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COURSE GUIDE

Welcome tdL 1S 316: Advocacy & Marketing Library & Information
Services

INTRODUCTION

LIS 316: Advocacy& Marketing Library & Information Servicas a

course of two credit units that will last for orengester. It is an elective
course for all undergraduates in the DepartmentLibfrary and

Information Science. It is also suitable for anyaie wishes to acquire
the basic skills to create awareness of the seyvemed resources
available for users in the library and informatioentres. The course
examines the concept of marketing in general afanmation services
marketing in particular, the importance of inforioat services

marketing, environment and analysis of informatisarvices and
marketing (internal and external environment); neéirlg services in
libraries and information centres, marketing miarget market
segmentation, the strategy of information servioesketing and SWOT
analysis; marketing of information services andoueses using the
internet (E-marketing); public relations and itsleran information

services marketing and the problems of informat&ervices and
resources marketing

COURSE AIMS

This course introduces you to the general knowlesfgmarketing and

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

learn marketing, information services marketing capt, and the

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

strategy and strategy for information services ratnk), marketing

environment concept of the marketing mix, targetkeisegmentation,
channels of marketing library resources and sesvi¥eu will also learn

the concepts of internet marketing, public relagiamd the roles public
relations plays in the information marketing in tioeary.

INTENDED LEARNING OUTCOMES

To achieve the above aims, some course objectiare 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 youydar study.

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

Explain the marketing core concepts

Discuss the importance of marketing

Explain the concept of information services markgti
Discuss the importance of information services ratunk
Explain the concept and types of the marketingrenment

Explain the concept of marketing strategy for infation
services marketing,

Define the concept of marketing segmentation angetamarket
segmentation

Discuss theStrengths,WeaknessesQpportunities andT hreats
(SWOT) analysis,

Describe the marketing mix
Explain the concept and types of market segmemtatio

Discuss the marketing of services in libraries amfdrmation
centres

Outline and explain channels of marketing servicesibraries
and apply five laws of library science in marketing

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

Explain the web-based library services and intematketing in
libraries

Explain the advantages and disadvantages of weddbdsary
services.

Explain the various channels of the marketing ofbveased
library services in libraries and information cexstr

Explain the concept of public relations.
Discuss the concept of public relations in librarie
Enumerate the importance of public relations.

Explain the public relations skills required byrhrians for
library advocacy.

Explain the roles of public relations in the mankgt of

information services and resources

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

Explain the benefits of marketing information sees in libraries
and information centres.

Discuss the problems of marketing information =i in
libraries and information centres.
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WORKING THROUGH THIS COURSE

To understand and pass this course, you have ® tmaugh the
modules and units carefully, do all practical assemnts, exercises and
read the recommended books and other materialdabieito you.
Computers are provided in your study centres far godownload 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 &iasntroduction and
the objectives you should achieve at the end ofstindy. Conclusion
and summary are there to inform you what you shbwade completed
in each unit of the study. Also, there is the TwNtarked Assignment
(TMA) to evaluate what you have learnt at the ehdazh unit. You can
also download the courseware using your electralgeice to read
anywhere and anytime.

TEXTBOOKSAND REFERENCE

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

Adekunmisi, S. R. (2017). Marketing library sendcand information
products in Nigeria. Laga3ournal of Library and Information
Science, 6(1 & 2) April / October: 53-66.

Aderibigbe OA, Farouk, B. L. (2017). Challenges orarketing of
information resources and services in Federal Usiiye
Libraries in North-West Zone of Nigeria. Intel. Acad. Lib.
Info. . 5(3): 92-96.
https://www.academicresearchjournals.org/IJALIS/PADE7/
May/Aderibigbe%20and%20Farouk.paherican Marketing
Association (2017). Definitions of Marketing. Avdile at
https://www.ama.org/the-definition-of-marketing-whs-

marketing/

vi



LIS316 COURSE GUIDE

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

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

Gupta, D. K. and Savard, R. (201®)arketing library and information
services. Encyclopaedia 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 (1988jive laws of library science. (2" ed.), Sarada
Ranganathan endowment for library science, Bangalor

Santos, J. H. D. A. (2019). Customer Relationshipndyement:
Strategic ~ Approaches in Digital Era. Society
Publishinghttp://web.b.ebscohost.com/ehost/ebookviewer/ebo
ok/bmxlYmtfXzIwMTQwNjdfX0

Kotler, P. & Armstrong, G. (2010¥rinciples of marketing -13" Ed.,
Upper Saddle River, New Jersey. Pearson, Inc., 76.

Kotler, P. and Keller, K. L (2013Marketing management-13" Ed.
Upper Saddle River, New Jersey. Pearson, Incardbb2.

Venugopal, P (2010). Segmentation and targetingpteha8 in
Marketing Management: A Decision-making Approach, 147 —
160, EBSCO Publishing: eBook Collection.
https://www.ebsco.com/terms-of-use

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

ASSESSMENT

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

Vii
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and final examinations are based on 70%. You ayaimed 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 urgeetl 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 thiasurse. 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 cladfion. To get the most
from this course, endeavour to do the following:

o Read the course guide thoroughly

. Develop a study timetable.

. Always adhere to study timetables; the majoritythed students
fail because they do not have a study timetable.

. Read the introduction and the objectives of any you want to
study before going into the contents of the unit.

o At the end of the unit, review the objective ané s®w many

you have achieved.
o Attempt the Tutor-Marked Assignment
o Form a study group to discuss what you have learnt

SUMMARY

Advocacy & Marketing of Library & Information Seres course is
intended to make your master how you as a librazeanshowcase your
profession, products, and services you providestrss Also, learn how
to position the information resources and serve@ghat information-
seeking users will be attracted to libraries whemethey need
information. Then, the information seekers can eathe libraries,

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

for effective service delivery in the library andfarmation 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 tiséructions 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 noéirketing and
information service marketing. Also, it will exphathe concept of the
marketing environment and various types of the mi@mg environment.

Unit 1 Concepts and Importance of Marketing

Unit 2 Concepts and Importance of Information 8swv
Marketing,

Unit 3 Concept and Types of Marketing Environment

UNIT 1 CONCEPTS AND IMPORTANCE OF
MARKETING

CONTENTS

1.0 Introduction
2.0 Intended Learning Outcomes (ILOS)
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 sellingstémpeople around
you or may have been unknowingly involved in somarkating

activities. This unit will introduce you to the vaus definitions of

marketing, items for marketing and why you shoukl ihvolved in

marketing. Learning the concept of marketing and grinciples of
marketing products will help you become a good resekin all the

fields of your endeavour.
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2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you will be able to:

> define the term marketing
> understand the core marketing concepts
> Discuss the importance of marketing

3.0 MAIN CONTENTS
3.1 Definition of Marketing

Marketing is defined by Kotler & Armstrong (20103 a social and
managerial process through which individuals andaoisations get
what they need and want by creating and exchangihge with others.
While Kotler and Keller (2013: p.45) gave the sbdafinition of the

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

exchanging products and services of value with rgtheln these

definitions, you will notice that marketing includiénding out what the
user wants or needs and how to meet these needsxahadnge the
products and services. Many people understand riagkéo be the
same thing as selling. No, the two concepts ardhesame. Marketing
determines the needs and wants of the consumerebpfoducing the
product to satisfy the needs and wants of the coesst In selling,

emphasis is placed on the product and the selleed as a good
producing process.

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

customers’, clients’, partners’ needs and managiogstomer

relationships to the benefit of the organisatiod @as 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, hairstylistsnsultants, health care
and repair shops. Your offer must have value t@aeitusers.

“Communicating” The link between the created goods and services
must be made using different communication chancaisenient to the

2
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producers and the consumers to create awarenespaarmhage. You
must communicate with the users/customers to futdteeir needs.

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

“Managing customer relationships’: For effective and continuous
patronage, you must establish and maintain gootmies relationships.
Customers should be attended to with care and I¥eeL should treat
your users as kings for them to continue patrogigmur goods and
services.

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

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

other library staff, resources and services pravifle all users. We
market libraries just to inform you about the seed 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 BhgR011) as a
management process that identifies consumer’s needipates 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 markef®mw you need to buy
certain things because you know that there arelpewpo sell those
products or find out if you can find the productaiyneed. People visit
the libraries or visit the library website to fimformation resources to
satisfy their information needs. As the librarigny should ensure that
you display the information resources and give thiermation to the
desired users wherever and whenever they need them.

| hope from the above definition, you can undemstdrat marketing is
not developing a product or new product or seryibes it emphasises
creating awareness on the services and productgofar customers or
clients to know that the products, services both ad new, exist for
their satisfactions. 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 ared dbmmunity it
tends to serve. There is always a need to draw goommunity and
users' attention to the library and informationvisss available to
improve their satisfaction and promote the usesoifises by current and
potential users.



LIS 316 ADVOCACY & MARKETING OF RERY & INFORMATION SERVICES

3.2 Core Marketing Concepts

Core Marketing Concepts

and
Services

Marketing
Concepts

Value, satisfaction
and quality :

Exchange, transactions,
and relationships

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

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

Needs,

Wants,

Demand,

Products and Services,

Exchange,

Transactions and Relationships and
Value, Satisfaction and Quality.

NookWNE

The above-listed concepts are core concepts usedriketing.

X Needs:they are basic things human beings require tq Bueh
as air, food, shelter, water. Also, as a humandyeyou need
education, entertainment. According to Kotler arellét (2013),
needs are grouped into five: stated need, real spasustated
needs, delight needs, and secret needs.

D)

. Wants: Our wants are insatiable; wants are when you tyear

need to a specific item. | need information on oped distance
education in Nigeria, but it becomes want when gay that |

want information about the National Open UniversifyNigeria

as an open and distance learning institution. eunaw specific
to what you desire.
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X Demands Your wants become a demand when you can pay for
the products and services provided. You may wanddoa
program with NOUN, but if you cannot purchase thenf and
pay your school fees, it is a want, but it becomelemand when
you can pay for the forms and school fees. So ddpesdefined

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

)

<> Products and Services:This refers to information resources
such as books, newspapers, magazines, audio-visagdrials,
electronic resources available in the libraries farademic,
research and recreational use by library usersolmrast, the
services can be referred to like all the librargviges carried out
in the library, starting from the ordering servicesceiving,
cataloguing, classification, shelving of informatiaesources.
Also, other services carried by the library inclatganisation of
library tours, orientation, library week, Selectilzgssemination
of Information (SDI) and online reference servied¢s. To carry
out marketing activities in the library, there mbstproducts and
services acquired and developed.

X Exchange, transactions and Relationships: Exchange
marketing refers to the act of obtaining a desipedduct or
service from someone by offering something in retwhich may
be money or other items to satisfy a need or wardnsactions
refer to when two or more parties are involved ibusiness in
which there is a complete agreement between thigepalOne
may be the producer or provider of the productsjeathe other
parties may be the consumers or users of the prashacservice.
Relationship in marketing refers to how the producers and
providers of products and services develop stramgractive
engagement and communication with their customersuild
long-lasting friendships with them. Many manufaetsgr and
service providers store the customers' birthday amedlding
anniversaries in their database to wish them wall tbose
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.

X Value, Satisfaction and Quality: Value, satisfaction and
quality are interrelated concepts in the behavafusustomers in
marketing processes. Customers see
value, quality andsatisfactionas essential factors to be
considered in demanding or patronizing any prodaucservices
from manufacturers and service providers. Valuewigat the
customer believes in getting from a service or pobdor

5



LIS 316 ADVOCACY & MARKETING OF RERY & INFORMATION SERVICES

perceptions about the product or services. Satiefacis a
customer's satisfaction from a product or serviter acquiring
the product or patronizing a service. An examplhen you are
writing a term paper and need the information tademhe term
paper. You can search for information using seargjines to get
information from the internet, but you do not kndww to
evaluate the information from the internet. Then yweferred to
use the library resources from a library databa®er must pay
before accessing the database because you belibatdthe
library database has reliable resources and cumémtmation.
You will decide to pay to have access because efvtiue you
perceived to get from the library database. Theer gfayment,
you got permission to access and use the informatfiothe
information resources from the library databas@éelyou write
a good term paper, then satisfaction sets in becgoig got the
perceived value. The quality is that the informateccessed is
current and relevant to the term paper content.eCmaiser is
satisfied, there are more chances to patronizélirery database
again.

3.3 Importance of Marketing

The followings are the importance of marketing go@ehd services to
consumers/customers and users:

1. Marketing is aimed at identifying and satisfyingetiheeds of
customers. This can be realized by conducting ntiagkeesearch
on the presumed customers to identify their needfrb
providing goods and services.

2. Marketing helps in creating awareness of existind mew goods
and services to desired consumers. This can belapnsing the
different channels to advertise your goods andisesvto the
desired consumers. Such channels can be televisatio,
websites, posters, giveaways and word of mouth.

3. When you market your goods and services, it wilbhgou to
retain your customers. The marketing of goods aexVices
allows an organisation to build a strong relatiopstvith its
customers. You can track their purchasing power #ralr
preferred needs.

4. Marketing your goods and services will help todrsto the new
demands of your client/ customers and get feedlbackxisting
goods and services through researching intervatsatuiate your
customers' responses to the services and good&ledow them.
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10.

11

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

Marketing creates a communication channel to lirde t
manufacturers/ producers/ service providers widirttustomers.

Marketing is a means of showcasing or projecting th
organisation's image to the general public or ddsirsers.

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

Marketing efforts can help you to increase yourdpigion,
patronage and revenue for the organisation or fififhis is
because more customers will be aware of the existen such
products and services and may desire to tastey dherproducts
or services

Marketing plays a vital role in the developmentlod economy.
Various functions and sub-functions of marketingkeli
advertising, personal selling, packaging, transgmm, etc.,
generate employment for many people and accelératgrowth
of the business.

Marketing helps the business increase its salasnwe| generate
revenue, and ensure its success in the long run.

Marketing also helps the business to survive &ffely in a
competitive environment. It also helps create braades for
products and services for them to survive in theefaf a
competitive environment.12 The marketing of goodd services
creates employment opportunities for skilled andskilted
labourers involved in the planning and executingradrketing
processes.

4.0 CONCLUSION

In this unit, you have learned the various defoms of marketing, which
states that marketing involves many processesédat&r communicate,
and deliver value for customers, clients, and magtmeeds and manage
customer relationships to benefit the organisatiod its stakeholders.
Recall that marketing is defined as the managenpeotess that
identifies consumers' needs and efficiently anéigs and supplies

7
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customers’ requirements. We also discussed thatetiag activities are
aimed at meeting the needs of the customers. Atigojmportance of
marketing includes identifying and satisfying cus@érs' needs, creating
awareness on existing and new goods and servigisstred consumers,
helping to retain your customers, and creatingraraanication channel
to link the manufacturers/ producers/ service piers with their
customers. Also, it can help you to increase yoodpction, patronage
and revenue for the organisation or firm. As a shidto market
yourself amongst your course- mates you have to 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 agtivitat involved

finding customers’ needs, producing the right goadd services at the
right time, and displaying them at the right pldcethe 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 thesnekdn available. It
also generates revenue and job creations.

Self-Assessment

Explain the terms needs, demand, products, anitssridentified in the
definition of marketing regarding the library usargl 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 relatindgheliborary
activities?



LIS 316 MODULE 1
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UNIT 2 CONCEPT AND IMPORTANCE OF
MARKETING INFORMATION SERVICES

CONTENTS

1.0  Introduction

2.0 Intended Learning Outcomes (ILOS)

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 exaco you need? You
need to identify what services or products you wannarket. How do
you go about identifying the products and serviddaS8ically, it is by
finding out from your customers’ needs and wantsatel and
producing the right goods and services at the tiigheé and displaying
them at the right place for the right persons,ntieand customers. The
guestion is, what services your customers/ libnaajrons should be
marketed?

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you will be able to:

define the term information services

explain the concept of information services marigti

Outline channels of marketing information services
outline the importance of information marketing

YVVVY

3.0 MAIN CONTENT

3.1 Concept of Information Services

Stojanovski and Pafi(2012: p85) defined information services to
“encompass services through which librarians diyestipply users with
information but also interfaces created by libnasighrough which users
could independently  find needed information”. Also,
Badrsaeedaliaghbry and Sheikhidrismohamed (20120)defined
Information services “as a comprehensive and iatiegrprocess for all
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the various activities in the library, which in tuaim to facilitate user
access to sources of information as soon as pesaill with less effort”
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 informatiorerndaces are
connected to information needs. Wherever there isemsd for
information, there are activities that you as aforimation provider
should carry out to meet the information needs hlod tiser. Such
activities are called information services.

You can also understand Information services tomadhthe different
kinds of activities carried in any library and infoation centres to
provide information to their users. All these attids aim to give users
access to information they need and the format tis@yt 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 dieided 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 thedily is restricted to only
librarian staff. The services rendered in the teéminsection of the
library are acquisition, classification, cataloggimbstracting, indexing,
bindery and other maintenance services. Usersxg@sed to their end
products (information resources) on the shelvefsites 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), la&rre search,
consultancy service, reprographics services, ta#iosl services, inter-
library loan and document delivery service and enirrawareness
services.

The libraries and information centres can only pevthese services
when qualified librarians, information scientistsformation resources,
information communication technology equipment, afuhds are
available to manage these centres effectively.
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Definition of Information Services Marketing

The explosion of information in this digital erashiarought an urgent
need to find specific information needs of usersl gmovide the
information services to the users wherever they rnayfound. The
efficient provision of the information resourcesdaservices ensures
maximum utilisation of the numerous information amdormation
services generated. So for you to meet the infaonateeds of users,
marketing is essential for creating awareness of twailable
information resources and services. You can defim@rketing of
information services as all the activities you gaout that connect
information services to users in your environmend the outside world
who can use, buy, sell, or benefit from such sewicffered. Marketing
is not just about developing and promoting new ises/and products,
but it includes bringing awareness to clients oistxg services and
products, which determines their appropriatenebarf8a 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, consultaneyvece, reprographics
services, translation services, inter-library lcard document delivery
service and current awareness services.

You can use the following channels to marketingrnfation services to
information users;

. library orientation,

o use of posters,

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

. use of talks — word of mouth,

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

. sending out brochures and flyers to users,

. using library website,

. use of electronic mails (emails) and

. organising library weeks/day/hours for users

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

X Marketing of information services is an integralrtpaf any
administration which is aimed at improving useratigfaction
and promoting the use of services by current andntial users.

X Information service marketing helps in improving timage of a
service provider and increased awareness of théssr

X Also, Kotler in Jestin and Parameswari (2002) painout that
organisations like museums, universities, librareesd 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 centre=ed to make
themselves visible as agents that can provide bielisand
verifiable information to users. This can only behiaved
through marketing, letting the users know that thes there for
them.

<> Marketing information services using marketing exsé help the
information marketers quickly identify their usergheir
informational needs, and the people they are cangpatith.

40 SUMMARY

You have learnt about various definitions of infation service,

information service marketing, channels of markgtimformation

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 mtees aimed at
connecting information services to users whereveytmay be.
Remember that the marketing activities are aimeshegting the needs
of the customers. The channels for marketing in&diom services
include library orientation, posters, social mgdiacebook, Twitter, and
blogs), use of talks — word of mouth and librarybsige. Also, the
importance of information services is to conneckrasto their

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

5.0 CONCLUSION

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

services implies letting your customers (informatiosers) know that
you have their interest at heart and that you hesetto satisfy their
information needs through the resources and serwica provide. You
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can evaluate your level of understanding of thig by attempting the
TMA below.

Self — Assessment

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

6.0 TUTOR-MARKED ASSIGNMENT

1 Define the term information services?

2. Explain the concept of information servicesketing?

3. Do outline five channels use in marketing infation services?
4 Outline 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 andsgattion of the

customers. In your last unit, you learnt about ret@nky information

services and information services that need to éketed in the library.
The aims of marketing these information servicee # create
awareness their existence to users, satisfy libtegrs' information
needs, and increase patronage of the library ptedard services. The
customers' needs are determined by factors likevishaal culture,

workgroup, interest, society and family. This isywour surroundings
or environment determines the type of informatieesources and
services you consume. So, your information needg als0 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 INTENDED LEARNING OUTCOMES (ILOs)

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

1. Define the marketing environment.
2. Explain the different types of marketing environrsen
3. 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 foredsch may be
external and internal, that will influence your lapito establish a
relationship with your customers and the type alvises you offer
them. Kotler in Pahwa (2021) identified the mankgtenvironment to
consist of all the actors and forces outside thekeimg 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 envire@mh conducting
marketing research and marketing intelligence. Mtnlg research and
marketing intelligence is aimed at gathering infatimn about the
marketing environment. When you conduct marketmsparch to find
the needs, wants, and demands of your anticipatedormers 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. Microenvironment
2. Macro-environment

3.2.1 Microenvironment

These are forces close to the organisation thattathe organisation's
ability to make decisions in serving its customensg performance. The
microenvironment includes all the information ore thehaviour of the
customers, suppliers, partners, competitors anckehantermediaries
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 andymtah
of goods and services. When a supplier does ngplygupe
product on time, a delay can cause an increaserige @and
withdrawal of customers from such goods and sesvice
Partners. This refers to shareholders of the organisatitve, t
board of directors, and people who work in the oiggation are
the major contributors to the company's succes®y Timust
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understand the company’s objectives, strengthsveesmknesses

to move the company forward.

Competitors. Refers to the people or other companies that an
organisation competes with regarding the serviceisgnods they
present. As a marketer, you should know how to ysealour
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, chaiess online
stores, and departmental stores.

3.3.2 Macro Environment

The macro-environment is the external actors ardsthat determine or
affect the marketing processes. Such forces are ogephic
environment, economic, physical/natural, technaali cultural and
political-legal. These macro-environmental forces ffea
microenvironments.

Demographic Environment: This refers to the human population
such as size, location, race, gender, occupatensity, 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, gbianin
income, inflation, and the pattern of expenditurgsyernment
funding and subsidies.

Physical/ Natural Environment:. These are the natural
environments that can affect or determine busirgmsations.
These are changes in climate conditions, shortdgevater,
increased pollution, shortage of raw materials,eascto water
and natural disasters. These conditions affect riaketing
processes.

Technological environment: Technology has influenced people's
way of life, and it keeps on changing with time. €Th
technological environment includes innovation likenline
marketing using the internet and laptop computdisu can
satisfy your customers’ needs without meeting thd@ime tiny
transmitter in a shop can identify the dinner irurydag and
suggest the wine or drinks which suit the meal.oAlgou can
type in your searching terms using any search endjimetrieves
many options for you to choose from. As researdresbeing
carried out new development in technology occursiciwvh
constitutes opportunities and barriers to markepiragesses
Social-Cultural Environment: This refers to the people’s views
and beliefs, preferences, behaviour, lifestyle amatlies. The
society or environment where you grow up determiteesan
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extent your conduct, values and belief to peopleedg and
services.

3.4 Importance of Marketing Environment

a. Understanding the micro and macro environments élp you
as a marketer to understand your competitors amddvantages
they have over your own. This will help to planastégies on how
to outsmart them.

b. Good knowledge of your marketing environment wélghyou to
forecast threats and opportunities available fasrylusiness 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, preferencesdesgwants and
demands. This will help you in serving them better.

40 SUMMARY

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

surrounding forces that may be external and intekmlaich influences

your ability to establish a relationship with yatustomers and the type
of services you offer them. Also, you learnt tHagre are two types of
marketing environments, namely, micro and macrdreninents. These
two types of marketing environments determine ttarge extent the

strength and weakness of the production and serwieadered to

customers and the growth of the company.

5.0 CONCLUSION

Understanding the marketing environment before ekitgon the
manufacturing of products and services is vitaltf@ success of any
organisation. Understanding your marketing envirentwill help you
identify who your customers are, their preferenemsl values. This will
help you in satisfying their needs.

Self - Assessment

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

Define the concept of the marketing environment?

1. Explain the different types of the marketing enaimeent?

2. Discuss three importance of marketing environment?
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MODULE 2 MARKETING STRATEGY AND
MARKETING MIX

In this module, you will be taught the various neinkg strategies, the
concepts of the marketing mix and the SWOT analysas deals with
the measurement strength, weaknesses, opportuaiitgtshreats of an
organisation. The followings are the division of tmodule 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 Intended Learning Outcomes (ILOS)
3.0 Main Content
3.1  Definition of marketing strategy
3.2  Types of marketing strategy
3.3  Factors to be considered in developintagketing
strategy
3.4  Processes of marketing strategy
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

CONTENTS
1.0 INTRODUCTION

In the last unit, you learnt about the marketingimmment and the need
to understand the environment of your customersiclwhelps in
determining their needs and interest. Having idiedti your library
users' needs and marketing environment, how caniryfmum these
information users that you have what they needibgan mind that
their information needs are not the same? A librashould meet the
needs of these users. Your suggested answersnmigl bs to the topic
of this unit which is a marketing strategy.
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2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you will be able to:

Define the term marketing strategy.

Explain different types of marketing strategies.

Identify factors to consider in developing a maikgtstrategy.
Outline the processes of developing a marketiragegy.

2N A\

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 ises/and 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 Kotad Armstrong
(2010: p48), “marketing strategy logic by which thesiness unit hopes
to create customer value and achieve profitabléoousr relationships”.
The marketing strategy is centred on customer'sis@ad wants. As a
marketer, you cannot serve or satisfy all your@usrs in the same way
because there are individual differences in oudsesd wants. So as a
marketer or company, the customers should be gduge segments
according to their needs and wants.

The process of grouping your buyers or customeis gmoups using
their different needs, behaviours, demographic ggguhic factors and
other characteristics to serve each separate nragkgiogram is known
as market segmentation. Marketing strategy answweecs questions:

which customer will be served? And how do you areatiue 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 towSk2021), a

marketing strategy encourages you to convince mEt® to buy the
products and services you provide. Also, Marketitigitegy has been
defined as an “organisation’s integrated patterdesfisions that specify
its crucial choices concerning products, marketsrketing activities

and marketing resources in the creation, commupitand/or delivery
of products that offer value to customers in exgesn with the

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

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

> Interactive marketing strategy
> Digital Marketing Strategy
> 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 customeegds and
preferences, and the customer’'s needs are resptoodennediately 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 ofryproduct and
services. This can be done using text messageatingeonline links
through your website, podcasting, mobile marketiagd sending
emails.

Internet or online marketing: As the name implies, is a marketing
strategy that enables internet connectivity foerattion between the
marketers and the customers. In this process, rtegniet is used in

conducting marketing searches to find out the nesukwants of the

consumers, and also, the products are sold to ¢és@ed consumers

through the internet.

1.3 Factors to be Considered in Developing a Marketing
Strategy

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

Organisation goals:The organisational goal of any company affects the
type of marketing strategy to be employed in drgwihe marketing
plan, whether for long term or short term, becatseust be based on
the objectives and mission of such business estabént who they
want to serve and how they intend to service tlemsumers. The
marketers do not decide the mission statementeopltiectives but the
shareholders of such business.

Infrastructure: The type of infrastructure used in marketing thedpict
and services affects the marketing strategy to insany marketing
process. The marketers should consider the logisticd the cost
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whether the marketing should be internet or teabhmgbdriven. When it
is technology-driven, what are the sources of thigwsre, hardware,
and data and how reliable they are?

Funding: This is a major factor that affects the developmanthe

marketing plan and the implementation. The avditgbof money

determines the budgeting plan for any product avise marketing

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

products and services to your desired consumerse Tfunding

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

1.4 Processes of Choosing Marketing Strategy

Step 1: Identify the marketing goals of your firm: Defining your

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

Sep 2: Who are your intended target audience: identify the customers
you want to serve, where they are, their intergsteferred choices,
educational background, language, income leveldsi@ad wants. This
will help you in the manufacturing and distributioh your product and
services. You cannot publish a book for higherrdesy intuitions and
take it to primary schools for sale. Nor can yotakksh an academic
library in primary school and expect the pupilspttronize you; no, it
cannot work.

Sep3: Select the right marketing strategy: Choose the right approach to
use in your marketing process based on your ovgadlls and the
identified targeted customers. Identify the besséove the identified
customers bearing in mind that you have other caitopg Before
selecting your marketing strategy, you must find @ilher competitors,
both the existing and future ones.

Sep4: Evaluate your strategy: Always find out if the marketing strategy
you choose meets the expected results. If thetrissnégative, you have
to change the strategy and use another approaghyomtachieve your
goals.

40 SUMMARY
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In this unit, you learnt that marketing strategyc@urages you to
convince customers to buy the products and seryicesprovide. Also,

a marketing strategy helps in grouping your buyargustomers into
groups using their different needs, behaviours,atgaphic, geographic
factors and other characteristics to serve eacharaep marketing
program is known as market segmentation. You &amt that there are
different marketing strategies like interactivegitil and internet or
online marketing. Also, the factors that should bensidered in
developing a marketing strategy for your business your 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 tleéofa that determine
processes and steps to follow in establishing &etiaig strategy will

help your business achieve its goals and thriveanly competitive

marketing environment.

Self — Assessment

How can you develop a marketing strategy for ydaaty?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term marketing strategy?
Explain any type of marketing strategy?

N

3. Explain two factors to consider in developingarketing
strategy

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

In the previous units, you have learnt that in affee marketing
processes, the marketers have to identify the namrdswants of their
customers and supply the desired goods and seaidaem to increase
patronage. In any business, the customers' nestdamdne the type of
goods and services to be rendered or manufactéisd, the prices of
products and services should be affordable to thesumers and
awareness of the products and services createdgih@different outlet.
To carry out these activities, you as a marketirmmnager should decide
how to embark on these journeys. This will leadaighe topic of this
unit which is “Marketing Mix”.

2.0 INTENDED LEARNING OUTCOMES (ILOS)
By the end of this unit, you will be able to:
1. Define the term marketing Mix.

2. Explain the different elements of the Marketing Mix
3. 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), combieketing

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

programs. Borden (1942) emphasised that advertisBigg branding

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

marketing mix. Borden, in 1984, propagated 12 ntargamixes 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 pricé&yol

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 antou
to be spent on placing advertisements, platfornbdoadopted,
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, methiod be
employed relating to a wholesale segment of thaeti@nd retail
segment of the trade.

7. Promotions. Refers to policies and procedures to be takethen
burden to place on special selling devices or danconsumer
promotions and trade promotions.

8. Packaging: Refers to policies and procedures to be takerhen 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 sp&agi

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 refer to the manufacturers' policies
and procedures on securing, analysis and use t &mwut the
marketing operations.

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

3.3 Elements of Marketing Mix

The marketing mix, which Borden propagated in 194a@s adopted by
E, Jerome McCarthy, which became popular in 1968 Marketing
Mix theory that Neil H. Borden propounded in the509 with 12
elements of the marketing mix discussed above wdsptad and
grouped into four ingredients by McCarthy, E.J 1%®! the 4Ps of
marketing comprising of Products, Price Place anom®tions. The
marketing mix became popularized by Philip Kotlethe 1960s.

Bernard H. Booms and Mary J. Bitner realising fioatany organisation
to become successful, emphasis must be placed @nqulality 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 theywthe customers react
to your products. In 1981 Bernard H. Booms and MaryBitner

developed the service marketing mix, which addedeimore elements
(people, Process and Physical Evidenceo the marketing mix.

Presently marketing mix is now grouped into seveark@ting mix

models due to the inclusion of the service markgtimx.
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The Seven Marketing Mix

7
Marketing

. Mix

Promotion Model

People

Physical Evidence

The Seven Marketing Mixinclude the followings

1. Products: This refers to the object or the service the
manufacturer or organisation produces. Examplgeaducts are
soap, car, banking services. In libraries, the pctelhere refer to
books and non-books materials and every other ceerlike
charging and discharging systems, literature seaSgiective
Dissemination of Information, library tour, useeducation, and
reference is one service provided by a library.

2. Price: This refers to the amount customers pay for buyng
product or service rendered to them. The priceetpéid for any
product or service depends on the organisationsuatused or
invested in manufacturing a product or providing fervices. In
the library, some pay library fees; in a publicrdity, the
taxpayers' money is used to fund the library ses/i@nd acquire
information resources. Also, users pay transpod 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 priceybatare 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 custientan
see the services and products. Examples are lidyaitding,
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 productsarces. The
manufacturers use different channels to contadt thestomers,
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 custosnattention
to the products and services. Also, in librariesarmels like
posters, organizing orientation, library week, bofakrs, and
using take always (T-shirts, Key holders) to drasems to the
library information resources and services provithetihe library.

5. People: This refers to all staff working in the organisati To a
greater extent, people’s behaviour in any orgaioisaaffects
customers’ satisfaction and achievement of the rosgéional
goals. People as an element of the service magkatix are the
only mix where customers can interact directly. Tigpe of
image customers’ form from the interaction can potenor
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, usingewhmology
to provide products and services timely and mamntervice
standards to the users. The customers should bemad of the
existence of the services and products before egliv

7. Physical Evidence:Refers to physical attributes of the product
from the sales of the product, which is derivednfraghe
interaction between the marketing staff and thetoruers.
Customers form perceptual of the product from tieysgal
outlook of the store and the planning of the sexvilso, there is
physical evidence of giving receipts on the produad services
rendered to customers in selling. Also, allow tbhetomers to see
whatever product they are buying from physical enitk.

The various manufacturers’ marketing mix helps t@nufacturers to
produce products and services needed by the comsuRmducing the
products and services and ensuring that they crateeness of the
products and services through promotion using wdiffe channels to
deliver products and services on time to customers.
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40 SUMMARY

In this unit, you learnt that Marketing mix is #tle elements that enable
any organisation or business to get profit or amgtegies the managers
in the organisation or the business will take tmdpmprofit to the firm.
Also, you learnt about the elements of the marketimx, how the
marketing mix developed from twelve parts to a giog of the twelve
into four, namely product, price, place and promoij4Ps) and later the
addition of three service marketing mix “Peoplepd¢ess 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 informatiosoces and services to
your desired users. Also, to help you know howntieriact with library
staff and library users to develop a good frierldgrning environment
for both staff and users. Good knowledge of theketarg mix element
will promote library resources and services to sisfar increased
patronage. You can now answer the questions bel@ggess your level
of understanding of this unit. Anyone you cannosveer, please go
through the unit again for better understanding.

Self — Assessment

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

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term marketing Mix?

2. Explain the seven Marketing Mix model Bgrnard H. Booms
and Mary J. Bitner?

3. Explain the developmental stages of the Marketing?M
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UNIT 3 STRENGTHS, WEAKNESSES,
OPPORTUNITIES AND THREATS (SWOT)
ANALYSIS
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1.0 INTRODUCTION

In any business you are embarking on, you must hawes and
objectives of establishing that business. Do yat giate the objectives
and start producing, creating awareness and sell pitoducts and
services to customers without keeping recordsdif keep records of
the organisational or business activities, why go@ keeping such
records? The records are kept to find out whether usiness is
achieving the aims which is expected to achievenair Is there any
process? If not, what is the cause? The questinrondy be answered
by conducting or investigating theStrengths, Weaknesses,
Opportunities andT hreatsof the business. This brings us to today's
topic, Strengths, Weaknesses, Opportunities and Threats
(SWOT)Analysis.

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you will be able to:

o Define the acronym SWOT

. Explain how to develop 8trengths\Weaknesse®)pportunities
andThreats (SWOT) analysis

. Identify the advantages of SWOT analysis

. Oultine the advantages of SWOT analysis
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3.0 MAIN CONTENT

3.1 Definition of SWOT

SWOT is an abbreviation that stands fSirengths, Weaknesses,
Opportunities andThreats (SWOT). SWOT analysis is a model or
device used by managers in evaluating the strepngtlemknesses,
opportunities and threats of any organisation inictvhlibrary and
information centres are included. The SWOT is aomagn that stands
for

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

2. Weakness: This stands for activities that your business a$¢ 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 careading
to poor patronage.

3. Opportunities: Refers to potentials conditions that will favour
your business. These are external elements of S\&Qalysis
include Opportunities are the external factors such as tuts
tariffs in the importation of equipment for the guxtion of
goods and services. This will bring an increaseansumption
and increase sales.

4. Threats: This refers to all the unfavourable conditionst taee
affecting your operation in the business. Examplesemerging
competitors, behaviour changes from customers arghtive
media press releases on the business

The SWOT analysis will help you to identify presembblems, forecast
future problems and find ways of solving these fols. Also, the
analysis will help you to find out what your busssecan do and cannot
do, future opportunities and what may be hindrancexchieving these
goals. According to Ommani, A. R. (2011: p 9454)NST analysis
indicates a framework for helping the planners idgthe strategies for
achieving goals. It is a technique used to analyse strengths,
weaknesses, opportunities and threats of busifes3ég SWOT
analysis aims to answer questions like your busisesternal 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 ymisiness can employ
to achieve the result of the SWOT analysis? SWCOAlars is vital in
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an organisation because it will help you manage mmolWw how to
allocate funding and improve your staff strength.

According to White (2018), A SWOT analysis idemffithe strengths,
weaknesses, opportunities, and threats concernirganisational
growth, products and services, business objectivaes] market
competition. The SWOT analysis is based on twoofactvhich are
internal (strengths and weakness) and external oftyputies and
threats) geared towards achieving an objective.

3.2 Howto Develop SWOT Analysis

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

2. List your business's strengths to help you to ustdad what you
have achieved.

3. List your business's weaknesses from your obsemnstiand
external comments from your consumers.

4. Generate a list of potential opportunities avagalibr your
business.

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

your business.

Establish strategies from the SWOT.

Use the strategies developed from the result of S¢OT 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.

NOo

3.3 Adva ntages of SWOT Analysis

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

b. Fosters collaboration among staff and other orgeiois.

C. It helps identify present and future competitors tfee managers
to find ways of surviving in the competitive enviraent.

d. Provides information for strategic planning for tiheisiness
growth

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

f. Provides the information on the business threatsveeaknesses
from the past and present for future forecast.

g. Identifies the barriers that will hinder the busiaggrowth and

achievements
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h. It is cost-effective because the problem is idedikearlier to
remedy the destruction or breakdown of the busindkso,
SWOT analysis does not need experts, staff carskedato
carry out the SWOT analysis, so it is capital istee.

i. Offers insight into the strengths and weaknesseghef
organisation.

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

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

3.4 Disadvantages of SWOT analys®8VOT analysis has its
disadvantages, which 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 managemay
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 problemstified.

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

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

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

f. Also, the steps employed in the evaluation of téCH analysis
takes a lot of time for the organisation managet #we strategy
consultants

4.0 SUMMARY

In this unit, you learnt that SWOT is an abbrewatithat stands for
Strengths,WeaknessesDpportunities andThreats (SWOT). Strength
stands for what your business is doing well; Weaknse refer to areas
your business is not doing well; Opportunities reffie 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 disddgas of conducting
the SWOT in any business

5.0 CONCLUSION

Despite the disadvantages associated with conductire SWOT
analysis on your business, you should find out s$tetus of your
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business to know when to improve, change stratadgpt to the new
trend, and satisfy and serve your consumers bef@n you can test
your level of understanding of this unit by atterglthe TMA below.

Self-Assessment

As a librarian to be how can you measuBtengths, Weaknesses,
Opportunities andThreats of the services provided to users in the
library?

6.0 TUTOR-MARKED ASSIGNMENT

1. What does this acronym SWOT stand for?

2. Outline the steps involved in the development ofCBWV
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 magegmentation and
its types. The concept and types of target margetiere explained. The
advantages and disadvantages of marketing segnoentaere 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
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1.0 INTRODUCTION

Marketing aims to find out the needs and wantshef ¢ustomers to
satisfy these desires through the provision of pot&l goods and
services. These customers are of various kindssgher interest and
needs. The manufacturers find ways to meet thedsidy 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 quicHllis will introduce to
this unit’s topic “Market Segmentation”.
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2.0 INTENDED LEARNING OUTCOMES (ILOS)
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 Segatent
Explain the Disadvantages of Marketing Segmentation

R\

3.0 MAIN CONTENT
3.1 Concept of Marketing Segmentation

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

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

The effective grouping of the customers into segseepends on the
marketer's ability to answer the following questioWho are the
customers we are serving, and what are their nardswants? What
products and services will meet their needs andtsyavhich will give
the company a competitive advantage over othersfy, avhat are the
strategies and marketing mix to be employed in mgehe provision of
these products and services to the customers? Wheanswer all these
questions, it will help you as a marketer to effedy group the
customers into segments.

According to Kotler and Keller (2009: P.248), “matlsegment consists
of a group of customers who share a similar setedds and wants,
rather than creating the segments, the marketesisis to identify them
and decide which one(s) to target.”

The processes of forming a segment in a marketimganment include

40



LIS316 MODULE 3

1. Set the purpose of creating the segment

2. Set the purpose of creating the segments

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

4. Evaluate each segment their needs and wants tadhdgtermine

which part your company can offer services and petglto.Also,
to find out futher segments that may grow in future

5. Develop the marketing strategy to meet the segmemteds,
their goal, and product status(whether they need ploduct
always, occasionally).

6. Then identify the stakeholder and communicate yams before
executing the plan. After that, you can launch pheducts or
services using your segment/group.

1.2 Types of Market Segmentation

DEMOGRAP
HIC

Age, Gender,

Religion,

PSYCHOGRAPH
IC
Social Class,

BEHAVIOURAL ) 4
Jccasion, Benefits,
Jsers Status, Usage, TYPES OF MARKET

Engagement, SEGMENTATION RAP

3 Ary, City
IC ur Metro
Ownership of : -

company (private,

The five types of Market segmentation are as fodlow

1. Geographic Segmentation This involves dividing a market
using their geographic units such as their regiocountries,
nation, and neighbourhoods. The needs and wantsisibmers
vary from 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 prdipeculiar to them.
The needs of one societal group can differ fromtt@ero group. In
Nigeria, people in southeast Nigeria will value greduct “ogiri” made
from Oil beans, unlike people from the northerntpzr Nigeria who
loves “Masa” made from rice. Also, the market candrvouped using
different religions because it has its own belieéeds, and wants to
bring all into one group. Religion will not favoduhe manufacturers
because each has peculiarities towards their reestigvants.

2. Demographic Segmentation Here, the market is divided based
on such characteristics as age, gender, lifecyaheome,
education, religion, race, culture and occupatiofhese
characteristics’ to a large extent, determine thgt@mers’ needs.
In an area where the customers are predominatetyefs, you
cannot get a segment interested in buying textbdaksesearch
but a segment on people interested in pesticiderhidides, and
farm implements. Also, your level of education aimmtome
determines your patronage and usage of a marketheSmarket
should be segmented or grouped according to differecome
groups, different age and lifecycle limit groupsfedent levels of
educational status, different religions and raceddve a good
preventative of segmentation. Each segment group diher
interests, needs, and wants that must be satisfidtte marketing
environment.

3. Behavioural Segmentation Buyers are group together based on
their attitudes and knowledge and usage of produstsne
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 bettediyssought
from the product. Customers can be grouped basdtienrate
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, buyarderests and
personality traits suggest the type or quality @idocts and
services they desire.

5. Firmographic Segmentation: This refers to the grouping of
companies or firms according to their size, sctide, population
of employees and the ownership of the firms, whetibes
private, public and government agencies. Also, camigs can be
grouped according to the funding agencies to forrmegment
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showing similarities in their products and servigesvided to
customers.

3.3 Advantages of Marketing Segmentation

The followings are the advantages of marketing ssgation;

1.

3.5

Understanding marketing segmentation allows businemnagers
to target their products and services to a spegficup of
customers and not produce massively without hasiparticular
group at heart.

Marketers have the foresight and can compare diiter
marketing opportunities available to them basedhendifferent
groups. The marketers learn many more marketingtegjies
from other marketers because each segment isdreapmarately,
increasing their promotional skills.

The knowledge of different segments enables theketer in
planning the marketing budget. When you know yoanget
customers ahead, it helps you, the marketer, impthening and
development of the funding for production and mange
activities for the creation of awareness to thgdsed segment for
easy access and patronage of the products

Marketers understand the needs and want of eaphesg and
plan the best method of reaching them. When theseéeach
segment are identified, the marketers will fineasy in locating
where they are and how to serve them better

This reduces the cost of advertising for mass luyscause
awareness is created on targeted customers. Theforosiass
advertisements that use television, radio, and ewvamspapers
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.

The markets can easily predict for the responsen fevery
segment the products and services each group needs.

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

Disadvantages of Marketing Segmentation

The disadvantages of using marketing segmentatiomarketing
processes are:

1.

Segmentation increases the cost of the productulsecahe
markets try to satisfy every segment, which wiladeto the
proliferation of goods and services.
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2. Manufacturers and distributors keep and maintaiteresive
inventories because of many segmented customers.

3. There increase in the promotion and distributiortivdies
because each segment is treated separately. Theterahas to
develop specific promotion strategies for each ssgrbased on
the products they need.

4. It is challenging to satisfy each segment becausean beings
do not behave alike, and so their interest and reedlifferent
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 manufacturedeémh
segment, this will create a severe problem concgrmihere to
store these products. This will increase the waldapital of the
organisation.

40 SUMMARY

In this unit, you learned that market segmentatiorides groups of
customers who share similar needs and wants. Ys laarnt that the
grouping or division of customers into segmentsl¢de based on the
geographical location, behavioural pattern, soclaks, age, gender,
lifestyle and attitude towards products and sesvicdl these factors
gave rise to geographic, behavioural, demograppgychographic
segmentation for customers and firmographic foughog companies or
firms. You also studied the advantages, which ielthat it allows
business managers to target their products andcesrto a specific
group of customers and reduces the cost of adwertisr mass buyers.
While the disadvantages of market segmentationmeneufacturers and
distributors keep and maintain large inventoriecabse of many
segmented customers, and there is the proliferatibrgoods and
services

5.0 CONCLUSION

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

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

will help the marketers to satisfy the needs ofirttoeistomers. The

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

segments. The division should be done without blasevaluate your

level of understanding of this unit, attempt theotemarked assignment
below.
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Self — Assessment

What are the advantages librarians can gain irgusiarket
segmentation in providing library resources andises to their users?

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term Marketing Segmentation
Outline the five types of Market Segmentation arstuss any
three?

3. Explain four advantages of Marketing Segmentation

4. Mention and explain three disadvantages of Marketin
Segmentation

7.0 REFERENCES/FURTHER READING

Martin, G. (2011). The importance of marketing segmation.
American Journal of Business Education, 4 (6), 15 — 18.

Kotler, P. & Armstrong, G. (2010Principles of marketing -13" Ed.,
Upper Saddle River, New Jersey. Pearson, Inc.;292.

Kotler, P. and Keller, K. L. (2009Marketing management — 13" Ed.,
Upper Saddle River, New Jersey. Pearson, Inc;2288.

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

Wind, Y. J and Bell, D. R. (2007). Market segmeotat222 — 244
https://faculty.wharton.upenn.edu/wpcontent/uplé2@£2/04/0
702 Market Segmentation.pdf

Smith, E. (2020). 5 Types of market segmentatiomo& to use them.
https://blog.remesh.ai/5-types-of-market-segmeoraiow-to-use-them

45



LIS316 ADVOCACY & MARKETING OF LIBRARY & INFORMATION SERVICES

UNIT 2 CONCEPT OF TARGET MARKETING
CONTENTS

1.0 Introduction
2.0 Intended Learning Outcomes (ILOS)
3.0 Main Content
3.1  Concept of Target Marketing
3.2 Types of Target Marketing
3.3 Advantages of Target Marketing
3.4 Disadvantages of Target Marketing
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

In the previous unit, you learnt about the marlg&mvironment, which

emphasised that every marketer need to build angt@mpetitive

position over its product and services. Buildingstable competitive

environment can only be possible through segmentiageting your

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

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

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

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

2.0 INTENDED LEARNING OUTCOMES (ILOs)

By the end of this unit, you are expected to

Define the term target marketing.

Differentiate between the market segmentation arget market
Explain the target marketing process

Discuss the advantages of target marketing.

Enumerate the disadvantages of target marketing.

gkrwppE
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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, adeémographic
features. Identifying each group from the segnterme small groups
with their peculiarities results to the target nedrkrarget market refers
to the group you decide to sell your product owjate services for after
segmentation has been done. A target market isa beyers that share
everyday needs which a company decides to senkadlef and
Armstrong 2010). Also, Wad (2020) defined targetrketing as
breaking customers into segments and the manuéastunaking every
effort to match their products and services to ondew segmented
group needs. The marketers then concentrate orecfispgroup of
customers in advertising, distribution, pricingpbducts and services
delivery.

The principles associated with target marketing #rat the major
market segments are identified, and efforts aréredron each segment
and not the market. Still, problems may arise witveme are differences
in the responses from a segment on the marketing beiween the
groups. In this situation, the segment with thenbgl responses should
be considered, especially when there is a high afsétealing with the
other segments. The best result is always to llisha market responses
and not just one segment response to increasieg.sal

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

3.2 Differences between Marketing Segmentation antiarget
Marketing

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

Marketing segmentation is the process of groupmgjvading the whole
market into smaller groups taking into considerasoich features such
as the behavioural pattern of the customers, dempbdgr (age, gender,
education, income, religion) attributes, psychobrap(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 netrkegments from the
grouping and devising methods and ways promotiregting awareness
on products and services provided based on thesradd@tat segment to
them for increased patronage and use.

2. Positions each occupy in Marketing Stratege

In the marketing strategies process, market segtientis done before
the identification and implementation of target keding. For example,
in providing information resources and servicesigers in an academic
library, the first step is to identify that you lewsers who consult
information resources for research and studiesardall members of
the institution. Then, to group these users intgnents, you can use
their interests based on their faculty, namely Bdioa, Social Science,
Arts, Health Sciences and Law, using their coufsguwdy/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 bafidrmation Science

under the Faculty of Education by selecting Librand Information

Science students, you have selected a target midat the market

segments of Faculty of education.

3. Purpose/ Objectives

Market segmentation aims to divide the whole customto smaller
groups to identify their interest, needs, and ottersstics to provide the
group with the specific or target products theyche&t the same time,
the target market is aiming at giving adequate miarlg strategies
aimed at reaching out to the targeted/ selectesheegfrom the various
groups formed from the marketing segmentation.

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

The target marketing process is divided into tlatages: segmentation,
targeting, and positioning, known as the STP moHek process
involves the steps to be taken in selecting targeketing 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 groupbafyers with
similar needs, characteristics for the manufacturiand
distribution of products and services to them. Tinarket final
result of market segmentation is the grouping o$tamers
known as a market segment. Remember that segmenbeter
grouped separately when they have more signifidéfgrences
between them rather than within them. For examphe
information needs of engineers are different frowat of nursing
mothers.

2. Market Targeting: This involves the manufacturers are
evaluating the second stage, where the segmeritedr® decide
which segment is the best to be selected from é&wmented
groups for the provision of their products and gms. Targeting
involves selecting the market segment that is nattsactive to
the producer bear mind some criteria such as abdéygsof 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 to serve; the marketers arrange the psdudt services
in a distinct and desirable place to be captureattoacted by the
target consumers for consumption in the mix of ¢bhepetitive
environment. Then develop an effective marketingtegy and
marketing mix to support the marketing position.céaling to
Strauss, El-Ansary and Frost (2006:223), a coms@opld not
only differentiate itself and its products from etk but also
position itself among competitors in the mind oé thublic to
carve out its market niche.” According to them, thesitioning
rule thumb is “Mediocrity deserves no praise.” Hetae
librarians and other library staff should positithre information
resources and services available for the libragrsiswWhenever
anybody needs information, the first place to gbekinformation
should be from the librarians and the library.
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Advantages of Target Marketing

The following are the advantages of using targetrketang by
manufacturers:

1.

3.5

50

The marketers identify the needs and desires oftget market,
which help them provide the actual products andices they
need.

Understanding the target market helps the marketsgn and
apply effective marketing strategies and marketimgjto suit the
target market needs.

Allows manufacturers to conduct marketing rese&och
determine the target market's needs before prayithe goods
and services.

The manufacturers spend less money on promotioausechey
know where to get their actual buyers, so theycditee
advertisement to them, not to all consumers.

Disadvantages of Target Marketing

The target market leads to high costs and prices @eate a
small potential market. This is because mass mtimu of
products helps reduce the cost of production andesdarger
markets, and increased sales.

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

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

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.

In the target market, some customers may be ouetbbecause
they do not fall into the selected market segmertatand this
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may cause a company to lose in selling their prtsdwnd
services.

40 SUMMARY

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

5.0 CONCLUSION

Marketing segmentation and market target are @ssemtplanning for
marketing goods and services to enable the maskdterknow the
interest and characteristics of their customers lagipp them make a
budget. It will help in planning the best markettigannels and methods
to reach out to every group or segment of theirsoamers and how to
serve them better to increase patronage and sditisfeon the part of
their customers.

Self - Assessment

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

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the term target marketing?

2. Discuss the target marketing process?

3. Differentiate between the market segmentation arget
market?

4. Discuss three advantages of target marketing?

5. Enumerate the disadvantages of target marketing?
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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 mankg of services,
internet marketing and web-based library serviceslibraries and
information centres. You will also learn the vasathannels used in the
marketing of library resources and services. Albe, advantages and
disadvantages of web-based library services wereaty Services and
in Libraries and Information Centres discussed.

Unit 1 Marketing of Services in Libraries and Infaation
Centres

Unit 2 Channels of Marketing Services Libraried #me
Application of Five Laws of Library Science in kkating.

Unit 3 Concept of Internet Marketing in Librariasd
Information Centres

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

Unit 5 Advantages and Disadvantages of Web-Bagamity

Services and Channels of the Marketing of WebeBas
Library Services and Libraries and Informatiom@es.

UNIT 1 MARKETING OF SERVICES IN LIBRARIES
AND INFORMATION CENTRES

CONTENTS

1.0  Introduction
2.0 Intended Learning Outcomes (ILOS)
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 Planning for Marketing of Your Libraryr@ees
to Library Users

3.4 Library Services available for Marketing
4.0 Summary
5.0 Conclusion
6.0 Tutor-Marked Assignment
7.0 References/Further Reading
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1.0 INTRODUCTION

You may have visited a National Open Universityraity at your study
centre to study or accessed the library websitesdarch for one
information or the other. The information and ptg/sical environment
were provided for you by someone. Also, recall thyau were
introduced to the library's services during youewtation, including the
resources available. What do you think is the neafs 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 INTENDED LEARNING OUTCOMES (ILOs)

By the end of this unit, you are expected to

o Explain the concept of library services.

. Explain the concept of marketing of services

. Steps for planning for marketing of your librannsees to
library 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 reseatahachieve their goals
without owning specific costs and risks. Such smwioffered in the
libraries are users education/information literakylls training, inter-
library loans, referral services, document delivergelective
Dissemination of Information(SDI), literature sdarand bibliographic
compilation and translation services. Also, soméhafse services are
online-based services such as provision and adce§3nline Public
Access Catalogue (OPAC), virtual reference servides Ask- a -
Librarian, email library services, af@mputerized Circulation/ readers
Services. Library services are all the servicewiges to library users
by the librarian and other library staff to satisiymeet the information
needs of their users. Library services have enabseis to access the
information they need through books and databasdke comfort of
their homes. The provision of these services byafibs has helped
bridge the digital divide in access to the interetoks and information
databases to all library users irrespective ofed#fices in the class or
status of users. Also, these services have helfs ssedy and research
many fields. But you can only use the library seegi when you are
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informed about their existence; that is why it mscessary to market
these services to create awareness and patronageople who desire
information.

3.2 Concept of Marketing of Services in Librariesaand
Information Centres.

The need to market library services to users haseased because
libraries face many competitors in this era of tb@mputer age.
Marketing of library services is a process throughich librarians
showcase their information resources and servicestheir users.
Marketing of library service is the process by whilke librarian creates
a link between the library information resourcesl aervices and the
library user—getting 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. Mérie of library
services aims to reach out to users that neednratoon, 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 yxty] 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 umfiod of new
services and enhance utilization. The library s®wisold to users
should include the arrival of new books, nonboolaarials, reference
services, referral services, access to the libdatgbase, guides on how
to use the library, inter-Library Loan servicedestve dissemination of
information, use of OPAC, indexing and abstracsegvices etc.

3.3. Steps for Planning for Marketing of Your Library Services to
Library Users

1. Market Researcht Know your users by carrying out marketing
research on their information needs. ThAmerica Marketing
Association (2021) defined marketing research he ftnction
that links the consumer, customer, and public ® nharketer
through information. This information is used toenmdify and
define marketing opportunities and problems, geeereefine,
and evaluate marketing actions, monitor marketiaggrmances,
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, analyse results,
and communicates the findings and their implicatfoMarket
research as it applies to library services denatmsducting
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research in the marketing of library services. Tifia systematic
way of gathering data from users, recording, amadysand
interpreting the data collected for making decisioon
identifying opportunities, generating new servicesjning and
evaluating processes involved in the marketing obds and
services.

Market plan based on identifying your library's objective and
mission: Design a market plan based on the result reafized
the market research. This plan will indicate orlinatthe 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 widtketing
program.

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 needshdir users. In
design the plan, the library has to consider therimation
resources needed, personnel, timing and the seateguired to
achieve the goals and objectives.

Market mix: This is an effective tool to be employed in the
marketing process to guide the librarian in devielgp
implementing, and evaluating the library's marlgtiprocess.
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 librarers

can access the services and information resources.

Marketing Channel/Promotion Medium: This refers to a
communication channel employed to reach libraryrais&éhe
choice of the channel depends on the nature aratidocof the
user. The channels that can be used are the ihtgrosters,
giveaways, library websites, social media, orgamea of
orientation and user education.

Message/Information: The wording of the message is essential
in reaching the clients. It should be structuredwsitten in
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straightforward language to convey meaning to dngett market.
Do not use ambiguous words in order not to conftise
audience. To achieve the aim, your message shoed 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 wilp you in
branding and packaging your product to compete wither
agencies.

8. Consider the Fund Available for the Marketing Activity:
Availability of funds determines to a greater extédre 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 achiedvetheir
objectives and determine the marketing programéngths and
weaknesses. The strengths and weaknesses of themprare
evaluated by assessing the level of utilizatiorthef information
resources and services(products) marketed, theiesity of
personnel used, and the policies employed. Thdtresil help
improve the marketing program. Evaluation could grecess-
based, outcome-based and impact based. Evaluatreg t
marketing of library services program is to findt tow far the
mission and objectives of the library in satisfythg information
needs of users are achieved and the areas theylibegds to
adjust its services.

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

As the implies, Selective Dissemination of Inforrna{SDI) is a service
organised by the librarian to keep users informedany current and
relevant information in their field of interest. ide the library users are
notified of new publications, recently publishedstacts of journals,
reports, and current news on the subject theyrdegested in or may be
interested in the contents. This service may betreleically or
manually provided to any library user by the limas. For example, if a
library user loves football, the librarian sendgures of matches to play
in any season to your email. If you are a studenthie faculty of
science, any innovation or discovery in science,librarian sends you
an alert on the findings; you can now go to thealip to read more or
access the information online through the libraajaiase. The users can
be informed through posting the information on oetboards, text
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messaging, RSS feeds, email, Voice mail. The Sbhisaio provide
current information on a particular subject to speasers that need the
information. To carry out this service in your Bloy, you have to create
a profile of your library users where they indic#teir field of interest.
Selective Dissemination of Information creates aifpe image for the
library, the librarians and increases patronageth® information
resources by users.

2. Literature search/ Bibliography Listing

Literature search as defined by Rau in Grewal, Hatand Dhawan

(2016), “is a systematic and well-organised seavhich is carried out

using already published articles, journals, bookd data to identify a
breadth of good quality references on a specifictcA literature search
is important because it helps you form bases ovigeoevidence to base
your research. It also guides and directs you othous to be used in
your research method. And directs to formulateaedequestions when
you read other related research in the availatdealure. The literature
search can be exhaustive and time-consuming whandgonot know

the Boolean search techniques to filter informatideing keywords in

your searching items is vital, whether web-basedh ananual search
using books and journals. You have to master tlieeofivarious search
engines and techniques for search information ldgaian to carry out

this service effectively for the library users. dnliterature search, you
have to search using the available informationaarylibrary, and other
search engines like google, yahoo, yippy.com, Ask,cDuckDuckGo,

Excite, etcmatch your searching items or question. The lijpcan post

on their website to advertise this service to iedérd people. Some
librarians charge money in rendering this servizdhte public. So in

some libraries, it is a fee-based service.

3. Photocopying Service/ Reprographic service:Photocopying
services can be marketed by librarians to attrantl$ for the
library. The library offers this service to the piabfor making
duplicate copies of their document and informati@sources
found in the library using a photocopying machine acanner to
give copies of the documents. It is among the &%l services
offered in libraries. The library provides suchvsegs to users to
reduce theft and mutilation of materials and séeeresearcher's
time. The library can market this service to inseéunding for
the library expenditures.

4. Book reservation services:Libraries can prepare avenues that
enable users to send messages or call the libréoiaeserve
information resources. But if the book is on lotire user making
such a request is notified when the material islavie for use.
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This will save the time of the user because he doésome 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 ulse library
resources, search for information from the libreollections, use
search engines to search information online, anttieve
information resources from the catalogues and siselJser
education is the instruction given to users to tiegm 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 is rendered to library useter-library loan
services are beneficial in libraries because naifijpcan have all
the information resources their users need in tbeliection, so
every library needs to cooperate with other lilmsario satisfy
their users’ information needs. Through this sexvgtudents and
users are assisted in locating and searching ralsteriot
available in their library from other libraries. &lawareness of
the availability of the service in the library cle 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 librarieseir library
cooperates with.

7. Document Delivery Service:This service supplies information
resources or documents to a user on-demand to caafidn
where the user needs the information. Upon platiegrequest,
the librarian identifies the users' location andndse the
information resources. You can request any infoionarom any
of the NOUN study centre libraries through Nigdri@spective
of your study centre, the information resources kel brought to
your study centre library for your use. Such sevican be
marketed to students and faculty in the Nationa¢r©Opniversity
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 ofiestin
information resources to enable a user to locateenmtify the
item in the document. An index is a pointer to &cpi of
information. The librarians render all these sea¥sito save the
users' time and for the users to quickly identthe tparticular
information he needs and where to locate them. daumarket
these services to users to help them have quiclesacdo
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information resources for reading and research.emthe users
time is saved and satisfied, the image of the fianaand library
is projected favourable to the community. This walad 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. Likenas can translate
information written in a foreign language to a Iblzenguage for
easy understanding of the information by the lagahmunity.
Also, information resources written in other langes deemed
essential to users are to be translated into Enghienable users
to access the information content of the mater@eating
awareness of the service through marketing canrgenéunds
for the library because authors can request sustices and pay
the Liberians that offer such services. Also, whears know that
the librarians can translate information to différéanguages, 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 arerrete to the
sources or location where the required informat®mvailable.
Referral service directs library users to the sesi@f information
they need that is not in their library. Users canriformed about
such services using different marketing channks dirientation,
word of Mouth, posters and giveaways.

40 SUMMARY

In this unit, you have learnt that library servica® all the services
provided to library users by the librarian and ofliterary staff to satisfy
or meet the information needs of library userkese library services
aim to provide information resources to library ngse¢o facilitate
teaching, learning and research. Such library sesviinclude users
education/information literacy skills training, @ntlibrary loans, referral
services, document delivery, Selective  Dissemimatio of
Information(SDI), literature search and bibliograpltompilation and
translation services; provision and access to @nlRublic Access
Catalogue (OPAC), virtual reference services likikAa - Librarian,
email library services an@omputerized Circulation/ readers Services
Library services have enabled users to have adoeissormation they
need through book and databases at the comfdmeofliomes.
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Also, you learnt that there is a need to markesehérary services to
create awareness of their existence and promoiteuses by the library
users to satisfy their quest for information andwledge. Hence the
marketing of library service is defined as a prec#sough which the
librarian creates a link between the library infation resources and
services and the library user not just creatinmla &and promoting new
services but it entrails creating awareness todief existing services
and information resources and their appropriatenglsn, the library
services can be marketed to different users fartifieation, awareness,
easy retrieval and use of these services. To mébtaty services, you
should identify the objectives and mission of yébrary, identify your
users and where you can locate them, find out ih@rmation needs,
what are the channels to be used in reaching @m,tihow 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 usergaingh conducting
marketing research, analysing their feedbackske tiae right decisions
on what to market, where to market, how to market.is online, how

do the website, the service or product design, #rel marketing

strategies to attract any user searching for in&tion on that site?
Marketing of library services helps create awarsnesicrease
satisfaction, and create links to services, pragjuend expertise
provided for library users. Attend the tutor-markessignment below to
measure your level of understanding of the unitpid where you

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

Self — Assessment

What are the things you should consider why plagfam 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 available for Markegtin
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UNIT 2 CHANNELS OF MARKETING LIBRARY
SERVICES AND THE APPLICATION OF THE
FIVE LAWS OF LIBRARY SCIENCE IN
MARKETING.

CONTENTS

1.0 Introduction

2.0 Intended Learning Outcomes (ILOSs)

3.0 Main Content
3.1 Application of the Five Laws of Library Science of

Ranganathan in the marketing of library services

3.2 Channels of marketing library services

4.0 Summary

5.0 Conclusion

6.0 Tutor-marked Assignment

1.0 INTRODUCTION

You have learnt the concepts of library serviced #re marketing of
library services in the previous unit. We discusteat 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. Sugraty services include
acquisition,  cataloguing, classification, reservation, user
education/information literacy training, inter-ldry loans, referral
services, document delivery, selective disseminatid information,
literature searches, bibliographic compilation darahslation services,
provision and access to Online Public Access CgteddOPAC), virtual
reference services such as ‘Ask-a-Librarian andilelibeary services.
Marketing library services entails creating awassn& inform users
about services and information resources avait@léheir use and how
and where to get them. The question you may astois,do | inform or
market these services to library users? The rigigwar is to use
appropriate marketing channels to communicate &sdhusers about
these services. This will introduce you to the t¢omf this unit,
“Channels of Marketing Services Libraries and thgphkcation of Five
Laws of Library Science in Marketing.”

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you should be able to

o Enumerate the various channels used in the magkefitibrary
services to the users.
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o List the five laws of S.R. Ranganathan in the mtimkeof library
services.

o Discuss the application of the Five Laws of Libr&gience by
S.R. Ranganathan in the marketing of library sewic

3.0 MAIN CONTENT

3.1 Application of Five Laws of Library Science inMarketing of
Library Services Through 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 laWrary science
that promote the marketing of library services ammdormation
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

gkl

Books are for use This first law of Ranganathan’s implies that bsok
and any information resources in the library shdaddread and used for
research. This means that each book availablearilthary should be
used by users and should not be kept in cartonsshet/es. Users
should come to the library and use the availablekbofreely. To
achieve this, librarians and Library staff shoufdmote these books to
attract their users to read them. Librarian andhpstaff should employ
marketing strategies like segmentation, target etaakd 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 timformation
resources that will meet the user/ reader needsinfbrmation needs of
every user and the user's satisfaction should éé&ttus 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@ute 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 beeoted to that book or
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information resources met for the reader in theahp The librarians
should endeavour to carry out market segmentatidarget the readers
and their specific information needs and satisgnih

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 tiwary is aimed at
saving the time of the users. The time of the iseaved in the library
through the provision of call number for every bpgkovision card
catalogue and Online Public Access Catalogue (OPASBlective
Dissemination of Information (SDI) services, abstireg and indexing
services and literature search/ bibliographic sewiprovided for library
users. The reader should be aware of these seryimesigh 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 tmowations and changes
in the society or environment. Now Information Couomitation
Technology (ICT) is applied in the provision ofrigoy resources and
services. The librarians and other library staéf acquiring ICT skills to
meet up with the new trends. Users can now acoéssniation from the
library from any location and anytime with interroemnected ICT
devices; librarians can directly communicate withit use online to get
instant responses. EBooks, e-journals, online napeys are now
becoming more popular to information users. Howgeviee librarian
should ensure that the library collections growshwhe new trend.
Book vendors market their information, and thediins pay for these
resources online with credit cards. Also, morediias should market
the library database and services available tosueatine to attract
patronage. Also, the librarians should be innowaby introducing new
library services to users

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

Many channels can be used to market library sesvicdibrary users in

Libraries and Information Centres to ensure thajoae who needs
information from the library and information cerdrgets the required
information and services precisely. Libraries sddu# in the business of
helping information users get the information “thegnt” when they

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

services and information resources using differaitannels of

communication, as discussed below

65



LIS 316 ADVOCACY & MARKETING OF RERY & INFORMATION SERVICES

1. Direct selling/word of mouth is a vital tool used to market
library services and information resources to uséng librarian
and library staff informs users, students, commumembers of
the society that libraries exist in their envirommheThis is carried
out during educational and social gatherings thraigopeople
together, where they are encouraged to visit theady or the
library website for information. Bhattachryya (20 Hressed that
word of mouth as a marketing strategy is the mosteful tool
for marketing activity.

2. Use of Brochures: In the marketing of library services to
potential users, brochures are one of the modtteitds to inform
the users that your library has a collection ofoinfation
resources and services that can meet their infoomateds.

Samples of Brochures

Source:

—

https://www.besttemplates.com/design/2544/library-
brochure
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The use of brochures in marketing library resousre$ services aims to
inform customers of the existing and new serviced products the
library and information centres can offer. Broctaure marketing are
still cost-effective and easy to produce and diste to the target
audienceWith the advent of internet marketing and sociaddm, some
librarians thought that brochures in marketing dilyr services are
obsolete. The thought is not correct because tbehiore brings direct/
physical contact with the intended users. Flyesnghg all the services
provided in the library can be distributed to newdents during
orientation, students’ week, library week, seminargl conferences
even when the library is not organising the prografublic libraries
can share brochures of the library activities ia tharket to encourage
parents and children to come and use the librdrgresl in churches,
mosques, and traditional festivals where peopleagabgether to watch
and listen to events. Appearance and the choiegoads or wording in
the brochures are critical. The message on thehbrecshould be
straight to the point, and the appearance shouleblwirful. Therefore,
your brochure should be attractive to draw the néitte 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' individualtat® 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 andue®s online.
The library website helps promote the library seesiand gives
access to Online Public Access Catalogue and @atresources
available for the library users. The informatiorsitors or users
get from the library web page from library websi#l help any
user who desires information decide whether tot s library.
You should make sure that the information you postthe
library web page is concise and straight to thentponot
confusing the library users. The home page ofitiray website
must show a link or procedures on how to acces®k8qournal
search for any information from the library colieas. Above
all, there must be a login window for members teate an
account to log in using their user name and passwor

5. Use of Social Media:The social media channels used in the
marketing of library services to users are Fackpoelegram
Twitter, Myspace, blogs, podcasts, photos, viddikr, wikis.
The internet, computers and mobile phones arewsgegou 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 datandbrmation resources
the user’s needs will be communicated to the usany location where
the user is. The use of social media in libraneasfketing is ant trend in
advertising library services and librarians.

ICONS of Different Social Media for Marketing oftiriary Services
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N
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)

blogger.png delicious.png digg.png feed.png
oo fif @) . 3
flickr.png friendfeed.... friendster.png furl.png google.png
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lastfm.png linkedin.png livejournal.... magnolia.png mixx.png
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myspace.png netvibes.png newsvine.png picasa.png pownce.png
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reddit.png stumbleup... technorati.... twitter.png vimeo.png
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8 0 @ « &
webshots.png wordpress... yahoo.png yelp.png youtube.png

Sourcehttp://www.newdesignfile.com/postpic/2011/06/social
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Organizing Library Tour: Library tours are part of the
orientation programs lined up for new library ssend new
students in institutions of higher learning. Thierdrians and
library staff should organise library tours to wwra library

anxiety from users and create awareness on thdibeamy users
on the various sections/units in the library ara tvarious
activities carried out in the sections/ units. Tibeary tours can
be virtual or physical visits to the library. lnetlibrary, tour users
are exposed to how to retrieve information frone tibrary

catalogue, ask questions from reference librariamsl see



LIS 316 MODULE 4

information resources for answering reference quest This activity
is to market the library services to the new inehdisers interested
and attracted to come back and use the librarycg=nand resources.
Copy each of these links on your web browser tacivabw you can
create your library tour.

https://www.youtube.com/watch?v=vuGV6wk8J6q
https://www.youtube.com/watch?v=W6QdRflYi2a
https://www.slideshare.net/johnbclibrary/library-to ur-

powerpoint2.

7. Organizing Library Orientation/ users orientation: The aim
of the Library Orientation/ users orientation ¢ let intended
users of the library be aware of the services ipexV in the
library and the information resources availablettte users for
their study, research, recreation, and learrlifsgr orientation is
referred to as the teaching or instruction giwethe library users
or newly admitted students, faculty, research kehon how to
search for information from the library collect®onKantharaj,
Kumar and Vasanthakumar, 2013) explained libraignation
as a process of familiarizing the library to liraisers enabling
library users to master the skills needed to eegriinformation
from the library collections and make use of ofliteary services
and facilities effectively. The library orientatiousers orientation
is vital for creating awareness and selling lipraroducts and
services.

8. Use of Mass Media:You can use mass media like television,
newspapers, and radio to market library servioethe public to
attract users to the library. You can create amess on your
library, services and resources to your intendeérsi using
jiggles to inform the people that you are theyneet their
information needs with the services you as a fiaracan render
to them. This channel of communication reachestow wider
audience, but it is expensive to embark on. Lypmmogrammes
like orientation, library week and seminars canabeounced to
create awareness, thereby marketing the libragyitarservices to
the public.

9. Use of User Education / Information Literacy SKls: User
Education is an effect you can use to market tae/ices,
information resources and other activities prodidethe library.
User education is a compulsory course for anyestuadmitted
into a higher school of learning in Nigeria. Thends to teach
students all the skills they need in identifyingformation
resources, accessing and retrieving the informatey required
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10.

70

from the vast knowledge of collections in the lityral’he acquisition
of this knowledge will help the students to impraweir academic
performances in school. User education help librexito create
awareness of the services and information resounctee library to
enable users to make effective, efficient, and petelent use of
library services and resources

Use of PostersPosters are another channel of marketing library
and information services to the public to attrdiem to use the
services available to them. It is cost-effective spreading
information and creating awareness to a broadgieaoe, unlike
television and radio houses. You can use postelsiiid brand
awareness for your library and its activities tigh promoting
new arrivals (information resources) and serviceoduced in
the library. You can paste your library poster danstrategic
position where you are legally permitted so thajome walking
across will be attracted to read them. The woslingthe posters
should be straight to the point. Too many wordsrat required
in posters. Posters can be distributed in the etsrkschools,
gatherings, community events to create awarernfebge services
and information resources available in the lilesri When
preparing a poster for the marketing of librargyvezes for your
library, make sure that the pictures, logo, ilasbn, text can be
read from a distance.
T el s =P

“Libraries allow children to ask questions |
about the world and find the answers.” |

"I'd be
happy if | could
nk that the role

“And the wonderful thing is
that once a child learns to use a
library, the doors to learning

"The library -
is a place
) where most
g J of the things .
. | came to -
value as -
an adult
had their
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“A library is the delivery room ]
for the birth of ideas - a placel ;
where history comes to life." "8

“In the library, one often finds
people Close their mouths
and opeh their minds!"

. r‘y-B B Qu
\I.

~ Norman Cousins -~

Different Posters for Marketing Library Functions

Sourcewww.unigueteachingresources.com/image-files/

.11,

Use of Giveaways with Inscriptions on them:Giveaway is a
promotional tool you can use to attract new amtlliblrary users
to the library to enjoy the services and resoui@eslable for
recreation, study, teaching and research. By produ and
sharing the library's giveaways, the library adarians' image
is being promoted to the general publ@iveaways are used to
increase awareness of services and products teuomrs to
increase the number of customers and increasatiimtion of
the products. The library can use giveaways ligghklders, T-
shirts and decorate the library logo, Library wthslibrary
services, library quotes to create awareness of library's
existence. These giveaways can be shared duriegtation,
seminars and conferences organised in a givearjilmommunity
or environment. The pictures below are examplegiwéaways
you can use to market your library, librarian, ahbrary
functions.

b 4 -

: i ’
A atwal e
LIBRARIAN SRSSY Y
i (it
DON'T STOP e
o8 i e }

— / ,
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https://www.google.com/url?sa=i&url=https%3A%2F% AAw.pintere
st.com%2Famy dz%2Flibrary-
shirts%2F&psig=A0OvVaw2T7n2CrsTs61fuu2r95jhm&ust=848160
5387000&source=images&cd=vie&ved=0CA0QjhxgFwoTCPBKS8
NhvECFOAAAAAJAAAAABAD .

.https;:-/-lwww.qooqle.com/url?sa:i&urI:https%3A%2F%2Ew.a

mazon.com%2F12-
PackMotivationalKeychainslnspirationalQuotes%2Fd pB232H
RH23Z&psig=A0vVaw3R1WeUw5RIMDVEIABk54Zz&ust=162
3190204225000&source=imagesé&cd=vfe&ved=0CAIQ|RxqFwo
COj06IfFhvECFOAAAAAJAAAAABAS
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12.

Samples

Long Branch

Free Public Library &5
NN\
T =

Mmmhwmww

508 how the library is celebrating
mmm

o longbranchib.org

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,WeaknessesDpportunities andlhreats with people
during seminars organised by the library and o#igencies to let
them know that libraries exist in the communitglaghe services
they can access from the libraries. Libraries aaganise library
week for students. This is similar to what the lpubbraries do

during library week. They move around the commurand

environs to invite members to the library weekngsposters,
brochures, and other advocacy means. This alloedilbrarians
to encourage every participant to visit the lilgrar

for Week

of Librar

Posters

- Ceolebrate Natanl Library Day and Natssasl Libeary Week w
reading event and the portable bgirmsute by,

- ¢m- muqmmva_uoug
“Read Ilke you re a lighthouse

H

l ”

=v

m
8

https://slidetodoc.com/presentation image h/c52f@d&9a38d399fee

€63299b08/image-16.jpg

https://encryptedtbn0.gstatic.com/images?g=tbn: ABQL 54sFP5Fy

UxU4zECtidENZJOocCW8PXWt8n51LOpt3bnQj8afPY3h2wsMHCS

yCAoOws&usap=CAU
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4.0 SUMMARY

In this unit, you have learnt the five laws of hbby science propounded
by S.R. Ranganathan in 1933. The first law is “Boa@ke for use”,
meaning that a library patron should read and tigebooks in the
library collection. The books should not be left the shelves without
use. This second law is “Every Reader his bookwsh that every
reader’s information needs should be used in id@ng the particular
information resources that will meet them. Thislwi achieved when
you, as a librarian, conduct marketing researckini out your users'
information need to match each reader with his badie third law,
which is “Every book its reader”, stressed thatrgu®ok in the library
has a reader, and the reader should be connectedatobook or
information resources met for the reader in theahip As a librarian,
you can achieve this by carrying out market segatemt to target the
readers and their specific information needs atidfgghem. The fourth
law is “Save the time of a reader”. You as a litararshould ensure that
information resources should be arranged or orgdnisr easy retrieval
of information in the library to save the usersdi The fifth law is
“Library is a growing organism” library is not sigt it is growing
through adapting to innovations and changes in $oeiety or
environment. You as a library should acquire a n&end in
librarianship to serve your users better. Also, yearnt the various
channels you can use of marked the library senticgbe new and old
library services. The channels are direct sellimgdv of mouth,
brochures, Learning Management System (LMS), sauiatiia, 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 tlhas one thing to

provide library services and information resouricea library for users

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

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

To reach out to distance learners, discuss thaldaithannels you can
you to market information resources and servicakém?

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 Librarye3ce by

S.R. Ranganathan in the marketing of library sewic
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UNIT 3 CONCEPT OF INTERNET MARKETING IN
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1.0 INTRODUCTION

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

These activities were possible because you haeenigit connectivity on
your device. If your phones and computer are notneoted to the
internet, you cannot share download informatiomfithe web page and
your friends. Also, you can use this internet ébrarian 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 Coegt of Internet

Marketing in Libraries and Information Centres.”

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you are expected to

Define the concept internet

Explain the concept of Internet Marketing (E-Markg)
Outline the advantages of embarking on Interneketarg.
Discuss the various types of E-Business Marketing
Understand the various steps for planning an letevfarketing

A
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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 foiormation. Anyone
can publish information on the internet. The In&troan be defined as a
pathway that allows many computers to communicaiagudifferent
operating systems. The communication between thmpaters 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 segne express or
transfer information. The internet has enabled shegle-sender-one
recipient communication model, which is a vital tdo communicating
with the target market on the services and prodyatshave for them.
Also, the Internet has allowed mass advertisememiguthe many-
senders-many recipients model. The use of thenatein marketing
library services has helped libraries provide oppaties for their users
to access information that interest them througbwising through
library websites.

The Internet is connectivity that interlinks comgnst worldwide, which
operates on a standard protodéb(zalita & Nor Asiah 2013)Libraries

need to keep up with the competition, and facéispeed in information
access and communications between users, estailisiietter

relationships with library users and reducing ligr@xpenditure and
cost for information access. This is because, his technology
environment, currency, accuracy and timeliness rdbrmation and

speed of response are essential to successfuhylip@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 smbscribe to by other
information centres private users.

3.2 Concept of Internet Marketing (E-Marketing)

As the name implies, electronic marketing is mankgproducts, goods,
and services to consumers using the Internetvéiwes using marketing
elements and technologies in connecting organisatior business
products and services to their respective custamAcsording to
Strauss, El-Ansary and Frost (2006), informationmounication
technology is applied in creating, communicatingd aelivering value
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to customers and managing customer’s relationdbigenefit 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 dointhwhe 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 intetm achieve the
objectives of marketing processes. In a nutshteif 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 custonreesbrief period. It has
also helped create more channels for consumers paoducers to
interact or communicate with each other to selirtpeducts.

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

Library Resources and Services
g ek
& Ry ( | g B
‘ Allow customers to Exchange of '
| Connects with tilor library services Documents in
] everyone online to meet their needs Web 2.0
. S environment

SO l f

Getting information Update
into the hands of users Web Based ‘ Website/Library
wherever they are by L Environment | Homepage
using whatever best .
tools are available -2
3 / / \\
Va L uw N 3 )
Prefer Online
Social Networking Expects 24/7 Group sharing of Library
of People access to library Ideas Globally Resources
\ . J J

| https://image.slidesharecdn.com/slideshare1-14 12214 -
conversion-gate02/95/marketing-of library-servi@es-
638.jpa?cb=1417476506
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Advantages of E-Marketing

The advantages of embarking on E-marketing incldidedollowings

3.4

1.

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

It helps to save the overhead cost on the procaraisservices
providers like payment of business premises andananted
levies by the government agencies.

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

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

Also, geographical location is no longer a barfeerbusiness
partners to collaborate and share experiences.

It is easier and faster to compare prices from ecgffit
companies online than travel to various locatiansdarch for
prices.

Types of E-Business Marketing (Internet Markang)

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

80

Business—to—Business Internet Marketing: This involves
marketing a product to businesses, governmentsjrestititions
for the use, resale, and production of businesdymts. This is
called Business — to — Busine$B82B). The online B2B is
lucrative because many companies are connectdeetomternet.
Companies involved in B2B businesses establish maohtain
extensive databases for business customers, syify@haviour
and account information. In shipping of productsghased, the
customer tracks the goods through their website. prioduct 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 youraifp The
amazon company sends the librarian an email nogfyiou of
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3.5

the delivery process. You can track the package&gusour
devices like personal computers or handheld paliotspi
provided your device is connected to the intern&then the
information resources arrive, your library displdlge resources
and students are asked to pay for library feesntble them to
access the information. Another example is thatr 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 informationati@tses provide
information resources for research and reading.

Business to - Government (B2G): This occurs when
government buy goods and services from your compariym.

When government want to buy from your companyakes many
procedures or rules like giving out a tender togbalified as a
supplier, bidding process and sometimes the payrfanthe

goods and services delivered takes a lot of timeantples of
government markets are agencies and bodies likeatheed
forces, health services, education and governmensimes.

Business-to-Consumer (B2C)This is the marketing of goods
and services to the end-users, the customer widsrae® uses
the productMany times, the E-business activity also occurafr
customer to customer. This process is also refeoas internet
retailing, where a consumer buys from online-basecdes
instead of going to the streets to purchase goodservices.

Steps for The Planning an Internet Marketing
(Marketing E-Marketing)

In carrying out any project, you need to plan thecpsses of embarking
on the project. Even when you want to embark auaney, you need to
plan by finding out the aim of your journey and wilyau 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 im@hnan online

marketing process. Introducing online marketinght® library requires

proper planning. The followings are the seven ddesteps to follow

in planning for internet marketing (E-marketing),

1.

Situation analysis of your firm: Here, you must evaluate or
analyse your marketing and company’s environmebjgadives
and Strengths, Weaknesses, Opportunities and Threats
(SWOT) of your firm or organisation, which the library.o
have to examine your library’s internal strengthd aveaknesses
concerning the environment and the institutionérars they are
or may be competing with. Explain and review anigtxg plan

81



LIS 316

82

ADVOCACY & MARKETING OF RERY & INFORMATION SERVICES

of the library or firm by finding out their objeets 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

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 dsiag
marketing strategies like segmentation, targetdifferentiation
of your customers, and positioning your producsdilreview the
strategies used for your competitors to enabletgquosition and
differentiate your goods and services from theirs.

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 shsaes revenue,
achieve brand goals, improve supply and improveltdtabase.

E-marketing strategies You have to relate the objectives of the
internet marketing to the marketing mix, which isat offer will

it present, advertising the product on web sitdjnenauctions
sales, generate more revenpeoduct), of what value is it to
your firm? does it encourage online bidding, o 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 agéplece) and then the
communication pattertike the use of email and web page in
communication with buyers and business partnerpdsitioning
and creating awareness on new products (promotion).

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

Budgeting: This determines the expected income to be rehlize
in the marketing process and matches it with thegegt's cost.
Where the cost of embarking on internet marketingveighs the
revenue, it will generate. This shows that embaylom such a
marketing method is not essential. In check the farysinternet
marketing, you have to consider the cost of teabgwlto be
used, the cost of site design, staff salaries aretbpment and
maintenance, advertisement cost and other miseellen
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 traeking
systems to measure the result of internet markefihg essence
of assessing the plan is to find out whether yoterechieved the
objectives. This means you check your plans tordete the
implementation level and challenges to choose tnefarward.

40 SUMMARY

In this unit, you have learned the concept of titernet and what the
internet has helped us transform the way we comoat@iwith our

users, selling and buying products and servicesu ¥arnt that the
Internet is a connection that allows computerseaacbnnected, talking
to each share information throughout the world Whoperates 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 Interhes provided a virtual
space for accessing information and marketing sesvito a target
segment. You also learned that internet marketises ithe internet to
achieve the objectives of marketing processes, lwtscselling goods
and services online or applying information tecligyl to traditional

marketing. Furthermore, you learnt that steps #npihg an internet
marketing include situation analysis of your firsymarketing research
to find out the needs of your consumers, the olvestof the e-
marketing, strategies employed, implementation ,plandgeting and
evaluation plan. Types of internet marketing aresiBess to
Business(B2B), Business to Consumer(B2C) and Basindo

Government (B2G).

5.0 CONCLUSION

Internet marketing interactivity has enabled infation 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 adouisof information
resources in line with users' information needs Ww as the librarian
should be careful and modest in interacting and ncamcating with
your users online because when your user is nidfisdt 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
Explain the various steps for planning Internet k&ing.

6.0 TUTOR-MARKED ASSIGNMENT

1. Define the concept internet

2. What do you understand by the term Internet Mankge(E-
Marketing)?

3. Discuss five advantages of embarking on Internekatmg.

4. Discuss the various types of E-Business Marketmg know.
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UNIT 4 WEB-BASED LIBRARY SERVICES AND
INTERNET MARKETING IN LIBRARIES

CONTENTS

1.0 Introduction

2.0 Intended Learning Outcomes (ILOs)

3.0 Main Content
3.1 Concept of Web-based Library Services
3.2  Types of Web-Based Library Services
3.3 Advantages of Web-based Librarywiges

4.0 Conclusion

5.0 Summary

6.0  Tutor-marked Assignment
7.0 References

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 wehowmit even knowing
whether the information is correct or not. So, thierary circulation
desk services/reader’'s services, Catalogue carshetatand reference
desks services rendered to library users are deglifMany library
patrons now browse or surf the Web to find answetkeir information
needs. This lead to the introduction of web-baskrhry services to
meet the library users where they are. Bring tHerination services
from the library at their various location anytimed anywhere. The
guestion now is, what library services can you ta@ethe users
anywhere and anytime? The answer will introduce tothe topic for
this unit, “Web-Based Library Services and the Channels usedf
internet marketing in libraries and information centres”.

2.0 INTENDED LEARNING OUTCOMES (ILOS)
By the end of this unit, you should be able to;
o Concept of Web-based Library services

o Enumerate various types of Web-based library sesvic
o Explain how each of the Web-based Library Servisgsovided.
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3.0 MAIN CONTENT
3.1 Concept of Web-based Library Services

Library Services are all the information servicesd aactivities the
library employs in the dissemination of library anfnation resources
like books, journals, theses, research reports, ddapers to users,
providing access to audio-visual aids, reprogra@rices, reference
services, abstracting services, indexes, catalggaimd classification
service etc. to meet the users’ information neeflse advent of
information communication technology, which broughé internet to
provide services to information users, changedwhg and format in
which information services are provided to libraisers. The use of the
internet, computers and web technologies introdweebl-based library
services into librarianship.

Web-based library services are library are providedusers through
library websites. Library users can only accesssahservices with
internet connectivity and computer devices like thesktop, laptops,
handheld devices like palmtops and android phomhs. internet and
web technology necessitated the provision of wedetldibrary services
to library users—these services because possilite the designing of
library websites, internet and electronic inforroatiresources and
services.Gavit (2019) defines web-based library servicesaksthe
library services provided by a library through absiée that can be
accessed from the website with the internet armlvallfor integrate d
access to multiple databases. Some examples ofibuaty services are
online current awareness bulletins, library webpags Online Public
Access Catalogue, Bulletin  Board Services, Askiardiian
services, web forms, digital reference services, linen document
delivery, interlibrary loan, online help and infoation skill tutorials and
e-mail-based library services.

3.2 Types of Web-based Library Services

The internet, the World Wide Web, and computer dewvigive rise to
the establishment or introduction of library welséa services to users
of information from the library. The library seres include the digital
library, virtual library, instant messaging sengcelocument delivery
services, virtual classrooms, a computerised cgiegothat 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, Cotaepred
Circulation Service and library databases.
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1. Provision of Online Public Access Catalogue (OPAC)It is a
web-based library service provided for library sse&v find out
what a library has in its collections. This OPAChcanly be
accessed with internet and computer devices like dasktop,
palmtops, android phones, laptops, etc. The OPACai
computerized catalogue of all the library holdingsresources
available in any library that enables users to deafor
information online. With the innovation of the Imet and its
application in information management and accesstribraries
provide access information on the OPAC to userddwode 24
hours daily. Registered users can now search ubmig library
OPAC wherever and whenever they like once theiricgevs
connected to the internet.

2. E-Mail Reference Services: The librarian and library users
communicate using email to send and answer quefiég
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 therdily website;
when a user wants to submit a question, they cak te link,
which launches the user’s e-mail software to typehieir query
and send it to the librarian. This is obtainabl¢hie National Open
University of Nigeria individual student Portal foYirtual
Learning Environment. The shortcomings of this \balsed
library service are that you may not receive aramtsresponse;
the librarian can only reply to you when they searymail.

3. Web Form or Query Form Library Service: This is another
library service librarians render to users to diseo their
information needs and provide solutions/answerthéoquery the
users filled in the web form (Online Form). On theb, forms are
made available to users on the libraries webslies.form should
be self-explanatory and space provided for the tseexpress
their problems for easy understanding by the raefgdibrarian. It
is expected that librarians should always be abklto respond to
user’s queries immediately.

4. E-Print Archives Services In providing this type of service, the
library provides research works/thesis of studewtmference
papers, book chapters’ research in an E-Prints edeetronic
copies of academic research purposes. These BE- fprins of
these research outs are made available free diolinesearch to
use for educational purposes. Some of the pringsgtarch is
digitized and made available online for informatisaekers to
consult.
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Computerized Circulation Service: This is another web-based
library service provide to the library user. Thessce allows the
registration of users and the issuance of uniquemtification
numbers, usernames and passwords to access #ry lilatabase.
The unique identification number given to any uséyws he/ her
to borrow books and return books to the librarye Tusername
and password allow the user access to eBooks, regsy e-
magazines and other e-databases the library may $idvscribed
to.

Short Message Service (SMS) Alert: Librarians can use SMS
notifications to communicate or alert the librarsets on newly
acquired information resources in the field of iast (Selective
Dissemination of Information). You can send othettalv

information on upcoming events in the library thgbuShort

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

Online Reference Chat Services/ Ask-A-Librarian Ask a
Librarian” is a reference service offered to lilyrarsers from the
library web page to create awareness and provlae &o library
users on how they can get assistance from librariaHere the
reference librarian or any assigned library stafjages he/her in
an online chat to provide immediate informatioranswers to the
user’'s questions. Librarians are trained on thdsskieeded for
providing such answers to queries. This referravise can be
marketed to the library during orientation, userueation/
information literacy and library week.

Library Databases: Provision of library database: librarians
provide essential services to library users and iafgrmation
seekers using the library collections. These arectenic
collections comprising of journal articles, bookshapters of
books, research reports, videos, images, magazimgsxes and
abstracts of published works on different discipéiracquired by
the library. To research for information on therdity database,
you have to narrow your search using keywordse,tiduthor,
subject, year of publication, and language to hedprow your
search results.
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Watch this video by copying this URL address onrjmowser.

What is a database, and how do you search

it?

https://www.youtube.com/watch?v=tnwf85Vh|5Q

4.0 CONCLUSION

In this unit, we described web-based library s&wicas services
provided to users through library websites. Librasgrs can only access
these services with internet connectivity and comapdevices like the
desktop, laptops, handheld devices like palmtomb @rdroid phones.
These web-based services @rline Public Access Catalogue, online
reference chat with librarians (ASK — A- Librariargmail reference
services Web Form or Query Form Library Service ssége Service
(SMS) Alert, Computerized Circulation Service ailordry database.
These web-based library services are provided ¢olitirary to give
them quick access to information resources andcssrwherever and
whenever the users need this information.

5.0 SUMMARY

Web-based library services have helped promote paondide 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 virtlifadaries; there will
be nothing like virtual libraries without web-baskurary services and
resources. The web-based library services haveetidhe library users
to change their beliefs and attitude toward theal the librarians and
the services they provide.

Self — Assessment

What are the importance of web-based library sesviitom what you
learnt from this unit?
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6.0 TUTOR-MARKED ASSIGNMENT

1. Defined the term Web-based Library service
2. List five Web-based Library services you know.
3. Explain how you can organise and render threeréiffetypes of

web-based library services to your library user?
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UNITS5 ADVANTAGES AND DISADVANTAGES OF
WEB-BASED LIBRARY SERVICES AND
CHANNELS OF THE MARKETING OF WEB-
BASED LIBRARY SERVICES
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1.0 INTRODUCTION

In the previous unit, you learned about web-badadry services like
the library serviceprovided to users through library websites. Lilgrar
users can only access these services with intezoehectivity and
computer devices like the desktop, laptops, hamdidsvices like
palmtops and android phones. The web-based ligaryices include
online current awareness bulletins, library webpags Online Public
Access Catalogue, Bulletin Board Services, Askiardiian
services, web forms, digital reference services, linen document
delivery, interlibrary loan, online help and infoation skill tutorials and
e-mail based library services. The question nowyda need these
services? Are there problems associated with thegi? How can library
users be informed about the existence of theseacssnfor them to
access? Your answers will bring us to the topidhi$ unit which is
“Advantages and Disadvantages of Web-Based Libraryics and
Channels of the Marketing of We-Based Library Seesiin Libraries
and Information Centrés
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2.0 INTENDED LEARNING OUTCOMES (ILOS)
By the end of this unit, you should be able to

. Explain the Advantages of Web Web-Based Librarywises

o Discuss the Disadvantages of Web-based librarycerv

o Mention various Channels used for the marketingeif-based
Services in libraries and information centres.

o Discuss the various Channels used for the markefingeb-

based Services in libraries and information centres
3.0 MAIN CONTENT
3.1 Advantages of Web-Based Library Services

Web-based library services have the librarianseséiteé users better and
faster. The followings are the advantages gainek the introduction of
web-based library services to library users;

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

2. Many users can access the same information resouand
services at a particular time or simultaneouslyibing the library
website and the database.

3. Many library users can source information usingdirection on
the web page without depending on the assistalitirafy staff to
get the required information.

4. Users can access information and services theyireeg the
comfort of their homes, offices, on transit, andyeinere and
anytime with their computer devices connected ¢oititernet.

5. Information services are now available in a défer format;
audio and visuals use emails and social networfangccessible
communication and understanding.

6. The web-based library services helped the libmargutting down
on its budget. The number of library personnel iweb-based
library is fewer than in a traditional library set. Also, the
money used in acquiring multiple copies of parécuhformation
resources for the users have been reduced, but oserg can
access a particular title at the same time and frbfferent
locations. There by reducing the cost of runnirglibrary.
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7. The availability of the Online Public Access Catple has
enabled information seekers to find out and evelutte
information resources available to them anywher@ amything,
which will help them determine whether to searchr the
information in the library database or to visit thfeysical library.
Information requirements instantly.

8. Also, information resources stored in the libraatabase cannot
be mutilated or stolen or even miss shelved irlitivary.

9. The introduction of web-based library services hadped to
minimize the storage space problem witnessed intrdditional
library setting. Also, the lack of seats for librarsers to sit and
do their study and research have been reduced $edduary
users can access the library web-based servicesmanynd
anywhere. This has reduced the number of usersvikiatthe
library physically.

10. Acquisition and ordering of information resources the users
are now made online with their payment done onlifleere is
immediate receipt of issues of Online resourcesredifor.

3.2 Disadvantages of Web-Based Library Services

Despite the huge success recorded with the inttmiuand use of web-
based library services by the library staff andrsisthere are still some
shortcomings associated with web-based libraryisesv The following
are the disadvantages related to web-based liseawyces.

1. Search for information in a web-based environmesntegates a
massive flow of records, making it challenging ittef relevant
items.

Access to information and library services are stimes
restricted. The system may request your usernameassword
to access the resources. In most cases, the refprestser
credentials may mean you have to subscribe to sctes
contents. This leads to frustration on the parthefinformation
seeker.

2. To access a web-based library requires trainingcomputer
devices and how to operate these technologicalcdsvior
information searching. The library users have tdargo some
training. You must need internet connectivity befgou can
access any web-based library services. Where yonotafford
to buy the data to connect to your technologicaliaks, you
cannot access the services although it is availaddause there is
no data.
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3. Also, there are times when you have the data,Haretwill 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 rgeayour
devices like your android phone, laptops, deskmpputers, and
other handheld computer devices, you cannot adtessveb-
based library services.

5. Also, web base library services using email may taklonger
time for you to receive a response from the lilanari

3.3 Channels Use for Marketing of Web-based Libray
Services in The Libraries and Information Centres.

Internet, according to Kotler and Armstrong (20504), is “a vast of
computer networks that connect users of all tydesoand the world
and to a vast “information repository”. Also, imet marketing is
applying the internet and other Information Comnoation
Technologies appliances with other traditional camrmoation methods
to achieve the objectives and purpose of marketotvities. 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 intendeddityrusers.
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1. The use of social media/ Social Networking Sie

U6prn00gs60wiwQeGKKDmMQhEogSG5N0gVIBII6E90LQrv50Q
sQH9pi4J37c-TM4s&usqp=CAU

Social Networking Sites as channels for marketibgaty services and
resources allow users to create, connect, intezantyibute, vote, access
and share information online. Social networkingesitas web-based
services allow library users and librarians to fopnofiles within the
system and list all individuals or groups with whdney 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 videosYawuTube, 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 meaningwdrat users
can use to meet their information needs. Also, ymast 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 tharjbservices
and resources and publish announcements or disgmin
information to library users and information seasker
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Use of LinkedIn in marketing library services: Libraries can
create an academic page and post content, videdspraduct
offerings to reach millions of LinkedIn users. Arary can create
a LinkedIn page as an extension of a library webaitd link the
content. Also, other libraries can create Linkeglages with
similar content that contain links to your libramebsite with
information resources and services they offeringss can be
used in promoting inter-library cooperation amoibgdries.

The use of the embedded Librarians modek another channel
for carrying advocacy in libraries. An embeddeddiian 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 theomifation
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 t@thasons who
will be most interested in the service and resaird®u, as a
librarian, select the users’ information needs ulgio readers’
request file compiled in the library, subject imtgtrand carrying
of market search on information needs and informmaltiehaviour
of 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 websitblog
entries, news headlines, upcoming events to indal&l and
websites to get the content of the information. FF88ds you the
time you could have used in searching for newsnéorination
from multiple blogs. RSS Feeds is designed to sphablems
because it helps you organise all your subscribgdurite sites
into a folder that you do not need to visit onesafthe other.
Libraries can use Really Simple Syndication (RS85eto
provide updated news on the events happening ih Baary
section to their library users using the individlibtary user’s
account. RSS Feeds can be used for advocacy idiktaay
through sharing information on upcoming eventshia libraries
to the public and library users. The library casoapass some
content or information on the library website tadsnts in their
Facebook and Twitter accounts.
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Copy this link:

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

To your web browser to watch how you can use th8 R8&ds
in sending information to your users.

Learning Management Systems(LMS): The use Learning
Management System can promote web-based servicds an
resources available on the library web page. TR Iprovides
links to library resources in courseware to help yonnect the
students to online resources and services theryilwan provide
related to their course of study. An example isryblational
Open University of Nigeria Virtual Learning Envinorent; there
is a page for E-library. This E-library providediak to all the
information resources such as eBooks, Journals,Tiloe and
other electronic resources available for everydopithe course
you are learning. Through this means, the librargnarketing its
services to all the students based on their carfrseidy.

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 efidhe library
website links you to the Online Public Access Gagak, which
lists all the library holdings. Library users ardormed to search
library resources through Online Public Access [Ogize
(OPAC) from anywhere and using Internet-connectediogs
without visiting the traditional/physical libraryubding. You can
reserve a book, suggest information resources tb tadthe
library through an online link email, or readergjuest form
displayed on the library web page to purchase sesburces and
renew books borrowed online from the library. Se thbrary
website gives users remote access to bibliogragéiails of all
information resources in the library. Every othatime activity
of the library for the library users is marketeddatisplayed on
the library website to see and access. So, tharlibwebpage is
the best instrument for online marketing.
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Some Examples of Information Databases accessible
from Library Websites and Learning Management
System (LMS)) Database

https://www.aou.org.bh/students/LRC/Pages/Online-
Databases.aspx

7. Placing of Ads for Online promotion of library services
Libraries can market their web-based library resesrr and
services to the public or targeted users by pla¢idg that will
appear between screen changes on an organisatibsiteye
mostly when a new page is loading. Using the NafidDpen
University of Nigeria website, the library can NOUWhbrary can
market the services and Online Public Access Catedink by
adding Ads that will be appearing at any side efuiser’s screen
when anybody wants to visit the university sitediidual
student portal and NOUN e-courseware web pages.libray
Ads pop up while the homepage is loading or appsatdenly in
a new window in front of the web page you are vieyio create
awareness of the existence of the library anceitgices
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40 SUMMARY

You also learnt that the following are the channgls can use in
marketing these web-based services, use of socediam(Social
networking/ web 2.0) like YouTube, Flickr, Facebodk Friendster,
Hi5, LinkedIn, blogs, Myspace, and Twitter. Als@uycan use the target
email channel, Ask — A- Librarian, Embedded LibaariModel, RSS
Feeds, placing of Ads and library website. Als@si channels can help
create awareness of the services provided in tirarlr and help you
chat and communicate with your library user onlidé¢so, 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 usingwle-based library,
which include access to information and servicgsvéiere and anytime;
it saves the user's time and minimizes space fornration storage and
setting accommodation for library users. The disatages associated
with the web-based library services include that tise of web-based
library requires training on the part of the usamsl the library staff,
more information are generated at a time leadingptdusion, and there
are restrictions on the access to some of the vasbeblibrary services
you must register to have full access.

5.0 CONCLUSION

Despite the disadvantages of the web-based litsaryices, the total
aim of the library is to satisfy the informationeus of their users,
whether the library resources and services arelvesied or give to the
users in the traditional library setting. The libaas should ensure
quality in the information resources and services/jgled to the library
users bearing in mind Ranganathan’s five laws lmfly science. The
right channel should be employed to ensure thaliltin@ry users get the
desired information at the right time to satisfgitninformation needs.

Self -Assessment

Mention various Channels used for the marketingeth-based Services
in libraries and information centres.

6.0 TUTOR-MARKED ASSIGNMENT

1. Explain five advantages of using Web-Based Libf@gyices

2. Discuss three disadvantages associated with thefiseb-
based library services.
3. Discuss the various Channels used for the markefingeb-

based Services in libraries and information centres
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MODULE 5 CONCEPT OF PUBLIC RELATION 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 puldiations tools to attract
users to the library. The public relations skillsuyneed to acquire as a
librarian to serve your users effectively. Alsouywill study the roles
public relations can play in the marketing of im@tion resources and
services. Above all, you will learn the benefitslgaroblems associated
with the marketing of Information Services and Rases in Libraries
and Information Centre

Unit 1 Concept of Public Relation and Public Relatn
Libraries

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

Unit 3 Roles of Public Relations in Marketing afdrmation
Services

Units 4 Benefits and Problems associated with Maeketing of

Information Services and Resources in Libraried a
Information Centre

UNIT 1 CONCEPT OF PUBLIC RELATION AND
PUBLIC RELATION IN LIBRARIES

CONTENTS

1.0 Introduction
2.0 Intended Learning Outcomes (ILOS)
3.0 Main Content
3.1  Concept of Public Relations
3.2 Concept of Public Relation 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 employettiermarketing of
web-based library services. The channels inclgbaial media (Social
networking/web 2.0) such as YouTube, Flickr, FacdhoLinkedIn,
blogs, Myspace and Twitter, target email channsk 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 aacs.uBut who offers
these services and to whom? Is there any relatiprisbtween these
people who provide the services and the peopleséingices are being
provided for? Can the relation between the two seasof these
individuals promote or market the library serviesl resources to other
people in the community? Your answers will introdyou to the topic
of this unit, ‘Concept of Public Relation and Public Relation in
Libraries.”

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you should be able to;

Define the term Public Relations

Types of Public Relation

Explain the Importance of Public Relations in agamisation
Discuss Public Relation in Libraries.

PwONPE

3.0 MAIN CONTENT
3.1 Concept of Public Relations

Publics can be defined as groups of individualp@wsple who have a
common interest; the organisational goals or objest may impact
goals in an organisation or. Some examples of tiidip are general
public library users, library staff, customers, gligrs, shareholders,
politicians, members of professional bodies, emgésy financial
institutions and educational institutions

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

special public or the community at large througke thstribution of
interpretative materials and the assessment ofiquééaction”. Also,

The International Public Relation Association in eRé&, Lucky,

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

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

Above all, the International Public Relation Assditin (2021) defined
public relations as a decision-making managemesdtize tasked with
building relationships and interests between oiggions and their
publics based on delivering information throughsted and ethical
communication methods. According to the IPRA (2024¢ definition

aims to explain the what, the why and the how. W &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 lipsib
(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 pronmgi an exemplary
environment in an organisation. It helps build agdolong-lasting

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

relations are concerned with the promotion of gamdnmunication

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 orgarosabr institutions.

Public relation refers to people’s attitudes, opmns, beliefs, interests,
and behaviour in a given or desired direction,egifhositive or negative.
Public relations in any organisation refers to dnig a reputation
among the organisation, its personnel, and itousts. Public relations
in any organisation depends on what you do in @argsation, what
you say and what others say about you. The thdtsewill determine

the type of reputation or relationships betweenditganisation and their
customers. Public relations aim to earn understapdinfluence

opinion, behaviour, and support groups of people.

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

It also helps the staff of any organisation to awtdand shape their
attitudes. Check their choice of words when commatimg to follow
staff and relating with customers. The behaviour sbéff in an
organisation is a powerful tool for creating adwocand marketing of
the organisation services, products and for theiemement of
organisation goals.

3.3 Types of Public Relation
The followings are various types of public relagpn

1. Financial Public relation/ Investors Relation: This refers to the
type of relationship that is existing between yéum and other
investors, interest groups and other organisatituie in the
library, what is the relationship existing betwseur library and
other libraries. Is there library cooperation? Douyshare
resources and services? Can other investors carilisr have
confidence in doing business with your library, elijoint
acquisitions and staff training? The public relatoof any
organisation influences the extent to which otmestors will
invest their money with them.

2. Crisis Management Relations This involves settling or
preventing, and solving the problems or events ¢hatd 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 individualsffsof the
company or corporation that might harm others. Tompany
should endeavour to have an ethical code to guidénst 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 comrtiesiwhere
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 commusitiwhile
marketing and selling their products and services.
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4. Government Relation: This is the public relations between an
organisation or firm and the government agenciesl an
departments. This is aimed at letting the publiowrthe affairs
of the organisation and their interest to ensuid the firm's
interest is considered or recognized when taking pelicies or
regulations. In other words, it is an act of lobleyganisation
associate with government agencies to protect thrgarest
during policymaking.

5. Media Relation: It is all about dealing with press releases. Such
are organizing a conference, seminar and interviews

6. Employee Relation this involves the internal communication
existing among the staff and the management obtbanisation.
When the internal communications in an organisagiancordial,
it helps build a strong identity, unity, and undansling among
the staff, which help the organisation in achievitsgobjectives
and aims. Good public relations among employerseanployees
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 Relation: this refers to all marketing
activities aimed at creating awareness to custormerasew and
existing products for their patronage or relatiothere the
organisation users marketing strategy to persuadgsurners to
patronize their products. These activities are thasesupporting
advocacy, creating brand awareness and positidhmgroducts
and services to beat or survive in the competitharket
environment.

Corporate public Relations: This is a new area that is gradually
evolving now. Some celebrities or influential peopi society are
associated with a brand or product or service at ghatheir
lifestyles. Then consumers are encouraged to eenatgbersuaded
to copy their lifestyle through patronizing the \8ees and the
products. Such adverts are placed on billboardsgaziaes,
newspapers and online.

40 SUMMARY

In this unit, you have learnt the concept of pulbtations, 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,
sympathy, and support of those with whom they aerisg. This
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involves evaluating public opinion about the orgation on how they
render their products, services and implement tipeiicies to the
public. So public relations help management in @atéthg public
opinion towards their services and products. Atsgstomers assess the
management of any organisation through the staffiaot, which may
be positive or negative. Types of public relatiars financial public
relation/ investors relatiowhich refers to the type of relationship that is
existing between your firm and other investorseiiast groups and other
organisations; crisis management relations invelgtling, preventing
and solving the problems or events that could dgdtie image of the
organisation or firm and community relations whagals with the ways
an organisation or firm cooperates with communitigsere it is
situated. Also, government relations exist betwaanorganisation or
firm and the government agencies and departmehtsniedia relations
deal with press releases, information from the wisgion, companies
and firms. Such are organizing a conference, samarad interviews
while employee relations involve the internal conmication between
the staff and the organisation's management.

1.0 CONCLUSION

Public relations have become an essential tool dtuadizing the
marketing process and goals. The use and develdpmhgood public
relations in any organisation are very vital foe guccessful growth of
the organisation. The manager of any firm needsdentify the
different types of public relations for effectivenictioning and mutual
understanding among the staff and their custonférsse are the media
relations that will help you write press releasesnferences, draw
audience or consumers to your products and servdss, 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 managemg@nomoote employee
relations.

Self — Assessment

As a librarian how can you apply public relationsserving 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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UNIT 2 PUBLIC RELATIONS IN THE LIBRARY AND
PUBLICRELATIONS SKILLS OF LIBRARIANS
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1.0 INTRODUCTION

In the previous unit, according to International bRu Relation
Association (2021), public relations involves deoismaking
management practice tasked with building relatigmshand interests
between organisations and their publics based @ ddlivery of
information through trusted and ethical communaratinethods. Public
relations is aimed at creating a reputation amdregorganisation, their
personnel, and their customers. Public relationang organisation is
centred on what you do in an organisation, whatsayand what others
say about you. The three results will determinetyipe of reputation or
relationships between an organisation and thetoowsrs. How can you
relate the concept of public relations in the lilgPaHow can the library
build its reputation among the library staff ance thbrary? Your
answers will introduce you to the topic we havethirs unit which is
“Public Relations in Library and Public Relation Skills Required by
Librarians.”

2.0 INTENDED LEARNING OUTCOMES (ILOS)

By the end of this unit should be able to

1. Explain the Concept of Public Relation in Libraries

2. Enumerate and explain the public relations skidguired by
librarians for library advocacy.

3. Discuss the importance of librarian public relagoskills 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 byabhiibrary management
ensures a hospitable environment in the library rogintaining

understanding and positive behaviour among tharjbstaff and their
various users or patrons to achieve the librarylgg@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 traditionddrary or asking for

help or information from the library online. How wyagespond to users'
queries 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, undedug,
acceptance, and cooperation between libraries lagid tommunities.
Public relations in the library will help the lisgamanagement solve
staff and users’ problems and inform the informatisers on changes
and services in the library operations. Public trefa in 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 neennot being rude
to them.

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

communicating with each other and the library usdrise attitude

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

achieving its social objections and the librarysiaa. Next time, your
interaction with library customers should be corcdad 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 librangers out of the
library. This is because no customer will like ® insulted. 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 attee library users.
These library users come to the library to seelormftion for

recreation, research and other academic purpossss$eek lending
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services, library tours, abstracting, indexing,eSele Dissemination of
Information (SDI), library week, reprographic sees, referral services,
and other reference services. Through these aesyitthe library

interacts and impact the lives of the users. Thitudé of the library

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

When library public relations between users andhtipstaff in a library
is cordial, it creates confidence for the libragsources 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, nunobstaff.

2. Building Arrangement: Arrangement of the library into
sections based on the services and resources eeitmshouses,
seating accommodation, toilet facilities and offider staff etc.

3. Bibliographic Arrangement: It details good classification and
cataloguing of the resources and proper positionirfigthe
resources and services for easy access and rétrieuaers.

4. Social and Educational Characteristics of Readers The
readers' social and educational characteristigs blelssify your
users and their information needs. Also, it helpsat greater
extent in managing their behavioural attitudes.

3.2 Public Relation Skills Required by Librarians for
Library Advocacy

The public relations skills you should acquire dbearian 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 gestehér. They
are paying attention patiently to library users méneer they
make complaints or request assistance from thariibrPay
attentively to them when they are speaking. Alldwe user to
say out his request; do not put words into the 'sis@outh.
Allow the user to say out their mind. Always bead 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 relatisrskills you need
to communicate the information resources and sesvavailable
to the library users. As a librarian, you shouldcbastructive 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 enoviment.

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, suba@is 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 #@rarian to
evaluate situations in the library, get prepared dnticipated
risks in the library environment like disasterslilire outbreaks,
floods, stealing of information resources and donhfamong
staff and library users. You should devise metHodsnanaging
such anticipated problems coming from library usditzrary
staff, and environmental issues before they stduis is referred
to as developing critical thinking towards disasteanagement
in the library.

5. Strong Work Ethic and Take Initiative: Public relations
officers/practitioner should know their responstgibnd that of
other staff and what is expected of every staffido He should
be a leader and possess the team spirit to wolkatiiter staff to
achieve organisational goals.

6. Research and Planning Skills:Acquisition of technical skills
needed for planning and carrying out research a¢seasingly
showing up in institutions and company jobs andushbecome
required skills in public relations.

7. Interpersonal Skills: This refers to thebehaviours a person
exhibits or uses to interact or socialize with oghdt 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 cammmation,
dependability, collaboration with others (teamwoddaptability,
leadership skills and patience.
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8. Computer Skills: Acquisition of computer skills needed to
access and disseminate information among the cestom
company, and communities. Acquisition of computellsssuch
as the use of the internet in information searchiegail
information sharing, Microsoft word for typing anediting
documents, and excel sheets for inputting datecafalilations.

9. Budgeting Skills The librarian should be knowledgeable on the
basic methods of managing the library fuBddgeting
skills involve decision making about the allocatiof library
funds in various units and the needs of the libtesgrs based on
the library’'s goals so that expenditures do noteexlc the
income. The librarian should possess the skillslaédor budget
preparation, financial analysis of the library emgieures, and a
plan to forecast the library's financial involverh@anthe future.

4.0 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 thary involves
asking for help or information online and visitinghe
physical/traditional library. How you respond teeus queries determine
what the users say about you and the services yowude, whether
written or verbally communicated. Also, you leatimat public relations
effectiveness in the library could be evaluated amgroved upon
through checking staff arrangements such as thgnmsent of duties,
staff remunerations, building, a bibliographic agament that involves
the organisation and proper positioning of resoaire®d services.
Furthermore, readers' social and educational cterstics should be
considered when classifying users and their infdtionaneeds. As a
librarian, the public relations skills you shouldqaire to help you
effectively organise library advocacy include Iistey, writing,
budgeting, interpersonal, computer skills, publpeaking, problem-
solving, and analytical skills.

5.0 CONCLUSION

The acquisition of public relations skills will felibrarians to improve
the interpersonal relationship, communication attitides of librarians
to other staff and library users. When the atmosplire the library is
peaceful, both the library staff and the librarersswill appreciate the
presence of each well, which will help the librahieve its objectives.
The library's objectives are to provide informatisasources and
services to satisfy the user's information needsré/come to the library
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to seek information for recreation, research anHemtacademic
purposes. Users seek lending services, library sto@bstracting,
indexing, Selective Dissemination of InformatiorD{§ 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. List the public relations skills a librarian shoyddssess?

3. Discuss five public relations skills required byrhrians 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 org#ars or a given
community. How each member relates with one anothelnavioural
attitudes existing between employer, employee drair tcustomers.
Public relations is seen in people’s attitude, nesraf speech, ability to
accommodate and forbear another. You also leaheegdublic relations
skills a librarian must acquire to help them maitket library resources
and services, including listening, writing, budgegti interpersonal,
computer skills, public speaking, problem-solviagd analytical skills.
How can these skills help the library in the mairgtof library

resources and services? This will introduce youthe topic of

discussion in this unit which saysRo6les of Public Relations in
Marketing of Information Resources and services.”

2.0 INTENDED LEARNING OUTCOMES (ILOs)

By the end of the unit, should be able to

1. List the roles of public relations in the marketiofinformation
services and Resources in Libraries.

2. Discuss the roles of public relations in the margetof
information services and Resources in Libraries.

3. Outline and explain the public relations tools resedor the

marketing of information services programs in thedries.
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3.0 MAIN CONTENT

3.1 The Roles of Public Relations in Marketing of
Information Services.

Public relations are part and parcel of librariecduse they build a
strong relationship between users and the libraayf sand promote
library resources and services. Public relation{p htee library in

marketing information resources and services. Amgadsays that if we
have satisfied, you help us inform or tell otherSo good public
relations assist library staff in serving the usbeiter users. Public
relations play vital roles in the marketing of hby resources and
services through the following functions;

1. Good public relations between the library and tlenmunity
where the library is situated helps speed up theardy's
development. The community attends the library paotgs like
library week, library tours, and the community tea 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 tharlband the
community.

2. Public relations will help the librarians to cregiesitive images
of the libraries to users and the general publitsoAhelp in
promoting the available library resources, prograamsl services.
Strong relations between the library users and g@mant of the
libraries can be seen as suitable promotional @svibat will
have a strong lasting effect on users, as this dvdlw readers
always to the resources and services offered bijtteey.

3. The knowledge and application of good public relasi will
make library management aware of the public opirEind shape
staff conducts in coping with problems relating ttee users’
information needs. This is because public relatiesnaimed at
introducing the users to the products they desheough
marketing

4. Marketing involves creating values for customerd devising a
means of building strong relations between the rusgdion and
the consumers to utilise the organisational prazlaod services.
In the libraries, librarians' public relations $kiwill help build
solid connections and instil the attitude of st user’s
information needs.
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3.2

Marketing of library resources and services aimscteate
awareness on the products to increase patronagethby
information seekers. A good public relation witle fibrary users
will help the library management research to find information

needs of their users because the users will be tpesharing
their needs and wants when treated as queens ags—kietting

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

crisis and neglect.

PR skills in crisis management will help the libaar know how
to handle a potentially harmful or worsening sitiatin the
library without panicking. This is because the diban had
acquired the skills of preparing and forecasting dsaster
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 dheut any
behaviour that may affect their image. When theahy staff are
anywhere, they will say good things about the hgraverbal

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

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

Timing is among the public relations skills a libaa should

possess. The librarian should provide relevant aedurate
information resources and services to users wheyreed such
information. The Law of library science emphasinessave the
time of the user.

Public Relation Tools for the Marketing of Irformation
Services in the Libraries.

The following the tools a librarian can use to podenpublic relations
programs in the library;

1.
2.
3.

Message/ Information
Users Targeting
Media Marketing
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Message/ Information: In messaging, they should create
consistent information in library services and rgses available
to users. This will help the users determine tbhealy services
the libraries provide to their users to create aswient story
around a product, person, company, or service. iffftoemation
on library services and available information reses will help
spur the users to decide when to use the librdrg. library users
should be aware of these library services througious
channels like OPAC, social networking tools, liraWebsites,
brochures, posters and giveaways etc.

Users Targeting: a fundamental technique of public relations in
the libraries is the target users and tailoringrmfation resources
and services to appeal to them. This is becausentbeests and
the information needs of library users vary in exhiand format.
Some users prefer information in books, others fjoornals,
some prefer printed form, and others are electroegources.
Several complementary information resources andicgs 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 marketmbpraries. E-
marketing uses internet tools and web technologesh as
search engines, web pages, and other computer edevic
promote goods and services. Web 2.0 and Web 3.@hwlave
presented Online social media platforms such as t$¥pp,
Twitter, Telegram, Facebook and LinkedIn have eedlibraries
to get their messages directly and fast to thesrsisThe library
can use other forms of media are library websitag]etin
boards, posters, brochures, library orientationwapapers,
television programs, radio stations, and magazivébatever
channel you decide to use to communicate to tharlbusers,
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 reladigplay in marketing
library resources and services. These include spgag of library's
development through programmes like library wedialy tours, and
the community invites the library management whenethere are
events in the community to showcase library ae#isit Public relations
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help create positive images of the libraries toraissnd the general
public when users are treated friendly, and thdormation needs to be
met. This can be an excellent promotional devica thill create a
strong, lasting effect on users, as this will dneaders always to the
resources and services offered by the library. Ademd public relations
will make library management aware of public opm&nd shape staff
conduct in coping with problems relating to the resenformation
needs. Excellent public relations between librasgra and library staff
will help librarians conduct marketing researchtbair various users /
intended users to find out their information needsis is because the
users will be open to sharing their needs and waiisn treated as
gueens and kings. We also examined the publicisakttools for the
marketing of information resources and servicesstEhare the use of
consistent and clear message/information which ringo users on
available resources and services, identifying theget users and
tailoring information resources and services thpgdeal to their interest
or subject area. Media marketing as a tool desstite type of media in
marketing library resources and services. Such anédols are the
electronic media, e.g. television, websites, WhpsA Twitter,
Telegram, Facebook and LinkedIn. Other media taoés newspapers,
bulletin boards, posters, brochures, library oaéoh, and magazines.
Whatever channel you decide to use in communicatnthe library
users, you must make sure that accurate, relevadt @urrent
information is sent out to avoid confusion and dsub the mind of the
users.

40 SUMMARY

Public relations help a lot in carrying out advocactivities in the

library and information centres. The good memomaas in the user's
mind whenever the library user is satisfied anatae friendly by the

library staff. Whenever that particular user negdsrmation to solve

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

Through this means, the library is marketing infatimn 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

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

6.0 TUTOR-MARKED ASSIGNMENT

1. List six roles of public relations in the marketiofinformation
services and resources in Libraries.

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

3. Explain three public relations tools needed fer itharketing of

information services programs in the libraries
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1.0 INTRODUCTION

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

2.0 INTENDED LEARNING OUTCOMES (ILOs)
By the end of this unit, you should be able to;

o Enumerate the Benefits of Marketing Information\&sss in
Library and Information Centres.

o Discuss the Benefits of Marketing Information Seed in
Library and Information Centres

. Outline and discuss some of the Problems Associaittdthe
Marketing Information Services in the Library amddrmation
centre.
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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 litrarand information
centres create awareness or transmit information awailable

information resources and services to informatieeksrs to achieve
customer satisfaction. Marketing involves promotithg activities of

libraries and librarians, publicizing their resoescand services to
convince information seekers of the value and aeiee of the libraries
in information provision.

1. Marketing of information resources and services libyarians
will enable the library to reach out to more pot&ntisers and
maintain existing clientele. Marketing activitieselp in
encouraging and promoting the use of library resesirand

services.

2. Marketing library services to the public help idueating them
on the activities of the library and the work difririans.

3. By marketing information resources and servicethelibraries,

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

4. Marketing of library resources and services helpdii@ct the
users where to seek information and where to askgsistance
from the library, the staff that can help or atteéadheir queries.

5. E-marketing has promoted user empowerment for asee
access to library services and resources by creatirareness on
the extension of library opening hours, email sE¥sj online
reference services, library tours, library orielotatprogrammes
and other library websites.

6. The need to take library resources and servicabddaculties,
staff, students and other users makes it imperdbivéibrarians
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 medbgy in
information service delivery.

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

8. Marketing of library resources and services hadbledausers of
information products and library services to kndwe available
information resources and services in the librarytheut
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requiring them to physically travel to the libraity access the
library catalogue physically. The holdings of thlerdry can be
marketed through the Online Public Access Catalogti¢he

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

9. E-marketing also has enabled librarians (marketerhave easy
access to the profile of the library user, theireferred
information resources and services. This infornrmatiall 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 ensuréecBee
dissemination of information services in the lilyrar

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

1.2  The Problems of Marketing Information Services in
Library and Information centres

The biggest challenge the librarians encounteingirfg out the library
users may need, their information-seeking behayi@gccess issues,
understanding the unique nature of every infornmatieser, and
segmentation of the information users into the gangarket. In the
marketing of library resources and services inaliles and information
centres, librarians are faced with a myriad of pgots discussed below;

1. Information Packaging and Repackaging Marketing library
resources and services to information users resgjthielibrarian's
knowledge of how to package and repackage sonfeedddrvices
provided in the library and information centresnake these
resources and services marketable.

2. Inadequate Funding of Libraries and information cerires;
The poor economic situation of many countries Hécted the
funding of education, which has transcended thedifn of
libraries in higher institutions of learning, publibraries, school
libraries, and even special libraries. No mattewhwell a
librarian is marketing strategies and planning,ryeforts will be
frustrated and fruitless in the marketing procesthaut proper
funding. Even some libraries do not map funds ki@ arketing
of library resources and services. Some libraribekeve that
anyone who needs information must come to therlbia seek
information, not knowing that the library faces ammpetitors in
the information resources and services. So thearljpbrand
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information centres should market their resourceb services to
maintain their relevance and existence in the miniciformation
seekers.

3. Poor Public Relation: This is another factor that affects the
marketing of library resources and services; evhenwou draw
these users to the library resources and senticesattitudes of
some library staff drive these away from the ligreéBome 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. Magsgrs leave the
library unsatisfied, thereby affecting the markgtiprocess and
the objectives of marketing library resources agnvises.

4. Lack of Marketing plans and Policiesis a major challenge in
marketing library resources and services to ustome libraries
embark on marketing activities without defined p@s and
strategies for doing what, how and when to carnytbe 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 marketmgnciples
and practices. Some librarians do not have maretaining. In
some libraries, people who read computers are graglto help
in marketing library resources and services onbeeause they
are experts in computer science, forgetting thairediscipline
has its jargon or terminologies.

6. Resistance to Change byhe poor attitude of librarians and
library staff : Some librarians and library staff are resistani
they see the marketing of library resources andices as a
waste of funds and time. Some even see it as adding load on
the workload of the librarians and other librargf6t Engage in
marketing activities adds to the problems. So tr@ynot willing
to engage the marketing activities. But they forthatt the library
is a growing organ should that changes are ineeitabhey
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 arelthe internet
without using library resources and services. Lilres and
library staff often put forth great effort to malderary users and
community members aware of all information resosread
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 informat&sources
and services provided, access and use is lefth@irtformation
seekers to satisfy their information needs.

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 befaveiging these
information resources and services. This affectsrketeg
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 bookattbsers have
not used for the past 20 years. The informationueses 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,” “8ate time of
the reader” as stated by Ranganathan in 1931.

Establishing your brand name among many competitors
Online: Many firms online showcasing similar products and
services to information seekers. Many informatieekers now
prefer to search engines like google, yahoo.coik, @m and
Yippy.Com to search for information instead of tisy library
websites and another information database. So ihdtee need
for your library to establish a brand name thal i unique to
identify their resources and services in the mihtheir new and
old customers. Every library needs to create avem®mon their
brand name to stand or register in the target ntarkeind to
draw the users to their resources and services iEhdone to
differentiate your services from other similar puots and
services. To remedy this challenge by developinmigue item
or using Unique Selling Point or Unique Selling pusition
(USP) to make your products and services standetiér than
any other similar or the same product/services@market. You
can achieve the USP in your library by finding gour users'
information needs, what they are looking for in artjgular
resource, and why they refer the information resesirand
services to others.

Also, you can ask your library users how you camprione on your
services to them. You may be surprised at the arssweu will be
getting from your customers. This will help you itaprove on your
products and services. It will also help you butsur 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 librarfentele 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 sea&an 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 targatket from the
group of market segments because the number ofl@esmng
the internet is increasing daily. Hence, all ofithaformation
needs to keep on changing. To target the selectstbroers to
market your information resources and services bheesomes a
difficult task for the librarians. You can remedyd by finding
out the general demographic of your users, discthar online
behaviour and their information searching needss Will help
predict their interest, where you reach out to thand the type
of information and services they will like.

4.0 CONCLUSION

Marketing of library resources and services indii@s and information
centres creates awareness or transmits informatinn available
information resources and services to informatieeksrs to achieve
customer satisfaction. As discussed in this urlite tbenefits of
marketing library resources and services are thatrians' marketing of
information resources and services will enablelitirary to reach out to
more potential users and educate communities ohbregy's activities.
Expose users to the library's services such astatien, user education,
reference/ reader services, referral services,eojndnd reprographic
services. Also, it directs the users where to sefkmation and where
to ask for assistance from the library, the sta#ittcan help or attend to
their queries. Marketing library resources and ises/has enabled users
to access the library's available information reses and services
without physically visiting the library to acceseetlibrary catalogue. E-
marketing also has allowed librarians (marketeyd)dve easy access to
the profile of the library user, their preferredommation resources and
services. Some of the problems associated with nteeketing of
information resources and services in library arfdrmation centres as
inadequate funding, poor public relation, lack airketing policies and
plans, resistance to change by the poor attitudd@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 gaadtionships with

library users and library staff. Marketing of infieation resources and
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services in libraries and information centres aimereate awareness on
the available library, resources and services ¢oese accessibility and
usage of such resources and services by existiny @otential
information users. Effective marketing of Libragspurces and services
promotes public relation, better users understandind add values to
services provided to users. Also, effective marigegnsures easy access
to library and information resources and servidése librarians should
master the new trend in marketing processes andagodr to conduct
marketing research to determine target users fequate services and
information resources to existing and intendedalipusers.

Self- Assessment
Are the benefits and problems associated with thekating of library
resources and services to users?

6.0 TUTOR-MARKED ASSIGNMENT

1. What are the benefits of marketing information 8= in
libraries and information centres?

2. Outline and discuss some of the problems associatadhe
marketing Information Services in library and infation
centres?
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