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ABSTRACT

Advancements of Science and Technology have made a tremendous impact on all walks of life. Library 
and Information centers are no exception. The ICT-based marketing techniques are employed in libraries 
in an innovative way to maximize the usage. A similar approach can be followed in academic libraries, 
especially in higher educational institutions with an intention to maximize the use library resources to 
user’s satisfaction. In this context, the chapter analyzes the various facets of marketing techniques in 
academic libraries. This chapter highlights the intention of academic libraries to use the resources at 
maximum level. The library home page in the institutional websites and links provided in them to the 
variety of e-resources play a pivotal role. Social Medias, blogs, and other promotional materials are 
extensively used as innovative marketing strategies in academic libraries. Efforts to familiarize the li-
brary professionals in adopting different marketing strategies help to use the resources at optimum level.

INTRODUCTION

In the present scenario the Disruptive Technology (DT) which disrupts and replaces an existing technol-
ogy making it obsolete, has affected the academic libraries and has transformed them into new digital 
era libraries. With the support of the DT, Information and Communication Technology (ICT) and 
Internet, the users can access the information sources at their fingertips. These technologies provide 
opportunities to access information very easily and to make use of the academic libraries, resources and 
services to the maximum level. Technologically some of the academic libraries have moved far ahead 
in the recent years. The academic libraries have to move according to the signs of the time and adopt 
innovative marketing strategies suited to the academic libraries in order to render effective and quick 
services and satisfy the users.
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ACADEMIC LIBRARIES

Libraries are the store house of knowledge and information, which collectively act as the driving force 
for the progressive development of a society. Knowledge and information are identified, collected, or-
ganized and stored in the form of both print and digital version and made accessible to all those who 
have thirst for knowledge. There are different types of libraries and each performs different kinds of 
functions to meet the needs of their users. These libraries are of various types, namely – public, special 
and academic libraries. According to S. R Ranganathan (1940), “A library is a public institution or 
establishment charged with the care of collection of books and the duty of making them accessible to 
those who require using them.”

“An academic library is an integral part of a college, university, or other institution of post-secondary 
education, administered to meet the information and research needs of its students, faculty, and staff” 
(ODLIS, 2002). Academic libraries have emphasized to focus less on physical collections and more of 
digital documents. Academic libraries play effective roles in supporting the objectives of the academic 
environment of learning, teaching and research service. The success of the academic libraries depends 
on a variety of services to the users’ level of satisfaction. The purpose of a library is to make accessible 
reliable information to their users in an appropriate, precise and applicable manner. With the introduc-
tion of ICT which allows easy and fast access to information in a suitable form, the traditional methods 
of accessing library services has been altered. The ICT has fashioned and created numerous changes in 
the way people live and access library resources.

MARKETING

The concept and practice of marketing originated in circa 35 C.E. and in the 18thcentury it has become 
a full-fledged subject. In the Oxford English Dictionary the word ‘marketing’ is revealed as “to buy 
or sell”. Initially marketing was applied in commercial organizations and businesses. The meaning of 
the word “marketing” is the action or business of promoting and selling products or services, including 
market research and advertising. (Suresh Kumar, 2010). Philip Kotler, the guru of marketing defines, 
“Marketing is the analysis, planning, implementation and control of carefully formulated programs 
designed to bring about voluntary exchanges of values with target markets for the purpose of achieving 
organizational objectives” (Kotler, and Mindak, 1978). Marketing is therefore all about recognizing 
the users’ needs and mounting strategies and services to reach out to them. It is a long-term innovative 
process that is entrepreneurially driven.

Marketing is the key to gain the goals of any organization or institution. The four elements of mar-
keting concept are target market, satisfying needs and wants, co-ordinate marketing and organizational 
goals. Through the process of marketing the services and products are made accessible to the patrons 
from their point of origin. The modern way of marketing is the digital way of marketing of the products 
of any institutions. Social media like WhatsApp, Facebook, Twitter etc., are more frequently used for 
marketing.



 

 

12 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/innovative-marketing-strategies-in-academic-

libraries/274758

Related Content

Navigating Campus Disasters from Within the Library: Lessons and Implications from Gulf Coast

Institutions
Mahauganee Dawn Shaw (2016). Handbook of Research on Disaster Management and Contingency

Planning in Modern Libraries (pp. 340-365).

www.irma-international.org/chapter/navigating-campus-disasters-from-within-the-library/135198

A Unique Development Road of Urban Public Libraries of China: Practice and Exploration of

Pudong Library
Wei Zhang, Wanfen Zouand Xiangen Qiu (2019). International Journal of Library and Information Services

(pp. 51-71).

www.irma-international.org/article/a-unique-development-road-of-urban-public-libraries-of-china/228178

An Extensive Discussion on Transition of Libraries: The Panoramic View of Library Resources,

Services, and Evolved Librarianship
Shiva Kanaujia Sukulaand Raj Kumar Bhardwaj (2021). Research Anthology on Collaboration, Digital

Services, and Resource Management for the Sustainability of Libraries (pp. 462-473).

www.irma-international.org/chapter/an-extensive-discussion-on-transition-of-libraries/274770

The Leadership Role of Scholarly Communications in the COVID-19 Crisis: A Case Study
Sarah Hicksand Rob Behary (2021). Handbook of Research on Library Response to the COVID-19

Pandemic (pp. 41-55).

www.irma-international.org/chapter/the-leadership-role-of-scholarly-communications-in-the-covid-19-crisis/272306

WeChat Mobile Library Service in Chinese Academic Libraries: A Case Study of Shanghai

University
Hua Liu (2021). International Journal of Library and Information Services (pp. 32-47).

www.irma-international.org/article/wechat-mobile-library-service-in-chinese-academic-libraries/265289

http://www.igi-global.com/chapter/innovative-marketing-strategies-in-academic-libraries/274758
http://www.igi-global.com/chapter/innovative-marketing-strategies-in-academic-libraries/274758
http://www.irma-international.org/chapter/navigating-campus-disasters-from-within-the-library/135198
http://www.irma-international.org/article/a-unique-development-road-of-urban-public-libraries-of-china/228178
http://www.irma-international.org/chapter/an-extensive-discussion-on-transition-of-libraries/274770
http://www.irma-international.org/chapter/the-leadership-role-of-scholarly-communications-in-the-covid-19-crisis/272306
http://www.irma-international.org/article/wechat-mobile-library-service-in-chinese-academic-libraries/265289

