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6

Abstract7

At a time when Web 2.0 applications in libraries have gained growing popularity globally, it8

appears that the library must consider marketing its services more regularly through the9

Internet, taking advantage of Web 2.0 applications to improve access to its users and to10

promote information services. Many studies have discussed the importance of enhancing11

library services through Web 2.0 applications such as blogs, wikis, RSS (Really Simple12

Syndication), podcasts and social networking sites (SNSs). However, very few studies have13

focused on social networking sites in relation to marketing strategies for library and14

information services. The main purpose of this paper is to explore the varied marketing15

activities of libraries on SNSs, focusing on Facebook, as it is recognized as a popular SNS used16

among libraries. Additionally, the study introduces the role of library and information17

professionals (LIPs) within SNSs, as well as user contributions to the marketing process. Web18

content is used in a quantitative approach. Twenty public libraries that have Facebook pages19

have been selected as subject samples.20

21

Index terms— social networking sites, social networks, web 2.0, internet, library marketing, facebook.22

1 INTRODUCTION23

eb 2.0 has become an essential component for today’s technology-based organisations and for individuals. Web 2.024
applications are starting to make a big impact on users with respect to their interac-applications is the SNS, such25
as LinkedIn, Myspace, Twitter and Facebook, which have attracted millions of users, including specialists across26
many disciplines. On sites such as Facebook, users reveal a lot of information about themselves in their profiles27
to order to introduce themselves to others (Acquisti & Gross, 2006). SNSs also provide users with abundant28
information posted by others. They are becoming a platform for information sharing and distribution. With the29
emergence of specialized SNSs for specific user groups, users can now practise various activities either related to30
their work or personal.31

Not only do individuals use these sites for selfpromotion, but business organizations have also started creating32
their own pages to promote their services. As such, information institutions such as libraries have started to use33
SNS applications. According to Boss ??2009), there are a number of public libraries that have a presence on34
Myspace, such as the Orleans Public Library, the Omaha Public Library, the St. Paul Public Library, the Salt35
Lake City Public Library and the Toledo Public Library, and a number of them have a presence on Facebook,36
such as the Chicago Public Library, the Hennepin County Library, the Houston Public Library and the Los37
Angeles Public Library. Other libraries have a presence on other SNSs. The SNSs have provided these libraries38
with opportunities for marketing and selfpromotion. In an academic library, Facebook and Myspace are good39
outreach tools as well as marketing tools (Chu & Meulemans, 2008) and they are very popular among students40
??Chu & Meulemans, 2008). Ecademy, Friendster, Friendzy, LinkedIn, Meetup, orkut, Ryze, Spoke, Tickle and41
Tribe are popular SNSs among business organizations (O’ Murchu, Breslin, & Decker, 2004) that can be used42
for different purposes such as marketing and communication. For example, ”LinkedIn is most commonly used43
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5 STUDY SIGNIFICANCE

for generating sales leads, finding potential hires, and in general, leveraging the contact lists of fellow colleagues”44
(Salz, as cited in Di ??icco et al., 2008, p. 712). SNSs foster new marketing strategies on the Internet and45
support organisations to market themselves. They are considered a space for people to present themselves to46
others (marketing their profile) (O’ Murchu, Breslin, & Decker, 2004). W applications, including SNSs such as47
Face book and Myspace, in the library environment. However, the topics of the role of SNSs as a strategy in the48
marketing of library services and the new role of LIPs have not yet been addressed. In addition, it is not yet49
clearly understood what types of activities are being used in this regard. ”The usefulness of libraries using online50
advertisements on social networks to promote their Facebook pages, or indeed to promote any library service, is51
not a topic that has been addressed by the existing library science literature” (Chan, 2010, p. 364). The focus52
of this research is on understanding the role of SNSs in marketing library and information services and the main53
activities of libraries through using SNSs.54

In addition, the research will explore the roles of LIPs as well as the users in these activities. Given the55
different types of activities of libraries on SNSs, the research will also involve an analysis of the particular way56
that libraries interact with their users and the role of the user in this marketing process.57

2 II.58

3 Research Questions and Objectives59

The research questions are:60
1. What are the various marketing activities of libraries on SNSs?61
2. What are the roles of LIPs in marketing activities?62
3. How can users contribute to the marketing process?63
The main objectives of this research are as follows:64
? To adopt the new concept of library and information marketing within Web 2.0 applications.65
? To understand the main activities of libraries on SNSs.66
? To identify the role, if any, of library users in the marketing process.67
? To identify the new role of LIPs within SNSs.68
? To propose an instructional framework to integrate SNSs in information marketing, involving LIPs and69

library users.70

4 III.71

5 Study Significance72

This study is significant for the following reasons:73
? It explores the main activities of the library in terms of marketing library and information services. ? It74

provides new definitions of marketing within the use of these applications in LIS. ? It explores the use of SNSs75
as a marketing strategy in which information services can be enhanced by using SNSs applications and features.76
? The results draw an instructional framework of library marketing activities on SNSs.77

? The analysis of these activities indicates the new roles of LIPs as well as users within marketing. ? The78
results introduce several issues related to library marketing in new era.79

IV.80
Review of the Literature a) Definition of SNSs SNSs have grown tremendously in popularity among individuals81

as well as organizations over the past few years. The concept of SNSs has been examined by a number of authors82
and scholars across diverse fields. Some researchers have described SNSs as a type of virtual community (Dwyer,83
Hiltz, & Passerini, 2007), while others describe as communication channel. SNSs are spaces that ”enable users to84
articulate and make visible their social networks” (Boyd & Ellison, 2008, p. 112). They are considered as sites85
where a user can create a profile and build a personal network, and then can share and exchange information86
with others (Lenhart & Madden, 2007). They ”enable communication among ever-widening circles of contacts,87
inviting convergence among the hitherto separate activities of email, messaging, website creation, diaries, photo88
albums and music or video uploading and downloading” ??Livingstone, 2008, p. 394). In their view, SNSs89
are Webbased services which allow users to connect with others, share information and show their interests to90
others. They are a type of site in which people have the ability to share and create their own content. Another91
description of the term is given by Ahn (2008), who describe SNSs as private spaces for individuals, which allow92
them to establish a forum for discussion, to share news and exchange photos. They support people in establishing93
an online presence, building social networks and maintaining their relationships with others. Ellison, Steinfeld,94
and Lampe (as cited in Cain, 2008) define SNSs as ”online spaces that allow individuals to present themselves,95
articulate their social networks, and establish or maintain connections with others” (p. 2). Boyd and Ellison (as96
cited in Jones, Gaffney-Rhys, & Jones, 2011) supplied another key definition of SNSs when they described them97
as:98

Web based services that allow individuals to 1) construct a public or semi-public profile within a bounded99
system, 2) articulate a list of other users with whom they share a connection and 3) view and traverse their list100
of connections and those made by others within the system (p. 202).101
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In this study, SNSs are defined as an online communication and marketing tool in which individuals as well102
as organizations can build online profiles in order to share information, exchange messages with others,103

? The results can help in a rethinking of, or a redefining of, some services within the applications of Web 2.0.104
maintain relationships in social networks and to communicate with the majority of SNS members.105

b) The Concept of Library and Information Services Marketing within Web 2.0 With the emergence of new106
technologies and increasing competition in the digital age, marketing within Web 2.0 is a vital factor for survival.107
Scholars have started to explore the concept of marketing with new technologies and tools. The term marketing108
has many meanings, depending on the discipline and the area in which the term is being used. ”Marketing is109
planning and managing the organization’s exchange relations with its clientele. It consists of studying the target110
market’s needs, designing appropriate products and services, and using effective pricing, communication, and111
distribution to inform, motivate, and serve the market” ??Jestin & Parameswari, 2002, p. 2). Marketing is a112
comprehensive term and it is very important to clarify what marketing means in the library and information113
science/information studies fields, with the emergence of new technologies. The term is related to the marketing114
of information and the promotion of library services. ”Marketing is not so much about ’selling’ information115
products to researchers, as it is more about spreading the word about potentially useful new tools. It is also116
about keeping users informed about library activities and involving them in collection development” ??Noel &117
Waugh, 2002, p. 2). Gupta (2006) describes the term in relation to several points: establishing relationships118
with users, providing information services and competing with others, using the Internet to provide services and119
to reach their users. Marketing also helps to contribute to building a relationship with the users that begins and120
ends with awareness (Kaur, 2009).121

This study defines the term ”library marketing” as the distribution and provision of awareness of the existence122
of the library, and its resources and services, using different tools and technologies in order to get users to use123
those resources and services. It is about reaching the users and informing them of library services and activities124
by using existing technologies that fit in with users’ needs in this new era. Effective marketing can be done by125
looking at digital world requirements, understanding users’ needs and behaviour, and their expectations when126
dealing with these technologies. Web 2.0 brought many advantages that can be used for innovative marketing127
techniques. So, library and information marketing within Web 2.0 can be defined as follows: It is a term that128
has developed within Library 2.0 applications with an emphasis on communication and collaboration and user-129
generated content, together with the use of different social media software and applications, intended to raise130
users’ awareness of the library services and resources and to enhance the effective use of these services and131
resources in order to improve their learning.132

6 c) The Importance of SNSs in Library Marketing133

Marketing through SNSs might be a good strategy for delivering and promoting library services.134
”Marketing using SNSs can be a time and budget saving way to reach out to library users” (Landis, 2007).135

Research shows that libraries seek to take advantage of the most superficial aspects of these applications.136
Libraries’ major goal is to attract more users to utilize their materials and services. Academic libraries have137
recognized the important of using SNSs in enhancing library services. Therefore, some of the libraries have138
responded to the rapid development of the Internet in order to fulfil users’ needs in the new era. SNSs are one of139
the high Web 2.0 technologies that have been integrated into library marketing efforts. Many LIPs have started to140
contact users and students by using SNSs ??Steiner, 2008;Graham, Faix, & Hartman, 2009). For example, ”Brian141
S. Mathews, a librarian at the Georgia Institute of Technology, sent out more than 1,500 Facebook messages142
to undergraduate and graduate mechanical engineering students in his liaison area” ??Connell, 2009, p. 27).143
Matthews (2006) posed an important question when he wrote:144

Could Facebook be used to promote resources and services? With the undergraduate enrolment for mechanical145
engineering around 1,700 students, I was surprised to discover that more than 1,300 of them were on Facebook.146
This is presented an intriguing opportunity to directly market the library to more than 75 precent of my target147
audience. (p. 306). Deyrup (2010) shows in his study that Web 2.0 applications can be used for marketing148
purposes. He concludes that librarians are using SNSs like Myspace and Facebook ”to promote library affiliation149
and community building; the virtual environment; Second Life, to create alternative library spaces; and RSS150
feeds, wikis, and blogs to post announcements and post other information” (p. 149). In addition, Facebook151
groups can be used as a platform for communication and marketing of library services (Xia, 2009).152

Chan (2010), in his study of the use of online advertising to increase the impact of a library Facebook page,153
concludes that Facebook allows the performance of an advertisement to be tracked in great detail. The library is154
using Facebook pages for advertising purposes and to reach many students. A similar study by Jacobson (2011)155
concludes that Facebook appears to be a useful tool for announcements and library marketing. As such, Twitter156
can be used for information exchanging and librarians can be encouraged to use it for conversation (Milstein,157
2009). Through this conversation, LIPs can market their libraries by showing new books, new events, systems,158
electronic services and so on. Horn (2011), in his article ”Online Marketing Strategies for Reaching Today’s159
Teens”, states that Web 2.0 applications like SNSs are the best tools for marketing library collections, marketing160
the library itself - Volume XIII Issue II Version I Social Networking Sites as Marketing and Outreach Tools of161
Library and Information Services by posting different photos inside the library of computers, books, rooms and162
so on, and marketing library programmes. Another study, by Kroski (2007), finds that ”Libraries are utilizing163
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8 D) LIBRARY MARKETING ACTIVITIES ON SNSS

social networking communities as marketing platforms, tools for outreach, and networking venues” (p. 15). In164
his view, with respect to marketing, libraries use SNS features to provide ”descriptive information along with165
photos, videos, and audio files within their profiles, making them customizable marketing vehicles” (p. 15).166

7 Global167

8 d) Library Marketing Activities on SNSs168

A number of studies describe many activities of libraries on SNSs that lead to improvement of the library’s169
reputation and services. Boss (2009) argues that ”Many of the libraries that have a presence on social networking170
sites focus on one-way communication” (p. 6). He adds that there are a few libraries that add links to authors on171
SNSs, and some create music videos to be shown on YouTube. He suggests that libraries can add new features172
such as library calendars and ”asks a librarian” links. Suraweera et al (2010) find that the use of SNSs by173
libraries is increasingly prevalent for providing services to users. SNSs can be used as a place to provide news,174
general information, links to recommended Internet resources, entertainment or amusement, research tips, book175
discussions and communication among librarians. Another study by ??arsky and Purdon (2008) suggests that176
libraries can use SNSs to create Internet subject guides by using social bookmarking. LIPs can participate on177
SNSs by adding new features to their library and information resource centres, such as advertising new books178
and journals.179

Many studies describe the use of SNSs for enhancing library services. Roncaglia (2009) identifies three main180
activities: information literacy; the active promotion of reading, writing and researching; and support for learning181
and educational activities. SNSs can help LIPs in doing these activities effectively. Libraries can use SNSs as182
a platform for these activities. He also mentions that SNSs can be used as book recommendation sites such as183
Facebook’s Visual Bookshelf and Goodreads. SNSs are powerful tools for the active promotion of reading, and184
for marketing library services. ??teiner (2008) states that academic libraries use SNSs, particularly Facebook, to185
announce updates promoting library services, events and resources, and to send librarians’ messages to users. A186
recent study by Riza Ayu and Abrizah (2011) that explores the usage of Facebook applications among academic187
libraries in Malaysia shows that most Malaysian academic libraries use Facebook pages as a marketing tool.188
The activities include informing users of library services, communicating with their users anytime and anywhere.189
The study recommends that libraries consistently update their Facebook pages to attract users’ involvement and190
participation. Another study, by Sachs, Eckel, and Langan (2011), explores the effective use of Facebook in191
an academic library. Users reported that they like libraries to post information about events, library services,192
research tips and information about specific resources on Facebook. The libraries should consider users’ needs193
when they plan to market on SNSs in order to attract more users.194

A study by Secker (2008) provides a list of some library applications on Facebook, including: ? LibGuides195
Librarian, which allows librarians to display their guides in their Facebook profiles and also provides a search of196
their library’s catalogue.197

? Librarian, which provides links to books and other resources.198
? Books iRead, which lets users and librarians share a virtual bookshelf of titles they are currently reading or199

not reading. They can also rate titles and list books they own, and highlight their favourite books and so on.200
? COPAC Search, which gives librarians the ability to search the COPAC’s union catalogue from within201

Facebook.202
All of these services can be used to market library services and materials to users. The libraries can benefit203

from these tools by raising their profiles or promoting specific services (Riza Ayu & Abrizah, 2011). Facebook204
provides LIPs with the opportunity to use these features in marketing, promoting their services and enhancing205
the role of the library in the digital world. Through these applications, LIPs can produce marketing plans.206
Landis (2010) suggests some sort of services that can be provided by librarians on SNSs, including subject207
guides, instructions, acquisition suggestions, marketing, catalogue/database searches, chat services, references208
discussion, online book clubs, outreach and reader advisory. All of these activities can be used to market library209
services to users and, at the same time, they can be used to enhance the library’s reputation. It can be clearly210
seen that most libraries should start to invest in SNSs and to develop marketing plans for SNSs. This will211
support information institutions in promoting their services and facilities. Linh (2008) conducted a study of212
the application of Web 2.0 in Australasian university libraries. The study provide a list of different activities213
academic libraries are using through Web 2.0 applications: RSS, blogs, podcast, wikis and instant messaging for214
general news, university news, library news and events, announcements about new books, databases and journals,215
research tools, suggestions and so on. Public libraries might use SNSs for the same activities and to market their216
collections, for example, events, a list of e-journals and e-resource databases, announcements about workshops217
and exhibitions, help for catalogue searching, research tips, book reviews/ discussions and reference services.218

Burkhardt (2010) suggests a few ideas for activities that libraries can post in their Facebook pages, such as219
library news and events, new additions to their collections, links to articles, videos, community information, the220
soliciting of feedback and responses to people. He also suggests several strategies for marketing the library’s social221
media presence, such as linking the library to social media, talking with people, mentioning the social media to222
students in class, print advertising in the library about social media and advertising through Facebook.223

In this way, libraries can exploit the features of SNSs to market their services. They can produce marketing224
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plans based on user needs and features provided by SNSs. The adoption and use of SNSs as an online information225
marketing strategy is a new way to enhance library services and to increase the library’s reputation on the Internet226
where the people meet and discuss different issues and/or social issues. Libraries can use SNSs as promotional227
tools to inform users of new library services.228

With respect to these uses of SNSs, it is unclear how effectiveness they are and whether they have a potential229
to shift the popularity of library services (Dickson and Holley, 2010). Additionally, the role of SNSs in marketing230
library services and the activities on SNSs as a type of marketing tool needs to be discussed further. Therefore,231
this research will attempt to address these points.232

V.233

9 Methodology a) Objectives234

The main purpose of this research is to explore the main activities of public libraries on SNSs with respect to235
the marketing of library and information services. The study also intends to explore information services that236
can be developed by using these applications. It attempts to explore the new roles of LIPs within marketing of237
the library on SNSs, and the role of users in the marketing process238

10 b) Methods239

A qualitative method is used to address the main question and to achieve the research objectives. Web content240
analysis was used in gathering information from libraries’ Facebook pages. A total of 20 public libraries’ pages241
were selected at random, through searching on Facebook, using ”public library” as a keyword in searching. Then,242
the study browsed the content of every library’s profile page, which is called a ”wall” on Facebook. The analysis243
took around eight weeks to complete. The researcher browsed the content posted by library Facebook page244
administrators-not by users to explore the various types of library activities and how they use this space for245
marketing the library and information. From these activities, the study identified the roles of LIPs as well as the246
users in library marketing. Table 1 shows the number of public libraries included in this study.247

It should be noted that this research did not take into consideration branches of these libraries. Moreover, this248
study analyses only the first five pages for each library wall on Facebook. Additionally, the study ruled out all249
the libraries that had an inactive page on Facebook, where only a link to the library home page was provided. In250
other words, these libraries had no activities of any kind on their Facebook pages. After browsing and analysing251
the sampled public libraries’ Facebook pages (walls), the study created a list of library activities (Table 2). These252
activities were reformulated in clear points to reflect the specific activities relating to library and information253
marketing. The researcher also analysed the content with respect to the way in which LIPs, as well as library254
users, post content and reply to each other, in order to explore their roles in the marketing process.255

11 c) Findings256

There were 11 main activities of public libraries found on their Facebook walls. The descriptions of these activities257
were adapted from and based on the analysis of the libraries’ Facebook pages. Most of the public libraries used258
Facebook walls for library news and events or for general news. These included book awards, festivals, new259
visitors, library events, opening hours and so on. Figures 1 to 6 show several examples of this type of activity as260
they appeared on the libraries’ Facebook pages. In addition to these activities, all the libraries provided a link261
to their homepage on their Facebook walls. Librarians also used their Facebook walls to introduce new services262
at the library. An example is provided in the Figure 26. A noticeable point is that most of the libraries were263
creating an account on Twitter as an additional communication channel. The libraries used Twitter to follow264
other libraries and to enable followers on Twitter. In addition, each of these activities was followed by a link to265
the library’s home page.266

12 VI.267

13 Discussion268

14 a) The Main Activities of Libraries on SNSs269

According to Table 2, most public libraries use their Facebook walls to post their news and to inform users270
about coming events in the library or in the community. The news includes library news, news about people,271
festivals and exhibitions, and events at the library or in the community (Figures 1 to 5). Announcements about272
library news and events are an essential way to increase the library’s reputation in the community and among273
other libraries, while showing the library’s activities. Facebook is making it easy for LIPs to reach their users274
and deliver library events and news. The users are passing this news to other users via SNSs, so librarians are275
guaranteeing that the news and events will reach the majority of users as well as nonusers. It should be noted276
that Facebook walls can support and enhance ”custom news alerts”. These support users in keeping up with the277
day-to-day operations of the library. By using them, LIPs are marketing the library itself in the community and278
updating community members with new information.279

There are several types of activities that concern information sources (books, CDs, DVDs, etc.), for example:280
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16 C) THE NEW ROLES OF LIPS WITHIN SNSS

? New books: According to Table 2, most libraries are using Facebook walls to inform their users about new281
books. They are announcing new books by listing them on the walls and linking this to the library website, which282
gives more details about the books. In libraries, this type of information service is called ”current awareness283
services”, and is intended to alert users to recently published literature such as books and articles in their field284
of specialization. It can therefore be concluded that SNSs are valuable sources of current awareness service and285
this service can be developed by SNSs. This result is similar to the findings of Cook and Wiebrands (2010), who286
concluded that the ”current awareness tool should be able to deliver current, relevant information without a huge287
burden in time and effort for the client or adding to their information overload.288

Online social networks do seem to meet these criteria.” (p. 22). Another noticeable point is that full descriptions289
with pictures of the books are provided for these materials.290

? Book recommendations and/or suggestions: One of libraries’ objectives is to make users aware of their291
services. This can be achieved by marketing the services; otherwise, users will not be informed about them. It292
is very important to use the available applications to support marketing information services. However, there293
are some libraries using Facebook to inform users about the new services provided and how they can use them.294
By doing so, they are able to achieve one of the goals of library marketing. Facebook can facilitate this kind of295
service.According to296

It is necessary to understand online users’ behaviour in order to market and promote library services effectively.297
For this purpose, some libraries create an online questionnaire via Facebook to gain users’ feedback and then to298
promote their services (see Figures 27 and 28). LIPs should understand users’ requirements and their activities,299
and this can be achieved by using SNS applications. Additionally, Facebook can support the understanding300
of users’ needs by providing LIPs with applications for designing online surveys for gaining user feedback. By301
doing that, libraries can market their services effectively based on their users’ needs. Some of the public libraries302
tended to use Facebook as a place for marketing their employees’ experience and knowledge. It can be noted303
that libraries are using a new strategy to attract their users by showing that their staff is qualified and has varied304
experience. This helps LIPs to improve their reputation within their community.305

From the above discussion, it can be concluded that there are four main marketing activities that public306
libraries practise on Facebook pages and/or on Facebook walls: ? Basic information about library news and307
events (marketing the library itself or self-promotion).308

? Basic information about the library collection (marketing information sources and resources). ? Basic309
information about library services (marketing information services). ? Basic information about community310
services and people (marketing people knowledge).311

The first and second categories of marketing are used widely by LIPs, whereas the third and fourth are used312
less often.313

SNSs such as Facebook are taking information services beyond the traditional information services. This can314
be concluded from the number of services which can be facilitated by using these sites, for example, book talk315
services (by creating a video to introduce a new book), current awareness services and custom news alerts. It316
can be noted that LIPs are not creating new library services but rather are using these applications to enhance317
existing services.318

15 b) Library Users and the Marketing Process319

In the case of books, CDs, journals, newspapers, music suggestions and/or recommendations, it has been shown320
that these recommendations and/or suggestions can be displayed by staff as well as library users via messages321
and content creation, which can be sent directly between members as well as nonmembers. This means that322
the users play an important role in marketing library collections with these applications. This is illustrated as323
framework below.324

One of the big ideas behind Web 2.0 as identified by Anderson ( ??007) is ”user-generated content”. By325
allowing users to create, produce and manipulate information and/or content, they can share this content with326
others. Each user can participate by posting such contents. SNSs allow users to do this and librarians and327
information professionals can benefit from these activities by posting content that recommends or suggests an328
item. Their intention is to market and promote their library collection. The users can play a role in passing the329
information and/or messages to others, which facilitates the marketing process.330

Another idea related to the Web 2.0 concept is collaboration and communication. When user posts content,331
other users-either library members or nonmembers who can also access and participate in the site-will be informed332
about the library’s collections (books, CDs, etc.) They can search for this item from their own library branches333
or through the library interloan system. This facilitates communication and collaboration between the library334
branches or with other libraries. The collaborative effort leads to better marketing, thanks to SNSs. Another335
important point, LIPs could involve in above diagram in ”member/nonmembers’, they may participate and follow336
what other libraries do.337

16 c) The New Roles of LIPs within SNSs338

Through the analysis of the libraries’ Facebook pages, it has been shown that LIPs are involved in:339
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? Creating new content, and contributing and revising, including updating content for users, and posting new340
content and information.341

? Coordination of SNSs (e.g. Facebook, Twitter), including controlling the library profile, updating342
information, controlling the use of applications (e.g. Lib Guides Librarian), etc.343

? Site management, including managing library home pages within SNSs, transferring information, controlling344
all links and hyperlinks, hypertext, etc.345

? Promoting social events including all activities related to the community.346
? Controlling online discussions and cooperation, including managing discussions and making sure all content347

is relevant to the topic under discussion, etc.348
? Creating reports (e.g. statistical about page usability and accessibility)349
All these new roles can be observed in the analysis of the sites; however, they require several important skills,350

such as marketing experience, ICT skills, social networking literacy (e.g. diverse methods of communicating,351
searching and navigating, applications for the library, etc.) and languages. The library can do marketing by352
using several types of applications provided by SNSs, such as Facebook applications. These applications can be353
used to improve library services in order to attract users and provide them with the best services possible. These354
applications can support the best use of library collections by users and at the same time enhance some services355
to facilitate the use of information resources. The roles of LIPs as indicated above involve many tasks. They356
need to have professional skills in order to market the library and information services effectively on SNSs.357

17 e) Issues Raised in this Study358

The first issue raised in this study is that all of the libraries’ advertising efforts were under a single slogan or359
icon, which is called a ”brand”. This makes them different and valuable; however, there are many issues that360
arise with the use of a brand and their use by libraries for effective marketing. This needs to be fully discussed.361

The second issue raised is the measurement of effectiveness of marketing communications in the marketing362
of information on SNSs. According to the experiences and studies cited above, the number of libraries with a363
presence on SNSs is rapidly increasing. Most of the libraries looked into marketing their services and found SNSs364
to be a good tool to reach the majority of users. However, LIPs need to have marketing skills as well as be365
familiar with SNSs applications. Very little research has discussed this issue and this need to be addressed.366

18 VII. Conclusion and Recommendations367

It has been shown that most public libraries are using Facebook as a place for marketing themselves and their368
services and to promote their collections. However, there are many applications offered by Facebook that could369
support libraries further in marketing their services and resources that were not found in some libraries’ Facebook370
pages. In addition, several points can be observed from this study: users can play an important role in marketing371
library collections, the concept of information marketing within Web 2.0 has been changed and SNSs can be used372
as an effective strategy for marketing the library.373

This study drew a framework of using SNSs in library marketing that indicated the main activities of libraries.374
This framework can provide descriptions of marketing library’s’ services by adoption SNS applications. For375
example, Facebook applications can be used to promote library services and support library marketing.376

The study recommends the following points:377
? The exploration and use of SNS applications to enhance library services and support library marketing (e.g.378

LibGuides Librarian, Facebook Librarian, Books iRead, COPAC Search and JSTOR Search). These applications379
can be found at: http://onlinesocialnetworks.blogspot.com/2007/08/t op-ten-facebook-apps-for-librarians.html.380

? The teaching of marketing in LIS. There are different types of marketing and it should be noted that library381
marketing differs from business marketing. A better understanding of marketing will support LIPs in enhancing382
library services (Kavulya, 2004).383

? The teaching of social media literacy. This will support LIPs by giving them knowledge about these384
applications and how they can use them in library and information services.385

? Providing LIPs and LIS students who will work in libraries with ICT skills. These skills should include386
computer programming, which will help them to enhance and promote their services (Noel & Waugh, 2002).387

? A combination of marketing methods (traditional and new technology) to promote library services and388
resources.389
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2

LIPs can reach a majority of their members and
non-members at the same time, whereas this is
limited with traditional marketing methods.
? Announcements about workshops, programmes,
lectures and sessions: According to Table 2, around
95% of the libraries are using Facebook as a place
to announce workshops, programmes, lectures and
sessions (see Figures 20 to 24). Facebook supports
libraries by reducing advertising time and effort, and
helping to reach people quickly and easily.
Facebook is being used as a platform for updating
community members about such activities and this
can promote society’s knowledge by enabling
people’s involvement and participation in these
activities.

Figure 31: Table 2 ,
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