
copy the URL (Uniform Resource Locator) addresarf of the videos
to the web browser you are using to access andhwate videos to
understand this course better. There are referdndber reading
materials listed at the end of every unit in thisirse material. Their
web address for easy access accompanies the omfaemation
resources for further reading. So find time to rklmdugh the resources,
do not depend only on the course material. Reatiduto widen your
knowledge. Some of the recommended textbooks ftindu reading are
listed below:

Adekunmisi, S. R. (2017). Marketing library senscand information
products in NigeriaLagos Journal of Library and Information
Science, 6(1 & 2) April / October: 53-66.

Aderibigbe, O.A.& Farouk, B. L. (2017). Challenges marketing of
information resources and services in Federal Usite
Libraries in North-West Zone of Nigeria. Intek. Acad. Lib.
Info. . 5(3): 92-96.
https://www.academicresearchjournals.org/IJALIS/PIDE7/
May/Aderibighe%20and%20Farouk.pdf

American Marketing Association (2017). Definitiortd Marketing.
Available at https://www.ama.org/the-definition-of-
marketing-what-is-marketing/

Vi
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Kotler, P. & Keller, K. L (2013)Marketing management.(13" ed.)
Pearson Education International New Jersey, 1-816.

Cheffey, D., Ellis-Chadwick, F., Mayer, R. & Johmst K.
((2009)Internet marketing: Strategy, implementation and
practice. Person Education, England, 1 — 702

Gupta, D. K. & Savard, R. (2010).Marketing libraapd information
services=ncyclopaedia of Library and Information Science.
Available at www.ebsi.umontreal.ca/repertoire-
ecole/.../savard-reje..Accessed 23/02/2015

Nwodu, L.C. (2007).Corporate public relations management; Enugu:
Precision Publishers Limited

Ranganathan SR (1988)ive laws of library science.(2" ed.),
SaradaRanganathan endowment for library sciencegdare.

Santos, J. H. D. A. (2019). Customer Relationshigndement:
Strategic Approaches in Digital Era. Society
Publishinghttp://web.b.ebscohost.com/ehost/ebookviewer/ebo
ok/bmxlY mtfXzIwMTQwN;dfX0

Kotler, P. & Armstrong, G. (2010Principles of marketing.(13" ed.)
Upper Saddle River, New Jersey: Pearson, Inc., 76.

Kotler, P. & Keller, K. L (2013Marketing management.(13"
ed.) Upper Saddle River, New Jersey: Pearson,4Bcand 52.

Venugopal, P (2010). Segmentation and targeting. Nfarketing
Management: A Decision-making Approach. 147 — 160,
EBSCO Publishing: eBook Collection.
https://www.ebsco.com/terms-of-use

Strauss, J., EI-Ansary, A. & Frost, R. (20@5)Marketing. Prentice —
Hall of India Private Limited: New Delhi, 1 -456.

ASSESSMENT

There are two main forms of assessments, namelfothetive and the
summative. In the formative assessments at theoérelery unit of
study, you will be evaluated to rate your learnougput. The university
uses summative assessments to assess your acpaefarmance in the
courseware you have studied. The summative assegsmieich is a
Computer-Based Test (CBT), is made up of objectaved Pen -on —
Paper questions. There are three continuous assetswof 10% each,

vii
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and final examinations are based on 70%. You ajained to take all
the computer-based tests and the final examination.

HOW TO GET THE MOST FROM THIS COURSE

To get the most in this course, there is an urgest for you to acquire
a personal laptop and internet facility. This wgive you an ample
opportunity to study anywhere and time. In thisrsewf your study, the
unit objectives will guide your self-study in thisurse. Always evaluate
your learning outcome at the end of every unit tigrapting the tutor

mark assignment to find out your learning outcomeeiach unit.

Endeavour to participate in all facilitations orgaad for this course for
better understanding. If you run into trouble, aga to meet your
facilitator online or physically or any lecturer ithe library and

information science department for further clagfion. To get the most
from this course, endeavour to do the following:

o read the course guide thoroughly

o develop a study timetable

o always adhere to study timetables; the majorityhaf students
fail because they do not have a study timetable

o read the introduction and the objectives of anyt yau want to
study before going into the contents of the unit

o at the end of the unit, review the objectives aed Bow many
you have achieved

o attempt the tutor-marked assignment

o form a study group to discuss what you have learnt.

SUMMARY

Advocacy and Marketing of Library and Information Services course is

intended to make your master how you as a librar&anshowcase your
profession, products, and services you providestrysu Also, learn how
to position the information resources and serve®shat information-

seeking users will be attracted to libraries whemnethey need
information. Then, the information seekers can @athe libraries,

librarians, and products and services they provielethermore, as a
trainee librarian, you must master the necessabjiquelations skills

for effective service delivery in the library amfarmation centres. At
the end of the course, you will achieve the obyecty following the

instructions and doing what you are asked to do.

| wish you success as you adhere strictly to tls¢ructions and study
hard for this course.

viii
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LIS 316 MODULE 1

MODULE 1 MARKETING CONCEPTS, MARKETING
INFORMATION SERVICE AND
MARKETING ENVIRONMENT

This module will cover the definitions of marketingore marketing
concepts, information marketing, the importance nodrketing and
information service marketing. Also, it will exphathe concept of the
marketing environment and various types of the miamg environment.

Unit 1 Concepts and Importance of Marketing

Unit 2 Concepts and Importance of Information 8=y
Marketing

Unit 3 Concept and Types of Marketing Environment

UNIT 1 CONCEPTS AND IMPORTANCE OF
MARKETING

CONTENTS

1.0 Introduction

2.0 Objectives

3.0 Main Content
3.1 Definition of Marketing
3.2 Importance of Marketing

4.0 Summary

5.0 Conclusion

6.0 Tutor-Marked Assignment

7.0 References/Further Reading

1.0 INTRODUCTION

Many of you have been buying goods and selling stémpeople or may
have been unknowingly involved in some marketingvdes. This unit

will introduce you to the various definitions of rkating, items for

marketing and why you should be involved in markgtiLearning the
concept of marketing and the principles of marlgfnoducts will help
you become a good marketer in all the fields ofryegndeavour.
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2.0 OBJECTIVES
By the end of this unit, you should be able to:

e define the term marketing
e understand the core marketing concepts
e discuss the importance of marketing.

3.0 MAIN CONTENT
3.1 Definition of Marketing

Marketing is defined by Kotler& Armstrong (2010) associal and

managerial process through which individuals andanisations get
what they need and want by creating and exchangihge with others.

While Kotler and Keller (2013: p.45) gave the sbdefinition of the

market as “a societal process by which individuaisl groups obtain
what they need and want through creating, offeriagd freely

exchanging products and services of value with retheln these

definitions, you will notice that marketing inclutl&nding out what the
user wants or needs and how to meet these needsxahdnge the
products and services. Many people understand iiagkéo be the

same thing as selling. No, the two concepts ardh@same. Marketing
determines the needs and wants of the consumerebpfoducing the
product to satisfy the needs and wants of the coessl In selling,

emphasis is placed on the product and the seleesl as a goods
production process.

Also, the American Marketing Association, as state@antos (2019),
defined marketing as organisational functions iawa@ many processes
which are aimed at creating, communicating, andvelehg value for

customers’, clients’, partners’ needs and managiogstomer

relationships to the benefit of the organisatiod &s stakeholders.

In the above definition of the market by the AmancMarketing
Association, you will notice keywords like:

“Creating”: shows that you must have goods and services prddoce
be marketed. It may be tangibles like shoes, bags,and intangibles
like services rendered by librarians, hairstylistssultants, health care
and repair shops. Your offer must have value maettusers.

“Communicating”: the link between the created goods and services
must be made using different communication chant@isenient to the

2
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producers and the consumers to create awarenespa#iwhage. You
must communicate with the users/customers to futdleeir needs.

“Delivering”:  delivering here means that when you have discovered
your users/customers’ needs, you take the goodseamites to where
they are for the utilisation of the services anddmp

“Managing customer relationships': for effective and continuous
patronage, you must establish and maintain gooes relationships.
Customers should be attended to with care and |81 should treat
your end users as kings for them to continue péasirag your goods and
services.

You may now be asking what we are marketing inalis. Is the

library an organisation? Yes, a library is an orgaton of librarians,

other library staff, resources and services pravife all users. We

market libraries just to inform you about the seeg and resources
available to satisfy your information needs.

You can also understand the meaning of marketiog fthe definition
of the UK Chartered Institute of Marketing in Bhg®011) as a
management process that identifies consumer’s pnesdipates and
supplies customers’ requirements efficiently. Timsans that you have
to find out what your users want and meet thesalsie¥ou as a
librarian should be involved in assessing your siseeeds and devising
a means of fulfilling them; by doing so, you arerkeding your library
resources, services, profession, and the institwiioere you work to the
users or your community just as you visit markett€wyou need to buy
certain things because you know that there arelpewspo sell those
products or find out if you can find the productauyneed. People visit
the libraries or visit the library website to fimformation resources to
satisfy their information needs. As the librarigoy should ensure that
you display the information resources and give thisrmation to the
desired users wherever and whenever they need them.

From the above definition, you can understand thatketing is not
developing a product or new product or serviceg, iblemphasises
creating awareness on the services and productgofor customers or
clients to know that the products, services bothad new, exist for
their satisfaction. Marketing library informatioesources and services
to users is the vital activity you, as a librari@mould embark on to
promote or showcase the image of the library armd dbmmunity it
tends to serve. There is always a need to draw goormunity and
users' attention to the library and informationvsms available to
improve their satisfaction and promote the usesofises by current and
potential users.



LIS 316ADVOCACY & MARKETING OF LIBRARY & INFORMANISERVICES

3.2 Core Marketing Concepts
Core Marketing Concepts

Product
s and

- N

Marketing
., Concepts _

Value, satisfaction
and quality

Exchange, transactions,
and relationships

Source: Principles of Marketing by Philip Kotler and Gary
Armstrong  https://www.google.com/#

You can notice from the definitions of marketingttall these words
listed below are repeated in the definitions. Tdrens for the consumers
are:

needs,

wants

demand

products and services

exchange

transactions and relationships; and
value, satisfaction and quality.

Nook~wdhE

The above-listed concepts are core concepts usedriketing.

X2 Needs:they are basic things human beings require tq bueh
as air, food, shelter, water. Also, as a humandyeyou need
education, entertainment etc. According to Kotled aKeller
(2013), needs are grouped into five: stated neesid, needs,
unstated needs, delight needs, and secret needs.

X Wants: our wants are insatiable; wants are when you tyrear
need to a specific item. For instance,if you neddrmation on
open and distance education in Nigeria, it becomast when
you say that you want information about the NatioGgen
University of Nigeria as an open and distance legrmstitution.
You are now specific to what you desire.

D)
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L)

*,

D)

L)

Demands your want becomes a demand when you can pay for
the products and services provided. You may wantdoa
program with NOUN, but if you cannot purchase tbenf and

pay your school fees, it is a want, but it becomelemand when
you can pay for the forms and school fees. So ddmesdefined

by Kotler and Keller (2013: p.52), is “wants foregfic products
backed by the ability to pay”.

Products and servicesthis refers to information resources such
as books, newspapers, magazines, and audio-visatdriais,
electronic resources available in the libraries #wademic,
research and recreational use by library user<olntrast, the
services can be referred to like all the librargvgees carried out
in the library, starting from the ordering servicesceiving,
cataloguing, classification, shelving of informatioesources.
Also, other services carried by the library incluatganisation of
library tours, orientation, library week, selectidissemination of
information (SDI) and online reference services &t carry out
marketing activities in the library, there must peducts and
services acquired and developed.

Exchange, transactions and relationships: exchangen
marketing refers to the act of obtaining a desipedduct or
service from someone by offering something in retuhich may
be money or other items to satisfy a need or waransactions
refer to when two or more parties are involved ibusiness in
which there is a complete agreement between thigepaOne
may be the producer or provider of the products]entine other
parties may be the consumers or users of the pradhacservice.
Relationship in marketing refers to how the producers and
providers of products and services develop strartgractive
engagement and communication with their customerguild
long-lasting friendships with them. Many manufaetsr and
service providers store the customers' birthday emdlding
anniversaries in their database to wish them waell those
particular dates. Just to let you know that thene dar you. This
act helps to attract and encourage producer andoroes
relationships for new and old customers.

Value, satisfaction and quality: value, satisfaction and
guality are interrelated concepts in the behavajuwrustomers in
marketing processes. Customers see
value, quality andsatisfactionas essential factors to be
considered in demanding or patronizing any producservices
from manufacturers and service providers. Valuewisat the
customer believes in getting from a service or pobdor

5
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3.3

perceptions about the product or services. Satisfacis a
customer's satisfaction from a product or serviter acquiring
the product or patronizing a service. An examplh&n you are
writing a term paper and need the information tdemhe term
paper. You can search for information using searaines to get
information from the internet, but you do not kndww to
evaluate the information from the internet. Then yoeferred to
use the library resources from a library databa®elr must pay
before accessing the database because you beltea¢dihe
library database has reliable resources and cumémtmation.
You will decide to pay to have access because efviiue you
perceived to get from the library database. Thear gfayment,
you got permission to access and use the informatiothe
information resources from the library databas@detlyou write
a good term paper, then satisfaction sets in becgos got the
perceived value. The quality is that the informataccessed is
current and relevant to the term paper content.eCmaiser is
satisfied, there are more chances to patronizéliteey database
again.

Importance of Marketing

The following emphasises the importance of marketgoods and
services to consumers/customers and users:

1.

marketing is aimed at identifying and satisfyinge theeds of
customers. This can be realized by conducting ntiakeesearch
on the presumed customers to identify their needfore
providing goods and services.

marketing helps in creating awareness of existimd) rsew goods
and services to desired consumers. This can beldonsing the
different channels to advertise your goods andisesvto the
desired consumers. Such channels can be televisaito,

websites, posters, giveaways and word of mouth.

when you market your goods and services, it wilbhgu to
retain your customers. The marketing of goods amlices
allows an organisation to build a strong relatiopstith its
customers. You can track their purchasing power #rar
preferred needs.

marketing your goods and services will help tcelisto the new
demands of your client/ customers and get feedbackxisting
goods and services through researching intervadsatuate your
customers' responses to the services and goodsi@doto them.
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10.

11

12

4.0

This will help you to improve the quality of goodsad services
rendered to the consumer.

marketing creates a communication channel to lifle t
manufacturers/ producers/ service providers widir ttustomers.

marketing is a means of showcasing or projecting th
organisation's image to the general public or @dsirsers.

marketing helps organisations to create and maimbaig-lasting
relationships  with  their customers through effestiv
communication. The manufacturers and providerseofises can
track their customers' purchasing power and predeproducts
and services.

marketing efforts can help you to increase yourdpotion,
patronage and revenue for the organisation or fillthis is
because more customers will be aware of the existeh such
products and services and may desire to tastey ahér products
or services

marketing plays a vital role in the developmentrad economy.
Various functions and sub-functions of marketingkeli
advertising, personal selling, packaging, trangam, etc.,
generate employment for many people and acceldratgrowth
of the business.

marketing helps the business increase its salesn&lgenerate
revenue, and ensure its success in the long run.

marketing also helps the business to survive &y in a
competitive environment. It also helps create braadhes for
products and services for them to survive in theefaf a
competitive environment.

marketing of goods and services creates@myant opportunities

for skilled and unskilled labourers involved in thanning and
executing of marketing processes.

CONCLUSION

In this unit, you have learned the various defims of marketing, which
states that marketing involves many processesdater communicate,
and deliver value for customers, clients, and gastmeeds and manage
customer relationships to benefit the organisa#iod its stakeholders.
Recall that marketing is defined as the managenpgntess that

7
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identifies consumers' needs and efficiently anétgs and supplies
customers’ requirements. We also discussed thdtatiag activities are

aimed at meeting the needs of the customers. Af&ojmportance of
marketing includes identifying and satisfying cus&rs' needs, creating
awareness on existing and new goods and servicksstaed consumers,
helping to retain your customers, and creatingraroanication channel
to link the manufacturers/ producers/ service mers with their

customers. Also, it can help you to increase yaaodpction, patronage
and revenue for the organisation or firm. As a shidto market

yourself amongst your course- mates you have tw head and get the
highest grade people will start looking for youtép from your wealth

of knowledge.

5.0 SUMMARY

Marketing goods and services is an exciting agtithat involved

finding customers’ needs, producing the right goadd services at the
right time, and displaying them at the right pldce the right persons,
clients, and customers. In a nutshell, marketinga ifuman activity
aimed at meeting users' needs using various exehahgnnels. It is
crucial to embark on marketing because it createareness of the
needs of the customer and the existence of thesnghdn available. It
also generates revenue and job creation.

Self-Assessment Exercise (SAE)

Explain the terms- needs, demand, products, andcssridentified in
the definition of marketing regarding the librarseus and the library

6.0 TUTOR-MARKED ASSIGNMENT

1. What do you understand by the term marketing?

2. Why is it essential to embark on the marketingadds and
services?

3. Explain any two concepts used in the definitiomairketing by
the American Marketing Association?

4. Mention the core marketing concepts?

5 Explain three core marketing concepts relatingtiaty
activities?

7.0 REFERENCES/FURTHER READING
American Marketing Association (2017).Definitions o

marketing.Available at https://www.ama.org/the-definition-of-
marketing-what-is-marketing/
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Bhatt, R. K. (2011).The relevance of Ranganathimws of library
science in library marketinduibrary Philosophy and
PracticeAvailable at
http://www.thefreethelibrary.com/Relevance+of+Rangaathan
'stlaws+of+library+science+in+library+marketing.

Santos, J. H. D. A. (2019¢ustomer relationship management:
Strategic approaches in digital er&ociety
Publishinghttp://web.b.ebscohost.com/ehost/ebookviewer/eltiook/
mxlY mtfXzlwMTQwNjdfX0 .

Kotler, P. & Armstrong, G. (2010Principles of marketing 4@"
ed.).Upper Saddle River, New Jersey: Pearson,76c.

Kotler, P. & Keller, K. L (2013Marketing managemei(t3" ed.)
Upper Saddle River, New Jersey: Pearson, Incayish2.

Nurdin Hidayah, N., Namuri, D. S. &elmi, A. (2013).The
relationship between the customer value and satisfato
advocacy behaviour: The empirical study in hightraation.SRD
International Journal of Business and ManagemerseRech 11
(VI1),303 -310.www.vsrdjournals.com
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UNIT 2 CONCEPT AND IMPORTANCE OF
MARKETING INFORMATION SERVICES

CONTENTS

1.0  Introduction

2.0  Objectives

3.0 Main Content
3.1 Definition of Information Services Marketing
3.2 Importance of Information Marketing

4.0 Summary

5.0 Conclusion

6.0  Tutor-Marked Assignment

7.0 References/Further Reading

1.0 INTRODUCTION

To get involved in marketing activities, what exaao you need? You
need to identify what services or products you wanharket. How do
you go about identifying the products and servidBa8ically, it is by
finding out from your customers' needs and wantsnatel and
producing the right goods and services at the fiighe and displaying
them at the right place for the right persons,ntieand customers. The
guestion is what services your customers/ libraagrgns should be
marketed?

2.0 OBJECTIVES
By the end of this unit, you should be able to:

define the term information services

explain the concept of information services mariggti
list channels of marketing information services
discuss the importance of information marketing.

3.0 MAIN CONTENT
3.1 Concept of Information Services

Stojanovski and Pai(2012: p85) defined information services to
“encompass services through which librarians dyesiipply users with
information but also interfaces created by libnasighrough which users
could independently find needed information”. Als@adrsaeed
aliaghbry and Sheikh Idris Mohamed (2015: p120)reef Information

10
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services “as a comprehensive and integrated prdoessl the various
activities in the library, which in turn aim to fltate user access to
sources of information as soon as possible andlestheffort”

As cited by Stojanovski and Pa&pi(2012), American Library
Association described the aim of information sessicas all the
information services provided in line with the usenformation needs.
The above definition informs you that informatiorengces are
connected to information needs. Wherever there isesd for
information, there are activities that you as aforimation provider
should carry out to meet the information needs h# tiser. Such
activities are called information services.

You can also understand Information services tomadhathe different
kinds of activities carried in any library and infeation centres to
provide information to their users. All these aitids aim to give users
access to information they need and the format thayt it. All these
activities are aimed at achieving the five lawslibfary science by
Ranganathan (1988), which states that;

“Books are for use,Every reader their book,
Every book its reader,

Save the time of the reader

Library is a growing organism”.

Library Information services provided to users dreided into two,
namely the technical services and information sesui

The technical servicesare provided behind the curtain; users are not
allowed to go into the technical section of thediy is restricted to only
librarian staff. The services rendered in the teminsection of the
library are acquisition, classification, catalogyimbstracting, indexing,
bindery and other maintenance services. Usersxgesed to their end
products (information resources) on the shelvessies and catalogue
cabinets or online public access catalogue (OPAC).

The information services are provided to users by librarians, other
library staff for easy accessibility of informatioresources. These
information services are book reservation servicefgrence service
selective dissemination of information (SDI), lature search,
consultancy service, reprographics services, ta#insl services, inter-
library loan and document delivery service and enfrrawareness
services.

The libraries and information centres can only pdevthese services
when qualified librarians, information scientisitsformation resources,

11
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information communication technology equipment, ahohds are
available to manage these centres effectively.

Definition of Information Services Marketing

The explosion of information in this digital erashbrought an urgent
need to find specific information needs of usersl grovide the
information services to the users wherever they tbayfound. The
efficient provision of the information resourcesdaservices ensures
maximum utilisation of the numerous information amdormation
services generated. So for you to meet the infoamateeds of users,
marketing is essential for creating awareness o tailable
information resources and services. You can defhmarketing of
information services as all the activities you gaout that connect
information services to users in your environment the outside world
who can use, buy, sell, or benefit from such ses/iaffered. Marketing
Is not just about developing and promoting new isesrand products,
but it includes bringing awareness to clients oistxg services and
products, which determines their appropriatenebar{8a and Bhardwai
2009).

The information service you can market to your m&w includes book
reservation services, reference service selectiigsenhination of
information (SDI), literature search, consultaneyvice, reprographics
services, translation services, inter-library lcamd document delivery
service and current awareness services.

You can use the following channels to marketinginfation services to
information users:

o library orientation,

o use of posters,

o use of social media (Facebook, Twitter, blogs)

o discussion — word of mouth,

o giveaways such as calendar, t-shirts, pen, peaniskey chains
with the inscription of the information servicesadable

o sending out brochures and flyers to users,

o using library website,

o use of electronic mails (emails) and

o organising library weeks/day/hours for users

All these marketing channels will help you in cregtawareness of the
services available for the users.

12
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3.2 Importance of Information Marketing

> Marketing of information services is an integralrtpaf any
administration which is aimed at improving useratisfaction
and promoting the use of services by current atenpial users.

x5 Information service marketing helps in improving timage of a
service provider and increased awareness of thecesr

X Also, Kotler in Jestin and Parameswari (2002) painout that
organisations like museums, universities, librareasd charities
need to market their services and products to galitical and
social support and economic support.

> Accessing information is increasingly becoming more
competitive that libraries and information centreed to make
themselves visible as agents that can provide hteliaand
verifiable information to users. This can only behiaved
through marketing, letting the users know that they there for
them.

X Marketing information services using marketing sgsh help the

information marketers quickly identify their usergheir

informational needs, and the people they are cangpaitith.

4.0 SUMMARY

You have learnt about various definitions of infatmon service,

information service marketing, and channels of retanlg information

services and the importance of marketing infornmatiervice. Recall in
a nutshell that information service marketing istla¢ different kinds of

activities carried in any library or information ntees aimed at
connecting information services to users wherevesytmay be.

Remember that the marketing activities are aimethedting the needs
of the customers. The channels for marketing in&dirom services
include library orientation, posters, social mediacebook, Twitter, and
blogs), use of talks — word of mouth and librarybgite. Also, the

importance of information services is to connectrssto their

information needs and creating awareness of tharnrdtion services
available to the users.

5.0 CONCLUSION

Marketing of information services activity is ancéig act you as a
librarian should love to be involved in. This whiklp you promote your
image to the community you are serving. Marketingormation

services implies letting your customers (informatiesers) know that
you have their interest at heart and that you heeetto satisfy their
information needs through the resources and sexwioa provide. You

13
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can evaluate your level of understanding of thig bp attempting the
TMA below.

Self — Assessment Exercise (SAE)

Enumerate the information services you think shd@danarketed in any
library of your choice.

6.0 TUTOR-MARKED ASSIGNMENT

1 Define the term information services?

2. Explain the concept of information servicegketing?

3. Discuss five channels use in marketing inforomeservices?
4 State the importance of information marketing?
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1.0 INTRODUCTION

Marketing is an activity that is continuous if wed on this planet.
There will always be products/goods and serviceletanarketed. The
sole aim of marketing is to find the needs ands&attion of the

customers. In the last unit, you learnt about mamgeinformation

services and information services that need to ékated in the library.
The aims of marketing these information servicee & create
awareness their existence to users, satisfy libtmgrs' information
needs, and increase patronage of the library ptedarad services. The
customers' needs are determined by factors likevidwhl culture,

workgroup, interest, society and family. This isywour surroundings
or environment determines the type of informatiesources and
services you consume. So, your information needg aifso change as
your surroundings change. Above all, the backgroahdhe clients/

customers determines the marketing environments Wil introduce

you to the content of this unit which is the markgtenvironment, and
the types of the marketing environment.

2.0 OBJECTIVES

By the end of this unit, you should be able to:

) define marketing environment
o explain the different types of marketing environigen
o discuss the importance of the marketing environment
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3.0 MAIN CONTENT
3.1  Definition of Marketing Environment

The marketing environment is the surrounding foregsch may be
external and internal, that will influence your ldai to establish a
relationship with your customers and the type afvises you offer
them. Kotler in Pahwa (2021) identified the mankgtenvironment to
consist of all the actors and forces outside theketag process that
will affect the marketing managers’ ability to déye and maintain
successful relationships with the target custom&rgood marketer has
two functions in determining the marketing enviramt conducting
marketing research and marketing intelligence. Mtk research and
marketing intelligence is aimed at gathering infation about the
marketing environment. When you conduct marketiesgarch to find
the needs, wants, and demands of your anticipatetomers and
competitors around your domain, you will be ableptan strategies to
meet your new market environment.

3.2 Types of Marketing Environment
The marketing environment is made up of two categpnamely;

1. Micro-environment
2. Macro- environment

3.2.1 Micro- environment

These are forces close to the organisation thattathe organisation's
ability to make decisions in serving its customemsl performance. The
micro-environment includes all the information ¢ tbehaviour of the
customers, suppliers, partners, competitors andkehantermediaries
are actors and forces that determine the markptiocesses.

Customers. customers are kings in a business. They are the
people who buy the company’s products and servicastomers
include individuals like you, families, studentspvgrnment
establishments and other private establishments.

Supplier: suppliers affect business strategy, price andywmtioh
of goods and services. When a supplier does noplhsupe
product on time, a delay can cause an increaserice @nd
withdrawal of customers from such goods and sesvice
Partners. this refers to shareholders of the organisatitwe, t
board of directors, and people who work in the oiggtion are
the major contributors to the company's succes®y Timust
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understand the company’s objectives, strengthsvesaknesses

to move the company forward.

Competitors. refers to the people or other companies that an
organisation competes with regarding the servioelsgmods they
present. As a marketer, you should know how to yeealour
competitors and strategies to compete with them.

Market Intermediaries. customers who are not aware of the
producers of goods and services but get access patoonize
these services and goods through retailers, chanmess online
stores, and departmental stores.

3.3.2 Macro- Environment

The macro-environment is the external actors areé®that determine or
affect the marketing processes. Such forces are ogi@phic
environment, economic, physical/natural, technalalyi cultural and
political-legal. These macro-environmental force$fea micro-
environments.

18

Demographic environment: this refers to the human population
such as size, location, race, gender, occupatiemsity, and age
of people who make up the market.

Economic environment: this refers to factors or forces affecting
the purchasing power of consumers like income, gésanin
income, inflation, and the pattern of expenditurggyernment
funding and subsidies.

Physical/ natural environment: these are the natural
environments that can affect or determine busirgssations.
These are changes in climate conditions, shortdgevater,
increased pollution, shortage of raw materials,eascto water
and natural disasters. These conditions affect rtiaketing
processes.

Technological environment: technology has influenced people's
way of life, and it keeps on changing with time. eTh
technological environment includes innovation likenline
marketing using the internet and laptop comput&isu can
satisfy your customers’ needs without meeting thdime tiny
transmitter in a shop can identify the dinner iruydag and
suggest the wine or drinks which suit the meal.0Algou can
type in your searching terms using any search endimetrieves
many options for you to choose from. As researdresbeing
carried out new development in technology occursiclwh
constitutes opportunities and barriers to markepragesses
Social-cultural environment: this refers to the people’s views
and beliefs, preferences, behaviour, lifestyle amatles. The
society or environment where you grow up determiteesan
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extent your conduct, values and belief to peoplepdg and
services.

3.4 Importance of Marketing Environment

a. Understanding the micro and macro environments lé@lp you
as a marketer to understand your competitors am@dirantages
they have over your own. This will help to plarastgies on how
to outsmart them.

b. Good knowledge of your marketing environment wélghyou to
forecast threats and opportunities available fanrylousiness in
the future.

C. Understanding your market environment will help ymow new
trends in the marketing process, even availabledgoand
services.

d. Above understanding the marketing environment wilike to
know your customers, their beliefs, preferencesdagwants and
demands. This will help you in serving them better.

4.0 SUMMARY

In this unit, you learned that the marketing enviment is the

surrounding forces that may be external and intemlaich influences

your ability to establish a relationship with yaturstomers and the type
of services you offer them. Also, you learnt tHagre are two types of
marketing environments, nhamely, micro and macrarenments. These
two types of marketing environments determine tlarge extent the

strength and weakness of the production and servieadered to

customers and the growth of the company.

5.0 CONCLUSION

Understanding the marketing environment before eknhg on the
manufacturing of products and services is vitallh& success of any
organisation. Understanding your marketing envirenowill help you
identify who your customers are, their prefereneasl, values. This will
help you in satisfying their needs.

Self — Assessment Exercise (SAE)

What are the factors that can influence your abitiv establish a
relationship with library users and the type ofvemss you offer them?
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6.0 TUTOR-MARKED ASSIGNMENT

1. Define the concept of the marketing environment?
2. Explain the different types of the marketing enmireent?
3. Discuss three points of importance of marketingremment?
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MODULE 2 MARKETING STRATEGY AND
MARKETING MIX

In this module, you will be taught the various netnkg strategies, the
concepts of the marketing mix and the SWOT analyss deals with
the measurement strength, weaknesses, opportuarittshreats of an
organisation. The followings are the division of ttmodule into units of
studies.

Unit 1 Marketing Strategy
Unit 2 Concept of Marketing Mix
Unit 3 SWOT Analysis

UNIT 1 MARKETING STRATEGY
CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1  Definition of Marketing Strategy
3.2 Types of Marketing Strategy
3.3  Factors to be considered in Developing a Ietang
Strategy
3.4  Processes of Marketing Strategy
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

In the last unit, you learnt about the marketingiemmment and the need
to understand the environment of your customersiclwthelps in
determining their needs and interest. Having idiewti your library
users' needs and marketing environment, how caniyfmum these
information users that you have what they needibgan mind that
their information needs are not the same? A liarashould meet the
needs of these users. Your suggested answersnmid bs to the topic
of this unit which is a marketing strategy.
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2.0 OBJECTIVES

By the end of this unit, you should be able to:

o define the term marketing strategy

o explain different types of marketing strategies

° identify factors to consider in developing a mairkgistrategy
o outline the processes of developing a marketiragesy.

3.0 MAIN CONTENT
3.1  Definition of Marketing Strategy

Marketing strategy can be defined as the totalrunsént and plans
aimed at achieving the objectives of marketing isessand products in
an organisation. The marketing objectives infornu yehat you should
do, but the marketing strategy provides and guae$iow to do it to
achieve the objectives or goals. According to Ko@@d Armstrong
(2010: p.48), “marketing strategy logic by whicle thusiness unit hopes
to create customer value and achieve profitabléoous relationships”.
The marketing strategy is centred on customer'sisi@ad wants. As a
marketer, you cannot serve or satisfy all your@ustrs in the same way
because there are individual differences in oudsead wants. So as a
marketer or company, the customers should be gtbuge segments
according to their needs and wants.

The process of grouping your buyers or customeis gnoups using
their different needs, behaviours, demographicgggahic factors and
other characteristics to serve each separate nragk@togram is known
as market segmentation. Marketing strategy answeos questions:

which customer will be served? And how do you @eatiue for each?

Developing a marketing strategy helps you know yaustomers’ needs,
identify your organisational goals, advertise ahodtfor your targeted
customers, and reach them on time. According towS(2021), a

marketing strategy encourages you to convince mg&t® to buy the
products and services you provide. Also, Markestigitegy has been
defined as an “organisation’s integrated patterdesfisions that specify
its crucial choices concerning products, marketarketing activities

and marketing resources in the creation, commuoitand/or delivery

of products that offer value to customers in exgesn with the

organisation and thereby enables the organisatoachieve specific
objectives.” (Varadarajan 2010, p. 119)
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3.2.Types of Marketing Strategy

According to Lake (2019), marketing strategy isugred into three
types, namely:

e interactive marketing strategy
e digital marketing strategy
e internet or online marketing

Interactive marketing strategy: this type of marketing strategy
encourages active participation among the consuraeds marketing
campaigns. Here, the marketers know the customeeg®ds and
preferences, and the customer’s needs are respomdennediately by
the marketer. An example is Amazon, the consumeesds, buying
behaviour, and the marketer keeps searching data.

Digital marketing strategy: involves using a digital platform to
communicate to your consumers to inform them ofrypwduct and
services. This can be done using text messageatingeonline links
through your website, podcasting, mobile marketimgd sending
emails.

Internet or online marketing: as the name implies, is a marketing
strategy that enables internet connectivity foenacttion between the

marketers and the customers. In this process, rtegniet is used in

conducting marketing searches to find out the neeudbs wants of the

consumers, and also, the products are sold to éiseed consumers

through the internet.

3.3. Factors to be Considered in Developing a
Marketing Strategy

There are many factors to be considered by any etarkbefore
embarking on the development of any marketing epat for
organisational goods and services:

Organisation goals:the organisational goal of any company affects the
type of marketing strategy to be employed in drgmhe marketing
plan, whether for long term or short term, becauseust be based on
the objectives and mission of such business estabgnt who they
want to serve and how they intend to service tleemsumers. The
marketers do not decide the mission statementeoplijectives but the
shareholders of such business.
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Infrastructure: the type of infrastructure used in marketing thedpct

and services affects the marketing strategy to insany marketing
process. The marketers should consider the logistied the cost
whether the marketing should be internet or teabmoedriven. When it
Is technology-driven, what are the sources of tigwsre, hardware,
and data and how reliable they are?

Funding: this is a major factor that affects the developmeinthe

marketing plan and its implementation. The avaligbiof money

determines the budgeting plan for any product ovise marketing

activities. This is because the allocated and albkal money helps you
carry about marketing research and promotionalvities of the

products and services to your desired consumerse Tunding

determines the marketing channels to use in conuating the goods
and services to users.

3.3.1.Processes of Choosing Marketing
Strategy

Step 1: ldentify the marketing goals of your firm: defining your

organisation goals, aims and missions; find outryorganisational
strength and weaknesses. Your corporate missidanstat and goals
will help you determine the marketing goals you twanachieve, how to
get the finances, the type of audience you arestangy and how you
will reach them.

Step 2: Who are your intended target audience: identify the customers
you want to serve, where they are, their intergstsferred choices,
educational background, language, income levekls©i@ad wants. This
will help you in the manufacturing and distributiohyour product and
services. You cannot publish a book for higherrewy intuitions and
take it to primary schools for sale. Nor can yotaklssh an academic
library in primary school and expect the pupilspitronize you; no, it
cannot work.

Step3: Select the right marketing strategy: choose the right approach to
use in your marketing process based on your ovgadls and the
identified targeted customers. ldentify the besséove the identified
customers bearing in mind that you have other cdihopge Before
selecting your marketing strategy, you must find atlher competitors,
both the existing and future ones.

Step 4: Evaluate your strategy: always find out if the marketing
strategy you choose meets the expected resultse Ifesult is negative,
you have to change the strategy and use anothepaghp until you
achieve your goals.
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40 SUMMARY

In this unit, you learnt that marketing strategyc@aurages you to
convince customers to buy the products and seryicegrovide. Also,

a marketing strategy helps in grouping your buyarsustomers into
groups using their different needs, behaviours,agaphic, geographic
factors and other characteristics to serve eaclaratp marketing
program is known as market segmentation. You &amt that there are
different marketing strategies like interactivegithl and internet or
online marketing. Also, the factors that should bensidered in
developing a marketing strategy for your business y@ur business
goals, funds available and infrastructure. The @sees or steps in
developing a marketing strategy include identifyingur firm's

marketing goals, your intended target audience,osing the right
strategy to use, and evaluating your strategy.

5.0 CONCLUSION

Your understanding of marketing strategy and tlutofa that determine
processes and steps to follow in establishing &atiaig strategy will

help your business achieve its goals and thriveanyg competitive

marketing environment.

Self — Assessment Exercise (SAE)
How can you develop a marketing strategy for ydaraly?
6.0 TUTOR-MARKED ASSIGNMENT

1 Define the term marketing strategy?

2. Discuss any type of marketing strategy?

3 Explain two factors to consider in developingnarketing
strategy?

4. Outline the processes of developing a markedirggegy, you
know?
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UNIT 2 CONCEPT OF MARKETING MIX

CONTENTS
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2.0  Objectives

3.0 Main Content
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3.2  Elements of Marketing Mix
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3.4  Disadvantages of Marketing Mix
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6.0 Tutor-Marked Assignment

7.0 References/Further Reading

1.0 INTRODUCTION

In the previous units, you have learnt that in effee marketing

processes, the marketers have to identify the naadswant of their

customers and supply the desired goods and setaidhem to increase
patronage. In any business, the customers' neddarine the type of
goods and services to be rendered or manufactided, the prices of

products and services should be affordable to theswmers and
awareness of the products and services createagthi@ different outlet.

To carry out these activities, you as a marketimgnager should decide
how to embark on these journeys. This will leadaushe topic of this

unit which is “Marketing Mix”.

2.0 OBJECTIVES

By the end of this unit, you should be able to:

o define the term marketing mix
o explain the different elements of the marketing mix
o identify developmental stages of the marketing mix.
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3.0 MAIN CONTENT
3.1  Definition of Marketing Mix

The marketing mix is all the elements that enalplg @rganisation or
business to get profit or any strategies the masagethe organisation
or the business will take to bring profit to thenfi These elements or
strategies, as enumerated by Borden (1942), combmaeketing

procedures and policies. The strategies shouldudiecla promotion,
advertising management and adoption of cost in tharketing

programs. Borden (1942) emphasised that advertisgigg branding

directly influences the channels of distribution prbducts, packaging
methods and marketing programs. Although in 198drdBn realised
that advertising could not be treated or considesegarately in the
marketing process without including manufacturingtimods, product
form, pricing, promotion, selling and distributionethods (Meagher,
2014). Therefore, Borden then developed the mixinthese elements
(mixer of ingredients) in the marketing process,wngalled the

marketing mix. Borden, in 1984, propagated 12 niargemixes for the

manufacturers, namely:

1. Product planning: refers to the product or goods to offer, market
to sell, and product policy.

2. Pricing: price to be adopted for the product and pricécgol

3. Branding: having a brand name or trademarks and brandypolic

4 Channels of distribution: distributing the product to consumers
using wholesalers, retailers, personal selling aodperative
trade.

5. Advertising: this refers to the policy to be taken on the amaa
be spent on placing advertisements, platform toabepted,
product imaged desired and advertising the proguconsumers.

6. Personal selling this refers to the policies and procedures on the
burden to be placed on personal selling, method® temployed
relating to a wholesale segment of the trade atail segment of
the trade.

7. Promotions:. refers to policies and procedures to be takethen
burden to place on special selling devices or fdsrconsumer
promotions and trade promotions.

8. Packaging: refers to policies and procedures to be takenhen t
formulation of the package and label of the product
9. Display: this is all aboutthe manufacturers’ policies and

procedures on the burden involving the displayhef product to
effect sale and methods to be used to secure spayi

10. Servicing: involves policies and procedures relating to the
provision of service needed.
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11. Physical handling: this refers to all the policies and procedures
on the manufacturers' warehousing, transportatiand
inventories on the product.

12. Fact-finding and Analysis: refers to the manufacturers' policies
and procedures on securing, analysis and use t&f &mout the
marketing operations.

The marketing mix can be defined as all the pdi@ad procedures the
manufacturers use in designing and combining afiseh elements
discussed to ensure that the aims of producingptbeucts and the
business's goals are achieved, which is profit-ngaki

3.3 Elements of Marketing Mix

The marketing mix, which Borden propagated in 194&s adopted by
E, Jerome McCarthy, which became popular in 1968 Marketing
Mix theory that Neil H. Borden propounded in the508 with 12
elements of the marketing mix discussed above waésptad and
grouped into four ingredients by McCarthy, E.J 198! the 4Ps of
marketing comprising of Products, Price Place anamBtions. The
marketing mix became popularized by Philip Kotlethe 1960s..

Bernard H. Booms and Mary J. Bitner realising floatany organisation
to become successful, emphasis must be placed @nquhlity of
services rendered by their employees (staff) in trganisation,
technology, and staff remuneration. This is becdhseattitude of your
staff will always have a direct influence on theywhe customers react
to your products. In 1981 Bernard H. Booms and MaryBitner
developed the service marketing mix, which addedetimore elements
(people, process andphysical evidence) to the marketing mix. Presently
marketing mix is now grouped into seven marketing models due to
the inclusion of the service marketing mix.
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The Seven Marketing Mix

= =
[promotion |

Source?
The Seven Marketing Mixincludes the following:

1. Products: this refers to the object or the service the maciufer
or organisation produces. Examples of productssaa, car,
banking services. In libraries, the products h&ferrto books
and non-books materials and every other service dikarging
and discharging systems, literature search, Seéecti
Dissemination of Information, library tour, useeslucation, and
reference is one service provided by a library.

2. Price: this refers to the amount customers pay for buyang
product or service rendered to them. The priceetpdid for any
product or service depends on the organisationsuatrused or
invested in manufacturing a product or providing #ervices. In
the library, some pay library fees; in a publicrdity, the
taxpayers' money is used to fund the library ses/iend acquire
information resources. Also, users pay transpog fa visit the
library or buy data to access information from thierary
database and webpage. You also spent time reasiagching
and reading the information needed at a priceytbatare paying
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because you could have used the time for othegshat that
particular time.

3. Place: refers to the location where their various cusmsrcan
see the services and products. Examples are lidvaiging,
virtual library environment, library website, Abyjgour study
centre, and online virtual place or environment.

4. Promotions: include all the manufacturers' activities to create
awareness and lure customers to their productsamnices. The
manufacturers use different channels to contadt tustomers,
such as organizing trade fairs, using televisiadja, newspapers
and magazines to attract customers to their preduad services.
Jiggles on the products and services can be plagpéatable
through media like television, radio to draw custosh attention
to the products and services. Also, in librariesamels like
posters, organizing orientation, library week, bokrs, and
using take always (T-shirts, Key holders) to drasers to the
library information resources and services provichetthe library.

5. People: this refers to all staff working in the organisati To a
greater extent, people’s behaviour in any orgaioisatffects
customers’ satisfaction and achievement of the rosg#ional
goals. People as an element of the service magketir are the
only mix where customers can interact directly. Tpe of
image customers’ form from the interaction can potemor
destroy the business reputation.

6. Process: this refers to all the methods and activities a
manufacturer uses to delivgoods and services to the customer
on time. These methods may be automated, usingewwology
to provide products and services timely and maintervice
standards to the users. The customers should bemad of the
existence of the services and products before elgliv

7. Physical Evidence:refers to physical attributes of the product
from the sales of the product, which is derivednfrahe
interaction between the marketing staff and thetoruers.
Customers form perceptual of the product from tlngyspcal
outlook of the store and the planning of the servilso, there is
physical evidence of giving receipts on the produad services
rendered to customers in selling. Also, allow tbsetomers to see
whatever product they are buying from physical emick.

The various manufacturers’ marketing mix helps tenufacturers to
produce products and services needed by the comsuRm®ducing the
products and services and ensuring that they cratreness of the
products and services through promotion using w@ffe channels to
deliver products and services on time to customers.
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4.0 SUMMARY

In this unit, you learnt that marketing mix is #ile elements that enable
any organisation or business to get profit or amgtsgies the managers
in the organisation or the business will take timdpiprofit to the firm.
Also, you learnt about the elements of the marketimx, how the
marketing mix developed from twelve parts to a ging of the twelve
into four, namely product, price, place and prowmif4Ps) and later the
addition of three service marketing mix “peoplepgass and physical
evidence” making the marketing mix to be called.7Ps

5.0 CONCLUSION

As a librarian, you need to understand the concefite marketing mix
and all its elements to help provide informatiosowrces and services to
your desired users. Also, to help you know howntieract with library
staff and library users to develop a good frieridgrning environment
for both staff and users. Good knowledge of theketarg mix element
will promote library resources and services to sistar increased
patronage. You can now answer the questions bel@aggess your level
of understanding of this unit. Anyone you cannosvegr, please go
through the unit again for better understanding.

Self — Assessment Exercise (SAE)

As a librarian, how can you apply a marketing nosatisfy your users'
information needs?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term marketing mix?

2. Explain the seven marketing mix modelsBgrnard H. Booms
and Mary J. Bitner?

3. Explain the developmental stages of the marketing m

7.0 REFERENCES/FURTHER READING

Booms, B. & Bitner, M. J.(1981).Marketing strategies and
organizational structures for service firms.n: Marketing
of services,James H. D. and Wiliam R. G. (Eds.)ic&jo
American 47-51.

Borden, N. H. (1942)The economic effects of advertising. Homewood,
lll, Richard D. Irwin.

32



LIS316 MODULE 2

Borden, N. H. & Marshall, M. V. (1959Advertising management: Text
and cases. Homewood, IlI: Richard D. Irwin.

Borden, N. (1984).The Concept of the Marketing
Mix" http://www.guillaumenicaise.com/wp-
content/uploads/2013/10/Borden-1984 The-concept-of-
marketing-mix.pdf

Fisk, R., Brown, S. W., &itner, M. J.(1993. Tracking the evolution
of the services marketing literatuleurnal of Retailing. Spring
1993; 69, 1; ABI/INFORM Global pg. 61.

Meagher, P. A. (2014). Summary: the concept ofntlagketing mix by
Neil H.
Bordenhttp://www.commerce.uct.ac.za/managementstudies/Cou
ses/bus2010s/2007/Nicole%20Frey/Assignments/Bdvtizt] 98
4 _The%20concept%200f%20marketing.pdf

Silco, A. (2018).Marketing mix best practices —eefive examples of
the seven P'$ttps://www.leadagency.com.au/marketing-mix-
best-practice-effective-examples-of-the-seven-ps/

Wilson, A., Zeithaml, V. A.Bitner, M. J, & Gremler, D. D.
(2012).Services marketing: Integrating customer focus across
the firm. McGraw Hill.

VanVliet, V. (2011) Service marketing mix(7P’s)
https://www.toolshero.com/marketing-marketing-mips7

33



LIS316ADVOCACY & MARKETING OF LIBRARY & INFORMATION SERVICES

UNIT 3 STRENGTHS, WEAKNESSES,

OPPORTUNITIES AND THREATS (SWOT)

ANALYSIS

CONTENTS
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Threats (SWOT) Analysis
3.2 How to develop a SWOT Analysis
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6.0 Tutor-Marked Assignment
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1.0 INTRODUCTION

In any business you are embarking on, you must haives and
objectives of establishing that business. Do y@t gtiate the objectives
and start producing, creating awareness and sell pitoducts and
services to customers without keeping records?if keep records of
the organisational or business activities, why wpo& keeping such
records? The records are kept to find out whether husiness is
achieving the aims which is expected to achievenair Is there any
process? If not, what is the cause? The questioronly be answered
by conducting or investigating trerengths, weaknesses, opportunities
and threatsf the business. This brings us to today’s topteengths,

weaknesses, opportunities and thre&&/QT)Analysis.

2.0

OBJECTIVES

By the end of this unit, you should be able to:

34

define the acronym SWOT

explain how to develop a strengths, weaknessesrappties

and threats (SWOT) analysis
identify the advantages of SWOT analysis
outline the advantages of SWOT analysis
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3.0 MAIN CONTENT

3.1 Definition of SWOT

SWOT is an acronym that stands for strengths, wesdes,

opportunities and threats (SWOT). SWOT analyses isodel or device

used by managers in evaluating the strengths, vesalkss, opportunities
and threats of any organisation in which librarg amformation centres
are included. The SWOT is an acronym that stands fo

1. Strengths: stands for what your business doing well. This
includes you own and other people’s view abouthlibhsiness or
organisation. These include the quality of yourdorct, services
rendered and cost of production.

2. Weakness: this stands for activities that your business @& n
doing well, that is the limitations of the compahynay be lack
of teamwork, income trends, interest rate, employment rate,
inability to use new technology in marketing and not condgct
marketing research before producing goods and E=\eading
to poor patronage.

3. Opportunities: refers to potentials conditions that will favour
your business. These are external elements of S\Wi@lysis
include Opportunities are the external factors such as outs
tariffs in the importation of equipment for the gduztion of
goods and services. This will bring an increaseansumption
and increase sales.

4. Threats: this refers to all the unfavourable conditionstthee
affecting your operation in the business. Examplesemerging
competitors, behaviour changes from customers aghtive
media press releases on the business

The SWOT analysis will help you to identify presenbblems, forecast
future problems and find ways of solving these fmois. Also, the
analysis will help you to find out what your busssecan do and cannot
do, future opportunities and what may be hindrameeschieving these
goals. According to Ommani, A. R. (2011: p 9454WGST analysis
indicates a framework for helping the planners idigithe strategies for
achieving goals. It is a technique used to analjree strengths,
weaknesses, opportunities and threats of busifesSée SWOT
analysis aims to answer questions like your busiaesternal strengths
and weaknesses, the opportunities and threats Yymsiness is
witnessing or expecting in its environment, and htowturn those
weaknesses into strengths. Your business will fyam the strength and
opportunities. Above all, what are the changes yusiness can employ
to achieve the result of the SWOT analysis? SWOAlyars is vital in
an organisation because it will help you manage lamow how to
allocate funding and improve your staff strength.
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According to White (2018), A SWOT analysis idergffithe strengths,
weaknesses, opportunities, and threats concernirganizational
growth, products and services, business objectivaeg] market
competition. The SWOT analysis is based on twoofactvhich are
internal (strengths and weakness) and external oftymuties and
threats) geared towards achieving an objective.

3.2 How to Develop SWOT Analysis

1. Establish why you can conduct the SWOT analysistdking
stock or examining your organisation's internal amdernal
context. Examine the external and internal envirenivof your
organisation.

2. List your business's strengths to help you to wstdaed what you
have achieved.
3. List your business's weaknesses from your obsenatiand

external comments from your consumers.

4. Generate a list of potential opportunities ava#albbr your
business.

5. Also, list all the present and anticipated futuotéemtial threats to

your business.

Establish strategies from the SWOT.

Use the strategies developed from the result of SOT to

create a strategic plan for the business.

8. Keep records of the result derived from the SWO@lysis and
strategiesemployed for the strategic plan for future use or
modifications.

N

3.3 Advantages of SWOT Analysis

a. Helps the better understanding the organisation thg
management and shareholders.

b. Fosters collaboration among staff and other orgdiois.

C. It helps identify present and future competitorstfte managers
to find ways of surviving in the competitive enviroent.

d. Provides information for strategic planning for theisiness
growth.

e. Provide confidence in the organisation when theyehdentified
the organisational threats and how to overcome it.

f. Provides the information on the business threatkveaaknesses

from the past and present for future forecast.

g. Identifies the barriers that will hinder the busseyrowth and
achievements

h. It is cost-effective because the problem is iderdifearlier to
remedy the destruction or breakdown of the businédso,
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SWOT analysis does not need experts, staff carskedao carry

out the SWOT analysis, so it is capital intensive.

I.  Offers insight into the strengths and weaknesseshef
organisation.

j.  SWOT analysis can be used to evaluate product boand
service and can be used in outsources of the ptaduc

k. The data collected helps the management in takaaegsins,
improve staff welfare, productivity and enhance
communication between the business and the cussomer

3.4Disadvantages of SWOT analysis
SWOT analysis has its disadvantggesgh are listed

below:

a. The data collected can be manipulated by the iddals
analyzing to be subjective to individual bias.

b. SWOT analysis produces many results that the mamagiemay
find it difficult to make the best decision on thiategies to be
employed. This is because the information gener&echuch,
and there is no clear hierarchy in the problemstitied.

C. When the data collected is manipulated or has dinidual bias,
the result cannot be used for meaningful decisions.

d. Most of SWOT guidelines lack criteria, and it iarslardized.

e. The strength identified, if not sustained, can ttonbecome a
weakness in the shortest period.

f. Also, the steps employed in the evaluation of titCH analysis
takes a lot of time for the organisation managef the strategy
consultants

4.0 SUMMARY

In this unit, you learnt that SWOT is an abbrewatithat stands for
strengths, weaknesses, opportunities and threatéO(S. Strength
stands for what your business is doing well; weakas refer to areas
your business is not doing well; opportunities retie the potentials
conditions that will favour your business. Threat® unfavourable
conditions that are affecting your business fromiedng the expected
goals. Also, you learnt the advantages and disdadgas of conducting
the SWOT in any business.

5.0 CONCLUSION

Despite the disadvantages associated with condudime SWOT
analysis on your business, you should find out $tetus of your
business to know when to improve, change stratadgpt to the new

37



LIS316ADVOCACY & MARKETING OF LIBRARY & INFORMATION SERVICES

trend, and satisfy and serve your consumers beéti@n you can test
your level of understanding of this unit by atterglthe TMA below.

Self-Assessment Exercise (SAE)

As a librarian to be how can you measures strengilemknesses,
opportunities and threats of the services providagsers in the library?

6.0 TUTOR-MARKED ASSIGNMENT

What does the acronym SWOT stand for?
Outline the steps involved in the development ofCSW

analysis?
3. Discuss five advantages of SWOT analysis?
4. Explain three disadvantages of SWOT analysis?
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MODULE 3 SEGMENTATION AND TARGET
MARKETING

This module will expose you to the meaning of madegmentation and
its types. The concept and types of target margetiare explained. The
advantages and disadvantages of marketing segmoentatre also
discussed on how to target the market segment.

Unit 1 Concept and Types of Market Segmentation
Unit 2 Concept of Target Marketing

UNIT 1 CONCEPT AND TYPES OF MARKET
SEGMENTATION

CONTENTS

1.0  Introduction
2.0 Objectives
3.0 Main Content
3.1 Concept of Marketing Segmentation
3.2 Types of Market Segmentation
3.3 Advantages of Marketing Segmeaoinati
3.4 Disadvantages of Marketing Seqatgont
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

Marketing aims to find out the needs and wantshef ¢ustomers to
satisfy these desires through the provision of pet&l goods and
services. These customers are of various kindssdher interest and
needs. The manufacturers find ways to meet tha&dsdy formulating
adequate strategies with the marketing mix youistuth the previous
modules. These customers need to be divided in@llemgroups to
identify their needs and provide services quicHliis will introduce to
this unit’s topic “Market Segmentation”.
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2.0 OBJECTIVES
By the end of this unit, you should be able to:

define the concept of marketing segmentation

discuss various types of market segmentation

explain some of the advantages of marketing segatient
explain the disadvantages of marketing segmentation

3.0 MAIN CONTENT
3.1 Concept of Marketing Segmentation

In a marketing environment, there is a need for @mayketer to build a
strong competitive position over its product andviees. Building an
intensely competitive environment can only be pdassithrough
segmenting, targeting your customers, and positgprihe product.
Wendell R. Smithintroduced the concept of market segmentation in
1956, as a process of dividing markets into smaleups of segments
depending on their similarities of products and tooers’ needs,
characteristics, and behaviours.

Segmentation can be defined as the tools useddosimilarities and
differences among various groups to allow the ntarkéo bring a
similar market together. According to Waller in \WUgopal (2010: 148),
Segmentation is vital for the development and cblimg of marketing
communication to include various attitudinal, bebaval, and
demographic and lifestyle information.

The effective grouping of the customers into segmelepends on the
marketer's ability to answer the following quessioWWho are the
customers we are serving, and what are their napdswants? What
products and services will meet their needs andsyavhich will give
the company a competitive advantage over othersfyi.avhat are the
strategies and marketing mix to be employed in mgéhe provision of
these products and services to the customers? Wheanswer all these
guestions, it will help you as a marketer to efiedy group the
customers into segments.

According to Kotler and Keller (2009: P.248), “matlsegment consists
of a group of customers who share a similar senesfds and wants,
rather than creating the segments, the marketsisis to identify them
and decide which one(s) to target.”
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The processes of forming a segment in a marketimgrament
include:

1. the purpose of creating the segment

2. the purpose of creating the segments

3. identify and collect data on the customers’ needs want to
segment for easy placement in their respective pgoor
segment.

4. evaluate each segment their needs and wants taddgiermine
which part your company can offer services and pctsl to.
Also, to find out further segments that may groviuture.

5. develop the marketing strategy to meet the segmeeeds, their
goal, and product status(whether they need theuptoalways,
occasionally).

6. identify the stakeholder and communicate your plée$ore
executing the plan. After that, you can launch pineducts or
services using your segment/group.

1.2 Types of Market Segmentation

DEMOGRAPH
IC
Age, Gender,
Religion,
ducation,

\

TYPES OF MARKET
SEGMENTATION

Source?

The five types of market segmentation are as falow

1. Geographic segmentationthis involves dividing a market using
their geographic units such as their region, coesitmation, and
neighbourhoods. The needs and wants of customeysfr@n
one geographical area to another.
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The geographical units’ form what we refer to asoaiety, and each
community has its culture and type of food or prdypeculiar to them.
The needs of one societal group can differ fromttarogroup. In
Nigeria, people in southeast Nigeria will value geduct “ogiri” made
from Oil beans, unlike people from the northernt per Nigeria who
loves “Masa” made from rice. Also, the market candrouped using
different religions because it has its own beligéeds, and wants to
bring all into one group. Religion will not favouhe manufacturers
because each has peculiarities towards their resetig/ants.

2. Demographic segmentationhere, the market is divided based on
such characteristics as age, gender, lifecyclegnme; education,
religion, race, culture and occupation. These dtaritics’ to a
large extent, determine the customers’ needs. larea where the
customers are predominately farmers, you cannoagstgment
interested in buying textbooks for research butegneent on
people interested in pesticides, herbicides, anth fanplements.
Also, your level of education and income determingsur
patronage and usage of a market. So the marketldsHma
segmented or grouped according to different incogneups,
different age and lifecycle limit groups, differemévels of
educational status, different religions and race$dve a good
preventative of segmentation. Each segment group dther
interests, needs, and wants that must be satisfidgte marketing
environment.

3. Behavioural segmentation buyers are group together based on
their attitudes and knowledge and usage of produStane
buyers are occasional buyers while others patromageoduct
always. For example, some customers buy dressesysivibut
there are occasional buyers during the Christmassose
Customers can also be divided based on the befedyssought
from the product. Customers can be grouped basdteinrate
of product and services usage.

4. Psychographic segmentationhere, marketers group buyers
according to their social class, lifestyle, intér@sd personality
traits. Social class determines the type of cassing and even
the type of furniture to buy for use. Also, buydrgerests and
personality traits suggest the type or quality midoicts and
services they desire.

5. Firm graphic segmentation: this refers to the grouping of
companies or firms according to their size, sctile,population
of employees and the ownership of the firms, whethes
private, public and government agencies. Also, comgs can be
grouped according to the funding agencies to forsegment
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showing similarities in their products and serviggsvided to
customers.

3.3 Advantages of Marketing Segmentation
The following are the advantages of marketing segaton:

1. understanding marketing segmentation allows busingmnagers
to target their products and services to a spedfioup of
customers and not produce massively without hasipgrticular
group at heart.

2. marketers have the foresight and can compare éiffenarketing
opportunities available to them based on the diffegroups. The
marketers learn many more marketing strategies father
marketers because each segment is treated sepanatetasing
their promotional skills.

3. the knowledge of different segments enables thekebar in
planning the marketing budget. When you know ycanget
customers ahead, it helps you, the marketer, irpkaening and
development of the funding for production and marke
activities for the creation of awareness to thgeted segment for
easy access and patronage of the products

4. marketers understand the needs and want of egrhes¢ and
plan the best method of reaching them. When theseé each
segment are identified, the marketers will fineatsy in locating
where they are and how to serve them better

5. this reduces the cost of advertising for mass Buymrcause
awareness is created on targeted customers. Thdarosass
advertisements that use television, radio, and exemspapers
can be substituted with the formation of WhatsAppugs and
the use of emails because the marketers have fiddnthe
segment group and know where to find them.

6. the markets can easily predict for the responsen flevery
segment the products and services each group needs.

7. the marketing segmentation allows the marketechtmse the
best tactics and strategies in attracting customodiseir products
and services to increase patronage.

3.5 Disadvantages of Marketing Segmentation

The disadvantages of using marketing segmentatiomairketing
processes are:

1. segmentation increases the cost of the productukecdhe
markets try to satisfy every segment, which wiladeto the
proliferation of goods and services.
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2. manufacturers and distributors keep and maintaitensxe
inventories because of many segmented customers.

3. there increase in the promotion and distributiciivdies because
each segment is treated separately. The markeserohdevelop
specific promotion strategies for each segment dase the
products they need.

4. it is challenging to satisfy each segment becausean beings
do not behave alike, and so their interest and @eedlifferent
based on individual.

5. the cost of products increases because it is cheapen a
product and services are massively produced.

6. when every marketer keeps products manufacturedeé&mh
segment, this will create a severe problem conogrmihere to
store these products. This will increase the wayldapital of the
organisation.

4.0 SUMMARY

In this unit, you learned that market segmentationdes groups of
customers who share similar needs and wants. Yswlaarnt that the
grouping or division of customers into segmentsladoe based on the
geographical location, behavioural pattern, sociaks, age, gender,
lifestyle and attitude towards products and sesriddl these factors
gave rise to geographic, behavioural, demograppsychographic
segmentation for customers and firm graphic fougneg companies or
firms. You also studied the advantages, which ihelwhat it allows
business managers to target their products andceesrto a specific
group of customers and reduces the cost of adweytier mass buyers.
While the disadvantages of market segmentatiomameufacturers and
distributors keep and maintain large inventoriecalbge of many
segmented customers, and there is the proliferatibrgoods and
services

5.0 CONCLUSION

There is a need to group buyers according to theds and wants so
that the manufacturers do not send time to prodoucts the

customers do not need, leading to a waste of fulilde, the grouping

will help the marketers to satisfy the needs ofirtleeistomers. The

marketer should conduct market research to determhia actual needs
of their customers before you group or dividing thestomers into

segments. The division should be done without biasevaluate your

level of understanding of this unit, attempt theottmarked assignment
below.
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Self — Assessment Exercise (SAE)

What are the advantages librarians can gain irgusiarket
segmentation to provide library resources and sesvio their users?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term marketing segmentation?

2. Outline the five types of market segmentation alsdu$s any
three?

3. Explain four advantages of marketing segmentation?

4. Mention and explain three disadvantages of margetin
segmentation?
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UNIT 2 CONCEPT OF TARGET MARKETING
CONTENTS

1.0 Introduction
2.0  Objectives
3.0 Main Content
3.1  Concept of Target Marketing
3.2  Types of Target Marketing
3.3 Target Marketing Process
3.4 Advantages of Target Marketing
3.5 Disadvantages of Target Marketing
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
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1.0 INTRODUCTION

In the previous unit, you learnt about the marlgeenmvironment, which

emphasised that every marketer needs to build angstcompetitive

position over its product and services. Buildingstable competitive

environment can only be possible through segmentexgeting your

customers, and positioning the products for thenseged and targeted
group to see and utilise. Market Segmentation dwithe market into
smaller segments based on similarities of productd customers’

needs, characteristics, and behaviours. The magkeiegmentation
creates the market into the smaller unit so thaidlitbe easy for you as
the marketer to reach them with your products amices. What do

you think that this smaller group can be called2Yseuggested answer
will lead us to the new topic, the concept of targearketing, the

processes involved, and the advantages and didadwesn of target
marketing.

2.0 OBJECTIVES
By the end of this unit, you should be able to:

define the term target marketing

differentiate market segmentation and target market
explain the target marketing process

discuss the advantages of target marketing

list the disadvantages of target marketing.
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3.0 MAIN CONTENT

3.1 Concept of Target Marketing

Here the customers are segmented into differenipgrdoased on their
similar geographic, behavioural, psychological, adémographic

features. Separating each group from the segmemtenall groups
with their peculiarities helps identify the targaetarket. Target market
refers to the group you decide to sell your prodarcprovide services
for after segmentation has been done. A target ehaska set of buyers
that share everyday needs which a company deandssrvice (Kotler

and Armstrong 2010). Also, Wad (2020) defined tangarketing as

breaking customers into segments and the manugastunaking every
effort to match their products and services to ondew segmented
group needs. The marketers then concentrate orecfispgroup of

customers in advertising, distribution, pricingbducts and services
delivery.

The principles associated with target marketing #rat the major
market segments are identified, and efforts aré¢redron each segment
and not the market. Still, problems may arise wiheme are differences
in the responses from a segment on the marketing b@iween the
groups. In this situation, the segment with thenbgg responses should
be considered, especially when there is a highafs#tealing with the
other segments. The best result is always tollish@ market responses
and not just one segment response to increasiag.sal

To have an effective target market, the manufacduneed to identify
the most profitable segment and decide how to develroducts or
services to satisfy each segment's needs. Thaludtion of the target
market has made companies shift from mass markétingpecific or
actual buyers.

3.2 Types of Target Marketing

The differences between the two concepts can hbeifigel through their
definitions/ meaning of the two concepts, positiech occupy in
marketing strategies, their aims/ objectives antera for using the
strategy.
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1. Definition/Meaning of Concepts

Marketing segmentation is the process of groupmgj\ading the whole
market into smaller groups taking into consideratsoich features such
as the behavioural pattern of the customers, despbgr (age, gender,
education, income, religion) attributes, psychobgrap(social class,
lifestyle, interest and opinions), and geographi@@buntry, society,
climate, city) features of the group. At the sameet target marketing is
centred on identifying specific or appropriate neirgegments from the
grouping and devising methods and ways promotiregtimg awareness
on products and services provided based on thesreddtat segment to
them for increased patronage and use.

2. Positions each occupy in Marketing Stratege

In the marketing strategies process, market segmentis done before
the identification and implementation of target kating. For example,
in providing information resources and servicesigers in an academic
library, the first step is to identify that you lawsers who consult
information resources for research and studiesamacdall members of
the institution. Then, to group these users inignents, you can use
their interests based on their faculty, namely Btioa, Social Science,
Arts, Health Sciences and Law, using their coufs&tudy/discipline as

their similarity traits, interest, and charactecst first market

segmentation. Then when you now provide informatiesources to

users/ students from the Department of Library lafokmation Science

under the Faculty of Education by selecting Librarnd Information

Science students, you have selected a target mhaddat the market

segments of Faculty of education.

3. Purpose/ Objectives

Market segmentation aims to divide the whole custointo smaller
groups to identify their interest, needs, and attarsstics to provide the
group with the specific or target products theychest the same time,
the target market is aiming at giving adequate weiamg strategies
aimed at reaching out to the targeted/ selectegheegfrom the various
groups formed from the marketing segmentation.

Market segmentation and targeting are two concegésin marketing
strategy. Marketing segmentation involves dividihg total market into
smaller customer groups regarded as segments, aghdhe target
market consists of determining or selecting a groupegment that the
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organisation is able and want to serve their prtedand services and so
creating awareness on the products, services dffere

3.3 Target Marketing Process

The target marketing process is divided into tlatages: segmentation,
targeting, and positioning, known as the STP mobak process
involves the steps to be taken in selecting tamgketing and how to
provide products and services for the specifiegeamarket.

1.

Market segmentation this refers to the first process of dividing
the customers into a distinct or specific groupbodfers with
similar needs, characteristics for the manufacturiand
distribution of products and services to them. Tinerket final
result of market segmentation is the grouping o$ta@omers
known as a market segment. Remember that segnentetier
grouped separately when they have more signifidédfegrences
between them rather than within them. For example
information needs of engineers are different fréwai of nursing
mothers.

Market targeting: this involves the manufacturers are evaluating
the second stage, where the segments created ibe dehich
segment is the best to be selected from the segohgnbups for
the provision of their products and services. Tangeinvolves
selecting the market segment that is most attmcty the
producer bear mind some criteria such as accasgibi the
consumers, how profitable the market will be, ankether it
contributes to the growth of the firm or industry.

3. Marketing positioning: the last stage involves choosing the segment
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to serve; the marketers arrange the products arnvces in a
distinct and desirable place to be captured oactd by the
target consumers for consumption in the mix of chenpetitive
environment. Then develop an effective marketingtegy and
marketing mix to support the marketing position.caling to

Strauss, El-Ansary and Frost (2006:223), a comsould not
only differentiate itself and its products from etk but also
position itself among competitors in the mind o€ thublic to

carve out its market niche.” According to them, pasitioning

rule thumb is “Mediocrity deserves no praise.” Hetbe

librarians and other library staff should positithre information
resources and services available for the libragrauswhenever
anybody needs information, the first place to gbekinformation
should be from the librarians and the library.
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3.4 Advantages of Target Marketing

The following are the advantages of using targetrketang by
manufacturers:

1. marketers identify the needs and desires of tlgeetanarket,
which help them provide the actual products andises they
need.

2. understanding the target market helps the markdesign and
apply effective marketing strategies and marketnmygto suit the
target market needs.

3. allows manufacturers to conduct marketing researcetermine
the target market's needs before providing the gand services.

4. manufacturers spend less money on promotion becthege
know where to get their actual buyers, so theyctitiee
advertisement to them, not to all consumers.

3.5 Disadvantages of Target Marketing

1. The target market leads to high costs and prices caeate a
small potential market. This is because mass mtamu of
products helps reduce the cost of production ankemdarger
markets, and increased sales.

2. When products and services are produced for afgpsegment,
the excluded segments will patronage the salesanfuygts more
than the targeted market. The target market camceethe rate of
patronage goods and services

3. In target marketing, not all the customers areinglto patronage
the goods and services and pay little or no atianto the
marketing strategies and channels used to prorhetgdods and
services.

4. The marketers spend a lot of time and money idgngf and
selecting the target market, which is done by catidg
marketing research that involves data collectiod analysis to
choose the best segment from the segmented groups.

5. In the target market, some customers may be ovatbbecause
they do not fall into the selected market segmentatand this

51



LIS316ADVOCACY & MARKETING OF LIBRARY & INFORMATION SERVICES

may cause a company to lose in selling their prtsdwnd
services.

4.0 SUMMARY

In this unit, you have learnt that customers aggrented into different
groups based on their similar characteristics ligeographic,
behavioural, psychological, and demographic. Whachegroup is
identified with their peculiarities, the selecteabyp is called the target
market. You also learnt that the differences betwemarket
segmentation and target market could be identifilbough their
definitions/meaning of the two concepts, positicach occupies in
marketing strategies, their aims and objectives aniéria for using
these strategies. You also studied the target riagkeprocess,
advantages and disadvantages of the target market.

5.0 CONCLUSION

Marketing segmentation and market target are essemtplanning for
marketing goods and services to enable the maskdterknow the
interest and characteristics of their customers laglp them make a
budget. It will help in planning the best marketoigannels and methods
to reach out to every group or segment of theirsaarers and how to
serve them better to increase patronage and saitisfeon the part of
their customers.

Self - Assessment Exercise (SAE)

As a librarian, do you think that target marketisgeeded in the library
services to users?

6.0 TUTOR-MARKED ASSIGNMENT

Define the term target marketing?

Discuss the target marketing process?

Differentiate market segmentation and target market
Discuss three advantages of target marketing?

List the disadvantages of target marketing?

a bk~ wnPE
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MODULE 4 MARKETING OF LIBRARY RESOURCES
AND SERVICES AND INTERNET
MARKETING (E-MARKETING)

In this module, you will learn the concept of mdnkg of services,
internet marketing and web-based library serviceslilbraries and
information centres. You will also learn the vasathannels used in the
marketing of library resources and services. Atbe, advantages and
disadvantages of web-based library services wdreaty Services and
in Libraries and Information Centres discussed.

Unit 1 Marketing of Services in Libraries and Infaation
Centres

Unit 2 Channels of Marketing Servicebriaries and the
Application of Five Laws of Library Science in kating.

Unit 3 Concept of Internet Marketing in Librariasd
Information Centres

Unit 4 We-Based Library Services and Internet Mdirlg in
Libraries

Unit 5 Advantages and Disadvantages of Web-Bagaaty

Services and Channels of the Marketing of WebeBas
Library Services, Libraries and Information Cesstr

UNIT 1 MARKETING OF SERVICES IN LIBRARIES
AND INFORMATION CENTRES
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3.0 Main Content
3.1  Concept of Library Services

3.2  Concept of Marketing of Services in Librariesla
Information Centres

3.3 Steps for Marketing of Library Services tdtary Users
3.4  Library Services available for Marketing

4.0 Summary

5.0 Conclusion
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1.0 INTRODUCTION

You may have visited a National Open Universityratly at your study
centre to study or accessed the library websitesdarch for one
information or the other. The information and gig/sical environment
were provided for you by someone. Also, recall thyatu were
introduced to the library's services during youewotation, including the
resources available. What do you think is the nealsw organizing
library orientation or presenting you to the unsisr library website?
Your suggested answer will introduce you to thesdesof this unit
“Marketing of services in libraries and informatioantres.”

2.0 OBJECTIVES
By the end of this unit, you should be able to:

explain the concept of library services

understand the concept of marketing of services

state the steps for marketing of library servicelrary users
discuss the library services available for markgtin

3.0 MAIN CONTENT
3.1  Concept of Library Services

Library services are all the routinalued activities that librarians and
the library staff carry out to provide informatida library users by
facilitating their teaching, learning and reseatchachieve their goals
without owning specific costs and risks. Such smwioffered in the
libraries are users’ education/information literaglylls training, inter-
library loans, referral services, document delivergelective
dissemination of information (SDI), literature sgarand bibliographic
compilation and translation services. Also, soméhafse services are
online-based services such as provision and adecessiline public
access catalogue (OPAC), virtual reference servides Ask- a -
Librarian, email library services, af@mputerized Circulation/ readers
Services. Library services are all the servicewvidea to library users
by the librarian and other library staff to satisiymeet the information
needs of their users. Library services have enaledls to access the
information they need through books and databasdka comfort of
their homes. The provision of these services byalibs has helped
bridge the digital divide in access to the interietoks and information
databases to all library users irrespective ofedéiices in the class or
status of users. Also, these services have hels gsady and research
many fields. But you can only use the library seegi when you are
informed about their existence; that is why it scessary to market
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these services to create awareness and patronageoble who desire
information.

3.2 Concept of Marketing of Services in Librariesand
Information Centres

The need to market library services to users haseased because
libraries face many competitors in this era of tbemputer age.
Marketing of library services is a process throughich librarians
showcase their information resources and servicesheir users.
Marketing of library service is the process by whibe librarian creates
a link between the library information resourcesl &ervices and the
library user—qgetting the library users, includinguy to know that the
library exists and the services the library careoffo users for the
satisfaction of the user's information needs. Mérkg of library
services aims to reach out to users that neednaon, telling them
where to identify, locate, and retrieve the infotima they need.

According to Sharma and Bhardwai (2009), marketihgervices is not
just developing and promoting new services and yrts] it includes
creating awareness to clients of existing servares products and their
appropriateness. So the library services providediders should be
marketed to create awareness and promote the uafiod of new
services and enhance utilization. The library s&wisold to users
should include the arrival of new books, non-booiaerials, reference
services, referral services, access to the libdatgbase, guides on how
to use the library, inter-Library Loan servicedest@ve dissemination of
information, use of OPAC, indexing and abstracsegvices etc.

3.3. Steps for Marketing of Library Services to library Users

1. Market research: know your users by carrying out marketing
research on their information needs. TAmerica Marketing
Association (2021) defined marketing research as function
that links the consumer, customer, and public ® tharketer
through information. This information is used tcemtify and
define marketing opportunities and problems, gdeereefine,
and evaluate marketing actions, monitor marketeiggomances,
and improve understanding of marketing as a prodéasketing
research specifies the information required to esklrthese
issues; designs the method for collecting infororgtimanages
and implements the data collection process, amnalise results,
and communicates the findings and their implicatioiMarket
research as it applies to library services denamsducting
research in the marketing of library services. Tifia systematic
way of gathering data from users, recording, amadysand
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interpreting the data collected for making decisiommn
identifying opportunities, generating new servicesijning and
evaluating processes involved in the marketing obds and
services.

2. Market plan based on identifying your library's objective and
mission: design a market plan based on the result reafrzed
the market research. This plan will indicate ofiaetthe library
mission statement, goals and objectives, stating hocan be
realized and how the program can be evaluated,hmmay be
process-based, outcome-based and impact-based ofatketing
program.

3. Market objectives and strategies when the information needs
of the library users are determined through manketesearch,
the next plan of action is to design the missiod goals of the
library towards achieving the information needgshair users. In
design the plan, the library has to consider thi®rimation
resources needed, personnel, timing and the sieategnuired to
achieve the goals and objectives.

4, Market mix: this is an effective tool to be employed in the
marketing process to guide the librarian in develgp
implementing, and evaluating the library's markgtiprocess.
The market mix includes the following;

° Products/services- refer to information services and
information resources based on the library users’
information needs.

o Promotion- refers to the communication channel to be
used in the marketing process.

o Price- value for services and information resources to be
rendered to library users.

o Place-refers to where the physical or virtual libraners

can access the services and information resources.

5. Marketing channel/promotion medium: this refers to a
communication channel employed to reach libraryrais&he
choice of the channel depends on the nature aradidocof the
user. The channels that can be used are the ittgrosters,
giveaways, library websites, social media, orgdmea of
orientation and user education.

6. Message/information:the wording of the message is essential in
reaching the clients. It should be structured oittemw in
straightforward language to convey meaning to éinget market.
Do not use ambiguous words in order not to conftlse
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audience. To achieve the aim, your message shoad b
unambiguous.

7. Consider any existing competitors understand the library's
environment and other agencies that offer the sseneices as
the library. The knowledge of your competitors Wi#lp you in
branding and packaging your product to compete wither
agencies.

8. Consider the fund available for the marketing activty:
availability of funds determines to a greater ektle quality of
product produced for marketing and the strategidsetemployed
in the marketing of library services.

9. Evaluation: Evaluation of your marketing plan or activities is
vital to determine if your initiatives have achievetheir
objectives and determine the marketing programéngths and
weaknesses. The strengths and weaknesses of thmmprare
evaluated by assessing the level of utilizationthef information
resources and services(products) marketed, theiesfy of
personnel used, and the policies employed. Thdtresil help
improve the marketing program. Evaluation could drecess-
based, outcome-based and impact based. Evaluatiey t
marketing of library services program is to findt thow far the
mission and objectives of the library in satisfyihg information
needs of users are achieved and the areas theylibezds to
adjust its services.

3.4 Library Services Available for Marketing
1. Selective dissemination of information service:

As it implies, selective dissemination of infornwati (SDI) is a service
organised by the librarian to keep users informadany current and
relevant information in their field of interest. ke the library users are
notified of new publications, recently publishedstacts of journals,
reports, and current news on the subject theyraeeested in or may be
interested in the contents. This service may betreleically or
manually provided to any library user by the lilmas. For example, if a
library user loves football, the librarian senddures of matches to play
in any season to your email. If you are a studenthe faculty of
science, any innovation or discovery in science,librarian sends you
an alert on the findings; you can now go to theali to read more or
access the information online through the libraatatiase. The users can
be informed through posting the information on o®tiboards, text
messaging, RSS feeds, email, and voice mail. TheaBbs to provide
current information on a particular subject to sfiecsers that need the
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information. To carry out this service in your oy, you have to create
a profile of your library users where they indic#teir field of interest.
Selective Dissemination of Information creates aitpe image for the
library, the librarians and increases patronageth@d information
resources by users.

2. Literature search/ bibliography listing

Literature search as defined by Rau in Grewal, HKata
and Dhawan(2016), “is a systematic and well-orgahisearch which is
carried out using already published articles, jaignbooks and data to
identify a breadth of good quality references omspecific topic. A
literature search is important because it helpsfgom bases or provide
evidence to base your research. It also guides diretts you on
methods to be used in your research method andtslite formulate
research questions when you read other relatedndse the available
literature. The literature search can be exhausti time-consuming
when you do not know the Boolean search technigueedilter
information. Using keywords in your searching itermsital, whether
web-based or a manual search using books and jeurviau have to
master the use of various search engines and tpawmifor search
information as a librarian to carry out this seevieffectively for the
library users. In a literature search, you haveséarch using the
available information in your library, and otherasgh engines like
google, yahoo, yippy.com, Ask.com, DuckDuckGo, Excetc.match
your searching items or question. The library castpn their website
to advertise this service to interested people. &dibrarians charge
money in rendering this service to the public. 8ome libraries, it is a
fee-based service.

3. Photocopying service/ reprographic service:photocopying
services can be marketed by librarians to attrand$ for the
library. The library offers this service to the fialfor making
duplicate copies of their document and informati@sources
found in the library using a photocopying machind acanner to
give copies of the documents. It is among the feset services
offered in libraries. The library provides suchwsegs to users to
reduce theft and mutilation of materials and séeeresearcher's
time. The library can market this service to inse&unding for
the library expenditures.

4. Book reservation services:libraries can prepare avenues that
enable users to send messages or call the librémiaeserve
information resources. But if the book is on lod® user making
such a request is notified when the material islabie for use.
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This will save the time of the user because he dotsome to
wait or look for information that is not available.

5. User education/information literacy: this implies the
instruction given to new library users on how te tise library
resources, search for information from the libremjlections, use
search engines to search information online, antlieve
information resources from the catalogues and skelNJser
education is the instruction given to users to liegm make the
best use of any library. This service can be martkehrough
library websites, displayed on library bulletin bds

6. Inter-library loan and document delivery service: this is vital
to the services that are rendered to library usetst-library loan
services are beneficial in libraries because nambcan have all
the information resources their users need in tb@iection, so
every library needs to cooperate with other lilmsrio satisfy
their users’ information needs. Through this sexryatudents and
users are assisted in locating and searching ralstenot
available in their library from other libraries. &lawareness of
the availability of the service in the library che created for
library users during orientation and user educatidlso, the
information on the service can be displayed on libeary
website, informing users of the list of librarieleir library
cooperates with.

7. Document delivery service:this service supplies information
resources or documents to a user on-demand to Goatidn
where the user needs the information. Upon plattiegrequest,
the librarian identifies the users' location andndse the
information resources. You can request any infoionadtrom any
of the NOUN study centre libraries through Nigeari@spective
of your study centre, the information resources el brought to
your study centre library for your use. Such savican be
marketed to students and faculty in the Nationat¢i®©pniversity
of Nigeria to create awareness and patronage.

8. Abstracting service and indexing services:the librarian
prepares a summary of their information needs istrabting
services. While indexing is an ordering arrangement ofieatin
information resources to enable a user to locatelenmtify the
item in the document. An index is a pointer to a&cpi of
information. The librarians render all these sessito save the
users' time and for the users to quickly identife tparticular
information he needs and where to locate them. d&umarket
these services to users to help them have quiclesacto
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information resources for reading and research.eWthe users
time is saved and satisfied, the image of the liaraand library
is projected favourable to the community. This wdlad to
increase patronage and utilization of library reses and
services.

9. Translation services:there is a need to create awareness of the
translation services rendered in libraries. Litaasi can translate
information written in a foreign language to a lolzanguage for
easy understanding of the information by the lemahmunity.
Also, information resources written in other langes deemed
essential to users are to be translated into Enghi€nable users
to access the information content of the mater@eating
awareness of the service through marketing canrgenéunds
for the library because authors can request susiices and pay
the Liberians that offer such services. Also, whsers know that
the librarians can translate information to diffaréanguages, it
becomes easy for them to access information writieforeign
languages.

10. Referral services such services are offered to users that require

information that is not available in the patronisuser’s library
but can be located in another library or informaticentre or
from experts in certain fields. Then users arerretk to the
sources or location where the required informat®mvailable.
Referral service directs library users to the sesiaf information
they need that is not in their library. Users canridormed about
such services using different marketing channé&ts dirientation,
word of Mouth, posters and giveaways.

4.0 SUMMARY

In this unit, you have learnt that library servica® all the services
provided to library users by the librarian and otlitgrary staff to satisfy
or meet the information needs of library usérkese library services
aim to provide information resources to library ngséo facilitate
teaching, learning and research. Such library sesviinclude users
education/information literacy skills training, émtlibrary loans, referral
services, document  delivery, Selective Dissemimatio of
Information(SDI), literature search and bibliograplecompilation and
translation services; provision and access to @nRublic Access
Catalogue (OPAC), virtual reference services likek-Aa - Librarian,
emalil library services an@omputerized Circulation/ readers Services
Library services have enabled users to have adoesformation they
need through book and databases at the comfdrewofliomes.
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Also, you learnt that there is a need to markesehérary services to
create awareness of their existence and promoieuses by the library
users to satisfy their quest for information andwledge. Hence the
marketing of library service is defined as a precé#sough which the
librarian creates a link between the library infatran resources and
services and the library user not just creatinolaand promoting new
services but it entrails creating awareness totdief existing services
and information resources and their appropriatengs®, the library
services can be marketed to different users fartifieation, awareness,
easy retrieval and use of these services. To mébkaty services, you
should identify the objectives and mission of ybhrary, identify your
users and where you can locate them, find out th@rmation needs,
what are the channels to be used in reaching @m,tthow much is
available for marketing activities, periodicallyadwate their information
need, supervise and monitor the marketing procekadw if there is an
improvement or not.

5.0 CONCLUSION

In the marketing of library services to users, ysua librarian should
identify the information behaviour of your usergaiiigh conducting
marketing research, analysing their feedbackske tiae right decisions
on what to market, where to market, how to markat.is online, how

do the website, the service or product design, Hre marketing

strategies to attract any user searching for inftion on that site?
Marketing of library services helps create awarsnesicrease
satisfaction, and create links to services, praju@nd expertise
provided for library users. Attend the tutor-markessignment below to
measure your level of understanding of the uniBpid where you

cannot answer the questions satisfactorily. Woud please go back
and study the unit again?

Self — Assessment Exercise (SAE)

What are the things you should consider why plagifon effective
marketing of library services in your library?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the concept of library services.
2. Explain the concept of marketing of services
3. Discuss the library services for marketing.
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1.0 INTRODUCTION

You have learnt the concepts of library serviced #re marketing of
library services in the previous unit. We discustett library services
refer to all the services provided by the libravysatisfy or meet users'
information needs.These library services and information resources
facilitate teaching, learning and research. Sutaty services include
acquisition,  cataloguing, classification, reservation, user
education/information literacy training, inter-ldoy loans, referral
services, document delivery, selective disseminatid information,
literature searches, bibliographic compilation drahslation services,
provision and access to online public access qialdOPAC), virtual
reference services such as ‘Ask-a-Librarian andilelibeary services.
Marketing library services entail creating awarenés inform users
about services and information resources avail@oléheir use and how
and where to get them. The question you may akkwsdo you inform
or market these services to library users? Thet rgiswer is to use
appropriate marketing channels to communicate &sdhusers about
these services. This will introduce you to the ¢omf this unit,
“Channels of Marketing Services Libraries and thgokcation of Five
Laws of Library Science in Marketing.”

2.0 OBJECTIVES
By the end of this unit, you should be able to:

o enumerate the various channels used in the magketilibrary
services to the users
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o list the five laws of S.R. Ranganathan in the minigeof library
services
o discuss the application of the five laws of libragrence by S.R.

Ranganathan in the marketing of library services.
3.0 MAIN CONTENT

3.1 Application of Five Laws of Library Science inMarketing of
Library Services through the Five Laws of Library Science by S.R.
Ranganathan (1931)

S.R. Ranganathan is the father of library and mftion science, a
philosopher, mathematician who propounded five laflgorary science
that promote the marketing of library services amdormation
resources. The five laws of library science by SRRnganathan are:

Books are for use.

Every Reader his book

Every book its reader

Save the time of a reader
Library is a growing organism

akrwdpE

Books are for use this first law of Ranganathan implies that boaksl
any information resources in the library shouldrbad and used for
research. This means that each book availableedilthary should be
used by users and should not be kept in cartonssaetVes. Users
should come to the library and use the availablekbofreely. To
achieve this, librarians and Library staff shoutdmote these books to
attract their users to read them. Librarian anhtp staff should employ
marketing strategies like segmentation, target staakd positioning of
the products (books) to attract the users. Alsoeféective channel of
communication should be used to reach out to tleesusased on their
information needs

Every reader his book this second law implies that every reader’s
information needs should be used in identifying timéormation
resources that will meet the user/ reader needsinfrmation needs of
every user and the user's satisfaction shouldd&tus of any librarian
and other library staff. This will be achieved whgou as a librarian
applies the interactive marketing, digital markgtstrategy and internet
or online marketing strategies as studied in ma@8ute reach out to
every user—informing every user, the type of infatimn resources and
services available for them in the library.

Every book its reader: Ranganathan stressed that every book in the
library has a reader, and the reader should beeobexh to that book or
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information resources met for the reader in thealp The librarians
should endeavour to carry out market segmentatidarget the readers
and their specific information needs and satisgnth

Save the time of a readerthe information resources and services are
organised in the library for easy access and ketriby each user. The
arrangement or organisation of information in theadry is aimed at
saving the time of the users. The time of the issaved in the library
through the provision of call number for every bpgkovision card
catalogue and online public access catalogue (OPAg@)ective
dissemination of information (SDI) services, abdiray and indexing
services and literature search/ bibliographic sexwiprovided for library
users. The reader should be aware of these sertizesigh the
marketing of the library services.

Library is a growing organism: this fifth law implies that the library is
not static. It is growing through adapting to inatens and changes in
the society or environment. Now information comnuation
technology (ICT) is applied in the provision of ripy resources and
services. The librarians and other library staff acquiring ICT skills to
meet up with the new trends. Users can now acoéssnation from the
library from any location and anytime with intergginnected ICT
devices; librarians can directly communicate withit use online to get
instant responses. EBooks, e-journals, online napess are now
becoming more popular to information users. Howgevkee librarian
should ensure that the library collections growhviite new trend. Book
vendors market their information, and the librasiapay for these
resources online with credit cards. Also, morealtas should market
the library database and services available tosusafine to attract
patronage. Also, the librarians should be innowaby introducing new
library services to users

3.2 Channels Marketing Use for the Marketing of Likrary Services
in Libraries and Information Centres

Many channels can be used to market library seswigdibrary users in

libraries and information centres to ensure thayoam who needs
information from the library and information cergrgets the required
information and services precisely. Libraries sddug in the business of
helping information users get the information “thesqnt” when they

want it, irrespective of the user’'s location. Litbes market their

services and information resources using differaftannels of

communication, as discussed below
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1. Direct selling/word of mouth: is a vital tool used to market
library services and information resources to uséne librarian
and library staff informs users, students, comnyumiembers of
the society that libraries exist in their envirommée his is carried
out during educational and social gatherings thatgbpeople
together, where they are encouraged to visit thearly or the
library website for information. Bhattachryya (20 Hiressed that
word of mouth as a marketing strategy is the mostguful tool
for marketing activity.

2. Use of brochures: in the marketing of library services to
potential users, brochures are one of the modttoeibés to inform
the users that your library has a collection ofornfation
resources and services that can meet their infaamateds.

Samples of Brochures

Source:

https://www.besttemplates.com/design/2544/library-
brochure
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The use of brochures in marketing library resousses services aims to
inform customers of the existing and new serviced products the
library and information centres can offer. Broctsuie marketing are
still cost-effective and easy to produce and diste to the target
audienceWith the advent of internet marketing and socialdia, some
librarians thought that brochures in marketing digr services are
obsolete. The thought is not correct because thehiore brings direct/
physical contact with the intended users. Flyemnshg all the services
provided in the library can be distributed to netwdgnts during
orientation, students’ week, library week, seminargl conferences
even when the library is not organising the prograPublic libraries
can share brochures of the library activities i@ tharket to encourage
parents and children to come and use the librdrgresl in churches,
mosques, and traditional festivals where peoplbegabgether to watch
and listen to events. Appearance and the choieeoads or wording in
the brochures are critical. The message on thehbrecshould be
straight to the point, and the appearance shoultblwairful. Therefore,
your brochure should be attractive to draw the ndéitie of your
audience.

3. Use of Learning Management System (LMS) through
student’s portal: the library can market information resources
and services by posting the students' individualtg® and
creating links to access the resources.

4. Library website: a website is a starting point for any visitor or
library user to access the library services andwees online.
The library website helps promote the library sezsiand gives
access to Online Public Access Catalogue and @tresources
available for the library users. The informatiorsitors or users
get from the library web page from library websiél help any
user who desires information decide whether ta v library.
You should make sure that the information you pwostthe
library web page is concise and straight to thentponot
confusing the library users. The home page ofitirary website
must show a link or procedures on how to accesslkefigournal
search for any information from the library collecs. Above
all, there must be a login window for members teate an
account to log in using their user name and paskwor

5. Use of social mediaithe social media channels used in the
marketing of library services to users are Fackptsiegram
Twitter, Myspace, blogs, podcasts, photos, viddmkr, wikis.
The internet, computers and mobile phones areumgpou can
deploy to communicate library services. You catp Héorary
users to conduct a literature search on any gigpit the user
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sent to you; the result and bibliographic datandbrimation resources
the user’s needs will be communicated to the usany location where
the user is. The use of social media in libramestketing is ant trend in
advertising library services and librarians.

ICONS of Different Social Media for Marketing ofliiary Services
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Source http://www.newdesignfile.com/postpic/2011/06/social

media-website-icons_204495.png

6. Organizing

library tour:

library tours are part of the

orientation programs lined up for new library wsend new
students in institutions of higher learning. Thierdrians and
library staff should organise library tours to wama library
anxiety from users and create awareness on thdilbemy users
on the various sections/units in the library am@ tvarious
activities carried out in the sections/ units. Tibeary tours can
be virtual or physical visits to the library. Imetlibrary, tour users
are exposed to how to retrieve information frone tibrary
catalogue, ask questions from reference librariansl see
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information resources for answering reference goest This activity
Is to market the library services to the new inehdsers interested
and attracted to come back and use the librarycgsrand resources.
Copy each of these links on your web browser tackwabw you can
create your library tour.

https://www.youtube.com/watch?v=vuGV6wk8J6¢g
https://www.youtube.com/watch?v=W60QdRflYi2a
https://www.slideshare.net/johnbclibrary/library-to ur-

powerpoint2.

7. Organizing library orientation/ users orientation:the aim of

the Library Orientation/ users orientation is tbifgended  users  of
the library be aware of the services provided e th library and the
information resources available to the users fogirt study, research,

recreation, and learning.User orientation is retr to as the
teaching or instruction given to the library users or newly

admitted students, faculty, research scholar ontoowearch for
information from the library collections. Kantharaj Kumar and

Vasanthakumar, 2013) explained library orientatioas a process of
familiarizing the library to library users enabling library users to
master the skills needed to retrieve informatioonf the library
collections and make use of other library services and facilities
effectively. The library orientation/ users orietida is  vital  for
creating awareness and selling library products andervices.

8. Use of mass mediayou can use mass media like television,
newspapers, and radio to market library servioethé public to
attract users to the library. You can create amese on your
library, services and resources to your intendsdrsi using
jiggles to inform the people that you are theyneet their
information needs with the services you as a tiaracan render
to them. This channel of communication reachestowt wider
audience, but it is expensive to embark on. Lipfaogrammes
like orientation, library week and seminars canabeounced to
create awareness, thereby marketing the libragyitarservices to
the public.

9. Use of user education / information literacy sSKs: user
Education is an effect you can use to market tbe/ices,
information resources and other activities prodidethe library.
User education is a compulsory course for anyestuddmitted
into a higher school of learning in Nigeria. Thends to teach
students all the skills they need in identifyingformation
resources, accessing and retrieving the informahey required

from the vast knowledge of collections in the Ifyrarhe acquisition
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10.

70

of this knowledge will help the students to imprabeir academic
performances in school. User education help librewito create
awareness of the services and information resounct® library to
enable users to make effective, efficient, and pedelent use of
library services and resources

Use of postersposters are another channel of marketing library
and information services to the public to attrdi@m to use the
services available to them. It is cost-effective spreading
information and creating awareness to a broadéieaoe, unlike
television and radio houses. You can use postesiild brand
awareness for your library and its activities tigb promoting
new arrivals (information resources) and servicgoduced in
the library. You can paste your library poster anstrategic
position where you are legally permitted so thatame walking
across will be attracted to read them. The worglinghe posters
should be straight to the point. Too many wordsrast required
in posters. Posters can be distributed in the etsrkschools,
gatherings, community events to create awarerfebe services
and information resources available in the lil@sri When
preparing a poster for the marketing of libraryvsms for your
library, make sure that the pictures, logo, illagon, text can be
read from a distance.

Sy ® =, o=y ré *
“Libraries allow children to ask questions
\| about the world and find the answers.” |

"I'd be
happy if | could S
J think that the role of
the library was sustained
and even enhanced
'\ inthe age of the

ibrary, the doors te learnin: computer.”

always open." — Laura Bu:
e I -

| ~Bill Gates

"The library
is a place
where most
of the things .
I came to
value as
an adult
had their
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“In the library, one often finds
people close their mouths

"A library is the delivery room ! {
for the birth of ideas — a place/ |
‘where history comes to life.”

Different Posters for Marketing Library Functions
Source www.uniqueteachingresources.com/image-files/

11. Use of giveaways with inscriptions on themgiveaway is a
promotional tool you can use to attract new amtllibrary users
to the library to enjoy the services and resoumeslable for
recreation, study, teaching and research. By miaduand
sharing the library's giveaways, the library amarians' image
iIs being promoted to the general publ@iveaways are used to
increase awareness of services and products tsugwrs to
increase the number of customers and increaseatilimtion of
the products. The library can use giveaways ligghbklders, T-
shirts and decorate the library logo, Library wehslibrary
services, library quotes to create awareness ef litbrary's
existence. These giveaways can be shared durilegtation,
seminars and conferences organised in a givearjilmommunity
or environment. The pictures below are examplegiwéaways
you can use to market your library, librarian, ahildrary

functions.
.y :
pAa'nMuc'!E § A e classy / ﬁw ;‘I!IHI!I;} m A
LIBRARIAN § ﬁ
L (AR Ei
A 57D \, N
ACCORDING TO THE J

GENEY TECINAL GYETEM
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https://www.google.com/url?sa=i&url=https%3A%2F%akw.pintere
st.com%2Famy_dz%?2Flibrary-
shirts%2F&psig=A0vVaw2T7n2CrsTs6lfuu2r95jhm&ust=842160
5387000&source=images&cd=vfe&ved=0CA0QjhxqFwoTCPBXKS
NhvECFQAAAAAJAAAAABAD .

=~ € - -
S

.httpé:/_/www.qooqle.com/url?sa:i&urI:https%3A%2F%Zﬁw.a

mazon.com%2F12-
PackMotivationalKeychainsiInspirationalQuotes%2FdpB282H
RH23Z&psig=A0OvVaw3R1WeUw5RImMDVEIABk54Zz&ust=162
3190204225000&source=images&cd=vfe&ved=0CAIQjRxgFwo
COJj06IfFhvECFQAAAAAJAAAAABAS
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12.

Organizing seminars and library week:you can promote the
library’s services and the information resourceailable to the

public during seminars and library week. Postensl #lyers

bearing the library services and resources can shared

strengths, weaknesses, opportunities and threéts people

during seminars organised by the library and ofggmcies to let
them know that libraries exist in the communitydhe services
they can access from the libraries. Libraries aaganise library
week for students. This is similar to what the lmulbraries do

during library week. They move around the commurand

environs to invite members to the library weekngsposters,
brochures, and other advocacy means. This allbedilbrarians
to encourage every participant to visit the ligrar
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of Posters for Library Week

Samples

¢ Gotabiratn Mational LEaany Ty and Natianal Libirary Weok w
resding avent and e portahle bgsEsasa Hbrary.

-Gl dnading il Bath:
“Read like you're a lighthouse

i "
oo (H T il

' Long Branch

Free Public Library & |

w MAfigMAL s B

M- o [

Hosdonove o 4 TiTo age o
see how the lb

fi o L e A

111111

https://slidetodoc.com/presentation _image h/c52@d@9a38d399fee
€63299b08/image-16.jpg
https://encryptedtbn0.gstatic.com/images?g=tbn: ABIOL54sFP5Fy
UxU4zECtidFNZJOocCW8PXW1t8n51LOpt3bnQj8afPY3h2wsMHCS
yCAoOws&usqp=CAU
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4. 0 SUMMARY

In this unit, you have learnt the five laws of &by science propounded
by S.R. Ranganathan in 1933. The first law is “Bo@ke for use”,
meaning that a library patron should read and heebiooks in the
library collection. The books should not be left iie shelves without
use. This second law is “Every Reader his bookgwshthat every
reader’s information needs should be used in itlengy the particular
information resources that will meet them. Thislwi achieved when
you, as a librarian, conduct marketing researchnig out your users'
information need to match each reader with his bddie third law,
which is “Every book its reader”, stressed thatreymok in the library
has a reader, and the reader should be connectedatobook or
information resources met for the reader in thealfp As a librarian,
you can achieve this by carrying out market segat@mt to target the
readers and their specific information needs atidfgahem. The fourth
law is “Save the time of a reader”. You as a lilararshould ensure that
information resources should be arranged or orgdrigr easy retrieval
of information in the library to save the usersi@i The fifth law is
“Library is a growing organism” library is not st it is growing
through adapting to innovations and changes in $oeiety or
environment. You as a library should acquire a ngend in
librarianship to serve your users better. Also, yearnt the various
channels you can use of marked the library serticgéee new and old
library services. The channels are direct sellimgfv of mouth,
brochures, Learning Management System (LMS), sowiatlia, user
education/information literacy skills, library wetes library orientation,
posters, giveaways and mass media.

5.0 CONCLUSION

One thing you should realise as a librarian is ihas one thing to

provide library services and information resources library for users

with the utilization is not worthwhile. Also, desigg a good library

website with a database containing all the libeangsources without
marketing these services to users create awarémele desired users
your effort will be fruitless. So for effective lisation and application

of the law of library science to information accessl use, the libraries
should employ many channels to market the libraeyyices, resources
and the library profession to all information users
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Self — Assessment Exercise (SAE)

Discuss the suitable channels you can use to iniafikemation
resources and services to distance learners?

6.0 TUTOR-MARKED ASSIGNMENT

1. Discuss the various channels used in the markefitigrary
services to library users?.

2. List the five laws of library science by S.R. Rangthan?

3. Discuss the application of five laws of libraryestce by S.R.

Ranganathan in the marketing of library services?
1.0 REFERENCES/ FURTHER READING

Adekunmisi, S. R. (2017). Marketing library sengcand information
products in Nigeria. Lagosournal of Library and Information
Science6(1 & 2) April / October: 53-66.

Alkindi, S. S. & Al-Suqgri, M. N. (2013). Social ngorking sites as
marketing and outreach tools of library and infotiora services.
Global Journal of Human Social Sciences, Arts, Huommes &
Psychology13(2): 1-15.

Bhattandaryya, M. (2010).Types of Marketing Avalab at
www.buzzle.com/article/typeAccessed on 22/04/2015

Bhatti, R. (2010). An Evaluation of User-Educatirogrammes in the
University Libraries of Pakistanbrary Philosophy and
Practice.(P-Journgl. Available at
www.webpages.uidaho.edu/~mbolin/bhatti2.htm

Farooq, U. (2019)Giveaways — A Definitive Guide on Giveaways.
https://www.marketingtutor.net/giveaways-a-defiwetquide-on-

giveaways/

Kantharaj, C. T, Kumar, M. R. & Vasanthakumar, M13). User
Orientation in Engineering College
Librarieshttp://eprints.rclis.org/19723/1/User%20orientati®TK.

pdf.

Kumar, V. & Bansal, J. (2014). Qualities of a librawebsite:
Evaluating library websites of new [IT#ternational Journal of
Information  Dissemination and Technology4(4), 283-
288https://www.researchgate.net/publication/281578@lities

76



LIS 316 MODULE 4

of a Library Website Evaluating Library Websitds New |l
Ts.

Malekani, A. & Ronald, B. (2018). Effective outréatechniques for the
promotion of library information resources in acaie libraries in
Tanzania: A case of Sokoine National Agriculturérary. Library
Philosophy and Practice (e-journal). 1694.
https://digitalcommons.unl.edu/libphilprac/1694

Mason, M. K. (2021). Library instruction should leagomething for
everyonehttps://www.moyak.com/papers/library-instructiomaht

Osinulu, L.S; Adekunmis, S.R; Okewale, O.S; & Oyswir.O (2018).
Marketing strategies used by librarians in Statévelsity libraries.
University of Dar es Salaam Library Journk8(2), 18-32.

Umeozor,S. N. (2013). Human Resources, User Education Maxget
Strategy, and Students’ Use of Library ServiceSame Nigerian
Federal Universitiekibrary Philosophy and Practice (e-
journal).https://digitalcommons.unl.edu/cgi/viewcontent.egiitle
=2237&context=libphilpra

Yi, Z. (2016). Effective techniques for the pronoatiof library services
and products. Information Research, 21(1) Marchri®ed 25th
November 2018 fronittp://www.informationr.net/ir/21-
1/paper702.htm

77



LIS 316ADVOCACY & MARKETING OF LIBRARY & INFORMANISERVICES

UNIT 3 CONCEPT OF INTERNET MARKETING IN
LIBRARIES AND INFORMATION CENTRES

CONTENTS

1.0 Introduction
2.0 Objectives
3.0Main Content
3.1 Concept of Internet
3.2Concept Internet Marketing (E-Marketing)
3.3Types of E-Business Mairiget
3.4Steps for the Planningterinet Marketing
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/ Further Reading

1.0 INTRODUCTION

You have learned about computers and their deaodswhat you can
use them, especially in information access andg®online. Also, you
have been sharing information with your friendsngssocial media.

These activities were possible because you hagenigit connectivity on
your device. If your phones and computer are natneoted to the
internet, you cannot share download informatiomfithe web page and
your friends. Also, you can use this internet dibrarian to inform your

friends, the general public and people in yourdigrcommunity about
the library services and information resources lalsée to them. This

will bring us to the topic for this unit, “The Comgt of Internet

Marketing in Libraries and Information Centres.”

2.0 OBJECTIVES

By the end of this unit, you should be able to:

o define the concept internet

° explain the concept of Internet marketing (E-Mairkgx

o outline the advantages of embarking on Interneketarg.

o discuss the various types of E-Business Marketing

o understand the various steps for planning an Ietdvtarketing
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3.0 MAIN CONTENT
3.1 Concept of Internet

The Internet is the largest computer network usedhe world for
communication, buying and selling and surfing fafiormation. Anyone
can publish information on the internet. The In&trcan be defined as a
pathway that allows many computers to communicaiagudifferent
operating systems. The communication between thepuaters is
through network protocols.

The Internet has provided us with opportunitiesviden our business
and promote interaction and relation-building witiends, companies,
and communities. The Internet has provided a Mirtspace for
establishing personal contact with the target seqnte express or
transfer information. The internet has enabled s$hegle-sender-one
recipient communication model, which is a vitalltoocommunicating
with the target market on the services and prodymishave for them.
Also, the Internet has allowed mass advertisemeiriguthe many-
senders-many recipients model. The use of theneatein marketing
library services has helped libraries provide opputies for their users
to access information that interest them througbwlksimg through
library websites.

The Internet is connectivity that interlinks comgnst worldwide, which
operates on a standard protochlo(zalita&NorAsiah2013).Libraries

need to keep up with the competition, and facditspeed in information
access and communications between users, estaglishietter

relationships with library users and reducing Ifgr&xpenditure and
cost for information access. This is because, his technology
environment, currency, accuracy and timeliness rdbrimation and
speed of response are essential to successfutylip@ronage. The
Internet facilitates and supports these servicesllowing libraries to

communicate, exchange data, purchase informatisourees, provide
services, teach how to conduct information searcimeanage and
monitor library services, subscribe to servicesl sumbscribe to by other
information centres private users.

3.2 Concept of Internet Marketing (E-Marketing)

As the name implies, electronic marketing is markgproducts, goods,
and services to consumers using the Internetvétiwes using marketing
elements and technologies in connecting organisalti@r business
products and services to their respective custamacsording to
Strauss, El-Ansary and Frost (2006), informationmpgunication
technology is applied in creating, communicatingd aelivering value
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to customers and managing customer’s relationgbifenefit both the
company or firm and its stakeholders.

Campbell in Margarita (2016: 326) explained intérmearketing as
being “much more to do with what people are doinipwhe technology
than the technology itself, for rather than merelyieving information,

users are now creating and consuming it, and haddmg value to the
websites that permit them to do so”. Internet miamkeinvolves all the

marketing activities which are carried at in thebwspace using web-
based tools.

E-marketing can also be defined as using the iatetm achieve the
objectives of marketing processes. In a nutshiei§ selling goods and
services online or applying information technology traditional

marketing. E-marketing has help marketers a latarrying marketing
research to find out the needs of their custonrees brief period. It has
also helped create more channels for consumers paoducers to
interact or communicate with each other to selirtheoducts.

Web Environment for the Internet Marketing (E-Mark eting) of

Library Resources and Services
B 4 k! )
Allow customers to Exchange of '
Connects with ailor library services Documents in

everyone online to meet their needs Web 2.0

. / enwm nment
- =
( \
Wi

Getting information Update
into the hands of users Web Based ebsimfhbrary

wherever they are by | Environment

Homepage
using whatever best
tools are available

Prefer Online
Social Networking Expects 24/7 Group sharing of Library
of People access to library Ideas Globally Resources
y X / J/

https://image.slidesharecdn.com/slidesharel-1412PA4-conversion-
gate02/95/marketing-of library-services-3-638.jduf2tA417476506
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3.3

Advantages of E-Marketing

The advantages of embarking on E-marketing inctbhddollowing:

1.

3.4

the service providers are always available, and yan
communicate with them at your convent time. Timaasmore
a problem for buyers and sellers in communicatinity wach
other because online shops are open 24/7 for buyers

it helps to save the overhead cost on the produadsservices
providers like payment of business premises andauanted
levies by the government agencies.

It promotes after-sale services between the marlatd the
customer.

it facilitates the distribution or sales of produi@nd services
through the web. E-marketing has removed the distan
problem in marketing because it allows customerschat
directly with the producers, thereby removing theditional
intermediaries.

also, geographical location is no longer a barfieerbusiness
partners to collaborate and share experiences.

it is easier and faster to compare prices from edaffit

companies online than travel to various locatiansdarch for
prices.

Types of E-Business Marketing (Internet Markeahg)

Three major types of internet business marketsamdved in buying and
selling products to each other: businesses, consyaed government.

Business—to—business internet marketing: this involves
marketing a product to businesses, governmentsjrestitlitions

for the use, resale, and production of businesdymts. This is
called Business — to — Busine$B2B). The online B2B is

lucrative because many companies are connectdeetmternet.
Companies involved in B2B businesses establish raathtain

extensive databases for business customers, sbi@haviour
and account information. In shipping of productscpased, the
customer tracks the goods through their website. @roduct and
shipping cost can also be paid online using a trealid. For
example, your library can buy books from Amazon.camd the
company ships the information resources to yourafjp The
amazon company sends the librarian an email nogfyiou of
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3.5

the delivery process. You can track the packagagusiour
devices like personal computers or handheld paliotspi
provided your device is connected to the intern&/hen the
information resources arrive, your library displaie resources
and students are asked to pay for library feesnable them to
access the information. Another example is that ydwary can
pay for subscriptions to other library databasé&s EBSCO-
host, Hinari to access the resources. It is B2B because
establishing your library and those informationadh@ises provide
information resources for research and reading.

Business to - government (B2G)this occurs when government
buy goods and services from your company or firmhew
government want to buy from your company, it takeany
procedures or rules like giving out a tender toghalified as a
supplier, bidding process and sometimes the payrf@nthe
goods and services delivered takes a lot of timantples of
government markets are agencies and bodies likeathesd
forces, health services, education and governmanstmes.

Business-to-consumer (B2Cthis is the marketing of goods and
services to the end-users, the customer who neetgses the
product Many times, the E-business activity also occumgfr
customer to customer. This process is also refearad internet
retailing, where a consumer buys from online-basderkes

instead of going to the streets to purchase goodservices.

Steps for the Planning of Internet Marketing ( E-
Marketing)

In carrying out any project, you need to plan thecpsses of embarking
on the project. Even when you want to embark asuangey, you need to
plan by finding out the aim of your journey and wlyau expect to

achieve at the end of the journey. An E-marketitap ps just a guide
and document that helps a marketer on how to imghtnan online

marketing process. Introducing online marketinghi® library requires

proper planning. The followings are the seven dsdesteps to follow

in planning for internet marketing (E-marketing),

1.
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Situation analysis of your firm: here, you must evaluate or
analyse your marketing and company’s environmeljgatives
and strengths, weaknesses, opportunities and threM&(E) of
your firm or organisation, which the library. Youave to
examine your library’s internal strengths and wemsses
concerning the environment and the institutionrars they are
or may be competing with. Explain and review anistxg plan
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of the library or firm by finding out their objeggs and strategies
used in the e-business. Explore other opportundies threats
around you to help you to identify a target marketd in
identifying new product opportunities

2. E-marketing research: your research will be based on finding
out market opportunities available for the firmsearch on
demand and supply of the product. This can be dasiag
marketing strategies like segmentation, targetdifjerentiation
of your customers, and positioning your productdilreview the
strategies used for your competitors to enabletgqaosition and
differentiate your goods and services from theirs.

3. The objective of E-Marketing: What are the aims or goals to be
realized from your firm's e-marketing or internetanketing.
Consider things like what is the task to be domay much, and
the time frame?. Also, can it increase market sisaies revenue,
achieve brand goals, improve supply and improvealdiabase.

4. E-marketing strategies you have to relate the objectives of the
internet marketing to the marketing mix, which ieaw offer will
it present, advertising the product on web sitdinenauctions
sales, generate more revenyeoduct), of what value is it to
your firm? does it encourage online bidding, of wibring about
dynamic pricing where first-time customers are giviewer
prices? (pricing); what are the distribution channels like selling
direct to consumers or use of agerffdace) and then the
communication patternlike the use of email and vpaige in
communication with buyers and business partnerpdsitioning
and creating awareness on new products (promotion).

5. Implementation plan: you have to decide on how to accomplish
your goal at this stage. You have to match the starfg mix
with the organisational goals of your firm beforepiementing
your plan. Also, consider the person you will usearrying out
your objectives and application service providers.

6. Budgeting: this determines the expected income to be rahlize
the marketing process and matches it with the ptsjecost.
Where the cost of embarking on internet marketinggveighs the
revenue, it will generate. This shows that embaylan such a
marketing method is not essential. In check the fmsinternet
marketing, you have to consider the cost of teamlto be
used, the cost of site design, staff salaries taretbpment and
maintenance, advertisement cost and other misegilen
expenses.
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7. Evaluation plan: here, you have to out the areas and methods to
evaluate your performances. It is advisable to treeking
systems to measure the result of internet markelihg essence
of assessing the plan is to find out whether yotekachieved the
objectives. This means you check your plans tordete the
implementation level and challenges to choose e farward.

4.0 SUMMARY

In this unit, you have learned the concept of thiternet and what the
internet has helped us transform the way we comoatmiwith our

users, selling and buying products and servicesu ¥arnt that the
Internet is a connection that allows computersdacbnnected, talking
to each to share information throughout the worldclv operates on a
standard protocol. Also, the internet has providesl with the

opportunities to widen our business, promote imtgra and build

relations with friends and libraries. The interhets provided a virtual
space for accessing information and marketing sesvito a target
segment. You also learned that internet marketisgs the internet to
achieve the objectives of marketing processes, lwlicselling goods
and services online or applying information tecloggl to traditional

marketing. Furthermore, you learnt that steps nmpihg an internet
marketing include situation analysis of your firemarketing research
to find out the needs of your consumers, the objestof the e-

marketing, strategies employed, implementation ,plaundgeting and
evaluation plan. Types of internet marketing aresiBeiss to Business
(B2B), Business to Consumer (B2C) and Business twe@ment

(B2G).

5.0 CONCLUSION

Internet marketing interactivity has enabled infatimn users to interact
or dialogue with the librarians constantly. Thedieack the librarians
get from them has given the librarians opportusitie improve their
services and library image and increase the admunsof information
resources in line with users' information need<. YBw as the librarian
should be careful and modest in interacting andmomcating with
your users online because when your user is nidffisdt it takes little
time to spoil the library's image. Take your tinoeattend to the tutor
marketed assignment below to measure your leveinderstanding of
this unit.
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Self — Assessment Exercise (SAE)
Explain the various steps for planning internetketing.

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the concept internet

2. What do you understand by the term internet marge(it-
Marketing)?

3. Discuss five advantages of embarking on interneketang.

4. Discuss the various types of E-Business marketmgknow.
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1.0 INTRODUCTION

The availability of the internet, the World Wide Weand computer
devices has affected the rate of information seekesiting and using
the traditional library building and its collectioMany information
seekers now patronize the information on the weahauit even knowing
whether the information is correct or not. So, therary circulation
desk services/reader’s services, Catalogue carmhataland reference
desks services rendered to library users are deglirMany library
patrons now browse or surf the Web to find answetbeir information
needs. This leads to the introduction of web-bd#wdry services to
meet the library users where they are. Bring tHermation services
from the library at their various locations anytimed anywhere. The
guestion now is, what library services can you tdkethe users
anywhere and anytime? The answer will introduce tmothe topic for
this unit, “Web-Based Library Services and the Channels usedof
internet marketing in libraries and information centres”.

20 OBJECTIVES

By the end of this unit, you should be able to:

o define the concept of web-based library services
) enumerate various types of web-based library sesvic
o explain how web-based library services are pralide
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3.0 MAIN CONTENT
3.1 Concept of Web-based Library Services

Library Services are all the information servicasd aactivities the

library employs in the dissemination of library onfnation resources
like books, journals, theses, research reports, Sdapers to users,
providing access to audio-visual aids, reprogrageiosices, reference
services, abstracting services, indexes, catalggaimd classification
service etc. to meet the users’ information ne€llse advent of

information communication technology, which broughé internet to

provide services to information users, changedwhg and format in

which information services are provided to librarsers. The use of the
internet, computers and web technologies introdweel-based library
services into librarianship.

Web-based library services are library are providedusers through
library websites. Library users can only accessehservices with
internet connectivity and computer devices like tesktop, laptops,
handheld devices like palmtops and android phomks. internet and
web technology necessitated the provision of wedetdibrary services
to library users—these services because possilttethe designing of
library websites, internet and electronic inforroatiresources and
services.Gavit (2019) defines web-based library servicesakhsthe
library services provided by a library through absie that can be
accessed from the website with the internet amavallfor integrate d
access to multiple databases. Some examples ofibugty services are
online current awareness bulletins, library webpagsh online public
access catalogue, Bulletin board services, askrarian
services, web forms, digital reference services,linen document
delivery, interlibrary loan, online help and infaation skill tutorials and
e-mail-based library services.

3.2 Types of Web-based Library Services

The internet, the World Wide Web, and computer cievigive rise to
the establishment or introduction of library welséad services to users
of information from the library. The library serei include the digital
library, virtual library, instant messaging sendcelocument delivery
services, virtual classrooms, a computerised ogi@athat is Online
Public Access Catalogue, online reference chat Wbtlarians (ASK —
A- Librarian), email reference services, Web Form Query Form
Library Service, Message Service (SMS) Alert, Cotapned
Circulation Service and library databases.
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Provision of online public access catalogue (OPAC)t is a
web-based library service provided for library gsév find out
what a library has in its collections. This OPAChcanly be
accessed with internet and computer devices like désktop,
palmtops, android phones, laptops, etc. The OPACai
computerized catalogue of all the library holdingsresources
available in any library that enables users to ceafor
information online. With the innovation of the Intet and its
application in information management and accesst hibraries
provide access information on the OPAC to userddwode 24
hours daily. Registered users can now search ubig library
OPAC wherever and whenever they like once theiricgevs
connected to the internet.

E-Mail reference services: the librarian and library users
communicate using email to send and answer quefiés.
librarian may reply using library e-mail, phonex.fdetter, etc.
The library email address is provided on the lipraebsite. But
there is quick e-mail software installed on thedidy website;
when a user wants to submit a question, they dak tie link,
which launches the user’'s e-mail software to typeheir query
and send it to the librarian. This is obtainabl¢hi@ National Open
University of Nigeria individual student Portal foYirtual
Learning Environment. The shortcomings of this veaised
library service are that you may not receive artamsresponse;
the librarian can only reply to you when they searymail.

Web form or query form library service: this is another library
service librarians render to users to discoverr tidormation

needs and provide solutions/answers to the querysers filled
in the web form (Online Form). On the web, formg& anade
available to users on the libraries websites. Tdrenfshould be
self-explanatory and space provided for the useexjaress their
problems for easy understanding by the refererwarlan. It is

expected that librarians should always be avail&bleespond to
user’'s queries immediately.

E-Print archives services in providing this type of service, the
library provides research works/thesis of studewrtsference

papers, book chapters’ research in an E-Prints edgetronic

copies of academic research purposes. These B-fprms of

these research outs are made available free digin@search to
use for educational purposes. Some of the prinesgarch is
digitized and made available online for informatieaekers to
consult.
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5. Computerized circulation service: this is another web-based
library service provide to the library user. Thes\sce allows the
registration of users and the issuance of uniquentification
numbers, usernames and passwords to access #ry kilatabase.
The unique identification number given to any uséws he/ her
to borrow books and return books to the librarye Tusername
and password allow the user access to eBooks, reglsy e-
magazines and other e-databases the library may $izhscribed
to.

6. Short message service (SMS) alertlibrarians can use SMS
notifications to communicate or alert the librargets on newly
acquired information resources in the field of rest (Selective
Dissemination of Information). You can send othettalv

information on upcoming events in the library thybuShort

Message Service and even remind the library usduefdates and
overdue charges.

7. Online reference chat services/ ask-a-librarianask a Librarian”
is a reference service offered to library usersftbe library web
page to create awareness and provide a link tarfibusers on
how they can get assistance from librarians. Hleeereference
librarian or any assigned library staff engagesidérein an online
chat to provide immediate information or answerghe user’s
questions. Librarians are trained on the skillsdeeefor providing
such answers to queries. This referral servicebeamarketed to
the library during orientation, user educationbnnmhation literacy
and library week.

8. Library databases: provision of library database is critical.
Librarians provide essential services to libraryerasand any
information seekers using the library collectioriBhese are
electronic collections comprising of journal ams] books, and
chapters of books, research reports, videos, imagagazines,
indexes and abstracts of published works on diffedésciplines

acquired by the library. To research for informatan the library
database, you have to narrow your search using &gy title,

author, subject, year of publication, and languiglelp narrow
your search results.
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Watch this video by copying this URL address onnjmowser.

What is a database, and how do you search

it?

https.//www.youtube.com/watch?v=tnwf85Vbj5Q

4.0 CONCLUSION

In this unit, we described web-based library seawicas services
provided to users through library websites. Librasgrs can only access
these services with internet connectivity and commpdevices like the
desktop, laptops, handheld devices like palmtob ardroid phones.
These web-based services @nline Public Access Catalogue, online
reference chat with librarians (ASK — A- Librariar@mail reference
services Web Form or Query Form Library Service siége Service
(SMS) Alert, Computerized Circulation Service arniordry database.
These web-based library services are provided éolitirary to give
them quick access to information resources andcewherever and
whenever the users need this information.

5.0 SUMMARY

Web-based library services have helped promote paodide remote
access to information resources available in thraty. The library users
can access information from the library website dathbases to meet
their information needs without stepping foot oe thaditional library
building. Web-based services invariably are virtiladaries; there will
be nothing like virtual libraries without web-baskgrary services and
resources. The web-based library services haveetidhe library users
to change their beliefs and attitude toward theah the librarians and
the services they provide.

Self — Assessment Exercise (SAE)

What is the importance of web-based library ses/irem what you
learnt from this unit?
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6.0 TUTOR-MARKED ASSIGNMENT

=

Defined the term web-based library service

List five web-based library services you know.

3. Explain how you can organise and render threeréifiietypes of
web-based library services to your library user?

N
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1.0 INTRODUCTION

In the previous unit, you learned about web-bagadry services like
the library serviceprovided to users through library websites. Lijrar
users can only access these services with interoehectivity and
computer devices like the desktop, laptops, hamdiddvices like
palmtops and android phones. The web-based litsaryices include
online current awareness bulletins, library webpagsb online public
access catalogue, Bulletin board services, ashrarlan
services, web forms, digital reference services,linen document
delivery, interlibrary loan, online help and infaation skill tutorials and
e-mail based library services. The question nowyda need these
services? Are there problems associated with tisg? How can library
users be informed about the existence of thesacssrfor them to
access? Your answers will bring us to the topidhad unit which is
“Advantages and Disadvantages of Web-Based Librarnyi&s and
Channels of the Marketing of Web-Based Library & in Libraries
and Information Centrés
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2.0 OBJECTIVES

By the end of this unit, you should be able to:

3.0

3.1

explain the advantages of web-based library sesvice
discuss the disadvantages of web-based librarycesrv

mention various channels used for the marketingedf-based
services in libraries and information centres

discuss the various channels used for the markefimgeb-based
services in libraries and information centres.
MAIN CONTENT

Advantages of Web-Based Library Services

Web-based library services have the librariansesdre users better and
faster. The followings are the advantages gaindid tie introduction of
web-based library services to library users:

1.

94

the web-based services have helped save the timiérafy
services because such library services give useck gesponses
and access to information.

many users can access the same information resowcd
services at a particular time or simultaneouslysiyg the library
website and the database.

many library users can source information usingdinection on
the web page without depending on the assistalitirafy staff to
get the required information.

users can access information and services theyireeq the
comfort of their homes, offices, on transit, and\anere and
anytime with their computer devices connected ¢oitbernet.

information services are now available in a ddfer format;
audio and visuals use emails and social networkingccessible
communication and understanding.

the web-based library services helped the librargutting down

on its budget. The number of library personnel iweb-based
library is fewer than in a traditional library sef. Also, the
money used in acquiring multiple copies of paracuhformation
resources for the users have been reduced, but oserg can
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10.

3.2

access a particular title at the same time and fobfferent
locations. There by reducing the cost of runnirglibrary.

the availability of the online public access cagaile has enabled
information seekers to find out and evaluate thimrmation
resources available to them anywhere and anythutgzh will
help them determine whether to search for the mé&tion in the
library database or to visit the physical librampformation
requirements instantly.

also, information resources stored in the libraayalase cannot
be mutilated or stolen or even miss shelved iribnary.

the introduction of web-based library services Imedped to
minimize the storage space problem witnessed irtrtdditional

library setting. Also, the lack of seats for librarsers to sit and
do their study and research have been reduced seddmary

users can access the library web-based servicesmanyand

anywhere. This has reduced the number of usersvibitthe

library physically.

acquisition and ordering of information resources the users

are now made online with their payment done onlifieere is
immediate receipt of issues of online resourcesredlfor.

Disadvantages of Web-Based Library Services

Despite the huge success recorded with the inttamuand use of web-
based library services by the library staff andrsisthere are still some
shortcomings associated with web-based libraryicesy The following
are the disadvantages related to web-based liseaxyces:

1.

search for information in a web-based environmesiegates a
massive flow of records, making it challenging iltef relevant
items. Access to information and library services sometimes
restricted. The system may request your usernameassword
to access the resources. In most cases, the retprestser
credentials may mean you have to subscribe to actes
contents. This leads to frustration on the parthef information
seeker.

to access a web-based library requires trainingcomputer
devices and how to operate these technologicalcdsvior
information searching. The library users have tdengo some
training. You must need internet connectivity befgrou can
access any web-based library services. Where yonotafford
to buy the data to connect to your technologicaliags, you
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cannot access the services although it is availaddause there is
no data.

3. also, there are times when you have the datahleut twill be an
internet connection problem. The network may bevstiue to
congestion or low bandwidth, making your accesth&service
very slow or unrealistic.

4. when there is no power supply or electricity to rgleayour
devices like your android phone, laptops, desktmpputers, and
other handheld computer devices, you cannot adtessveb-
based library services.

5. also, web base library services using email mag t@akonger
time for you to receive a response from the lilanauri

3.3 Channels to Use for Marketing of Web-based Liary
Services in the Libraries and Information Centres

Internet, according to Kotler and Armstrong (20%504), is “a vast of
computer networks that connect users of all typesoand the world
and to a vast “information repository”. Also, imet marketing is
applying the internet and other Information Comnoation
Technologies appliances with other traditional camioation methods
to achieve the objectives and purpose of marketngvities. The
internet's use in marketing activities has changled format of
information resources to be promoted to our libnasgs and to suit the
new trend. The following are the channels you aapley in marketing
library services to your old, new and intendeddiigrusers.
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1. The Use of Social Media/ Social Networking Sige
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https://encryptedtbn0.gstatic.com/images?g=tbn: ABQGhSN
U6prn00gs60OwlwQeGKKDMQhEogSG5N0OgVIBII6E90LQrv50Q
sQH9pi4J37c-TM4s&usqp=CAU

Social Networking Sites as channels for marketibgaty services and
resources allow users to create, connect, intezantribute, vote, access
and share information online. Social networkingesias web-based
services allow library users and librarians to fopnofiles within the
system and list all individuals or groups with wheoimey want to share
information. These social networking sites are \WApp, Skype,
LinkedIn, Myspace and Facebook. Social media platfohave helped
libraries to advertise different upcoming eventke liconferences,
workshops, orientation by uploading their videosYauTube, Flickr,
Facebook, 2 Friendster, Hi5, LinkedIn, blogs, Myspand Twitter.

a) Library Blog : you can use library blog to promote the library
services and resources available in the librarys You can do by
explaining each resource and service's meaningwdrad users
can use to meet their information needs. Also, ymst on the
library blog can help users solve or find answeos their
information needs.

b) Facebook the main aim of using Facebook in libraries is fo
advocacy. Libraries use Facebook to market tharybservices
and resources and publish announcements or disatmin
information to library users and information seaker
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Use of LinkedIn in marketing library services: libraries can
create an academic page and post content, vidadspraduct
offerings to reach millions of LinkedIn users. Ariary can create
a LinkedIn page as an extension of a library websitd link the
content. Also, other libraries can create Linkegiages with
similar content that contain links to your librawebsite with
information resources and services they offeriniggs can be
used in promoting inter-library cooperation amaoibgdries.

The use of the embedded librarians’ modelis another channel
for carrying advocacy in libraries. An embeddeddiman is a
librarian interested in the needs of one or a tasggment of
users with similar information needs having a deegerstanding
of their needs and working toward providing theomfation

resources and services needed by the target users.

Targeted e-mail: the library can promote the use of its resources

and services by sending an e-mail to those patndes will be
most interested in the service and resources. &®a librarian,
select the users’ information needs through readegaiest file
compiled in the library, subject interest and cigyof market
search on information needs and information behavad the
users that visit your library website.

Really Simple Syndication (RSS) Feedst is a web feed format
that is used in publishing updated news from websitlog
entries, news headlines, upcoming events to indaisl and
websites to get the content of the information. F88ds you the
time you could have used in searching for newsntwrimation
from multiple blogs. RSS Feeds is designed to sphablems
because it helps you organise all your subscribedurite sites
into a folder that you do not need to visit onecafihe other.
Libraries can use Really Simple Syndication (RS8ise to
provide updated news on the events happening ih Bakary
section to their library users using the individlibtary user’s
account. RSS Feeds can be used for advocacy idiktssy
through sharing information on upcoming eventshi@ libraries
to the public and library users. The library casoapass some
content or information on the library website tad&nts in their
Facebook and Twitter accounts.
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Copy this link:

https://www.youtube.com/watch?v=rbgdcréb yw..

To your web browser to watch how you can use th& R®ds
in sending information to your users.

5. Learning Management Systems (LMS):the use of Learning
Management System can promote web-based servicds an
resources available on the library web page. THS lprovides
links to library resources in courseware to help gonnect the
students to online resources and services therjilman provide
related to their course of study. An example isrybational
Open University of Nigeria Virtual Learning Envinment; there
iIs a page for E-library. This E-library providedirk to all the
information resources such as eBooks, Journals,Tiloer and
other electronic resources available for everydapithe course
you are learning. Through this means, the librargnarketing its
services to all the students based on their cafrsaidy.

6. Library Website: library website is an important channel for
marketing web-based library services to informatisers. Your
library needs to have a web presence to connect and
communicate with library users in this digital eflghe library
website links you to the online public access caia¢, which
lists all the library holdings. Library users anformed to search
library resources through online public accesslogtee (OPAC)
from anywhere and using Internet-connected deviegbout
visiting the traditional/physical library buildingfou can reserve
a book, suggest information resources to add to lithrary
through an online link email, or readers requestinfaisplayed
on the library web page to purchase such resowandsrenew
books borrowed online from the library. So the bityr website
gives users remote access to bibliographic details all
information resources in the library. Every othatime activity
of the library for the library users is marketedl ahsplayed on
the library website to see and access. So, tharjibwebpage is
the best instrument for online marketing.
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from Library Websites and Learning Management
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https://www.aou.org.bh/students/LRC/Pages/Online-
Databases.aspx

7. Placing of Ads for online promotion of library sernices
libraries can market their web-based library resesir and
services to the public or targeted users by plaéidg that will
appear between screen changes on an organisatibsiteye
mostly when a new page is loading. Using the Nalid@pen
University of Nigeria website, the library can NOWhbrary can
market the services and online public access a@ataldink by
adding Ads that will be appearing at any side efuker’s screen
when anybody wants to visit the university sitedivdual
student portal and NOUN e-courseware web pages.librey
Ads pop up while the homepage is loading or appsaadenly in
a new window in front of the web page you are vieyvio create
awareness of the existence of the library ancengices
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4.0 SUMMARY

You also learnt that the following are the channgd&l can use in
marketing these web-based services, use of socedian(Social
networking/ web 2.0) like YouTube, Flickr, Facebpdk Friendster,
Hi5, LinkedIn, blogs, Myspace, and Twitter. Als@uwcan use the target
email channel, Ask — A- Librarian, Embedded LibaariModel, RSS
Feeds, placing of Ads and library website. Alsestih channels can help
create awareness of the services provided in tvaryi and help you
chat and communicate with your library user onliddso, to aid in
research and study and make the library followrtee trend as stated
by Ranganathan’s fifth Law of library science thhtary is a growing
organ. You also learnt the advantages of usingwible-based library,
which include access to information and servicgsvdiere and anytime;
it saves the user's time and minimizes space fornmation storage and
setting accommodation for library users. The disalwges associated
with the web-based library services include that tise of web-based
library requires training on the part of the usang the library staff,
more information are generated at a time leadingptdusion, and there
are restrictions on the access to some of the wasbeblibrary services
you must register to have full access.

e 5.0. CONCLUSION

Despite the disadvantages of the web-based libgaryices, the total
aim of the library is to satisfy the informationeaaks of their users,
whether the library resources and services arelvasled or give to the
users in the traditional library setting. The libaas should ensure
guality in the information resources and servicewigled to the library
users bearing in mind Ranganathan’s five laws lwfahy science. The
right channel should be employed to ensure thalilthary users get the
desired information at the right time to satisfgitiinformation needs.

Self —Assessment Exercise (SAE)

Mention various channels used for the marketingel-based services
in libraries and information centres.

6.0 TUTOR-MARKED ASSIGNMENT

1. Explain five advantages of using web-based libsgnywices

2. Discuss three disadvantages associated with thefwseb-based
library services.

3. Discuss the various channels used for the markefimgeb-based

services in libraries and information centres.
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MODULE 5 CONCEPT OF PUBLIC RELATIONS AND
MARKETING INFORMATION SERVICES
AND RESOURCES

This module will discuss the meaning of public tielas and the public
relations in the libraries how you can use pul#iations tools to attract
users to the library. The public relations skilsuyneed to acquire as a
librarian to serve your users effectively. Alsouywill study the roles
public relations can play in the marketing of imf@tion resources and
services. Above all, you will learn the benefitslgroblems associated
with the marketing of Information Services and Reses in Libraries
and Information Centre

Unit 1 Concept of Public Relations and Public Relss in
Libraries

Unit 2 Public Relations in Library and Public Redas Skills
Required by Librarians

Unit 3 Role of Public Relations in Marketing ofdnmation
Services

Units 4 Benefits and Problems associated with Ntagketing of

Information Services and Resources in Libraries$ a
Information Centre

UNIT 1 CONCEPT OF PUBLIC RELATIONS AND
PUBLIC RELATION IN LIBRARIES

CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1  Concept of Public Relations
3.2 Concept of Public Relations in Libraries
3.3 The Importance of Public Relations
4.0 Summary
5.0 Conclusion
6.0  Tutor- Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

In the previous units, you learnt marketing of dityr services, web-
based library services and the channels employatieénmarketing of
web-based library services. The channels inclusbeibl media (social
networking/web 2.0) such as YouTube, Flickr, FacdhoLinkedIn,
blogs, Myspace and Twitter, target email channak A A- Librarian,
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Embedded Librarian Model, RSS Feeds, placing of Add library
website. Also, these channels are used to creaesaess of the library
resources and services to information seekers aa.uBut who offers
these services and to whom? Is there any relatiprisétween these
people who provide the services and the peoplesdingices are being
provided for? Can the relationship between the thasses of these
individuals promote or market the library servieesl resources to other
people in the community? Your answers will introelyou to the topic
of this unit, ‘Concept of Public Relations and Public Relations in
Libraries.”

2.0 OBJECTIVES
By the end of this unit, you should be able to:

define the term public relations

know the types of public relations

explain the importance of public relations in agaoisation
discuss public relations in libraries.

3.0 MAIN CONTENT
3.1 Concept of Public Relations

Publics can be defined as groups of individualp@&ople who have a
common interest; the organisational goals or objest may impact

goals in an organisation or. Some examples of tiidiqp are general

public library users, library staff, customers, gligrs, shareholders, and
politicians, members of professional bodies, emgésy financial

institutions and educational institutions

According to Ntoka in Ojohwoh (2015:74), Publicaibn “involves the
promotion of rapport and goodwill between a persom or institution,

special public or the community at large througk thistribution of
interpretative materials and the assessment ofiquéaction”. Also,

The International Public Relation Association in eR&, Lucky,

Oghenetega & Ugulu(2014:8) declares that: “Pubktation is the
management function of a continuing and plannedagier, through
which public and private organisations and instons seek to win and
retain the understanding, sympathy and supportho$d with whom
they are or may be concerned about evaluating pudginion about
themselves to correlate, as far as possible, thaicies and general
information, more productive cooperation and mdfiient fulfilment

of their common interests.
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Rastog(2016:2) defined Public relations as a “varietypobgrammes
designed to promote and protect a company’s imags products, and
it is usually unsponsored and unpaid”. Also, putyliés referred to as
generating news about an organisation, its proadugterson by a third-
party sourceRastogi,2016).

Above all, the International Public Relation Assdmn (2021) defined
public relations as a decision-making managemeattize tasked with
building relationships and interests between omgiuns and their
publics based on delivering information throughsted and ethical
communication methods. According to the IPRA (202fg definition
aims to explain the what, the why and the how. Wh&R? Why do we
do it? And how do we do it?

1. WHAT : public relations is a decision-making management
practice.

2. WHY: it is concerned with the building of interest and
relationship between the organisation and their ligsib
(customers or users)

3. HOW: based on the delivery of information (information o
products and services).

3.2 The Importance of Public Relations

Public relation is an important tool is for pronmgfi an exemplary
environment in an organisation. It helps build agolong-lasting

reputation for individuals and the organisatiommfiand company,
whether the company is a profit or a non-profit pamy. Public

relations are concerned with the promotion of g@minmunication

relationships aimed at associating or interactingll wvith people,

person, in an organisation or institutions or aegivcommunity to

develop a good understanding, peacefully atmosphemaage issues to
achieve the objectives or mission of the orgaresabr institutions.

Public relation refers to people’s attitudes, opns, beliefs, interests,
and behaviour in a given or desired direction,egifositive or negative.
Public relations in any organisation refer to bimi¢da reputation among
the organisation, its personnel, and its custontublic relations in any
organisation depend on what you do in an orgaoisativhat you say
and what others say about you. The three resulkslgtermine the type
of reputation or relationships between the orgdimsaand their

customers. Public relations aim to earn understgndinfluence

opinion, behaviour, and support groups of people.

Public relations help management in evaluating iputgbinion towards
their services and products. Also, customers etalilee management of
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any organisation through the staff conduct, whiclynbe positive or
negative.

It also helps the staff of any organisation to aertdand shape their
attitudes. Check their choice of words when commaitimng to follow
staff and relating with customers. The behaviour st&ff in an
organisation is a powerful tool for creating adwwcand marketing of
the organisation services, products and for theiesement of
organisation goals.

3.3 Types of Public Relations
The following are various types of public relations

1. Financial public relations/ investor relations: this refers to the
type of relationship that exists between your fiemd other
investors, interest groups and other organisatibfie in the
library, what is the relationship existing betwegur library and
other libraries. Is there library cooperation? Douyshare
resources and services? Can other investors aariisr have
confidence in doing business with your library, elijoint
acquisitions and staff training? The public relasoof any
organisation influence the extent to which otherestors will
invest their money with them.

2. Crisis management relations this involves settling or
preventing, and solving the problems or eventsbatd destroy
the image of the organisation or firm. The best waynanage a
crisis is to anticipate the issues the firm or oigation may
encounter that will affect the building of good R& the firm.
This will help your company or firm maintain a googputation
over time and avoid the behaviour of individualgffsof the
company or corporation that might harm others. Thmpany
should endeavour to have an ethical code to gugdest lousy
PR. There should always be disaster preparednassarfg
company, such as handling fire outbreaks, chenspals, and
even fighting among staff.

3. Community relations: this type of public relation deals with
how an organisation or firm cooperates with comresiwhere
it is situated. The firm tries to maintain goodatenships with
the communities by organizing and establishing beiaé
projects to support the well-being of the commuasitiwhile
marketing and selling their products and services.
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4. Government relations: this is the public relations between an
organisation or firm and the government agenciedd an
departments. This is aimed at letting the publiovkrthe affairs
of the organisation and their interest to ensum the firm's
interest is considered or recognized when taking pelicies or
regulations. In other words, it is an act of lobloyganisation
associate with government agencies to protect thegrest
during policymaking.

5. Media relations: it is all about dealing with press releases., such
as organizing a conference, seminar and interviews.

6. Employee relations this involves the internal communication
existing among the staff and the management obthanisation.
When the internal communications in an organisagi@cordial,
it helps build a strong identity, unity, and undensling among
the staff, which help the organisation in achievitsgobjectives
and aims. Good public relations among employersesmployees
promote job efficiency, increased productivity angb
satisfaction among employees. Also, staff are motibbout new
policies and changes in the organisation on time.

7. Market communication relations: this refers to all marketing
activities aimed at creating awareness to custormersew and
existing products for their patronage or relatiorneve the
organisation users marketing strategy to persuadsuners to
patronize their products. These activities are thasesupporting
advocacy, creating brand awareness and positighmgroducts
and services to beat or survive in the competitimarket
environment.

8. Corporate public relations: this is a new area that is
gradually evolving now. Some celebrities or infltiahpeople in
society are associated with a brand or produceice as part
of their lifestyles. Then consumers are encourageunulate or
persuaded to copy their lifestyle through patramgzihe services
and the products. Such adverts are placed on biittso
magazines, and newspapers and online.

4.0. SUMMARY

In this unit, you have learnt the concept of pubktations, which is
referred to as the promotion of rapport, good comication pattern and
goodwill between a person, firm or institution, siaé public, or the
community at large which seek to win and retain timelerstanding,

109



LIS316ADVOCACY & MARKETING OF LIBRARY & INFORMATION SERVICES

sympathy, and support of those with whom they awmvisg. This
involves evaluating public opinion about the orgation on how they
render their products, services and implement tlpeiicies to the
public. So public relations help management in @athg public
opinion towards their services and products. Atsgtomers assess the
management of any organisation through the staffigot, which may
be positive or negative. Types of public relati@s financial public
relation/ investors relations which refers to tipet of relationship that
Is existing between your firm and other investonserest groups and
other organisations; crisis management relationgolve settling,
preventing and solving the problems or events toatid destroy the
image of the organisation or firm and communityatieins which deals
with the ways an organisation or firm cooperatethwiommunities
where it is situated. Also, government relationgste)between an
organisation or firm and the government agenciesdapartments. The
media relations deal with press releases, infoonatirom the
organisation, companies and firms. Such are organia conference,
seminar, and interviews while employee relationslve the internal
communication between the staff and the organisatimanagement.

5.0. CONCLUSION

Public relations have become an essential tool dtuadizing the
marketing process and goals. The use and develdaprhgood public
relations in any organisation are very vital foe successful growth of
the organisation. The manager of any firm needsidemtify the
different types of public relations for effectiverictioning and mutual
understanding among the staff and their custonidisse are the media
relations that will help you write press releasesnferences, draw
audience or consumers to your products and senAdss, know how
to build and maintain community relationships talerstand how the
community reacts to your product and services; kadge of conflict
management is also needed for crisis managem@nomoote employee
relations.

Self — Assessment Exercise (SAE)

As a librarian how can you apply public relationserving your library
users?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term public relations?
2. Explain the importance of public relations?
3 Discuss the various types of public relations?
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1.0 INTRODUCTION

In the previous unit, according to International bRu Relation
Association (2021), public relations involves deamsmaking
management practice tasked with building relatigpshand interests
between organisations and their publics based @n délivery of
information through trusted and ethical communaatnethods. Public
relations is aimed at creating a reputation amdegorganisation, their
personnel, and their customers. Public relationany organisation is
centred on what you do in an organisation, whatsauand what others
say about you. The three results will determinetyipe of reputation or
relationships between an organisation and theboowsrs. How can you
relate the concept of public relations in the IigPaHow can the library
build its reputation among the library staff ancde thbrary? Your
answers will introduce you to the topic we havethis unit which is
“Public Relations in Library and Public Relation Skils Required by
Librarians.”

2.0 OBJECTIVES

By the end of this unit, you should be able to:

o explain the concept of public relations in librarie

) enumerate and explain the public relations skilguired by
librarians for library advocacy

o discuss the importance of librarian public relasioskills in

serving library users.
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3.0 MAIN CONTENT
3.1 Concept of Public Relation in Libraries

Public relations in the library is a process by ethiibrary management
ensures a hospitable environment in the library rbgintaining

understanding and positive behaviour among tharybstaff and their
various users or patrons to achieve the librarylsg@nd mission.
Ojohwoh (2015) defined public relations as theestat mind and an
attitude of librarians and library staff toward ang who comes in
contact with the library to read or make inquiri€ming in contact
with the library may be coming to the traditionddr&ry or asking for
help or information from the library online. How yaespond to users'
gueries determines what the users say about youyaund services,
whether written or verbally communicated.

Good public relations in the libraries will helpethibrarians establish
and maintain mutual communication channels, undedshg,
acceptance, and cooperation between libraries lagid communities.
Public relations in the library will help the libgamanagement solve
staff and users’ problems and inform the informatisers on changes
and services in the library operations. Public trehain the library
emphasises the responsibility of library managemgntserve the
readers/ users interest, adapt to new trends wingethe library users,
and communicate with users using in a friendly neannot being rude
to them.

The knowledge of public relations acquired by theearian and other
library staff will help them conduct themselves Mlwhile relating and

communicating with each other and the library uséise attitude

library personnel exhibit to library users and tass who patronize the
library resources and services will help determiosv the library is

achieving its social objections and the library siaa. Next time, your
interaction with library customers should be cdrdhad friendly to

welcome them back to your services and resouraese @ou respond to
your customers rudely, you are killing your imageur library image,

your profession and invariably driving the libransers out of the
library. This is because no customer will like ® ibsulted. An adage
says that “Customers are always right and shoulttdsged like kings
and queens.”

Public relations in libraries are noticed in thbrdiry services, which
library staff render directly to the public who atiee library users.
These library users come to the library to seelormétion for
recreation, research and other academic purposess$eek lending
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services, library tours, abstracting, indexing,eSgVve Dissemination of
Information (SDI), library week, reprographic sems, referral services,
and other reference services. Through these aefyitthe library

interacts and impacts the lives of the users. Thwide of the library

staff influences people’s opinion or attitude oé fibrary users towards
the library.

When library public relations between users andhfyp staff in a library
are cordial, it creates confidence for the libreggources and services
provided for the users. This will help the libraugers appreciate the
library management's efforts in satisfying theiformation needs and
their willingness in assisting them to search foe information they
need.

To evaluate the public relations in libraries, Hard/ (2008) suggested
the following yardstick for evaluating public ratats effectiveness in
libraries;

1. Staffing arrangement this includes the educational level of
staff, staff temperament (emotional stability ofe thstaff),
assignment of duties, enumeration of staff, andbarmof staff.

2. Building arrangement: arrangement of the library into sections
based on the services and resources each sectised)eating
accommodation, toilet facilities and offices foaf§ietc.

3. Bibliographic arrangement: it details good classification and
cataloguing of the resources and proper positionnfigthe
resources and services for easy access and rétreuaers.

4. Social and educational characteristics of readerdhe readers'
social and educational characteristics help chagsmtir users and
their information needs. Also, it helps to a greadatent in
managing their behavioural attitudes.

3.2 Public Relation Skills Required by Librarians for
Library Advocacy

The public relations skills you should acquire dibgarian to help you
effectively organise library advocacy include:

1. Listening skills: to be an excellent librarian who attends to users
queries or questions, you should be a good listehleey are
paying attention patiently to library users whemnethey make
complaints or request assistance from the libfaay. attentively
to them when they are speaking. Allow the userayp @ut his
request; do not put words into the user’s mouthowithe user
to say out their mind. Always be a good listener.
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2. Good writing skills: as a librarian, you need to acquire good
writing skills, which is one of the public relati®skills you need
to communicate the information resources and sesvavailable
to the library users. As a librarian, you shouldcbestructive in
writing memos, messages/information that will appea the
library posters, brochures and other documents usethe
library. Good choice of words is vital in buildingnd
maintaining good public relations in a library elmviment.

3. Public speaking and oral communications skills as a
librarian, you should possess the skill of publeaking. This
refers to your ability to communicate with the &by staff and
library users effectively. Knowing the right choioé words to
use when communicating with your superiors, sulmateis in
the library setting and the library users promoteod
relationships among these groups.

4. Problem-solving and analytical skills: the acquisition of
problem-solving and analytical skills will help #&rlarian to
evaluate situations in the library, get prepared dnoticipated
risks in the library environment like disasterslifire outbreaks,
floods, stealing of information resources and donfamong
staff and library users. You should devise metHfodsnanaging
such anticipated problems coming from library usdisrary
staff, and environmental issues before they stéuis is referred
to as developing critical thinking towards disastenagement
in the library.

5. Strong work ethic and take initiative: public relations
officers/practitioner should know their responsibibind that of
other staff and what is expected of every staffido He should
be a leader and possess the team spirit to wolkatliter staff to
achieve organisational goals.

6. Research and planning skills:acquisition of technical skills
needed for planning and carrying out research ¢seasingly
showing up in institutions and company jobs andughbecome
required skills in public relations.

7. Interpersonal skills: this refers to thebehaviours a person
exhibits or uses to interact or socialize with oghét means the
ability of an employee to work well with others ian
organisation. Interpersonal skills you need to orixnteract well
in society include being an active listener in cammation,
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dependability, collaboration with others (teamwoddaptability,
leadership skills and patience.

8. Computer skills: acquisition of computer skills needed to access
and disseminate information among the customers)paay,
and communities. Acquisition of computer skills Isws the use
of the internet in information searching, email oimhation
sharing, Microsoft word for typing and editing dooents, and
excel sheets for inputting data and calculations.

9. Budgeting skills the librarian should be knowledgeable on the
basic methods of managing the library fuBddgeting
skills involve decision making about the allocatioh library
funds in various units and the needs of the libtegrs based on
the library’'s goals so that expenditures do noteexc the
income. The librarian should possess the skillsleddor budget
preparation, financial analysis of the library exgitures, and a
plan to forecast the library's financial involverhanthe future.

40 SUMMARY

In this unit, you have learnt that public relatiansthe library are the
state of mind and the attitude/behaviour of litaas and library staff
towards themselves and anyone who comes in contticthe library to
read or make inquiries. Coming in contact with theary involves
asking for help or information online and visitingthe
physical/traditional library. How you respond tets queries determine
what the users say about you and the services yovide, whether
written or verbally communicated. Also, you leatimat public relations
effectiveness in the library could be evaluated amg@roved upon
through checking staff arrangements such as thgresent of duties,
staff remunerations, building, a bibliographic agament that involves
the organisation and proper positioning of rescaremd services.
Furthermore, readers' social and educational cterstics should be
considered when classifying users and their infélonaneeds. As a
librarian, the public relations skills you shouldqgaire to help you
effectively organise library advocacy include Iistey, writing,
budgeting, interpersonal, computer skills, publmeaking, problem-
solving, and analytical skills.

5.0 CONCLUSION

The acquisition of public relations skills will fgelibrarians to improve
the interpersonal relationship, communication attitudes of librarians
to other staff and library users. When the atmosplie the library is
peaceful, both the library staff and the librarngensswill appreciate the
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presence of each well, which will help the libraghieve its objectives.
The library's objectives are to provide informatioesources and
services to satisfy the user's information needgrtJcome to the library
to seek information for recreation, research anterotacademic
purposes. Users seek lending services, librarystoalstracting, and
indexing, selective dissemination of informatiorD(g library week,
reprographic services, referral services, and atbference services. So
the librarians need to acquire public relationdlsko serve these users
satisfactorily.

6.0 TUTOR-MARKED ASSIGNMENT

1. Explain the term public relations in libraries?

2. Identify the public relations skills a librarianahd possess?

3 Discuss five public relations skills required byrarians for
library advocacy.
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1.0 INTRODUCTION

In the previous units, you have learnt about théndien of public

relations, which is the promotion of rapport, goodmmunication
patterns and goodwill between persons in an orgHars or a given
community. How each member relates with one angpthehavioural
attitudes existing between employer, employee drar tcustomers.
Public Relations is seen in people’s attitude, neammh speech, ability to
accommodate and forbear another. You also leaheedublic relations
skills a librarian must acquire to help them maitket library resources
and services, including listening, writing, budggti interpersonal,
computer skills, public speaking, problem-solviagd analytical skills.
How can these skills help the library in the margtof library

resources and services? This will introduce youthe topic of

discussion in this unit which saysRéles of Public Relations in
Marketing of Information Resources and services.”

2.0 OBJECTIVES

By the end of the unit, should be able to

o state the role of public relations in the marketofignformation
services and resources in libraries

o discuss the roles of public relations in the mankgtof
information services and resources in libraries

o outline and explain the public relations tools rexedor the

marketing of information services programs in ibedlries.
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3.0

3.1

MAIN CONTENT

The Role of Public Relations in Marketing of
Information Services.

Public relations are part and parcel of librariexduse they build a
strong relationship between users and the libraayf and promote
library resources and services. Public relationtp hbe library in
marketing information resources and services. Aasgadsays that if we
have satisfied, you help us inform or tell other&ood public relations
assist library staff in serving the users bettarsisPublic relations play
vital roles in the marketing of library resourcemsl aervices through the
following functions:

1.

120

good public relations between the library and tleenmunity
where the library is situated helps speed up theary’s
development. The community attends the library motw like
library week, library tours, and the community teg the library
management whenever there are events in the cortynuni
Through this means, the library can promote itoueses and
services rendered in the library to the public. sThvill be
possible only when there is good PR between tharifband the
community.

public relations will help the librarians to cregtesitive images
of the libraries to users and the general publitsoAhelp in

promoting the available library resources, prograansl services.
Strong relations between the library users and gemant of the
libraries can be seen as suitable promotional dsvibat will

have a strong lasting effect on users, as this dvdlw readers
always to the resources and services offered bijittaey.

the knowledge and application of good public relagi will make
library management aware of the public opinion ahdpe staff
conducts in coping with problems relating to theergs
information needs. This is because public relatisnaimed at
introducing the users to the products they desheough
marketing

marketing involves creating values for customers devising a
means of building strong relations between the misgdion and
the consumers to utilise the organisational pralaod services.
In the libraries, librarians' public relations $kiwill help build

solid connections and instil the attitude of sgtisj user’s

information needs.
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3.2

marketing of library resources and services aimscteate
awareness on the products to increase patronagethey
information seekers. A good public relation witle fibrary users
will help the library management research to finé information
needs of their users because the users will be tpesharing
their needs and wants when treated as queens ags-kletting

them know that you are there to serve them. Whesirate
information resources are available, selected wsd#lrsurely use
them in a friendlier environment than in an envimamt full of

crisis and neglect.

PR skills in crisis management will help the libaar know how
to handle a potentially harmful or worsening simatin the
library without panicking. This is because the ditban had
acquired the skills of preparing and forecasting fhsaster
management before it happened.

“It's not how hard you get injured, but how fastuyget up and
deal with it". When the library staff are happy timeir working

environment, they bring out new initiatives and dh®ut any
behaviour that may affect their image. When theahyp staff are
anywhere, they will say good things about the hpraverbal

communication is vital for marketing library resoes and
services. Also, they will dismiss and fight any atge

comments on the library outside their workplacedbse they are
the eyes and ears of the library.

timing is among the public relations skills a libeam should

possess. The librarian should provide relevant andurate
information resources and services to users whey ieed such
information. The Law of library science emphasinassave the
time of the user.

Public Relations Tools for the Marketing of hformation
Services in the Libraries

The following are the tools a librarian can use pimmote public
relations programs in the library:

1.
2.
3.

message/ information
users targeting
media marketing
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4.0

Message/ information: in messaging, they should create
consistent information in library services and reses available
to users. This will help the users determine thealy services
the libraries provide to their users to create asient story
around a product, person, company, or service.iiftoemation
on library services and available information resea will help
spur the users to decide when to use the librarg.library users
should be aware of these library services througious
channels like OPAC, social networking tools, ligraebsites,
brochures, posters and giveaways etc.

Users targeting: a fundamental technique of public relations in
the libraries is the target users and tailoringrnfation resources
and services to appeal to them. This is becausentéeests and
the information needs of library users vary in eshiand format.
Some users prefer information in books, others fjoornals,
some prefer printed form, and others are electroesources.
Several complementary information resources andcss must
be provided to maintain good public relations beméhe library
and its users.

Media marketing: this involves using various channels in
conveying information/messages to library users. disle
marketing includes the use of electronic marketmigpraries. E-
marketing uses internet tools and web technologesh as
search engines, web pages, and other computer edevc
promote goods and services. Web 2.0 and Web 3.iehwtave
presented Online social media platforms such as t$¥pp,
Twitter, Telegram, Facebook and Linkedin, have é&hb
libraries to get their messages directly and fasgheir users. The
library can use other forms of media are libranpsites, bulletin
boards, posters, brochures, library orientationwspapers,
television programs, radio stations, and magazivébatever
channel you decide to use to communicate to tharljbusers,
you should make sure that accurate, relevant anderdu
information is what is sent to the library useratwid confusion
and doubts in the mind of the users

CONCLUSION

In this unit, we discussed the roles public reladiglay in marketing
library resources and services. These include spgag of library’s
development through programmes like library wedkaly tours, and
the community invites the library management whenethere are
events in the community to showcase library actisitPublic relations
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help create positive images of the libraries torsissnd the general
public when users are treated friendly, and thdorimation needs to be
met. This can be an excellent promotional devica thill create a
strong, lasting effect on users, as this will dnaaders always to the
resources and services offered by the library. Ademd public relations
will make library management aware of public opmi@&nd shape staff
conduct in coping with problems relating to the rasenformation
needs. Excellent public relations between librasgra and library staff
will help librarians conduct marketing researchtbeir various users /
intended users to find out their information ne€elsis is because the
users will be open to sharing their needs and waihisn treated as
gueens and kings. We also examined the publicioakatools for the
marketing of information resources and servicess€hare the use of
consistent and clear message/information which rino users on
available resources and services, identifying theget users and
tailoring information resources and services thpgieal to their interest
or subject area. Media marketing as a tool desstibe type of media in
marketing library resources and services. Such an¢dols are the
electronic media, e.g. television, websites, Whp{sA Twitter,
Telegram, Facebook and LinkedIn. Other media taoés newspapers,
bulletin boards, posters, brochures, library oagoh, and magazines.
Whatever channel you decide to use in communicdinthe library
users, you must make sure that accurate, relevadt @urrent
information is sent out to avoid confusion and deub the mind of the
users.

4.0 SUMMARY

Public relations help a lot in carrying out advocaactivities in the

library and information centres. The good memomams in the user's
mind whenever the library user is satisfied anateé friendly by the
library staff. Whenever that particular user negdermation to solve

problems, the library will be the first place tonoe into the user’'s mind.
The user finds access to library resources andicesnthrough the
library website or visits the traditional librar$go public relations in
libraries will help the library build a strong tietween the information
resources and services provided in the library #rel library user.

Through this means, the library is marketing infation resources and
services available in their collections. Attempe thuestions below to
test your level of understanding of the unit’s topi
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Self — Assessment Exercise (SAE)

What are the public relations tools you need teaively market library
resources and services to intended library users?

6.
1.
2.

3.

0 TUTOR-MARKED ASSIGNMENT

List six roles of public relations in the marketiofjinformation
services and resources in libraries.

Discuss the five roles of public relations in tharketing of
information services and resources in libraries.

Explain three public relations tools needed fer tiarketing of
information services programs in libraries
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1.0 INTRODUCTION

In the previous modules and units, we looked at thacept of
marketing, the need to market library resources serdices to library
users. These include creating awareness of tharyibnesources and
services available for users, promoting the librand library staff's
image, and increasing patronage and access tanafmm resources and
services. The question is, why should the librambark on such
activity of marketing library resources and sersitéAre the benefits
and problems associated with the marketing of tbr@sources and
services to users? You will lead you to the togithess unit, ‘Benefits
and Problems associated with the Marketing of Infomation
Services in Libraries and Information Centres.”

2.0 OBJECTIVES

By the end of this unit, you should be able to:

o mention the benefits of marketing information seegiin library
and information centres

o discuss the benefits of marketing information sesiin library
and information centres

o outline and discuss some of the problems assoomtadhe
marketing information services in the library antbrmation
centres.
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3.0 MAIN CONTENT

3.1 Benefits of Marketing Information Services inLibrary and
Information Centres

Marketing library resources and services in lilearand information
centres create awareness or transmit information awmailable

information resources and services to informatieekers to achieve
customer satisfaction. Marketing involves promotiig activities of

libraries and librarians, publicizing their rescescand services to
convince information seekers of the value and elee of the libraries
in information provision:

1. marketing of information resources and serviceslrgrians will
enable the library to reach out to more potentisérs and
maintain existing clientele. Marketing activitieselp in
encouraging and promoting the use of library resesirand

services.

2. marketing library services to the public help olueating them
on the activities of the library and the work difrlrians.

3. by marketing information resources and servicethalibraries,

existing and potential users are exposed to thraryils services
such as orientation, user education, referencealereaervices,
referral services, bindery and reprographic sesvice

4, marketing of library resources and services helgitect the
users where to seek information and where to askgsistance
from the library, the staff that can help or attéadheir queries.

5. e-marketing has promoted user empowerment for asec
access to library services and resources by crpatirareness on
the extension of library opening hours, email sEsj online
reference services, library tours, library orielmtatprogrammes
and other library websites.

6. the need to take library resources and servicdbddaculties,
staff, students and other users makes it imperdtivdibrarians
to acquire necessary marketing skills. This wiltilitate better
service and nudge the library to thrive in the fat&nowledge
explosion and new trends in the application of tebbgy in
information service delivery.

7. marketing library resources and services has Heipe libraries
showcase their services to information users, ngakiem more
relevant in the increasingly competitive field affarmation
provision.

8. marketing of library resources and services hasledausers of
information products and library services to kndwe tavailable
information resources and services in the librarytheut
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10.

requiring them to physically travel to the libraly access the
library catalogue physically. The holdings of thierdry can be
marketed through the Online Public Access Cataloglu¢he

library. Library users can access information reses and
services unaffected by the geographical limits lné tmarket
location through E-Marketing.

e-marketing also has enabled librarians (marketereave easy
access to the profile of the library user, theireferred

information resources and services. This infornmatrall help

the librarian track the information needs of tHadry clientele,
which will aid in information acquisition and prewn of

personalised library services to users to ensuréectBe

dissemination of information services in the lilyrar

the direct interactions between the librarian aiwlaty users
through e-marketing have enabled librarians to dpee the
information delivery to users, track users' regaieahd respond
timely for better satisfaction.

3.2. The Problems of Marketing Information
Services in Library and Information centres

The biggest challenge the librarians encountendirig out the library
users may need, their information-seeking behayi@gcess issues,
understanding the unique nature of every infornmatieser, and
segmentation of the information users into the dangarket. In the
marketing of library resources and services inalites and information
centres, librarians are faced with a myriad of fepis discussed below:

1.
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Information packaging and repackaging marketing library
resources and services to information users regjtheelibrarian's
knowledge of how to package and repackage sonteeddrvices
provided in the library and information centresnake these
resources and services marketable.

Inadequate funding of libraries and information certres: the
poor economic situation of many countries has &fécthe
funding of education, which has transcended thedifg of
libraries in higher institutions of learning, publibraries, school
libraries, and even special libraries. No mattew haell a
librarian is marketing strategies and planning,ry&fiorts will be
frustrated and fruitless in the marketing proceghout proper
funding. Even some libraries do not map funds er marketing
of library resources and services. Some libraribeeve that
anyone who needs information must come to therljbra seek
information, not knowing that the library faces argmpetitors in
the information resources and services. So thearlbrand
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information centres should market their resoureces services to
maintain their relevance and existence in the mindformation
seekers.

3. Poor public relations: this is another factor that affects the
marketing of library resources and services; evhanwou draw
these users to the library resources and servicesattitudes of
some library staff drive these away from the ligreé8ome of the
librarians and library staff make the library emviment
unfriendly and hostile to users. Some staff areilling to help
users in information searching and retrieval. Masgrs leave the
library unsatisfied, thereby affecting the markgtiprocess and
the objectives of marketing library resources aamlises.

4. Lack of marketing plans and policies:is a major challenge in
marketing library resources and services to ustwsie libraries
embark on marketing activities without defined p@s and
strategies for doing what, how and when to cariytio@ process.
Some do not even have a marketing committee andatiag
plan before embarking on the marketing process.

5. Lack of staff trained in marketing techniques some libraries
lack personnel knowledgeable in marketing prin@pland
practices. Some librarians do not have marketignitrg. In
some libraries, people who read computers are gra@lto help
in marketing library resources and services onbereause they
are experts in computer science, forgetting thatryewdiscipline
has its jargon or terminologies.

6. Resistance to change byhe poor attitude of librarians and
library staff : some librarians and library staff are resistamic
they see the marketing of library resources andic=s as a
waste of funds and time. Some even see it as adoting load on
the workload of the librarians and other librargftEngage in
marketing activities adds to the problems. So @r@ynot willing
to engage the marketing activities. But they forthat the library
Is a growing organ should that changes are indetabhey
believe that anyone who needs information must caskeng for
help from them and use library collections.

7. Poor attitude of library users: some users have negatively
impacted the library and its services. They belithat they can
get any information they need from cybercafé aredthe internet
without using library resources and services. Llibars and
library staff often put forth great effort to mallerary users and
community members aware of all information resosiread
services available for them. It is one thing togdeahorse to the
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river, but it is another thing to force the houseltink the water.
Although you can create awareness of the informatgsources
and services provided, access and use is lefhiinformation
seekers to satisfy their information needs.

8. Lack of market research: some libraries do not carry out
marketing research to find out the information reeed their
users and where they can find their users befareiging these
information resources and services. This affectsrkatimg
strategies because when marketing research doe® ngou will
be assuring your users through guessing, sometinissading.
This is why you come to a library and find bookatthsers have
not used for the past 20 years. The informatiopuees are just
there occupying the library shelves. This is notime with the
laws of library science, which states “books aneuse”; “Every
reader his/her book”, “Every book its reader,” “8ahe time of
the reader” as stated by Ranganathan in 1931.

9. Establishing your brand name among many competitors
online: many firms online showcasing similar products and
services to information seekers. Many informatieek®rs now
prefer to search engines like google, yahoo.coik, @sm and
Yippy.Com to search for information instead of wgg library
websites and another information database. So ikdie need
for your library to establish a brand name thal W unique to
identify their resources and services in the mifitheir new and
old customers. Every library needs to create avem®mon their
brand name to stand or register in the target ntiarkeind to
draw the users to their resources and services iShdone to
differentiate your services from other similar puots and
services. To remedy this challenge by developingigue item
or using Unique Selling Point or Unique Selling Busition
(USP) to make your products and services standettér than
any other similar or the same product/services@narket. You
can achieve the USP in your library by finding gour users'
information needs, what they are looking for in artigular
resource, and why they refer the information resesirand
services to others.

Also, you can ask your library users how you camriowe on your
services to them. You may be surprised at the aissweu will be
getting from your customers. This will help you itaprove on your
products and services. It will also help you bujitslir promotional or
advocacy activities to draw users to the librarybsiee and the
traditional library. The focus is to conduct markesearch on users'
information needs and identify the type of librazlfentele you are
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designed to serve. And repeat the study at intert@ldetermine the
level of satisfaction of the users. This will seasan evaluation of the
available library collection and services.

10. Targeting the right audience it takes a lot of money and time to
conduct market research to identify the target eiafkom the
group of market segments because the number oflg@esmg
the internet is increasing daily. Hence, all ofithaformation
needs to keep on changing. To target the seleatstbroers to
market your information resources and services besomes a
difficult task for the librarians. You can remedyst by finding
out the general demographic of your users, disctwar online
behaviour and their information searching needss Whll help
predict their interest, where you reach out to tlzem the type of
information and services they will like.

4.0 CONCLUSION

Marketing of library resources and services indies and information
centres creates awareness or transmits informaton available
information resources and services to informatieekers to achieve
customer satisfaction. As discussed in this urie tbenefits of
marketing library resources and services are thatrlans' marketing of
information resources and services will enablélitirary to reach out to
more potential users and educate communities ohbitagy's activities.
Expose users to the library's services such asatatien, user education,
reference/ reader services, referral services,epyndnd reprographic
services. Also, it directs the users where to sefgkmation and where
to ask for assistance from the library, the stadft ttan help or attend to
their queries. Marketing library resources and ises/has enabled users
to access the library's available information resesi and services
without physically visiting the library to acceseetlibrary catalogue. E-
marketing also has allowed librarians (marketevd)ave easy access to
the profile of the library user, their preferredomnmation resources and
services. Some of the problems associated with niaeketing of
information resources and services in library arfdrmation centres as
inadequate funding, poor public relation, lack adrketing policies and
plans, resistance to change by the poor attituddm@rians and library
staff, lack of staff trained in marketing technigudack of market
research and targeting the right audience.

5.0 SUMMARY
Marketing library services is vital in informatiomanagement and
dissemination. It encourages interactive and goadtionships with

library users and library staff. Marketing of infieation resources and
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services in libraries and information centres aisreate awareness on
the available library, resources and services dcegse accessibility and
usage of such resources and services by existird) @otential
information users. Effective marketing of Libragsources and services
promotes public relation, better users understandimd add values to
services provided to users. Also, effective markggnsures easy access
to library and information resources and servidé® librarians should
master the new trend in marketing processes anelagndr to conduct
marketing research to determine target users fequate services and
information resources to existing and intendedalipusers.

Self- Assessment Exercise (SAE)
Are the benefits and problems associated with theketing of library
resources and services to users?

6.0 TUTOR-MARKED ASSIGNMENT

1. What are the benefits of marketing information g®% in
libraries and information centres?

2. Outline and discuss some of the problems assoacmtadhe
marketing Information Services in library and inf@tion
centres?
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