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INTRODUCTION
1.1      Background of the study 
Marketing has various definitions. Kotler (2014), described marketing as a social and managerial process by which individual groups obtain what they need and want through creating, offering and exacting products and services. It is a total system of interacting, business activities to plan, promote and distribute want satisfying products and services to the present and potential customers. 
Marketing in library setting has been viewed from different perspectives, Nwegbe (2015), defines marketing in library as designing and presenting the library resources and services in term of the needs and desire of the users of the library and using effective techniques to motivate, inform and service the library patrons both present and potentials, a process of exchange and a way to foster the partnership between the library and the community.  Ravichandra and Batu (2012), views marketing of library and information services or library services as the process of planning , pricing, promoting and distribution library products to create exchanges that satisfy the library and the patrons. A library without users is useless. To success the standard, there is need to let the users be aware of the benefits of the library to provision of information resources and services, where as marketing is about keeping that clients in touch and informed about resources and services that match their interests. Libraries of academic institution need to market their services and resources for students and potential users to create awareness of the academic library’s value major sections of the potential market for the libraries services are probably not aware of all the services available or have no understanding at all of what is offered. That is why marketing is vital to the success and existence of the academic library. The main focus of every library should be a good customer service.Libraries are the knowledge and information of any nation. A library collects, organizes and makes information accessible to all kinds of users regardless of their ages, background and interest. Diso (2016), defined library as a place in which literary, musical, artistic or reference materials (such as books, manuscripts, recordings, or films) are kept for use or different needs. There are different types of information and each performs different kinds of functions to meet the need determined purpose and needs of the people they serve. These libraries includes; school libraries, public libraries, special libraries and academic libraries that are own concern on this write up. 
Uwaifo (2010), stated that, academic libraries are the ones that are established and maintained by higher institutions of learning such as Universities, Polytechnics, colleges of education and the likes. He also noted that the essence of establishing academic libraries is to enable it support the curriculum of the institution which established it. Some of the major services provided by most academic libraries are; circulation of material, user education programmes, provision of information services shelf management operation of online Public Access Catalogue (OPAC) readers enquiry services, selective dissemination of information (SDI), internet services, indexing services, abstracting services, bibliographic services, among others.
However, academic libraries are faced with the need to market their services to users. Libraries are no longer the only information providers. They now have to compete for customer with the internet, bookshops, online books dealers and demand for more efficient services and needs of users. Academic libraries must understand user’s needs, plan services and deliver them effectively. To achieve all these, marketing is the essential tool. 
The emerging technological challenges and societal changes pose a threat to libraries as worthy information providers. As a result of these challenges, it is now time for the academic and other librarians to prove that they are invaluable to the continued survival and sustenance of their organizations. To succeed doing the marketing of library and information services, the marketing mix must be applied, which is the combination of elements that are used to market a product of services. They includes; product, price, place and promotion. 
In line with these, academic libraries need to apply some techniques in marketing library services. Which may includes; creating a library web page, sending e-mails to users, exhibitions and display of new arrivals, organizing user education, provision of electronic access to information and organizing library week. Also funds should be allocated for marketing of library services. 

 1.2     Statement of the Problems 
Marketing library and information service in academic libraries services is very important to the extent that can’t be overemphasized. However, the existence of libraries is being challenged. This is because access to information is now very fast and relies on technology, as users prefer the use of internet to access information than to come to libraries. Libraries must redesign their services to cope with this era of information technology. Libraries must change from the traditional to digital method of providing information to users. 
The current states, condition and or challenges resulted to low quality of teaching learning and research activities in these higher institutions and in most of institutions as well, and unable to meet up with development of global society. Mailese (2010), supported this statement and quoted Amaral by stating that, many librarians lacks professional understanding of marketing concept and its applicability to their field. This could be as a result of lack of adequate training and education on marketing to librarians in library schools. Currently, it seem no study has been carried out to determine the efficient and effective way to market library services in academic libraries in metropolitan Katsina. Marketing is not in most schools curriculums therefore, librarians may have problems in marketing their services. 
It therefore, becomes necessary to examine the effective and efficient ways to market library services in academic libraries. 
1.3   Purpose of the Study 
The general purpose of this study is to investigate the issue and challenges in marketing of library and information services in some academic libraries in metropolitan Katsina. 
The specific purposes of this study are: 
I. To determine the types of information services for marketing in academic libraries 
II. To determine the marketing strategies adopted by the libraries 
III. To determine the issues involves in marketing of library services 
IV. To identify the challenges militating against the marketing of academic library services
V. To provide ways of addressing the notable challenges 
1.4     Research Questions 
The study is going to be guided and emanated through the application of the following questions;- 
I. What are types of information services, needs to be marketed in umaru musa yar’adua university katsina?
II. What are the types of marketing strategies are adopted in umaru musa yar’adua university?
III. What are the challenges militating against marketing of information services in umaru musa yar’adua university? 
 1.5  Significance of the Study 
The findings of the study will be significance to the following: 
a) All academic institutions 
b) Library Committees 
c) Librarians
d) Users and researchers 
In specific terms the finding of this study 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 it will create awareness to the library committee as regard to strategies to enhance effective marketing of library services to users. 
This work will also educate librarians on how to effectively markets library product and services effectively and also assist them in identifying their lapses and hence improve on their services by attracting satisfying and retaining users on the library. The findings will provides background information for other researchers researching on various marketing techniques in Nigeria academic libraries. 
  1.6    Scope of the Study 
In terms of geographical scope, this study will restricted to some selected three (3) academic libraries in metropolitan Katsina (Katsina State). In terms of content, it will investigate marketing library and information services in academic libraries (issues and challenges) in the only three (3) selected higher institutions in metropolitan Katsina. 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 librarian in marketing of library services, problems encountered in marketing of library services and strategies for enhancement of marketing library services. 
1.7 operational definition of terms.















CHAPTER TWO
LITERATURE REVIEW
2.1   Introduction
In today’s complex information environment, we have a responsibility to communicate the resources and expertise our libraries, and librarians provide, both on our campus and in society. University libraries are referred to as the heart or nerve centres of its parent body, the library is central to the academic activities of universities. Libraries are no longer the only choice for students, faculty staff and other users to source for information; this can be attributed to emerging information technology. With the impact of technologies and other environmental changes, the role and concept of library services is changing very fast. The range of services that take place outside the physical library is expanding due to the new technology. For libraries and information services to stay viable in the current climate, it is important that they adopt marketing strategies to help meet organizational mission, goals and objectives. Without a marketing orientation, a high-tech library or information service would not necessarily be successful. With increased competition in the world of information, marketing is a factor for survival. Survival of a library depends among other things on its image in the minds of the users and its parent institutions.  
Conventionally, Libraries have been the main avenue of information provision; this is why they are regarded as the life wire and intellectual heart of the communities where they are situated. Libraries are considered as treasure store houses of knowledge because of its resources and services. Library resources are the raw materials that provide vital services in the teaching and learning process. In view of this, Islam, (2004), pointed out that libraries are considered as learned institutions, equipped with treasures of knowledge which are maintained, organized, and managed by trained personnel to educate children, men and women  continuously and to assist in their self-improvement through an effective and prompt dissemination of the information embodied in the resources. Similarly, the librarian is a link between the library resources and library user, bringing both together and ensuring that library resources meet the information needs of patrons in the most effective and efficient way. It creates a long-term framework for a consistent and continuous dialogue between the library and users. 
Librarianship is experiencing rapid change. Various internal as well as external factors are reshaping the role of libraries. Librarians and information specialists have debated the idea of marketing for the information sector. Several things have compelled us to learn about marketing and using it. Following factors are responsible for encouraging the library profession to develop a marketing approach in its operations and services. :
The information explosion (rapid growth of reading material). 
The technology revolution;
Escalating library costs/ budget cuts
Increase of user based services
Networking demands complexity in information requirements Competition by database vendors Reading habits among people declining due to reasons such as onslaught of television and Internet.
Information products/services, like any other commodity, demanded in the market and the demands is affected by factors like price, reference, income, expectations, populations, seasons, technology, and price other goods. Marketing intended for not-for-profit organizations such as libraries is referred to as “the societal marketing” (Adeloye, 2003). 
2.2 The Concept and Figure of Academic library services
 Conceptually, Academic libraries all over the world are seen as those libraries established in institutions of higher learning be it universities, polytechnics, colleges of education, or other similar related institutions(Edom, 2013). These libraries are established primarily to support and enhance the full realization of the educational goals of parent institutions as well as the educational objectives of the students. A service is the provision of work, accommodations or ministrations desired by a customer. In the context of this study, a library is a place entrusted with such services as the acquisition, organization, preservation storage, retrieval and dissemination of information.
  According to Aina (2012), The Main Purpose of Academic library is to support the objectives of an academic environment in the areas of learning, teaching and research services. To Jub and Green (2010), academic libraries have for centuries played critically important roles in supporting research in all subjects and disciplines within their host universities and colleges. The effectiveness and efficiency of services provided by an academic library are mainly determined by library users. 
Edoka (2010), Stated that, The Mission statement of any academic library should be the provision of excellent service to its users. Academic libraries must determine a focus for collection development since comprehensive collections are not feasible. Librarians do this by identifying the needs of the faculty and student body, as well as the mission and academic programs of the college or university. When there are particular areas of specialization in academic libraries, these are often referred to as niche collections. These collections are often the basis of a special collections department and may include original papers, artwork, and artifacts written or created by a single author or about a specific subject.  Academic libraries have transformed in the 21st century to focus less on physical collection development and more on information access and digital resources. Today's academic libraries typically provide access to subscription-based online resources, including research databases and ebook collections, in addition to physical books and journals. Academic libraries also offer space for students to work and study, in groups or individually on "silent floors," and reference and research help services, sometimes including virtual reference services. Some academic libraries lend out technology such as video cameras, iPads, and calculators. To reflect this changing focus, many academic libraries have remodeled as learning commons. Academic libraries and learning commons often house tutoring and writing centers and other academic services. Because larger institutions may have several libraries on their campuses dedicated to serving particular schools such as law and science libraries, academic librarianship offers a great opportunity to utilize subject expertise.  Professional status varies by institution, but many academic librarians have faculty status including tenure.
Today’s academic librarians are involved in a variety of challenging activities.   They may:
consult with individuals in analyzing, identifying, and fulfilling their information needs
create campus-wide information literacy programs and deliver classroom instruction to strengthen information literacy skills
select, organize, and facilitate access to information in a variety of formats
keep abreast of technological advancements and develop strategies to take advantage of them
plan, implement, and administer computer-based systems, electronic databases design and manage Web sites
collaborate with classroom faculty, computer specialists, and instructional developers
contribute to effective teamwork among colleagues
Participate in and lead public relations efforts to promote and raise funds for academic libraries.
Academic libraries have historically been a cornerstone of post-secondary educational institution worldwide, supporting research, learning, and scholarship. Libraries on university on campuses serve a wide range of purposes including; providing faculty and students with information sources for research, serving as repository for research for advanced academic research, providing resources and information to aid in the teaching and services mission of universities and colleges, encouraging intellectual inquiry and discovery, providing areas of research and study, and serving broad educational needs of various users community.
Alemma (2011), Stated that academic libraries are essential contributors to knowledge generation and serve a wide spectrum of knowledge seekers. They are in fact libraries been described as “heart/life wire” of the university, because they provide a place for students and faculty to do their research and advance their knowledge. The fundamental role of any academic library is to collect, process, store and utilize information to provide services to the academic research community. In addition they provide expensive standard works, especially in the professional disciplines, and materials for personal development (Ifiodon, 2010). He further ascertained that, the following are the services provided by an academic libraries; circulation of materials, shelf management, user education programs, provision of information services, and operation of the Online Public Access Catalogue(OPAC) exhibitions, displays, reference enquiry services, The SDI, internet services, Indexing and abstracting services, Bibliographic services, The CAS among others. The libraries connect students and scholars to the world of information and ideas. As an active participant in the worldwide community of scholars, the libraries foster the teaching, research, services and outreach goals of their community. They organize and facilitate access to resources that are relevant to the university’s program and pursuit. 
 The academic library in an educational institution also plays a part in supporting the research efforts and this role is more stronger in academic libraries than in public libraries, The library helps to conserve the research potential of the university or college . Aguolu (2002), noted that the university library is the heart of the university. This is because, the academic health, intellectual vitality and effectiveness of any university depends largely upon the state of health and excellence of its library which is its lifeblood.
 Budd, J. (2013), Highlights the Philosophy of an academic libraries as;  Philosophy of an academic library focuses on providing an active learning space and diverse services to meet the various needs of students, faculty, staff, parents, and alumni of The Wellington School community. Services such as 24/7 access to print and online resources, individual and group instruction and literature promotion offer students the opportunity to    become lifelong readers, learners and leaders. The Library supports the school curriculum and the lifelong learning of students, faculty, staff and parents by fostering positive attitudes toward reading. The Library provides more than 35,000 print volumes and seven subscription databases suitable for the community. The Library is open nearly 50 hours a week. With the online catalog and subscription databases, the community has access to many library materials and services 24/7. By providing students and faculty with new or unfamiliar resources and services, the librarians are able to enrich and expand or reshape learning and teaching. By actively reaching out beyond requests for materials and assistance, by anticipating needs and by maintaining a high profile in the life of the school, the librarians are active participants in the educational process.
However, According to Lynch, C. A. (2011), The Services of Academic libraries are summarizes thus; the academic library performs myriad services among which are;
The use of RSS service to inform their users of library news and developments in a way that resembles the “news device” that many libraries still have, often in collaboration with the RSS service: changes to the library schedule, new acquisitions, library renovations, exhibitions. Etc.
Assisting staffs and students of the institution in acquisition of general information materials relevant to the curriculum and search interest of the users.
Provision of online information database   for their users so that they can access information on various information platforms. The use of databases is very relevant. AGORA, TEEAL, HINARI, etc.
 Education of library users on the importance of the library and benefits that can be derived from using the library is another service rendered by academic libraries.
The academic library is very essential to the existence of the academic institution. Academic libraries must decide what focus they take in collecting materials since no single library can supply everything. When there are particular areas of specialization in academic libraries these are often referred to as niche collections. These collections are often the basis of a special collections department and may include original papers, artwork, and artifacts written or created by a single author or about a specific subject. They do provides education and this means that it should be used as a dynamic instrument for explaining and expanding the horizons of knowledge. Khanna (2014), noted that it exists to feed and nourish the intellect of students and staff and also invite all those who enter its portals to fully participate its intellectual and cultural life. He also issued that the role of modern academic libraries range from conserving knowledge, teaching, research and development, publication to promote academic visibility, extension services and interpretation.
2.3     Types of Library Services Marketed by the Academic Libraries
Services in library are defined as set of activities that a library performs in order to satisfy users information needs. In order to market library services, the library must provide library and information services that will enable libraries to satisfy the information needs of users. 
Aina (2012), and Popoola (2014), identified the following services that are peculiar and suitable for marketing in most academic libraries;
Lending:- which is a very essential services by academic libraries, which a user has the privilege to borrow library materials for a short time such materials could be books, journals, CD-ROM, slides, Audio-visual materials etc. 
Inter-library loan and document delivery services:- a services where a library on behalf of its client borrows a particular materials which is not available in its library from another library. 
Reservation service: - which reserve some materials few and rune. 
Reference services:- users have various information needs that they want a librarian to help them solve. The reference service provides opportunity for users to request for reference queries. 
Library publications;- issuance of publications that should be used to guide users in the use of library’s products. Services and faculties. 
Selective dissemination of information:- a customized service that provide users with information that will promote users research, teaching and learning activities of users. 
User education:- to enable users with enough knowledge on the use of library. 
Translation services:- translates some publications that are in foreign languages for the benefit of the users. 
Referral Services:- where a reader might directed to another library or alternative sources of information. 
 Abstractive and indexing:- a print or electronic publication containing a whole range of collection in a professional way. 
 Consultancy service:- to consult and advise users on various issues relating to information needs. 
 Current awareness services:- a method by which academic libraries furnish their users with relevant information on newly published materials that can be made available. 
Adeogun (2014), noted that libraries have to rethink its services and they should provide more flexible and user centered services. Academic libraries should provide hybrid services provides the following; e-library service; Online/offline access to digital information resources, data base searching, electronic reference, public relations services, library promotion and marketing e-library, e-publishing, online circulation activities OPAC, databases and internet. 
In order to effectively market academic library services, the libraries must provide services that are convenient, accessible and meet the information needs of users efficiently. This could be achieved through the provision of traditional and hybrid services. 
Among the services to be marketed also, K, S. K. P. (2011), Library and information products and services are now being recognized as commodities that can be sold, exchanged, lent, and transmitted. University libraries rely on their host organizations for operational costs. To gain some self sufficiency, university libraries think seriously about not only recovering the costs incurred but also making a profit through their services. Information marketing by most of the university libraries is essential in order to:
Promote the use of information resources;
Create perception of need and there by create demand;
Ensure the optimum use of information;
Improve the image and status of the libraries and library professionals;
Tackle the problems of rising costs of reading materials, journals, and databases;
Cope with the information explosion;
Introduce cutting-edge information technology system in library services;
Balance shrinking funds;
Save libraries from declining reader-support; and
Uphold the dictum that information is power.
The market of the university library consists of various segments;
Academic staff members, who engage in teaching of various subject disciplines, conduct research, and maintain scholarly projects to develop their respective profession. Non-academic staff and other people such as researchers, professionals and general public outside the university;
Needs, wants and demand of the library are centered on academic and educational requirements such as bibliographic information, textbooks, full text in digital formats, reference and reading space, information consultancy, and facilities for learning environment;
Tools and facilities for entertainment, leisure and social activities;
Information required for day to day life, know-how technology, and community information;
Strengths and opportunities of university libraries;
Availability of resources collections covering various disciplines practiced in the university;
Availability of professional staff with expertise in different subject areas and the paraprofessional staff to help with the dissemination of desired information;
Possibility of obtaining funds under comprehensive project proposals;
Infrastructure facilities and links with expertise; and
Information skills of the staff.
With the impact of technologies and other environmental changes, the role and concept of library services is changing very fast. The range of services that take place outside the physical library is expanding due to the new technology, and it is likely to expand further. Additionally, the scope of some services has become nearly unlimited. Some forms of service can be offered almost as easily around the globe as around the town. Libraries serve and will serve far beyond their walls. All business activities may be seen through marketing lenses. The concept of library services and values can be defined as value for users in the level of support and services provided; value for the parent institution in contribution to institutional missions and goals; or economic value for return on investment. To remain relevant to the communities they serve, it is very important for academic libraries to consider their users‟ views (Rocio, Lotero & Rua, 1987 in Namugera 2014). According to Oni in Oguntuase (2015), identified the following services that are peculiar to most libraries;
Reading and lending services: Registered member of a library have privilege to read and borrow books from the library. Circulation unit is the section where users can enjoy the benefit of borrowing library materials, register as a user and where enquiries about the library are made.
Reservation services: Books that are in high demand are reserved for use in the library and could be borrowed on a two-hour basis by patrons in a day. Users may have to sign for these materials to make use of them in the library.
Reference services: Reference section provides reference services to the library users in the reader’s services division of the library. The provision of reference service is an important function of a library. Reference librarian interviews the reader in order to solve the problem of the user.
User education: This is a special service rendered by the library to enable users exploit all the available resources of the library. Users are introduced to the various sources of information available within and outside the institution.
Exhibition and displays: This service is to advertise the services and resources of library. Newly acquired books and other library materials are displayed before they are shelved.
Provision of seating and study facilities: Academic library provides reading furniture for the convenience of library users.
Provision of library publications: It involves issuing of publications to guide users in the use of library materials and other resources to a satisfying level. e.g. “Guide to the Library”.
Audio-visual facilities: Academic library has a collection of a variety of audio-visual materials available in the educational technology centre for use and consultation by the readers. The objective of establishing audio-visual unit is to assist academic programmes through the use of educational and instructional materials.
ICT services: Academic libraries have ICT unit that provides library users with the opportunity to access electronic information either in the library’s database or on the internet.
Photocopying services: Photocopying of materials is done to assist users to make photocopies of relevant materials for home use.
Bindery services: This unit of the library is responsible for the repair of   damaged books. It also binds complete volumes of journals in order to increase their life span. Students are allowed to bind their projects, dissertations, theses and term papers at a lower price. Marketable information-based products and services in the library include reference, referral, circulation, interlibrary loan, Selective Dissemination of Information (SDI), bibliographic information, abstract and indexing, customized research and development, current awareness, readers’ advisory, and information literacy services.
2.4   Marketing Strategies of Academic Library Services
A marketing strategy is a well structured plan that highlights an organization goal and quests, and a specific process of achieving those set of goals. Jestin (2010), marketing strategies means selecting proper techniques in the proportion and balance of the business activities of an organization. 
In case of academic libraries the focus of marketing strategies includes; focusing on the customer, improving the image of the world, and cost recovery. This means therefore that effective marketing strategies takes information services to the customers and it comprises (i) Market segmentations (ii) market research, and (iii) Marketing mix (Ziaci, 2011) 
Market segmentation consists of identification of one’s market its size, competitors and what attribute of one’s products/services that satisfy the customers. In defining market segmentation one has to defining market segmentation to provide answer to the following questions; who are the target customers? Who uses what services? What are the subject areas? Who are your competitors? In case of libraries, for example, every library needs to be package or organize its customer. In essence, market segmentation in academic libraries context focused on grouping users according to their characteristics, class, information needs, and or discipline in order to personalized services rather than generalized services. Segmentation is done through market research. 
Market research (MR) js primarily planned to understand the market and demand for services. It could be an annual user survey or weekly customer care meetings. According to mission (2012) there are two type of MR primary and secondary market researches. 
However, to meet the changing information needs of the library users, academic libraries needs to keep in touch with users, lecturers, researcher and members of the community to identify their needs and wants. Libraries need as a matter of policy to conduct annual survey of the actual market size, potential market size, to identify user’s needs to evaluate the existing services and develop appropriate new services. 
Marketing mix is the third component of marketing strategies Kotler (2011), defines it as the set of controllable variable and their levels that a firm uses to influences the target market. The process of offering information services academic library personnel are expected to follow the procedures, mechanism and work flow activities to see that library philosophy is achieved. The Ranganathan theory of librarianship which is main user focused aim at ensuring that the right information services are rendered to the right user at the right time and not to render any information services unless, thus due process should be maintained. One of the ways of consolidating such a firm placement of a library’s information services in the perception of the academic communities in which a library is located is book deserves to be explored by academic libraries. 
The four Ps of customer-centered marketing are product, price, place and promotion (Wood, 2011). This is also called the marketing mix. The library's products include not only the books and materials that circulate but also information services, friendly professionals, comfort, and life-enhancing programs. The library offers access to information and also includes services such as children's programming, book clubs, reader's advisory, and reference services (Lang, 2012).
The price is what it actually costs to bring the product or service to the customer. "There is simply no profit-oriented business that does not know exactly what costs are involved in producing a product; such information is critical in order to establish a price tag for each item”. Pricing takes on a slightly different dynamic in a nonprofit organization such as a library because that information is rarely considered and money allocations are generally fixed. In the library marketing mix, price is what the community must pay to keep the library functioning at a particular level (Wood, 2011).
Place concerns where the product is offered. For libraries, place is obviously a building, but it also includes other points of access to library services including a bookmobile, the library's website, and accessibility for handicap patrons. "Placement can refer to internal organization and display of collections as well as the safety and comfort of users" (Dimick, 2013).
Promotion is the aspect of marketing which is most familiar to librarians. Promoting refers to getting the target audience to notice what the library has to offer them. Newspaper advertisements, flyers, mail-outs, and radio and TV commercials are part of promotion. "The image that we project is also an issue to be considered" (Lang, 2012) in our promotion efforts. Library staff should be friendly and sociable. "We need to be identifiable. We know that in a small and rural library there is not much chance of people not being able to identify us, but we can still use those things like name tags and logo clothing to designate us as the person to look to for assistance" (Lang, 2012).
All marketing programs have the 4Ps in mind even if they are not explicitly stated. "At its core marketing is about getting the right product or service to the right customers at the right place and the right price, rather than avoid marketing, librarians should embrace it as a means of better identifying and fulfilling patrons' needs" (Stover, 2014). 
Gupta (2012), argued that marketing library services is not just a question of money but if attitudes of the staff and the entire organizations goods are used, but services is experienced. An officer or team of officer should be given a specific responsibility of marketing library services.
Sharma (2012), suggested some way or a strategy of marketing library services which includes;- 
The Creation of a web page:- 
Libraries should create web page for users. It is a very effective way of promoting library information services especially academic library information services people with academic pursuits and also memorize name of patrons. 
Inazu (2013), suggested that libraries should produce and circulate newsletters, which should contain information on new services and list of titles, and also regarded radio, television and campaign as very effective strategies in marketing academic library services. Some academic institutions now have radio stations. Libraries can embrace fair opportunity to inform and educate users about their various products and services. Apart from this, orientation library course in the curriculum, user education can also be done by organizing workshop and seminars). He also advocated that electronic access to information must be provided by academic libraries. Information professionals must shift from the information providers to the information consumer. Users need 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 (2011), summarized the strategies that should be employed in marketing of academic 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. 
Das and Karn (2013), noted that Academic libraries must always remember the following points when applying any of the strategies 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 need effectively and efficiently. 
2.5   Issues Involve In Marketing of Library 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. Madhusudhan (2008) listed the benefits of marketing information by university libraries to include:
Promotion of the use of information resources.
Create perception of need and thereby create demand.
Ensure the optimum use of information.
Improve the image and status of the libraries and library profession.
Tackle the problems of rising costs of reading materials, journals and databases.
Cope with the information explosion.
Introduce cutting edge information technology systems in library services.
Balance shrinking funds.
Save libraries from devaluation.
Save libraries from declining reader support.
Uphold the dictum that information is power.
Madhusudhan (2011) listed the benefits of marketing information by university
libraries to include: 
Promotion of the use of information resources. 
Create perception of need and thereby create demand. 
Ensure the optimum use of information. •Improve the image and status of the libraries and library profession. 
Tackle the problems of rising costs of reading materials, journals and databases. •Cope with the information explosion. •Introduce cutting edge information technology systems in library services. 
Balance shrinking funds. 
Save libraries from devaluation. 
Save libraries from declining reader support. 
Uphold the dictum that information is power.
Gupta (2012), issued that marketing of library services is the effective execution of all the activities involved in increasing satisfaction of users by providing maximum value to them. He categorized the different views of the concept of marketing of library services into four:
Marketing a set of practical techniques and proven processes which can be applied to all aspects of the service planning, delivery and evaluation.
Marketing as a philosophy: this is premised on the user as being the beginning and end of every marketing activity. The satisfaction of the user is the primary concern of marketing and everyone in the library has a role to play in rendering maximum satisfaction to the customer.
Marketing as an approach: marketing in libraries is everyone’s concern. It is a total organizational effort and not a separate creation or the appointment of a marketing officer.
Customer driven marketing: it is user satisfaction driven. It requires an in-depth understanding, greater intimacy and mutual trust among libraries and its users.
2.6    The Challenges in Marketing of Academic Library Services
So many challenges or problems are being encountered by Academic libraries in marketing their services. These problems have affected in so many ways effective marketing of library services. 
Ajleye (2012), noted that other biggest challenge faced by the libraries is how to create a positive image to users. Most users hold negative attitudes towards librarians. Users sees libraries as trained or skilled people but not necessary as professionals. Users also have no idea about the qualifications or training requirements of librarians. Some librarian still holds the view that no room to practice a marketing activity in non-profit profession likes the librarianship. 
However, Academic libraries as our concern, the librarians are simply seen as information retrieval officials or people who have low social status. Some users even consider that they are more competent and more knowledgeable than library staff and regard  it necessary to approach a librarian for help they are therefore in need to demonstrate that they have got both qualification and a variety of skills to perform their duties and information providers, this turns to be a challenge. 
Communication is also another problem that affects marketing of these academic libraries services. In most times there is lack of communication between librarians and users. This hinders users from seeking assistance offered by the library. Some users have to rely on friends rather than librarians for information or instructions. Donald (2010) argued that the library has a somewhat low quality image for many adults. Not enough people see the library as the place to find the latest information. 
However, no adequate active attempt is made to disseminate the acquired information to those who need it. The development infrastructure is accorded low priority by the management of academic libraries. In most institutions, library development is not always the priority of the managements. They prepare to place their priority in other areas then libraries. However, when libraries are developed it makes people to become good information user and in return it will improve the quality of teaching and research activities of the institutions. 
Another major problem that hinders an effective marketing of academic libraries services is funding. Abid (2014), stated that libraries in developing countries lack sufficient funds to subscribe to information resources. In line with this, there has been always a shrinking budget for these academic libraries. Therefore, library management has to struggle to maintain a minimum standard of services leaving no room for now ventures and development 
Lack of professional confidence is yet another problem militating against marketing of academic library services. According to M2 weekly.com (2013) lack of professional confidence is another problems markets face in marketing of services marketing people still lack of the conviction to practice marketing with confidence. They do not see the relationship between theory and practice. 
There also exist a problems of poor access to information technology. Akintunde (2015), observed that many libraries in Nigerian of whatever type still operate in the traditional services pattern where librarians are in charge of main services points of circulation, reference, serial, acquisition and cataloguing etc. without emphasis on information technology. The is a sad affirmation of a similar complaint  by Afullo (2014), that Nigerian was rated among the lowest in Africa in telecommunication infrastructures and so not much is expected of academic libraries in Nigeria. 
Marketing is not a new concept in librarianship. However, several librarians lack proper understanding of the marketing concept and it applicability to their filed. Borgman, C. L.(2015), Opined That, Among the Challenges of Marketing academic library services are; 
Funding;  which is a very great problem for the various libraries. The academic institutions that host the libraries do not most times allocate adequate funds for the growth of the library. In Nigeria, corruption had enveloped the life of our leaders. The little fund allocated for the library are not well spent 

Invisible Infrastructure
Another component is the invisible content and costs of libraries. Many users are simply unaware of the expense of acquiring and managing information resources or the amount of value added by libraries and librarians. Considerable professional time and vast amounts of paraprofessional and clerical time are devoted to the processes of selecting, collecting, organizing, preserving, and conserving materials so that they are available for access. Despite the expanding scope of library services, more people seem to claim that they never go to the library anymore because everything they need is online. 
The invisibility is partly due to the successes of the institution. Good library design means that people can find what they need, when they need it, in a form they want it. Good design is less obvious than bad design, and thus libraries risk being victims of their own success. The selection process requires a continuing dialog with the user community to determine current needs, continuous scanning of available resources, and judicious application of financial resources. Once selected, the items are collected, whether in physical form or by acquiring access rights. This process, which requires negotiation with publishers and others who hold the rights to desired items, sometimes takes months or years, depending on the materials and the rights. As new items are acquired, metadata are created to describe their form, content, and relationship to other items in the collection. Once in the collection, resources must be preserved and conserved to ensure continuous availability over time. The invisibility of information work was identified long ago (Paisley, 1980), but the implications of this invisibility are only, now becoming widely apparent.
Content and Collections
Until very recently, libraries were judged by their collections rather than by their services. Scholars sought out, and traveled to, the great collections of the world. The collections of major libraries are much more than the sum of their parts; disparate items are brought together and relationships between items are identified. But what does it mean “to collect” in today’s environment, when libraries provide access to content for which no physical artifact is acquired? The question is further complicated by the fact that access may be temporary for the term of a contract, rather than (relatively) permanent, as for purchased material.
Preservation and Access
While little agreement may exist on the definition of a library “collection,” most librarians would agree that the collections must be preserved so that they remain accessible. Portions of physical collections are crumbling, and libraries are undertaking cooperative efforts to preserve the content, physical artifacts, or both. Preservation of digital collections is yet more complex and potentially even more expensive than preserving printed resources. Most printed volumes will survive “benign neglect,” provided they are shelved under adequate climate controls. Digital resources must be continually migrated to new software and new technologies; active management is required for preservation (Smith, 2010). When a library owns the rights to the digital content, the library presumably is responsible for maintaining continual access, absent other cooperative agreements. 
Libraries face a broad range of challenges in preserving digital resources, including continual migration to new formats and new media as they become available. Some of the preservation issues are within libraries’ sphere of influence, but many are outside their immediate control. 
The major challenges include digitization of collections, electronic access and the subsequent privacy and intellectual property issues, competition from online search engines, information literacy, value added services for the “new” student and faculty including distance education students, and the education and skills needed by today’s librarian to address these issues.
2.7    Possible Measures against the Challenges
According to Macmillan English Dictionary; solution means an acts, plans, or other means, used or proposed to solve a problems or an answer to a problem. 
However, the solution to the existing problems in marketing of academic library services should be discussed as follows;- 
Norman (2011) noted that, the availability of the internet makes it possible to offer information services in the world to any user on the internet. As such, libraries should always focus on providing the best services possible and be willing to change to serve its patrons. The application notable marketing mix in academic libraries enable should engage in marketing their services in solving that problem of availability of the internet. As marketing will enable library gain competitive edge over their more aggressive and wealthy competitors. This will be achieved by lifting users and potential users know the advantages of using the libraries. 
Another solution is concretely building up a relationship between libraries and users. Igbeka (2014), stated that  when library services are marketed it create a relationship between the customer and the library. 
Among the problems, there mentioned that the government funding of libraries and information centres has been decline. 
Nwosu (2010), suggested that the solution to that therefore, libraries and information managers must be forced to generate revenues not only for acquiring state of the art facilities. 
Gupta and Ashok (2013) summarized the solution to some of the problems that exist in marketing the services of academic library, thus; 
To focus on providing an environment in which users can study and work. 
To focus on belief that each user has unique needs, requirement and expectations when he or she visit the library. 
Commitments to helping the user develop skills in order to acquire information from various services. 
Ike (2013) was of the view that two solutions for effective book exhibition in academic libraries are that; 
Academic libraries should be made aware of their competitors, and 
Library personnel should be exposed to the principles of modern book exhibition.
 The last of these two solutions requires a regular organization of workshops, seminar and other related programmes on book exhibition. He added that, to change the trend or problems of poor promotional activities of university libraries. The traditional approach of shelving library books and waiting for readers to come if they choose, must give way to compelling and persuasive approach which was abdicated to the business world. Consequently, librarians must design and implement an aggressive strategy of marketing to sell their services. It is high time librarians tell the world who they are and what they can offer, and stop accepting definitions and rating of others who know less about them.
Shamel (2008), believes that library users expect recognition, attention and appreciation for their individual information needs. As customers always have ever changing needs and wants, there is need for librarian to market as dynamic as retail market and thus create an environment in academic libraries that faster customer consciousness and satisfaction among employees. He further suggested that, library personnel require the following professional knowledge and skills in order to attract users to the library. 
Perception of user needs and ability to obtain feedback from users. 
Technical knowledge, such as ability to use the internet and other electronic resources and databases, and 
Knowledge of various marketing strategies for promoting information skills. 
Brophy (2011), suggested a user education as one among the solutions to him, it helps publicize library. It is a welcoming activity and usually forms part of the university orientation programme for first year students. Academic libraries therefore, ought to recognize that students need to able to obtain, use and apply information to be successful. In the view of Antwi (2010), user educations is necessary and a solution to the problems of today’s academic libraries, since studies have shown that many students from developing countries have little or no experience in the use of libraries because of the limited role libraries have played in their education. 
Joseph and Paramouswani (2012), opined that, academic libraries should market heir resources through such activities as Current Awareness Services (CAS), Selective Dissemination of Information (SDI) displaying book jackets of newly acquired books, flyers, library week celebration and newsletters. Academic libraries have to adapt to and cope with the changes taking place in the environment in which they operate. They must strive not only to remain competence navigation of each medium in order to assist library users, but equip them with skills necessary o seek and find information themselves. User of academic libraries should be exposed to the resources of their respective libraries through the publication of library guides and bulletins, information literacy and marketing. Information can now be accessed from any remote location and academic libraries should put in place facilitate that will promote access by users. 

Smith (2015), offered that, academic libraries can wash away these problems by: 
Provide a suggestion boxes for their users to solicit their reactions. 
Academic libraries should have collection development policies to guides in systematic development of collection. Adequate funds should be provided by university authorities to support the development of well-surrounded libraries to suggest teaching and research. 
Libraries should be trained so that they may be equipped with a wide range of personal and transferable skills in order to manage the changing environment they work. And that they should give priority to using ICT to access and enhance information delivery to clients. 
2.8    Summary of Literature Review 
Review of related literature was based on documentary sources. They include reference materials, books, journals, conference proceedings, seminar / workshop papers, the sources were prints and non-print electronics based materials. 
The related literature reviewed the concept of marketing and related terms such as public relations and advertising. Theoretical framework was reviewed which include marketing mix theory among others. 
It is patient from the review that considerable literature exists on marketing of library services and studies were carried out in Nigerian. Also, most of the literature was on university libraries. There was few literature on other institutions of higher learning e.g College of Education, polytechnic etc. the review on marketing of library services also revealed a number of issues such as :- 
An introduction of the concept of marketing and marketing library and information services. 
Library services  which needs markets in academic libraries 
Issues/strategies for enhancing marketing of academic library services 
Major techniques employed by academic libraries in marketing of their services 
Problems/challenges militating against marketing of academic library services 
Summary of literature review 
Consequently, there has not been any current study or research carried out in marketing of academic library services in Katsina metropolis. Therefore, this study will be relevant to academic libraries and their management in marketing of library services especially in Katsina state. The study will help them to identify their lapses, provide strategies in marketing library services, and also improve their competencies in marketing of library services. Hence, this is the gap this study set out to fill. 




















CHAPTER THREE
METHODOLOGY OF THE RESEARCH
3.1      Introduction  
In this chapter, the researcher presents the procedure used in carrying out the study under the following sub-headings; research design, areas of the study, population of the study, sample and sampling techniques, instruments for data collection, method of data collection and method of data analysis. 
3.2      Method and Design 
The study is to be carrying out by using descriptive survey. According to Ifidon (2007), descriptive survey describes a current situation with a subject. It involve collecting data in order to answer questions concerning conditions or relationship that exists, practices that prevail, beliefs, points of viewed, or attitudes that are held, processes that are going on, effect that are being felt or treats that are developing reports the way things are. The choice of descriptive survey is because the study is going to investigate issues and challenges in marketing library and information service in some selected academic institutions in metropolitan Katsina. It involves collecting data and answering questions on the views and opinion of academic libraries on marketing library service and reports the way things are. 
3.3     Population of the study  
The study is going to be carryout within some selected academic libraries in the higher institutions of learning within the metropolitan Katsina. 
The population of the study will comprise only the academic libraries of these three (3) institutions libraries. 
	S/No.
	Name of Institutions 
	Response 

	1.
	Federal College of Education library, Katsina 
	25

	2. 
	Musa Abdullah Central Library of Hassan Usman Katsina Polytechnic
	22

	3.
	The Al qalam University, Katsina
	24

	
	Total 
	71



3.4     Sample and Sampling Techniques 
A systematic random sampling is used because the population is large system. Sample size depends on the nature of the study and ability of the research to collect the data with a given frame. Using Krejcie and Morgan (1970) table of sampling techniques, the population of the study is 71. Therefore, the sampling size is 61. 
3.5    Instrument for Data Collection 
The instrument to be used in collecting data or gathering information in this study is questionnaire which will be administered to the selected respondents. Two different questionnaires were used one for the staff of academic Libraries and another for the Librarian from various Academic Library in Katsina metropolis, the instruments consist of two section A and B, Section ‘A’ consist of personal information of the respondents while section ‘B’ consist of questionnaire items which contain series of questions that respondent are required to kindly respond by ticking one of the option provided.
3.6    Method of Data Collection 
In this study, the researcher use face-to-face method to put across his questionnaire to the respondents of the students only. He also visited three academic institution’s library within Katsina metropolis and distributed the questionnaire after seeking permission of the head of the academic library to allow him conveniently use the staff as subject to this research or serve as a stepping stone to the gathering of his data study. 
3.7     Method of Data Analysis 
The data collected will be analyze and presented using frequency table distribution and percentages. 
However, the item on the questionnaire consist of the five options i.e. “SA, A, SD, D, U”. In which the respondents may tick appropriate. This helps researcher to gather responses on the topics in questions. Thus, the questionnaire is proved valid and reliable as tested by one (1) specialist in the department of Library and information science, Umaru Musa Yar’adua University, Katsina. 




CHAPTER FOUR
PRESENTATION OF DATA
4.1      Introduction 
In this chapter results of the study are presented. This is done with reference to the research questions that guided the study. The data is presented and analyzed using frequency tables, percentages and mean. It is presented in a tabular form. The major findings are also summarized at the end of the chapter.
A total of 71 copies of the questionnaire were distributed to the respondents. Only (61) copies were returned and correctly filled. This is because some of the respondents had tight schedules that could not allow them time to attend to the questionnaire. While, some were always unavoidably absent either for leave or official engagements outside their places of work. A percentage score of 50% and a mean score of 2.5 were used as bench mark.
Research Question 1
What are the needs for marketing academic library services in higher institutions in metropolitan Katsina? 
To answer this research question, questionnaire items 1 to 10 of the questionnaire was used and presented on table 1 below.




Table 1: Librarians’ Responses on the Need for Marketing Library Services
	
	Need for Marketing Library
Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Total
% 

	
	Need for Marketing Library
Services
	42
	16
	-
	-
	3
	61

	
	To enlighten the users on the relevance of library use.
	31
	25
	2
	-
	3
	61

	
	To help users develop skills in other to acquire information from various sources.
	28
	30
	-
	-
	3
	61

	
	To achieve high level of customer satisfaction
	27
	30
	4
	-
	-
	61

	
	To identify the information needs of users.
	30
	23
	4
	1
	3
	61

	
	To compete favorably with other information providers.
	27
	25
	6
	-
	3
	61

	
	To improve interpersonal
relationship between
librarians and users.
	21
	31
	6
	-
	3
	61

	
	To improve interpersonal
relationship between librarians and users.
	20
	32
	6
	-
	3
	61

	
	To attract donors and funding bodies to the library.
	18
	32
	8
	-
	3
	61

	
	To provide conducive
environment for users to study and work.
	30
	19
	12
	-
	-
	61


Key: A = Agree, D = Disagree
Table 1 above shows the responses of the respondents on the need for marketing library services in higher institutions in metropolitan Katsina. . They rated two of the items as the major reason to market library services. These are to achieve the objectives of the library and to enlighten the users on the relevance of library use (31) strongly agreed from the total respondent. Other items that were rated as the need for marketing library services includes: to achieve a high level of customer satisfaction, to identify the information needs of users, to help users develop skills in order to acquire information from various sources, to compete favorably with other information providers, to improve interpersonal relationship between librarians and users, to provide conducive environment for users to study and work and to attract donors and funding bodies to the library are the lowest total mean rating with 18% respondents.
Research Question 2
What library services are available for marketing in academic libraries in higher institutions in metropolitan Katsina?
Addressing this research question questionnaire items 1-14 was used and presented on table 2 below.






Table 2: Librarians’ Response on the Services Available for Marketing in their various Libraries
	
	Services Available for
Marketing
	Available
	Not Available
	Percentage
%

	
	Lending services.
	57
	4
	93.4%

	
	Provision of seating and
study facilities.
	56
	5
	91.8%

	
	Reference services.
	54
	7
	88.5%

	
	User education.
	54
	7
	88.5%

	
	Reservation services.
	49
	12
	80%

	
	Selective dissemination of information.
	42
	19
	68.8%

	
	Current awareness services.
	36
	25
	59%

	
	Online information services.
	35
	26
	57%

	
	Indexing and abstracting services.
	32
	29
	52%

	
	Document delivery services.
	25
	36
	40.9%

	
	Referral services.
	24
	37
	39%

	
	Library publication.	
	20
	41
	32%

	
	Interlibrary loan.
	17
	44
	27.8%

	
	Translation services.
	7
	54
	11%



To answer research question 2, which concerned the library services that were available for marketing, 14 library services were presented to the respondents and they were requested to indicate the library services that are available and those that were not available for marketing in their libraries. As shown on table 2 lending services (93.4%), reservation services (80%), provision of seating and study facilities (91%), reference services (88.5%), user education (88.5%), selective dissemination of information (68.8%), current awareness services (59%) and online information services (57%) were all available for marketing. However, the results show that interlibrary loan, document delivery services, translation services, referral services and indexing and abstracting services were not available for marketing.
Research Question 3
To what extent are library services marketed in academic libraries in Katsina metropolis?
This research question was answered using questionnaire items 1-14 as can be seen on table 3 below.
Table 3: Librarians’ Responses on the Extent of Marketing Academic Library Services
	
	Library Services
Marketed in Academic Libraries
	Great Extent
	Medium Extend
	Little Extent
	Not
Applicable
	Total % 

	
	Provision of seating and study facilities.
	28
	28
	2
	3
	61

	
	Lending services.
	27
	23
	6
	5
	61

	
	Reference services.
	11
	29
	15
	6
	61

	
	Reservation services.
	13
	23
	17
	8
	61

	
	User education.
	20
	7
	18
	16
	61

	
	Online information services.
	6
	20
	21
	14
	61

	
	Current awareness services.
	8
	16
	21
	16
	61

	
	Selective dissemination of information.
	6
	19
	13
	23
	61

	
	Indexing and abstracting services.
	-
	25
	12
	24
	61

	
	Library publication.
	4
	19
	10
	28
	61

	
	Interlibrary loan.
	5
	13
	18
	25
	61

	
	Document delivery services.
	3
	16
	15
	27
	61

	
	Referral services.
	5
	14
	15
	27
	61

	
	Translation services.
	-
	6
	13
	42
	61



The data on table 3 represents the librarian’s ratings on the extent of marketing various library services in academic libraries. The table shows that the services that were marketed to a medium extent includes: lending services (27%), provision of seating and study facilities (28%) and reference services (11%). However, other services that were marketed to a little extent are reservation services, user education and online information services. It was observed from the table that the following library services were not marketed: interlibrary loan, document delivery services, selective dissemination of information, current awareness services, referral services, and indexing and abstracting services.
Research Question 4
`What current techniques are employed in marketing of library services in academic libraries in higher institutions in metropolitan Katsina?
This research question was answered using questionnaire items 1-16 and presented below on table 4.
Table 4:  Librarians’ Responses on the current Techniques employed in Marketing of Library Services in Academic Libraries

	
	Techniques in
Marketing Library
Services
	Great Extent
	Medium Extend
	Little Extent
	Not
Applicable
	Total
% 

	
	Exhibitions and display of new arrivals.
	19
	28
	9
	5
	61

	
	Staff friendliness to users.
	13
	32
	13
	3
	61

	
	Increase interpersonal
Relationship between staff and users.
	13
	30
	14
	4
	61

	
	Librarians should be properly dressed.
	13
	30
	14
	4
	61

	
	Organizing user education.
	13
	32
	10
	6
	61

	
	Having representative
in institutional functions.
	12
	19
	20
	5
	61

	
	Requesting for contributions from users while making acquisitions.
	19
	10
	22
	10
	61

	
	Provision of electronic
access to information.
	7
	25
	22
	7
	61

	
	One on one discussion with users.
	5
	13
	17
	26
	61

	
	Provision of suggestions boxes.
	4
	14
	20
	23
	61

	
	Advertising in print and electronic media.
	4
	9
	20
	28
	61

	
	Organizing library week.
	5
	13
	17
	26
	61

	
	Creating a library web page.
	4
	9
	20
	28
	61

	
	Use of leaflets and posters.
	4
	9
	20
	28
	61

	
	Sending personal letters 
to users through e-mail and text messages.
	10
	15
	19
	17
	61

	
	Sending out brochure or flyers.
	2
	4
	22
	33
	61



For research question 4, 16 different techniques for marketing of library services were presented to the librarians. They were requested to indicate the procedures adopted in their libraries. Table 4 shows that exhibitions and display of new materials shows the medium extend from the table above (28) and staff friendliness to users shows from the total responses that they have medium extend of (32) were used in a medium extent as techniques in marketing of library services. Other techniques that are used in a little extent are organizing user education, provision of electronic access to information, requesting for contributions from users while making acquisitions, increase interpersonal relationship between staff and users and having representative in institutional functions. However, the following techniques were not employed in marketing of library services. They include: use of leaflets and posters, sending out brochures or flyers, creating a library web page, sending personal letters to users through e-mail and text messages, advertising in print and electronic media, provision of suggestion boxes and organizing library week.
Research Question 5
What competencies are required of librarians in marketing of library services?
Addressing this research question, questionnaire items 1-7 was used and presented on table 5 below:




Table 5: Librarians’ Responses on the Competencies that are required of Librarians in Marketing of Library Services

	
	Competencies Required of Librarians in Marketing Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Total 
%

	
	Ability to answer users
Query.
	36
	21
	1
	0
	3
	61

	
	Ability to question and
Evaluate library services.
	33
	24
	1
	-
	3
	61

	
	Ability to conduct research.
	29
	27
	2
	-
	3
	61

	
	Ability to sell idea/library services.
	30
	26
	2
	-
	3
	61

	
	Interpersonal skill.
	26
	31
	1
	-
	3
	61

	
	Information technology skills.
	27
	30
	1
	-
	3
	61

	
	Good communication skill.
	35
	12
	10
	1
	3
	61



The findings in table 5 revealed that the major competencies required of librarians as perceived by the respondents are ability to answer user’s query from the table above shows strongly agreed with (36). While, the ability to questions and evaluate library services has strongly agreed from the total respondents of (33). They also agreed by the respondents that other competencies are also required of librarians in marketing library services in academic libraries. These services includes: good communication skills, interpersonal skills, ability to conduct research, ability to sell idea/library services and information technology skills.

Research Question 6
What problems are militating against marketing library services in academic libraries in higher institutions in metropolitan Katsina?
To answer this research question, questionnaire items 1-8 was used and presented on table 6 below.
Table 6: Librarians Responses on the Problems Militating Against Marketing Library Services
	
	Problems Militating Against Marketing Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undeci-ded
	Total
% 

	
	Librarians do not know how to market library services.
	6
	22
	28
	3
	2
	61

	
	Management does not
understand the concept of
marketing.
	14
	28
	15
	1
	3
	61

	
	Lack of media access to
Marketing of academic library services.
	15
	31
	12
	-
	3
	61

	
	Poor access to information
Technology.
	15
	35
	7
	4
	-
	61

	
	Management does not have marketing policy.
	15
	34
	8
	1
	3
	61

	
	Lack of training in marketing.
	19
	27
	12
	-
	3
	61

	
	Lack of effective
communication between
Librarians and users.
	21
	32
	5
	-
	3
	61

	
	Lack of facilities to market library services.
	29
	24
	5
	-
	3
	61



From table 6, the respondents were asked to indicate from the pre-selected problems the ones that militate against marketing library services in their libraries. Many of the respondents indicated lack of facilities to market library services strongly agreed with (29) as the major problem militating against marketing library services. Lack of facilities to market library services as a problem, was closely followed by lack of effective communication between librarians and users (21). Also, from the results presented from the table the several respondents also indicated that management does not understand the concept of marketing, poor access to information technology, lack of training in marketing and management does not have marketing policy were also included among the problems and lack of media access to marketing were among the problems. The least item rated by the respondents as an impediment to marketing academic library services was that librarians do not know how to market library services (6).
Research Question 7
What are the strategies to be adopted for the enhancement of marketing academic library services in higher institutions in metropolitan Katsina?
This research question was answered using questionnaire items 1-7 as can be seen on table 7 below.




Table 7: Librarians’ Responses on the Strategies to be adopted for the Enhancement of Marketing Academic Library Services
	
	Strategies to be
adopted for the 
Enhancement of
Marketing Academic Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided
	Total 
%

	
	Organizing trainings,
seminars and workshop to educate librarians on marketing of library services.
	41
	18
	-
	-
	2
	61

	
	Librarians should be willing to marketing library services.
	30
	26
	3
	-
	2
	61

	
	Marketing should be
inculcated in library school curriculum.
	30
	27
	2
	-
	2
	61

	
	Provision of adequate
facilities for marketing library services.
	24
	33
	4
	-
	-
	61

	
	A unit should be established for marketing library services.
	21
	32
	6
	-
	2
	61

	
	Library management should have a marketing policy.
	19
	34
	8
	-
	-
	61

	
	Library management should have a separate budget for marketing.
	18
	33
	7
	-
	3
	61



From the results of this study in table 7 all of the strategies listed were accepted by respondents. The respondents identified the following as strategies in descending order of importance: organizing trainings, seminars and workshop to educate librarians on marketing library services (41), librarians should be willing to market library services (30), marketing should be inculcated in library school’s curriculum (30), provision of adequate facilities for marketing (24), a unit should be established in academic libraries for marketing activities (21), management should have a marketing policy (19) and library management should have a separate marketing budget for marketing (18).
4.2 Discussion of Findings
Need for Marketing Library Services
The need for marketing library services is viewed by librarians as an instrument to achieve the objectives of the library. This item has the highest mean rating. This finding is in tune with Dhiman and Sharma (2009) who observed that marketing is essential because it is an instrument through which library objectives can be fulfilled. The integration of marketing into library services is important because it reinforces and reiterates the basic values and beliefs of the profession in the changing environment. This point was also emphasized by Sommers and Barnes (2001) they stated that marketing is essential to achieving the performance objectives while at the same time meeting customers’ needs. 
The second highest rated item is that library services are marketed in order to enlighten the users on the relevance of library use. Several users no longer see the library as an avenue where current and relevant information can be sourced. In order to change this perception from the minds of the user’s, librarians need to educate the users on the benefits of library use which includes having access to good information sources to solve problems.
Several librarians agree with Ohio library’s council (2008) that 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. Olanlokun and Zaid (2006) cited Smyka and stated that it is very vital that library stakeholders understand that the absence of library services would be catastrophic to the community in a practical and symbolic way.
Library services Available for Marketing in Academic Libraries
With regard to research question two, which concerned the services that were? available for marketing, they include lending services, reservation services, provision of seating and study facilities, reference services, user education, selective dissemination of information, current awareness services and online information service. It should be clear that librarians cannot market services that they don’t have. Before any marketing strategies can ever be successfully carried out there should be excellent provision of library services. It is very important that librarians should realize that library services goes far beyond the information resources of a library. Services provided should include everything that helps a library patron to have an easy access to information resources. This was also supported by Popoola (2008) who quoted Drake and suggested that more personalized and specialized information services which will combine with analysis, synthesis, and delivery in usable form is a must for an information system like academic library.


Extent of Marketing Library Services
The results of research question three indicated that few library services were marketed in academic libraries in higher institutions in metropolitan Katsina. . However, three services were marketed to a medium extent. These services include: lending services, seating and study facilities and reference services. 
Lending services had the highest rating. This item agrees with Aina (2004) who argued that lending service is a very essential service that should be provided by academic libraries. This is because it promotes equal and fair access to information materials. In providing an excellent lending service information resources provided must be current, relevant in meeting the information needs of users. Furthermore, the information resources provided by academic libraries to their users should be in both print, non print and electronic format. Provision of seating and study facilities was the second item with the highest rating.
This finding supports Nwalo and Oyedum (2007) who stated that the reading environment of libraries should be improved. There should be adequate reading space, chairs and tables. It is very necessary that libraries customers should be comfortable as much as possible when accessing information materials of the library. Libraries environment should be very attractive. The reading and study areas should not be overcrowded. However, in some of the academic libraries the researcher visited she discovered that the environment was dirty and the library was overcrowded. Any library that is unattractive and does not have adequate seating and study facilities is sending a wrong message to her users about the library.
Reference services is another service that was identified that is marketed to a medium extent in academic libraries. This is in consonance with Ohio library council (2004) who reported that library’s reference and information services is especially valuable to the community because it is used to meet users information needs. It finds out what information customers needs and using library resources to provide that information. Libraries have many roles to play, but a library reference and information service is especially valuable to the community it serves. This is because libraries strive to provide equal and objective services for all users.
Techniques for Marketing Library Services
As indicated on the responses concerning techniques used by librarians in marketing library services exhibitions and display materials was rated high. This was also followed by staff friendliness to users. Exhibitions and display of new materials is a very efficient and cost effective technique in marketing library services. This is in agreement with Kotler (1997) who advised librarians to display new arrivals, book reviews, organizing exhibitions, bookfair, library visits in order to publicize library programs. Also, Olalokun and Zaid (2006) asserted that exhibitions of library materials to users are a powerful means of advertising the services and educational values of the institution in general and the library in particular. When information materials are displayed attention can be drawn to new arrivals, special collections, reserve materials and services that are offered within the library that often go unnoticed. Another technique that is used in a moderate extent is staff friendliness to patrons to market library services. This item agrees with Nicholas (1998) who 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 complains and welcome suggestions. They should endeavor to learn research interest of users and also memorize names of patrons. An unfriendly librarian will result to users being uncomfortable and unfamiliar with the library and its information materials.
Competencies Required of Librarians in Marketing Library Services
With regard to research question 5 all the items are considered to a moderate extent as competencies that are required of librarians in marketing library services. However, the two items that had the highest rating are ability to answer users query and ability to question and evaluate library services. With regards to ability to answer users query this statement is confirmed by Reference and user service association (2011) which asserted that librarians should have an understanding of users information needs and information behavior and developing skills to effectively meet those information needs. In answering users query it is important that user time and convenience is taken into consideration. It is also very important that request of library customers should be executed with promptness and correctness. Librarians most also realize that answering users query has gone beyond directing users where to get the information but getting the actual information.
In this study, ability to question and evaluate library services is another competence that was indicated by librarians for marketing of library services. This finding seems to be in compliance with Farkas (2006) who stated that there are so many little things librarians can do to improve services. He suggested that the first thing is rethinking everything about their policies and services. It is also very important for libraries to find out if their mission and objectives are been actualized. Rowley (1997) argued that libraries must begin with aligning the mission statement and the subsequent goals and objectives of their services towards a strong customer orientation. He stated that this can be achieved by developing strategies that will aid in accomplishing their mission.
Problems Militating against Marketing Library Services
Findings from research question 6 indicated that several factors were militating against marketing library services. However, the factors with highest mean ratings are inadequate fund, lack of effective communication between librarians and users and lack of facilities to market library services. Majority of the respondents indicated that inadequate fund is a serious factor affecting effective marketing of library services. The populations of students keep increasing, new courses are always introduced and curriculum keeps on changing. The fund given to academic libraries are not commensurate with rapid growth and new development in institutions. This finding agrees with that of Abid (1992) who said that libraries in developing countries lack sufficient funds to subscribe to information resources.
He opined that most libraries in developing nations remain libraries only in name and are unable to perform their vital role which is that of providing ready access to information and knowledge. Abubakar (2004) also supported this fact when he asserted that academic libraries in Nigeria are at a cross roads. This is because they are operating in an era of dwindling finances were resources (financial and materials) are not forthcoming. 
Lack of effective communication between librarians and users was also indicated by respondents as an impediment to effective marketing library services. This support Patton (2002) who remarked that communication was a major problem between librarians and users. The gap in communication between librarians and users hinder users from seeking assistance offered by the library. He observed that some users prefer to rely on friends for information or instruction than asking a librarian Lack of effective communication between librarians and users give room to inefficiency on the part of the library and lack of direction on the part of the clients. Another identified hindrance is lack of facilities to market library services. This is in consonance with Agha and Akhar (1992) who reported that development of infrastructure is accorded low priority by the management of libraries. This was also in line with Ekpenyong (2003) and Igbokwe (2009) findings that inadequate infrastructure such as electricity, computers, internet facilities and photocopying services e.t.c have all contributed to mar the spirit of marketing library services in academic libraries. 
Strategies for Enhancing Marketing Library Services
The results of research question seven indicate that all the items are rated as strategies for enhancing marketing library services. However, the item with the highest mean score is that training, seminars and workshop should be organized to educate librarians on marketing library services. This was closely followed by librarians should be willing to market academic library services and marketing should be inculcated in library school’s curriculum. The two items that training, seminar and workshop and that marketing should be inculcated in library school curriculum is consistent with Kumber (2004) He stated that some librarians were not competent in marketing library services because of lack of training and education in marketing. He went further to state that marketing is more widely discussed and accepted professionally than in the past, this acceptance has not necessarily resulted in more marketing classes in library school’s curriculum.
Furthermore, Savard (1998) also asserted that if marketing principles are to be embraced by librarians there is need to train information specialists who are already in the field. To achieve this, the current curricular of librarianship needs to be revised and the elements of marketing and management added to it. 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.
Librarians willing to market library services has been identified as a strategy in improving marketing library services. This item is in compliance with Gupta and Jambhekar (2002) who remarked that librarians should be very willing to market library services. This is because librarians are in an era where there are many information providers. So it is important for librarians to improve their services, be committed to service delivery and enlighten the users why the library is better than any other information provider. Ifidon and Nwalo (2003) also emphasized that the idea of marketing library services is still new to the Nigerian society.
However, it has become clear that librarians have no other choice than to market their products and services and compete in the information market.
4.3 Implication of the Study
The findings of this study have far-reaching implications for the library profession, the library and academic library management. The library profession must realize that change is inevitable. In order to compete favorably with various information providers the library profession should adapt and embrace change. Librarians and library management must realize that the main issue in librarianship is all about speedy accessibility and retrieval of information to users. Therefore, librarians should provide qualitative services, plan for new services and evaluate old services in order to improve the services provided to users.
Services provided to users should be responsive to users information needs. Librarians must realize that no man is an island and no library is able to satisfy all the needs of its clientele, therefore librarians must form consortium where knowledge and information resources should be shared among themselves. Also, the library professions need to re-design their curricular and introduce marketing in every library school curriculum. This is very necessary so that future librarians will be properly equipped on how to face the challenges of the new information age. The findings of this study have far reaching implication to the library administration. With the advent of information and communication technology the role and position of libraries have rapidly changed from custodian of information to provider of information. The library should shift from traditional way of serving users and emphasis should be placed on the provision of online access to information resources and services. Libraries should work towards improving their ICTs such as internet, software and hardware.
Finally, this study found out that several core library services were no longer provided. It is pertinent to note that no effective marketing strategy when put in place can ever succeed without an effective and efficient service delivery. Minimum standards should be set for library services.

4.4 Suggestions for the Research
Based on the findings of this study, the researcher suggests that further research be undertaken in the following areas.
1. A comparative study of the effects of marketing library services in the provision of qualitative services in academic libraries.
2. Marketing library and information products in academic libraries.
3. Marketing library and information services and products in public libraries.















CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS
AND RECOMMENDATIONS

5.1    Introduction 
This chapter presents the discussion of findings of this study, implications of the study, recommendations, limitations of the study, suggestions for further research and conclusions.
5.2   Summary of Findings
The following findings can be deduced from the study analyzed.
The major need for marketing library services according to academic librarians in higher institutions in metropolitan Katsina.  are: to achieve the objectives of the library and to enlighten the users on the relevance of library use.
Several services were available for marketing. However, three services were highly available for marketing. They include lending services, provision of seating and study facilities and reference services.
Library services that were marketed to a medium extent were lending services, provision of seating and study facilities and reference services. It was however, observed from the data analyzed that several core library services were not marketed. They include: interlibrary loan, document delivery services, translation services, library publication, referral services and indexing and abstracting services.
Several techniques are been employed in marketing library services. However, the most commonly used techniques are exhibition and display of new materials and staff friendliness to users.
Librarians highly consider ability to answer users` query and ability to question and evaluate library services as the competencies that are required of librarians in marketing library services.
It was also evidenced from the findings that the major problems militating against effective marketing of library services include: inadequate fund, lack of effective communication between librarians and users and lack of facilities to market library services.
The study equally revealed that several strategies abound in enhancing of marketing library services, but the most important strategies are that trainings, seminars and workshop should be organized to educate librarians on marketing library services. Other strategies include: librarians should be willing to market library services and marketing should be inculcated in library school’s curriculum.
5.3    Conclusion
Based on the findings of the study, the following conclusions are drawn. It was the opinion of librarians that marketing library services is necessary in order to achieve the objectives of the library and to enlighten the users on the relevance of library use. Several services were available for marketing. However, three library services were highly available. 
They include lending services, seating and study facilities and reference services. Based on the findings of the study it was discovered that several library services were not marketed.
The services that were marketed to a medium extent include: lending service, provision of seating and study facilities and reference services. The marketing techniques mostly used by librarians in marketing library services are exhibitions and display of new materials and staff friendliness to users. Librarians indicated that in order to market library services successfully they need to be competent in answering users query and have the ability to question and evaluate library services.
Furthermore, the three greatest problems militating against marketing library services are lack of fund, lack of facilities to market library services and lack of effective communication between librarians and users. Various strategies need to be undertaken by library administrators and librarians to improve marketing library and information services.
These strategies include the following: trainings, seminars and workshop should be organized for librarians on marketing library services, marketing should be inculcated in library school curriculum and librarians should be willing to market library services.

5.4    Recommendations
The following recommendations are made based on the findings, conclusions and implications of the study.
Publicity and public relation strategy, pasting of new information on the notice board, enhancing the image of libraries, using user’s orientation as a strategy, devising training programme, advertising in print media or directories, sending out newsletters, brochures and flyers, word of- mouth endorsement and also personal sales by the librarians.
Library management should expose librarians to marketing library services through trainings, conferences, seminars, workshop and symposiums. 
Library management should be provided with enough funds to procure current global information networks like the Internet.
The library should try to market itself by making use of other media like radio and television to bring to the notice of the general public the benefits that they derive from library services..
Efforts should be made by library management to improve the services offered by libraries.
Librarians should be more committed to their work and introduce new techniques to market their library services.
Library orientation and user education should be introduced for users in libraries
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APPENDIX I

QUESTIONNAIRE

Faculty of Education,
Department of Library and Information Science
Usmanu Danfodiyo university sokoto 

Dear Respondent, 
INTRODUCTION LETTER
    	I am an undergraduate student of the above mentioned institufromtion and department. I am currently conducting a research as part of the requirements for the award of degree in Library and Information Science, from department of Library and Information Science, usmanu Danfodiyo university, sokoto.
Please kindly fill in the questionnaire by ticking the appropriate answers to the questions. Note that your response will only be used for the purpose of this study.
	Thanks for your cooperation. 
						                  Yours faithfully,
      
                                                                                                       Ya'u abdulmajid Duwan 
                                                                                    2010421031


QUESTIONNAIRE
MARKETING LIBRARY AND INFORMATION SERVICES IN ACADEMIC
Below are two sets of information part I concerns information on your personal data, while part II demands your response on the extent of importance of the statements for marketing library services in academic libraries.
PART: Personal Data
(1) Name of academic institution………………………………………
(2) Working experience.
(a) 1-10 years 		(     ) 
(b) 11-15 years 		(     )     
 (c) 16 years and above    	(     )
(3) Highest level of educational attainment
(a) Degree in library science.		(     )
(b) Masters degree in library science	(     )
(c) Ph D					(     )
(4) In which section of the library do you work? Specify
……………………………………………………………………………..


Question 1: Librarians’ Responses on the Need for Marketing Library Services
	
	Need for Marketing Library
Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided

	
	Need for Marketing Library
Services
	
	
	
	
	

	
	To enlighten the users on the relevance of library use.
	
	
	
	
	

	
	To help users develop skills in other to acquire information from various sources.
	
	
	
	
	

	
	To achieve high level of customer satisfaction
	
	
	
	
	

	
	To identify the information needs of users.
	
	
	
	
	

	
	To compete favorably with other information providers.
	
	
	
	
	

	
	To improve interpersonal
relationship between
librarians and users.
	
	
	
	
	

	
	To improve interpersonal
relationship between librarians and users.
	
	
	
	
	

	
	To attract donors and funding bodies to the library.
	
	
	
	
	

	
	To provide conducive
environment for users to study and work.
	
	
	
	
	



Question 2: Librarians’ Response on the Services Available for Marketing in their various Libraries
	
	Services Available for
Marketing
	Available
	Not Available
	Percentage
%

	
	Lending services.
	
	
	

	
	Provision of seating and
study facilities.
	
	
	

	
	Reference services.
	
	
	

	
	User education.
	
	
	

	
	Reservation services.
	
	
	

	
	Selective dissemination of information.
	
	
	

	
	Current awareness services.
	
	
	

	
	Online information services.
	
	
	

	
	Indexing and abstracting services.
	
	
	

	
	Document delivery services.
	
	
	

	
	Referral services.
	
	
	

	
	Library publication.	
	
	
	

	
	Interlibrary loan.
	
	
	

	
	Translation services.
	
	
	



Question 3: Librarians’ Responses on the Extent of Marketing Academic Library Services
	
	Library Services
Marketed in Academic Libraries
	Great Extent
	Medium Extend
	Little Extent
	Not
Applicable

	
	Provision of seating and study facilities.
	
	
	
	

	
	Lending services.
	
	
	
	

	
	Reference services.
	
	
	
	

	
	Reservation services.
	
	
	
	

	
	User education.
	
	
	
	

	
	Online information services.
	
	
	
	

	
	Current awareness services.
	
	
	
	

	
	Selective dissemination of information.
	
	
	
	

	
	Indexing and abstracting services.
	
	
	
	

	
	Library publication.
	
	
	
	

	
	Interlibrary loan.
	
	
	
	

	
	Document delivery services.
	
	
	
	

	
	Referral services.
	
	
	
	

	
	Translation services.
	
	
	
	



Question 4:  Librarians’ Responses on the current Techniques employed in Marketing of Library Services in Academic Libraries

	
	Techniques in
Marketing Library
Services
	Great Extent
	Medium Extend
	Little Extent
	Not
Applicable

	
	Exhibitions and display of new arrivals.
	
	
	
	

	
	Staff friendliness to users.
	
	
	
	

	
	Increase interpersonal
Relationship between staff and users.
	
	
	
	

	
	Librarians should be properly dressed.
	
	
	
	

	
	Organizing user education.
	
	
	
	

	
	Having representative
in institutional functions.
	
	
	
	

	
	Requesting for contributions from users while making acquisitions.
	
	
	
	

	
	Provision of electronic
access to information.
	
	
	
	

	
	One on one discussion with users.
	
	
	
	

	
	Provision of suggestions boxes.
	
	
	
	

	
	Advertising in print and electronic media.
	
	
	
	

	
	Organizing library week.
	
	
	
	

	
	Creating a library web page.
	
	
	
	

	
	Use of leaflets and posters.
	
	
	
	

	
	Sending personal letters 
to users through e-mail and text messages.
	
	
	
	

	
	Sending out brochure or flyers.
	
	
	
	



Question 5: Librarians’ Responses on the Competencies that are required of Librarians in Marketing of Library Services

	
	Competencies Required of Librarians in Marketing Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided

	
	Ability to answer users
Query.
	
	
	
	
	

	
	Ability to question and
Evaluate library services.
	
	
	
	
	

	
	Ability to conduct research.
	
	
	
	
	

	
	Ability to sell idea/library services.
	
	
	
	
	

	
	Interpersonal skill.
	
	
	
	
	

	
	Information technology skills.
	
	
	
	
	

	
	Good communication skill.
	
	
	
	
	






Question 6: Librarians Responses on the Problems Militating Against Marketing Library Services
	
	Problems Militating Against Marketing Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided

	
	Librarians do not know how to market library services.
	
	
	
	
	

	
	Management does not
understand the concept of marketing.
	
	
	
	
	

	
	Lack of media access to
Marketing of academic library services.
	
	
	
	
	

	
	Poor access to information
Technology.
	
	
	
	
	

	
	Management does not have marketing policy.
	
	
	
	
	

	
	Lack of training in marketing.
	
	
	
	
	

	
	Lack of effective
communication between
Librarians and users.
	
	
	
	
	

	
	Lack of facilities to market library services.
	
	
	
	
	



Question 7: Librarians’ Responses on the Strategies to be adopted for the Enhancement of Marketing Academic Library Services
	
	Strategies to be adopted for the 
Enhancement of
Marketing Academic Library Services
	Strongly Agreed
	Agree
	Disagree
	Strongly Disagree
	Undecided

	
	Organizing trainings,
seminars and workshop to educate librarians on marketing of library services.
	
	
	
	
	

	
	Librarians should be willing to marketing library services.
	
	
	
	
	

	
	Marketing should be
inculcated in library school curriculum.
	
	
	
	
	

	
	Provision of adequate
facilities for marketing library services.
	
	
	
	
	

	
	A unit should be established for marketing library services.
	
	
	
	
	

	
	Library management should have a marketing policy.
	
	
	
	
	

	
	Library management should have a separate budget for marketing.
	
	
	
	
	



