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ABSTRACT

This study examined knowledge of academic librariam relation to marketing of library services and
information products with particular reference tdéal@dsi Onabanjo University (O.0.U) Library. The gap
focused on the concept of marketing as appliedbtarianship, marketing knowledge of librarians,rkeding
strategies employed by libraries and librarians ahdllenges to effective marketing of library sees and
information products. The study adopted a desegpsurvey research design of ex-post facto typee Th
population of study comprised all academic libnasian the University. Data was collected with tlee wf an
instrument tagged, ‘Marketing Knowledge of Libraiga Questionnaire’ (MKLQ) which has a reliability
coefficient of 0.69. Descriptive and inferentiahtistics were used to analyze the data gathehtostudy. The
findings indicated that the academic librarianshef university had moderate knowledge of marketiogcepts
and principles and used various techniques andegtes to market their library services and infotiora
products. Lack of funds, unstable Internet connégtiinadequate ICTs skills amongst others wesmntiied as
major challenges to effective marketing of libragrvices and information products among the liaregi Many
recommendations were proffered amongst which weeeenhcouragement of librarians to attend confemence
seminars and workshops on library marketing initegt, use of library mobile applications and haeth
devices and the need to integrate marketing cos@amt principles into the Nigerian Library schomlsricula.

Keywords: Library marketing strategies, Promoting libragngces and information products, Nigerian
academic librarians

1.0 Introduction

Marketing is essentially about keeping the librpatrons in touch and informed about the resoumesices
and information products that match their needstarests. Increasing changes in the need patfelibrary
patrons, dynamic changes in library services aratymts as well as new types of information tools al
occasioned by advancement in information and conication technology (ICT) developments along with
dwindling budget have thus made library marketingrenimperative. As a result of this, marketing ibfdry
services and information products should be comsil@n ongoing and dynamic process. Library mangeti
processes determine the decisions and activitieshvied in meeting the needs of patrons. It requizareful
planning and starts with understanding the missibthe library. It equally helps in developing tiréssion of
the library, establishing a positive image and wheileing the best and effective ways to provide angimote
services and products to users (Ravichandran ahd,B2®08). Academic librarians thus need to malikeary
services, resources and products for the currahpatential users to create awareness of librayistence and
value. Unfortunately, many librarians lack the pssfional understanding of marketing concept and its
applicability to librarianship (Amaral, 1992; Madle, 1995; Alemna, 2001; Gupta, 2006 and Adekunm@@i3).
Similarly, Adeyoyin (2005) and Odine (2011) posithdt most library top management do not reallyeustnd
the concept of marketing and thus viewed marketisgonly applicable to profit making organizations.
Librarians most especially, academic librarians tmusderstand the marketing concept and principiss,
relevance to librarianship, have adequate knowledgenvolved in marketing and use the marketiriggiples

to attract, motivate and draw users to their limsespecially in the current and emerging inforomaage. In
the current mediated age, there is the need togimmformation services that meet the needs anthdds of
students, faculty members and other university nembnd motivate them to use library services andyets
the more.

Academic libraries as essential part of the unityerkearning community are established to suppbe t
objectives of the tertiary institution which esiahked it, supporting and complementing the univgrsi
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curriculum in the areas of learning, teaching aedearch services among other objectives (Aina, 2004
Academic libraries essentially provide informatibearing materials (print, non print, electronic aswatial
media resources) that users need to satisfy vandasmation needs. They also provide various s&wisuch
as, circulation of library materials, readers’ einguservices, user education programs, referenceices,
catalogues (manual and online) maintenance andlsegrservices, information services provision detivery
as well as access to electronic resources andcesnto mention a few. They however have the respilities

to ensure that these information resources andicesnare utilized (Edoka, 2000). The Nigerian publi
universities through the Tertiary Education Trushéis (TETFund) have allocated huge amount of mdoey
procurement of resources that span formal (priom, print and electronic) and informal resourcegigdanedia
tools), including the hardware and the softwareliaptions. Academic libraries are now faced witte th
challenges of marketing these information resouraed services to users. To achieve this, markesng
essential. Popoola (2008) and Odine (2011) indic#état major sector of the potential market of discademic
library services are not aware of all the serviaeailable or have little understanding of what &=y and
products are available in the library. Marketingtlsis essential to academic librarians in ordercrieate
awareness, familiarize patrons to use the librasources and services, create value, and thus meara
existence and survival of libraries, the professiod themselves as workers in the university conitywifhis
study therefore intends to examine marketing kndgdeof academic librarians in Olabisi Onabanjo @rsity
Library. It also intends to identify marketing ttrgies adopted and impediments to effective margetf
library services by the librarians in the universit

2.0 Statement of the Problem

Marketing in the library world is essentially abdeping the library patrons in touch and infornadut the
resources, services and information products thettimtheir needs and interests. Personal obsengatiave
revealed that most library and information sciepcefessionals that are supposed to market and woavi
patrons to use their information resources andisesvare themselves not fully equipped with thevkdedge,
skills and attitudes to market these library sesiand product. Studies have equally documentedntbat
academic libraries do not market their informatiesources, services and products very well. Sh§20€2),
Mammo (2007) and Odine (2011) indicated deficiemaitmarketing concepts and principles in Libratliaols
curricula while Alemna (2001), Kaane (2006) as veall Patange (2013) indicated lack of business gsper
among academic librarians. Some others indicatekl d¢d interest in the idea and concept of marketing
among librarians and library top management (Od204,1). Similarly, Kendameta (2011) shared the \ileat
marketing as a concept and as a practice still sedimn to many library and information personridiese
factors probably might be responsible for the loatrpnage and underutilization of library informatio
resources, products and services by library patrémsaddition, effective marketing strategies irnuolan
innovative application and use of ICT tools. Sewlstadies have also documented low level of ICTIskmong
this group of professionals and have indicatedcivapetencies (knowledge, skills and attributes)dadeby
library and information science professionals needesurvive in the current and emerging informatge. The
knowledge, skills and attributes of librarians tarketing principles and strategies needed to bestiyated
into. It is against this backdrop that this studtends to investigate the marketing knowledge lofalians in
Olabisi Onabanjo University (0.0.U) Library, Nigari

3.0 Objective of the Study

The main objective of this study is to investigéte knowledge of librarians towards marketing dfrdry
services and information products. In view of thie study will

1. Identify the level of familiarity to marketing coepts and principles among academic librariansen th
selected university;

2. ldentify marketing strategies used by the libragianthe promotion of library services and inforimat
products; and

3. ldentify factors that constitute barriers to effeetmarketing of library services and informatiamguct by
academic librarians in the university.

4.0 Literature Review

4.1 M eaning and Concept of Marketing
Marketing is a concept that is common or generalltbusinesses, profession and to all areas ofvietdge. The

American Marketing Association (AMA) defined marikgt as an organizational function and a set of ggees
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for creating, communicating and delivering valuetistomers and for managing customer relationshipsys
that benefit the organization and its stakeholdé€atler (1988) defined marketing as the businesgtion that
identifies current unfilled needs and wants, defim@d measures their magnitude, determines whigjetta
markets the organization can best serve, and decideappropriate products, services, and progransenve
these markets. The Chartered Institute of Marke{@@08) defined marketing as the management process
responsible for identifying, anticipating and siiisg consumer requirements profitably. Kotler (ZD0
expressed that marketing relies heavily on desgttie organization’s offering in terms of the targearket's
needs and desires and on using effective priciogyneunication and distribution to inform, motivatedaserve
the markets. Lautenstager (2003) considered maikes developing a philosophy that puts the custamthe
centre of everything one does. Thus, marketingeseas the link between a society’s needs and iterpeof
industrial response.

In librarianship, marketing of library services anébrmation products is now becoming highly inatve as a
result of technology and information explosion. Shé because library services and products aregbein
innovatively designed and developed to attractré@sieand satisfy the information needs and demahdsers.
Marketing in the context of library profession ibet systematic procedures and policies that focus on
development and enhancement of services and psygalates or mode of delivery, price control anohpstion

to targeted groups of the library patron. Koontzd @ockwood (2001) defined marketing as a systematic
approach that relies heavily on designing libraegwie or product in terms of consumers’ needs daglres,
with consumer satisfaction as its goal. Booth (J00éwed marketing as the activities of promotirgp t
profession, the library, and its services to badkrs and non-users. Shontz, Parker and Parker )(2@fided
marketing as a purposeful group of activities thuster constructive and responsive interchange dmtwhe
providers of library and information services ameit actual and potential users of these servinetng,
activities to include products, costs, method divdey and methods. Robinson (2007) defined mankgtis the
total process through which librarians (or libramanagement) determine the needs of their custompergide
services based on those needs and create valtleefoustomers in exchange for the ability to camito exist,
provide services and obtain funding. Patange (204d8)ved marketing as an approach library aimed at
determining the needs, wants and demands of tigettatients through designing and delivering appede
products and services more effectively for purpafse&chieving organizational goals and objectives.

Gupta (2006) presented that the focus of libray efiormation services marketing should be on reteship
marketing, internal marketing, branding, custommyalty, Internet marketing, network marketing amstng
others. To Adeyoyin (2005), marketing concept regdlon three pillars which are that; marketingaesumer-
centered; marketing is profit-centered and thatketarg is anticipating of changes through time apdce.
Library and information science professionals havadopt marketing principles and strategies if/thant to
exist and remain relevant in the current and emgrgiformation worlds. This is because marketing haen
acknowledged as very crucial to determining an@fyatg the needs, wants and demands of the tatigetts.
Noel and Waugh (2002) noted that the success afeacdiz library marketing lies mainly on convincingrary
patrons that the tools or databases are worthwkiley must understand what the services are, and be
enthusiastic about how they will be helpful. Paw@ar{@013) pointed information explosion, the tecbggl
revolution and the escalating library costs asahmain reasons librarians develop a marketing agpran their
operations and services. Marketing of informatierviges and products is highly crucial for libraria order to
stay relevant and fulfill their missions, espegiafi the digital era.

Research evidences have documented benefits thahdrom library marketing. For instance, Hayd2aQ3)
asserted that marketing helps gain visibility aeddeople know who you are, what you do and utilimer
services, raise awareness amongst stakeholdergh(B2@04), and also to gain financial support (Rebn,
2007). Win Marketing (2002) in FOLIO (2008) reited that marketing provides organizations withtthas to
retain existing customer; acquire new customerdingl on existing reputation; recognize and cazialon
opportunities; recognize and protect against tereathance morale and increase motivation of staff; meet
the objectives of the organization. Marketing alsalps to compete favorably for customers with other
information providers; increase library funds, ntain relevance; enhance uniqueness of access avidese
provided; foster customer consciousness; incresageuof services as well as promote and trainrldora to be
technologically information experts (Steadley andyG 2003). Patange (2013) opined that applyingketarg
principles is crucial to enhancing the capabilitigfslibrary services towards fulfilling users’ ssfiction.
Developing effective marketing strategies will raoily boost the usage of library information sersia@nd
products, but will also enhance the reputationhef ltbrary. This view was corroborated by Sakia @ahain
(2013) who posited that librarians should develogrdormation marketing strategy to create awarsrasut
library resources and services among studentsesméirch scholars.
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4.2 Marketing Knowledge of Librarians

Knowledge according to the Merriam-Webster Onlinetibnary is information, understanding, or skilbt you
get from experience or education. The Dictionaspalefined knowledge as awareness of somethingstéite

of being aware of something. Knowledge in the cxinté this study is taken to mean competency. Cdensy
according to the European Parliament Council (2098gfined as the set of knowledge and skills #matble an
employee to orient easily in a working field andstive problems that are linked with their professl roles.
The Canadian Association of Research Libraries (OQAR010) described competencies for a professlisa

or grouping of series of knowledge, skillabilities and behaviors that define and contrittoteoerformance.
Librarians have used these competencies profileguae to manage job careers, set meaningful [siafesl
development goals and align these goals with thesiomns of their organizations. These competenaes hlso
been used to market the library profession andetyuit new talent (CARL, 2010). Marketing has been
considered one of the areas of competency thahpeitant for library and information science prsfesals
(Kumber, 2004; Pearson, 2009; Chandra, 2011; Odi0d1; Farkas, 2011). This is because library and
information science professionals need to be coempeén all aspects library competency index suchhasing
basic and foundational knowledge in librarianshiigaders’ services, information and communication
technologies handling and use and so on beforg@rbfessional can adequately and effectively malikeary
services and information products. Snoj and Peteem#2001) asserted that an effective marketingvienige
would help libraries create competitive advantager their competitors through development of newises or
changes of the existing ones to satisfy usersibdttey also added that marketing competency ceng labout
improvement in the organizational status and im&gedifferent stakeholders and thereby improve the
performance of libraries in general.

Odine (2011) citing Mailese (1995) who quoted Anmdd®92) stated that many librarians lack profesalo
understanding of marketing concept and its apbpilita to librarianship. Those who claimed to bengersant
with the concept, understood it to mean only proombr selling. Amaral (1992) explained that soibearians
indicated that they knew enough about marketingjrbaxplaining how they are applied, failed to rtiem users
or their information needs. In addition, Ifidon aNavalo (2003) emphasized that the idea of markeilmgry
services is still new to the Nigerian librarianshifnese instances suggest that marketing is noglenphasized
enough in the training of professional librariakkember (2004) further expressed that librariansidbpromote
library services well due to lack of training andokvledge of marketing tools and techniques, fear of
commercial publicity and also saw marketing as malaitive, a waste of time, resources and unprafassi
Kendameta (2011) expressed that there is still nmasistance in the library and information fieldthe use of
marketing approach to management. In his view nteufteas a concept and as a practice, still seeies &
many library and information personnel. Some lilanag still hold this view and see no room for spcictice in
a nonprofit profession like librarianship. On thentrary, studies such as those of Ulocha (2010n&het al
(2004), Vasileliou and Rowley (2001) indicated thehdemic librarians had marketing knowledge.

The success or failure of an individual worker piirsstitution or an organization depends largelytlmnlevel of
expertise or competency levels of such an indidicarathe organization. Makori (2011) in his studp o
marketing of information products and servicesamearch libraries in Kenya found that marketing Wasic
and constituted essential management process famgting information products and services. He thus
submitted that marketing availed university resedifararies as unique opportunity to provide qyaldemand
based and user oriented information products andces. Shontz, et al (2004) identified the attésidf public
librarians toward marketing of library services aralated this attitude to selected independentalbtes.
Findings however revealed that librarians who leen a course in marketing in the past five yeadsamore
positive attitude toward marketing than othersoAlérarians who had taken a course or workshapanketing
and those who perceived marketing positively, atersid marketing practices to be a high prioritythieir
libraries. The study however indicated that libmag’ knowledge of marketing influenced their att#a towards
marketing practices. Kanauija (2004) revealed thatlibrarians surveyed in his study signified igamee of
marketing as being responsible for non-use of niemgeappliances, although all the librarians hagoaitive
attitude towards the different aspects of markeliimgry information products and services. Thalgthowever
indicated the need for proper training and teachohgnarketing principles as well as increasing difans’
awareness amongst others.

Kaur and Rani (2008) examined the attitude of hparofessionals in university libraries in Indiadarevealed
that 84.6% of the library professionals did notdgtumarketing at the library and information scieschools.
94.2% have not attended any workshop and seminamarketing of information services and products.
However, more than 94.0% either agreed or stroaghged that marketing concept is applicable tatibnship
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and that it should form an input component of tikealy schools curricula. The study further indezhtthat
84.6% signified that marketing related not onlsétling and advertising but also to customizingdily services
S0 as to satisfy user needs in a more fulfillingswehese indicated that the librarians felt thechekapplying
marketing principles in the libraries in an erggtifbal competitiveness and shrinking resourcesotha (2010)
studied marketing knowledge and disposition ofdiftans in the Nigerian Institute of Advanced Le§aldies
and University of Lagos Libraries and revealed thatst of the librarians had marketing knowledgew Fe
librarians were disposed to marketing their librargducts and services. The study also indicatatittiere was
no previous record of marketing of library produatsd services in the Nigerian Institute of Advantedjal
Studies Library. Vasileiou and Rowley (2011) resbad into marketing and promotion strategy of etett
books among 25 academic librarians in seven libsaim Manchester. The study discovered that nonheof
libraries had a marketing communication stratedgtirey to e-books, even though, most responderitggubto

a range of tools used by them to promote e-bookissmme had plans for improvements in their pronmotio
activities. Jahromi and Erfanmanesh (2011) surveggiiudes of library managers towards implementing
marketing principles within academic libraries afbfic universities in Tehran, Iran, and revealethifearity
level of librarians with marketing principle to beerage.

4.3 Library Marketing Strategies

Marketing strategy as defined by Kumar (2014) iscanprehensive, integrated and coordinated plan that
combines the four marketing elements commonly datle ‘4Ps’ namely, product, price, place and pribomo
and ‘3Ps’ of the marketing mix which are particifsarphysical evidence and purpose. Sharma and Baard
(2009) described marketing strategy as those im&nis through which raw and processed informatien a
transmitted to users. Research evidences haveatedicvarious strategies that have been used tgrilinis to
promote use of library services and information doais. Madhusudhan (2008), Veeramani and Vinaya
Gammoorthy (2010), Dongardive (2013), Yupenge (2@l Adegoke (2015) indentified public presentatio
direct marketing, aggressive advocacy, bulletiesysietter, readers’ awareness training, displateqy, library
web page, academic lectures, library tours, wehtdb as some strategies of promoting informaficoducts
and services. Yi (2016) categorized these techsigunel strategies into three namely, the digital imgatint
media and events. The digital media include thénentatalogues, e-mails, library website, onlingeatising,
social media, webcasts and website announcemerilts thile print media include booklets, brochuresecti
mail, flyers, give away leaflets, newsletters amthlfshed guides. Lastly, events which may includassroom
instructions, exhibitions or displays, face-to-fameents, library tours, one-to-one conversatiopgnohouses,
phone, training sessions and workshops. Thesegieathave ensured increase in the use of libndwyrmation
resources and services as well as consolidateatililoruser relationship.

Sharma and Bhardwaj (2009) suggested creatiobcrly web pages and providing links on library vpstges
to assist users. Akpom (2010) suggested use délsadnd posters to publizise various products serdices
available in a library. Bahraoni (2010) suggesteatk®t segmentation which involves grouping usersbfest
product delivery, targeting patrons, rather thae froduct or the service with the aim of providing
services/products that satisfy targeted individudhile Bhattacharyya (2010) suggested word of tmout
marketing strategy Adekunmisi (2017) emphasizeduse of social media tools in marketing libraryveses
and information products. Nicholas (1998) advisibdatians to use quality procedures in attendingigers’
needs, establishing personal relationship with asyrusers as possible and responding positivelysts’
complaints and welcoming suggestions. Furthermsine, advised librarians to learn the research istieref
users (all the university community members), mtd@mselves highly visible, visit various departmant
establish key players.

Ighokwe (2009) studied strategies to marketingalipprservices among 280 librarians and para prafeats in

12 universities (state and federal) in Nigeria. ditigs revealed that library orientation, increasestrs’
awareness, in-house display, exhibitions and Ietesarvices were mainly used as marketing stratégithese
libraries. The fee-based (binding and photocopy)l amon fee based (compilation of bibliography and
retrospective services) services were also usetrategies for marketing library services. The gtadnducted
by Torabi (2011) on strategic approach to promotimad marketing of e-books among seven (7) academic
libraries identified e-mails, library websites, dnfnation literacy sessions, online tutorials andotes events as
most frequently used promotional strategies byehasiversity libraries. Odine (2011) in her studggented
sixteen (16) different techniques of marketingdiyr services among librarians in Delta State arid davealed
that exhibitions and displays of new materials §3.d4nd staff friendliness to users (3.00) were usel medium
extent as techniques. User education programsreméc access to information, acquisition listsuests from
users, interpersonal relationship and representatioinstitutional functions were used to a litixtent.
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However, leaflets, posters, brochures and flydlosaly web page, personal letters to users thraghail and
text messages, print and electronic advertisemsnogggestion boxes and library week were not useall as
techniques in marketing library services amonditirarians.

Bamigbola (2013) examined marketing strategies eygal by university libraries in Nigeria in the matikg of
digital information services. Findings revealed ttha-mail messages, telephone, library websites,
faculty/departmental meetings and selective packpgf relevant information to users were promingmiong
the strategies used by these university librax@fgi and Enwanta (2014) did a case study of Faokbas an
information service delivery tool at the Universif Benin, Nigeria. The results revealed that Faogbwas a
good platform and a professional tool for fosterimgrmation dissemination and easy communicatietwken
librarians and patrons. Edewor, Okite-Amughoro, ésilkwu and Egreajena (2016) in a survey of tweg6) (
universities in Africa with the aim of examiningetistrategies used in marketing library servicesidolow level
of use of social media in marketing library sergic€hey found that library publications (memaos |dtids, and
newsletter), orientation programmes, websites,rély@nd posters were the main strategies used athess
African libraries in marketing libraries services.

4.4 Challengesto Effective Marketing of Library Services and Infor mation Products

Several factors have been identified in literatasechallenges to effective marketing of libraryvasrs and
information products. For instance, Odine (201Meeded lack of fund (3.42) followed by lack of effive
communication between librarians and users (3.80) lack of facilities to market library services amjor
impediments to effective marketing of libraries \segs. Other challenges were managements’ lack of
understanding of marketing concept, poor accegsfoomation technology, lack of training in markedi lack
of marketing policy and lack of media access. Leatd item was lack of know how in marketing. Opay,
Akinade and Ojo (2015) conducted a study on margesirategies deployed by selected academic ldwani
South-West, Nigeria and revealed lack of fund lafctime, inadequate staffing as well as inadeguesources
as impediments to effective marketing of librarysses. Azuka, Sebastian and Anaehobi (2015) chwig an
investigation on academic librarians’ perceptiom attitudes towards marketing of library servicasDelta
State, Nigeria. The study revealed absence of riagkeoncept in the Library schools curricula, igmace of
marketing concepts, poor support of library managgnand high cost of marketing initiatives wereceéred as
impediments to effective library services marketiegewor et al (2016) in a survey of twenty (20jversities
across Africa found lack of facilities such as caomep and its accessories, unstable and unreliatinlet
connection and poor marketing strategies as prabtamfronting these libraries.

5.0 M ethodology

The descriptive survey research of the ex-posbtfdesign was adopted for this study. The populatmmsisted
of all academic librarians of the Olabisi Onabadjouversity Library, Nigeria. The instrument adopfed the
study was a structured questionnaire tagged, ‘Mangzeknowledge of Librarians Questionnaire’ (MKL@hd
designed by the researchers. The instrument hadiadility coefficient of 0.69 and was divided intbree
sections. Section One contained information ondaita of respondents. Section Two was concerned with
questions pertaining to librarians’ knowledge ofrkeding, information-based products and servicesl sy the
library and strategies deployed by the librariansarket these products and services. Possiblerattiat limit
librarians in effective marketing activities andygastions for improvement were considered in Seclibree.
Twelve (12) copies of the questionnaire were adsteénéd and all the twelve (12) were retrieved wigeke a
100.0% response rate. The data obtained were etléatd analyzed using frequency counts, simplesptages
and descriptive statistics.

6.0 Presentation of Data and Discussions of Results

This sub-section presented the result of the dadysis in line with the objective of this study.
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Table 1: Age Distribution of Respondents

Age Range (Years) Frequency Per centage

Valid 35-40 0 0.0
41-45 2 16.67
46-50 3 25.00
51-55 5 41.67
56-60 2 16.67
TOTAL 12 100.0

Table 1 indicated that the age range of the reggmasdvas between 41-60 years. According to thdtreEthe
analysis, none of the respondent was between 33 old, 2 (16.67%) were between 41-45 year253D%)
were in the age range of 46-50 years, 5 (41.67%¢ Wwetween 51-55 years while 2 (16.67%) were baiveée
60 years.

Table 2: Gender Distribution of Respondents

Gender Frequency Per centage
Male 5 41.67
Female 7 58.33

TOTAL 12 100.0

Table 2 indicated that 5 (41.67%) of the resporslerdre male and the remaining 7 (58.33%) were fenal
was evident from the above that majority of theooeslents were females.

Resear ch Objective 1: I dentify the familiarity level of librarianswith marketing conceptsand principles.

Table 3: Familiarity levels of librarianswith marketing conceptsand principles

Familiarity with | Frequency Percentage
mar keting concepts

Yes 7 58.3
No 5 41.7
Total 12 100.0

Table 3 presented the distribution of respondentsvbether they had any personal experience wittarjb
marketing or not. According to the result of thelgsis, 7(58.3%) indicated that they had some kedgé of
marketing concepts and principles while 5(41.7%ljdated that they had no knowledge of marketingcepts

and principles.

Table 4: Attendance at Library Marketing Conferences, Seminars and Wor kshops

Attendance at Library | Frequency Per centage
Marketing Conferences,

Seminars and Workshopsin the

last 10 Years

Yes 8 66.67
No 4 33.33
Total 12 100.00

Table 4 indicated that 8(66.67%) of the acadenhi@tians had attended conferences, seminars ardhags
on Library Marketing in the last ten years whil8383%) had not.
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Table 5: Attendance at Library Marketing Confer ences, Seminars and Wor kshops

Attendance at  Library  Marketing | Frequency Per centage
Conferences, Seminars and Workshops in

thelast 5 Years

Yes 3 25.0
No 9 75.0
Total 12 100.0

Table 5 indicated that in the last five years, 326 of the academic librarians had attended cenfms,
seminars and workshops on Library Marketing and9%) had not.

Research Objective 2: Identify marketing strategies used by the libraries in the promotion of library
services and information products.

Table6: Marketing Strategies Used by O.O.U. Librarians

Statements SD (%) D(@®) N(@®%) A((%) SA (%)
Maximize the use of books as products 16.7 - 16.7 41.7 25.0
Organize and arrange information to facilitate pponetrieval of information desired 8.3 8.3 33.3 .41 83
Interlibrary loan services 41.7 - 16.7 33.3 8.3
Telephone facility/service 33.3 25.0 16.7 16.7 8.3
Monthly book display 33.3 16.7 8.3 25.0 16.7
Library databases 33.3 8.3 16.8 33.3 8.3
Collaborate with other libraries 33.3 8.3 16.8 333 8.3
Embark on Research to improve services 33.3 - 8.3 58.3 -
Involvement in journal publication 25.0 - 8.3 58.3 8.3
Suggestion boxes 33.3 8.3 16.7 33.3 8.3
Staff training 25.0 8.3 8.3 33.3 25.0
Users education program 25.0 8.3 8.3 41.7 16.7
ICT skills training 25.0 8.3 25.0 33.3 8.3
Improved borrowing privilege 33.3 16.7 - 41.7 8.3
Photocopy/Printing Service 33.3 16.7 - 41.7 8.3
On Request Service 16.7 25.0 16.7 33.3 8.3
Internet Connectivity and E-mail 16.7 16.7 16.7 33.3 16.7
Electronic Resources 16.7 16.7 25.0 41.7
Conducive environment 25.0 8.3 16.7 41.7 8.3
Good disposition to users 25.0 8.3 16.7 41.7 8.3
Mailing/Newsletter 33.3 25.0 - 33.3 8.3
Web 2.0 Technology 33.3 25.0 25.0 8.3 8.3
Selective dissemination of information 25.0 16.7 25.0 25.0 8.3
Word of mouth 16.7 25.0 33.3 16.7 8.3
Reference services 25.0 25.0 - 33.3 16.7
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Statements SD (%) D(@®%) N(@%) A(%) SA (%)
Bibliography 33.3 25.0 8.3 25.0 8.3
Book Reservation Services 25.0 8.3 16.7 41.7 8.3

Table 6 above presented the various marketingegies being used by the O.0.U. Libraries in the
promotion of the University Library services andoimation products. It can be inferred that Libaas in the
0.0.U. Library used various strategies and thabgestrategies are being greatly utilized tharethBased on
the above data, maximizing the use of books asystsd66.7%) and use of electronic resources (6pradked
1%, Involvement in journal publication (66.6%) rank&d, users’ education programme (58.4%) rank&avBile
research activities to improve services (58.3%if staining (58.3%) ranked™Ranking fifth in strategies were
organize and arrange information in such a wayttheteaders find desired information promptly (86) (5",
improved borrowing privileges (50.0%)"(6 photocopy/printing services (50.0%)"{5book reservation service
(50.0%) ("), Internet connectivity and e-mail (50.0%)™|5 conducive environment (50.0%) "5 good
dispositions to users (50.0%)"5and reference services (50.0%)"{5Followed by monthly book display
(41.7%) (8"); interlibrary loan services (41.6%)"7 Library databases (41.6%)"7 collaborate with other
libraries (41.6%) (), suggestion boxes (41.6%)"7 ICT skills trainings (41.6%) {7, on request service
(41.6%) (7 as well as mailing/newsletter (41.6%)"(7Least marketing strategies used by the librariaare
selective dissemination of information (33.3%)(8hone services (25.0%)"9 word-of-mouth (25.0%) (9
and social media tools (16.6%) (300ne would expect phone services and the soddliartools to be in the
highest rank of strategies used by the librariapeeially in the information age but these werlest rank of
strategies used by the librarians.

This finding agreed with the findings of Madhusadh(2008), Veeramani and Vinaya Gammoorthy
(2010), Dongardive (2013), Yupenge (2014) and A#teg@015) that indentified various techniques and
strategies such as public presentation, direct etiawd, aggressive advocacy, bulletins, newsletteaders’
awareness training, display strategy, library walgey academic lectures, library tours, web 2.0stasl some
strategies of promoting information products andvises. The findings also agreed to Yi (2016) which
categorized marketing techniques and strategiesthrtee namely, the digital media, print media andnts.
Marketing strategies used in this study covereddlibree category identified by Yi (2016).

Research Objective 3: Identify factors that constitute barriers to mairkg of library services and information
product by the academic librarians.

Table 7: Barriersto effective marketing of library servicesand infor mation products

Factors SD (%) D(®%) N(%) A%) SA%)
Lack of fund/poor economic situation 8.3 8.3 - 41.741.7
Uncooperative staff attitude 16.7 16.7 16.7 33.3 .716
Poor responses from users 25.0 8.3 16.7 25.0 25.0
General lack of marketing know how 25.0 16.7 8.3 .333 16.7

The notion that marketing is not applicable todites  16.7 8.3 16.7 33.3 25.0

Complex tasks involved in marketing processes 33.3 16.7 8.3 25.0 16.7
Lack of ICT skills 16.7 16.7 8.3 333 250
Unstable Internet connectivity 16.7 16.7 - 41.7 025.

Lack of recognition of importance of library marketf 25.0 8.3 16.7 25.0 25.0

Poor management support 16.7 8.3 16.7 33.3 25.0

Lack of team spirit 16.7 8.3 16.7 333 25.0
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Table 9 above presented the distribution basedaiors that constituted barriers to effective nedirig
of library services and information product by asait librarians. On lack of fund/poor economiwations,
8.3% strongly disagreed, 8.3% disagreed, 41.7%edgesnd 41.7% strongly agreed. On uncooperativé staf
attitude, 16.7% strongly disagreed, 16.7% disagrééd’% were neutral, 33.3% agreed while 16.7%ngtyo
agreed. Also, based on poor responses from usee2strongly disagreed, 8.3% disagreed, 16.7% inmtda
neutral, 25.0% agreed and 16.7% strongly agreedo,Abased on marketing know- how, 25.0% strongly
disagreed, 16.7% disagreed, 8.3% were neutral¥8@3a@eed while 16.7% strongly agreed. On the ndtiai
marketing is not applicable to libraries, 16.7%0syly disagreed, 8.3% disagreed, 16.7% were ne@bad9%
agreed while 25.0% strongly agreed. Furthermorsedan complex tasks involved in marketing procgsse
33.3% strongly disagreed, 16.7% disagreed, 8.3% weutral, 25.0% agreed and 16.7% strongly agi@ed.
lack of ICTs skills, 16.7% strongly disagreed, 26.disagreed, 8.3% were neutral, 33.3% agreed ar@¥®5
strongly agreed. On unstable Internet connectivi,7% strongly disagreed, 16.7% disagreed, 41.gééecd
and 25.0% strongly agreed. On failure to recogtiieeimportance of marketing to libraries, 25.0%ostfly
disagreed, 8.3% disagreed, 16.7% were neutral%2%freed and 25.0% strongly agreed. Likewise orr poo
management support, 16.7% strongly disagreed, &l3%greed, 16.7% remained neutral, 33.3% agreed and
25.0% strongly agreed. Lastly, on lack of teamispl6.7% strongly disagreed, 8.3% disagreed, 16wie
neutral, 33.3% agreed and 25.0% strongly agreed. e dBta thus indicated that lack of funds (83.4keant",
unstable Internet connectivity (66.7%) rank&d rivtion that marketing is not applicable to librafi;nadequate
ICTs skills, inadequate management support and tafckeam spirit all 58.3% ranked™3followed by
uncooperative staff attitude, poor response froergjdack of marketing know-how and non-recognitidrine
importance of marketing to libraries all 50.0% radk4" as challenges to effective marketing of serviaes a
information products of the O.0.U. Libraries. Comptasks involved in marketing process were nosictamned
more of a challenge or barrier. Lack
of funds constituted the most important barrietofiwed by unstable Internet connectivity. Theseifigd agreed
with those of Opeyemi et al (2015) which revealbdt tlack of funds, lack of time, inadequate staffemd
inadequate resources as impediments to effectivkatiag among selected academic libraries in So\Mést,
Nigeria. It also agreed with the findings of Edevadral (2016) which also found lack of facilitiesch as
computer and its accessories, lack of stable alable Internet connection and lack of effectiverkading
strategies as challenges to effective marketingrgntaventy (20) universities across Africa. The ontihat
marketing is not applicable to libraries, lack ofnketing know-how and non-recognition of the impace of
marketing to libraries a signified as barriers ffeaive marketing in this study also agreed witle tearlier
findings like those of Amaral 1992; Mailese 1993ena, 2001; Gupta, 2006; Odine, 2011 and asssrtbn
researchers years back and still recur. These alsroe factors are considered germane especiatheircurrent
mediated age where academic libraries and librargannot be separated with the concept of marketing

Furthermore, data also signified inadequaftEsI@Gkills as barriers

to librarians’ use of effective marketing strategieack of ICTs skills was also indicated from T&bl as only
41.6% of the academic librarians used the libraegteonic databases, ICTs skills training for us@rs.6%),
25.0% used phone services and only 16.6% of tharldns used social media tools to market libramg a
information services. It is important that librargaare versed in ICT tools so as to be able to offfaborative,
interactive and globalized services as well as drsers to the library.

7.0 Summary of Findings
The data collected from this study indicated that:

« Academic librarians whose opinions were surveyatirhaderate knowledge of marketing concepts
and principles as applied to librarianship.

* Academic librarians of the university used varistrategies in marketing the university library sees
and information products to users (undergradugtestgraduates, researches, academic and non
academic staff members.

* The most utilized strategies were maximizing usbawfks as products, use of electronic resources
(such as Internet connectivity, e-mails, e-booksuenals, and so on), journal publication (in whic
librarians and researchers from within and outtfigeuniversity publish their research articlesgrus
education programs, research conduct and stafiitigaprograms for researchers and lecturers omfuse
electronic resources subscribed to by the univelibitary.
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Phone services and social media tools were lelizegtiwvhereas great benefits abound from the use of
these two great assets, smart phones and the swatig tools.

Lack of funds, unstable Internet connectivity, ieqdate ICTs skills, inadequate management support
and lack of team spirits were identified as majualienges followed by uncooperative staff attitude,
poor response from users, lack of marketing know-had non-recognition of the importance of
marketing to libraries.

8.0 Conclusion and Recommendations

The main goal of marketing library services andinfation products is premised on creating awareaads
increasing use of the library, its resources amdices to current and potential patrons. AdvancekCiT have

accelerated knowledge generation, use and disstarinthereby threatening the survival and relevaote
libraries and have had far-reaching implicationstioe mode of delivery of library services and ofieres.

Library and information science professionals tf@eeneed to market library services and informapooducts
in the face of survival and competitions. Hence, tieed to redesign library services and productsedisas

engage in innovative marketing strategies and fgaes so as to meet the changing and increasingmattion

needs and expectations of library patrons and theet anytime, anywhere, anyhow. In view of the doiag,

the researchers hereby recommend that:

Librarians should be encouraged to attend workstsgreinars and conferences on Library and
Information Technology Marketing as well as on I&pplications and Use in Libraries.

Trainings on marketing concepts and principlespgdieable to librarianship should be provided for
academic librarians in the University.

The university management should support and fhadise of library mobile application technology
and services including wireless applications ortedlcampuses of the university.

The university library should purchase more compt@ptops and more importantly, smart phones
and other hand-held devices that will support ammbarage the use of social media tools and services
for both staff and students’ use in the library.

An appeal should be made to the state governmesupport the purchases of both print and electronic
resources including the hardware and software egiins.

The University Library management should effectvetilize the Tertiary Education Trust Fund
(TETFund) to purchase high quality and relevamtmésources most especially textbooks, research
publications and reference materials for use aéfyppatrons. The fund should also be utilized to
purchase the electronic facilities and resourceh s8 smart phones and other hand-held devicakeor
use of staff and students to facilitate effectige of social media tools and services for marketing
library services and information products.

An appeal is also being made to librarians to inapron their dispositions and attitudes to workdily
users and other members of the university commuhiyarians are therefore advised to always act as
professionals and use qualfiyocedures in attending to users’ needs. They tweesdtablish personal
relationshipwith users and should endeavor to react posititceomplaints as well as ablew@lcome
suggestions.

Librarians should also endeavor to learn reseantehdsts of their users and provide resources and
services that will meet those research needs. $heyld make themselves highly visible and learn to
visit various departments of the university somedtablish key players. Librariasisould not always
wait for users to come to them but instead shooifldetimes go to them as earlier suggested by
Nicholas (1998).

The use of ICT tools is to be encouraged among¢hdemic librarians so as to be able to make wise
and innovative use of ICT tools to draw users @rthbraries and market the library’s services and
information products better. It is important thiatarians learn to make use of ICT tools, most
especially the social media tools and servicesdo aetter make themselves highly visible and
available anytime, anyhow, anywhere. By using @€d tools they will be able to market the library,
its resources and services and even market theesseétter
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e Marketing concept and principles should be intreduimto the Nigerian Library School’s curriculum.
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