A CRITICAL STUDY ON THE MARKETING OF LIBRARY SERVICES IN ACADEMIC LIBRARIES IN NIGERIA

ABSTRACT

This study was carried out on the marketing of Academic libraries services using Imo state University, as case study. To achieve this, seven significant research objectives were formulated. The survey design was adopted and the simple random sampling techniques were employed in this study. The population size comprises of library staff in Imo state University, Imo state. In determining the sample size, the researcher conveniently selected 41 respondents while 38 were received and 35 were validated. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using frequency tables and mean scores. The result of the findings reveals that marketing of academic library services is needed in Imo state University to increase awareness of the library's value , expand academic library user base, keep current users informed and educated about current/updated library services, and keep potential users informed about the resources and services that match their needs and interests. The findings also revealed that the extent to which library services is marketed in academic libraries in Imo state University is low. In regard to the findings, the study recommends that library management should expose librarians to marketing library services through training, conferences, seminars, workshop and symposiums.
CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

Libraries are a country's knowledge and information basis. A library gathers, organizes, and makes information resources available to people of various ages, backgrounds, and interests. According to Islam (2004), a library is a learned institution with treasures of knowledge that is maintained, organized, and managed by trained personnel in order to continuously educate children, men, and women and assist in their self-improvement through effective and prompt dissemination of information. There are several types of libraries, each with its own set of services to satisfy the specific requirements and goals of the people they serve (Ode and Omokaro 2007). Academic libraries, public libraries, special libraries, school libraries, and private libraries are among these libraries.

Academic libraries, according to Uwaifo (2010), are those founded and maintained by higher education institutions such as universities, polytechnics, colleges of education, nursing schools, petroleum training institutes, and schools of health technology. He also mentioned that the goal of building an academic library is for it to serve the curriculum of the tertiary schools that founded it. They are an important element of the educational community. He went on to say that the academic library is the parent body's information nerve center. According to Aina (2004), the primary goal of an academic library is to assist the academic environment's goals in the areas of learning, teaching, and research service. Academic libraries, according to Jubb and Green (2007), have played a key role in promoting research in all areas and disciplines inside their host universities and colleges for centuries. An academic library can provide the following services: Circulation of materials, shelf management, user education programs, information services provision, and operation of the Online Public Access Catalogue (OPAC), exhibitions and displays, reader's inquiry services, Selective Dissemination of Information (SDI), trainings and internet services, bibliographic services, indexing services, abstracting services, access to electronic resources, and document delivery services

The usefulness and efficiency of an academic library's services are mostly decided by library customers. When Aina (2004) remarked that the user is highly important in the practice of librarianship, he was recognizing this truth. Without clients, no library can exist. A library's full human and material resources are put in place at a significant cost with the goal of offering excellent services to library patrons. The library, for its part, is responsible for ensuring that its materials and services are utilized (Edoka, 2000). The user is seen as the most reasonable source for determining whether or not the library is fulfilling its mission. The provision of exceptional service to its users should be the mission statement of each academic library. There are several types of library users at higher education libraries. They include students, postgraduates, lecturers, researchers, and external users from a variety of backgrounds and occupations.

Academic libraries, on the other hand, must sell their services to users. Libraries are no longer the only source of information. They must now compete for clients with the internet, bookstores, and online book dealers, as well as the desire for more efficient services and user demands. Client requirements must be understood, service supply must be planned, available services must be promoted, and services must be delivered efficiently and effectively. Marketing is the most important instrument for doing this.

Marketing is defined in a variety of ways. According to Sharma and Bhardwaj (2009), marketing is a system of interconnected commercial operations that is used to design, advertise, and distribute want-satisfying products and services to current and future clients. Marketing, according to Kolter (1994), is a social and management process through which individuals receive what they want and desire by generating, providing, and trading products and services. A library is worthless if no one uses it. To succeed, users must be made aware of the library's benefits in terms of providing information resources and services. Marketing is all about staying in contact with customers and keeping them informed about resources and services that are relevant to their needs. The effectiveness of academic library marketing depends mostly on persuading clients that the tools or databases are useful; they must comprehend the services and be passionate about how they will be beneficial (Noel & Waugh, 2002). To raise awareness of the academic library's worth, librarians must sell their services and resources to students and potential consumers. Major segments of the library's prospective clientele are likely unaware of all of the services available or have little comprehension of what is available.

As a result, marketing is critical to the academic library's success and survival. Every library's major focus should be on providing excellent customer service. Another reason why marketing is crucial for libraries is that good service may equal a successful marketing effort. Effective marketing allows customers to become aware of the library's services and the value they bring.

Marketing in a library setting has been viewed from various angles. For example, Ravichandran and Babu (2008) define marketing of library services as the process of planning, pricing, promoting, and distributing library products in order to create exchanges that benefit both the library and the patrons.

Nwegbu (2005) describes marketing in a library context as developing and presenting library books and non-book resources in terms of the wants and desires of library users, as well as employing successful ways to encourage, inform, and serve current and new library clients. Weigard (1995) sees library marketing as a process of exchange and a strategy to strengthen the library-community collaboration. User objectives, expectations, individuality, responsiveness, connection, service quality, professional abilities, competences, and value added services are all factors to consider while marketing library and information services. According to Basanta&Sanjah (2008), marketing's ultimate goal is to offer the appropriate information to the right user at the right moment. The success and efficiency of a library are determined by the services offered, not by the size of the library or the number of personnel and information items accessible.

Libraries and information centers have acknowledged the need of promoting information services. This is due to the fact that knowledge has become an extremely valuable resource. Marketing ideas should be instilled in the administration of libraries and information centers. As a result, librarians and libraries must shift their focus from information supplier to information user (Iwhiwho, 2008). They would be able to realize their purpose and provide higher quality services to their consumers as a result of this. Librarians must now behave like businessmen, delivering high-quality services and advertising them to their consumers at the appropriate time and place. Libraries are under danger as worthy information providers as a result of increasing technical problems and societal shifts. As a result of these problems, librarians must now demonstrate why they are critical to their organizations' long-term existence and viability. This may be accomplished most effectively by actively selling their services. The marketing mix must be used in order to properly advertise library services. The marketing mix is a collection of factors used to promote a product or service. Product, pricing, location, and promotion are all part of the marketing mix. In library content, a product is described as a service provided to consumers to meet their information needs. Information professionals' main services include providing user assistance, acting as a liaison between users and library resources, such as information skills programs, selective information dissemination, user education services, photocopy services, bibliographical services, cataloguing services, reference services, photocopy services, current awareness services, and internet/computer services.

The quality of services and goods provided to patrons determines the library's success. Bushing (1995) backed up this claim by stating that the library's success is determined by the quality and perfection of its products. She goes on to say that goods encompass all of the library's resources and services. The cost of making the thing is the price. Price refers to the amount of time it takes for a consumer to receive a goods. Libraries are not for profit businesses. Users of libraries indirectly pay for the services they utilize. They fund their education through tuition, taxes, grants, and contributions. These are sufficient grounds to meet consumers' information demands. In most cases, the advancement of information communication technology has demonstrated that location is a critical aspect in a library context. Any library may provide services to people from anywhere in the globe and at any time of day thanks to the internet. Every academic library should include internet access in their collections. The library's atmosphere and personnel must be user-friendly. Simply said, promotion is the process of alerting people about the advantages of using library resources and services. Advertising, public relations, incentive, and environment are the five aspects of promotion.

Nolan (1998) recommended librarians to start their own businesses. Librarians must not wait for individuals who have no knowledge how libraries are run and who are uninterested in their work to intervene on their behalf. She believes that libraries should be administered like businesses and that professional librarians should be managers. However, librarians and information workers must be highly skilled in marketing library services in order to achieve these goals. This is because competence is the key to overcoming developmental obstacles in the corporate sector in any work environment. Chandra (Chandra, 2011). The degree of competence among the librarians at a library has a significant impact on the success of the library. Many librarians, according to Mailese (1995), lack professional comprehension of the marketing idea and its application to their industry. This might be due to a lack of proper marketing training and instruction for librarians in library schools. It is now very vital to include marketing in the library school curriculum. Librarians should also be given periodic lectures, trainings, and workshops on marketing and information and communication technologies.

Due to a lack of funds, most university libraries do not place a high priority on marketing library and information services. The problem of inadequate finance is exacerbated by the fact that academic library administration does not always have a timely and constant budget for library management, much alone a budget for library marketing. There is also inconsistent and insufficient internet connectivity. Furthermore, most library administrators do not fully get the notion of marketing; they believe that marketing is only applicable to for-profit businesses and not to libraries. In light of these obstacles, university libraries must employ various marketing tactics to promote their services. Creating a library web page, sending e-mails to users, exhibits and displays of new arrivals, the use of pamphlets and posters, user education, providing electronic access to information, and arranging library week are examples of such strategies. Additionally, funding should be set aside for the promotion of library services.

Libraries must provide user-oriented services in order to properly identify, fulfill, enlighten, educate, and market the genuine value of library services to users. Users should be informed about the library's numerous services and how they may use them to become lifelong learners. Librarians must use the marketing mix, which includes venue, product, pricing, and promotion, to achieve these goals.

1.2 Statement of the Problem

It is impossible to overstate the importance of marketing library and information services. The existence of libraries, on the other hand, is being questioned. This is due to the fact that information access is now extremely fast and heavily reliant on technology (Chandra, 2011). Users nowadays choose to get their information on the internet rather than going to the library. Libraries must rethink their offerings in order to keep up with the information age. Libraries must transition from a paper-based to a digital-based means of giving information to its patrons (Iwhiwho, 2008).

The various services accessible at libraries are not well known by users. Libraries have failed to provide users with the necessary information. The services offered are not user-friendly.

As a result, the library's services are either not used or are used inefficiently (Chandra, 2011). These have far-reaching repercussions. Users are unable to identify, access, or realize their information needs as a result of this. This can also lead to poor quality teaching, learning, and research in our higher education institutions. As a result, they are unable to keep up with the pace of globalization. When these services are used, they will be able to advance in their occupations while also being life-long learners (Iwhiwho, 2008). Currently, it appears that no study has been conducted to establish the most efficient and successful strategy to promote library services in Imo State University's academic libraries. Because marketing isn't emphasized in most library school curricula, librarians may struggle to promote their services.

As a result, research into the most effective and efficient strategies to sell library services in university libraries is required.

1.3 Purpose of the Study
The purpose of this study is to investigate marketing of Academic libraries services in Imo state University, Imo state.

The specific purposes of this study are:

To determine the need for marketing library services in academic libraries in Imo state University, Imo state.

To determine library services for marketing in Academic libraries in Imo state University, Imo state.

To examine the extent of marketing library services in Imo state University, Imo state.

To determine current techniques employed by academic libraries in marketing of library services in Imo state University, Imo state.

To inquire into the competencies required of librarians in marketing of library services in Imo state University, Imo state.

To determine problems militating against marketing of library services in Imo state University, Imo state.

To examine strategies for enhancing marketing of library services in Imo state University, Imo state.

1.4 Research Questions

This following research questions guided this study:

What are the needs for marketing academic library services in Imo state University, Imo state?

What library services are available for marketing in academic libraries in Imo state University, Imo state?

To what extent are library services marketed in academic libraries in Imo state University, Imo state?

What current techniques are employed in marketing of library services in academic libraries in Imo state University, Imo state?

What competencies are required of librarians in marketing of library services in Imo state University, Imo state?

What problems are militating against marketing of library services in Imo state University, Imo state?

What are the strategies to be adopted for the enhancement of marketing of library services in Imo state University, Imo state?

1.5 Significance of the Study

The findings of this study will be significant to the following: all academic institutions, administration, library committees, librarians, users and researchers. In specific terms the findings will be significant to academic institutions administration in the area of policy formulation by providing a road map on the information resources and services to be provided to users in order to satisfy their information needs. It is hoped that that it will create awareness to the library committee as regards the strategies to enhance effective marketing of library services to users.

This work will also educate librarians on how to effectively and efficiently market library products and services.  It will also assist them in identifying their lapses and hence improve on their services by attracting, satisfying, and retaining users in the library. The findings will also be useful to users by creating awareness on the various services available in the library. The users will get an improvement in the services offered as a result of the recommendations of this study. The research will also contribute to the existing body knowledge in marketing library services and build on the knowledge of the problems in academic libraries in Nigeria. The findings of this study will provide background information for other researchers researching on various marketing techniques in Nigeria libraries.

1.6 Scope of the Study

In terms of geographical scope, the study will be restricted to academic libraries in Imo state University, Imo state.  In terms of content, it will investigate marketing library and information services in academic libraries in Imo state University, Imo state.  It will cover the need for marketing library services, services rendered in academic libraries, current techniques employed in marketing of library services, competencies required by librarians in marketing of library services, problems encountered in marketing of library services and strategies for enhancement of marketing library services.

1.7 Limitation Of The Study

In the course of carrying out this study, the researcher experienced some constraints, which included time constraints, financial constraints, and the attitude of the respondents. However, the researcher were able to manage these just to ensure the success of this study.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

Chapter Summary

2.1
CONCEPTUAL FRAMEWORK

 MARKETING 

Several authors have defined marketing in various ways. Kotler (2007) defines marketing as the anticipation and stimulation, facilitation, regulation and satisfaction of consumer and public demand for products, services, organizations, people, places, ideas, through the exchange process. Within the content of the library environment anticipation of demand requires libraries to carry out user’s survey to identify their information needs. While stimulation of demand, means to arouse users to utilize library’s resources and services. Facilitation entails that the library makes use of library easy to users through availability and accessibility of information materials. 

Namara (2010) views marketing as the wide range of activities involved in making sure that you continue to meet the needs of your customers and getting value in return. In this regard, marketing of libraries services should be a continuous process. Libraries should endeavor to provide and satisfy the information needs of users consistently. Ajala (2001) quoted the institute of marketing UK and defined marketing as the process which identifies, anticipates and supplies customer requirement efficiently and profitably. The basic characteristic of this definitions are: - Marketing is operational - Marketing is customer – oriented - Marketing activity is mutually beneficial to seller and buyer. 

To Lautenslager (2003) marketing means developing a philosophy that puts the customer at the centre of everything one does. It is not hard selling. It is a sound, effective technology for creating exchanges and influencing behavior, that when properly applied, must be socially beneficent because its major premise is responding to customers’ needs and wants. Kotler (1994) adopted the following definitions of marketing as the analysis, planning, implementation and control of carefully formulated programs designed to bring about voluntary exchanges or values with target market for the purpose of achieving organizational objectives. It relies heavily on designing the organizations offering in terms of target market needs and desires. This is done by using effective pricing, communication and distribution to inform, motivate and serve the markets. From the above definition marketing seeks to bring about voluntary exchange and its selects target markets and does not seek to be all people. It is directly correlated to the achievement of organizational objectives. It also emphasized on the target market’s needs and desires rather than on the producer’s preferences. 

Ajala (2001) cited Pride and Ferrel and stated that marketing consists of individuals organizational activities that facilitates and expedite satisfying exchange relationships, in a dynamic environment through the creation, distribution, promotion and pricing of goods, services and ideas. There is still considerable misunderstanding in most of the information sector as to what constitutes effective marketing.

To some, it is still primarily equated with selling and the pursuit of sales rather than customer satisfaction (Gupta, 2003) . Marketing is all about providing the right information to the right user at the right “time. This involves reducing barriers to access and in making use of their own, particularly, with the use of modern technology (Das and Karn 2008) . 
Namara (2010) identified two types of marketing activities, inbound marketing and outbound marketing. Inbound marketing includes market research, analyzing the competition, positioning new product or service and pricing your products and services. While, outbound marketing is promoting a product through continuous advertising, promotions and public relations. The marketing activities within the library are not complete until users exchange their support for the services offered by the library institution, person, place or idea. Stripp (2008) identified three major types of marketing which include the following: 

Online marketing: It is any marketing that takes place online. It is also referred to as internet marketing. It includes search engines marketing and email marketing.  

Offline marketing: It involves any form of marketing that is not done online. Examples are advertising on newspapers, television and radio etc.

Word of mouth marketing: This is the most powerful form of marketing. It relies on an organization`s customer when satisfied with services offered to her to refer new customers to that organization. From the foregoing definitions, marketing is defined as a managerial process in which users information needs are continuously provided and satisfied through the provision of effective and efficient services. 

LIBRARY
Libraries are the knowledge and information foundation of any nation. A library collects, organizes and makes information resources accessible to all kinds of users regardless of their ages, background and interests. Islam (2004) defined library as a learned institution equipped with treasures of knowledge, maintained organized and managed by trained personnel to educate the children, men and women continuously and assist in their self improvement through an effective and prompt dissemination of information. There are different kinds of libraries and each performs different kinds of functions to meet the determined purpose and needs of the people they serve (Ode and Omokaro 2007). These libraries include the following: academic libraries, public libraries, special libraries, school libraries, and private libraries. 

Uwaifo (2010) stated that academic libraries are the ones established and maintained by higher institutions of learning such as universities, polytechnics, colleges of education, schools of nursing, petroleum training institutes and schools of health technology. He also noted that the essence of establishing an academic library is to enable it support the curriculum of the tertiary institutions which established it. They are essential part of the learning community. He went further to state that the academic library is the information nerve centre of its parent body. Aina (2004) stated that the main purpose of academic library is to support the objectives of an academic environment in the areas of learning, teaching and research service. Jubb and Green (2007) observed that academic libraries have for centuries played critically important roles in supporting research in all subjects and 2 disciplines within their host universities and colleges. The following are the services provided by an academic library: Circulation of materials, shelf management, user education programmes, provision of information services, and operation of the Online Public Access Catalogue (OPAC), exhibitions and displays, reader’s enquiry services, Selective Dissemination of Information (SDI), trainings and internet services, bibliographic services, Indexing services, abstracting services, access to electronic resources and document delivery services. The effectiveness and efficiency of services provided by an academic library are mainly determined by library users. 

Aina (2004) recognizes this fact when he stated that the user is very critical in the practice of librarianship. No library can exist without the patrons. The entire human and material resources in a library are put in place at considerable expense for the overall purpose of providing effective services to the library users. On its part the library has a responsibility to ensure that its resources and services are used (Edoka, 2000). The user is regarded as the most logical source to determine whether the library is playing its role satisfactorily or not. The mission statement of any academic library should be the provision of excellent service to its users. In higher institution libraries there are various categories of library patrons. They are undergraduates, postgraduates, lecturers, researchers, external users from all walks of life and many professions.

Marketing library and information services Ravichandran and Babu (2008)defines marketing in library and information services as the process of planning, pricing, promotion and distributing library products to create exchanges that satisfy the library and the customer. It is important to identify the needs of users and strive to meet their needs effectively and efficiently. Marketing is an on-going process in the sense that it does not stop simply at providing or promoting services. It involves continuous assessments and re-assessments of users needs. 

Irving (1992) looked to the market place for new insights into marketing library services. He discovered that what succeeds in the market place fulfils criteria relating to convenience, ease of use, perception of balance between cost and value, choice, something new, or novel ways of doing existing tasks. If these criteria are applied in the libraries, libraries will continuously provide the best services to users always at the right time and place. 

To Weigard (1995) marketing library and information services is a process of exchange and a way to foster the partnership between the library and the community. Marketing of library and information services includes user priorities, expectations, individuality, responsiveness, relationship, quality of services, professional skills, competences and value added services. etc. The aim of marketing library services is to 16 provide information to users always at the right time. 

Basanta & Sanjah (2008) stated that a user ascertains the effectiveness and efficiency of a library is not based on how large the library is or the number of staff and information materials available, but on the services provided and how such services satisfy the information needs of users. The importance of marketing in libraries by Steadley and Gray (2003) include the following:  

To compete favorably for customers with other information providers.  To increase library fund.  

To maintain relevance.  

To convey what is unique about the access and service they provide.  To promote librarians as well – trained technologically information experts  

To create an environment in libraries that fosters customer consciousness among librarians.  

To increase usage of service. 

There is much confusion about the differences between public relations, advertising and marketing in libraries. Namara (2010) observed that the terms marketing, promotion and public relations are terms often used interchangeable. However, they refer to different but similar activities. This confusion has to do with inter-changeability of terms such as public relations, advertising and marketing. 

Public relations and advertising are components of marketing. Several scholars have defined advertising in various ways. Frankie (2009) defines advertising as the simple and single component in the marketing process. He sees it as letting people know about ones product or service you are offering. Bohoist (2004) and 17 Frankie (2009) both opined that the medium of advertising includes: newsletters, brochures, flyers, posters, bookmarks, exhibitions, direct mail, billboards, television, radio and the internet. Brith (2000) sees advertising as any paid form of non personal presentation and promotion of products services or ideas by an identifiable individual or organization. However, advertising a product or services does not necessary have to be paid for. The example of non-paid form of advertising is personal contact. This is a situation where a librarian advertises his services one on one to his client. 

Namara (2010) argued that advertising is normally focused on one particular product or service. Thus, an advertising plan for one product might be very different than that for another. The importance of advertising to libraries is stated by Giuliano (2009) and Bohoist (2004) to include the followings:  

To increase patron use of the library.  

To cultivate a positive image of the library to users.  

To inform users of the services and invite them to find out more of the services available in the library.  

To ensure that people are informed about the library on a regular basis.  To launch new services.  

To remind customers about library service Another concept closely related to marketing is public relations. 

Namara (2010) defines public relations as ongoing activities to ensure the overall organizations has a strong image. Roberts and Blandy (1989) views public relations as a Management function, of continuing and planned character, through which public and private organizations and institutions seek to win and retain the understanding, sympathy, and support of customers  whom they are or may be concerned. 

Laulenglager (2003) sees public relation as the management function which evaluates public attitudes, identifies the policies and procedures, of an individual or an organization with the public interest and plans and executes a program of action to earn public understanding and acceptance.  
Namara (2010) opined that public relations are conducted through the media e.g newspapers, television and radio etc. The target audiences in public relation activities according to Kunaka (1998) are policy makers, library users, potential library users and professional associations. According to long, (2008) and Kunaka (1998) the aims of public relations to libraries are:  

To create an awareness among policy makers of the importance of information and the need to establish/upgrade libraries services to ensure easy access to information  

To create better understanding of the role of the librarian, to improve the image of librarian in the society.  

To create public appreciation of the role of the library in people’s daily lives. 

Establishing favorable press relations to get news out about the library on a regular basis.  Creating publicity for specific services and resources and to create and maintain awareness of library capabilities in the community. 

Maintaining awareness of laws and regulations that affect libraries and lobbying to ensure legislation that helps libraries provide effective services. 

Watching for community and national trends and issues that impact the library’s image and informing the library’s administrators. 
The mission statement of any library should be to satisfy the information needs of users at the right time and place. The only way to accomplish this mission, libraries should effectively market library’s resources and services. 

NATURE OF LIBRARY SERVICES IN TERTIARY INSTITUTIONS

The  function  of library  services  is  meant to  provide assistance  to students and other users of the library on how to retrieve the information they are looking for (Idris, Oji &  Abana,  2012) cited in Maram, & Ogun, (2016).  The library, naturally, is huge and service-oriented (Arua and Chinaka, 2019). The library service in universities is a fundamental service that empowers clients to have consistent admittance to important materials. Hence, there is a requirement for library personnel to adapt to the situation by offering support to students with the end goal of boosting their learning in school (Gualink, 2016). In the interim, Heath and Salman (2011), Mostert, and Mugwisi (2014) cited  (Arua and Chinaka, 2019), have talked about the requirement for university librarians to assume a functioning part in the ideal utilization of library materials. They believe that the job of university librarians is vital in this angle. They are the top of the library personnel services and should coordinate the activities of the library appropriately. To do this, librarians play a crucial role in guaranteeing the convenient conveyance of services to students and the whole staff in the school (Mokhtar, & Majid, (2005). Similarly, school librarians should be knowledgeable, skilled, intelligent, qualified, and have the dexterity to run the library. Since librarians are the top library personnel in schools, they watch over the issues of the library and report the activities of the library to the top management of the university (Ojo-Igbinoba,  (2015). Furthermore, librarians aren't restricted to giving materials to students, as verified by researchers (Idris, Orji, and Abana, 2012) cited by Maram, & Ogun, (2016), but they most attempt to direct them and different clients on the best way to get to the books and different materials (Saika, & Gohain, 2019). It likewise incorporates the support and keeping of reference sources (Saika, & Gohain, 2019). In  addition, Solanke, and Nwalo, (2016) highlights the duties of librarians as follows:

Journals, newspapers, books, charts, records, photos, microphones, illustrations, maps, periodicals, atlases, pamphlets, and other important resources are collected and acquired. These materials must be supplied in accordance with the kids' requirements and objectives.

Material organization, layout, and upkeep for simple identification.

Creating a list of all indexes related to the library's materials for the purpose of keeping track of them.

Creating files for potential complaints from students and other library users.

It ensures that its personnel are kept up to date in order to expose them to the modern way of providing library services.

Ensures the availability of a manual guide for library users outlining the various ways to use the library.

Guidance and signposting to indicate the library's direction

Students are being educated on how to use the library. 

Moreover, the obligation of the library personnel has to do with skills and techniques for helping students to look for information in the library. In looking for materials, students should cling stringently to the guidelines directing library activities (Ossai, 2019). Stone and Ramsden (2016) report that the library is viewed as a resource. It is intended for discovering information; it is likewise a combination place for students to converse about educational issues among themselves. Also, the International Federation of Library Associations (IFLA) (2015) asserts that the following are the prerequisites for library services:

Enhancing and supporting school goals as defined in the school mission and curriculum.

Sustaining and developing students’ habits of learning and reading, and the use of libraries throughout their lives.

It offers a chance to experience building and using information for understanding, knowledge, and imagination.

Supporting all students in practicing and learning skills for appraising and using information, regardless of format or medium, form, with sensitivity to the mode of communication within the community.

Providing access to regional, national, local, and global resource opportunities that expose students to experiences, diverse ideas, and opinions.

Organizing activities that encourage social awareness and sensitivity.

Working with tutors, administration, students, and parents to realize the mission of the school.

Proclaiming the concept that logical freedom and access to information are vital to effective participation and responsible citizenship in a democracy.

Promoting the resources and reading services of the school library to the entire school community and beyond.
NEED FOR MARKETING LIBRARY’S SERVICES 

Sharma and Bhardwaj (2009) stated that it is important for librarians to actively market their services. For marketing will enable librarians to spread the word about their libraries by drawing attention to their resources and services to the community, administration, staff and users. Martey (2000) stated that marketing will enable librarians to know how the academic library can gain competitive edge over their more aggressive and wealthy competitors. This will be achieved by letting users and potential users know the advantages of using the libraries Another reason for marketing library is to build relationship between librarians and users. 

Igbeka (2008) stated that when library’s services are marketed it creates a relationship between the customer and the library. He went further to state that marketing brings about recruitment of new customers and the retention and expansion of relationships with existing customers. Leisnar (2004) noted that libraries need to market their services in order to create a link between them and their clients. This bond is necessary for mutual benefit of both the  client and the libraries. This bond is necessary because libraries are no longer the only source of information providers. Ojiambo (1999) opined that marketing enables library and information managers to know and understand the needs of their clients. This knowledge will help them to make good management decisions, which in turn help in providing services to clients more effectively and efficiently. Nwosu (2010) argued that marketing is very necessary in today’s and tomorrow’s world because government funding of libraries and information centers has been declining. Therefore, libraries and managers must be forced to generate revenues not only for acquiring state of the art facilities, but also for their own survival. This they have to do by marketing their services to users and potential users. Ojiambo (1999) pointed out that marketing will assist libraries to present their services as a dispensable part of the organization within a community. They will also try to justify their claim that the clients cannot do their job effectively and efficiently without a library. To Kotler (1995) marketing is very important to organizations such as museums, universities, libraries and charitable organizations in order to gain political and social support as well as economic supremacy. 

Ojiambo (1999) pointed out that marketing is important to identify the information needs of potential users. In his opinion library and information managers should not only be interested in the group of people who do use their services. They should also be interested in potential users. While, to Smith (1995) marketing is very relevant because it is a means of ensuring that libraries, librarians and librarianship are integrated into both today’s and tomorrow’s global culture. It is not separate from good practice. 

Marketing has now emerged as an increasing important area for libraries and information centers Madhusadhan (2008) emphasized that the challenges of budget cuts, increased user base, the rapid growth of material, rising cost, networking demands, competition by database vendors and complexity in information requirement have made it very necessary to market library services. It is very necessary for librarians to adopt marketing to improve the management of library and information centers. To Dhiman and Sharma (2009) marketing is essential because it is an instrument through which library objectives can be fulfilled. For the integration of marketing into the library services is important because it reinforces and reiterates the basic values and beliefs of the profession in the changing environment According to Ohio library’s council (2008), marketing is essential because it helps to position the library in the minds of the community as a go to source for information and helps users understand what the library will offer them. Marketing builds good customer relations and contributes to positive relationship with media, businesses and government agencies. 

Jaafar (2009) is of the opinion that marketing is necessary in order to market information technology products and services. This is necessary because it helps libraries to add value to their services. For the advert of new technologies such as dramatic increase of digital storage media, convergence of telecommunication and the internet make it possible for librarians to introduce information technology products and services in orderr to fulfill information needs of their customers. Libraries should promote the use of IT as an integral part of library services in order to meet the changing information needs of user. According to Leisner (2004) marketing is a necessary component of any organization, be it public, or private, due to the three basic reasons.  Marketing helps institutions to achieve high levels of customer satisfaction.  Marketing helps institutions to enhance the perceived value of their service. Both want to ensure survival of their respective institutions. Gupta and Ashok (2002) summarize the reasons for marketing in the following points:  

To focus on providing an environment in which users can study and work. 

To focus on the belief that each user has unique needs, requirement and expectations when he or she visits the library.  

Commitments to helping the user develop skills in order to acquire information from various sources. In a nutshell, information explosion, technology revolution and escalating costs are responsible for encouraging the library profession to develop marketing strategies in its operations and services. 

TECHNIQUES IN MARKETING OF LIBRARY’S SERVICES 

The success of any library is getting users to use the library. This is achieved by creating awareness and educating users on benefit of using the library’s resources and services. In order to achieve this, various strategies have to be adopted by librarians and information professionals. Gupta and Jambhekar (2002) argued that marketing library services is not just a question of money, but of attitudes of the staff and the entire organizations. Goods are used, but service is experienced. Nkanga (1999) opined that marketing should be treated as a very important aspect of any organization. This he said can be done by separating marketing from the day-day operations of libraries. An officer or team of officer should be given a specific responsibility of marketing library services. Sharma and Bhardwaj (2009) suggested five ways of marketing library services which includes: 

Creating a web page: libraries should create web page for users. A web page is a very effective way of promoting library information services and resources. 

 E-mails: Emails can be sent to users containing new library resources and tips on how to find information.  

Librarians should endeavor to attend academic lectures where prominent number of users can be found. Librarians can then meet users to discuss and gather information about their needs as well as to promote the services offered by the libraries.  Librarians should provide links to help services from all appropriate library web pages, where assistance may be needed. 

Leaflets and posters: Leaflets and posters is an effective method in marketing library services. Akpom (2010) stated that the use of leaflets and posters should be used to market library services. They should be used to publicize the various products and services available in the library. She went further to state that refresher courses should also be conducted to enlighten students and staff on new developments in the library. 

Nwolo and Oyedum (2007) emphasizes that new services should be introduced by librarians. Apart from new services, there should also be a need to improve on the already existing services in the library. Another medium to market library services is display of new arrivals, book reviews and organizing exhibitions. 

To Kotler (1997) libraries should endeavor to display new arrivals, book reviews, and organizing exhibitions, book fair, library visits, and get-together and sponsors programs in order to market library services effectively. Likewise, market segmentation can be used in marketing library services. Information resources should be provided to users based on their level. For example undergraduate, post graduate researchers and lecturers should have their information resources available to them. Bahraoni (2010) noted that another strategy to market library services is market segmentation. This means grouping users for best product delivery. Resources can then be allocated to specific groups for instance, undergraduate, post graduate, lecturers and researchers. From the above, the purpose of marketing segmentation is to target the patrons rather than the product or the service. 

Another aim of market segmentation is to provide services that satisfy individuals rather than a generalized service. Another technique in marketing library services is for libraries to provide very conducive environment to users. Nwalo and Oyedum (2007) argued that reading environment of libraries should be improved. For example there should be adequate reading space, chairs, tables, toilet and good ventilation. In order to market library services effectively, a good and conducive atmosphere is required. 

To effectively market a library’s services, librarians should endeavor to provide quiet environment for reading and study. Westwood (2011) noted that it is very necessary more than ever before, for librarians to provide quiet study spaces should serve as a retreat from noise and bluster from the voices of the commercial world loudly competing for attention. He noted that sometimes the greatest leisure one can have is to enjoy silence for a while. Libraries should Endeavour to provide effective and efficient services to users. When users are satisfied they can now refer their friends and acquaintances to the library. 

To Bhattacharyya (2010) word of mouth marketing strategy is regarded as the most powerful tool of marketing. Libraries should endeavor to provide excellent products or services. Any customer who is satisfied will now refer library services to his friend. With this approach libraries do not need to travel the extra mile so as to build a relationship with their users. All they need to do is to satisfy their users they would keep coming back. Personal skills are marketing techniques that libraries can use to market their services. Librarians’ manner whether in person or on telephone will affect users rating of the library. Nicholas (1998) advised librarians to always act as professionals and use quality procedures in attending to users’ needs. They need to smile, establish personal relationship with as many users as possible. They should endeavor to react positively to complaints and welcome suggestions. They should endeavor to learn research interest of users and also 38 memorize names of patrons. She added that librarian should make himself highly visible, visit various departments, learn research interest of staff, establish key players. Librarians should not always wait for users to come to them, instead they should sometimes go to them. To ensure effective marketing of library services those who make library and hold the purse strings must be aware of the activities that are going on in the library. Smith and Sakar (1992) stated that his library informed council members for twenty years the activities of the library. This they did by relaying three or four press releases every week to members. In his opinion since the council members hold the purse strings, they must know everything about the activities of the library. 

Another technique to employ in marketing of library services is branding. Berkowitz (1997) employs libraries to use a name, phrase, design, symbol or combination to identify its product and identify them from those of competitors. Inazu (2009) suggested that libraries should produce and circulate newsletters, which should contain information on new services and list of tittles. Also in her opinion she regarded radio, television and readership promotion campaign as a very effective strategy in marketing library services. Libraries should have a slot or quiz in television and radio so as to announce library issues especially on their products and services. Television and radio is a very effective method to reach several users. The radio is very effective because it is very cheap and cost effective. Some academic institutions now have radio stations. Libraries can embrace this opportunities and inform and educate users about their various products and services. 

Another procedure for marketing library services is user education. Das and Karn (2008) emphasizes that new users do not know about library rules and regulations. Therefore, it is the duty of librarians to give library orientation for maximum utility of the 39 library. It is pertinent to note that all academic institutions should introduce library users’ education. Apart from the normal orientation that is given to fresh students, every higher institution should inculcate use of library as a separate course in the institution`s curriculum. This will enable librarians to educate patrons how to effectively utilize the library products and services. User education can also be done by organizing workshops and seminars. Iwiwhu (2008) advocated that electronic access to information must be provided by librarians. In his opinion information professionals must shift from the information provider to the information consumer. Users’ needs must guide organizational strategy. Academic libraries in Nigeria must migrate from traditional library services to electronic formats. The importance of using electronic format includes the following: Services can be used by patrons from a distance far from the library.  Resources and services can be used by more than one person at the same time. Fink and Mccune (2001) summarize the techniques that should be employed in marketing of library services. They include the following:

Libraries should brand their products and services  

Libraries should host varieties of exhibitions, reception and lectures.  Marketing activities should be a team work.  

Libraries should have a budget for marketing.  

Libraries should make use of the press and media to market their services.

 Libraries should evaluate their effort in marketing the library’s services.  

In conclusion Das and Karn (2008) noted that librarians must always remember the following points when applying any of the techniques in marketing library services.

Customers are the most important people to be served in library and information centers. They are not dependent on the library rather the library depends on them.

Users are the people who bring their wants and needs. Librarians are there to meet their information needs effectively and efficiently. 
COMPETENCES REQUIRED FOR LIBRARIANS IN MARKETING OF LIBRARY SERVICES 

Chandra (2011) observed that in every work of life competency is the key to face the developmental challenges in the corporate world. The success or failure of an individual or institution largely depends on the level and the type of competency that exist with particular institution or individual. 

According to European Parliament Council, (2008) competency is  defined as the set of knowledge and skills that enable an employee to orient easily in a working field and to solve problems that are linked with their professional roles. While Chandra (2011) views competency as the characteristics of individuals, which affect his performance and behavior at work. There are two types of competences, Marshal et al (2003) argued that there are two types of competencies: professional competencies and personal competencies. 

Professional competencies relate to the librarians knowledge in the areas of resources, information access, technology, management and research. It also involves the ability to use these areas of knowledge as a basis for providing library and information services. While, personal competencies represent a set of skills, attitudes and values that enables librarians to work efficiently, be good communicators, focus on continuing learning throughout their careers, demonstrate the value-added nature of their contributions and survive in the new world of work. Marketing has been identified as one of the areas of competency that is important for library and information professionals. 

Chandra, (2011) identified the major impact of staff competency to marketing in the ways: 

Transparency and dynamism in library administration.  

Closer and positive relations. 

 Innovation in library and information services.  

Effective team work  

Enhanced self confidence among library’s professionals.  

Flexibility and adaptability in attitude.  

Increased strong interpersonal relations. 
 Organizational development.  
Quality based library and information services 
The importance of marketing knowledge to Liberians cannot be over stressed as Snoj and Petermanec (2001) stated that an effective marketing knowledge can help libraries create competitive advantage over their competitors through development of new services or changes of the existing ones to satisfy their users better. They also noted that competency can bring about improvement on the organizational status and image to different stake holders and thereby improve the performance of the libraries in general. Pearson (2009) reported that competency distinguishes a librarian from a Para- professional. The librarian is supposed to be competent in library management, advocacy and marketing that take place in the library. Librarians are supposed to carry more responsibilities and lead the organization towards fulfilling its goals. Librarians and information professionals need to be very competent in marketing of library services. This is however, sometimes not the case. 
Mailese (1995) quoted Amaral (1992) and stated that many librarians lack professional understanding of the marketing concept and its availability to their field. Those who claimed to be conversant with the concept, understood it to mean only promotion or selling. Amaral (1992) explained that some librarians indicated that they knew enough about marketing, but in explaining how they are applied, fail to mention users or their information needs. This and similar examples suggest that perhaps marketing is not emphasized enough in the training of professional librarians. 

Kumber (2004) noted that some librarians were not competent in marketing of library services because of lack of training and education. Often, librarians do not promote library services well due to lack of training and knowledge of marketing tools and techniques. Although, marketing is more widely discussed and accepted professionally than in the past, this acceptance has not necessarily resulted in more marketing classes in library’s school’s curriculum. Kumber (2004) explained that librarians are often reluctant to borrow from the private sector. They have a fear of commercial publicity. They see marketing as manipulative, a waste of time, resources and unprofessional. One of the key areas Liberians are required to be competent is good communication skills Schmidt (2011) noted that to ensure that all staff are competent in marketing of library services, administrators must ensure that all library staff are able to communicate effectively with their clients. There must be appropriate induction programs which should indicate customer service techniques and ongoing trainings can be used to continue to update staff. Barnes (2009) stated that information is a commodity. Librarians have to set themselves apart by showing that they add value to information and transform it into knowledge. Librarians must market themselves rather than a physical or virtual library. For without a librarian, a library is just a collection of information resources without content. He recommended that librarians must think like entrepreneurs. This can be achieved by building strong relationship and the use of technology to develop and market their services. The New Jersey library association (2011) explained that librarians should have good public relation skills. They should articulate ideas clearly and effectively and be able to conduct market research in order to identify user’s information needs. They also stated the relevance of networking among librarians in improving librarians competencies. Librarians should join professional associations and actively participate. They should attend conferences, workshops and read professional literature e.g journals and books. According to Fercet and Marcinec (2005) the academic librarian must be a researcher, counselor, planner, manager, team-member, problem-solver and they should also have interpersonal skills, language proficiency, team-working user friendliness and customer orientation. To effectively market library services librarians must have these skills. Noel and Waugh (2002) noted that libraries need to hire computer literate people. Librarians who are knowledgeable in computers can be very effective in applying their skills to the marketing process in the libraries. For the internet now provides a unique environment where information service can be brought to life and new methods for spreading information are then exposed. International commission of workforce development (2011), stressed the importance of ICT to any organization. It recognized ICT as a valuable tool for matching existing learning needs with learning resources. They pointed out that ICT should be used to maximize people learning opportunities for improvement of their living conditions, reduce poverty and stimulate self- sufficiency. 

Ayanda and Taiwo (2008) articulated that the aim of management in any organization is to solve problems and thereby ensuring that the mission and objectives of the organizations are accomplished. They advised library management to employ sound management practices if they are to survive and work towards achieving their goals. Rowley (1997) suggested that librarians need to be competent in the areas of resource knowledge, subject knowledge and process knowledge. Equipped with this knowledge, librarians should apply the marketing concept to service. They must begin with aligning the mission statement and the subsequent goals and objectives of their services towards a strong customer orientation by developing strategies that will aid in accomplishing their mission. 

Chen and Dhillon (2003) noted that competence relates to the making and fulfillment of promises to users. Competence may be displayed through providing search facilities and recommendations about new services and offers, which enables a promise to be made. The library should then fulfill the promise by executing the requests of the customer with promptness and correctness. While, Kavulya (2004) emphasizes that teaching marketing in library and information schools is crucial at this point to cope with the global developments, the better understanding of the marketing concepts will lead to better performance and proper provision of library and information services. 
Savard (1998) is of the view that if marketing principles are to be embraced by librarians, there is need for training of information specialists who are ready in the field. To achieve this, the current curricular of librarianship and other information courses need to be revised and the elements of marketing and management added to it. He also suggested that the curricular should include courses on promoting the awareness of the importance of information services, consumer information seeking behavior, market research, marketing strategies and planning. Farkas (2011) outline the following levels of competence required by a librarian in marketing of library services.  
Project management skills: librarians should be able to organize and implement existing and new projects.  Ability to question and evaluate library services.  
Evaluate the needs of all stakeholders. Librarians need to understand how library provides services and the effect of stakeholders.  
Vision to translate the traditional library services into the online medium. 
Critical technologies and ability to compare technologies: Librarians should be able to compare different versions of software to figure out which will best meet their patrons’ needs.  
Ability to sell ideas/ library services: Every librarian needs serious marketing skills and salesmanship to be a librarian. In summary, marketing of library services is all about enhancing effective and efficient services to users. Marketing requires certain competences and attribute which librarians should endeavor to have.
2.2 THEORITICAL FRAMEWORK

The framework guiding the study is marketing mix theory.

Marketing Mix Theory 

This was put together by Neil .H. Borden 1964 when he published an article titled “the concepts of the marketing mix”. The ingredients in Bordens marketing mix included product, planning, branding, distribution, promotion, display, servicing, physical handling, fact finding, and analysis, (Dhiman and Sharma 2009). 

Mccathy, E. J in 1978, later grouped these ingredients into four categories that today are known as the 4PS of marketing, product, price, place and promotion. De- Aze (1995) defines the marketing mix as the planned package of elements that makes up the product or service offered to the market. Marketing mix helps to position the library very firmly in the perceptions of their communities served. It is aimed at supporting the library and information service to reach target markets and specified objectives. 

Kavulya (2004) noted that the marketing mix is the guide for the development, implementation and evaluation of any specific service or product. The goal of the marketing mix is to achieve client satisfaction, by applying basic principle in achieving the objectives of an organization
2.3
CHAPTER SUMMARY

In this review, the researcher has sampled the opinions and views of several authors and scholars on the concept of marketing and library, nature of library services in tertiary institutions, need for marketing library’s services, techniques in marketing of library’s services, and competences required for librarians in marketing of library services, etc.. The works of scholars who conducted empirical studies have been reviewed also.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION

In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out on the marketing of Academic libraries services using Imo state University, as case study. Hence, the population of this study comprises of library staff in Imo state University.

3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.   
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of the entire library staff in Imo state University, the researcher conveniently selected 41 library staff as sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

Research question the mean scores and simple percentage tables. 

In analyzing the data collected, the four-point rating scale will be given values as follows:

SA = Strongly Agree

4

A = Agree


3

D = Disagree


2

SD = Strongly Disagree
1

Decision Rule:

To ascertain the decision rule; this formular was used

	4+3+2+1 =10

      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken.

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of forty-one (41) questionnaires were administered to respondents of which thirty eight (38) were returned while 35 were validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  35 was validated for the analysis.

4.2
DATA PRESENTATION

The table below shows the summary of the survey. A sample of 41 was calculated for this study. A total of 38 responses were received whiles 35 was validated. For this study a total of 35 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	41
	100

	Received  
	38
	97

	Validated
	35
	90


Source: Field Survey, 2021

4.3
Demographic Profile of the Respondents
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	10
	29%

	Female
	25
	71%

	Age
	
	

	20-25
	03
	20%

	26-30
	08
	23%

	31-35
	07
	49%

	36+
	17
	8%

	Education
	
	

	HND/BSC
	12
	34%

	MASTERS
	12
	34%

	PHD
	11
	32%

	Marital Status
	
	

	Single
	20
	57%

	Married
	15
	43%

	Divorced
	0
	0%

	Widowed
	0
	0%

	Work experience
	
	

	Below 3yrs
	06
	17%

	3-6years
	19
	54%

	7 years, above
	10
	29%


Source: Field Survey, 2021

4.4
 ANSWERING RESEARCH QUESTIONS

Research Question 1: What are the needs for marketing academic library services in Imo state University, Imo state?
Table 4.3: Mean Responses on the needs for marketing academic library services in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	To increase awareness of the library's value 
	16
	12
	04
	03
	3.2
	2.55
	Accepted

	2
	To expand academic library user base
	13
	17
	05
	0
	3.2
	2.57
	Accepted

	3
	To keep current users informed and educated about current/updated library services
	16
	11
	05
	03
	3.1
	2.55
	Accepted

	4
	To keep potential users informed about the resources and services that match their needs and interests
	12
	16
	07
	0
	3.1
	2.41
	Accepted

	5
	Fish Pumps & Fish Elevators
	16
	10
	06
	03
	3.1
	2.31
	Accepted


Source: Field Survey, 2021

In table 4.3 above, on the needs for marketing academic library services in Imo state University, Imo state, the table shows that all the items (item1-item5) are accepted. This is proven as the respective items (item1-item5) have mean scores above 2.50.

Research Question 2: What library services are available for marketing in academic libraries in Imo state University, Imo state?
Table 4.4: Mean Responses on the library services available for marketing in academic libraries in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	Inter Library Loan Service
	14
	17
	04
	0
	3.3
	2.59
	Accepted

	2
	Orientation and Information Sessions
	16
	19
	0
	0
	3.5
	2.42
	Accepted

	3
	Circulation Services
	15
	16
	04
	0
	3.3
	2.62
	Accepted

	4
	Audio / Visual Service
	13
	17
	05
	0
	3.2
	2.49
	Accepted

	5
	Streaming media
	16
	11
	05
	03
	3.1
	2.66
	Accepted

	6
	Research Data Services
	16
	11
	05
	03
	3.1
	2.55
	Accepted


Source: Field Survey, 2021
In table 4.4 above, on the library services available for marketing in academic libraries in Imo state University, Imo state, the table shows that all the items (item1-item6) are accepted. This is proven as the respective items (item1-item6) had mean scores above 2.50.

Research Question 3: To what extent are library services marketed in academic libraries in Imo state University, Imo state?

Table 4.5:  Respondent on question 3
	Options
	Frequency
	Percentages

	High extent
	09
	26

	Low extent
	21
	60

	Undecided
	05
	14

	Total
	35
	100


 Source: Field Survey, 2021

From table 4.4 above, 26% of the respondents said high extent, 60% of the respondents said low extent, while the remaining 14% of the respondents were undecided.
Research Question 4: What are the current techniques employed in marketing of library services in academic libraries in Imo state University, Imo state?
Table 4.6: Mean Responses on the current techniques employed in marketing of library services in academic libraries in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	Exhibition and display of new arrivals
	16
	15
	04
	0
	3.3
	2.59
	Accepted

	2
	Direct mailing
	18
	17
	0
	0
	3.5
	2.42
	Accepted

	3
	Newsletters
	15
	15
	05
	0
	3.3
	2.62
	Accepted

	4
	Library tours and leaflets
	18
	12
	05
	0
	3.2
	2.49
	Accepted

	5
	Circulars
	17
	11
	04
	03
	3.1
	2.66
	Accepted

	6
	Personal contacts
	12
	15
	06
	02
	3.1
	2.55
	Accepted

	7
	Memos
	20
	15
	00
	00
	3.3
	2.68
	Accepted


Source: Field Survey, 2021
In table 4.6 above, on the current techniques employed in marketing of library services in academic libraries in Imo state University, Imo state, the table shows that all the items (item1-item7) are accepted. This is proven as the respective items (item1-item7) had mean scores above 2.50.

Research Question 5: What competencies are required of librarians in marketing of library services in Imo state University, Imo state?
Table 4.7: Mean Responses on the competencies required of librarians in marketing of library services in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	Good communication skills
	13
	18
	04
	0
	3.0
	2.51
	Accepted

	2
	Information technology skills
	20
	15
	0
	0
	3.5
	2.62
	Accepted

	3
	Ability to answer users’ query
	21
	11
	03
	0
	3.2
	2.52
	Accepted

	4
	Ability to sell idea/library services
	13
	18
	04
	0
	3.0
	2.51
	Accepted

	5
	Ability to question and evaluate library services
	24
	11
	00
	00
	3.8
	2.76
	Accepted

	6
	Interpersonal skills
	22
	13
	00
	00
	3.2
	2.69
	Accepted


Source: Field Survey, 2021
In table 4.7 above, on the competencies required of librarians in marketing of library services in Imo state University, Imo state, the table shows that all the items (item1-item6) are accepted. This is proven as the respective items (item1-item6) had mean scores above 2.50.

Research Question 6: What problems are militating against marketing of library services in Imo state University, Imo state?
Table 4.8: Mean Responses on the problems militating against marketing of library services in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	In-adequate fund
	19
	12
	04
	0
	3.3
	2.59
	Accepted

	2
	Management lack of marketing policy
	14
	21
	0
	0
	3.5
	2.42
	Accepted

	3
	Lack of facilities to market library services
	20
	10
	05
	0
	3.8
	2.62
	Accepted

	4
	Lack of media access to market academic library services
	12
	16
	07
	0
	3.0
	2.49
	Accepted

	5
	Lack of training in marketing
	17
	11
	04
	03
	3.1
	2.66
	Accepted

	6
	Lack of effective communication between librarians and users
	17
	16
	0
	02
	3.1
	2.55
	Accepted


Source: Field Survey, 2021
In table 4.8 above, on the problems militating against marketing of library services in Imo state University, Imo state, the table shows that all the items (item1-item6) are accepted. This is proven as the respective items (item1-item6) had mean scores above 2.50.

Research Question 7: What are the strategies to be adopted for the enhancement of marketing of library services in Imo state University, Imo state?
Table 4.9: Mean Responses on the strategies to be adopted for the enhancement of marketing of library services in Imo state University, Imo state.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	Use of digital media, such as the library's website, e-mail lists, blogs and podcasts
	22
	11
	02
	0
	3.5
	2.59
	Accepted

	2
	Use of print materials, such as posters, handouts and giveaways; events such as orientation tours and workshops
	17
	15
	03
	0
	3.1
	2.42
	Accepted

	3
	Transform your library into a community space where people gather to find information, play games, eat and drink, enjoy family time or participate in an exhibition
	20
	15
	00
	00
	3.8
	2.62
	Accepted


Source: Field Survey, 2021
In table 4.9 above, on the strategies to be adopted for the enhancement of marketing of library services in Imo state University, Imo state, the table shows that all the items (item1-item3) are accepted. This is proven as the respective items (item1-item3) had mean scores above 2.50.
CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the marketing of Academic libraries services using Imo state University, as case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study

In this study, our focus was on the marketing of Academic libraries services using Imo state University, as case study. The study is was specifically carried out to determine the need for marketing library services in academic libraries in Imo state University, Imo state, determine library services for marketing in Academic libraries in Imo state University, Imo state, examine the extent of marketing library services in Imo state University, Imo state, determine current techniques employed by academic libraries in marketing of library services in Imo state University, Imo state, inquire into the competencies required of librarians in marketing of library services in Imo state University, Imo state, determine problems militating against marketing of library services in Imo state University, Imo state, and examine strategies for enhancing marketing of library services in Imo state University, Imo state.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 35 responses were validated from the enrolled participants where all respondent are library staff in Imo state University, Imo state.
5.3 Conclusions

Based on the findings of this study, the researcher concluded that;

Marketing of academic library services is needed in Imo state University to increase awareness of the library's value , expand academic library user base, keep current users informed and educated about current/updated library services, and keep potential users informed about the resources and services that match their needs and interests.

The library services available for marketing in academic libraries in Imo state University include; inter library loan service, orientation and information sessions, circulation services, audio / visual service, streaming media, and research data services. 

The extent to which library services is marketed in academic libraries in Imo state University is low.

The techniques employed in marketing of library services in academic libraries in Imo state University, comprises of exhibition and display of new arrivals, direct mailing, newsletters, library tours and leaflets, circulars, personal contacts, and memos.

The various competencies required of librarians in marketing of library services in Imo state University are good communication skills, information technology skills, ability to answer users’ query, ability to sell idea/library services, ability to question and evaluate library services, and interpersonal skills.

The problems militating against marketing of library services in Imo state University include;  in-adequate fund, management lack of marketing policy, lack of facilities to market library services, lack of media access to market academic library services, poor access to information technology, lack of training in marketing, and lack of effective communication between librarians and users.

The strategies to be adopted for the enhancement of marketing of library services in Imo state University are use of digital media, such as the library's website, e-mail lists, blogs and podcasts; use of print materials, such as posters, handouts and giveaways; events such as orientation tours and workshops; and transforming of the library into a community space where people gather to find information, play games, eat and drink, enjoy family time or participate in an exhibition.

5.4 Recommendations

Based on the findings of the study, the following recommendations are proffered.

More funds should be allocated to the development of libraries by parent organizations. 

Library management should expose librarians to marketing library services through training, conferences, seminars, workshop and symposiums.  

Facilities that are needed for effective marketing of library services should be provided to libraries.  

Marketing courses should be introduced in library school’s curriculum and should be made compulsory.  
Efforts should be made by library management to improve the services offered by libraries.
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APPENDIXE

THE INFLUENCE OF LEARNING ENVIRONMENT ON STUDENTS ACADEMIC PERFORMANCE (TILESAP)

QUESTIONNAIRE

SECTION A

PERSONAL INFORMATION

Gender

Male 

[  ]


Female 
[  ]

Age 

20-25
[  ]

25-30
[  ]

30-35
[  ]

35+ 
[  ]

3. Education

HND/BSC
[  ]
MASTERS
[  ]
PHD

[  ]

4. Marital Status

Single

[  ]
Married
[  ]
Divorced
[  ]
Widowed
[  ]
SECTION B

Please tick [√] your most preferred choice and avoid ticking twice on a question
Research Question 1: What are the needs for marketing academic library services in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	5
	To increase awareness of the library's value 
	
	
	
	

	6
	To expand academic library user base
	
	
	
	

	7
	To keep current users informed and educated about current/updated library services
	
	
	
	

	8
	To keep potential users informed about the resources and services that match their needs and interests
	
	
	
	

	9
	Fish Pumps & Fish Elevators
	
	
	
	


Research Question 2: What library services are available for marketing in academic libraries in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	10
	Inter Library Loan Service
	
	
	
	

	11
	Orientation and Information Sessions
	
	
	
	

	12
	Circulation Services
	
	
	
	

	13
	Audio / Visual Service
	
	
	
	

	14
	Streaming media
	
	
	
	

	15
	Research Data Services
	
	
	
	


Research Question 3: To what extent are library services marketed in academic libraries in Imo state University, Imo state?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Research Question 4: What are the current techniques employed in marketing of library services in academic libraries in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	17
	Exhibition and display of new arrivals
	
	
	
	

	18
	Direct mailing
	
	
	
	

	19
	Newsletters
	
	
	
	

	20
	Library tours and leaflets
	
	
	
	

	21
	Circulars
	
	
	
	

	22
	Personal contacts
	
	
	
	

	23
	Memos
	
	
	
	


Research Question 5: What competencies are required of librarians in marketing of library services in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	24
	Good communication skills
	
	
	
	

	25
	Information technology skills
	
	
	
	

	26
	Ability to answer users’ query
	
	
	
	

	27
	Ability to sell idea/library services
	
	
	
	

	28
	Ability to question and evaluate library services
	
	
	
	

	29
	Interpersonal skills
	
	
	
	


Research Question 6: What problems are militating against marketing of library services in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	30
	In-adequate fund
	
	
	
	

	31
	Management lack of marketing policy
	
	
	
	

	32
	Lack of facilities to market library services
	
	
	
	

	33
	Lack of media access to market academic library services
	
	
	
	

	34
	Lack of training in marketing
	
	
	
	

	35
	Lack of effective communication between librarians and users
	
	
	
	


Research Question 7: What problems are militating against marketing of library services in Imo state University, Imo state?
	S/N
	ITEM STATEMENT
	SA
	A 
	D  
	SD 

	36
	Use of digital media, such as the library's website, e-mail lists, blogs and podcasts
	
	
	
	

	37
	Use of print materials, such as posters, handouts and giveaways; events such as orientation tours and workshops
	
	
	
	

	38
	Transform your library into a community space where people gather to find information, play games, eat and drink, enjoy family time or participate in an exhibition
	
	
	
	


=  2.5








