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Abstract

Library patronage by undergraduates is an important aspect of academic libraries, as it
reflects the level of satisfaction and engagement of the students with the library resources
and services. However, effective patronage by students may not be possible without the
availability of digital reference services that meet users expectations and the marketing of

library services for users’ awareness. This study, therefore, investigated the in ce of
digital reference service and library marketing on library patronage among ' cQ; uate
students in private universities in Oyo State. The study adopted a surve i design

with a population of 12,169 undergraduates from six private universities yo State. A
multistage sampling technique was used to select 360 undergrad é\for the study. A
structured questionnaire was used for data collection, while d tive and inferential
statistics were used for data analysis. The findings reveale%lgh level of library
patronage among undergraduate students in private unive ith different strategies
to market their services to the user community. Result e hypotheses showed that
digital reference service (3=0.231, t=4.274, p<0.05) ahd’ library marketing (3=0.187,

t=3.422, p<0.05) respectively influence library Eat? among undergraduate students.

It was also found that both digital reference servi 0.318, t=5.315, p<0.05) and library
marketing (8=0.191, t=3.197, p<0.05) had a j nfluence on library patronage among
undergraduates in private universities in tate. The study concluded that the level of
students’ patronage was attributed to their expectations of the library services to meet their
changing needs, the as well as the h%ctlon experienced from using the library. The
study, therefore, recommended \’brary management should adopt marketing more
vigorously to promote the serv i nd activities of the library to the user community from
time to time, and also 1ntr more innovative services that can attract the users to the
library in this digital

Keywords: UlllV idbrarles, Library Marketing, Digital Reference Service,
Library Patrc/ dergraduate students
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Chapter One
Introduction

1.1 Background to the Study

Libraries are custodians of knowledge whose responsibilities are not Llifnited to
information acquisition and preservation, but also access and disseminati spective
users in order to promote library patronage. University libraries are inally designed to
support teaching, learning and research of academic institut% e need to use the
library by different stakeholders aligns with the pringi f library science as put
forward by Ranganathan which states that "books ar@r se" and "every user his or her
book". One of the major stakeholders served b@fguniversity library is undergraduate

students, who patronize the library for ?@s purposes, including accessing reference

materials and seeking assistance in ﬂ)@ demic pursuits .

Library patronage reflects Jl@n‘[ to which undergraduate students in the universities
actively engage withsa Qﬁlize the resources, services, and facilities provided by the
library. This encd\%}%ses factors such as frequency of visits, duration of interactions, and
the breadt o&(sources accessed. The use of library collections, either physically or
remot r,by undergraduate students and other university clients is known as library
patronage.” Library patronage by undergraduate students is an important aspect of
academic libraries, as it reflects the level of satisfaction and engagement of the students

with the library resources and services. The patronage can be influenced by various



factors, such as librarians' attitudes, information technology, and the nature of available
resources and services. Library patronage is an important indicator of the quality of
services offered by libraries®. This is consistent with the basic principles of library science,
which states that the information resources, services, facilities and processes of libraries
should meet the needs of the intended users. Library patronage in this stu Qeasured

by the expectations, perceived performance and satisfaction of the ’Qrgy.yased on the
Expectation Disconfirmation Theory (EDT). EQ

Expectations relates to the users’ preconceived notig ut the library's services,
influenced by past experiences, word-of-mouth, an@er onal needs. The provision of
adequate resources and services beyond the ex e&s of library users results in positive
disconfirmation, which enhance satisfact d the likelihood of continued library use
and vice-versa. Perceived performﬁu@ the students' assessment of the actual library
experience. This encompasiéhe availability and accessibility of resources, the
helpfulness of the staf a@bhe ambiance of the library. A high perceived performance
generally leads. toxmsfaction; however, when measured against expectations, the
outcome can Q»\Satisfaction in terms of library patronage is the emotional response to
the disc ation experience. It is a critical factor in determining whether students will
corhﬁ% to patronize the library. Satisfaction influences not only the frequency of library
visits but also the propensity to engage with the library's services and recommend them to
other students. In essence, a satisfied student becomes an advocate for the library,

contributing to its reputation and perceived value among the student body. Libraries



aiming to improve patronage should focus on managing student expectations, ensuring
high performance in service delivery, and measuring satisfaction levels to adapt and

evolve their services effectively.

In the present knowledge-driven society, the expectation of users on library serfiegs and
resources is growing. Thus libraries need to strive to meet their growi @ands and
expectations through innovative services such as digital referené\service delivery.
Libraries play a vital role in supporting undergraduate st academic success,
providing access to information, resources, and expertis n help them excel in their
studies. However, with the increasing availability on&it resources, libraries have had
to adapt and develop new strategies to remain&nt and accessible to their patrons.
Digital reference service delivery and ma\]\\@g strategies have emerged as key tools for

libraries looking to engage with unde%g ate students and promote their services.

Many factors have been attrg%to the poor patronage of library services*. These factors
have significantly 1@% the library patronage by the undergraduate students at
universities acro\’ﬂ%eria. These factors discourage library patronage, and they include
limited an%) nctioning workstations, poor networks and outdated collections’. This
sugge %t there is a need for Nigerian university libraries to enhance their resources
and services to meet the changing needs and expectations of the undergraduate students in

the era of knowledge economy and technological advancement.



While libraries have been an essential resource for undergraduate students seeking
academic support and information, the changing landscape of digital technology has
significantly altered the way students access and use library resources. As the knowledge
hub of the university, academic library has been serving the needs of users fof many
decades; providing resources, services and facilities to support teaching,@“ng and
research activities among the students and faculty. It is also impogﬂtgdote that the

rapid advancement in digital technology has brought a paradig%@in library services
h

and the level of patronage by users. As a result, libraries @ d to adapt to meet the
changing needs and expectations of their patrons, with Jdigital reference service and

marketing emerging as critical tools for promot@@s contributing to library patronage

among undergraduate students. @%

Digital reference service refers tb@rovision of reference services using digital
technologies such as email, ch&@deo conferencing, and social media. These services can
be accessed remotely vide undergraduate students with quick and convenient
access to infom.l ti%m assistance. Digital reference service encompasses the provision
of reference Qi}hformation services to library patrons through electronic or digital
channeld’ includes online catalogs, databases, virtual reference services, e-books, and
othé*d&gital resources. Understanding how these digital services are structured, accessed,
and utilized by undergraduate students forms a pivotal aspect of the study. Digital
reference service is a way of increasing access to library services in a manner that is not

dependent on physical visits to the library. It allows librarians to help patrons access



information in a virtual environment, using various methods such as e-mail or artificial
intelligence such as Chabot. Nevertheless, the availability of this new service requires that

libraries create adequate awareness of users to the new services through the right

marketing strategies. *

Digital reference service can be provided in the form of synchronous a chronous
methods. Synchronous transactions occur in real-time, where thnA\s an immediate
response to user queries. Examples include instant messagingsyi conferencing, and
live text-based chat with librarians or digital refere ices®. Live chat support
involves real-time communication between library s Q users via chat interfaces on
the library website or other platforms where use& ask questions, seek assistance, and
receive immediate responses from libra@r trained staff. Al-powered chatbots use
natural language processing to '1%{%’ with users, answer queries, and provide
information round the clock (@ time) with the ability to handle multiple queries
simultaneously. Vide §®enc1ng allow real-time visual communication between

library staff and his tool can enable the librarians to conduct virtual reference
interviews w&k})ps or consultations. In addition, libraries use social media platforms
(e.g., T 7 Facebook, Instagram) to engage with users for sharing updates, promoting
resws, and interacting with the community. ChatGPT is an Al-powered tool (such as

GPT-4) that engages in text-based conversations with users. It can be used to answer

queries, provide information, and assist with research. These synchronous digital



reference methods enhance library services, but libraries need to adapt to user preferences

while maintaining quality and accuracy’.

Asynchronous digital reference service relates the "process where transmitted data is

encoded with start and stop bits, specifying the beginning and end of each ch r". In

library service delivery, asynchronous service refers to a method w eractions
between users and the library occur without real-time synchroniz . Libraries offer
various asynchronous communication channels such as e-mai forms, Frequently

Asked Questions, and discussion forums. These channe @ users to interact with the
library without the need for simultaneous communi@n. In addition, the frequency of
delivery in digital reference services within u&y libraries is a critical factor that
influences the effectiveness and efﬁcien%\@these services. High-frequency or regular
delivery such as daily, weekly or'@y can enhance user satisfaction by providing

timely responses and contim&%&cess to information, which is essential in an academic

setting where researcl%Q\a}ning activities are time-sensitive.

Marketing is a{;\Q’&f both for profit generating and non-profit organizations. Marketing

calls for %fe

custor@m‘[ have value for them®. Chartered Institute of Marketing, United Kingdom

t activities from promotion to selling products and services to the

defined marketing as, "the management process responsible for identifying, anticipating
and satisfying customer requirements profitably". Library marketing involves identifying

user information needs, matching these needs with appropriate information resources and



satisfying customer requirements proactively. While profit-making is the main goal of any
business marketing, providing improved services to library users is the hallmark of library

and information marketing’®.

Marketing involves different activities such as marketing plan, marketin arch,
marketing segmentation, marketing strategy, marketing mix and evaluati @ roducts
and services. Marketing strategies help in the realization of t@bjectives of an
organization. There are various market strategies adopted b@ 1es to promote its
products and services amongst its users, some of which ary website (where all the
activities of the library can be displayed with multim@ to keep the users abreast of new
developments), user orientation (usually provid&the beginning of new session with

brief presentation and library tour), 1is¥®kew arrivals, webopacs, e-newsletter and
others®. '@

Library marketing constitute\%gi\trategic initiatives and efforts undertaken by libraries to
promote their resourc% ices, and events to potential users. It involves activities aimed
at increasing aw@s, usage, and engagement with library products and services. Such
marketing tr&ﬁes employed by academic libraries include promotional activities,
exhibi@%social media, website optimization, e-mail, in-person marketing among others.
Effecye use of these strategies would greatly impact students' perceptions and utilization

of library services, hence, the increased patronage of the library. A recent study was

conducted on the influence of marketing activities by librarians on library patronage



among undergraduate students with a focus on private universities. The study reported a
low level of library patronage among undergraduate students. However, the students rated
the library service quality as high. The study identified the use of social media platforms,
the creation of dynamic interactive websites, extension of library openin%ours,
integration of information technology, the use of rapid response feedback s@ and e-

mailing services for student inquiries and queries as measures to resoKtngdw patronage

experienced by academic libraries in the information age!. EQ

The use of marketing strategy comprising of product, pri lace, and promotion, is a
fundamental concept in crafting effective awareness%&mmes for academic libraries.
The 'product' in an academic library context r@ to the collection of resources and
services offered. A well-curated selectio@ aligns with the academic curriculum and
research needs can significantly en he attraction of users to the library. Price can
relate to the cost of access &@15 of time or effort required by users. Libraries that
streamline access to t '@urces can effectively 'lower' the price, thereby increasing
usage. Place invg&the channels through which library services are delivered. In the
.
digital ag e@g online accessibility and convenience is as crucial as the physical
location e library. A strategic approach to 'place' can greatly expand the library's
I'eaMd user engagement. Also, promotion encompasses the communication strategies
employed to raise awareness and usage of library services. Innovative promotional tactics,

such as social media outreach and partnerships, can significantly boost the library's profile

and patronage. Collectively, these components must be carefully balanced and tailored to



meet the unique needs of an academic library's user base to foster a thriving educational

environment! 12,

The efficacy of marketing activities within library settings rests on the presence and
thorough execution of a comprehensive marketing plan. This marketing plan co es of
two major components. The first part involves the cultivation of user awac@egarding
the diverse array of resources and services offered by the library. ?‘i{underscores the
proactive role that libraries must adopt in disseminating info out their services,
ensuring that users are cognizant of the rich reservoir of es available to them. The
second form of a marketing plan revolves around a Q{o nd understanding of the needs
and expectations of library users. This implieé’Qynamic and reciprocal relationship
between libraries and their user comﬁ&@, where a good understanding of user
requirements serves as the tripod ﬁ@hich effective marketing strategies can stand.
This position aligns with tlze &@Xles of marketing theory, which emphasizes the critical
importance of market i@}ﬁon and customer-centric approaches. This underscores the
need for librarift%&anscend conventional paradigms and adopt proactive, user-centric
marketing ap@es. By doing so, libraries can not only promote user awareness but
also cult a symbiotic relationship with their user community, thereby fostering a more

robMd responsive library environment'?.

Researchers have recognized a growing need for libraries worldwide to comprehend and

adopt the principles of marketing. Given the increasing competition emanating from



alternative information service points, such as the internet, there is urgent need for
librarians to reconfigure their services. This entails not only a redesign of existing services

but also an active pursuit of new patronage, particularly within the libraries of private

universities in Nigeria'4, *

Observations from the extant literature have shown that academic librari s presently
experiencing low patronage by the undergraduate students. This can&attributed to the
dynamic nature of the knowledge society that is already perme he influx of digital
technologies. These emerging technologies have ed the users to access
information resources and services at their ﬁngertips %the -go, thereby reducing their
physical presence at the library. It is in light o(&ha‘[ this study aims to explore how
digital reference service delivery and lib\@narketing can be used to improve library

patronage among undergraduate stud%{g private universities in Oyo State.

It is essential to understand m@?gltal reference service delivery and marketing strategies
can contribute to pro@%hbrary patronage among undergraduate students. Libraries
need to identi ost effective approaches for engaging with their target audience,
from usin Q media to offering personalized recommendations and customized

serv1c%réy doing so, libraries can remain relevant and accessible to undergraduate

students, promoting academic success and lifelong learning.

As libraries introduce new innovative services, there is also the need for them to ensure

that the user community is duly informed. Since library resources and services are

10



provided basically for the usage of the clienteles, then the need for the community to be
aware of such services as soon as they are introduced becomes very necessary. This
emphasizes the need for applying the right marketing strategy to reach out to the user

community both physically and remotely. \

However, despite the growing importance of digital reference servi @ library
marketing, there is limited research on their effectiveness in promot@\library patronage
among undergraduate students. Studies have shown that uate students are
increasingly turning to digital technologies for inform '@eking, and libraries must
ensure they remain relevant and accessible in this Q&n ing landscape'. Studies have
furthermore shown that while undergraduate st@’g value library resources, they often

underutilize them due to a lack of awaren&@knowledge of library services!'®.

1.2 Statement of the ProbleKE_@

Undergraduate students used,t %ﬁwsider the library as a haven where diverse information
needs can be satisﬁe%@brary, on its part, acknowledges these needs and, therefore,
makes available B%uate print and non-print resources to satisfy their users' needs.
Library pa& among undergraduate students in Nigerian universities have been on the
declin&r the years due to several factors such as limited and non-functioning

wohétions, poor networks and outdated collections?’.

University libraries in Nigeria are yet to digitize their reference services for users to

patronise and consult remotely. Where digital services and e-resources are available, many

11



users may not be aware of the services. Marketing of library services in university
libraries therefore need to be given more attention to increase users' awareness and
patronage. Although many libraries may believe that users will always find their ways to
the library, this may not be true as most library users have other readily available migans of
acquiring their information needs without visiting the library. Therefore, Qtandlng
the effective strategies for promoting library patronage among unde&&& students is
crucial. It is on the basis of the foregoing that this study inv s the influence of
digital reference service and library marketing on library p %among undergraduate

students in private universities in Oyo State. Q
1.3  Aim and objectives of the study b’b

The aim of this study was to investiga % 1nﬂuence of digital reference services and

library marketing on library p@%

universities in Oyo State. Ihf@btlves are to:

among undergraduate students in private

i.  identify the levébﬁbrary patronage among undergraduate students in private
universi(@/@ State;
il. identi@he most prevalent digital reference services delivered to undergraduate
\s/%ﬁnts in private university libraries in Oyo State;
iii.  determine the level of library marketing adopted by the private universities in Oyo

State;

12



1v.

Vi.

14

ascertain the influence of digital reference service on library patronage in private
universities in Oyo State;

determine the influence of library marketing on library patronage among
undergraduate students in private universities in Oyo State; *
establish the joint influence of digital reference service and library @ting on

library patronage among undergraduate students in private umve&QMOyo State

Research Questions %Q

The following research questions were drawn to guide t

ii.

iii.

1.5

What is the level of library patronage @Qﬂdergraduate students in private

universities in Oyo State? \Q’b
What are the most prevalent g&l reference services delivered to undergraduate
students in private univers@raries in Oyo State?

What is the level of @ry marketing adopted by private universities in Oyo State?

Hypothese %

The follovs& hypotheses were tested at 0.05 level of significance

Ho@e will be no significant influence of digital reference service on library

patronage among undergraduate students in private universities in Oyo State.

Ho2: There will be no significant influence of library marketing on library patronage

among undergraduate students in private universities in Oyo State.

13



Ho3: There will be no joint influence of digital reference service and library marketing
on library patronage among undergraduate students in private universities in Oyo

State.

1.6 Significance of the Study *
R
This present study is very significant for various stakeholders suc(/@niversity
management, university libraries, librarians, undergraduate stud@culty members,
researchers and other stakeholders. It is expected that e%ngs of the study is
instrumental in informing the university managemer@ e usage of the university
library by the students. Understanding the usa eﬂ@ of the library by undergraduate
students would enable the managema&bﬁbmake informed decisions regarding
development of the library in tenpg&hnding, availability of information resources
and services, adoption of new t@@ogies, and other facilities. This knowledge would
empower the managem@ enhance the quality of services provided by the
university library. g
Q)
The uniw&@ry plays a crucial role in providing resources and support for

students’é emic endeavours. The findings of the study can inform the provision of

1nno\nf1ve and ICT-driven services such as digital reference service delivery and e-

resources that students can access remotely, ensuring that the services align with the

14



current demands and expectations of undergraduate students in the digital information

cra.

The study is expected to directly impact undergraduate students, as it addresses their
specific needs and challenges. Understanding the need for regular marketin ibrary
services by librarians would enable the students to be aware of the an}@sewwes
and consequently, patronize such services the more whether v, or physically.

This knowledge would also enable the students to nav1gate°$hbrary environment

more proficiently. QO

Faculty members are integral to the learning @nce of undergraduate students.
Thus, the findings of the study are e to offer insights into the services of
university libraries and how this Q&further enhance the teaching and learning
processes. Faculty members e this knowledge to encourage their students to

patronize the service @ﬁ% university library for effective information service

delivery.
D

Researche& undergraduate students can benefit from this study. The study
contriQ%empirical evidence to the existing body of knowledge, providing insights
inthf(e provision of digital reference services, marketing of library services and the
usage of library services by the students. This research can serve as a basis for further

investigations in similar contexts. Policymakers can draw upon the study's findings to

15



inform policies and develop strategies that support effective service delivery in
university libraries. Understanding the specific needs of the library and the expectation

of new generation of users can lead to more targeted interventions and solutions to

promote library usage. Q\
1.7 Scope of the Study ( 0

This study focused on the influence of digital reference servicerary marketing
on the patronage of undergraduate students in private u@ ity library in Oyo State
Nigerian. The selected private university libraries a@ad City University Library,
Ibadan, Ajayi Crowther University Library, ola Daisi University lbadan and
Dominican University, Ibadan. The %’a specifically targeted undergraduate
students at all levels because therg &wd for them to recognize the relevance of the
library to their academic suc@%he study is geographically limited to only the
registered and recognize@te universities in Oyo State from which the universities

used for this study fi & were selected.

Library p rogag}, which is the dependent variable is measured by frequency of use,
purpo%@\use and the level of satisfaction. The digital reference service is measured
by%hronous methods (Instant messaging, video conferencing, chatbots, Chat GPT)

and asynchronous methods (e-mail, Frequently Asked Questions, Online forms), as

16



well as the frequency of digital reference service delivery. Library marketing were

measured by promotional activities, products, place and price.
1.8 Limitation to the Study

This study is limited in scope and coverage. It focuses only on priva Q%rsity
libraries in Oyo State with the aim of generalising the result to coverthr academic
libraries in public universities. Only the undergraduate stude @r considered for
the study of which it is believed that their opinions mig@%&ted to the little they
know about the library. Complementing the survey W@;inions from the library staff
would go a long way to validate the data obtai%(é% the students. Collection of data
about the students’ population in eaq@%rsity took a very long time due to

administrative bureaucracies. . &
1.9  Operational Deﬁnitio@‘ erms

The following terms @tionally defined as used in the study.

Library patxﬁ%&%‘ he frequency, purpose and satisfaction of library use by library
undergrad@ students in private universities in Oyo State and this will be measured by

the\@ﬁmg sub metrics of expectations, perceived performance, and satisfaction.

Expectations: This refer to the preconceived standards or beliefs that undergraduate
students of private universities hold regarding the quality and range of services, resources,

and facilities provided by the library. It encompasses what users anticipate in terms of
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access to up-to-date materials, the availability of digital and physical resources, staff

support, and overall service quality.

Perceived performance: This relates to the users' assessment of how well the library
meets their expectations during actual use. This includes evaluating the availabithity and
quality of resources, the responsiveness and helpfulness of staff, the ust;@o digital

services, the conduciveness of the study environment, et cetera ’\

Satisfaction: This encompasses users’ approval of resources%ces, staff assistance,

facility conditions, and the efficiency of digital platfoma@ ed by the library.

Digital reference service: This refers to tlé @sion of online assistance and
information to undergraduate students in pti ’bniversities in Oyo State through various
digital platforms such as email, ¢ nd social media. This will be measured by

N

synchronous and asynchronous di ﬁ@reference, and frequency of digital reference.
Asynchronous digit@e services: These do not require the users and librarian to
t1

e. Common asynchronous services include email queries, where

be present at the sa
. \'&(
a patron can s@qu stion and receive an answer after some time has passed

Synch@us digital reference services allow for real-time communication. This means
thahl(e librarian and the patron are online at the same time, facilitating immediate
responses and a dynamic exchange of information. It relates to a face-to-face conversation

but conducted over digital platforms such as chat reference, 'Ask a Librarian', etc.
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Frequency of digital reference service: This relates to the interval at which the library

offers digital reference services such as daily, weekly or monthly.

Library marketing: Library marketing is used to refer to the promotion of library
resources, and digital reference services to undergraduate students in private sities
in Oyo State through various strategies and awareness programmes suc Vertising,
announcements, branding, outreach, display and exhibitions, etc. this@ be measured by

Product, Price, Place and Promotion. %

Product: This refers to the various services and resour °red by the library to meet
the informational, educational, and recreational ner&&f undergraduate users in private

universities such as books, journals, and multi@ materials, as well as digital resources

like e-books, databases, and online journ. h

Price: This refers to the cost ass@d with accessing the library services and resources
by undergraduate students’@ as membership fees, fines for overdue items, fees for

special services (e. g.,@ing and photocopying), and charges for accessing certain digital

°
resources. ( \\0

Place: This\telates to the physical and virtual locations where library services are provided.
ThN%des the library's physical location, its branches, and the library's online presence,

such as its website, digital catalogue, and online databases.
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Promotion: This involves the strategies and activities employed by the library to
communicate and advertise its services and resources to the undergraduate students in

private universities, such as newsletters, flyers, and posters, social media, email

campaigns, and website announcements. \
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Chapter Two
Literature Review

This chapter reviews relevant conceptual, theoretical and empirical literature on the
variables of the study. This review is carried out to situate the present studyQ%ﬁ the
context of related studies. Subheadings such as library patronage (}@s, digital
reference service by librarians and library marketing of infon@ resources were
discussed in the conceptual and empirical reviews. The theoreti%amework of the study
has subheading which include the expectancy disconﬁeory of library patronage,

innovation diffusion theory and social marketing th;&Q

2.1 Conceptual Review \Q’b
2.1.1 Library Patronage . Q
"

Library patronage is an essential\ﬁgor for undergraduate students to achieve academic
success and lifelong learﬁi®According to various studies, students who use library
resources, services, a%)aces tend to have higher GPAs, retention rates, and learning
outcomes tha(/%m who do not!?. However, library usage is not only about the
frequency @uantity of visits, but also about the quality and purpose of engagement with
the\@;b

Library patronage is the act of using the services and resources of a library, such as
borrowing books, accessing databases, or attending workshops. It is an important aspect of

academic success for undergraduate students, as it can enhance their learning outcomes,
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research skills, and information literacy?. Library patronage can also foster a sense of
community and belonging among students, as well as provide them with opportunities for

personal and professional development?.

There are many benefits of library patronage for undergraduate students includi ccess
to a variety of sources and formats of information, such as books, jo @ -books,
audio-visual materials, and online resources. These can help stude&[o broaden their
knowledge, find relevant and reliable information, and sup er arguments with
evidence™S; access to specialized services and tools @ as reference librarians,
interlibrary loan, citation managers, and research gu%&can help students to navigate
the complex information landscape, locate and @’Qte sources, and cite them properly’;
access to learning spaces and facilities, s@%dy rooms, computers, printers, scanners,
and Wi-Fi. It can help students® @fate a conducive environment for studying,
collaborating with peers, orA v%&ing on assignments®; and access to educational and
cultural programs and e% uch as seminars, lectures, exhibitions, and book clubs. Also,
it can help students\to develop their skills, learn new topics, interact with experts and

authors, and enriclrtheir academic experience®!°,

Librar@onage is not only beneficial for students, but also for the libraries themselves.
By\a&/acting and retaining users, libraries can demonstrate their value and impact to the
university administration and stakeholders*!!. They can also collect feedback and data

from users to improve their services and collections'?. Moreover, they can cultivate a
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culture of reading and lifelong learning among students and the wider community'.
Therefore, library patronage is a relevant and significant activity for undergraduate
students in university libraries. It can help students to achieve their academic goals,
enhance their personal growth, and contribute to the social and intellectual life\of the
university. Students should take advantage of the library resources and sen@vailable
to them, and use them ethically and responsibly. By doing so, they cg&bgahe informed

and engaged citizens in a global society. Q

In the contemporary era, users of university libra ct to access up-to-date
information resources and services in a fast and c01§§t way for their academic and
research purposes. Therefore, university librarie$ to rethink their policies and adopt
innovative strategies to enhance their seh:@and attract more users'4. One of the ways
that library users can access the i% ion resources and services of the library is by
visiting the library physically{%&motely. This is referred to as library patronage'. It
implies that the libra @omething that the users want, and the users come to the
library to get it. The %ry provides information services that meet the users' needs, and
S
the users sho@r support for the library by using the services. Although information
and co cation technology (ICT) has enabled users to access some of the library
serN remotely, it is still important to encourage users to visit the library in person. The
university library has a responsibility to develop and implement effective strategies to

increase the frequency of users' visits for effective patronage of its resources and

services’.
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University libraries should not only offer and maintain information materials for all kinds
of users but also make the reading environment appealing and comfortable to achieve
effective patronage of the resources and services'®. The library building of the university
is visited by users every day for various educational purposes (such as academic %arch,

reading, group study, assignment, examination preparation and the likes); @ainly to

access the library services and services to support their needs'’. #Pattendge remains
essential in ensuring the positive strength of the library becaus@ usage, the library
cannot rate its performance. The frequency of users’ pate, the types of materials
consulted by the users during visits, and their purpose@atronage are all indicators of

library utilization and the library effectiveness”.b’b

(&

\S

2.1.2 Digital Reference Service , 5&\

Libraries provide reference se@ceao help users find information. Nowadays, many

researchers work remot L %d need digital reference services. Libraries can use

technologies such gtant messaging, e-mail and SMS text messaging to offer
S\

[ ]
convenient se(i.é}g\f

question§ xt messages to librarians through the Ask-a-librarian service. Also, texting

sers who are not physically present. Users can send their research
has‘kke/glne a common way of communication, especially among young people, while the

SMS reference can help libraries connect with users through a familiar and accessible

service!?.
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Reference services refer to all the library activities that help the users to access and use the
library and its resources. Reference services involve the interaction between the reference
librarian, who acts as a mediator between the user and the available information resource,
and the user who asks a question. Reference and information services in the libra.r&ln be
provided in two ways: traditionally, where the user visits the library an to the
reference librarian in person, or digitally, where the user uses web }thdgies to send
and receive queries and answers. Therefore, digital reference%@ormation services
have emerged"®. 0

Digital reference services, virtual reference servicesgeb-based reference services,
remote/online reference services and electronic r@\ce services are synonyms that refer
to the assistance and information that a r ibrarian offers to a library user remotely
through the internet using different.w@:hnologieslg. Digital reference service has been
perceived by some researchers é{c?\rocess in which a library staff member answers the
questions of users throug .b$electronic means (e-mail, chat, Web forms, etc.)?°. There
are different compo e\é)f digital reference service such as the service user, the platform
through whic@

services, @e-based chat reference, video conferencing, chatbot, and collaborative

O

dig%{l%ference etc.), the information professional, and electronic resources (including

ice is delivered (including email and web forms, Ask a Librarian

electronic or CD-based resources, web resources, local digitized material etc.), as well as

print resources?!.
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Traditional methods of offering reference services, such as in-person, phone, or postal
inquiries, are being replaced by digital tools. These tools include subject gateways, email,
Frequently Asked Questions (FAQs), electronic libraries, instant messaging, virtual
reference desks, and "ask-me" services. Reference librarians now have the g&n to

provide answers to queries, links to resources, or connect users with p@onal or

subject experts using interactive tools like web 2.0. These changes Qﬂgﬂﬁ shift from
conventional reference services to more efficient and accessible dig
Web Online Public Access Catalog (Web OPAC) esents a transformative
advancement in library services, bringing the wealth of h@y collections and resources to
users through web-based interfaces. As an exte%%of the traditional library catalogue,
Web OPAC provides a user-friendly, sea\&@%latform accessible via the Internet. This
allows patrons to explore, locate,, %&gteract with library materials remotely??. The
digital evolution of Web OP@&% revolutionized how users engage with library
resources, offering the c@&%ence of 24/7 access, personalized search functionalities,
and interactive featu esgeb OPAC:s have replaced traditional card catalogues and offer a
more user-fri@g&% efficient way to locate and access library materials. With Web
OPAC, %écan perform keyword searches, browse by author, title, subject, or other
sea\&h/@teria, and view detailed information about each item. This includes availability,
location, and call number. Some Web OPAC systems also provide additional features

such as book covers, summaries, and user reviews to help users make informed decisions

about their resources. Advanced search capabilities in Web OPACs allow users to refine
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their search results using format, language, publication date, or genre filters. Users can
also place holds on items, renew loans, and manage their library accounts online. Many
Web OPAC:s integrate with other library services, such as interlibrary loan and document

delivery, to expand users' access to resources beyond their local collection??. *

2.1.3 Library Marketing Q}O

Marketing involves the activities, institutions and processes tha ’é@, communicate,
deliver and exchange valuable offerings for customers, clien%ﬂners and society in
general. This definition implies that marketing is n bout selling products or
services, but also about creating value for various s;be lders through different means?3.
Additionally, it could be supported by other rqlbéstudies who have proposed similar or
contrasting definitions of marketing, as 'the,pfocess by which companies create value for
customers and build strong cus .®lation5hips in order to capture value from

customers in return" (p. 29 2@ "the management process responsible for identifying,

anticipating and satis@tomer requirements profitably" (p. 3)%>.

According to é@ources, marketing can be understood as a process of identifying,
creating, c@nunicating, delivering and exchanging value for customers, clients, partners
an&/ in general. Marketing involves activities and institutions that help to promote
and sell products or services, as well as conduct market research and advertising.

Marketing aims to satisfy and retain customers, as well as establish brand loyalty and
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increase sales. Some examples of marketing strategies are inbound marketing, outbound

marketing, search engine optimization and content marketing?®-23.

Marketing is a process that involves multiple steps and stages, from identifying
opportunities and problems in the market, to developing and implementing str. s and
tactics, to evaluating and improving performance and outcomes. Marketi @s rategic,
meaning that it is guided by a clear vision, mission, goals and objed%&t align with
the organization's purpose and values. It is a systematic, m at it is based on
reliable data and information collected through vari thods and techniques of

marketing research, such as surveys, interviews, expe@n s, observations, et cetera.?’

(e

Marketing is about communicating and iering these solutions effectively and
efficiently through various channels ar&p\\g)rms, such as advertising, public relations,
sales promotion, personal sellin&%\%ﬁl media, e-commerce, etc. Marketing is about
creating positive social and \Q@bnmental impacts by considering the ethical, legal and
sustainability implica%% marketing decisions and actions. Marketing should aim to
enhance the welh\@‘g of customers and society at large, while also minimizing the
negative e&g(n the natural environment?®?°, Marketing is about designing solutions
that a%%ored to the specific needs, wants and preferences of customers and other
relev\aét parties, such as suppliers, distributors, competitors, regulators, etc. These

solutions can be products, services, events, experiences or any other form of offering that

provides value to the target market.
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Marketing is a vital function for libraries to fulfil their mission of serving the users and the
community. It involves identifying the users' wants and expectations, designing and
delivering benefits that satisfy them, communicating and promoting the value of the
library's resources and services, reducing the barriers that prevent or limit the & and
access of the library, and evaluating the outcomes and feedback of @rketing
activities®?. It further emphasizes that marketing can help librarij\t&dcrease their
visibility, relevance, and impact in the digital age. This argum upported by other
studies that highlight the importance and impact of library %in the digital age and
also suggest various strategies and outcomes of librar}grketing“’”’”’”. For example,

marketing of library resources can increase 6%1 rary usage of distance-learning

students®!, while another proposes a strat@pective on how libraries create value as

information ecosystems>*.

Marketing has been described @philosophy of management that is based on the belief

N

that the key to achievi @isational goals consists in determining the needs and wants
of target markefs@vering the desired satisfactions more effectively and efficiently
than compgtiters';>. Marketing is applicable to both profit and non-profit organisations,
such as es, which can benefit from adopting a customer-centric perspective’®. It is
refe to as "the systematic planning, implementation and control of a mix of activities
intended to bring together buyers and sellers for the mutually advantageous exchange or

transfer of products or services"*’. One of the main purposes of marketing in libraries is to

connect customers with services that meet their needs and expectations. In recent years,
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social media marketing has become a prominent theme in library and information studies.
Social media marketing refers to "the use of social media platforms and websites to
promote a product or service"*%. Several studies have highlighted the many benefits of

marketing through social media, such as increasing visibility, engagement, feedbatk, and

loyalty among customers®*4041, CQ

The literature has extensively explored the topic of marketing in 6\aries42. However,
there is no consensus on what it entails, but library experts ag% t requires strategic
planning®, market research*, segmentation®> and the marketing principles in
libraries*>*%; to meet the customer's needs and desiressSpécifically, marketing is defined
in relation to library and information servic& the process of planning, pricing,
promoting and distributing goods and se\\x@ to create exchanges that satisfy both the
library and the customer*. To acﬁ% is goal, librarians need to acquire and apply
marketing skills, understzind @customer and stakeholder needs, create awareness,
stimulate interest, buil \‘}ty and demonstrate value*’. It also implies a significant
change in the trﬁtional attitude of librarians towards acquisition, organisation,
.

processin an@eving information*® with the customer's information need satisfaction
in mind: g§

Q

use sources for the patron population in all types of libraries. This could be based on

rticular, marketing of library e-resources is vital to justify the retention of

the analysis of usage statistics which provide valuable information on the utilisation level

of each resource so that the return on investment can be documented and the resources

that are likely to be cancelled can be identified*.
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Libraries need to market themselves by knowing the perspectives and situations of their
target audiences**. Library marketing is defined as the deliberate design, communication
and delivery of value between libraries and their customers, aiming to satisfy the
customers and enhance the value of libraries. This kind of communication tries t%ntify
and meet the diverse and growing needs of these customers®. Library ma@ should
go beyond conventional marketing and branding and align with the O\Kal ibtary mission,
vision and strategic plan. This coherent alignment will reinf lue by creating a
shared experience and understanding among a library c@un'ty, which includes its
patrons, boards, administrators, and donors as well &temet search engines, social

media networks, and their users>’. A typical mis%%atement should address: what is the

purpose of your library? Who are the @ries of your library? A typical vision

statement should address: what is th. acter of your library? What are the aspirations
of your library? How do you %(a}achieve these aspirational goals?>°. These mission
and vision statements wo@%the foundation for a robust strategic plan. Developing and
implementing a str%@ plan to raise the awareness and usage of library resources

depends on i@a

units*s. E%ﬂal factors such as how wusers discover resources, collaboration with

tors such as budget, staffing, time, and collaboration within library
aczﬁ{/ departments, and how to use available communication channels to spread

messages about resources, also play a role. These factors contribute to a successful library

marketing strategy®.
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Over a decade ago, the concept and practice of marketing libraries in Nigeria, where it is a
relatively new phenomenon was extensively discussed. The author explains the paradigm
shift from the traditional librarianship to the modern one, which requires more attention to
the needs and preferences of the customers, rather than the patrons. Library mark% was
described as "the process of identifying, anticipating and satisfying custome:@%rements
profitably" and it was argued that it is essential for libraries to surviye ahdsthrive in the
competitive information environment®!. Four main aspects of’ % marketing were
identified namely: what to market, how to market, who to v@et 0, and when to market.
He suggested that libraries should market their prc@s (such as books, journals,
databases, etc.), their services (such as referenceé@tion, interlibrary loan, etc.), their
image (such as logo, slogan, mission, et%faheir staff (such as qualifications, skills,
attitudes, etc.). He also proposed vasi marketing strategies that libraries can employ,
such as advertising, publicity,éga\otion, public relations, personal selling, word-of-
mouth, etc. The importa;&\% segmenting the market and targeting the appropriate
customers based o \br characteristics and needs was emphasised. Consequently,
libraries sho@ct regular marketing research and evaluation to monitor their

perform% d customer satisfaction®!.

Ac%emic libraries need to adopt competitive marketing approaches to cope with the
changes and challenges in the information age, such as rapidly changing technologies,
users' preferences and expectations, competition from other information providers and

dwindling library budgets’2.
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Marketing Mix

Marketing mix refers to a set of marketing tools or tactics that include four components:
product, price, place, and promotion. These components are used to design a marketing
strategy that satisfies customer needs and desires. The marketing mix als s to
distinguish a product or service from its rivals and to establish its marke 0653. The
marketing mix is a framework that combines four elements of markéxg: product, price,
place, and promotion. These elements are used to create a co ive marketing plan
that meets the needs and wants of customers. The marketi also helps to differentiate
a product or service from its competitors and to posi%{it n the market>*. The marketing
mix is a set of controllable variables that a ﬁm& use to influence the response of its
target market. It consists of four elemenﬁ'\\@duct, price, place and promotion. Various
studies have examined the effects 5@ elements on consumer behaviour, satisfaction
and loyalty. However, there i&@msensus on the optimal combination of the marketing
mix for different cont%@%ituations.

One of the m\\?’A{ssues in marketing mix research is the measurement and
operationa%&!{of the variables. Different studies have used different definitions, scales
and in@%rs to measure the marketing mix elements, making it difficult to compare and
ger&tﬁze the results. For example, some studies have used objective measures of price,

such as price level or price dispersion, while others have used subjective measures, such

as perceived price fairness or price-quality ratio®®. Similarly, some studies have focused
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on the physical attributes of the product, such as quality, features or design, while others
have considered the psychological aspects, such as brand image, perceived value or

customer satisfaction?*.

Another issue in marketing mix research is the complexity and interdepende f the
variables. The marketing mix elements are not independent, but interact h other
and with other factors, such as consumer characteristics, ma\& conditions and
competitive strategies. Therefore, it is not enough to examine ts of each element

separately, but rather to consider the interactions and sy mong them. For example,

some studies have found that the effect of price on QQS er behaviour depends on the
product quality, brand image and promotion &y%. Similarly, some studies have

shown that the effect of promotion on co?@r loyalty depends on the product category,

purchase frequency and customer iré\o%@ ent>’.

A third issue in marketing \leesearch is the diversity and dynamism of the market
environment. The mz@ mix elements are not static, but change over time and across
markets. Therefo@gs necessary to adapt and adjust the marketing mix to the changing
needs and eg!eﬁces of consumers, as well as to the evolving opportunities and threats in
the m%rb For example, some studies have suggested that the importance of product
quality has increased in recent years due to the rise of online reviews, social media and

word-of-mouth®. Similarly, some studies have indicated that the role of place has
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changed in recent years due to the development of e-commerce, omnichannel retailing and

mobile marketing>°.

The extended marketing mix is a useful concept for understanding and designing service
marketing strategies. It expands the traditional marketing mix by adding thre 'e%ents
that capture the intangible aspects of service delivery: people, proce @ physical
evidence. These elements are relevant for service marketing, where fﬁ&&ltangible aspects
of the service delivery need to be considered. Various studi demonstrated the
applicability and effectiveness of the extended marketiﬁ in different contexts and

industries, as well as some of its challenges and limitatigns®*-°!.

O

One of the earliest studies on the extended ing mix®. proposed a framework for

service marketing based on the 7Ps.%$:argued that the three new elements were
[ ]

essential for creating a competiti\{@éy%ﬁ

customer's perception of .th&bice quality and value. They also suggested that the

ge in the service sector, as they influenced the

relative importance o@lemen‘[ varied depending on the type and characteristics of

the service. &

Another i@ntial study on the extended marketing mix®'. developed a model of service
qu%%sed on the gap between customer expectations and perceptions. They identified
five dimensions of service quality: reliability, responsiveness, assurance, empathy and
tangibles. The latter dimension corresponds to the physical evidence element of the

extended marketing mix, which refers to the physical aspects of the service environment
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that affect the customer's experience. The authors suggested that physical evidence could

be used to communicate and reinforce the image and positioning of the service provider.

More studies have applied the extended marketing mix to specific industries and contexts,
such as tourism®, health care®, education® and online services®. These studie§ have
shown that the extended marketing mix can be adapted and modified to specific
needs and characteristics of different service sectors. They have algs\hig lighted some
challenges and limitations of using the extended marketing m% as the difficulty of
measuring and managing some of the elements, the nee tegration and consistency

among all the elements, and the potential trade-offs a@o icts between them.

O

Researchers have developed a framework to te the relative significance of the 7Ps
of marketing for various service categor'es\,b\%,ed on three dimensions: customer contact,
customization and labour intens@\r y argued that people, process and physical
evidence are more cruc.ia@ services that involve high levels of interaction,
personalization and Q\input, such as education, health care and consulting.
Conversely, prod\('[%ice, place and promotion are more relevant for services that require
low levels&%tact, standardisation and capital investment, such as transportation,
bankir%rbd telecommunications. Similarly, the role of physical evidence in shaping
cus}n,er perceptions and satisfaction with service quality has been described®. Physical

evidence refers to the tangible and intangible aspects of the service environment, such as

the design, layout, equipment and ambiance. Physical evidence can have a significant
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impact on customers, as it can create positive or negative impressions, influence their
expectations and emotions, and affect their evaluation of the service performance.
Physical evidence can be a source of competitive advantage for service providers, as it can

help them create a unique image and positioning in the market®. *

Process as a component of the extended marketing mix can affect cust @tlsfaction
and loyalty with service delivery. Process is defined as the seque@of activities and
interactions that occur between the service provider and the during the service
encounter. Process should be designed to meet or exce mer expectations, ensure
consistency and reliability, minimize errors and de@, nd enhance convenience and

flexibility. Thus, process should be aligned Wi& service concept and strategy, and

involve customer participation and co—crea\@‘

These studies illustrate some of t (.%@nat the extended marketing mix can be applied
and analysed in service mg& . However, there are also limitations and challenges
associated with this %% For instance, some critics have argued that the extended
marketing mix is\ ‘%omplex and cumbersome to use in practice, that it does not capture
all the rele&guﬁ)ects of service marketing, such as relationships, quality and value, and

that it Q%hot account for the dynamic and contextual nature of service delivery®®.

A

Library marketing mix is a concept that refers to the combination of four elements:
product, price, place and promotion, that libraries use to satisfy the needs and preferences

of their users. Various studies have explored the application and effectiveness of this
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concept in different library settings and contexts. For instance, marketing mix strategies of
academic libraries in India%®, marketing mix practices of public libraries in Ghana’®, and
marketing mix elements of school libraries in Kuwait’!. These studies illustrate the
importance and relevance of library marketing mix as a tool for improvin%)rary

performance and user satisfaction. However, each library type and cont@quires a

different mix of strategies and tactics. Therefore, libraries should cog%gwgular market
research and evaluation to identify their strengths, weaknesses, op Qr nities and threats,

and to design and implement appropriate marketing plans t@ui their specific situations

and goals. QQ
Qo

Marketing Strategies

Marketing strategies are the plans an \Qons that businesses use to promote their
products or services to potentie{éés% ers. There are various studies on marketing
strategies that explore diffar\%gpects, such as consumer behaviour, market segmentation,
branding, pricing, dis&@%, and communication. There are many studies on marketing
strategies that ha)\@ntributed to the theory and practice of marketing. These studies
cover diffg pics and perspectives on marketing strategies, such as social media

marke@reen marketing, relationship marketing, and global marketing.

v

One of the studies on marketing strategies®, proposed a framework for designing and
implementing marketing strategies based on the concept of customer value. It is argued

that customer value is the difference between the benefits that customers perceive from a

40



product or service and the costs that they incur in acquiring and using it. It therefore
suggested that marketers should identify the sources of customer value, segment the
market based on customer value, develop value propositions for each segment, and

communicate and deliver the value propositions to the target customers. *

Another study’? analyse the competitive forces that shape the profitabili @ industry
and the positioning of a firm within it. The study identifies five forcé&hat determine the
intensity of competition in an industry: the threat of new entran% argaining power of
suppliers, the bargaining power of buyers, the threat of s products or services, and
the rivalry among existing competitors. It proposes@t irms can achieve competitive

advantage by pursuing one of three generic stra cost leadership, differentiation, or

focus’. @

Likewise, the concept of blue 0{ rategy, which is a way of creating uncontested
market space and making th: etition irrelevant was introduced’. The study contends
that most businesses Q@ in red oceans, where they compete in existing markets with
defined boundar'\*sd rules. They suggest that businesses can create blue oceans by
breaking % the red ocean and offering value innovation to customers. Value
innov@s the simultaneous pursuit of differentiation and low cost, which creates a leap

in value for both customers and the firm.

Branding as a form of marketing strategies has been explored’®. Brand is a name, term,

sign, symbol, or design that identifies the products or services of a seller and differentiates

41



them from those of competitors. Branding involves creating a brand identity, which is how
a brand wants to be perceived by customers, and a brand image, which is how a brand is
actually perceived by customers. Branding can help marketers build customer loyalty,

enhance product performance, reduce price sensitivity, and create competitive barrigrs’.

Researchers have identified four major trends that are transforming marketi ese are
big data analytics, social media platforms, mobile devices, and a@:ia intelligence.
These trends enable marketers to collect and analyse large of customer data,
engage with customers in real time and across multiple ¢ , deliver personalized and

contextualized experiences, and automate and optimi@a eting processes.

One of the recent studies on marketing strategka ssesses the current state of marketing

NS

strategy research and propose a new re% agenda for the future. Marketing strategy is
[ ]
a construct that lies at the concep@

to the practice of marketing@eral challenges and opportunities for developing new

of the field of strategic marketing and is central

marketing strategy @ge include the limited number and focus of studies, the
declining use of %\Q%r and primary research designs, and the increasing importance of
unanswered, marKeting strategy questions. Researchers should address these challenges
and o;@rbnities by developing new theory, establishing clear relevance, and contributing

N\,

to improving practice.

A high-level overview of the past, present, and future of marketing strategy research

discuss the most fundamental concepts that have driven marketing strategy research, such
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as customer value, competitive advantage, and market orientation’’. It also highlights the
developments in marketing accountability, marketing’s influence within the firm, and

alternatives to a market-driven approach in generating sustainable competitive advantage.

Customer engagement as a form of marketing strategy is defined as the intedSity of a

customer’s participation in and connection with a firm’s offerings o 1zational

activities’®. They propose a conceptual framework that links custﬁq engagement to

customer equity drivers (value equity, brand equity, and% ship equity) and

ultimately to firm value. They test their framework us from 253 firms across 11
RS

industries and find that customer engagement has itive effect on customer equity

drivers and firm value’®. b’b

Marketing capabilities is highly pro Klﬂ ong the various marketing strategies. Its
role in driving firm performance t be overlooked”. Marketing capabilities is the

ability of a firm to perform@tles related to understanding customer needs, creating

customer value, an@rmg customer value. The multidimensional measure of

marketing caia@ captures four dimensions: market sensing capability, brand

manageme6
innov@apability”.

v

Recent developments in digital technologies have increased the implications of digital

ability, customer relationship management capability, and product

media for marketing strategies®®. There are four major trends that are transforming

marketing nowadays. These include interactivity, connectivity, individualization, and

43



empowerment. These trends enable marketers to create more engaging and personalized
experiences for customers, but also pose new challenges such as privacy concerns,
information overload, and consumer empowerment. As a result, marketers need to adapt
their strategies to leverage the opportunities and overcome the challenges of digit@edia.
2.2  Theoretical Framework ’\Q/
Three different theories will be used to underpin each of the v @ of this study. The
proposed theories  are the Expectancy-Disconfirmatio o% (EDT), Diffusion of
Innovation Theory (DOI) and Marketing Mix Theory.QQ

2.2.1 The Expectancy Disconﬁrmatim@f (EDT)

The Expectancy Disconfirmation T&&y as proposed by Richard L. Oliver in 1980. It is
a widely accepted theory. @ing customer satisfaction processes. The theory is
applied to library patr ewhich covers frequency of use, purpose of use, satisfaction
level and the.%l&mges encountered in using library facilities. The Expectation
Disconfi ati&}ueory (EDT), also known as the Expectation Confirmation Theory
(ECT) m§65 insights into how individuals' usage satisfaction and intention to reuse the
libr>)fservices depend on their pre-use expectations and subsequent experiences with
products or services. The ECT originated from consumer research and social psychology.
It was initially introduced in marketing to study consumer satisfaction and decision-

making processes. The foundation for the concept of satisfaction was derived from applied
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psychology research related to life and employment satisfaction. Individuals set initial
standards of expectations, and any deviation from these reference points affects their
satisfaction levels with the library services. Users have basic needs and certain
expectations from products to fulfill those needs. When a product or service fail%meet
users' expectations, it results in unfavourable attitudes (disconfirmation) an@s about

the product or service.®! ’\Q/

The theory holds that satisfaction/dissatisfaction results from er's comparison of
performance (of a product or service) with predetermi @tandards of performance.
According to the view, the predetermined stand@ re the customer's predictive
expectations. Three possible outcomes of @’Q)mparison are possible. Positive
disconfirmation occurs when performance@rceived to be better than the predetermined
expectations. In this scenario, cust'm@ delighted. Zero disconfirmation occurs when
performance is perceived to& ctly equal to expectations-customers are likely to be
satisfied. Finally, neg i@iisconﬁrmation occurs when performance is lower than
expectations. O.fs&se, negative disconfirmation leads to dissatisfied or unhappy

N

customers.

O

The réancy Disconfirmation Theory is highly relevant to understanding library
patronage. This theory focuses on how individuals form and revise their expectations
about a service based on their prior experiences. In the context of libraries, it sheds light

on how patrons' expectations and perceptions of library services influence their continued
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engagement and patronage. The theory underscores the importance of managing and
meeting patrons' expectations to foster satisfaction, loyalty, and positive word-of-mouth,
all of which are crucial for sustaining and growing library patronage. Libraries that
understand and leverage this theory can enhance their services in ways that a%with

patrons' needs and expectations, ultimately leading to a stronger and more@%ed user

base. ’\
As far as Library patronage by university students is conce@T can be used to
evaluate expectation and students' satisfaction with libr ices quality. For instance,

if a student expects a book to be available in the lib@ d it is available, then there is
positive disconfirmation and the student is deli@ If a student expects a book to be
available in the library and it is not avaih@then there is negative disconfirmation and
the student is dissatisfied. If a studeﬁ’\&gp ts a book to be available in the library and it is
not available but they are i @d that it will be available soon, then there is zero

disconfirmation and th \t is likely to be satisfied®?. The (EDT) is highly relevant to

library patronage *
° \\

EDT posits,that=Satisfaction or dissatisfaction results from a customer's comparison of
perfor%ra (of a product or service) with predetermined standards of performance®!. In
thekary perspective, patrons come with certain expectations about the services and
resources offered. Their satisfaction depends on whether the actual services meet or

exceed these expectations.
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Disconfirmation occurs when there's a discrepancy between patrons' expectations and
their actual experience. If the library services exceed expectations, positive
disconfirmation occurs, leading to satisfaction. Conversely, if the services fall short of
expectations, negative disconfirmation occurs, leading to dissatisfaction.®3 A\ study
conducted in Nigeria designed a prototype for EDT using the five dim Qs of the
SERVQUAL instrument to assess users’ satisfaction with library sw&uality? The
study found that service quality had a positive influence on t 1 of library users’
satisfaction with electronic resources®. EDT explains h@%iduals' post-purchase
satisfaction and repurchase intentions depend on th@e-purchase expectations and
subsequent experiences with products or serv In a library context, this could
translate to repeat visits and loyalty to th@ if patrons' expectations are consistently
met or exceeded. EDT can offer g%e to libraries in improving their services. By
understanding and managing p%‘@c\xpectations, libraries can enhance user satisfaction,
which is crucial for retain@trons, as the cost of acquiring new patrons is substantially
higher than retaining, them®>.
QD
The Expe tan@sconﬁrmation Theory provides a useful framework for understanding
and enh library patronage. It underscores the importance of meeting or exceeding

pathv expectations to ensure their satisfaction and continued patronage.
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Figure 2.1: The Expectancy Disconfirmation Model 0
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Diffusion of innovation theory is a sociological n@l that explains how new ideas,

o)

products or practices spread within a social . The theory was first proposed by

2.2.2 Diffusion of Innovation Theory (DOI)

Everett Rogers in 1962 and has sinh\\Qen applied to various fields, such as
communication, education, health, ] %Jga ing and management. According to the theory,
there are four main elemen.ts &@‘ﬂuence the diffusion process: the innovation itself, the
communication chann @ time and the social system. The theory identifies five
categories of a@q&based on their willingness and readiness to adopt an innovation:
innovatorsgﬁu opters, early majority, late majority, and laggards. Each category has

differeét:@

theMlso considers the attributes of the innovation itself, such as its relative advantage,

acteristics, needs, and influences that affect their adoption process. The

compatibility, complexity, trial ability, and observability, that can affect its diffusion

rate.’

48



The Diffusion of Innovation Theory can be relevant to digital reference service delivery in
academic libraries, which is the provision of online information assistance to library users
through various channels such as email, chat, social media, or video conferencing. Digital
reference services can be seen as an innovation that can enhance the quality, acc@ility,
and efficiency of library services. However, not all library users and staff mz@Qware of
or willing to use these services. Therefore, understanding the diff}?&d innovation
theory can help librarians design and implement effective st @s to promote and
evaluate digital reference services among different segmen@%brary population. For
example, librarians can identify the innovators and earlvapters who are more likely to
try and recommend digital reference services to %%g and use them as opinion leaders or
change agents. Librarians can also pro %ence of the benefits and outcomes of
digital reference services to persuad& early and late majority who may need more
information and assurance befo@ ting the innovation. Librarians can also address the
barriers and challenges th@ prevent the laggards from using digital reference services,

such as lack of skills Q or motivation.®

S

The innov ti&} he new idea, product or practice that is perceived as better than the
existin ﬁéatives by some individuals or groups. The characteristics of the innovation,
sum its relative advantage, compatibility, complexity, trial ability and observability,
affect its adoption rate and diffusion speed. The communication channels are the means

by which the innovation is transmitted from one individual or group to another. The

channels can be interpersonal, such as face-to-face interactions, or mass media, such as
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newspapers, radio or television. The time refers to the duration of the diffusion process,
which can be divided into five stages: knowledge, persuasion, decision, implementation
and confirmation.®® The social system is the set of interrelated units that are engaged in
joint problem-solving to accomplish a common goal. The social system caf be a
community, an organization, a nation or a culture. The structure and norm %e social

system influence the diffusion process by affecting the innovativenes;andbptability of

its members. EQ
~

Innovation Channel Social system

Fig. 2.2: D%@g of Innovation Theory
223 Marketing@leory

Marketing m@ory applies marketing principles and techniques to promote positive
social ¢ . It involves using marketing concepts such as segmentation, targeting,
pos}Bang, and the marketing mix (product, price, place, and promotion) to address
social issues and achieve behaviour change.®® Marketing mix theory serves as the
foundation for promoting voluntary behaviour change by persuasively advocating for

ideas or lifestyle adjustments that offer benefits to a specific target audience or society as
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a whole. The traditional marketing mix focuses on the "Four Ps" — Product, Price,
Promotion, and Place — as fundamental considerations for promoting a product or

service®’.

The relevance of marketing mix theory to library marketing cannot be overe ized.
The framework of marketing mix theory can be applicable to the library @ing. This
include the original 4Ps. The term product in library marketing refe&the services and
resources offered by the library. These include physical co% (books, journals,
DVDs), digital resources (databases, e-books, e-journa other services (reference
assistance, interlibrary loans). The library should identify the needs and wants of its target
audience and design its products accordingly. ample, a library can offer e-books,
online courses or digital reference serﬁ@t’? meet the demand for digital content.

Libraries must continually assess ah@nce their product offerings to meet user needs

effectively. . AQ\

Price is the cost or 3@ that the target audience has to pay or make to obtain the
library's produot.\\*('%tes to the perceived value of using library resources. The price can
be moneta& as fees, fines, or donations) or non-monetary (such as time, effort, or
incon\%%tce). The library should set the price at a level that is affordable and acceptable
for its target audience, while also covering its operational costs. For example, a library can

offer free or discounted memberships, waive fines, or provide incentives for loyal patrons.
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Libraries need to communicate the value proposition clearly — how using their services

benefits undergraduates' research activities, learning, and overall experience.

Promotion is the communication strategy that the library uses to inform, persuade, and
remind its target audience about its product and its benefits. Effective promotio cial
for creating awareness and encouraging library use. The promotion can r@e various
channels and tools, such as digital media (websites, email lists, soma@dla, blogs), print
materials (posters, handouts), events (orientation tours, work »and other channels
(contests, brochures), advertising, public relations, eve ord-of-mouth. The library
should choose the most effective and appropriate m @[o reach and engage its target

audience. For example, a library can create a cat@ogan, launch a viral campaign, host

a book fair, or partner with local influenc \@omotions should highlight unique features,

COHVCHIGHCC and relevance to LlSGI'S \%

Place is the location and dw&gtlon strategy that the library uses to make its product

available and accessﬂs@Q s target audience. Libraries must ensure easy access across all

channels. The i&*n be physical (such as the library building, branches, or mobile

units) or Véua

ensur rb‘its place is convenient, comfortable, and user-friendly for its target audience.

uch as the library website, app, or online platforms). The library should

For example, a library can extend its opening hours, offer home delivery, or optimize its

website design.
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According to an advertising consultant, “In marketing terms, a service qualifies as an
intangible product. And successful products either bring in money or generate usage and
provide benefits”®. The library service and product meets the criteria as both tangible and
intangible product that needs to attract its own market through its services to pr%e the

benefit of global access to all category of users. In marketing mix theory, @product

has three distinct levels namely: the core level, the actual level, and tl}@gmlnted level®.
Thus, in the context of library services and patronage by unde .’@ ate students, this

concept of product levels can also be applied to better und@d he value proposition of

libraries and how they meet the needs and expectations c@ir patrons.

At the core level, library services represent @(bprimary benefits that address the
fundamental information and educationa@ of undergraduate students. This includes
providing access to a wide range of" aédp ic resources such as books, journals, databases,
and multimedia materials that @m’t learning, research, and personal development. The
core level product of t @( also encompasses its role in solving problems faced by

students, such as@ng relevant information for assignments, conducting research, or

developing( cr@hinking and information literacy skills®.

Movil%%the actual level, library services are characterized by their specific features,
quality, design, and packaging, as perceived by undergraduate students. For students, the
library serves as a physical and virtual space for accessing information and academic

resources. It offers user-friendly interfaces, efficient search tools, and well-organized
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collections to facilitate ease of use and navigation. The library's design and ambiance,
including factors such as seating arrangements, study areas, technology infrastructure, and
aesthetics, contribute to creating a conducive learning environment and enhancing the
overall user experience. Additionally, the packaging of library services includes %nding,
marketing communications, and promotional activities that communicat@%ibrary's

value proposition and differentiate it from other information sources wgadémic support

services available to students®’. EQ

The augmented level of library services encompasses addi features and benefits that
go beyond the core and actual levels to enhance w{ tisfaction and usability. This
includes value-added services such as digital rel& assistance, research consultations,
information literacy instruction, interlib loan, document delivery, and access to
specialized collections or equipmeﬁ@library may also offer amenities and facilities
designed to improve convenie&éd comfort for students, such as extended hours, group
study rooms, printing c@ying services, computer workstations, and relaxation areas.
Furthermore, th.e libtary may provide virtual services and resources accessible remotely,
including nlﬁe}atabases, e-books, digital reference service, digital archives, research
guides, teractive tutorials, to accommodate the diverse needs and preferences of

stués)s in an increasingly digital and mobile learning environment®’.
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Ei&nghe Marketing Mix Theory
23 Empiriga{&iew

This secti<§gd>vs empirical literature on the dependent and independent variables and
the rel@ 1
2.3M

igital Reference Services and Library Patronage

p between them

The use of mobile reference services and the influences on the delivery of digital library

services was conducted among 253 library staff members in federal universities in south-
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south, Nigeria. The results showed that there was a significant relationship between
mobile reference services and digital library service delivery. The study made some
recommendations based on the findings, such as extending reference services beyond
library hours using mobile platforms like emails, SMS and phone calls. The sw also
suggested that the University libraries should improve their ICT infrastructu@%cilitate

the access to digital library services through smart phones and other r@gdlviceslg.

The study on the provision of digital reference services i ed Nigerian state
university libraries revealed that digital reference servi ffered in the university
libraries include instructions, guidance, informati nd research assistance and

consultation to library users. The study als&iﬁed the effects, challenges and
prospects of digital reference services h\\Qgerian. The study concluded that digital
reference services have improved iﬁ%ﬁ ion service delivery to library users in Nigerian
university libraries, but thfre @\ill some issues that need to be addressed such as low

bandwidth, slow inter@ction and insufficient support for reference librarians®.

A descriptive su@n the readiness for digital reference services in libraries in Ibadan
metropolisbl ia reported that most libraries in Ibadan have not adopted digital
referen@r&rvices due to various factors such as inadequate facilities, lack of skilled
personnel, low awareness and patronage, and poor internet connectivity. The study also
suggested some strategies for improving the readiness for digital reference services in the

libraries such as providing adequate facilities, training personnel, creating awareness and
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increasing patronage, and enhancing internet connectivity. The study recommended that
libraries in Ibadan should embrace digital reference services as a means of meeting the

information needs of their users®'.

Different empirical studies have explored different aspects of digital reference es in
academic libraries. For instance, a study on framework for developing @s andards
proposed a framework for assessing the quality of digital reference@ices based on a
literature review and a survey of librarians and users. They identi six dimensions of
quality: accuracy, reliability, timeliness, accessibility, y, and satisfaction. They
also suggested some indicators and measures for eachndinfension®. In a case study of an
online chat service at a university library, the resrs analysed the chat transcripts and
user feedback to evaluate the service perT@nce and user satisfaction. They found that
the chat service was mostly used fo'r@ and factual questions, and that the users were
generally satisfied with the i@ speed and quality. However, they also pointed out
some challenges and @tions of the chat service, such as technical issues,
communication.ba%, and lack of follow-up?®3.

A survey Of 1560”academic library websites was conducted to identify the proportion of
librari%%ducting digital reference services and to examine the characteristics of those
serké. The authors found that approximately 45 percent of the surveyed libraries
offered digital reference services, with higher proportions among larger and more

comprehensive institutions. They also examined direct links from library homepages,
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ways in which users submit questions, FAQ documents, policies, technological barriers,
and the role of institutional control®®. In the study of awareness and use of digital
reference services in academic libraries in Ghana, data was collected from digital
reference services users, heads of university libraries, heads of information teWogy,
and digital reference services librarians through a mixed method approa@e study
found that despite the use of both digital and traditional reference s@gi/there was a
preference for traditional reference in the three academic librari wever, the use of
digital reference services surged during quizzes, mid-s@te examinations, interim
assessments and end-of-semester examinations. They al@hnd that users preferred email
over other digital platforms, and that mobile ph@%were the most common digital tool

for accessing digital reference services®. \Q’b

The impact of digital reference se\@m academic libraries in Covenant University
Library explored the awar?ni@xage, benefits, challenges, and satisfaction with digital
reference services. Th s@ found that digital reference services have improved the
quality of libra@ices, increased user satisfaction, enhanced access to information
resources, an&r%hced the cost and time of information delivery. However, they also
identifie e challenges such as inadequate infrastructure, lack of training, low
aW}MSS, and poor internet connectivity’®. An analysis of online chat at an academic
library in the United States used content analysis to analyse 1,114 chat transcripts from a
six-month period. It was found that online chat was used for a variety of information

needs, ranging from simple directional questions to complex research queries. It also
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found that online chat is an interactive and collaborative process that involves multiple
types of communication acts, such as greetings, requests, responses, confirmations,
clarifications, referrals, instructions, feedbacks, closings, etc®’. The evaluation of the
criteria and problems of digital reference services from users' perspectives. Ftheria
were identified namely: accuracy/completeness, response time/tum@ time,
format/readability/usability/ accessibility/ interoperability, and &&ﬂon/feedback
mechanisms. The study identified some problems and challenges 4 lying these criteria

to different types of digital reference services®®. 0

Q

2.3.2 Library Marketing and Library Patro %Q

This section provides a detailed empirical %w on the application and practices of
marketing in the promotion of libr %ces The influence of marketing on use of
library services by postgraduate @s in two federal universities in Nigeria was carried
out through a descriptive %@y design. The study demonstrated that different services
were offered to the p@aduate students by library personnel in the university libraries
including: p @zg, literature search, current awareness services, circulation of
periodical @ntents, newspaper clippings, reference service, notification about
co@ s/seminars/workshops, among others. It was revealed that the postgraduate
students regularly used circulation of periodical contents and reference services daily. In
order to ensure the awareness of these services by the postgraduate students, marketing

strategies such as text messaging (SMS), library website, university/library bulletin,
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lecturers, notice board, newspaper, among others were adopted by the library personnel. A
significant relationship was established between library marketing and library services
provision in both UI and Unilorin; while a significant relationship was also established
between the adopted library marketing strategies and the usage of library services\by the
postgraduate students in the two federal universities. Generally, the study @hed the
positive effect of marketing on the actual usage of library service&gw'two federal
universities in Nigeria®.

Another similar study investigates the influence of library etihg on patronage among
undergraduate students in private universities in O &te Nigeria through a cross-
sectional survey research design. The results r a low level of library patronage
among undergraduate students, while t \@ service quality was rated high by the

students. There was a significant .ig&ce of library marketing on library patronage

N\
among the students!'®. (')
)

A recent survey aims identi %d analyse the marketing mix elements in medical libraries
in Iran. The study @escriptive survey method and collect data from 150 librarians

and 300 libra@

marketiniéﬁ elements for medical libraries in Iran are product, place, and promotion,

rough questionnaires. The results showed that the most important

whlk}gi'ce, people, process, and physical evidence are less important. The study also
suggested some strategies to improve the marketing mix of medical libraries, such as
offering more diverse and updated information resources, enhancing the accessibility and

visibility of the libraries, using social media and websites to promote the libraries,
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providing training and guidance for library users, improving the quality and efficiency of
library services, and creating a comfortable and attractive physical environment for the

library users!‘!.

Scholars have offered different perspectives and insights on how libraries can a to the
changing needs and preferences of their users using different mark(i/@trategies,
especially the younger generation, and how they can communicate théitwalue and services
effectively!92193104 - A recent study focused on academic libr$ d argued that they
need to adopt a more strategic and proactive approach to ing, rather than relying on
traditional methods such as word-of-mouth or passi\@ig age. The researcher suggested
that academic libraries should use data-driven t@’gues to segment their users, identify
their needs and expectations, and tailor tﬁ}@arketing messages accordingly. The study
also emphasized the importance of b@ relationships with faculty, students, and other
stakeholders, and using Ya&@&hannels and platforms to reach them!'*?. Similarly,
another study by a gro @searchers examined the case of the Taste Library, a special
library in Hong. ong, that specializes in food culture and culinary arts. They describe how
the library us@ 7Ps marketing mix (product, price, place, promotion, people, process,
and ph §evidence) to attract and retain young users in the digital era. They
highlighted how the library offers a unique and engaging product that combines physical
and digital resources, how it leverages social media and online platforms to promote its

brand and events, how it involves its staff and volunteers in creating a friendly and
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welcoming atmosphere, how it streamlines its processes to enhance user satisfaction, and

how it creates a distinctive physical environment that appeals to the senses'?.

A study of library marketing in the “Post-COVID” era discussed library marketing in
general and provides some practical tips and examples for librarians who want Qﬁ%rove
their marketing skills and strategies. The study stresses that library mark: i@ not only
about promoting programs and services, but also about building t agJ

loyalty with

users, demonstrating the library's impact and value, and advo r the library's role

and relevance in the community. Librarians were adviseg se a variety of tools and
methods to reach their target audiences, such as newsb&er , social media, websites, blogs,
podcasts, videos, flyers, posters, bookmarks, @’Qibrarians were also encouraged to
collaborate with other organizations an&@tners, to seek feedback from users and

stakeholders, and to evaluate their nﬁ@ g efforts regularly!'%4.

The effectiveness of libraxy\QgReting strategies during the COVID-19 pandemic was
explored by scholars,@g on text messages and emails as communication channels.
The authors con@ a survey of online library users at a private university in the US,
and found ag‘a&t messages were preferred over emails for receiving library updates,
remin%@and tips. The authors also suggest that text messages can increase user
engagement and satisfaction with library services'®>. This was supported by another
survey'® which reported the use of text messaging for academic library services in

Kuwait. It found that text messages were widely used and accepted by library users, and
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that they had a positive impact on user awareness, satisfaction, and loyalty. The survey
also identified some challenges and recommendations for implementing text messaging
services in academic libraries. On the contrary, an examination of the preferences and
behaviors of library users in the UK and the US reported that email was still %most
preferred method of communication for library-related information, follow@ace-to-
face and phone. The study also argued that text messages may not be rgb'for complex
or sensitive information, and that libraries should consider the c% d purpose of each

communication channel'?’.

An exploration of how digital marketing tools can b@&o promote library services in
the modern era was carried out in which the au@’Qrgued that libraries need to adopt a
customer-centric approach and use Vario@ne platforms and channels to reach out to
their potential and existing users.'%@ udy also provided some examples of digital
marketing tools such as soc1a @Qa email, webinars, podcasts, blogs, etc. and how they
can be used effectively @arles The article is both relevant and timely as it addresses
the challenges and émtles faced by libraries in the digital age. The author provides a
comprehe si@wlew of the concept and benefits of digital marketing for libraries and
suggest e strategies and best practices for implementing it. However, some
limMns and gaps that could be improved or addressed in future research were
identified. For example, there was no empirical evidence or data to demonstrate the
impact or effectiveness of digital marketing tools on library services or user satisfaction.

Also, there was no discussion of the challenges or barriers that libraries may face when
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adopting or implementing digital marketing tools, such as budget constraints, technical

skills, ethical issues, etc.!%8

Researchers in the field of library science have investigated the marketing strategies and
challenges faced by librarians in a state university library in Nigeria®’. The st sed a
survey research design to collect data from all the librarians in the li @hrough a
structured questionnaire. Findings of the study revealed that user 31&1 studies, books,

interlibrary loan services and improved borrowing privileges a% revalent marketing

strategies used by the librarians. It also identified u % internet connectivity and

inadequate funding as some of the major challeng%to effective marketing of library
products and services. The study recommende&se of ICT and social media tools,
teaching of innovative marketing concep&@ principles in Nigerian library schools and

aggressiveness on the part of librariﬁ{&

A systematic literature ana@yrovided a detailed review on the use of marketing
concepts in library se ‘Qs\, focusing on the benefits, challenges, and examples of
marketing implel@gion in libraries. The authors argue that marketing can help libraries
achieve th% izational goals by identifying and satisfying customer needs, as well as
enhan@heir image and value in the society. The article is organized into six sections
inc&ﬁg misconceptions, challenges, international organizations, strategic planning,

marketing approaches, and technological opportunities. The article offers a comprehensive
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overview of the main issues and trends in library marketing, drawing from various sources

and perspectives?®.

Contrarily, a selective review of the impact of Facebook on libraries and librarians
discussed the experiences and problems encountered by librarians in using ocial
Networking Sites (SNS) to build professional presence on Facebook fo t@n‘pose of
reaching out to their users!®. In another related study of library F ook practices for
promotional activities, the study provided an in-depth insigh% rarians’ use of the
social networking site Facebook as a way to connect an te interaction with library
users. They identified 12 Facebook features used b &ans, with the creation of the
librarian’s Facebook Profile being the most in@nt feature employed'!. Lastly, the
opportunities and challenges of Big Dzﬁ@ libraries were investigated''!. The study
pointed out that libraries face new'a@ip es as they seek to determine their role in the

handling of Big Data within @anization and use it to develop services.

N\
A descriptive survey‘@?challenges and opportunities of marketing library resources
and services j @ew internet environment highlighted some of the conventional
marketing @mlques that libraries can use to promote their products and services, such as
e—r\ﬂ/&, user education, feedback mechanisms, social media, newsletters, etc. The
study suggested some innovative ways to market library resources and services, such as
creating a library brand, collaborating with other libraries and institutions, organizing

events and exhibitions, etc. It emphasized the need for librarians to be proactive, creative
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and adaptable in order to meet the changing needs and expectations of the user

community!!?.

2

However, the above findings''> were challenged by some other related studies, that

explore the practice of marketing academic libraries in developing countries!'!

~One of
the studies argued that the role of libraries in distance education has b ning in
Nigeria due to the lack of involvement of librarians in the marke and planning of
distance education programmes. It suggested that librarians ne% ool, reskill and re-
professionalize in order to provide comprehensive mized information and
instructional support for distance learners. It also@&mended that Nigeria should
increase investment in distance education and in@%rsity libraries, which are the drivers
of distance education!'?. Another study E\\@ned the role of an embedded librarian in
promoting information resources aﬂ(\ es to distance learners in Nigeria. It explained
that an embedded librarian i@rian who is integrated into the teaching and learning
process of a specific ¢ \@programme, and discussed how an embedded librarian can
use digital libra.rigtﬁmal media, online tutorials, webinars, etc. to reach out to distance

learners and Q_l}lce their information literacy skills. It also identified some of the

challer& benefits of being an embedded librarian in a digital library environment''4,

An exploratory study was carried out on the use of social networking sites (SNS) to
market and promote products and services during the Covid-19 pandemic and lockdown

period by academic libraries in Goa, India''>. An examination of the relationship between
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academic library usage and student performance and satisfaction in Goa, India was
conducted through a survey research with reference to students’ library needs, preferences,

challenges, and feedback!''®.

A similar study describes the marketing strategies adopted by the Central Unigessity of

Punjab Library in India during the Covid-19 pandemic and lockdown p ere the
c

author explains how the library used various SNS platforms such a§“Eacebook, Twitter,

Instagram, YouTube, WhatsApp, Telegram, etc. to commun% ith users, promote

library resources and services, conduct webinars and wozks !g. share news and updates,

solicit feedback and suggestions, etc. The benefit d“challenges of using SNS for

marketing purposes in the library were also ide\'@”. In line with this, the marketing

initiatives undertaken by the Indian Insti Management Ahmedabad Library during

the Covid-19 pandemic and lockdoﬁ@d was also reported!'®. Various SNS platforms

such as Facebook, Twitter, Li , Instagram, YouTube, etc. were used to reach out to

users, showcase libr@rces and services, organize online events and activities,
ut

create awareness &

etc, while g@ﬁages and challenges of using SNS for marketing purposes were also

reported
o0

Num\e(ous studied have examined the use of SNS by academic libraries to market their

ovid-19 related information, collect feedback and suggestions,

products and services during Covid-19 pandemic adopting a case study approach to

collect data from librarians or users through surveys or interviews'!'>!6&H7118 = Thege
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studies reported similar findings that SNS played a major role in marketing library
products and services during Covid-19 pandemic, and that librarians used various SNS
platforms to communicate with users, promote library resources and services, conduct
online events and activities, share information, solicit feedback, etc. Benefits Qsing
SNS for marketing purposes include increased user engagement, awarenes@%faction,
loyalty, etc. as well as similar challenges such as lack of time, resogﬁ, 1s, privacy,
security, etc. These studies raised some implications bordering o heory and practice
of marketing library products and services during Covid- @%emic, such as the need
for developing effective SNS marketing strategies, thegd for enhancing information
literacy skills among librarians and users, the 6%Qor evaluating the impact of SNS

marketing on user behaviour and outcomesy ’Qg other things!'!>-118,

The marketing techniques used in S’r@an university libraries was explored by a group
of researchers, who also ide&téd the challenges that university librarians face when
marketing their servi SQ\.\The survey was conducted among 130 academic staff
members of the lg&ies in 15 state universities in Sri Lanka and analysed the data using
.
SPSS soft ar@ results showed that library websites, user orientation seminars, notice
boards, -mail notifications were the most common marketing techniques, while
mo}ﬂe'applications, blogs and podcasts were rarely used. The study also found that lack
of networking among librarians, unawareness of library user requirements, insufficient
funds for marketing, increased cost of marketing and lack of skills in marketing library

services were the major challenges faced by Sri Lankan university librarians'!®. In
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consonance, other studies'? have also investigated the university librarians' perception on
the marketing of library services in Sri Lanka using a questionnaire survey and SPSS

analysis, while another study!'?!

, showed that Ceylon Medical Journal had a high impact
factor and citation rate among Sri Lankan journals, indicating that marketing techniques
can enhance the visibility and quality of academic publications. In contrast, @%‘[ants in
Sri Lanka had a low level of work-life balance due to various factors g&h ng working
hours, work overload, family responsibilities, and lack of sup m employers and

colleagues. This suggests that marketing techniques may @be enough to improve the

satisfaction and retention of library users and staff hey face other personal or
professional challenges!'?2. &Q

The strategies for marketing library prod@\d services in university libraries in Ghana
was explored by some researchers”&gw the aim of identifying the current marketing
practices, challenges, and.oaélities for improvement in the selected libraries. The
methodology involved @—methods approach, combining a survey of 120 library staff
and 12 semi—str.ug\' d interviews with library managers. The findings revealed that the
libraries uaﬂri marketing tools, such as social media, websites, newsletters, posters,

and w&d@

sum from management. The conclusion suggested some recommendations for

outh, but face some challenges, such as lack of funds, staff, skills, and

enhancing the marketing effectiveness of the libraries, such as developing a marketing

plan, conducting a market analysis, creating a marketing team, and collaborating with

stakeholders. These findings are consistent with the literature and offer useful insights into
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the current situation and challenges of the libraries. The study contributes to the field of
library science by filling a gap in the literature on marketing library products and services

in developing countries.!?

In a similar literature analysis, a comprehensive overview of the concept, ance,
processes, and planning strategies for marketing library and informati @ices was
provided with the intention to examine the current state of marke& in libraries and
information centres, and to propose a framework for developin% e marketing plans.
The findings of the literature analysis suggested that ma is essential for enhancing
the visibility, value, and sustainability of library a%§rmation services, and that it

requires a systematic approach that involves &is, planning, implementation, and

evaluation. The conclusion emphasiz&%e need for librarians and information

professionals to adopt a customer'@d mind-set and to apply the principles and

techniques of marketing to th&@?esm.

An examination of t@}caﬁon of four elements of marketing mix (product, price,
place and prom@ to the library sector in Sri Lanka showed that the four Ps of
marketing %gaadapted to the library sector with some modifications, and that they can
help l@s to improve their services, attract more users, and achieve their goals. It was
concluded that libraries should adopt a marketing orientation and use the four Ps as a
framework for planning and implementing their strategies!?S. Analysis of the strategic

marketing planning for services at the library of University Negeri Padang in Indonesia
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revealed that the library has implemented some marketing strategies, such as promotion,
service quality, and customer satisfaction, but still faces some challenges, such as limited
budget, human resources, and facilities. It concluded that the library needs to improve its
marketing planning by involving stakeholders, conducting market research, and eﬁuating
the outcomes'?®. Related study on academic library marketing, especially @eloping
countries examined the marketing strategies of Nigerian un1vers1ty bgdﬁ& and found
similar challenges as well as some best practices®® while anc% y!'?7 explored the

marketing of library services in Indian universities an sted some innovative

(\

Researchers'?® have examined the marketing &ies adopted by public libraries in

techniques and tools.

Nigeria and their impact on the utilizatib@ library resources and services. The study
used a descriptive survey method aﬁ@cted data from 300 library users and 30 library
staff in six public librari?s. "l%&ﬁndings revealed that the public libraries employed
various marketing tec i@such as publicity, promotion, personal selling, and public
relations, but th?%& not effective in attracting and retaining library users. The findings
also identi 16@6 challenges faced by the public libraries in marketing their products
and se ¥ such as inadequate funding, poor infrastructure, lack of skilled personnel,
and\bﬂ awareness among the public. The study recommended that the public libraries

should adopt more innovative and customer-oriented marketing strategies, such as social

media, mobile apps, outreach programs, and partnerships with stakeholders'?®
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A study on the practice of marketing academic libraries in Cameroon in the era of
information and communication technologies (ICTs) discovered that academic libraries
used both electronic and non-electronic marketing strategies, but they were inefficient due
to various challenges such as lack of funding, training, infrastructure, an%olicy
implementation. It recommended that academic libraries should adopt m@l‘ -based
marketing strategies and involve all levels of staff in the marketing processt?°. Similarly,

the challenges of marketing public library services in developing @ies were examined
w:

and some common problems were identified such as lack® reness, funding, skills,
resources, and evaluation methods. It also suggested@e possible solutions such as
advocacy, collaboration, research, training, an% vation. These studies show that
library marketing in developing countrie%@milar issues and requires similar actions
to improve its effectiveness and efﬁc@.) However, they also highlight some differences
between academic and public li@{%in terms of their target audiences, goals, resources,
and services. Therefore, i.@éportant to tailor the marketing strategies according to the

specific needs and ¢ &ristics of each type of library'°,

A recent u@lored the role of marketing in enhancing the visibility and use of
library s and resources in Nigerian academic libraries'*!. The reported that most
libr}ianzs in Nigeria have a low level of awareness and knowledge of marketing concepts
and techniques, and that they rarely apply them in their daily work. It also revealed that
librarians lack adequate skills and training in marketing, and that they encounter various

obstacles such as insufficient funds, lack of management support, poor communication,
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and negative attitudes towards marketing. The study recommended that librarians should
adopt a customer-oriented approach to marketing, and that they should acquire relevant
skills and knowledge through formal education, training, workshops, seminars, and self-
study. It suggested that library management should provide adequate funding, support,
and incentives for marketing activities, and that librarians should collabon@%th each

other and with other stakeholders to promote library services and reso&gﬁl

A systematic literature review of digital marketing and its im: small and medium
enterprises (SMEs) aim to identify the key factors, ¢ s, and benefits of digital
marketing for SMEs, as well as the gaps and futureﬁ{e ions for research. Based on a
comprehensive analysis of 51 peer-reviewed P@ublished between 2010 and 2020,
the main findings revealed that digita@eting has a positive impact on SMEs'
performance, customer engageme\@nd awareness, and competitive advantage.
However, the study also .hii@ed the challenges and barriers that SMEs face in

adopting and impleme '@gital marketing strategies, such as lack of resources, skills,

knowledge, trust regulation. It was suggested that SMEs need to adopt a strategic
approach t it arketmg, aligning it with their business objectives, target market, and
value pr ion. Recommendations include SMEs should leverage the potential of social

meXs/moblle marketing, content marketing, and analytics to enhance their digital
presence and reach. This study has great implications for the library practice in this digital

era where the library is fast losing its clienteles to the digital world'32.
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A sustainable marketing framework has been proposed based on virtue ethics, which aims
to address the socio-ecological challenges facing humankind®. The research argued that
virtue ethics can help marketers to align their actions with the common good, rather than
with self-interest or utilitarianism. It also suggested that virtue ethics can foster a holistic
and long-term perspective on the impacts of marketing decisions, as well QQlational
and empathetic approach to stakeholders. The article provides a com ehgslre overview
of the main concepts and principles of virtue ethics, as well as so @mples of how they
can be applied to marketing practice. It offers a novel and a%ethical framework that
can guide marketers in addressing the complex and urgent,issues of our time. The authors
also acknowledge the limitations and challe%gbof implementing virtue ethics in
marketing, such as the lack of consensus @%ﬁnition and measurement of virtues, the

potential conflicts between differentg&ﬁs, and the need for contextual and situational

N\
%

A study on the relatio l\@etween marketing activity, economic efficiency and social

judgment?®.

well-being?® pr?g\' a conceptual model that links these three variables and test it
empiricall u@ata from 114 countries. The main finding is that marketing activity has
a positi ct on economic efficiency, which in turn has a positive effect on social well-
beingyAhe study also found that the effect of marketing activity on social well-being is

mediated by economic efficiency.
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An exploration of the useful overview of the challenges and opportunities for marketing
library services in Nigeria was carried out over a decade ago. The survey contributed to
the literature on library management and marketing in developing countries'?,
Specifically, the study examined the problems that hinder the effective marketing of
library services in Nigeria, using a survey of 120 library users and 60 library@rom SiX
academic and public libraries. The study identified several fac&ghd affect the
marketing of library services, such as lack of awareness, i @ate funding, poor
>

infrastructure, low staff motivation, competition from otl@ ation providers, and

lack of user feedback. The study also suggested so@trategies to overcome these
problems, such as creating a marketing plegbnducting user needs assessment,

improving service quality, promoting\'@ services through various channels,

collaborating with stakeholders, and g@ting the impact of marketing activities'*>.

Other earlier studies have al éplored similar or related issues in Nigeria or other

developing countries§ r example, a study was conducted on the marketing of
an

information prodgl&

libraries lacked a formal marketing plan, budget, and staff training. It also recommended

services in Nigerian university libraries, and found that most

some m s to improve the marketing of library services, such as conducting market
reséwh, segmenting users, developing a marketing mix, and monitoring customer
satisfaction!34. Similarly, an investigation of the factors affecting the use of electronic
information resources in Nigerian academic libraries identified some challenges such as

inadequate funding, poor infrastructure, low awareness, and lack of skills. It suggested
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some solutions such as increasing funding allocation, upgrading facilities, creating

awareness campaigns, and providing training for users and staff'3°,

A doctoral research on the use of social media as a marketing tool for university libraries,
focused on the attitudes and motivations of undergraduate students. The study c ted a
survey of 600 students and 12 librarians from six universities in Nigeria lyzed the
data using descriptive statistics and factor analysis. The main ﬁndi@g‘[ﬁe article are
that students have positive attitudes towards social media mar libraries, and that
their motivation for engaging with such marketing is i d by four factors namely:
information, entertainment, socialization, and persQQli ation. The study provided a
valuable contribution to the literature on libra eting, as it addressed a gap in the
empirical research on social media ma&{% in academic libraries, especially in the
African context. The researchef@ offered some practical implications and
recommendations for library Xgers and marketers, such as creating interactive and
user-friendly social medi \}atforms, providing relevant and timely information, and

tailoring the contg\'n%the needs and preferences of the target audience.*
[ ]

N

The use eting techniques has been linked with the provision of electronic
resour%rbt the library'3*. A study explored the marketing strategies and techniques used
by the Indian Institute of Technology (IIT) libraries to promote the use of electronic
resources among their users. It described the various methods and tools used by the library

to promote its electronic resources, such as web pages, newsletters, brochures, posters,
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banners, workshops, training sessions, user surveys, and feedback mechanisms. The study
collected data from seven IIT libraries through a questionnaire, personal visits, and
discussions with the librarians, and also obtained usage data from publishers. It found that
the IIT libraries subscribed to over 15000 e-journals, e-books, databases, and_other e-

resources, and used 27 marketing techniques to increase the awareness and @gof these

resources.!33 ’\(J

The author also analyzed the usage trends and found that % ber of downloads
increased by 132% over a period of nine years, indicatin ag demand and utilization of
electronic resources. However, the author also HQQQ me fluctuations in usage in
different years, and suggested that the libraries &1 regularly evaluate their marketing
efforts, identify and remove the bottleneck@i interact with the users to ensure optimum
utilization of these resources. Thé.article provides a comprehensive overview of the
marketing of electronic rey@in [T libraries, and offers some useful insights and
suggestions for impro \\& marketing practices!*. A similar study highlighted the
importance of \yesl&es, newsletters, training sessions, and user feedback for promoting
electronic res@s at the Central University of Punjab library®®. Another study also
suggest academic libraries should use various marketing tools and techniques to

incM the awareness and usage of their electronic resources'*.

Different marketing strategies adopted by the Central Library of the Indian Institute of

Technology (IIT) Delhi to promote its resources, services and products to its users have
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also been explored!?>. The study provided a comprehensive overview of the library's
resources, such as print and electronic collections, databases, e-journals, e-books, etc., and
its services, such as information literacy, reference, document delivery, inter-library loan,
etc. It also described the various products developed by the library, such as ins%onal
repository, digital library, web portal, mobile app, etc. The study hi@ted the
importance of marketing in libraries to increase their visibility, usa%lgaﬁtreach. The
various marketing tools and techniques used by the library, such hures, newsletters,
posters, banners, exhibitions, workshops, orientation pro%ial media, etc. were
discussed. It also discussed the challenges and op c@ties faced by the library in
marketing its resources, services and products, s@dget constraints, user awareness,
user feedback, competition, etc., and co k@hat marketing is essential for libraries to

achieve their goals and to satisfy theuusers' information needs, increase their visibility,

usage and impact among their u@ d stakeholders'?>.

In line with the study @ther related studies highlighted the need and importance of
marketing for li.bgg in India. It also provided some examples of successful marketing
practices do@by some Indian libraries!*®. On the contrary, these findings were
challen %§other studies by presenting a case study of Goa University Library, which
facé}ssome difficulties and limitations in implementing marketing strategies due to lack of
funds, staff, infrastructure, etc. It also suggests some solutions and recommendations to

overcome these challenges'?’. In the same vein, a survey of the users and staff of

government undergraduate college libraries in Durgapur, West Bengal, India revealed that
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there is a low level of awareness and use of library resources, services and products
among the users and staff due to lack of computerization, technology, training, promotion,
etc. It also suggested some ways to improve the marketing of library resources, services

and products in these libraries'3®. \

N

One study found that academic libraries in India focused mostly on produ romotion,
while neglecting price and place. The authors suggested that libraries’Should adopt a more
balanced and holistic approach to marketing, taking into acc characteristics and
expectations of their target segments®. Another study @) that public libraries in
Ghana faced several challenges such as inadequate@ﬁ , lack of trained staff, poor
infrastructure, and low awareness among the @:} The authors recommended that
libraries should improve their service qué\L{Qiiversify their sources of income, enhance
their physical facilities, and increas'e@)visibﬂity through various media channels”. In
Kuwait, a descriptive study @Xvered that school libraries in Kuwait were mostly

satisfactory, except for h@motion aspect. The authors proposed that school libraries
should use more se\’gtive methods of communication such as social media, newsletters,
°

posters, and @ to promote their services and resources to students, teachers, and

parents’¥,

In %(tion, there are other studies on how library marketing mix can influence the usage
of library services and resources. For example, survey examined the impact of marketing

of library resources on the library usage of distance-learning students in Ghana. The study
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found that the marketing of library resources increased awareness and motivated students
to use them. The study also found a positive relationship between improved learning
activities and the use of library resources and services by students’!. Another study
investigated the use of the library marketing toolkit by librarians in different se% and
countries. The study found that the toolkit provided practical guidance a@ovaﬁve
ideas for library marketing and branding. The study also found th hgtdolkit helped
librarians to develop strategic marketing plans, create effective | brands, use online
and social media platforms, engage with internal and exte ﬁlolders and advocate
for their libraries**. An exploratory study on the effects@\arketmg mix on the usage of
library services towards library users' satisfacti% alaysia found that the marketing
mix had a positive influence on the usa@ rary services. The study also found that

product, price, place, and promouorg&c significant factors that contributed to library

N\
users' satisfaction'?’. (—)
S

Challenges and benefi @brketing libraries in Nigeria have been identified’!. Some
librarians may Eegi\t%r misunderstand the concept of marketing due to their professional
ethics or lac® awareness. Also, some libraries may face financial or technical
constrai%%t limit their marketing efforts. However, in spite of these challenges,
maﬁ&j'ﬁlg libraries can bring many advantages, such as increased visibility, patronage,
funding, advocacy, collaboration, innovation, and quality. Therefore, librarians need to
embrace marketing as a vital tool for enhancing their services and achieving their goals. In

line with this submissions, other researchers have also emphasized the need for marketing
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library services in academic libraries in developing countries in the era of information and
communication technologies (ICTs). They argued that marketing is a tool for survival in
the 21st century and suggested various media that can be used to market library services
effectively. They also highlighted some of the benefits of marketing library servicks such
as increased user satisfaction, loyalty, awareness and feedback'%. er, the
implementation of marketing strategies in academic libraries in dev opgglcountries in
the era of ICTs was analysed!?’. It was reported that several elec @and non-electronic
marketing strategies are used by these libraries but they ar@fﬁ ient and there is a need
for exploitation of more technological means of marke@lt also identified some of the
challenges faced by academic libraries in market%@elr services such as lack of training,
policy implementation and evaluation. y thus recommended that current ICT
trends be adopted in marketing of g&mic libraries and that working documents be

implemented in an all-inclusive @g—&r to include staff at all levels'?.

The challenges and op 0@&65 of library marketing in the digital age have been well
researched'#!. dey argued that libraries need to adopt a hybrid approach that
combines %a@l and digital strategies, such as print materials, social media, websites,

and m&b’@

can}a}gns and best practices'*!. In support of this finding, a survey of library users in

pps. The author also provided examples of successful library marketing

India found that users preferred a mix of traditional and digital services, such as books, e-

books, journals, databases, and online chat. The authors suggest that libraries should tailor

their marketing strategies according to the needs and preferences of their users®.
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Meanwhile, another study on the use of social media by academic libraries in Kuwait
found that it was not effective in reaching or engaging their users. The authors argued that
libraries should focus more on improving their website design and usability, rather than

investing in social media platforms that may not suit their context or culture’!. *

2.3.3 Digital Reference Services, Library Marketing and Library Pa
The expectations of users vis-a-vis innovative strategies that (ﬁ{i enhance their

patronage of libraries was explored through a descriptive surva% d and a population

of 220 librarians in twelve university libraries in Ni he findings revealed that
providing Open Access database, raising user a neSs of available Open Access
Resources and acquiring e-resources that allo iple and simultaneous access were

O

ranked high as the current expectations o‘@s. Also, digitizing the bibliographic tools;
as well as offering wireless acc'e@ plug-in points for laptops were ways of
implementing user centered &l@ies. Making available Internet facility, storing library
resource content on 1 a@wers and integration of SDI were the accepted market-
oriented approgc@or retaining readers. The technology-based strategies included
increasing  co r laboratories in libraries, and giving users free, unlimited Internet
access iﬂ&%ﬁes. Catering for these highly rated needs of library users may serve as
inno\gtive strategies to satisfy library patrons. This is consistent with Keller's principle
that a highly satisfied customer generally stays loyal longer!'4.

A survey research design was used to examine electronic marketing of library resources

and students patronage in university libraries of Akwa Ibom State of Nigeria, with a
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population of 2016 registered library users and 604 participants from four university
libraries in the State!'*?. Findings showed that the libraries were yet to effectively explore
the opportunities presented by web 2.0 and other emerging technologies to market their
information resources. Website, email and Facebook accounts are available in the\library
but they are not used for marketing of resources. This study demonstrated th@nability
of the university libraries to explore the unlimited opportunities p@(ﬁyby the new
technologies in marketing of information resources may adver fect patronage, as
several library users were unaware of the library's existing %ns and services'#.
Students’ patronage of library services in the Univ@r of Uyo main library was
investigated in relation to library environmen%%tors”. The study focused on five
factors: library aesthetics, library lig%’arary ventilation, library spacing, and
students’ patronage of library serviqes{%g a descriptive survey design with a population
of 150 students from the depart%ét?\fpetroleum engineering. The findings demonstrated
that library environmenta@rs have a significant influence on students’ patronage of
library services in t Sin library. It was suggested that library administrators should
provide adeq(:[ei%;l&

students’ E action and usage of library resources.

ng, ventilation, spacing, and aesthetics in the library to enhance

Thésst of how demographic factors affect the library patronage by the undergraduate
students at universities in South West Nigeria through a survey research design revealed
that the demographic factors have a significant impact on the library patronage. The

respondents expressed their desire for improvements and innovations such as high speed
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internet facilities, the implementation of artificial intelligence and robotics, increased
access to more databases such as Scopus and Web of Science, and updating the library
with current information materials that include both print and electronic materials. The
obstacles and factors that deter library usage are insufficient and non-f%ﬁonal
workstations, poor networks and outdated collections'*? OQ

A recent survey examined the non-patronage of library resources and {V by students
at Federal University Lafia. The findings of the study revealed t e is low patronage
of library resources and services by respondents of the @, hich has a significant
effect on the students themselves. Poor staff / user re@nship was one of the factors
responsible for the non-patronage'’. Also, an e)@a?ion of the behaviour of librarians
and how it affected the usage of librar)\\ﬁ%s by undergraduate students in private
universities in Lagos State was condle'%using a survey method. The results showed that
the students rated the libra%éa\highly in terms of interpersonal relationship,
professionalism, and per@ and image. The results also showed that there was a
significant relations ipgween the librarians’ attitudes and the library patronage by the
students in pr@i ersities in Lagos State. The research concluded that the attitude of
librarian;l‘éan important impact on the library patronage in private universities in Lagos
Stak{‘/@

Research has identified several other factors influencing library patronage in Nigerian
universities. A study on impact of e-marketing on the use of library resources,

highlighting a gap in the effective utilization of web 2.0 technologies for promoting
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library collections. The findings indicated the underutulisation of digital platforms such as
websites and social media led to a lack of awareness among students about library
resources and services resulting in low patronage. This implies that e-marketing has the
potential to enhance library patronage in university libraries if properly harne§sed'#.
Similarly, an exploration of the demographic determinants of library use,@ed that
factors such as age, gender, and level of study significantly inﬂuen&lg‘dy patronage
among undergraduate students. The identified the need for s @ed marketing and
service provision that address the diverse demographic pr@%e student population.
This could involve targeted communications and serv@that identifies with different
user groups, thereby increasing library patronage%.(b

A recent study conducted at the Universit focused on the physical environment of
the library by examining how aesthetiesylighting, ventilation, and spacing affect students'
patronage of library services. &audy revealed that environmental factors have a
significant impact on stud@\%atronage, suggesting that a conducive library environment
is crucial for attracti gQi retaining library users. This aligns with the broader literature
on the imporé%&%i

empirica}g@ence was provided from Afe Babalola University, Ado Ekiti, examining the

brary spaces in supporting learning and research activities'¥’. An

rol&qt/z‘brary resources in supporting academic pursuits. Findings from the study pointed
out that undergraduate students mainly patronise the library for various purposes including
examination preparation, research, and personal development, with a regular but focused

use of the information resources. The finding also identified the absence of challenges
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such as power shortages or inadequate materials, which contrasts with the other studies
that identify barriers to students' patronage of the library!'#®. It is evident from these
findings that library patronage is influenced by a complex alignment of different factors
among which are marketing strategies and availability of resource and services. *

A recent empirical research focused on identifying the challenges encounter@vvorking
undergraduates in the use of library services in Nigeria, with the&i developing
specific strategies to improve their engagement. Using a descri rvey method, the
study found that demanding work schedules, limited time@%pus, among others are
the major obstacles to library patronage among the w%g students. In spite of these
challenges, there was a clear desire for library s&bs that cater to the students' special
needs, including options for remote acce \@orking students showed a preference for
receiving e-books via email and, *Vailability of librarians through a dedicated
WhatsApp contact, and the use &%@\}bots for handling their library inquiries!#.

Another empirical study i;@gated library patronage at Valley View University using a
descriptive survey. '@tudy showed a high level of awareness of library materials
among facult@ents, such that both print and electronic journals appeared to be the
most re%@ed resources, while textbooks was the most consulted resources!’®. A
deﬁ(&le survey explores the correlation between the perceived usefulness of online
public access catalogs (OPACs) and their patronage by undergraduate students in South-
West Nigeria, sampling 1,527 students. It revealed that perceived usefulness significantly

151

influences OPAC patronage among the students'”'. This study demonstrated the
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significance of the perceived value of library services in determining the patronage of
such services.

A review paper looked into factors that enhance library patronage among undergraduate
students at Federal University, Oye-Ekiti. Among other things, the review identified many
factors such as up-to-date resources, staff attitudes, and internet facilities @ting to
library patronage among FUOYE undergraduate students. The study 'npgided customer
care services as a crucial factor for increasing library patronage the students!>. A
comparative study examined students' patronage at the aca(@c braries of two Nigerian
universities, FUTO and EEU. The study assessed th&ge patterns, discovering the
factors influencing library patronage!. b’bQ

An empirical examination was carried o@dy the influence of user satisfaction on
library patronage among postgrad students at Ladoke Akintola University of
Technology, Ogbomoso. A s&éﬁ\an‘t correlation was discovered between library
patronage and user satisf@ which implies that the more satisfied the users are, the

satisfaction a patronage if the library services are enhanced to meet the needs of

more they patroniz;@library. Therefore, there is a likelihood of increase in user
the studeﬁ . . Another quantitative research explored the relationship between library
en%&ental conditions and the patronage of public university libraries by
undergraduates in Delta State. It was discovered that there was low patronage of resources

and services by the undergraduates, despite their satisfaction with the design of their

libraries!>?.
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A descriptive research investigated the awareness and patronage of library reference
services among undergraduates at Adeyemi College of Education. The findings identified
a lack of knowledge about specific services like SDI and digital reference in spite of the
general awareness of reference services among the students. Consequently, it%)mes
necessary to improve reference services and staff relations to boost libr@tronage
among the undergraduate students'*. A cross-sectional assessment of&g&bbnage of the
academic library among students at Federal Polytechnic Ilaro; % led a low rate of

library usage compared to the student population, exce;@th a few increase during

examination periods'®’. Q

3
24 Conceptual Model @%

The following diagram is the conceps&nodel developed by the researcher to guide this

N\
study. The model is further exp gan Figure 2.4.
| \@\
S
S
O
¥
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Independent Variables (IV)

Digital Reference Service
Synchronous
Asynchronous )
Dependent Variable (DV)
Frequency of Digital
Reference Service Hol
Library Patronage
Library Marketing Ho3 Expectations
Product Perceived performance
Pri Satisfaction
rice
Ho2
Place
Promotion

Figure 2.4: Model of Digital Reference Service, Library Marketing and Library
Patronage

The conceptual model, Figure 2.4, shows the influence of independent variable on
depend€nt variables of the study. There is one dependent variable (library patronage) and
two independent variables (namely, digital reference service delivery and library
marketing). The dependent variable which is library patronage is measured by

expectations, perceived performance and satisfaction. The other two independent variables,
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that is, digital reference service delivery and library marketing are expected to contribute

to the library patronage in academic libraries.

The indicators of digital reference service delivery as shown in the model include
synchronous, asynchronous and frequency of digital reference services. The co s for
measuring library marketing include product, price, place and promoti(}@shown in
Figure 4, all the two independent variables can independently inﬂé&ibrary patronage
as indicated by the arrows and labelled Hol and Ho2. %mse, when the two
independent variables are combined together, they co jointly influence library

patronage, which is labelled Ho3 in the diagra 11 these relationships form the

hypotheses formulated for the study. ’bb

N
2.5 Summary of Reviewed Lit?]&ﬂ%
N

A detailed review of literature on@ependent and independent variables was carried out.
Reviewed articles were ret’dQ\d from search engines, scholarly and academic databases
such as Google Schol}téoquest, Eric database, and others. The review was divided into
conceptual re@re various concepts relating to the study were generally explored
with deﬁ@ns from scholars’ perspectives; theoretical review which looked at the
Vari%%eories relating to each of the variables of the study. And the empirical review
which looked at what other researchers have reported on each of the variables of the study.
Conceptual review was provided for library patronage, digital reference services, and

library marketing. Perceptions and definitions of the dependent and independent variables
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with their sub-metrics by various scholars in the field of library science and related
disciplines were extensively reviewed. This was done to situate the present study within
the context of previous research in library theory and practice.

Library patronage, as shown in the literature, is influenced by a many factors&ging
from demographic characteristics of the library users to the quality and re@ﬁ of the
library's collection. It also encompasses user satisfaction and frequ&)geﬂlibrary use,
which are critical sub-metrics that provide understanding into th tiveness of library
services and resources. Digital reference services, on @%r hand, represent a
revolutionary shift in how information is accessed an@seminated. This independent
variable reflects the evolving landscape of libra&(b\rices, where virtual assistance and
online resources have become increasin ount. The efficacy of these services is

often measured through user engag t levels, response times, and the accuracy of

N\
%

Library marketing is a t@igﬂiﬁcant element that shapes the perception and utilization

information provided.

of library serviceg&ective marketing strategies can significantly enhance visibility and
user engage t\hereby influencing library patronage. Scholars have explored various
marketi nnels, from traditional print media to dynamic online platforms, assessing
theMact on user awareness and library image.

The theoretical review was dedicated to relevant theories to underpin each of the variables.
The expectancy disconfirmation theory (EDT) was used to underpin the dependent

variable (library patronage), the diffusion and innovation theory (DOI) was used to
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explain the digital reference service delivery while the marketing mix theory was used for
library marketing using all the four components of 4Ps (product, promotion, place and
price) to relate to library marketing. As reviewed, the Expectancy Disconfirmation Theory
(EDT) offers a robust lens through which user satisfaction can be examined. Acc@g to
EDT, users form certain expectations about the library services, which, @Q met or
exceeded, result in satisfaction and continued patronage. Converselygif g\elservices fall
short of expectations, dissatisfaction may lead to decreased usages Q

The Diffusion of Innovations Theory (DOI), on the other h. %des insights into how
digital library services can be adopted and utilized by @arget audience. DOI suggests

N

that the adoption of innovations, such as digital refefénce service delivery, goes through a
series of stages from knowledge, persua\@ision, implementation, to confirmation.
By understanding these stages, librarﬁn tailor their digital reference services to better

an%&(c?}rage adoption.

meet the needs of their users

Furthermore, the Mar t@ﬁx Theory, with its 4Ps (Product, Promotion, Place, and
Price) guides t{le’&eglc positioning of library services in the market. The 'Product’
aspect foc seQ)} the library's services, both physical and digital, ensuring they are
relevant §of high quality. 'Promotion' involves communicating these services to
poté!@% users through various channels. 'Place' pertains to making the services accessible,
whether through a physical location or online platforms. And, 'Price' considers the cost to
the user, which, in the case of libraries, often translates to the time or effort required to

access the services.
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By integrating these theories, this study constructs a comprehensive view of library
marketing and service delivery. It recognizes that library patronage is influenced by user
expectations and satisfaction (EDT), the process of adopting new services (DOI), and the
effective marketing of these services (Marketing Mix). This theoretical triangula&l not

only enriches the understanding of library services but also provides a mul@Qpproach

to enhancing user experience and patronage. ’\Q/
Empirical studies on the dependent and independent variables aba the scientific and
academic databases. Through the literature, it was discovth t a lot of research has
been done on marketing in relation to library services &is was extensively explored.
Studies on digital reference services demons%@lat other terms such as virtual
reference services, electronic reference serwi€esyand the likes were used synonymously to
refer to digital reference service deli . This area of research was very common in
academic and university libra%%ch is the coverage of this study. As for library
patronage, the literature @trated that a large body of research have been conducted

on library usage by Qs categories of users. The usage research covers various aspects

of library res@ services.

A signiﬁ@orﬁon of this review was dedicated to the marketing strategies employed by
libﬁ@to enhance their services. This extensive body of work underscores the
importance of marketing in attracting patrons and promoting library resources. In the
digital age, the concept of reference services has evolved, giving rise to terms like virtual,

electronic, and digital reference services, all of which are employed interchangeably to

93



denote the delivery of reference services through digital platforms. This shift towards

digitalization is particularly prevalent in academic and university libraries.

The literature on library patronage is equally robust, encompassing a wide array of studies
that examine how different user groups engage with library services. These studtes offer
insights into the patterns of library usage, highlighting the factors th @ence the
frequency and nature of interactions with library resources. The rese€<\h covers an array

of topics, from the utilization of physical books and periodica adoption of digital

databases and online journals. It also touches on the_i of library outreach and

literacy programs on community engagement and the~cole” of user experience in shaping
perceptions of library value. These reviews de@ra‘[ed that libraries are not merely
repositories of knowledge but dynamic eﬁ@ that play a crucial role in the educational
and cultural fabric of society. ﬂ%ﬁ t as catalysts for knowledge dissemination,

providing access to a large m@ f information resources that cater to the diverse needs

of their patrons. QQ\

The review also @o conceptualise the entire research process and the variables of the
study with\their’sub-metrics. This was carried out with the aid of a diagram which
carefu%%utlines the dependent and independent variables showing their related
submetrics which were used to measure the variables. The conceptual review also shows

the possible relationship between the dependent and independent variables with the aid of

arrows. This further helps to derive the hypotheses for the study.
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Chapter Three
Methodology

In this chapter, the researcher outlines the methodological framework employed for the
study. The content of this chapter is systematically organised and presented uan%&arch
design, population of the study, sample size and sampling technique, in{u}gt for data
collection, validity of the research instrument, reliability of th@&rch instrument,

method data collection and procedure for data analysis. %

3.1  Research Design Q

This study adopted a descriptive survey desié’bl?s research design is considered
appropriate since the variables of interest existed and will be studied as they were.
The researcher did not manipulate a@ye variables. This research design was also used
because it allows inference to bé@ca‘, from the results, which was obtained from the field
survey. Also, the surve ;é%rc design was used for this study because it is mostly used
in educational and KQ social research as well as in the field of library and information
science resea@;\ﬁe of the major attributes of the survey method is its conformity to

quantita@search, which relies on a questionnaire as the main instrument of data

co%&.
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3.2 Population of the Study

The target population for the study comprises the undergraduate students in private
universities in Oyo State, Nigeria. The six universities in this study had a total of 12,169
students making up the population of the study. The population will also 1 e the
readers’ service Librarians in all university libraries in the private uni in Oyo

State. The population in each of the university is presented in Table 3%

A\
Table 3.1: Study population
NN
S/N  Name of Library \@M Undergraduates
O\
1 Lead City University Library Ibadan b’b\ 7369
2 Ajayi Crowther University Library, ’b 3009

3 Kola Daisi University ,Ibadan ,\%\ 1200

4 Dominican University, Ibad{ﬁ')\ 212

5 Precious Comerstor%@r%ersity, Ibadan 193
0

6 Atiba University} 186

e\
TOTAJ(>\\\ 12,169

Source: A@ic Unit (2024)
\‘,?:Z>

33 Sample Size and Sampling Technique
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The sample size for the study was determined based on Krejcie and Morgan table of
sample size determination®*. The table suggested that 373 sample size is sufficient for a
finite population of 10000. In all, a total number of 360 undergraduate students
participated in the study as shown in Table 3.2 using the Krejcie and Morgan ta&(see
Appendix II). The study adopted a multistage sampling technique to select @'ﬂple of
undergraduate students to be used for the study so as to give e\&(ﬁdhber of the
population equal chance of representation. The first stage non-probabilistic
purposive sampling to identify all the eight private univer@ it Oyo State. Thereafter,
four (4) private universities with more than 200 studer@nrolment were selected. The
selected universities include Lead City Universi%%yi Crowther University, Kola Daisi
University and Dominican University. (Qcond stage, a simple random sampling
technique was used to select und uate students in the selected universities. A
proportionate stratified randoméé%ng technique was used in order to have a sample

proportional to the size of@dergraduate students of the universities under study.
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Table 3.2: Sample size

S/N  Name of Library No of Students Sample
1 Lead City University Library 7369 224
2 Ajayi Crowther University Library 3009 92
3 Kola Daisi University Ibadan 1200 OQ 38
4 Dominican University, Ibadan 212 /\(/ 7
O\
Total 11790\\_) 360
Source: Field Survey, 2024 0 N
3.4  Description of Research Instrument beQ
Questionnaire was the main instrument us data collection for this study. The

N

questionnaire is titled — Library Patrxg , Library Marketing and Digital Reference
Services (LPLMDRS) Questionn{(%ﬁe questionnaire is divided into five sections A to

E. Section A of the question;@%was designed to capture the demographic variables of

respondents in the @i private universities. These variables include name of

university, ge d@f’ level of study, department, and faculty. Other sections of the
a%

questionna&

scaleséﬁ standardized psychometric properties, which have been widely used by

structured using the theories and the literature and by adapting relevant

researchers in various studies. Four subscales were derived from the Questionnaire

namely: level of library patronage by undergraduate students, types of digital reference

services, types of library marketing strategy, influence of digital reference service delivery
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on library patronage, influence of library marketing on library patronage, challenges
affecting library patronage by undergraduates. The questionnaire is made up of open-

ended and Likert-type questions and is described as follows:

Section B - Level of library patronage by undergraduate students: This scaQ%qtains
three different sub-scales with 18 items to measure the level of library @e among
the undergraduate students. The expectations subscale contain d&\items, perceived
performance (6 items) and satisfaction (6 items) all measured our point likert scale
using SA (Strong Agree) =4; A(Agree)=3; D(Disagree)=2; ong Disagree) =1. All the

questionnaire items were adapted from the 1iterature6.Q

Section C - Types of digital reference seryiceSy¥[His section measures the mode of digital
reference service delivery with synchrono s\hethods (4 items) and asynchronous methods
(5 items) measured on a fouK&@r scale of Very Readily Available=4, Readily
Available=3, Not Readily @%622, Not Available=1. The Frequency of digital reference

service delivery subsc&b& measured on a five-point scale using Daily=5, Weekly=4,

Monthly=3, lt'aj@[\! ever=1.

Section ;bbypes of library marketing: This section of the questionnaire contains 24
ite&&ided into four subscales namely Product, Price, Place and Promotion with six
items each measured on a four-point scale of SA (Strong Agree) =4; A(Agree)=3;

D(Disagree) =2; SD (Strong Disagree) =1.
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3.5  Validity of the Research Instrument

Validity demonstrates the extent to which data collected covers the definite area of
research®. This study, therefore, employed the content validity method for the instrument,
in which the questionnaire was revised, scrutinised and corrected by the project Visor.
Also, other experts in the field of library and information science a sed the
questionnaire to validate its contents. The corrections and sugéf\ms made by the

assessors were effected by the researcher, before it was ﬁ% ministered on the

QO

3.6  Reliability of the Research Instrument be

respondents.

Apart from the validity, the reliability c{@‘besearch instrument was carried out to
determine the internal consistency,&he instrument. Therefore, 20 copies of the
instrument was pretested on a s{@ respondents outside the study population, using
undergraduate students of .I@African University, Lagos from which a Cronbach Alpha

was generated for the\b.lment with a coefficient correlation of alpha = 0.89.
3.7 Meth@a Collection

Data @mn was conducted through the use of a structured questionnaire designed
spe&ifally for the purpose of this study. The structured questionnaire was administered to
the undergraduate students in the selected private universities in Oyo State. This exercise

was done personally by the researcher with the assistance of some trained research
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assistants and some staff members in the study areas, who helped in the distribution and

collection of the questionnaire.
3.8  Method of Data Analysis

Data obtained through the questionnaire was coded and subjected to analysi@ the
Statistical Package for the Social Scientists (SPSS wversion 26.0 a@JQve). The
researcher applied both descriptive and inferential statistical @ﬁs on the data.
Descriptive statistics such as frequency counts, percentage, m%d standard deviation
presented in tabular form was used for the research@ s 1 to 4. The inferential
statistics like linear regression and multiple regres;@vas used to test the hypotheses to
determine the relationship between the depend% d independent variables of the study.

Pearson Product Moment Correlation an %’w:was used to analyse hypotheses 1 — 2, while

multiple regression analysis was 1@ othesis 3.
N
¢

x@b
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Chapter Four
Discussion of Findings and Results

This chapter deals with the analysis and interpretation of data in the study. The analysis
and interpretation of data include the questionnaire response rate, dempgraphic

characteristics of the respondents, analysis of research questions, researn{hjgtheses as

4.1 Questionnaire Response Rate 0 E

well as discussion of findings.

The response rate of the questionnaire distributed is pres@i in Table 4.1 below.

Table 4.1: Questionnaire response rate be

S/N  Name of Library @ple Return Percentage (%)
1 Lead City University Library ,\% T 224 202 62.0

2 Ajayi Crowther Universit@ \ry 114 104 32.0

3 Kola Daisi University an 15 13 4.0

4 Dominican Uni@y, Ibadan 7 7 2.1

VAN
Total (.:\\A 360 326 100.0

Source:ﬁﬁﬁn‘vey, 2024

A m&l 360 copies of the questionnaire were administered to undergraduate students in
private universities in Oyo State out of which 326 copies were duly completed and
returned and were founded valid for analysis. This represents a total of 90.5% response

rate as revealed in Table 4.1.
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4.2  Demographic Characteristics of Respondents

The distribution of the respondents according to demographic variable is presented in
Table 4.2.

Table 4.2: Demographic variables of respondents

~\
Variable Frequency PeraQ‘aée (%)
&N
Gender of respondents ( \)
Male 93 ’\ 28.5
Female 233 %0 71.5
Total 326 0 100.0
N
Age of respondents N
15-20 years b’b&z 19.0
21-25 years \Q'b 193 59.2
26-30 years ,\S\ 71 21.8
Total (_)\ 326 100.0
o\
Level of study of responde \t \Z
100 Level QQ 17 5.2
200 Level \% 70 21.5
300 Level 0 133 40.8

400 Levybb' 89 27.3
500{& 13 4.0

600 Level 4 1.2
Total 326 100.0
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Table 4.2 shows the distribution of demographic characteristics of the respondents. The
gender distribution of respondents shows that, majority 233(71.5%) were female, while
the remaining 93(28.5%) were male. As regards the age range of respondents, it shows
that majority 193(59.2%) who are within the age range of 21 and 25 years constitited the
highest number of the respondents and followed by 71(21.8%) that are be@&the age
range of 26 - 30 years, while, 62(19.0%) of the respondents were betv@gﬂﬂage range of
15 — 20 years. It implies that majority of the undergraduate st are young adults.
Analysis on Department/School of respondents indic@ that 37(11.3%) of the
respondents are in Accounting Department, 26(8.0% @n Public Health Department,
23(7.1%) are in Mass Communication Depart (6.1%) are in English Language
Department, 18(5.5%) are in Library an@tion Science Department, 16(4.9%) are
in Computer Engineering Departmen Nursing Department respectively, 13(4.0%) are
in Civil Engineering Departm%qaa\i Medicine and Surgery Department respectively,
11(3.4%) are in Law D. ent, Physics and Sociology Department respectively,
10(3.1%) are in H &Nutrition and Dietetics Department, 9(2.8%) are in Biology
Department, @n ental Health Science and Microbiology Department respectively,
8(2.5%) Radiography Department, 6(1.8%) are in Behavioural and Social Science
Dep{t/zént, Electrical and Electronic Engineering and Medical Laboratory Science
Department respectively, 5(1.5%) are in Agricultural Science Department, Architecture,
Chemistry, Mathematics and Pharmacy Department respectively, 4(1.2%) are in Business

Administration Department and Physiotherapy Department respectively, 3(0.9%) are in

119



Mechanical Engineering Department, and 2(0.6%) respondents are in Computer Science
Department, Criminology and Security Studies, Software Engineering and Surveying and
Geoinformation Department respectively. The distribution according to level of study of
respondents shows that majority 133(40.8%) of them were in 300 level, 89(27.3%re in

400 level, 70(21.5%) are in 200 level, 17(5.2%) are in 100 level, 13(4.0%) a@ 0 level,

&
O

There were three research questions and three hypotheses’ formulated for this study in

while only 4(1.2%) of the respondents are in 600 level.
4.3 Presentation of Research Questions

order to achieve the set objectives. Answers to&bresearch questions and hypotheses

are provided below: @%

4.4.1 Research question 1: W the level of library patronage among

undergraduate students in @ universities in Oyo State?

Data in Table 4.3 exa@: level of library patronage among undergraduate students in
private universit@yo State
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Table 4.3: Level of library patronage among undergraduate students

S/N  Library Patronage SA A D SD )_C S.D
Expectations
1 I expected the library to providea 144 180 2(0.6%) - 244 509

wide variety of resources (books,  (44.2%)  (55.2%)

journals, digital media). Q*
) D 3.35

2 I anticipated that the library staff 119 201 6(1.8% S14
would be knowledgeable and (36.5%)  (61.7%)
helpful. Q

3 I believed the library would offer 127 194 @ 70) 3.37 537
convenient operating hours. (39.0%)  (59.5% (0 6%)

4 I expected the library’s online 122 19% 6(1.8%) - 336 517
resources to be easily accessible. (37.4%)

5 I anticipated that the library would 140 4(1.2%) - 3.42 518
have adequate study spaces. (42. 9% (55.8%)

6 I expected the library to organize 1@ 188 4(1.2%) 5 335 588
useful events and workshops. & %)  (57.7%) (1.5%)
Perceived Performance \

7 The library provides a wid %ety 81 223 20 2 3.17 552
of resources that meet méeds. (24.8%)  (68.4%)  (6.1%) (0.6%)

8  The library staffacg 96 210 17 3 322 578
knowledgeable and helpful. (29.4%)  (64.4%) (5.2%) (0.9%)

9 The 11bra %mg hours are 72 228 26 - 3.14 531
conve (22.1%)  (69.9%)  (8.0%)

10 The ki ’s online resources are 65 215 39 7 3.04  .636
ea access (19.9%)  (66.0%) (12.0%) (2.1%)

11 }‘glibrary has adequate study 104 213 9(2.8%) - 329 512
spaces available. (31.9%)  (65.3%)

12 The library organizes events and 59 206 53 8 297  .665
workshops that I find useful. (18.1%)  (63.2%) (16.3%) (2.5%)

121



Satisfaction SA A D SD ; S.D

13 I am satisfied with the variety of 61 232 26 7 3.06 .591
resources provided by the library.  (18.7%)  (71.2%)  (8.0%)  (2.1%)

14 I am satisfied with the assistance 69 208 46 3 3.05 .623
provided by the library staff. (21.2%)  (63.8%) (14.1%) (0.9%&

15  Iam satisfied with the library’s 78 224 21 3 3.16  .563
operating hours. (23.9%) (68.7%)  (6.4%) @Q)

16 I am satisfied with the accessibility 69 213 39 5 3.06 .625
of the library’s online resources. (21.2%)  (65.3%) (12.& (1.5%)

17 I am satisfied with the availability 84 211 - 3.16 572
of study spaces in the library. (25.8%)  (54.7% 5%)

18 I am satisfied with the events and 65 208 43 10 3.01 .675
workshops organized by the (19.9%) (63 (13.2%) (3.1%)
library.

: S

Grand mean = 56.62 56.62 10.306

O

Table 4.3 revealed the results on .the % of library patronage among undergraduate
students in private universities 1&@0 State. The expectations from the undergraduate
students on library patronag@%{red that majority of the respondents anticipated that the
library would have a&@%study spaces (x =3.42, SD=.518), they believed the library
would offer ¢ '@t operating hours (x =3.37, SD=.537), they expected the library’s
online res@es to be easily accessible (x =3.36, SD=.517), they anticipated that the
lib;{)@“ would be knowledgeable and helpful, and they expected the library to
organize useful events and workshops (x =3.35, SD=.514 and x =3.35, SD=.588)

respectively. It could therefore implies that the undergraduate students in private
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universities in Oyo State, as users of the library expected that the library should always be

readily available for use.

The perceived performance on library patronage showed that majority of the respondents
agreed the library has adequate study spaces available (x =3.29, SD=.512), d the

library staff are knowledgeable and helpful (x =3.22, SD=.578), ag e@e library

provides a wide variety of resources that meet their needs (x =3. =.552), and the

library’s operating hours are convenient for them (x =3.14, ). It could also be

inferred that the undergraduate students have perceiv rmance of the university

library and personnel and that the library has availab@esources to meet the information

N O
needas. ’bb

The satisfaction on library patronage sh % that majority of the respondents agreed that
they are satisfied with the librar§z érating hours and are also satisfied with the
availability of study space@%e library (x =3.16, SD=.563 and x =3.16, SD=.572)
respectively, they furthe %eed they are satisfied with the variety of resources provided
by the library H‘Q%satisﬁed with the accessibility of the library’s online resources (x
=3.06, SD=378 and x =3.06, SD=.625) respectively, they agreed they are satisfied with
the as@:e provided by the library staff (x =3.05, SD=.623). It could be deduce that the

undergraduate students have high level of satisfaction with the operations of the library.
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4.4.2 Research question 2: What are the most prevalent digital reference services

delivered to undergraduate students in private university libraries in Oyo State?

Data in Table 4.4 examine the most prevalent digital reference services delivered to

undergraduate students in private university libraries in Oyo State

Table 4.4: The most prevalent digital reference services ( 0

S/N  Mode of digital reference VRA RA NRA NA ; S.D
service delivery \
Synchronous
1. Phone Call Support (VOIP) 25 149 @ 84 236 .962
(7.7%)  (45.7° 0.9%)  (25.8%)
2. Al - Chat bots/ChatGPT 23 15 Q 72 76 240 942
(7.1%) %) (22.1%)  (23.3%)
3. Video Conferences 21 8 76 81 234 937
(6.4@ (45.4%) (23.3%) (24.8%)

4. Social Media ® 162 60 59 2.59 939
CH3.8%)  (49.7%)  (184%)  (18.1%)

Asynchronous . Q\

5. E-mail ’Q\ 52 195 38 41 279 865
Q (15.9%) (59.8%) (11.7%)  (12.6%)

6. Online Forgn&% 38 170 61 57 258 917
\ (11.6%)  (52.1%)  (18.7%)  (17.5%)

7. Frequently Asked Questions 29 184 62 51 2.59  .858
rb (8.9%)  (56.4%)  (19.0%)  (15.6%)

8.\&%ssion Forum 19 187 63 57 252 .847
(5.8%)  (574%) (19.3%)  (17.5%)

9. Web-based Chat 31 164 78 53 2.53 876

(9.5%)  (503%)  (23.9%)  (16.3%)
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Table 4.4 revealed the results on the most prevalent digital reference services delivered to
undergraduate students in private university libraries in Oyo State. On the synchronous
mode of digital reference service delivery, majority 162(49.7%) of the respondents
indicated that social media service was readily available for delivery (x =2.59, SD%¥.939),
and followed by 155(47.5%) that indicated Al — Chat bots/ChatGPT wa@Q readily
available for delivery (x =2.40, SD=.942). It could therefore imp&gwf the private

universities in Oyo State provide digital reference services to % duate students for

academic purpose. 0

On the asynchronous mode of digital reference servi &Very, majority 195(59.8%) of
the respondents indicated that email was readil @fbable for delivery (x =2.79, SD=.865),
followed by 184(56.4%) respondents that\}@ated that Frequently Asked Questions was
also readily available for delive %r .59, SD=.858) and followed by 187(57.4%)
respondents that indicated dl«(@\on forum was also readily available for delivery (x

=2.52, SD=.847). 1t th@@e implies that the private universities in Oyo State provide

digital reference s&es to undergraduate students.

4.4.3 Re%c question 3: What is the level of library marketing adopted by

\;é@ate universities in Oyo State?

The data represent the level of library marketing strategy adopted by private universities

in Oyo State is represented in Table 4.5
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Table 4.5: Level of library marketing adopted by private universities

S/N  Marketing strategies SA A D SD )_C S.D
Product

1 The variety of resources (books, 56 236 18 16 3.02  .651
journals, digital media) offered  (17.2%) (72.4%) (5.5%) (4.9%
by the library meets my needs.

2 The quality of the library's 54 231 25 Q Q 299  .663
resources is satisfactory. (16.6%) (70.9%) (7.7%}\ %)

3 The library regularly updates its 49 211 47 19 2.89 719
collection with new and relevant  (15.0%) (64.7%) (5.8%)
materials.

4 The library's resources are 46 218 9 8 24 3.00 .640
organized in a user-friendly (14.1%) (66 (11.7%)  (7.4%)
manner.

5 The library provides access to & 35 20 2.88 734
specialized resources that I (1 ’6(67 8%) (10.7%)  (6.1%)
cannot find elsewhere.

6  1am satisfied with the ’%\ 235 24 14 292 708
availability of digital resourc \16 3%)  (72.1%) (7.4%) (4.3%)
offered by the library @
Price ?

7 The membershlp ?bs any) 52(16.0 226 39 9 298  .625
charged by t ary are %) (69.3%) (12.0%) (2.8%)
reasonablg’ \

8 The cogts asSociated with 49(15.0 235 40 2 3.02  .546
borr materials (fines, fees) %) (72.1%) (12.3%) (0.6%)
ar g

9 THe library offers good value for 56(17.2 216 46 8 298  .642
the services provided. %) (66.3%) (14.1%) (2.5%)

10 I am aware of any charges 45(13.8 207 65 9 2.88  .660
associated with special services %) (63.5%) (19.9%) (2.8%)

Or resources.
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11

12

13

14

15

16

17

18

19

20

21

22

The library provides sufficient 46(14.1

free resources and services. %)

The cost of accessing digital 63
resources is acceptable. (19.3%)
Place

The library is conveniently 67
located for me. (20.6%)
The library’s physical 64
environment is conducive to (19.6%)

study and research.

The library's operating hours suit 49
my schedule. (15.0%)

The online library portal is easy 62
to access and navigate. (19 0%)

I am satisfied with the
availability of study spaces
within the library.

The library provides adequate {xo
facilities (computers, printers, ,\%} %)
Wi-Fi) for my needs.

Promotion

The library effect% 42
communicates it ces and (12.9%)
resources to

[ am a‘Ear(@t\le events and 39

progra rganized by the (12.0%)
lib

\Q@ ibrary’s promotional 37
materials (newsletters, flyers, (11.3%)

emails) are informative.

The library uses social media 50
effectively to engage with users.  (15.3%)
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216
(66.3%)
205
(62.9%)
230
(70.6%)
231
(70.9%)
227
(69.6%)
223
(6 0)

(15 O%{b 1 8%)

226
(69.3%)

213

(65.3%)

228
(69.9%)

223
(68.4%)

213
(65.3%)

57
(17.5%)

44
(13.5%)

23
(7.1%)

18
(5. S‘V

1;3%)

31
(9.5%)

33
(10.1%)

34
(10.4%)
49

(15.0%)

43
(13.2%)

43
(13.2%)

48
(14.7%)

7
(2.1%)

14
(4.3%)

)

10
(3.1%)

10
(3.1%)

10
(3.1%)

17
(5.2%)
2

(6.7%)

16
(4.9%)

23
(7.1%)

15
(4.6%)

2.92

2.97

.10

3.06

2.97

3.03

2.99

2.94

2.84

2.89

2.84

291

.630

708

584

.639

.629

.639

.613

.679

725

.661

710

.692



23

24

I often receive updates about 26 223 60 17 2.79
new resources and services from  (8.0%) (68.4%) (18.4%) (5.2%)
the library.

The library’s promotional efforts 31 239 36 20 2.86
make me more likely to use its (9.5%)  (73.3%) (11.0%) (6.1%)

.656

.658

services. Ay

Grand mean = 70.67 D 7067 15.811
~X
U

Table 4.5 revealed the results on the level of library marketing strategﬂidonéd by private
universities in Oyo State. The product marketing strategy s at majority of the
respondents agreed the variety of resources (books, j ournalital media) offered by the
library meets their needs (x =3.02, SD=.651), re@n nts agreed that the library's
resources are organized in a user-friendly man\& =3.00, SD=.640), and also agreed
that the quality of the library's resourcés\@atisfactory (x =2.99, SD=.663). It could
therefore implies that the private uni s in Oyo State, have good marketing strategies

of the library holdings or rey@or the library users.

The price marketing s{@& showed that majority of the respondents agreed that the costs
associated withe @\\?'A‘ving materials (fines, fees) are fair (x =3.02, SD=.546), and also
agreed tha&gﬂfembership fees (if any) charged by the library are reasonable and the
librar)Qrbrs good value for the services provided (x =2.98, SD=.625 and x =2.98,
SD=.642) respectively. It could be deduced that the price marketing strategy adopted by

the private universities in Oyo State are satisfactory by the undergraduate students.

128



The place marketing strategy showed that majority of the respondents agreed that the
library is conveniently located for them (x =3.10, SD=.584), followed by respondent that
indicated the library’s physical environment is conducive to study and research (x =3.06,
SD=.639), and followed by respondents that agreed that the online library portal is ‘gasy to
access and navigate (x =3.03, SD=.639). It implies that the undergraduat@%nts are

pleased and satisfied with the condition and place or state of the librag\

The promotion marketing strategy showed that majority of the ents agreed that the
library uses social media effectively to engage with user 1, SD=.692), followed by
respondent that agreed they are aware of the events rograms organized by the library

(x =2.89, SD=.661), and followed by reiﬁérgs that agreed that the library’s
promotional efforts make them more liw use its services (x =2.86, SD=.658). It

[ ]
implies that the private universitiese}‘@y% State have good promotion marketing strategy

that entice the user and engagQ in using the library services.

4.4 Test of Hypoﬂ&

There were th, iﬁg’ ypotheses formulated for this study in order to achieve the stated

obj ectives.&e ypotheses are presented below:

Ho'k\/ ere will be no significant influence of digital reference service on library

patronage among undergraduate students in private universities in Oyo State.
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Table 4.6: Summary of the result of the influence of digital reference service on
library patronage among undergraduate students in private universities in Oyo State.

A. Model Summary

Std. Error of the

Model R R Square Adjusted R Square Estimate

1 2317 .053 .050

12.15973

a. Predictors: (Constant), Digital Reference Service Delivery

O

B. ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 2701.016 1 2701.016  18.267 .000°
Residual 47906.358 324 147.859
Total 50607.374 325
a. Dependent Variable: Library Patronage
b. Predictors: (Constant), Digital Reference Service Delivery
° *\I
\(\\
C. Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 63.565 2.731 23.272 .000
digital reference service 256 .060 231 4.274 .000

a. Dependent Variable: library patronage
Source: Field Survey, 2024
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Table 4.6a-c presents the results of the regression analysis for the influence of digital
reference service delivery on library patronage among undergraduate students in private
universities in Oyo State. From the results in Table 4.6a, digital reference service delivery
has a positive significant relationship with library patronage among undergtaduate
students in private universities in Oyo State (R = 0. 231, p<0.05). The @ient of
determination (Adj. R?) of 0. 050 shows that digital reference servi d ry accounts
for 5% of the increase in library patronage among undergra tudents in private
universities in Oyo State, while the remaining 95% Varlat rary patronage among

undergraduate students in private universities in Oyo @ is beyond the scope of this

N\
study. ’b
O

Table 4.6b presents the results of ANO f the regression test which revealed that
digital reference service has a 's@ant influence on library patronage among
undergraduate students in Pri&%&niversities in Oyo State. This is explained by the F-
value (18.267) and 1 lue (0.000) which is statistically significant at a 95%
confidence intefva ence, the result posited that digital reference service significantly

influenced th@ry patronage among undergraduate students in private universities in

yo dSta 6
O SQ%

In hl’tion, the results of regression coefficients in table 4.6c revealed that, at a 95%

confidence level, a unit change in digital reference service will lead to a 0.256 increase in

the level of library patronage among undergraduate students in private universities in Oyo
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State, given that all other factors are held constant. On the strength of this result (Adj. R?
= 0.050, F (1, 324) =18.267, p=0.000), this study rejects the null hypothesis one (HOI)
which states that there will be no significant influence of digital reference service on
library patronage among undergraduate students in private universities in Oyo Stqﬂ

Ho2: There will be no significant influence of library marketiniﬁ\ liBrary

patronage among undergraduate students in private ities in Oyo State.

Table 4.7: Table 4.8: Summary of the result of the i of library marketing on
library patronage among undergraduate students ?\p ate universities in Oyo State.

A. Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 1872 .035 .032 12.27798

a. Predictors: (Constant), library marketing strategies

N

B. ANOVA?
Sum of
Model Squares Df  Mean Square F Sig.
1 Regression 1764.767 1 1764.767  11.707 .001°
Residual 48842.607 324 150.749
Total 50607.374 325

a. Dependent Variable: library patronage
b. Predictors: (Constant), library marketing strategies
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C. Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta ¢ Sig.
1 (Constant) 61.514 2.791 22.037 .000
library marketing
.205 .060 187 3.422 .001
strategies

a. Dependent Variable: Library Patronage

Source: Field Survey, 2024 be N
O

Table 4.7a-c presents the results of the %\&?on analysis for the influence of library
marketing strategies on library éa;\%na e among undergraduate students in private
universities in Oyo State. Er@e results in Table 4.7a, the library marketing strategies
has a positive sigm'@\elationship with library patronage among undergraduate
students in priv‘axﬂi\'versities in Oyo State, Nigeria (R = 0.87, p<0.05). The coefficient
of determinationfAdj. R?) of 0.032 shows that the library marketing strategies for 3.2% of
the in@ in library patronage among undergraduate students in private universities in
Oyo\fate, Nigeria, while the remaining 96.8% variation in library patronage among
undergraduate students in private universities in Oyo State is explained by other variables

not investigated in this study
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Table 4.7b presents the results of ANOVA of the regression test which revealed that the
library marketing strategies has a significant influence on library patronage among
undergraduate students in private universities in Oyo State, Nigeria. This is explained by
the F-value (11.707) and low p-value (0.001) which is statistically significant at\a 95%
confidence interval. Hence, the result posited that the library market@Q&rategies

significantly influenced the library patronage among undergraduatg@geds in private

universities in Oyo State. EQ

In addition, the results of regression coefficients in ¢, revealed that, at 95%
confidence level, a unit change in library marketing strategies will lead to a 0.205 increase
in the level of library patronage among unde@ate students in private universities in
Oyo State, given that all other factors are &Qonstan‘[. On the strength of this result (Adj.
R?=10.032, F (1, 324) =11.707, pZ@G), his study rejects the null hypothesis two (Ho2)
which states that there will IQ%Slgniﬁcant influence of library marketing strategies on
library patronage amo@graduate students in private universities in Oyo State.
)
O

Ho3: Th will be no joint influence of digital reference service and library

\/%rgketing on library patronage among undergraduate students in private

universities in Oyo State.
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Table 4.8: Summary of the result of the joint influence of digital reference service
and library marketing on library patronage among undergraduate students in
private universities in Oyo State

A. Model Summary

Adjusted R Std. Error of the \
Model R R Square Square Estimate
1 2872 .082 .077 11.99026

a. Predictors: (Constant), library marketing strategies, digital reference service

aY

B. ANOVA?
Sum of
Model Squares Df  Mean Square F Sig.
1 Regression 4170.860 2 2085.430  14.506 .000°
Residual 46436.514 1323 143.766
Total 50607.374 325

a. Dependent Variable: library patronage

b. Predictors: (Constant), library marketing strategies, digital reference service

Y

\,‘5Z>b
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C. Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) 58.560 3.115 18.798 .000
digital reference service 353 .066 318 5.315 .000
library marketing

192 .060 191 3.197 .002
strategies

a. Dependent Variable: Library Patronage

Source: Field Survey, 2024 \)

N\

b’b

Table 4.8a-c presents the results of the Y@E regression analysis for the combined
influence of digital reference service @brary marketing strategies on library patronage
among undergraduate students i!\cpﬁ\vate universities in Oyo State, Nigeria. From the
results in Table 4.8a, di ’@ference service and library marketing strategies have a
positive significant @nship with library patronage among undergraduate students in
private univf.i;ﬁ%vi Oyo State, Nigeria (R = 0.287, p<0.05). The coefficient of
determinat@(Adj. R?) of 0.077 shows that digital reference service delivery and library
ma%gg explain 7.7% of the variation in library patronage among undergraduate
students in private universities in Oyo State, Nigeria, while the remaining 92.3% variation

in library patronage among undergraduate students in private universities in Oyo State,

Nigeria is explained by other variables not investigated in this study.
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Table 4.8b presents the results of ANOVA of the regression test which revealed that
digital reference service and library marketing has a significant influence on library
patronage among undergraduate students in private universities in Oyo State, Nigeria.
This can be explained by the F-value (14.506) and low p-value (0.000) which is
statistically significant at a 95% confidence interval. Hence, the result posi@ digital

reference service and library marketing significantly influenced libraquﬁdmge among

undergraduate students in private universities in Oyo State, Nig%Q

In addition, the results of regression coefficients in tab revealed digital reference
service and library marketing strategies had a si{kgnt relative effect on library
patronage among undergraduate students in r@universities in Oyo State, Nigeria.
Specifically, the analysis showed that at confidence level, a unit change in digital
reference service for undergraduaté @ts will lead to a 0.353 increase in the level of
library patronage among .ur&@xduate students in private universities in Oyo State,
Nigeria. QQ\

Given that all O{Q&?ctors are held constant. Also, at a 95% confidence level, a unit
change in %ﬁl marketing strategies will lead to a 0.192 increase in the level of library
patro mong undergraduate students in private universities in Oyo State, Nigeria
given that all other factors are held constant. In addition, of the independent variables

examined, digital reference service has the higher relative effect on library patronage

(Beta= 0.318, t=5.315, p<0.05), followed by library marketing strategies (Beta= 0.191,
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t=3.197, p<0.05). This means that, there is a significant joint influence of digital reference
service and library marketing strategies on library patronage among undergraduate
students in private universities in Oyo State. It is on the strength of this result this study
rejects the null hypothesis three (H03) which states that there will be no joint inﬂ&nce of
digital reference service and library marketing on library patronage among @%raduate

students in private universities in Oyo State.

4.5  Discussion of Findings %Q

The aim of this study was to investigate digital re @ service delivery, library
marketing strategies and library patronage of ergraduate students in private
universities, Oyo State, Nigeria. Three resear&stions and three hypotheses were

addressed and the findings are further dis@ here-in-after.

Findings from the research questioé%h;ﬁrealed that the level of library patronage among
undergraduate students in .p;@luniversities in Oyo State is high. This contradicts the
previous study that Q@Ql the non-patronage of library resources and services by
students at Fedeﬁ&iversity Lafia, which revealed low patronage of library resources
and servi% respondents of the study!. The results on expectations from the
under@te students on library patronage showed that majority of the respondents
anticmted that the library would have adequate study spaces, offer convenient operating
hours, expected the library’s online resources to be easily accessible, anticipated that the

library staff would be knowledgeable and helpful, and also expected the library to
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organise useful events and workshops respectively. This implies that the undergraduate
students in private universities in Oyo State, as users of the library expected that the
library should always be readily available for use to meet their various needs. These
expectations align with a recent study that submitted that users of university libr%n the
contemporary era are expected to access up-to-date information resources a@%ices in
a fast and convenient way for their academic and research purposes. %&u&, university
libraries have to rethink their policies and adopt innovative st%@s to enhance their
services and attract more users. 0

The library building of the university is visited by users@y day for various educational
purposes (such as academic research, reading%@p study, assignment, examination
preparation and the likes); and mainly ’st the library services and services to

O

support their needs?. . 5\%

The perceived service perforn@g‘e—)}n library patronage showed that majority of the
respondents agreed the li@s adequate study spaces available, agreed the library staff
are knowledgeable Kglpful, agreed the library provides a wide variety of resources

that meet the|<' ng%s,

also be i @d that the undergraduate students perceived the service performance of the

nd the library’s operating hours are convenient for them. It could

libﬁ%% be very high to meet their information needs. The satisfaction on library
patronage showed that majority of the respondents agreed that they are satisfied with the
library’s operating hours, the availability of study spaces in the library, variety of

resources provided by the library, accessibility of the library’s online resources, and the
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assistance provided by the library staff. It could be deduced that the undergraduate
students have high level of satisfaction with the operations of the library. This attests to
the fact that the frequency of users’ patronage, the types of materials consulted by the

users during visits, and their purpose of patronage are all indicators of library u%ation

and the library effectiveness'. OQ

Findings from the present study revealed that on the synchron&mode of digital
reference service delivery, majority of the respondents indicata& ocial media service
and Al — Chat bots/ChatGPT were the most prevalent digi ference services delivered
to undergraduate students in private university librar%§yo State and was also readily
available for delivery. It could therefore be inf&fhat the private universities in Oyo
State provide digital reference services t&&@ergraduate students for academic purpose.
On the asynchronous mode of @reference service delivery, majority of the
respondents indicated that en&@%equently Asked Questions and discussion forum were
the most prevalent digi l@ence services delivered to undergraduate students in private
university libra.rigt\% yo State and was also readily available for delivery and was
readily av ilaQe))r delivery. It therefore implies that the private universities in Oyo
State provide’digital reference services to undergraduate students. This coincides with the
stuM awareness and use of digital reference services in academic libraries in Ghana,
where users preferred email over other digital platforms, and that mobile phones were the

most common digital tool for accessing digital reference services*. An analysis of online

chat at an academic library in the United States found that online chat was used for a
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variety of information needs, ranging from simple directional questions to complex
research queries. This online chat is used for activities like requests, responses,

confirmations, clarifications, referrals, instructions, feedbacks, closings, etc’.

This result suggests that university libraries in Nigeria are gradually leveragin igital
technologies to promote effective service delivery to the user com @ his is
corroborated by a survey of 150 academic library websites conductﬁ&digltal reference
services and the characteristics of those services. It was sh approximately 45
percent of the surveyed libraries offered digital reference s, with higher proportions
among larger and more comprehensive institutions. '[@ so examined direct links from

library homepages, ways in which users submit &ns, and FAQ documents®.

O

The result is at variance with a descriptivessurvey on the readiness for digital reference
services in libraries in Ibadan m{ is; Nigeria which reported that most libraries in
Ibadan have not adopteds {%gl reference services due to various factors such as
inadequate facilities, %Q skilled personnel, low awareness and patronage, and poor
internet conneah\'@{t was thus recommended that libraries in Ibadan should embrace
digital refe%gfervices as a means of meeting the information needs of their users, while
strate%%r improving the readiness for digital reference services in the libraries should

be}(in place such as provision of adequate facilities, training personnel, creating

awareness and increasing patronage, and enhancing internet connectivity’.

141



Findings of research question three revealed that the level of library marketing adopted
by private universities in Oyo State is high. The product marketing strategy showed that
majority of the respondents agreed that the variety of resources (books, journals, digital
media) offered by the library meets their needs. The library's resources are orgaw ina
user-friendly manner, and the quality of the library's resources is sat@. The
adoption of price techniques in marketing the library showed tyi\giﬁrity of the
respondents agreed that the costs associated with borrowing matesi ines, fees) are fair,
the membership fees (if any) charged by the library are re@ab e and the library offers
good value for the services provided respectively. In s1®rt of this finding, a survey of
the impact of marketing of library resources ob% ibrary usage of distance-learning
students in Ghana reported that marketiq@%rary resources increased awareness and
motivated students to use the serviqes&wing a positive relationship between improved
learning activities and the use&ﬁa\rary resources and services by students®. Another
study revealed that the .‘s&f marketing toolkit provided practical guidance and
innovative ideas fo%\bry marketing and branding. The toolkit helped librarians to

develop strat@

media pl s, engage with internal and external stakeholders, and advocate for their

libh@

The use of place technique in marketing the library revealed that majority of the

rketing plans, create effective library brands, use online and social

respondents agreed that the library is conveniently located for them, the library’s physical

environment is conducive to study and research, and the online library portal is easy to
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access and navigate. It implies that the undergraduate students are pleased and satisfied
with the condition and place or state of the library. The promotion marketing strategy
showed that majority of the respondents agreed that the library uses social media
effectively to engage with users, are aware of the events and programmes organized by the
library, the library’s promotional efforts make them more likely to use @ice& It
implies that the private universities in Oyo State have good p &M marketing
techniques that entice the user and engage them in using the li rvices. This result
establishes the place of marketing in library services whic %ﬁrmed by a study that

academic libraries should use various marketing toolsgd techniques to increase the

awareness and usage of their electronic resourcesgb

The finding is an attestation that librar?@ this digital age need to adopt a hybrid
approach that combines traditional® @gital strategies, such as print materials, social
media, websites, and mobile @ hat can help project the activities and services of the
library and thus transla @crease in patronage among the user community''. To make
these marketin% tg*gies more effective, it becomes highly imperative for libraries to
ensure their &r}ring strategies are well tailored to the needs and preferences of their
users'2. arly, to make their marketing strategies more effective, libraries need to
foc&\uﬁore on improving their website design and usability, rather than investing in social
media platforms that may not suit their context or culture!. An analysis of the strategic

marketing planning for services at the library of University Negeri Padang in Indonesia

143



revealed that the library has implemented some marketing strategies, such as promotion,

service quality, and customer satisfaction!,

The result of this study further revealed that there was a significant influence of digital
reference service delivery on library patronage among undergraduate students ifprivate
universities in Oyo State. It implies that the quality of digital reference @ elivery
enhances the undergraduate students’ library patronage and use of di reference service.
This partly aligns with a previous study on the use of mobile% e services and the
influences on the delivery of digital library services w @ucted among 253 library
staff members in federal universities in south-south, igeria, which indicated a significant
relationship between mobile reference sewices&igital library service delivery. The
study suggested the use of digital platforﬁ@e emails, SMS and phone calls, as well as

improving the ICT infrastructure to'f\' e the access to digital library services °.

&

Results of the second hypogg howed that there was a significant influence of library
marketing on library “pattpohage among undergraduate students in private universities in
Oyo State. It shpliesithat good library marketing will enhance effective library service
delivery ar@m also enhance the use of the library by the undergraduate students. This
wa c@%ra‘[ed by an exploratory study on the effects of marketing mix on the usage of
library services towards library users' satisfaction in Malaysia which revealed that

marketing mix had a positive influence on the usage of library services, while product,
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price, place, and promotion were significant factors that contributed to library users'

satisfaction'®.

Findings of the third hypothesis revealed that there is a significant combined effect of the
independent variables (digital reference service and library marketing) ibrary
patronage among undergraduate students in private universities in Oyo tt implies
that good library marketing strategies will enhance effective library ices and will also
enhance the use of the library by the undergraduate students. I% th this submission,
a survey of the impact of digital reference services o ic libraries in Covenant
University Library demonstrated that digital referenc@ ces have improved the quality
of library services, increased user satisfaction, e@ed access to information resources,

and reduced the cost and time of informat@livery”.

N
C\x\
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Chapter Five
Conclusion

This chapter presents the summary deduced from the findings of the study as reported in
the preceding chapter, conclusion of the study and make practical recommeano for

improvement. It also offers some contributions to knowledge and sugge@or further

study. 6\
5.1 Summary of Findings O E

The main objective of this present study is to investigat@ influence of digital reference
service and library marketing strategies on {&)atronage among undergraduate

students in private universities in Oyo Sta‘@)r findings of the study are summarised

as follows:
o

1. There was high level of® patronage among undergraduate students in private

universities 1 %@nte The students exhibited high expectations, perceived the
a

library per

opcra t(OIlS\'

2. '@dy found that both social media service and Al — Chat bots/ChatGPT were

e to be high, with high level of satisfaction with the library

&e most prevalent synchonous mode of digital reference services delivered to
undergraduate students in private university libraries, while the most prevalent
asynchronous digital reference services were most email, Frequently Asked

Questions and discussion forum.
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3. The study established that the private libraries often adopt different techniques for
marketing their services to the user community to promote patronage. There was
high level of adoption of these strategies.

4. There was a significant influence of digital reference service delivery Wrary
patronage among undergraduate students in private universities in O)@Qﬂ

5. There was a significant influence of library marketing on libr. pgtrdhage among
undergraduate students in private universities in Oyo Stat Q

6. There was a significant combined effect of digital %ce services and library

marketing on library patronage among un@aduate students in private

universities in Oyo State. b’bQ
(o)
5.2 Conclusion \Q

N
The patronage of library by undeﬁ@ﬁ students in Nigerian private universities has
been well established in thi.s @l‘ he level of students’ patronage was attributed to their
expectations of the 1 @ services to meet their changing needs, the perceived
performance of s‘[&ibrary services in relation to their immediate needs, and the
satisfactio e)g@gc\nced from using the library. The provision of digital reference services
such a @ media service, Al — Chat bots and email services contributed immensely to
patr&lge of the library by undergraduate students in private universities in Oyo State.
These services can enable undergraduate students and other users access the services of

the library remotely irrespective of their location within or outside the university. The

study established the importance of marketing in library patronage among undergraduate
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students. This was evident in the findings which revealed the use of various marketing
strategies by the libraries to create awareness of users to the services offered in order to
promote patronage and encourage user engagement. Therefore, it is pertinent to note that
the type of services offered and the creation of awareness through marketing strategies can
significantly contribute to the level of patronage of the library by all categor@&users in

the university community.

5.3 Recommendations %Q

The following recommendations are provided based on % gs of the study.

1. Concerning library patronage, private uniy81 libraries in Nigeria and other
libraries by extension must strive to 16 e expectation of the Generation Z
(tech savvy) users in this digital ag providing remote access to their services,

[ ]
ensuring they remain rele\@m ir user community.

2. The libraries shouf(&e&ure that effective digital reference services specifically
tailored to th@)wing needs and expectations of undergraduate students are
readil .V@\e, coupled with other resources and services to satisfy the needs of

the@rs at all time, and consequently, increasing the level of patronage.

O

x ere is need for a full adoption and integration of digital technologies in private
university libraries in Oyo State. The technological adoption should encompass the
operations and services of the library to facilitate the provision of innovative

digital reference services that can attract the users to the library physically or
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5.4

remotely. This can help private universities remain highly competitive among

tertiary institutions in this information age.

Library management should endeavour to introduce more innovative and
functional digital reference services such as the Al-chatbots, FAQs, onlifresforum
and web-based chats that can aid self-services among undergrad @d nts and
other users of the library without necessarily visiting the libnﬁg&in person. These
services can bring the users closer and more con the library, and

invariably contributing to increasing library patro

There is need to keep the users well inf@ of the available resources and
services offered by the library to me ir changing needs. Therefore, library
management need to adopt mar et@ strategies more vigorously to promote the
services and activities of tég;\%ﬁ to the user community from time to time.

Doing this will inm@e level of awareness of the users and get them more

connected and@d to the library for their information needs.

Contr{t@to Knowledge

This studyégiﬁcantly contributes to the existing body of knowledge in library patronage,

pro@ of digital reference services and adoption of marketing strategies in library

services with reference to undergraduate students in private university libraries in Oyo

State in particular and Nigeria in general. This study has also contributed significantly to

knowledge-base conceptually, empirically and theoretically.
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With specific reference to library patronage, the study was able to identify different
factors that could contribute to the patronage of library services in this technology-driven
economy including user expectations, perceived service performance and user satisfaction.
Understanding these factors provides useful knowledge for library professiohals to

facilitate higher library patronage through user-centred service delivery. OQ

Empirically, this study has contributed significantly to empirical litefature. The study has

generated and reported empirical data that can be referred to b@ hers in the field of

QO

Theoretically, the study has contributed majorly@nowledge by adapting different

library and information research.

theories to underpin the variables of this stu st importantly, the use of expectancy
disconfirmation theory (EDT) was borr wfrom the field of marketing and consumer
behaviour to explain and situatfé%w ncept of library patronage is a significant
contribution to field of libra\%%information science. Also, the use of Marketing mix for
library marketing sts@ and diffusion of innovation theory for digital reference

services were m@foretical contributions to the body of knowledge.

In practic@ﬂs study has contributed immensely to the practice of librarianship in
unbﬁl ibraries. It offers new insights into the use of innovative library services such
as Frequently Asked Questions (FAQs), Social media handles, instant messaging, emails,

chatbots and robotics; as well as marketing strategies to promote the available resources
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and services to meet the expectations of library users especially in this digital information

cra.

5.5 Suggestions for Further Studies

The present study focused on the influence of digital reference service ibrary
marketing strategies on library patronage among undergraduate stu private
universities in Oyo State. The study is limited in scope and cove ga,may not be
sufficient for generalisation. Therefore, similar study can als% rried out on other

categories of users such as postgraduate students and fac mbers. Likewise, a related

study can be conducted in public universities both feq@l ahd state universities in Nigeria.

O

A comparative study on library patronage wit ence to digital reference services and
library marketing can also be carried ou %en private and public universities on state-
wide basis and on regional b X \ hermore, with the proliferation of digital
technologies, the comprehez&% study of artificial intelligence and digital reference
services in university%%s may be very timely. Likewise, the challenges encountered

by libraries in H@patronage in this era of remote access can be investigated in both

private ano&gﬁl Nigerian universities.
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Appendix I

Questionnaire

Department of Information Management,

Faculty of Communication and Information Science, \

Lead City University, Ibadan, Oyo State, Nigeria ( 0

Dear Respondents, %

I am a master student of library and information scie@in the Lead City University,
Ibadan, Oyo State. I am carrying out a research QDigital reference service delivery,
library marketing strategies and library %’bge of undergraduate student in private
universities in Oyo State. Participg@ this survey is voluntary and all information

provided will be used strictly f«c@ademic purposes and will be treated with utmost

Qﬁ\
0\

O
SF&/’I@A: DEMOGRAPHIC INFORMATION

confidentiality.

Thank you.

Instruction: Kindly fill or tick (V') the appropriate answers in the spaces provided.

1. Name of University:
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SECTION B: Level of library patronage by undergraduate stude

Gender: Male [ ] Female [ |

. Age (inyears): 15-20[ ] 21-25[ ] 26-30[ ] 31 yrs and above [ |

Department/School:

. Level of study: 100L[ ]200L[ ] 300L[ ] 400L[ ] S00L [ ]600L N

R
(O

6. Kindly indicate the level of using the library. Please use the fi g rating scale for

your response: SA (Strong Agree) =4; A(Agree)=3; D gree)=2; SD (Strong

Disagree) =1; Q

S/N | Library Patronage t’b‘ SA A D SD
- -

Expectations QQO
1 I expected the library to provide a YV ﬁmie‘ty of resources (books,

journals, digital media). KC)\

Q
2 I anticipated that the libra[&YWould be knowledgeable and helpful.
A N
3 believed the librawv@w‘ffer convenient operating hours.
\
4 I expected ?E @as online resources to be easily accessible.
5 I antici&ﬁ\bﬁt the library would have adequate study spaces.
6 Ie 'e‘é?the library to organise useful events and workshops.
N\

Perceived Performance
7 The library provides a wide variety of resources that meet my needs.
8 The library staff are knowledgeable and helpful.
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The library’s operating hours are convenient for me.

10 The library’s online resources are easy to access.
11 The library has adequate study spaces available.
12 The library organizes events and workshops that I find useful.
Satisfaction (\
y 3

13 I am satisfied with the variety of resources provided by the library. *\( N
14 I am satisfied with the assistance provided by the library staff.

AN
15 I am satisfied with the library’s operating hours. $

(@
16 I am satisfied with the accessibility of the library’s onlinWs.
17 I am satisfied with the availability of study spaces in t@brﬁry.
A\

18 I am satisfied with the events and workshops o @Eﬂ by the library.

N

SECTION C: Most prevalent digi&rence services

Kindly indicate which.o@llowing digital reference services is most prevalent in

7.
your library. Kin%@he following rating scale for your response: Very Readily
Available=.4,&wlily Available=3, Not Readily Available=2, Not Available=1
O
S/N RA NRA | NA

M(@ofvdigital reference service delivery | VRA
02\

yichronous
\V

Phone Call Support (VOIP)

Al — Chat bots/ChatGPT
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Video Conferences

Social Media

Asynchronous

E-mail j 5
Online Forms Q

Frequently Asked Questions & I
[aN

Discussion Forum . é\)

Web-based Chat
S

10.

A4

\

Kindly indicate the frequency at whic@llowing digital reference services are
delivered in your library. Kindly @e following rating scale for your response:

Daily=5, Weekly=4, Mont@arely=2, Never=1

S/N

4 )
Frequency of digital’@ence service | Daily | Weekly | Monthly | Rarely | Never

delivery QQ

Synch?ﬁ@

Ph%MSupport (VOIP)
I

é(} Chat bots/ChatGPT

¥Video Conferences

Social Media

Asynchronous
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E-mail

Online Forms

Frequently Asked Questions

Discussion Forum

Web-based Chat

Section D - Library marketing strategy

11. Kindly indicate the types of marketing strategies i

the library resources and services by using

S
A

@

1 by the library to promote

lowing rating scale for your

response: SA (Strong Agree)=4; Aﬁg&%; D(Disagree)=2; SD (Strong

Disagree) =1; ®

S/N | Marketing strategies (_) o SA A D SD
,;\
Product o
N

1 The variety of reso@b}oks, journals, digital media)

offered by the li meets my needs.

€\

2 The quWe library's resources is satisfactory.
3

The Wregularly updates its collection with new and

Want materials.

The library's resources are organized in a user-friendly

manner.
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5 The library provides access to specialized resources that I
cannot find elsewhere.
6 I am satisfied with the availability of digital resources offered
by the library
Price f\QA\
7 The membership fees (if any) charged by the library are &/
reasonable.
8 The costs associated with borrowing materials (fines, fees)
are fair. (
9 The library offers good value for the services provide (Qg
10 I am aware of any charges associated with specméfﬂces or
resources. ®
11 The library provides sufficient freer\\'o%es and services.
12 The cost of accessing d1g1ta1 r@@@s is acceptable.
Place ‘ \Q
13 The library is conve?h@ly located for me.
14 | The librar)@‘c}l environment is conducive to study and
researc%
O\
15 {Wry‘s operating hours suit my schedule.
16 Thve,online library portal is easy to access and navigate.
17 I am satisfied with the availability of study spaces within the

library.
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18 The library provides adequate facilities (computers, printers,
Wi-Fi) for my needs.
Promotion
19 The library effectively communicates its services and Q
resources to users. ’_\Q
20 I am aware of the events and programs organised by the )
library.
21 The library’s promotional materials (newsletters, flyers,
emails) are informative. (
22 The library uses social media effectively to engage WI.Q
users. 6’6
23 I often receive updates about new resour AT services
from the library. 2‘@
24 The library’s promotional effo nake me more likely to use

[ ]
its services. $

O

&

Thankébfor your cooperation.
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Appendix 11

Table of Sample Size Determination

N S§ N S N S N S N S

10 10 100 80 280 162 800 260 2800 338
15 14 110 86 200 165 830 265 3000 341
20 19 120 92 300 16 900 260 3500 246
25 24 130 97 320 175 950 274 4000 351
30 26 140 103 340 121 1000 276 4500 351

35 32 150 108 560 186 1100 285 5000 357

40 36 160 113 380 181 1200 201 6000 361
45 40 180 118 196 1300 207 7000 364
50 4 19 1123 201 1400 302 8000 367
33 48

60 52 210 132 210 1600 310 10000 373
65 56 220 136 214 1700 313 15000 375
70 59 230 140 500 217 1800 317 20000 377

400
420
200 127 440 205 1500 306 000 368
460
480

73 68 240 144 550 225 1900 320 30000 379
80 66 250 148 600 234 2000 322 40000 3BO
85 70 260 152 650 242 2200 327 50000 381
@0 73 270 155 T00 248 2400 331 75000 382
@5 76 270 139 750 256 2600 335 100000 384

Note: “N"is Population Size
TS iz
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