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Marketing Academic Library
Resources and Services

INTRODUCTION

Marketing and outreach are the backbone of an academic library’s
advocacy. In order to advocate successfully, libraries need to de-
termine who their constituents are and how to best market their
programs and services to them.

Marketing any type of library to any group has the same overall rea-
soning as Marie R. Kennedy and Cheryl LaGuardia share in Mar-
keting Your Librarys Electronic Resources. The library must market

“...themselves and their products (services and collections) better,
because (a) we're in an economic climate in which every penny
needs to be justified; (b) along with justifying the need for re-
sources to get them in the first place, there is a heightened expec-
tation among those funding libraries that they will see a palpable
return on that investment; and (c) competition with informa-
tion-fulfillment systems outside libraries is increasing ...” (xvi).

Libraries are continually striving to meet the ever-changing needs
of their users. While a fair amount of literature exists on program-
ming and initiatives that are low-cost, bigger picture initiatives will
forever remain large expenditures. Successful marketing and out-
reach initiatives will greatly assist with securing funding for building
and operations, new technology and services, and strong collection
development and management. Further, fiscal increases generally
result from strong advocacy. It is, therefore, imperative that libraries
create a successful method for justifying their worth.

Statistics of library operations, usage, and support lend themselves
to this endeavor, but without strong participation from the com-
munity, libraries will find it difficult to advocate for more money
and resources. Knowledge of services and programs will increase the
usage of the library through in-person visits as well as online. The
academic library’s programs and services should be tailored to users
as well as the institution’s strategic plan. In general, in order to align
the library’s goals and outcomes in accordance with the institution’s,
there will need to be some level of planning and organizing around
an outreach strategy.
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Yet, questions remain as to how well academic libraries are market-
ing their services and resources to secure the most significant return
on investment. What are the roadblocks in libraries that are causing
optimal marketing and outreach opportunities to fall by the way-
side? To answer these questions, Choice, a publishing division of
ACRL, conducted a survey in May and June of 2018 to determine,
among other things, how well academic libraries are promoting
services and resources, what tactics they use, and how libraries are
structuring their staff to do so. An email invitation to participate in
the online survey was sent to 25,542 Choice audience members. An
invitation was also posted to the ACRL Marketing and Outreach
Information Group listserv and Facebook page. There were 679
respondents who completed the full survey.

This white paper reproduces the results of that survey and provides
context around academic library marketing activities by identifying
and explaining the external influences that are forcing libraries to
become more adept at marketing their resources and services. The
authors also include an analysis of the survey results and tease out
many of the top-line trends.

Supporting and Growing the Budget

While academic libraries face many challenges, the overarching issue
continues to be difficulties with budgetary constraints. Libraries strive
to provide adequate resources and services for their users. In order to
be successful, proper funding for these areas, including personnel, is

a high priority. Funding may be garnered by providing evidentiary
support that these are components of the library that must be main-
tained. Usage statistics assist in providing information to support
these initiatives. To achieve high usage of library services and resourc-
es, the library’s population must have knowledge of these areas. Strong
marketing and outreach plans can provide that information to the
library’s users as well as non-users.

The collection of statistics fuels the creation of programs and
services and provides evidentiary support for the continuance of
current library initiatives. Statistics contain detailed information
and may be used as the basis for supporting a variety of initiatives
within the academic library. For example, patron counts determine
the hours of operation, circulation statistics shape the collection,
and programming statistics assist with the development of program
initiatives. A respondent from the survey, a library administrator
working in a for-profit private institution, explained that to “justify
the existence of the library—the resources and staff” need to prove
that their contribution to student success is necessary, since “that
success fuels the institution and is the focus of every effort in every
department” in the university.

MARKETING ACADEMIC LIBRARY RESOURCES AND SERVICES
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Promoting New Services

How Berkeley College Libraries rolled out a multiplatform marketing campaign
across eight campuses to promote new online FAQ and LibChat services.

The Challenge

In 2015, the library launched Springshare’s LibAnswers, a new engagement service that
could potentially streamline information and help facilitate help and FAQ services for
students and faculty. Understandably, the libraries needed to get the word out to the
community that the new service was available. With eight campuses, each with its own
library and staff, developing an integrated campaign with a common message was an
initial hurdle. “The opportunity was the new service, but the question was how do we
raise awareness of the service and how do we do it in a way that's visible across all of the
campuses?” said Bonnie Lafazan, director of Berkeley’s Woodbridge campus library.

The Solution

While the libraries don't have a dedicated marketing and outreach team or position,
they do have a marketing committee, which, crucially, helps maintain a formal marketing
and outreach strategy for the library that remains consistent across all of the campuses.
The library also had a direct line into Berkeley’s marketing department, which came in
handy for the creative aspects of the marketing materials. Accordingly, the library’s first
step was to create a graphical sketch of what the promotional material would look like.
Those graphic treatments—which incorporated the Berkeley College color palette—
would repeat throughout a multiplatform rollout: posters, PowerPoint slides, website
banners, brochures, and bookmarks. Notably, the slides were created specifically for
instruction librarians who could promote the new service in the classroom—the perfect
face-to-face opportunity to feature library services and resources. Aside from the class-
room instruction, all of the marketing components were launched simultaneously and
carried through the spring semester.

The Results

According to Lafazan and Jessica Kiebler, director of Berkeley's White Plains campus
library, April and May saw a “huge uptick” in usage of the FAQ and LibChat feature im-
mediately following the promotion. After that, engagement never fell below the num-
bers generated by the campaign. Lafazan and Kiebler add that the whole experience
proved to them that the libraries were capable of developing and executing effective
marketing campaigns on their own. “We realized we could do things ourselves,” says
Lafazan. “The first thing we did was meet that goal of consistency across campuses, but
we have since found ways to do things ourselves and this set the tone for outreach and
marketing initiatives campus-wide.”

(Note: Bonnie Lafazan and Jessica Kiebler also contributed a chapter to The Library
Outreach Casebook, edited by Ryan L. Sittler and Terra J. Rogerson and published by
the ACRL.)
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Strategic Alignment with the Institution

A challenge to justifying proper funding for collections is the
downward trend of circulation numbers in the past ten years. This
trend is causing libraries to focus on other methods of providing
information to support the curriculum in academic institutions (Re-
gazzi 2012, 467). As the need grows to provide evidence to support
library budget requests or proposals for library initiatives, libraries
are beginning to tie programs and events to goals and outcomes that
directly correlate to the institution’s strategic plan.

The justification of resources and services is a leading goal in the
academic setting. “Given the importance attached to the strategic
plan by senior institutional managers, it is vital that libraries are able
to hook into key institutional issues when formulating their own
plans” (McNicol 2005, 508). Saunders (2015, 286) expands on this
notion by stating that “plans can offer a perspective on how libraries
are envisioning their future, and where they are planning to concen-
trate efforts and resources.”

Competition from the Open Web

Academic libraries must stay relevant to their users. The library’s
role has changed due to the internet and the evolving digitiza-
tion of print resources. The advent of the internet, smartphones,
tablets, and other information-gathering devices has allowed
patrons to quickly find needed information without having to
physically visit the library. The past ten years have seen academ-
ic libraries pare down their print collections to make room for
more collaborative and technology learning spaces in the library
and electronic resources. This is, in part, due to the downturn

of their circulation statistics. Marketing the collection to users
helps them become knowledgeable in the vast array of subjects
and formats and, in theory, assists in collection usage. As import-
ant as it is to make room for collaborative spaces in the library,
the promotion of the print collection is still necessary. There is

a missed opportunity when browsing in the stacks falls to the
wayside due to the ability to research online. Carr (2015, 831)
explains that not visiting the library hampers the opportunity

to stumble upon materials that enhance research, and “many
scholars can become inspired by visions of wandering through
vast corridors of deserted stacks and then happening on a passage
in some long-dormant volume that unexpectedly reveals a special
insight.” Yet, according to survey results we’ll examine later in
this white paper, libraries already appear to be shifting their
focus to digital resource promotion.

MARKETING ACADEMIC LIBRARY RESOURCES AND SERVICES
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Electronic resources and digitization may have led to declining print
circulation, but they have also boosted the use of electronic materials
(Regazzi 2012). Posting links to direct users to electronic resources
and library databases on social media, on blogs, and in emails helps
librarians market the library beyond its physical space. Librarians can
direct users to the library’s resources from social media platforms and
embed electronic resources and materials in an institution’s learning
management system (LMS). This offers a seamless connection be-
tween users’ online class environment and online access to the library.
Further information in the LMS about the library makes it possible
to market the library’s services and resources and reach a wider group
than the traditional on-campus user group.

Further, the advent of search engines such as Google have provided
students with the unrealistic notion that everything can be researched
online beyond the library. Google “has gained the reputation for
providing all that one needs right at one’s fingertips” and “the prob-
lem is that one cannot readily discern what is reliable and what is not
without some instruction” (Kibirige & DePalo 2000,12). This shift

in thinking has been a significant hurdle for librarians when teaching
information literacy. Just as importantly, it has created a competitive
challenge that necessitates organized marketing and outreach efforts to
remind the community the library should be the first stop.

SURVEY ANALYSIS

Profile of Survey Participants

As seen in Figure 1, of the 679 survey participants, 40% identify as be-
longing to a Doctoral university, 25% from a Master’s college/university,
16% from a Baccalaureate college, 16% from an Associate’s/ Communi-
ty college, and about 3% identify their institution as special-focused.

PROFILE OF SURVEY PARTICIPANTS

mEoctoral mMaster’s W Baccalaureate mAssocRte’s/lommunity BSpecia-focus
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About 55% represent public colleges or universities, 42% are
from private colleges or universities, and 3% from for-profit
institutions. While reference librarians make up the majority
of the participants of the survey (18%), it is worth noting

that the primary job functions of the respondents ranged
accordingly: subject specialist librarian (12%), department
heads (12%), dean of the library (12%), library administration
(11%), instructors/faculty (4%), and acquisitions (2%). Other
librarian positions noted in the comments section include
outreach, marketing, access services, collection development,
archivist, electronic resources, and cataloging.

Library Marketing and
Outreach Objectives

When asked to rank objectives of library marketing and out-
reach, respondents had reasonably similar orders of ranking.

With “1” being the most important and “7” being the least,

trends emerged across the institutions.

As seen in Figure 2, 40% of respondents indicated that “in-
creasing participation in instruction, research, and reference
services was the most important objective, while “promoting
library staff specialties and changes” were the least important.
This wide margin reinforces the notion that staff specialties
and changes do not support marketing and outreach ROI

in the same way that hard statistics from teaching informa-
tion literacy sessions do. Further, Corrall (2015, 229) states
that “the variety of responsibilities and activities assigned to
subject liaison librarians can make it hard for them to com-
municate their distinctive contribution clearly and concisely
and also make it difficult for others to fully understand the
breadth and depth of their competence” (229). This difh-
culty in conveying how knowledgeable a librarian is within
a specialty may cause libraries to shy away from prioritizing
this objective.

Additionally, it is easier to produce buy-in from the admin-
istration when showing information such as the number of
students taught in a semester rather than assessing how knowl-
edge of a library staff’s specialty increased or changed patron
usage of the library. Academic libraries administer and gather
library usage data via surveys and focus groups that demon-
strate the value of the library. Information from these research
methods guides the library’s resource and collection man-
agement to support the learning goals and outcomes of the
campus curriculum. In addition to providing insight into the

MARKETING ACADEMIC LIBRARY RESOURCES AND SERVICES
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teaching and learning occurring on campus, the research conduct-
ed by librarians also assists in communicating the library’s role in
student retention and satisfaction, thereby demonstrating value to
their institutional administrators. Almost 30% of librarians surveyed
ranked the importance and impact of the library on institutional
goals and priorities as the second most important marketing and
outreach objective for their respective libraries.

Effective marketing is made possible by knowing how and where
to reach your users. To determine this, libraries administer surveys
to the various user populations. The results help librarians conduct
highly effective marketing and, therefore, avoid wasting time and
money on superfluous initiatives. However, an astonishing 40%
of respondents to this survey stated they had not surveyed any
population—a missed opportunity to ensure effective marketing
and outreach initiatives (Figure 3).

For those respondents who have conducted surveys, the most
sought-after population in determining best practices with mar-
keting were students (36%). This trend is unsurprising since the
ways in which information is received by the student population
change frequently due to advances in social media and technology.

A CHoice WHITE PAPER
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Figure 3

When respondents were asked to select the statement that best
characterizes the outreach and marketing efforts at their library,
about 10% said their library’s marketing and outreach efforts are
“extremely well organized, follow a specific plan, and are performed
frequently.” However, about 78% of respondents are generally not
following an organized plan (Figure 4). Without a formal plan in
place, the library may have limited ability to provide measured
values to their administration.

Select the statement that best characterizes the outreach and marketing RESPONSES
efforts at your library.

The library's marketing and outreach efforts are extremely well 10% (67)
organized, follow a specific plan, and are performed frequently.

The library's marketing and outreach efforts are somewhat well 46% (313)
organized, follow a loose plan, and are somewhat frequent.

The library's marketing and outreach efforts may or may not be 32% (217)
organized, may or may not be planned, and may or may not have
an established frequency.

The library's marketing and outreach efforts are unorganized, 11% (72)
unplanned, and infrequent.

The library's marketing and outreach efforts are nonexistent. 1% (10)

TOTAL 679

Figure 4

Assilver lining in the responses to this question is, no matter how
well organized, 99% of respondents have some sort of marketing
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and outreach effort. This is encouraging since it means there is rec-
ognition in academic libraries of the necessity of having marketing
and outreach integrated into the library’s strategic goals.

Outreach and Marketing Tools

The rise of electronic resources in the past twenty years has altered the
way in which academic libraries are marketing their entire resource mix.
Marketing tools such as the library website, emails, bookmarks, posters,
flyers, table tents, and social media are widely used among libraries in
order to extend outreach efforts. Libraries need to be knowledgeable as
to how their users receive information and must adapt to these chang-
es. According to a Pew Research study, “68% of U.S. adults are now
Facebook users” (Smith and Anderson 2018, 1). Not surprisingly, this
number aligns with the results of this survey, which show Facebook as
the most-used social media platform among academic libraries.

It must be noted, however, that in the same study, Smith and
Anderson (2018, 1) determined that “Americans ages 18 to 24 are
substantially more likely to use platforms such as Snapchat, Insta-
gram and Twitter even when compared with those in their mid- to
late-20s.” These differences are especially notable when it comes to
Snapchat: “78% of 18- to 24-year-olds are Snapchat users, but that
share falls to 54% among those ages 25 to 29.”

According to the Choice survey, respondents’ social media market-
ing mix does not align with the data put forth by Pew. In fact, as
seen in Figure 5, most academic libraries do not use Snapchat. This
appears to be a missed opportunity to offer information about the
library in a setting where a primary user group thrives.

Social Media PlatformsUsed in Academic Libraries
00 &

200

Hashlags Instagran Pinterest Snapchat
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Figure 6

Figure 7

Even though many libraries engage with online marketing, they are
also continuing to utilize a variety of print material formats to sup-
port their marketing efforts. As seen in Figure 6, flyers and posters
are the most popular print tools. With a visual piece of marketing
posted in well-traveled areas around the campus, libraries have the
ability to tailor messaging for specific programs or initiatives.

Print Marketing Tools Used in Academic Libraries
500 -]

450

A0

300

Posiers Bookmarks Flyers Table tents

)

Beyond print marketing tools, libraries are using digital and face-
to-face opportunities to promote resources and services, most
commonly through the library website (90%), educational services
(87%), liaison work (71%), special events (67%), and during pre-
sentations (62%).

100%
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Commandeering the Email List

City College of San Francisco uses the student and faculty email
lists for targeted communications to great effect.

The Challenge

City College of San Francisco is a decidedly large institution. It serves about 70,000
students at its main campus, eight centers, and a variety of other instructional sites.
Many of the sites have distinct academic characteristics, and the community college
as a whole has an incredibly diverse student population. “With all that diversity, a
one-shot does not serve everybody well,” says Donna Reed, dean of CCSF library.
Accordingly, marketing and outreach initiatives tend to be centered within a variety
of groups, such as the library’s Exhibitions and Programs group. Occasionally, how-
ever, a targeted marketing strategy is needed to promote certain aspects of library
services to all of the students and faculty, and Reed'’s careful use of the email lists
has been a boon for the library’s broader messaging needs.

The Solution

Reed assured the institution that she'd limit her use of the email lists—keeping
herself to about five messages per semester for students and slightly fewer for fac-
ulty. Those messages tend to vary from pre-semester welcome emails that remind
students of all of the available services to targeted promotions. “Usually what Ill
do is, right before school starts, send a welcome message—'5-7 things you need to
know'—full of links to our website. Sometimes it's challenging because this semes-
ter | did it the Friday before school started, but spent my weekend responding. But
it's always good to respond because they know there’s a live person there,” says
Reed.

Reed also managed to fill up an underenrolled library instruction class with a well-
timed email. She has embedded notifications, such as one for a new mobile-en-
abled printing service and another that listed instructions for how to receive a
student ID. The latter was strategic in the sense that it headed off the inevitable
barrage of questions the library tends to receive from new students each year.

Reed also has access to the faculty email list, which she has used to provide mes-
saging about new instruction services. Emails listing course reserves for textbooks
have been a helpful reminder to faculty—particularly since CCSF employs a high
number of part-time faculty.

The Results

The email strategy has helped to keep the library top of mind among students and
faculty—especially since Reed is careful to respond to the many replies she gets. It
has also proven to be an effective stopgap measure, as in the case of the underen-
rolled course. The promotional email not only filled it up, but resulted in a waiting list.

A
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Other tools that respondents reported using are emails, campus
news sources, bookmarks, in-class announcements, campus apps,
e-newsletters, outdoor digital media, physical library displays,
pop-up librarian tables around campus and community spaces,

and representation at campus events (e.g., graduating class celebra-
tions). Further, respondents used library links embedded in course
management software. Other unique methods of outreach were also
reported, such as free t-shirt giveaways during an annual library
open-house. As seen from the responses to this question, there are a
number of avenues in which libraries can market their services and
programs. The issue lies in determining the best method specific to
the institutions and users, respectively.

The Importance of Outreach

The significance of marketing and outreach is crucial in increasing
the use of library collections and electronic resources. In regard

to marketing and outreach in library programs and services,
respondents overwhelmingly (79%) chose “Educational services
(reference and instruction sessions)” as the most important area in
which to conduct marketing and outreach. This closely aligns with
an important marketing and outreach objective that was asked
about earlier in the survey: increasing participation in instruc-
tion, research, and reference services. Presenting the library in the
classroom allows librarians to promote programs and services to a
diverse group of students. Gaining access to class time is an inte-
gral part of a library’s success. It allows librarians to assist students
with their research, gain insight into the curriculum being taught
(which facilitates collection development), and also provides li-
brarians with the opportunity to strengthen relationships with the
students and faculty.

Other areas that garnered high responses with respect to the impor-
tance of conducting marketing and outreach are e-resources (61%),
library services such as ILL, data management, etc., (50%), and spe-
cial events (44%). These are typically the areas in which information
is captured for statistics. Strong numbers in these areas enhance the
library’s ability to provide evidentiary support to continue funding
these initiatives.

Eleven percent of respondents, however, said print resources are an
“unimportant” resource to promote. Print also scored the lowest
response rate for the “very important” designation—lower even
than library facilities. This result may indicate that libraries are not
fighting the downward trends in circulation, but rather embracing
this shift and focusing their marketing and outreach efforts on areas
that are on the rise, such as e-resources (Regazzi 2012).

12
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Another interesting trend in the survey data is the lack of focus on
marketing the access points of the library. This may relate to the
push for librarians to provide tours of the library during a student’s
first semester, after which librarians tend to rely on students making
one-on-one appointments rather than approaching a desk.

It's worth noting that reference interactions may occur at service
points. While reference service emerged as the highest objective

of marketing/outreach in this survey, the place in which reference
service is produced (i.e., the access point) is not considered. It’s
possible that the library is focusing on the services rather than the
building itself. Knowledge about reference is imparted from pro-
fessional staff members, but any student, faculty, or staff member is
knowledgeable about the main access point of the library.

Dedicated Marketing and Outreach
Responsibilities and Plans

With the many ways libraries can market their services and pro-
grams, it is imperative that a plan be in place in order to determine
the optimal course of action to align with their particular users. The
organizational makeup of libraries differs from one institution to the
next. While each library has the traditional positions of collection
development, reference, etc., survey results indicate that outreach re-
sponsibilities can be performed in a variety of ways and across many
positions. When asked whether there is a dedicated communica-
tions/marketing/outreach faculty or staff member, the response was
split. Forty-one percent of respondents said they do have dedicated
staff, while 55% said they don't. Further, of those who said they
don’t have dedicated staff, 83% said these duties are shared among
other staff who have other primary responsibilities.

The lack of a dedicated outreach position may be the reason why
only about 10% of libraries have well organized marketing plans.
Further, the authors found that schools with FTEs greater than
2,500 were more likely to maintain a dedicated librarian for out-
reach and marketing.

Respondents believe that first-year orientations (48%), the library web-
site (47%), partnerships with departments (44%), information literacy
workshops and seminars (37%) are very important outreach tactics in
promoting the e-resources and their library. Carter and Seasman (2011)
suggest that academic libraries are overwhelmingly using their liaison
areas such as distance learning;, collection development, and library in-
struction to market the library to their users. This trend allows academic
libraries to forego marketing collections to the entire collegiate popula-
tion and, instead, focus on making items available to those who would
most likely make use of a particular area in the collection.

A CHoice WHITE PAPER
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Figure 8

Unfortunately, liaison librarians are rarely cross-trained in
effective marketing and outreach strategies. In fact, 75% of
respondents stated that there are no formal training initiatives
or cross-training of faculty and staff on marketing and outreach
best practices (Figure 8).

This further supports a general survey trend of an underwhelming

Q15 Has your library developed or adopted any formal training initiatives
or cross-trained staff or faculty on marketing and outreach best practices?

ANSWER CHOICES

Yes

Unigura
TOTAL

Angwensd: 579 Skipped: 0

- .
Nu_

Linseire

] W% J0% 40 S0% 60N TO% Ao DO W00

RESPONSES

100907 Td
T4.50% 506
14.58% ]

LT

approach to marketing and outreach. Compounding this, according
to the survey, is a decidedly mixed response to the importance of
marketing and outreach assessment. Just over a third of respondents
say they generate reports on the results of marketing efforts. Forty
percent do not create reports, and almost a quarter of respondents
are “unsure” whether they do or don't.

Prioritization is vital in determining which areas in the library need
marketing and outreach. Passive programming is gaining popularity
as a means to market services or conduct outreach without needing
to dedicate staff time to one area. In this regard, the advent of the
web-scale discovery tool enables libraries to provide sources to users
through a one-stop-shop means of searching. A discovery layer,
which allows users to search the entire collection within just one
search box, is seemingly the best method of assisting users online.
However, 77% of survey respondents indicated that even though
their libraries have a discovery layer, 35% of them feel that the dis-
covery layer does not meet patrons’ needs well.
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CONCLUSION

Compared to traditional services in the library, such as reference,
collection development, and resource sharing, outreach is fairly

new and is still being explored. This may lead to the continuous
report-generating in order to advocate for support, but there are few
go-to resources that outline best practices in marketing and outreach
for academic libraries. Further, each campus has its own culture
which may limit the relevance of current marketing and outreach
support. It is, therefore, up to each academic library to determine
the best method of reaching their users.

Additionally, this survey points to a shift in the prioritization of
marketing library staff, services, and programs. To ensure statisti-
cal evidence of the necessity of libraries and librarians, marketing
endeavors now focus in the areas of electronic resources and instruc-
tion rather than print collections.

Short staffed, libraries are, as always, finding ways in which to

work within these constraints. One survey respondent stated that
although the library does not participate in social media, they are
“frequently featured on college social media channels...and other
campus-related social media sites.” Passive initiatives such as this
allow some visibility, but not to the library’s highest potential. Fur-
ther, a marketing plan would assist in determining which outlets are
worth pursuing and, therefore, save time.

Even so, according to survey results there are several points of
concern: a significant percentage of libraries do not have a staft
person dedicated to marketing and outreach, there doesn’t seem to
be much cross-training in marketing and outreach, and the practice
of analyzing the results of marketing efforts are decidedly in the mi-
nority. Is having a group of librarians share marketing and outreach
responsibilities as effective as having one librarian dedicated to it?
It’s difficult to determine this, especially since most of the respon-
dents indicate their marketing and outreach efforts are, at best, only
somewhat organized.

ACRL Developing Best-Practice Resources

Results from this survey provide insight into the current trends

and issues plaguing academic libraries and ways in which they have
either succumbed to these areas or are combating them. Libraries
are continuously advocating for further funding while providing ev-
idence of the need for funds. Libraries may increase their perceived
value through outreach and marketing activities to gain support for

A CHoice WHITE PAPER

15



CHOICE

budgetary considerations. Unfortunately, survey results have indicat-
ed that there is still a need for dedicated personnel, formal strategies,
cross-training, and post-campaign analyses. Further, findings suggest
that academic libraries perceive all areas of the library to be in need
of attention by way of outreach and marketing. With the informa-
tion provided, it is clear that academic libraries would benefit from
a roadmap for developing strategies for effective marketing and
outreach while working within their own limitations.

Fortunately, the Association of College and Research Libraries has
recognized this need and has formed a task force to create a plan
to assist library administration and librarians with marketing and
outreach. A toolkit is currently being created for this purpose.
According to the ACRL, “The impetus for this toolkit arose out of
the needs expressed during the committee’s assessment of market-
ing and outreach activities. Surveys and discussions with various
stakeholders revealed a need to have access to easy to use outreach
best practices and materials in a way that allows for flexibility and
adaptability.”

Further information about the toolkit may be found at the Lib-
Guide supporting this effort: https://acrl.libguides.com/transform.
Additional information about resources and tools is available at the
LibGuide as well. It is the hope that information gained from this
survey, in conjunction with support and assistance from professional
organizations such as ACRL, will assist libraries in the creation and
implementation of strong, successful marketing and outreach plans.
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CasE StuDY

Analyzing and Supporting Your Next Strategic Move

University of North Georgia’s Barbara Petersohn reveals 4 pro tips
for conducting an environmental scan.

Libraries don’t operate in a vacuum, and trends, whether in the broader market or more
locally at the institutional level, can impact how strategic decisions should be made.
Planning a major budget overhaul? Deciding what digital resources to invest in or which
new tech you should buy to service your community? Maybe you're thinking of hiring a
dedicated marketing and outreach librarian. Any of these cases could benefit from an
environmental scan. “It's a process that is often iterative and ongoing, where an aca-
demic unit or an institution as a whole is looking for information about trends and future
projections that are going to have the greatest impact on that unit or institution,” says
Barbara Petersohn, librarian and associate professor at the University of North Georgia’s
Library Technology Center.

The methods for conducting environmental scans can be as varied as the reasons for
doing one, but most involve a process of information gathering, whether through inter-
views or literature reviews. The results of the scan usually help to point a department
or group in a particular direction. Here, Ms. Petersohn lays out four things you need to
keep in mind when implementing an environmental scan at the library level.

1. Identify What You're Trying to Do: For example, are you trying to figure out new
opportunities to serve students better? Or are you trying to determine what services
you need to eliminate because they're not profitable or providing a good ROI?

2. Identify the Process for Gathering Data: Typically this involves interviewing key
stakeholders (students and/or faculty) and gathering published data. Sometimes
gathering the published materials can help inform your interview approach and the
kinds of questions you'll want to ask. Either way, define the process—how long you
want it to take, who will do the information gathering, who you need to interview,
and so on. It helps to have a project manager who can keep the group moving, and
then bring everything back together once the collection is complete.

3. Work as a Group: There are many different processes for this, says Petersohn, but
at a minimum, participation is democratic, often involving representatives from as many
functional groups as possible. “Identify the trends you see. Tease out those threads and
see how they relate to the things you are trying to figure out. Working within a group
you can have a process where people vote on things they see as either emerging or not
emerging. Whittle them down by voting.”

4. Make Sure Your Final Document or Report Has a Purpose: Sometimes a scan
is done for an institutional effectiveness report. They can also be suggestions sent
to administration, but almost always there is some kind of upshot that comes out of
them, which gets built into a strategic plan.

(Note: Barbara Petersohn also contributed a chapter to The Library Outreach Case-
book, edited by Ryan L. Sittler and Terra J. Rogerson and published by ACRL.)

17



HlcHOICE

BIBLIOGRAPHY

Carr, Patrick L. “Serendipity in the Stacks: Libraries, Information Archi-
tecture, and the Problems of Accidental Discovery.” College & Research
Libraries 76, no. 6 (2015): 831-842. http://crl.acrl.org/index.php/crl/arti-
cle/download/16465/17911

Carter, Toni M., and Priscilla Seaman. “The Management and Support of
Outreach In Academic Libraries.” Reference & User Services Quarterly 51,
no. 2 (2011): 163-171. https://journals.ala.org/index.php/rusq/article/
viewFile/4048/4613

Corrall, Sheila. 2015. “Capturing the Contribution of Subject Librar-
ians.” Library Management 36 (3): 223-234. http://d-scholarship.pitt.
edu/25170/1/Corrall (2015) Lib Mgmt e-print.pdf

Kennedy, Marie R. and Cheryl LaGuardia. Marketng Your Library’s Elec-
tronic Resources: A How-To-Do-It Manual for Librarians. ALA Neal-
Schuman, 2013.

Kibirige, Harry M., and Lisa DePalo. “The Internet as a Source of Aca-
demic Research Information: Findings of Two Pilot Studies.” Information
Technology and Libraries 19, no. 1 (2000): 11-16. https://ejournals.
be.edu/ojs/index.php/ital/article/download/10069/8724

McNicol, Sarah. “The Challenges of Strategic Planning in Academic Li-
braries.” New Library World 106, no. 11/12 (2005): 496-509.

Regazzi, John J. “Constrained? An Analysis of US Academic Library Shifts
in Spending, Staffing, and Utilization, 1998-2008.” College & Research
Libraries 73, no. 5 (2012): 449-468. https://crl.acrl.org/index.php/crl/arti-
cle/download/16253/17699

Saunders, Laura. “Academic Libraries’ Strategic Plans: Top Trends and
Under-Recognized Areas.” The Journal of Academic Librarianship 41, no.
3 (2015): 285-291. http://slis.simmons.edu/blogs/Isaunders/files/2016/05/
StrategicPlans TopTrends.pdf

Smith, Aaron, and Monica Anderson. “Social Media Use in 2018.” Pew
Research Center, Internet and Technology, March 1, 2018. http://www.
pewinternet.org/2018/03/01/social-media-use-in-2018/

Sittler, Ryan L., and Terra J. Rogerson, editors. The Library Outreach Case-
book. Association of College & Research Libraries (ACRL), October 2018

Further Reading

Carroll, Doris Wright. “Digital Divide.” In Encyclopedia of Diversity
and Social Justice, edited by Sherwood Thompson. Rowman & Littlefield
Publishers, 2014.

18

MARKETING ACADEMIC LIBRARY RESOURCES AND SERVICES


http://crl.acrl.org/index.php/crl/article/download/16465/17911
http://crl.acrl.org/index.php/crl/article/download/16465/17911
https://journals.ala.org/index.php/rusq/article/viewFile/4048/4613
https://journals.ala.org/index.php/rusq/article/viewFile/4048/4613
http://d-scholarship.pitt.edu/25170/1/Corrall_(2015)_Lib_Mgmt_e-print.pdf
http://d-scholarship.pitt.edu/25170/1/Corrall_(2015)_Lib_Mgmt_e-print.pdf
https://ir.uiowa.edu/cgi/viewcontent.cgi?article=1008&context=slis_pubs

https://ir.uiowa.edu/cgi/viewcontent.cgi?article=1008&context=slis_pubs

https://ir.uiowa.edu/cgi/viewcontent.cgi?article=1008&context=slis_pubs

https://ejournals.bc.edu/ojs/index.php/ital/article/download/10069/8724
https://ejournals.bc.edu/ojs/index.php/ital/article/download/10069/8724
https://crl.acrl.org/index.php/crl/article/download/16253/17699
https://crl.acrl.org/index.php/crl/article/download/16253/17699
http://slis.simmons.edu/blogs/lsaunders/files/2016/05/StrategicPlans_TopTrends.pdf
http://slis.simmons.edu/blogs/lsaunders/files/2016/05/StrategicPlans_TopTrends.pdf
http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/
http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/

HcHOICE

Choy, Fatt Cheong, and Su Nee Goh. “A Framework for Planning
Academic Library Spaces.” Library Management 37, no. 1/2 (2016):
13-28. https://dr.ntu.edu.sg/bitstream/handle/10220/40347/1L.M %20Pa-
per-Choy%20and%20Goh-20151230.pdf?sequence=1&isAllowed=y

Delaney, Geraldine, and Jessica Bates. “Envisioning the Academic Library:
A Reflection on Roles, Relevancy And Relationships.” New Review of
Academic Librarianship 21, no. 1 (2015): 30-51. https://www.tandfonline.
com/doi/full/10.1080/13614533.2014.911194

Elmborg, James K. “Libraries as the Spaces between Us: Recognizing and
Valuing the Third Space.” Reference & User Services Quarterly (2011):
338-350. https://ir.uiowa.edu/cgi/viewcontent.cgi?article=1008&contex-

t=slis pubs

Lockwood, Bruce. M., and James Ritter. “Maine State Library: Trust-
ed Professionals Survey 2016.” Library Documents, Paper 101 (2016).

https://digitalmaine.com/msl docs/101

“Marketing The Academic Library.” American Library Association, Sep-
tember 11, 2011. Accessed July 24, 2018, http://www.ala.org/acrl/issues/
marketing

Mellon, Constance A. “Library Anxiety: A Grounded Theory and Its

Development.” College & Research Libraries 47, no. 2 (1986): 160-165.
htep://crl.acrl.org/index.php/crl/article/viewFile/14195/15641

Nuhn, Peggy L., and Min Tong. “Do You Know What They Don’t Know?:
How Students Conduct Research” (2016). Georgia International Confer-
ence on Information Literacy. 49. https://digitalcommons.georgiasouthern.
edu/gaintit/2016/2016/49

Nunes, Alex. “Do You Suffer from Library Anxiety?” JSTOR Daily.
Accessed July 24, 2018, hteps://daily.jstor.org/do-you-suffer-from-library-

anxiety/

Polger, Mark Aaron, and Karen Okamoto. “Who's Spinning the Library?
Responsibilities of Academic Librarians Who Promote.” Library Manage-
ment 34, no. 3 (2013): 236-253. https://academicworks.cuny.edu/cgi/
viewcontent.cgi?article=10768&context=si_pubs

Potter, Ned. The Library Marketing Toolkit. Facet Publishing, 2012.

Renborg, Greta. “Marketing Library Services. How It All Began.”
IFLA Publications 89 (2000): 5-11. http://origin-archive.ifla.org/IV/if-

1a63/63reng.htm

“Value of Academic and Research Libraries.” American Library Associa-
tion, September 13, 2011. Accessed July 24, 2018, http://www.ala.org/
acrl/issues/value

Wexelbaum, Rachel. “The Library as Safe Space.” In The Future of Library
Space, edited by Samantha Schmehl Hines and Kathryn Moore Crowe, 37-
78. Emerald Group Publishing Limited, 2016. http://repository.stcloud-
state.edu/cgi/viewcontent.cgi?article=1059&context=lrs facpubs

A CHoice WHITE PAPER

19


https://dr.ntu.edu.sg/bitstream/handle/10220/40347/LM%20Paper-Choy%20and%20Goh-20151230.pdf?sequence=1&isAllowed=y
https://dr.ntu.edu.sg/bitstream/handle/10220/40347/LM%20Paper-Choy%20and%20Goh-20151230.pdf?sequence=1&isAllowed=y
https://www.tandfonline.com/doi/full/10.1080/13614533.2014.911194

https://www.tandfonline.com/doi/full/10.1080/13614533.2014.911194

https://digitalmaine.com/msl_docs/101/
http://www.ala.org/acrl/issues/marketing
http://www.ala.org/acrl/issues/marketing
http://crl.acrl.org/index.php/crl/article/viewFile/14195/15641
https://digitalcommons.georgiasouthern.edu/gaintlit/2016/2016/49/
https://digitalcommons.georgiasouthern.edu/gaintlit/2016/2016/49/
https://daily.jstor.org/do-you-suffer-from-library-anxiety/
https://daily.jstor.org/do-you-suffer-from-library-anxiety/
https://academicworks.cuny.edu/cgi/viewcontent.cgi?article=1076&context=si_pubs
https://academicworks.cuny.edu/cgi/viewcontent.cgi?article=1076&context=si_pubs
http://origin-archive.ifla.org/IV/ifla63/63reng.htm
http://origin-archive.ifla.org/IV/ifla63/63reng.htm
http://www.ala.org/acrl/issues/value
http://www.ala.org/acrl/issues/value
http://repository.stcloudstate.edu/cgi/viewcontent.cgi?article=1059&context=lrs_facpubs
http://repository.stcloudstate.edu/cgi/viewcontent.cgi?article=1059&context=lrs_facpubs

APPENDIX A: SURVEY RESULTS

Q1 My institution is a(n)

Answered: 679  Skipped: 0

Special-focus
institution

0% 1% 20%  30%  40%  50%  B0%  TO%  BO%  90% 100%

ANSWER CHOICES RESPONSES

Doctoral university 40.50% 275
Master's college/university 24.74% 168
Baccalaureate college 16.35% m
Associate’'s/Community college 15.76% 107
Special-focus nstitution 2.65% 18
TOTAL 678
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Q2 My institution is

Answered: 679 Skipped: 0

A public
college or...

A private
college or...

"™
Far- :
imtltuthn!f
0% 10% 20% 30% A0% 508 G0 T B0 0% H00%
ANSWER CHOICES RESPONSES
A public college or universily 54 93%
A private college or university 41.97%
For-profit institution S.09%
TOTAL

ar3

285

21
679
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Q3 Enrollment (FTEs) at my institution is

Answered. 678  Skipped: 0

0% 0% 20% 0% 40% 50% 60% To% B0% B0% W00%

ANSWER CHOICES RESPONSES

<1,000 6.48% 44
1,001-2,500 17.38% 118
2,501-5,000 19.44% 132
5,001-7,500 8.87% 67
7,501-10,000 10.01% 68
10,001-15.000 10.75% [
15,001-25,000 10.60% 72
=25,000 15.46% 105
TOTAL 70
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Q4 My primary job function is:

Answered: 679 Skipped:. 0

e 0% 2% W% 40% | BOW L W% bW B0% W00%

ANSWER CHOICES RESPONSES
Librartan, Reference 17.97% 122
Librarian, Information Literacy 13.99% a5
Librarian, Subject Specialist 12.37% 84
Director/Dean of Library 11.78% 80
11.63% 79
Litrary Departiment Head
Library Adminkstralion 10.75% T2
Librarian, Electronic Resources B.25% 56
InstructorFaculty 4.37% 29
Librarian, Assistant 2.50% 17
Librarian, Acquisitions 221% 15
Librarian, Systems 2.06% 14
Librarian, Cataloging 1.18% 8
Student 1.03% T
TOTAL 679
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Q5 Please rank the following library marketing and outreach objectives in

order of importance. (With 1 being most important.)

Answerad: 679

Skipped: 0

Increase
participatio...
Demonstrate
value andfor...
Drive more
foot traffic...
Increase use
of digital...
Promote
library events
Organize and
promote acce...
Promote
library staf...
o 1 2 3 & 5 &
1 2 3 4
Increase participation in instruction, 40.50% 2666% 15.32% 10.60%
research, and reference services 275 181 104 T2
Demonstrate value andfor impact of 29.80% 17.38% 1591% 12.08%
library on institutional goals/priorities 201 118 108 82
Drive more foot traffic to the library itsell 8.98% 123T% 1517% 14.8T%
61 84 103 101
Increase use of digital subscription B.B4% 19.44% 2077% 18.70%
resources 60 132 141 127
Promote library events 6.63%  1208% 13.89% 154T%
45 a2 85 103
Organize and promote access points 4.12% 810% 1281% 17.82%
28 55 a7 121
Promote library staff specialties and 1.33% 3.98% 6.04% 10.75%
changes 2 27 41 73

3.83%
26

11.78%

13.70%
93

16.35%
111

18.70%
127

19.73%
134

15.91%
108

2.36%
16

7.95%
54

14.87%
1m

10.16%

21.85%
147

20.77%
141

22.24%
151

T
0.74%

5.30%
36

20.03%
136

5.74%
39

11.78%
80

16.64%
113

39.76%
270

TOTAL

679

ix:]

679

679

679

SCORE

579

4.96

3.63

4,32

361

3.30

238
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Q6 Select the statement that best characterizes the outreach and

marketing efforts at your library.

Answered: 679  Skipped: 0

The library's
marketing an...
The library's
marketing an...

The library's
marketing an...

The library's
marketing an...

The library's
marketing an...

0%  10% 20% 30% 40% 50% 60% To% B80% 90% 100%

ANSWER CHOICES

The library's marketing and outreach efforts are extremely well organized, follow a specific plan, and are performed
frequently.

The library's marketing and outreach efforts are somewhat well organized, follow a loose plan, and are somewhat frequent.

The library's marketing and outreach efforts may or may not be organized, may or may not be planned, and may or may not
have an established frequency.

The library's marketing and outreach efforts are unorganized, unplanned, and infrequent.

The library's marketing and outreach efforts are nonexistent.
TOTAL

RESPONSES
2.87% 67

46.10% 313

3.96% 217

1060% 72
1.47% 10
679
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Q7 Please select whether your library has surveyed faculty, students

and/or general staff to determine how best to conduct effective marketing
and outreach.

Answered: 679

Faculty

Studants

General Staff

Hone of these

Unsure

Skipped: 0

0% 0% 20%  30%  40%  50% 60%  TO0%  B0%  90% 100%

ANSWER CHOICES
Faculty

Students

General Staff

None of these

Unsure
Taolal Respondents: 679

RESPONSES
27.69%

35.94%
16.35%
39.91%

19.29%

188
244
11
271
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Q8 Select any outreach and marketing tools your library uses.

Answered: 679 Skipped: 0

Library website

Facebook page

:

Campus naws
source: prin...

Flyars

E

:
§.

Bookmarks
Instagram page

Table tents

In-class
announcements

Hashtags

Other (please
specify)

S

Snapchat
account

Mobile alerts

Linkedin page I

?

10% 20% 30% 40% 50%  60% T0% BO% 90% 1W00%
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ANSWER CHOICES
Library website
Facebook page

Emails

Campus news source: print, digital, radio, and/or television
Fliyers

Posters

Twitter account
Bookmarks

Instagram page

Table tents

In-class announcements
Hashtags

Other (please specify)
Pinterest page
Snapchat account
Mobile alerts

Linkedin page
Total Respondents: 679

RESPONSES
94.85%

79.82%

75.41%
G67.45%
67.30%
66.86%
57.29%
52.43%
41.38%
38.44%
34.17%
30.19%
16.20%
10.75%
6.04%

2.36%

1.77%
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389
356
23
261
232
205
110

73
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Q9 Which programs does your library use as opportunities to promote or
market its resources and services?

Answered: 679 Skipped: 0

Educational
services...

Library wak
site

Liaison work
Presentations

Special evants

Other (please
specify)

2
E
E
§
§
§
§
g
§
§
§

ANSWER CHOICES RESPONSES

Educational services (reference/insiructional sessions) B7.48% 594
Library web site 89.69% 609
Liaisom work 71.13% 483
Presentations 62.00% 421
Special events 66.86% 454
Other (please specify) 8.25% 56

Total Respondents: 679
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Q10 Please indicate how important it is to conduct marketing/outreach
with respect to the following library programs/services.

Answered: 679  Skipped: 0

Print resources

e-Resources

Library
services (IL...

Educational
services...

:
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Library
facilities

Library web
site

0%

B very important  [Jj Somewhat important [ Important

I Of no value whatsoever

VERY SOMEWHAT

IMPORTANT IMPORTANT
Print resources 24.01% 32.70%
163 222
a-Resourcas 61.41% 23.T1%
417 161
Library services (ILL, data 50.07% 2031%
management, etc.) 340 199
Educational services (reference, 78.50% 13.84%
instruction, ete.) 533 a4
Events 44.04% 29.75%
299 202
Library facilllies 27.54% 39.32%
187 267
Library web site 42 .86% 31.37%
281 213

Unimportant
|

IMPORTANT UNIMPORTANT

30.04%
204

13.55%
az

17.82%
21

7.51%
51

20.62%
140

26.51%
180

22.8T%h
156

11.459%
78

1.03%
7

2.50%
1

0.15%
1

4.42%
30

5.88%
40

2.80%
19

10% 20% 30% 40% 50% B0% T0% B8O 0% 100%

OF NO VALUE
WHATSOEVER

1.77%
12

0.29%
2

0.29%
2

0.00%
o

1.18%
8

0.74%
5

0.00%
0

TOTAL

679

679

679

679

679

679
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Q11 Please select the types of content your library creates to promote
services and resources.

Blogs

Waebinars

Podcasts

Research guides

Tutorials

Reading lists

Instructional

Answerad. 679

Skipped: 0

videos
Other (please
specify)
0% 0% 20% 30% 40% 50% 60% 0%  80%  90% 100%
ANSWER CHOICES RESPONSES
Blogs 3M1ATH 232
Webinars 10.75% 73
Podcasts 3.98% 27
Research guides 93.23% 633
Tutorials 64.95% 441
Reading lists 19.88% 135
Instructional videos 55.35% il
Other (please specify) 12.52% 85

Total Respondents: 679
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Q12 Does your library have dedicated
communications/marketing/outreach faculty or staff who promote services
and resources?

Answered: 679  Skipped: 0

Yes

Unsura

0%  10% 20% 30% 40% 50% 60% To% B0% 90% 100%

ANSWER CHOICES RESPONSES

Yes 41.09% 279
No §5.08% 374
Unsure 3.83% 26
TOTAL 679
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Q13 If no, are these kinds of duties shared among faculty or staff who

have other primary responsibilities?

Answerad: 455  Skipped: 224

Unsure

0% 10% 20% 30% 40% 50% B0% T0% BO% 20% 100%

ANSWER CHOICES RESPONSES

Yes 83.08% 378
No 8.13% 37
Unsure B.70% 4
TOTAL 455
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APPENDIX: SURVEY RESULTS

Q14 What is the equivalent of full-time faculty or staff dedicated to
managing your library's marketing/outreach initiatives?

Answered: 679  Skipped: 0

-
23

34 I

f

More than 5 I

O%  10% 20%  30% 40%  50% 60%  TO% BO%  90% 100%

ANSWER CHOICES RESPONSES

0-1 56.70% 385
1-2 25.04% 170
2.3 9.13% 62
34 42T% 29
4-5 2.80% 19
Mare than 5 2.06% 14
TOTAL 679
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APPENDIX: SURVEY RESULTS

Q15 Has your library developed or adopted any formal training initiatives
or cross-trained staff or faculty on marketing and outreach best practices?

Answered: 679  Skipped: 0

Unsure

0% 10% 20%  30%  40%  50%  60%  TO0%  BO0%  90% 100%

ANSWER CHOICES RESPONSES

Yas 10.80% T4

Na 74.52% 506

Unsura 14.58% 89

TOTAL 679
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APPENDIX: SURVEY RESULTS

Q16 Please rate the importance of each of the following tactics for
marketing or promoting the e-resources at your library.

Answenad: 679

Infolit

Partnerships

with...

Social

networks...

Print

materials...

First-year

orientations

o 1 2 3 4
1= 2
UNIMPORTANT

Infolit workshops or seminars 8.66% 9.85%
58 66
Partnerships with deparimenis oulside the 1.78% 5.49%
library 12 ar
Library website 1.03% 2.66%
7 18
Email messaging 972% 16.74%
65 112
Social networks (Facebook, Twilter, 8.88% 15.08%
LinkedIn, atc.) 60 102
Print materials (booklels, brochures, 9.02% 17.60%
postars, bookmarks, atc.) 61 118
First-year orientations 4,89% 6.52%
33 44

Skipped: 0

18.70%
132

14.84%
100

17.13%
116

31.24%

29.44%
199

35.80%
242

14.67%
9

24.63%
165

33.68%
227

32.05%
217

26.91%
180

30.62%
207

28.70%
194

25.93%
175

5 = VERY
IMPORTANT

A7 16%
249

44.21%
298

47T 12%
319

15.40%
103

15.98%
108

5.88%

48.00%
324

TOTAL

670

674

677

3

675

WEIGHTED
AVERAGE

Tz

4.13

4.22

3.22

3.30

an

4.06

A CHoice WHITE PAPER



APPENDIX: SURVEY RESULTS

Q17 Has your library purchased and/or implemented a web-scale
discovery tool?

Answered: 679  Skipped: 0

" -

0% 0% 20%  30%  40%  50%  60%  TO0%  B0%  90% 100%

ANSWER CHOICES RESPONSES
Yes 76.58% 520
No 23.42% 159
TOTAL 679
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APPENDIX: SURVEY RESULTS
Q18 How do you feel the discovery layer at your library serves patrons'

needs?

Answered: 679  Skipped: 0

Heither well
nor poorly

Very poorly I

0% 0% 20% 30% 40  50% 60%  T0%  B0%  90% 100%

ANSWER CHOICES RESPONSES

Very well 10.01% 6a
Well 42.56% 289
Meither well nor poory 23.86% 162
Poory 7.81% 53
Very poorly 2.95% 20
MIA, 12.81% ar
TOTAL 679
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APPENDIX: SURVEY RESULTS

Q19 Please select the discovery tool(s) your library uses.

LibGuides

el
Summon
(ProQuest)
EBSCO
Discovery...

—

Prima
(ProQuest /Ex...

Encore
Discovery...

Koparnio
(Clarivate)

Scopus

Waeb of Science

0%

ANSWER CHOICES
LibGuides

Google Scholar

Summeon (ProCluest)
EBSCO Discovery Service
WordCat {OCLC)

Prima (ProQuest/Ex Libris)
Encore Discovery (Innovative Interfaces)
Kopemio (Clarivate)
Scopus

Web of Science

Maore of these

Other (please spacify)
Tolal Respondents: 679

Answerad: 679

Skippad: 0

0% 0% 0% 40% 50% E0% TO%  BO% 90% 100%

RESPONSES

0.00% 0
19.59% 133
17.23% 117
39.18% 266
23.86% 162
23.12% 157
2.65% 18
0.00% 0
0.00% 1]
0.00% 0
11.05% 75
4.12% 28
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APPENDIX: SURVEY RESULTS

Q20 How does your library provide faculty and students access to its e-
resources?

Answered; 679 Skipped: 0

LibGuides

Direct links
to e-resourc..

Unified search
box on libra...

Collection-spec
ific search...

Other (please
specify)

0% 10% 20%  30%  40m  50% 60% 0 TO%  BO% 90% 1W00%

ANSWER CHOICES RESPONSES
LibGuides 83.21% 565
Direct links to e-resources from library website 83.95% 570
Unified search box on library website 67.45% 458
Collection-specific search boxes on the library website 27.10% 184
Other (please specify) 5.60% a8

Total Respondents: 679
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APPENDIX: SURVEY RESULTS

Q21 How aware are faculty of the library's e-resources?

Answered. 679  Skipped:. 0

0 1 2 3 4 5 [ 7 8 ] 10
VERY AWARE MNEITHER AWARE NOR UNAWARE VERY TOTAL WEIGHTED
AWARE UMAWARE UNAWARE AVERAGE

(no 1237%  B5.24% 17.53% 4.71% 0.15%

label) 84 443 119 3z 1 679 215
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APPENDIX: SURVEY RESULTS

Q22 How aware are students of the library's e-resources?

Answered. 679  Skipped. D

0 1 2 3 4 5 [ 7 8 ] 10
VERY AWARE MNEITHER AWARE NOR UNAWARE VERY TOTAL WEIGHTED
AWARE UNAWARE UNAWARE AVERAGE

(no 545%  56.55% 29.16% 8.10% 0.74%

label) 37 384 198 a5 5 678 242
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APPENDIX: SURVEY RESULTS

Q23 Please indicate the importance of the following items on the
assessment of electronic resources at your library.

Answered: 679  Skipped. 0

Vendor reports
on the use o...

VERY IMPORTANT NEITHER UNIMPORTANT VERY TOTAL WEIGHTED
IMPORTANT IMPORTANT UNIMPORTANT AVERAGE
NOR
UNIMPORTANT
Vendor reports on 32.55% 45.36% 17.23% 3.53% 1.33%
the use of their e- 2 308 117 24 a9 679
resources
Standards- 41.97% 3343% 19.88% 3.24% 1.47%
compliant vendor 285 227 135 22 10 679
reports on the use
their e-resources
(such as
COUNTER reports)
Intemally generated 34.61% 44.33% 16.05% 3.08% 1.891%
reports on the use 235 3m 108 21 13 679
of e-resources
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APPENDIX: SURVEY RESULTS

Q24 How does your library measure the success of its marketing efforts?

Answered: 679 Skipped: 0

Digital
matrics (ope...

Foot traffic

Ewvent
attendance

Engagement
with print a...

Student and
faculty surveys

Focus groups

Unsure

Other (please
specify)

0% 10% 0%  30%  40%  50% 60%  TO%  BO%  90% W00%

ANSWER CHOICES RESPONSES
Digital metrics (open rates, click-throughs, website unique visitors, social media engagemeant) 60.53% 411
Foot traffic 56.26% ez
Event attendance 63.48% 431
Engagement with print and digital resources 51.84% 352
Student and faculty surveys 43.30% 294
Focus groups 14.73% 100
Unsure 17.82% 121
Other (please specify) 4.71% 32

Total Respondents: 679
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APPENDIX: SURVEY RESULTS
Q25 Does someone at your library generate reports on the results of the

library's marketing efforts?

Answered: 679  Skipped: 0

Yes

Nﬂ_

Unsure

ANSWER CHOICES RESPONSES

Yes 36.38% 247
No 40.94% 278
Unsure 22 68% 154
TOTAL 679
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Q26 If someone generates reports on the results of the library's marketing
efforts, who is the audience for these reports?

Answered: 679  Skipped: 0

All library
faculty and...

All library
faculty’

All library
staff

Only library
managemant

Only library
faculty or...

Other (please
specify)

0% 0% 20%  30%  40%  50%  60%  T0%  B0% 90% 100%

ANSWER CHOICES RESPONSES

All library faculty and staff 25.18% 171
Al library faculty 6.48% 44
All library staff 8.30% 57
Only library management 18.41% 125
Only library faculty or staff with marketing responsibilities 8.25% 56
Other (please specify) 33.28% 226
TOTAL 679
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APPENDIX: SURVEY RESULTS

Q27 If someone in the library generates marketing and outreach reports,

what are the reports being used for?

Answered: 679  Skipped: 0

ineffective...

All of the
above

Other (please

specify)

0% 0% 20% 30% 40% 50% B0% TO% BO% 90% 100%

ANSWER CHOICES RESPONSES

To streamline the library's marketing and oulreach efforts 6.63% 45
To develop new marketing and outreach tactics 9.72% 66
To eliminate inaffective tactics 6.63% 45
All of the above 41.83% 284
Other (please specify) 35.20% 239
TOTAL 679
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