
Journal of Information Science, Systems and Technology 

2016, Vol. 1, No. 1 [April], 27 - 33 [Research Article] 

Shah, N.U. and Ahmad, F. /  

Pakistan University Libraries Use of Web 2.0 Tools  / 27 

 

 

Pakistan University Libraries’ Use of Web 2.0 Tools for Marketing and 

Promotion of Library Services  
 

Naimat Ullah Shah 
Librarian GDC No.2 Bannu, Pakistan  

(naim at784@gmail.com) 

 

Fouzia Ahmad 
Library Manager, Gymkhana  Club Lahore, Pakistan  

(aroma145@gmail.com) 

 

Abstract 

Libraries and librarians around the world are using Web 2.0 tools to inform users about their services, 

share information, connect with users and colleagues, on a worldwide level. This study explored the 

use of Web 2.0 tools for marketing and promotion of library services and resources by the libraries of 

Pakistani universities. A structured questionnaire were developed and administered through 

professional social network sites for data collection from the university libraries. A total of 87 

completed questionnaire returns were received from the following provinces of the country: Punjab 

(47%), Khyber Pakhtoonkhwa (28%), Sindh (18%), Balochistan (6%) and AJ & Kashmir (0.7%).  

The results show that Facebook, Twitter, Wikis, RSS, LinkedIn, Blogging, YouTube and email-

groups are the web 2.0 tools considered suitable and used for marketing and promotion of different 

library services and resources in the university libraries. 
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Introduction 

In this age of information technology, library and other information centers have adopted new 

information storage, processing and retrieval systems. The usually expressed aim of such information 

centers is to provide or help meet the information needs of its customers. Toward achieving this aim, 

every library should plan some strategy which harnesses the digital environment in which they and 

their current and potential users operate. Part of the strategy should be the effective marketing of 

information services and resources to existing and potential new library users. There are many 

products and services of these centres that can be marketed, like new arrivals, reference services, ILL, 

current awareness services, selective dissemination of information (SDI), indexing and abstracting 

services, and so on. Such marketing invariably involves understanding what library customers need, 

and setting out goals to meet the identified needs.   

 

In the past few decades the opportunities for effective and efficient marketing of library services and 

resources have increased by virtue of the resources provided by the Internet and the Web, and various 

Web 2.0 tools are available for use by libraries. According to Malik (2009), Web 2.0 have appeared as 

new practices in library profession, like Library 2.0, which Web 2.0 technologies adapted for specific 

use in libraries. In future, libraries need to continue to expand the use of Web 2.0 tools to transform 

their strategies and tactics for marketing and promotion of their increasingly digital and web-based 

products and services. Madhusudhan (2008) had also stated that the adoption of latest technological 

trends will help librarians to improve the marketing of their services. Moreover, empirical studies 

around the world have shown encouraging reactions of library users to the marketing the library 

products and services through social media. For instance, a study by the South Carolina State Library 

reported that more about 92.2% of its users perceived that Web 2.0 tools are very important and 

should be used for marketing of library services and resources (ALA, 2001).  

 

So, what are Pakistani libraries doing today in exploiting Web 2.0 tools to market their services to 

their existing and potential customers? This study investigates the purpose, usability and actual use of 
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Web 2.0 for the marketing and promotion of library services and resources in Pakistani university 

libraries. 

 

Literature Review 

Useful and usable information is a constant daily need for individuals and organizations. Although 

information explosion continues to contribute to the challenge of finding useful information in the 

expanding sea of information, the dramatic revolutions of modern information and communication 

technologies (ICT) and associated expertise continue to fortuitously enable improved resources for 

libraries and easier digital access to library services and resources. In today‟s digital environment, 

libraries face the considerable pressure and challenges from explosions in information, information 

sources and exploding information technologies. in developed countries, libraries are awake that it is 

necessary to proactively and energitically market and promote their services and resources among the 

user in order to be able to compete with non-library-based information and information sources, with 

information and communication technology (ICT) a key enabler and innovation tool in the activity. 

Many libraries in developed countries are already using social networking sites to effectively market 

their products and services (Khan and Bhatti, 2012). 

 

Marketing has now become an essential part in business whether as a profitable business or non-proft 

government agency.  Kotler (2007) stated that marketing entails the examination, arrangement, 

implication and regulation of sensibly expressed plans to carry out the unpaid barter of standards with 

targeted audience for achieving the institutional goals. Its depends on planning the institutional 

contribution in relation to the target institutional requirements and needs by means of actual valuing, 

communication, and dissemination of information be aware of, and encourage and work for the 

markets. The American Marketing Association states that “Marketing is the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging offerings that 

have value for customers, clients, partners, and society at large”. (Bennett and American Marketing 

Association, 1995). 

 

Das and Karn (2008) discussed the need of marketing and promotion by libraries, and perceived that 

that libraries should aim to provide the right information to right customer at the right time, and that in 

order to achieve this libraries need to the make their products and services readily available to the 

digital devices that are increasingly being used by existing and potential users. There is the need of a 

change from “product or services orientation” to “customer need orientation”. Spalding & Wang 

(2006) emphasized that the benefits of marketing of library services can be achieved  by librarians 

using marketing techniques  to better understand the need of their users and applying the most 

efficiency techniques to meet their user‟s needs. Similarly, Groupin (2011) discussed the 

requirements, techniques and difficulties of marketing library products and services in India, and 

argues that strategic planning in libraries must include the use of  marketing techniques and 

promotional strategies for library products and services. With greater proportions of their existing and 

potential user populations being young, digital natives and preferring to use various Web 2.0 tools to 

communicate with and find information from anywhere in the world, libraries have no alternative to 

gearing up to also become commensurately highly digital in the products and services, as well as in 

the marketing of their products and services. 

 

The Web 2.0 can be used in many ways as means to facilitate access for library customers to the 

library resources and services. For example instant messaging can be used to provide online reference 

service. Also, according to Schneckenberg (2009), “the usage of social media techniques are 

increasing as these applications are easy to use, perceptive and also facilitates online publication and 

sharing of user generated contents”. Lazor (2014) stated that the often used social media sites are 

Facebook, Twitter, LinkedIn and blogs, and that Facebook allows you to share information and 

awareness about your business, while Twitter enables you to share information related to common 

interests of people.  

 

Rani, S. (2007) stated that marketing of library services and resources in Punjab and Chandigarh 

University libraries in India have invested much in building a vast collection volumes, but that the 
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resources cannot be effectively used by their customers to unless they are effectively marketed, and 

that the libraries can benefit greatly from the use of Web 2.0 tools for marketing the resources and 

services in an easy and almost cost free manner. Kaur stated further that, through Web 2.0, a library 

professional can reach majority of users in less time and get the feedback of his users very easily.  and 

This is similar to the opinion of Ayiah and Kumah (2011) that “Web 2.0 has the ability to 

communicate the users at distance and to provide right information to the right user at right time, 

thereby allowing a library to focus on finding out about their users‟ information needs, and using 

technology to facilitate users‟ access to right information to meet their needs.”   

 

Groupin (2011) reported that the 2011 statistics show that that nearly 2.2 % of web consumers belong 

to Pakistan out of total Web users Asia, that the percentage is increasing, and that information centre 

in the country should deploy and manage their own websites on Web 2.0 platforms as channels for 

communicating with and providing services to their users. He concluded that library staff should be 

familiar with modern marketing and promotional techniques. Kumar (2014) assessed the marketing of 

library resources and services in the Library Kurukshetra University, Kurukshetra State, India. Most 

of the respondents of his survey suggested installation of LCD screens to update the library customers 

of existing and new services, although this approach will be useful for physical, but not virtual visitors 

to the library‟s resources and services. He concluded that is of the view that library staff should be 

familiar with modern marketing and promotional techniques.  

 

Problem Statement 

Web 2.0 provides easy and low cost tools for marketing a business and its services, which libraries in 

developed countries have being exploiting intensively. Pakistan is a developing country where 

funding resources for libraries are always scarce. Web tools are often easily accessible for use at low 

costs. This means that Pakistani libraries should actively be using Web 2.0 tools to market their 

services because of their effectiveness and efficiency, particularly as Internet access is rapidly 

growing in the country. An extensive search and review of the of related literature showed that very 

few studies have been undertaken to explore the application of Web 2.0 for marketing of library 

services and resources in Pakistan. This study was conducted in Pakistan to discover the extent to 

which the use of Web 2.0 tools is helping librarians for marketing and promotion of library and 

information products and services. 

 

Research Objectives and Questions  

This study aimed to achieve the following objectives: 

(a) To investigate the potential roles and implications of the use of web 2.0 in marketing and 

promotional activities by libraries worldwide 

(b) To investigate perceptions and use of Web 2.0 tools for marketing and promoting library 

services in university libraries in Pakistan.  

 

The research questions are: 

1. What is the role of Web 2.0 tools in marketing and promotional activities? 

2. What Web 2.0 tools can be used in university libraries to market their services? 

3. What Web 2.0 tools are being used in Pakistani university libraries? 

 

Methodology 

This research study used a descriptive survey research design, with a structured questionnaire 

employed for data collection. The population of the study comprised the professional staff of 

university libraries in Pakistan. The questionnaire was developed from a comprehensive review of 

related literature. A draft of the questionnaire was first sent to some library professionals for their 

review and feedback, and the draft was improved based on their comments. The final version of the 

questionnaire were uploaded as an online form on the Google Docs platform and distributed through 

professional social media sites. Eighty-seven completed copies of the questionnaire were eventually 

received from respondents, who are distributed by province as shown in Table 1. The analysis of the 

data was done with SPSS (Statistical Package for the Social Sciences), Version 19, using frequency 

distribution and descriptive statistics.  
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Table 1: Distribution of questionnaire responses by Province. 

Province of Pakistan Number of  

Respondents 

 % of total 

respondents 

 Punjab 41 47 

 Khyber Pakhtoonkhwa 24 28 

 Sindh 16 18 

 Balochistan 05 6 

AJ & Kashmir 01 1 

Total 87 100 

  

Results and Discussion 

 

Respondents’ Demographics and Professional Experiences  

Out of 87 respondents, 74 (85%) respondents were male and the remaining 13 (15%) were female.  

Also, 50% of the respondents were aged 31 to 40 years, 37.5% were aged 21 to 30 years, and the 

remaining 12.5% were aged 41 to 50 years. The majority of the respondents (75%) were master 

degree holders, while the rest were MPhil degree holders. Finally, most of the respondents were 

professionally highly experienced, with 53% of them having professional experience from 9 to 20 

years, 30% respondents had experience from 4 to 8 years, while 18% respondents had experience 

from 1 to 3 years.  

 

Purpose of Web2.0 Usage  

Tuten (2001) is of the view that by marketing the library products and services through social media 

like Facebook, Twitter, blogs and micro blogging, libraries are connecting better to their users and 

giving them a chance to participate in production of library products. In order to know the purposes 

for which Web 2.0 can be used actually in the Pakistani university libraries, the respondents were 

asked to react to the various statements in Table 2 by choosing a response from the five-point Likert 

scale containing options ranging from „strongly disagree‟  to „strongly agree‟. Table 2 shows that the 

respondents agreed most (Mean score (µ) = 4.54) that Web 2.0 in library is for marketing of library 

resources and services, followed by creating awareness among users about new arrivals (µ=4.46). 

These are followed by level of agreement by the respondents that web 2.0 is used in library to reach 

new audience of potential users (µ=4.30), and to push library news and press release (µ=4.26). In 

contrast, at the bottom in terms of level of agreement by the respondents are use of Web 2.0 for  fund 

raising (µ=3.73), and for modernizing the library image and e-reputation (µ=3.88). Finally, in 

between the top and bottom purposes for use of Web 2.0 are reportedly used in the libraries are to 

provide quick updates to users, and to build discussion groups and collaborative work. 

 
Table 2: Purpose of Web2.0 in Pakistani Libraries. 

 

Statement 

Strongly 

disagree 

 

Disagree Neutral 

 

Agree 

 

Strongly 

agree 

 

Mean 

(µ) 

Std. 

Dev. 

Marketing of library resources 

and services 

0.0 0.0 0.0  33.9  66.1 4.54 .678 

To aware users about new 

arrivals 

0.0 0.0 0.0  39.7  

 60.3 

4.46 .613 

To reach a new audience of 

potential users 

0.0 0.0 0.0 58.2 41.8 4.30 .766 

To push library news and 

press release 

0.0 0.0 7.6 55.4 37.0 4.26 .582 

To provide quick updates to 

users 

0.0 0.0 10.7 43.0 46.3 4.10 .980 

To spread news and service 

alerts 

0.0 0.0 17.4 39.3 43.3 4.09 .743 

To build discussion groups 0.0 0.0 30.3 44.3 25.4 4.03 .420 
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and collaborative work 

To modernize the library 

image and e-reputation 

0.0 8.5 11.1 29.3 51.1 3.88 .740 

For fund raising 0.0 15.5 10.3 26.1 48.1 3.73 .974 

 

Marketing through Web2.0 Tools 

In order to find out which Web2.0 applications are being used for marketing and promotion of library 

services and resources in the libraries, the respondents were asked to choose an appropriate option 

from five-point Likert scale having options ranging from Never to Always to show which type and 

how far they are using various web 2.0 tools for marketing and promotion in their respective libraries. 

The results in Table 3 show that Facebook is ranked as the most used tool for marketing and sharing 

library services with mean score of 4.67, followed by the E-mail Groups with the mean score of 4.48. 

Whatsapp comes next (µ=4.41), followed by Wikis (µ=4.30) and Blogs and Twitter each with a mean 

score of 4.26.  As also revealed by the table, comparatively less use is made of RSS (µ=3.96), 

YouTube (µ=3.88) and LinkedIn (µ=3.57). 

 
Table: 3: Use of Web 2.0 Tools to Market Library Resources and Services. 

Web 2.0 Tool Never Sometimes Rarely Often Always Mean S.D 

Facebook 0.0 0.0 0.0 47.5 52.5 4.67 .473 

E-mail Groups 0.0 0.0 0.0 58.8 41.2 4.48 .631 

Whats app 0.0 0.0 0.0 60.1 39.9 4.41 .495 

Wikis 0.0 0.0     7.6 43.3 49.1 4.30 .766 

Blogs 0.0 0.0 12.8 41.0 46.2 4.26 .950 

Twitter 0.0 0.0 12.5 41.7 45.8 4.26 .754 

RSS  0.0 13.5 17.4 31.0 38.1 3.96 .749 

YouTube 0.0 15.2 18.7 30.2 35.9 3.88 .740 

LinkedIn 0.0 20.7 18.5 35.8 25.0 3.57 1.070 

 

Implementation and effectiveness of web 2.0 for marketing in libraries  

In order to know the perceived effectiveness in the use of Web 2.0 tools for marketing in the libraries, 

the respondents were asked to indicate the level by which they agreed or disagreed with the 

statements shown in Table 3, by using a five-point Likert scale with response options ranging from 

„strongly agree‟ to „strongly disagree‟.  Table 6.3 shows that most of the respondents (µ=4.54) agreed 

that „Web 2.0 is the most effective tool for promoting the information services and resources‟, 

followed by „Implementing promotional activities through web 2.0 requires adequate internet 

connection and technical support‟ (µ=4.26). User feedback, which is essential for assessing quality of 

promotional techniques for information services and resources, had a mean score 4.10. Ranked 

comparatively lower are „Specific budget allocated for promotion of library and Information services 

is must for university library‟ (µ=4.03), and „A marketing program through web 2.0 should be able to 

anticipate development in library‟. (µ=3.72). 

 
Table: 4: Implementation of web 2.0 in libraries 

 

Statement 

Strongly 

disagree  

% 

 

Disagree 

% 

 

Neutral 

% 

 

Agree 

% 

Strongly 

agree 

% 

 

Mean 

 

S.D. 

Web2.0 is the most effective tool 

for promoting the Information 

services and resources. 

 

0.0 

 

0.0 

 

0.0 

  

 

33.9% 

 

 

 66.1% 

4.54 .678 

Implementing promotional 

activities through web2.o 

requires adequate internet 

connection and technical 

support. 

 

0.0 

 

0.0 

 

 

11.6% 

 

 

25.1% 

 

 

63.3% 4.26 .582 

User feedback is essential to 

assess quality of promotional 

techniques for information 

 

0.0 

 

0.0 

 

 

19.6% 

 

 

44.1% 

 

 

36.3% 

4.10 .743 
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services and resources. 

A marketing program through 

web2.0 should be able to 

anticipate Development in 

library. 

 

0.0 

 

0.0 

 

 

27.6% 

 

 

61.3% 

 

 

11.1% 
4.03 .420 

Specific budget allocated for 

promotion of library and 

Information services is must for 

university library. 

 

0.0 

 

12.1% 

 

30.6% 

 

48.2% 

 

09.1% 
3.72 .641 

 

Conclusion 

The aim of this study is to discover how Web 2.0 marketing trends have been facilitating librarians in 

performing their roles in the effective and efficient marketing of library services and resources 

worldwide, and empirically in Pakistan university libraries. Results of the study show the basic 

purpose of web 2.0 in library is to market the library resources and services and create awareness 

among users about new arrivals. The results also show that Facebook and e-mail groups are the most 

used Web 2.0 tools. WhatApp, wikis, blogs and Twitter were also suggested by the respondents in the 

study as important Web 2.0 tools. The libraries should focus more on collaborative, interactive and 

web based library customer services to satisfy their customers.  

 

Recommendations 

There is a need that every information professional must learn how to advertise and market their 

products and services effectively using the Web 2.0 tools. Furthermore, if university librarians use 

Web 2.0 tools to promote and market their services effectively they would be able to save the time of 

the user which is very precious thing for a student of university library. This study also recommend 

that marketing officers in the libraries should initiate programmes to use the Web 2.0 tools to find out 

how best to improve the quality of library services. Effective implementation of marketing and 

promotional activities through Web 2.0 requires adequate Internet connection and technical support, 

which are two big challenges that the libraries should find ways to overcome. A marketing program 

through Web 2.0 should also be able to anticipate and strategize for future developments in web 

technologies for libraries. Digital technologies and associated skills continue to change rapidly. Thus, 

there is a need that library professionals and managers be trained periodically to enable them keep 

pace with new web technologies and their specific uses for marketing library products and services. 

Professional library associations should also play an active role to develop a strategy to equip their 

members and other library professionals to cope with the challenges of using Web 2.0 effectively and 

efficiently. 
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