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MARKETING OF INFORMATION PRODUCTS AND
SERVICES IN ACADEMIC LIBRARIES IN SOUTH-EAST
NLGERIA: THE USE OF ELECTRONIC AND NON-
ELECTRONIC TOOLS

Opara Genevieve Chinedu & Nwaohiri Ngozi Maria

ABSTRACT: An academic libeary is the hub around which all academic activities revolve One off
its mandates s the transnnssion of existimg knowledoe. This cannot be realized except the
information is packaged throngh appropriate channels to their desired users. This study centered
on how (o market information products and services in academic libraries ustng electronie ad
non-electronic ools: Ten respondents were selected from each of five universiy libraries i South
Fast Nigeria, Survey research desipn was adopted. Data obtaimed from admimistered questionnane
were analyzed using bar and pic charts while descriptive statistics was used (o imterpret the data
Findings revealed an increase 1o a high extent in the value of academic librariesdibearians,
awareness created on library information products and serices for optimum use, coltaboration and
imteraction between information providers and patrons achieved. Some challenpes were observed
and Teastble solutions suppested

INTRODUCTION

he advent of mformation technalogy i Tibearies and information centers have consequently

led to acquisition of reading materials which consisting of books, jonmals prints and
clectronics. databases, films, images, manuscnpts, Andio visnal materials ete These information
resources are packed with knowledge by eminent writers and personalities,

Marketing information products and services is necessitated by the need 1o promote the nse of
avatlable imformation resowrees and services, (o crente awareness among users, optimize the nse ol
information within limited resonrees mnd manpower especially in Libraries that are challeneed hy
budget ents, improve the image of Tibraries thereby making the information seeker (o always think
first ol the library whenever an mformation need arises Based on these facts, Parameswart (2002)
sees information explosion, the teehnology revolution and escalating lhrary costs as summaons on
the library profession to develop a marketing approach in its operations and services.

Libraries and iformation centers have hegun to realize that marketing of information products and
services s an integral part of administration, especially as o means for improving user satisfaction
and promoting user services by current and potential users. Hence, information technology md
other non electrome tools at this pont. play crucial role in the marketing of library and
information products and services

STATEMENT OF PROBI.FEM

Librarics, in the pool of information explosion oceasioned by information technology source,
subscribe and acquire vast amount of information resources even with the hiting library hudget
cuts. In recent times. academic lihraries invest hige amount of money 1o acquire reading materials,
suhscribe to periodicals and online databases to satisfy the information needs of their students,
faculty members and rescarch seholars. Unless these information seekers and users are made
aware of these resources and services in the librarv, their use cannot be maximized. Ina and 1 iezi
(2012) observed that libraries subseribe to these products and services, investing substantial
amounts and need to get their users (and non-users) to exploit them to their fullest potential, A
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aniversity library, well equipped with all the needtul Nbrary and wlormnation resources and
cervices with its tesoutces and services not duly promuoted cannot maintain s relevance in this
2lsteentury.

Based on these problems, this study therefore seeks to examine ways librarians in academic
libraries can use electronic (soctal media) and non clectronic touls to market hbraries’ information
products and services especially in Nigeria.

RESEARCH QUESTIONS

(he tollowing researchi gquestions were raised o gaide tis rescarch,

[ What types of electionic twols and non-clectronie twols do hbrarians i academic libraries
e 1o market intormation products and services?

2 What are the benetits dertved trom the use ot clectionic tools and non-clectronic ols by
Wibrarians 1t marketing hbrary mntormation products and services?

3 What are the challenges librarians i academic hbraties Lace using thiese tools tor marketing,
Library inlotmation products und services,

TAIVERATURE REVIEW

Phe maportance ol making students, laculty members and rescarch scholars aware of the
intormation products and services and their usdge by academie libranies 1s a fact that cannot be
undermined. In tact, low utihization of information pr oducts and services inacadenne libranies can
result e the cancellation of high-gqualty products (Dugan; 2001 F Kaur and Rant (2007)
criphasize that “University libraries mvest so nuch on collection development, processing and
stoving infotmation esources, These resourcees, which are so expensive, olten renwn unutilized
resulting i wastage ot noney, me, cnergy and space” Pranita and P adhan (2014 obscrved that
academic libraries have all types ot collections which should be promoted through marketing
Theretore, the prme tash of hbranes and imtoration centers should be to naket these resources.
A model of marketing s depieted i tigure 1

s o smdad
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Vigure 1. A sell designed model of librarians’ use of electronic and non-electronic tools to
market library information products and services

The theoretical model brings to light how the variables of this study interact with one another. The
independent variable being the marketing wols (electronic and non-electronic) used in libraries,
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while the dependent is marketing of library infarmation products and seryices using electronic and
non-electronic tools.

CONCEPT OF MARKETING

[Looking at the term, ‘marketing’, Kaur and Rani (2007) state that, “the libraries can solve their
problem of underutilization of resources and services hy applving marketing principles™. Broadly,
the American Marketing Association (2013), define marketing as “the activity, sct of institutions,
and processes for creating. communicating, delivering, and exchanging offerings that have value
for customers, clients, partners, and society at large™ Marketing, from the view of information
products and services in academic libraries, is the use of strategics. techniques and tools hy
academic libraries to: identify its target users and their particular needs: inform their users what
they have and do: ensure that the right information gets to the user at the right time in the
appropriate medium and to achieve the maximum use of information products and services.

Marketing of information products and services is defined by Pandya (nd) as the “systematie plan
that focuses on development of products, place or mode of delivery, adjustment of price to the
matket and promotion to specially targeted groups of the library market™ Be that as it niay,
information products to be marketed in academic libraries include: hooks, journals, newspapers,
maps, infernet based resonrees, CV and VOD while services are lending, referral and reference
service, indexing, abstracting, imformation literacy and selective dissemination of information

(S

TOOLS TISED IN MARKETING LIBRARY INFORMATION PRODUCTS AND
SERVIC

Ashrafi-rizi and Kazempour (2017) state that, “as the people and organizations are different in
their needs and financial Tevels, so the information is disseminated via different methods, These
methods, reparding to their media and resonrces are  electronic and printed methods™

ELECTRONIC TOOILS

SMS: Academic libraries with the dedicated real time mobile phone (s) send out short antomated
SME alerting students, faculty members and research scholars of existing information products and
services avianlable, updates on new ones

E-mail alert: Will be sent to all the faculty members, students and other targeted mndienee
whenever there is an update on information products and services i the library. The ¢ mail will be
automated such that every staff and student become aware of every update on any newly acquired
resources and newly introduced services: This will he done as often as resources are acquired and
services infroduced,

Registering with ROAR, DOAR: The library registers with international directories harvesters
(OAISTER, OpenDOAR. ROAR). Tt is on this platform that researchers worldwide would he able
to gain access to the repositories of academie libraries on a daily basis,

Facehook: is a platform that enables interactions hefween nsers Academic libraries on creating
Facebook page imvite students, faculty members and researchers to fallow them on Facebook page
for scholarly inferactions.

One of the primary nses of Facehook by academie libraries is to promote the library with a library
homepage. Libraries advertise hours, locations, wehsite information, newly acquired materials,
(print and non-print) ete on Facehook Fakas (2007) notes that by linking to the library's wehsite,
the FFacebook page acts as a portal to the Tibrary, Wan (2011) adds that university libraries can use
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Facebook o provide updates on library services such as new reference services, document
delivery, rescarch suppuorts ele,

Blogs: Guuclius (2014) defines blogs as "one of the oldest social media chunnels. A blog also
called @ weblog or web log) is @ websute consisting ol entiies (ulso called pusts) appearing in
reverse chironological order with the most recent entry appeating first (sinilar i format) toa daily
jourmal”, Kaplan and Haenle (2010) describe blog as “the soctal media-cquivalent of personal
WebPages and can conie i a muadtiude of difterent vanitions from personal diaries describing the
author’s life 1o sumimaries of all relevant inforiation e one specilic content area’™

A blog can be used tor promoting hbrary and mtormation resouices and services. 1t ean be used in
a library tor outreach, dissenination ot toration Tthe upeoming public lecture mthe university,
buitding Library image. internal and external communicalions, credle awateness o new arrivals in
terns of products and services ad most tnportantly to matheting Librarians can pernodically
post messages, share inforation on putticulur subject o ssaes both the institutrons and
povernment and allow uscrs to cotment ol contribute W the content, artcles on thought provoking
isaties can be posted and expect mstant reactions, (bzcan and lpwes, 2012)

Twitters 1s all aboul messaging service, whether uses o eell phone, tstant messenget, such as
Yaloo Messenger or MSN Messenger, or through specitic w chsttes Librattans e Nigerta can use
this plattorn to give users Histhand infonmtion on pewly acquired mlonmation products and
Tanovations in hibaries, Users can send instant messiages (I on complaints or ask guestions ond
particular ssue and pet o teedback on the spol using baitter (lzcant & lgwes 200 2) Ulnversuy
libraries tse Twitter accounts to notity users of new televant items trom collection and events

NON-ELECTRONIC TOOLS

Flyers: will contam buet explanation on the relerence services sucloas the OPAC, SDI avialable
i the by as well as the databases, electionic resoiees and then user dentity/passwords Lo
aceess, These yers will be distributed w the faculies sehools, departinents Tor stal T and students

R TN

Faculty/board meetings:  Mentioning the avatlable mtormation products and services ad all
Faculty orrentations and mtomuation lieracy, and alsoat Laculty hoard mectimgs.

Word-of-mouth: With this, the cmbedded Tibratian o1 cach school or faculty nteracts, pethaps
weekly, witho members of the faculty o unearth there mlornation needs, create awarcness on the
Benelits ol usimg the resources and seryices avatlable i acadenie hbraoes

RESEARCH METHOD

This work adopted the survey method, Literature related o the rescarch wopie from difterent scarch
engines and web sites were reviewed, Questionnire wits developed and used o chient data Trom
the rescarch subjects who are protessional and para-protessional hibtarias from four academie
libraries 10 South-EFast Nigeria. Data were analyzed using bar and pre charts while descriptive
statistics were used o nterpret the data The data collected from ficld was used o answer the
formulated rescarch questions

DATA ANALYSIS AND DISCUSSION OF FINDINGS

Respondents’ Institution

This study covered torty respondents. Ten each were from cach ol the participating nstitutions
namely: Abia State University library, Uturu (ABSU), Federal University ot Technology hbrary,

Owerti (FUTO), NnamdiAzikiwe University library, Awka (NAU) and University of Nigeria
library, Nsukka (UNN all trom the South-East ol Nigern,

296 | Marching Bevond Libraries

|
|
|
|
e ———




Research Question T2 What tvpes o electrone tools and non-clectronie tools do Iheaans in

academie libraties in South-Fast Nigerian use 1o market information products and services?

Table 1. cleetronic and non-eleetranic tools used by librarians in academic libraries in Sonih
Fast Nigeria to market information products and services

i i | ‘
Types of Strongly | \eree | Disagree I Strongly | Undecided Fotal
Marketing Agree | Disagree
Tools
. / ;
No Y . N | e | No | ™ l NQ l W Ny i " N | Oh
SMS 5 Thamh | 2R i G2t | ‘ | A0 ‘ [NRLRA
I manl alent SR B, T O T O P i 40 | o0,
| i .
ROAR, ¥ | Tt 9% | Rysha| 3| moany {9 225 [ 40| o0,
DOAR _ | ! i ;
Iacehook | . LN it} GO" J' 1) ‘ [0,
' |
|’.[n;_'_ Y| T 9 LR | A0 100",
| , ' ‘ | | .'
Twitter 27 1 67.5% | 13 | 32.5% "'1} [ 100,
|
Flycrs 11 | 27.58% | 29 ‘ | ' \ 010,
Faculty/Board | 33 | 82 .57, i TS ‘ | | 0 | 100,
Meeting | | ‘ |
Waord of V7 | 42.5% | 23 | 5729 ' | 40 ‘ 100",
| mouth ! ‘ ‘ |

Data gathered for this work shows that all the various electronic and non-electronic tools ayailable
for marketing information products and services in academic libraries in Sonth-ast Nigeria, e
very much in use with the exception of ROAR and DOAR which are low in usage This finding
buttresses the statement by Pandya (nd) that “A hlend of hoth the L-marketing and Traditional

marketing should he undertaken to promote information product and services of the b
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Research Question 2: What are the benetits detived from librarians” use of clectronic and non-
clectronic tools to market information products and seryvices i acadenic libraries?

‘Lable 2. Benefits derived from the use of electronic and non-electronic tools for marketing
information resources and services in academic libraries

Benefits Strongly Agree | Disagree | Strongly | Undecided Total

derived Agree | ) Disagree

Nu Yo \ Nu ‘ Y ‘ No l ! [ Nu ‘ Ya No | % No Y

Increases 12 | 3oea ] 28 | 700 ‘ ' i1 10 | 100
hibrary usces ‘ . ‘ ‘ Y
Facihiates Ul 225 3l TS | [ 40 1)
P sy - ‘ ‘ ‘

ol mlormation

tesotirees amd | ‘ ‘ ‘

UV IV \ | \
Incicases the s | 3751 25 | 625 ‘ | a0 | 100
value ol Yo ‘ ‘

acadenmie ‘
I eshibnan i | ‘

ans !
Fuhances the o | 15w ] 34 | RS ‘ : a0 | 10
achicvement wl

HICreasng

reader support
e academic |
hbranie |
[&]

AWATCHUas ol Y Y b

ies 11 2h 24 25 40 100

the use ol

Hitoriation
Llechnology
Syslens i I

library scivices

Chreates lotum 27 675 13 12.5 | 40 100
lor nanketing Y o Y
use ol
Imloration
products and
SUTVICCS TH
dcadenne |
lbranes

Fibles

i
1=
5

15 873 A0 100
collaboration Yy 4 | u

and ‘
inieractions |

i 1 L

The Table above reveals that many benefits are derived when clectronic and non-electronic tools
are used o market information products and services in academic libranes. Among which is
creating torum for marketing of use of information products and services in academic libraries.
Thus, Ashrafi-rizi and Kazempour (2012) opine that “Promotion usually leads the product toward
the customers and involves the solutions which inform target groups about the presented services
and available goods by the hbrarnes™
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Research Question 3: What arc the challenges librarians in academic libraries face in the use of
these tools tor marketing library information products and services?

Table 3. challenges librarians in academic libraries face in the use of these tools for
marketing library information products and services

T | e
Challenges Strongly \Agree Dicagree Strongly | U'ndecided Total
Agree | Disagree l
No " Noo| % No " No | " | No 5 No bt
[pileptic 23 | ST | 1T | A28 i 40 | 1o,
power supply | | |
Lack of fund 20 S0 2001 50 | My 1 Lou™,
Network 8] Ll ) IS0 | N o0,
problem |
: I
| |
Lack ol 11 S AT AN 26 | R84 [ A0 (LI
skills on the |
part of :
students, | .
faculty | | '
members and l |
some librarans | | | |

Having taken copmzance of the challenges that hinder the use of electronie amd non-electrone
toals Tor marketing information prodocts and services in academie libraries m Nigreria, 1o
pertinent for librarians to note that the henetits outweighs the challenges

CONCLUSION

Based on the findings of this work, the study concludes that, the use of electronic and non
clectronic tools to market mformation pradiets and services has inereased the value ol aeademic
lbranies/hbranans, created awareness of Library information products and services for optimum
use, collaboration and mteraction hetween imformation providers and patrons have been achieved
to a high extent However, challenges such as inadequate power supply and nefwork problems
should be crtically Tooked inta to avord wastage of money and efforts invested in acquiring
information products and services in academic lihraries

RECOMMENDATIONS
The study comes out with the following two key recommendations:

» Library management should put in a little more effort to improve on the power supple and
netwaork Tapses for maximum ntilization of the available resources: and

e Paculty members are encouraged to queue in and engage their students in projects that will
link them fo accessing information products and serviees.
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