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PROMOTING LIBRARY SERVICES IN THE SOCIAL MEDIA ERA:
EXPLORING USE, OBJECTIVES, CHALLENGES AND
PERCEIVED INFLUENCE

The social media have significantly changed almost every part of our being. They have changed
the shape and nature of communication. Before the emergence of social media platforms,
communication was mainly face-to-face as distance was an essential barrier in communication
engagement, but that has changed with the emergence of social media platforms. In addition,
library services are also experiencing serious changes as a result of the emergence of social
media platforms. This is because services that were once rendered in library halls can now be
rendered outside of library building. Library users also have new expectations from library
managements. They desire to have services rendered to them in a simple and technological-
based manner than before. These changes have made researchers interested in examining issues
related to changes that have taken place in library management in the social media era. This
study examined the use of mediated platforms for creating awareness regarding the services in
libraries in Nigeria. The study was guided by five objectives. Descriptive survey was used as the
design of the study. Both librarians (n=300) and library users (n=300) were sampled for the study.
The questionnaire served as the instrument for data collection. Descriptive analysis like simple
percentages, mean and standard deviation were used for the study. It was found that there is low
extent of application of social media for the purposes of increasing public awareness of services
in libraries. Also, seven objectives of applying social media to enhance awareness of services in
libraries were found. Seven strategies for using social media to promote library services were
also reported. Six obstacles to the use of social media to promote library services were also
reported. They are: lack of skilful manpower; inadequate finance; lack of interest on the part of
library management; lack of appropriate and up to date tool; inadequate staff members and lack
of a conducive working environment. The perceived influence of exposure to social media
messages promoting library services were also reported. The results of this study have implications
on library practice and scholarship. Regarding library practice, the results suggests that to effectively
promote library services with a corresponding possibility for increased patronage, there is the
need for management of libraries to address serious issues of inadequate manpower, lack of
facilities and poor funding. When this is done, it is hoped that social media could be fully applied
for the purposes of promoting library services in Nigeria. In terms of scholarship, the results of the
study has added to the body of literature regarding the important role that social media platforms
are now playing in different spheres of the society. In particular, the results has added to studies
on the role of social media in library services. It is therefore, recommended that library management
should put in place programs and policies that support the use of social media to promote library
services. Based on the results of the study, the researchers recommends, among others, the
utilization of social media to promote library services. Other recommendations are also made.
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Introduction

Promoting library services is one of the problems that
libraries face. This is largely because of two factors. First,
library services are like products. They may not be useful
until information about them get to the final users with a
corresponding possibility for usage. What this means is
that no matter how good library services are, usage is a
critical requirement to achieve the overall aim of such
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services. Patil and Pradhan (2074) corroborate that the
same way that marketing of products in companies is
essential is to increase create awareness and improve
on sales as well as market share, the promotion of library
services is needed to enhance public knowledge of library
services. In the second place, libraries now face new
challenges of low library patronage as a result of new
technologies. Library users now have different demands
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and expectations from libraries have changed even as
recent as ten years ago. There is not possibility that we
have seen the last in changes regarding communication
technologies. Mitra (2076) opines that the world is now
largely an information and communication entertainment
in which case people express preference for speedy, and
technology driven approach to almost everything and
libraries cannot afford to be left behind. Mitra adds that
both e-learners and their traditional counterparts can
access libraries using Internet facilities. Evidence in
literature (Helinsky, 2008; Webreck & Alman, 2007) also
suggest that the digital age has posed a serious challenge
to academic libraries which include the utilization of new
technologies, budget reduction, the dynamic internal and
external environments, as well as new quest of research
and teaching. Helinsky (2008) aver that promotion of library
facilities is one of the ways through which libraries can
meet up with the challenges.

To promote library services is to create awareness on
the existing of such services. Scholars (de Saez, 2002;
Potter, 2012; Rowley, 2003; Welch, 2006) are of the view
that promoting library services also entails having complete
knowledge of users' needs and expectations, ascertaining
market niches, coming up with products and services that
appease to users, developing client relationships and
creating 'marketing mix'. The overall aim is to carry the
users along as much as possible. Welch (2006) says that
libraries and information agencies pay close attention to
their clients. They have to understand them very well so as
to effectively serve them. Rowley (2003) posits that services
are the abstract products that libraries use to compete
favourably. The decision a person makes to visit a depart-
mental library instead the university library could be
influenced by the quality of services rendered in both
libraries. Patil and Pradhan (2074) aver that the objective
of library promotion services is to: market services and
raise money for libraries, promote the utilization of available
reading material in the library and create awareness
among the users; improve the image of the library and
optimize the use of information within limited resources
and manpower.

One of the important decisions that libraries have to
make is the choice of promotional tools. This is because
wrong choice of promotional tool may hamper the attain-
ment of promotional objectives. Scholars (Fisher & Pride,
2006; Mathews, 2009; Webreck Alman, 2007) list pro-
motional tools to include digital media, like e-mail lists,
print materials, blogs and podcasts, social media, the
library's Website, among others. One of the determinants
of which promotional tool to use is how effective the tool is
in creating awareness about library services. Another
consideration is how popular a promotional tool is among
library users. Popularity is important because it is one way
to guarantee that users will be exposed to promotions on
library services. The popularity and acceptance of social
media makes it imperative to examine how it could be
used for the promotion of library services.

Social media describe Internet-powered communica-
tion tools that allow for instantaneous exchange of ideas.
Social media platforms allow people to send and receive
information (Walter & Riviera, 2004). Social media also
comprises of activities that involve socializing and net-
working online by means of pictures, words and videos
(Nwazor & Godwin-Maduike, 2015: 127). In the views of
Nwazor and Godwin-Maduike (2015: 127), the presence
of Internet features, most of whom are of high capacity in
terms of speed, make the use of social media common
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and easy. The increase acceptance and use of smart-
phones have also made the use of social media a lot
easier. Most of the smartphones are very sophisticated
with capacity to execute complex tasks.

In a different light, Kaplan and Haenlein (2010) define
social media as a collection of communication platforms
that depend largely on internet applications to function.
They add that social media also make use of Web 2.0
application for allows for interaction among social media
users. The activities that take place depends on mobile
and web-based technologies to create highly interactive
platforms through which individuals and communities
share, co-create, discuss and modify user-generated
content (Nwazor & Godwin-Maduike, 2015: 127). Similarly,
some of the platform that help users to network include;
Facebook, Google+, Hi5, Friendster, LinkedIn, Meerkat,
MyLife, Ning, Periscope, Plaxo, Twitter and XING. Others
that help in ideas or business promotion include; Bing,
Blogging platform Discussion Boards and Forums,
Google, Flickr, MySpace, Yahoo, YouTube among several
others. Social media platforms are now very popular
among different people. Most educated people have
access to one social media account or the other. People
are spending time on social media now, perhaps, more
than they read newspapers and watch TV or even listen to
radio. Mathews and George (2073) corroborate that social
media have emerged over the past years as common and
cheap way of meaning sharing and information exchange.
Mathews and George add that social media platforms have
advanced from a niche to a mass online engagement with
a huge participation. People are accessing social media
in different places like churches, in vehicles, lecture hall,
at board meetings, in the toilet, at home, in offices, at
restaurants, among others. This makes the social media
effective for the promotion of library services.

Over the years, scholars have examined the promotion
of library services. Nkanga (2002: 309) conducted a study
and reported that promotional strategies like telephone
calls, memos, circulars, personal contacts, library tours,
leaflets, mailing, displays, meetings, direct, talks and
newsletters, were widely deployed to create awareness
concerning library services. Cummings (7994) carried out
a study to examine how libraries are promoting their
services and the influence such promotions have on users.
The results showed that strategies like, holding lectures,
changing library exhibits, combination of outreach prog-
rams, classroom instruction and library tours (see also
Dodsworth, 1998: 321-332). Jackson (2001: 46) investi-
gated how to promote the interfaces, how to decide the
appropriate time to promote the service, and reported that
various promotional approaches like leaflets, business
cards, newsletters, e-mails, letters, phone calls, contact
were applied to get the attention of users. Ashcroft (2002)
studied the promotion and assessment of library services
and reported that the need to create awareness on the
existence of library services as well as the materials
available is essential. In other words, users need to know
the services that libraries render and the range of materials
they have in stock.

Bhat (7998) studied the promotional tactics of the Bri-
tish Council Network in India and reported that strategies
such as presentation at institutions, mailouts, personal
visits, cultivating the press, brochures, leaflets, extension
activities newsletters as well as the placement of adver-
tisement in the media regarding library services available.
The researcher did not expand his study to include the
use of social media.
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Adeloye (2003: 17) studied different practical ideas
such as the application of promotional techniques inclu-
ding library guides brochures, and exhibitions. The Internet
was deplored to promote library services and the app-
roaches applied to promote library Website were live digital
reference desk, circulation expire alert, cross search and
library portals (Ju, 2006: 341-342). In contemporary society
with new communication technologies coming up almost
every day, librarians deploy some software and hardware
applications like wikis and podcasting, media-sharing
tools such as YouTube and Flickr, and social networking
services such as Twitter and Facebook as well as blogs to
assist them in rendering services to the general public
(Hinchliffe & Leon, 2011, Moulaison and Corrado, 2011;
Yi, 2014). However, studies, especially from perspective
have not significantly examined the application of social
media in promoting library services. Therefore, this study
sought to achieve five objectives: to ascertain the extent of
use of social media for promoting library services; to
determined the objective of using social media for pro-
moting library services; to ascertain the strategies for using
social media for promoting library services; to ascertain
the challenges to use of social media for promoting library
services and to ascertain the relationship between expo-
sed to library services on social media and use of library
services.

Materials and Method

The researchers adopted descriptive survey research
design to achieve the objectives of the study. We consi-
dered survey useful because useful because approach
enabled the researchers to describe and explain the use
of social media for the promotion of library services with
particular attention to Nigeria. A total of 300 librarians and
300 libraries users in Nigeria took part in the study. The
librarians were from Federal and state University owned
libraries in Nigeria. The library users were undergraduates
from Federal University Otueke who took part in the study.
The researchers adopted purposive sampling technique
to select the library users and the undergraduates who
took part in the study. The essence of the sampling process
was not to get a representative sample of librarians nor

undergraduates, both to recruit persons who had infor-
mation about the subject matter. The researcher used a
self-developed questionnaire as the instrument for data
collection. The questionnaire was developed after a review
of relevant literature. The response format was multiple
option for the demographics and a four point Likert scale
for the psychographic response. The instrument sought
both demographic and psychographic data of the sample.
We used three experts from the Federal University Otueke
to validate the questionnaire. The experts were requested
to ascertain the clarity of the items, logicality of items and
appropriateness. At the end, the corrections from the ex-
perts guided the researchers in producing the final copy.
To ascertain the reliability of the instrument, the resear-
chers used a test re-test approach. Consequently, earlier
20 copies of the drafted questionnaire were administered
to 20 persons in Enugu State. This was repeated after two
weeks interval. The correlation coefficient calculation was
.77, an indication of high reliability of the instrument.

The researchers used both descriptive statistics to
analyse data for the study. Therefore, descriptive statistics
like simple percentages, mean and standard deviation
were used to present the average response from data
gathered. The benchmark for accepting or rejecting items
for the Likert scale was 2.5.

Results

There was 95% return rated for library professionals
and 91% return rate for library users. That is to say that
among the 300 copies of the questionnaire administered
to librarians, 285 copies were returned and found useful.
On the other hand, of the 273 copies of the questionnaire
administered to library users were returned and found
useful. Overall, the mean percentage return rate for the
sample was 93%. The mean age of librarians was 45
(range 33 and 57 years). The mean age of library users
was 23 (range 20 and 26). Regarding gender, the library
professionals were 75% male and 25% female. On the
other hand, the library users were 67% male and 33%
female. The psychographic data is presented below. First,
a graph was plotted to ascertain the extent of use of social
media for promoting library services.
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Figure 1. Extent of use of social media to promote library services.

The graph above was plotted to ascertain the extent of
use of social media to promote library services. It was
found that most of the respondents reported that there is
low use of social media to promote library services. This
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result has negative implications on the promotion of library
services because it suggests that libraries in Nigeria are
yet to fully harness the benefits that social media platforms
offer.
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Table 1: objectives of using social media to promote library services (n=285)

SIN _ Items Mean SD Remark
1 To create awareness on library services 3.1 .99 Accepted
2 To educate users on library services 2.7 .98 Accepted
3 To encourage patronage of library services 2.8 .76 Accepted
4 To meet 21% century library users at their door steps 3.0 .71 Accepted
5 To satisfy the need of library users 2.9 .56 Accepted
6 To outsmart competitors 2.7 .68 Accepted
7 To meet up with the demand of the 21% century library services 2.6 .78 Accepted

In table one above, the researcher sought to ascertain
the objectives of promoting library services from the point
of view of library professionals. It was found that all the
items presented were accepted as the objectives that
drive the promoting of library services through social
media. This is because all the items met the benchmark

criterion mean score of 2.5 and above. Comparatively,
awareness creation had the highest mean while meeting
the demand of the 21%t century library services had the
least score. In table two, the researcher sought to ascer-
tain the strategies for using social media to promote lib-
rary services.

Table 2: Strategies for using social media to promote library services (n=285)

SIN ltems Mean SD Remark
1 Creating dedicated social media accounts on library services 34 91 Accepted
2 Embedding information on library services into the accounts of users. 29 .67 Accepted
3 Using multiple social media accounts like Facebook, YouTube, Twitter 26 .66 Accepted
4 Using pictures in social media messages on library services 3.2 .98 Accepted
5 Using videos to explain certain aspects of library services 25 .78 Accepted
6 Frequently updating social media messages on library services 28 .90 Accepted
7 Providing 24 hours 7 days prompt response from users 3.1 .67 Accepted

In table two above, the researchers sought to ascertain
the strategies for using social media to promote library
services. A total of seven items were presented to the
respondents and all the items were accepted. This is
because the items scored mean values of more than 2.5
which is within the benchmark for accepting or rejecting

items. Overall, creating dedicated social media accounts
on library services had the highest mean score followed
by providing uninterrupted social media interaction with
users. To ascertain the challenges to the application of
social media for the purposes of promoting library services,
table three was computed:

Table 3: Challenges to the use of social media for promoting library services (n=285)

SIN Items Mean SD Remark
1 Lack of skilful manpower 28 .81 Accepted
2 In adequate finance. 27 .64 Accepted
3 Apathy on the part of librarians 22 .68 Rejected
4 lack of interest on the part of library management 3.2 .67 Accepted
5 Lack of appropriate and up to date tools 25 .74 Accepted
6 Inadequate staff members 26 91 Accepted
7 Lack of a conducive working environment 3.0 .88 Accepted

The essence of table three above was to find out the
challenges to the use of social media for the promotion
of library services. The results showed that all but one of
the seven items were accepted as the challenges that
library professionals face in a bid to use social media to
promote library services. The librarians rejected the item

regarding their apathy to the use of social media to
promote library services. Most of the challenges identified
were more related to management of libraries. In table
four, the researchers examined the perceived influence
the promotion of library services though social media on
users.

Table 4: perceived influence the promotion of library services though social media on users (n=273)

SIN__ltems Mean SD Remark

1 Exposure to information on library services on social media will influence my 3.3 92 Accepted
image of libraries positively ) )

2 Exposure to information on library services on social media will influence my 27 55 Accepted
attitudes towards libraries positively ) )

3 Exposure to information on library services on social media will influence my 28 08 Accepted
use of libraries positively ) )

4 Exposure to information on library services on social media will influence my 3.1 77 Accepted
educate me on library services ) )

5 Exposure to information on library services on social media will influence my 27 76 Accepted

competence in using library services.

6 Exposure to information on library services on social media will influence

frequency of using library positively

2.5 94 Accepted
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In the table above, the researchers examined the
perceived influence of exposure to information on library
services on library users. The users were asked to identify
the influence that their exposure to information on library
services will have on them. The results of the study as
presented in the table above suggests that all the items

were accepted as the perceived influence of the promotion
of library service through social media on users.

Discussion of Findings

In this study, the researchers examined the use of social
media for the purposes of promoting library services in
Nigeria. Library professionals and users took part in the
study. In doing so, specific attention was paid to use of
social media to promote library services, objectives of
using social media for promoting library services, stra-
tegies for using social media for promoting library ser-
vices, challenges to the use of social media to promote
library services as well as perceived influence of the use
of social media for promoting library services on users. It
was found that there is low extent of use of social media
for promoting library services. What this means is that
library professionals have so far paid less attention in
using social media to promote library services in Nigeria.
This is not a cheering outcome because social media
platforms are very popular among most people, especially
people of school age typically will utilize library services
most. The result of this study also revealed seven objectives
for the use of social media to promote library services.
These are: to create awareness on library services; to
educate users on library services; to encourage patronage
of library services; to meet 21st century library users at
their door steps; to satisfy the need of library users; to
outsmart competitors and to meet up with the demand of
the 21st century library services. The result of this study is
similar to that of Patil and Pradhan (2014) who note that
the overall aim of the library is the promotion of patronage.
The departing point between their (Patil & Pradhan, 2014)
results and the current study is that they did not examine
how social media could be used to promote library ser-
vices. It was also found that the strategies for using social
media to promote library services include: creating dedi-
cated social media accounts on library services; embed-
ding information on library services into the accounts of
users; using multiple social media accounts like Face-
book, YouTube, Twitter; Using pictures in social media
messages on library services; Using videos to explain
certain aspects of library services; frequently updating
social media messages on library services and Providing
24 hours 7 days prompt response from users. The result
of this study is contrary to those of Ju (2006), Adeloye
(2003), Bhat (1998) who examined strategies for pro-
moting library services and reported the use of other app-
roaches other than social media. We also found that the
application of social media for the purposes of promoting
library services has been faced with a number of chal-
lenges. The result, however, support the views of other
scholars (Hinchliffe & Leon, 2011; Moulaison and Corrado,
2011; Yi, 2014) who admitted that the new media world
has substantially impacted on library practice and services.

The challenges are: lack of skilful manpower; in ade-
quate finance; lack of interest on the part of library manage-
ment; lack of appropriate and up to date tool; inadequate
staff members and lack of a conducive working environ-
ment. These results suggest that for social media to be
fully utilized for the purposes of promoting library services,
certain things need to be done. In other words, this aspect
of the results have implications on how to effectively utilize
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social media to promote library services. It means that for
social media to be effectively applied to promote library
services, certain administrative steps must be taken. The
results regarding the perceived influence of social media
on the promotion of library services revealed that: exposure
to information on library services on social media will
influence the image of libraries positively; exposure to
information on library services on social media will influ-
ence my attitudes towards libraries positively; exposure to
information on library services on social media will inf-
luence my use of libraries positively; exposure to infor-
mation on library services on social media will influence
and educate users on library services; exposure to infor-
mation on library services on social media will influence
my competence in using library services and exposure to
information on library services on social media will
influence frequency of using library positively. This aspect
of the findings makes a strong case for the application of
social media to promote library services in Nigeria.

The results of this study have implications on library
practice and scholarship. Regarding library practice, the
results suggests that to effectively promote library services
with a corresponding possibility for increased patronage,
there is the need for management of libraries to address
serious issues of inadequate manpower, lack of facilities
and poor funding. When this is done, it is hoped that social
media could be fully applied for the purposes of promoting
library services in Nigeria. In terms of scholarship, the
results of the study has added to the body of literature
regarding the important role that social media platforms
are now playing in different spheres of the society. In
particular, the results has added to studies on the role of
social media in library services. It is therefore, recom-
mended that library management should put in place prog-
rams and policies that support the use of social media to
promote library services. It is also recommended that
libraries should develop and implement plan of actions
on how to apply social media in the promotion of library
services. Finally, further studies should explore the efforts
made by library managements in using social media to
promote library services.
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[TPOCYBAHHA bIb/IIOTEYHUX OC/1YT B ETIOXY COLJIA/IbHUX MELIA:
AOCNIAXEHHA BUKOPUCTAHHA, LIJIEN, TPOBJIEM TA CNTIPUUHATOIO BI1/INBY

CouianbHi Mefjia 3HaYHO 3MIHUINY KOXHY YaCTUHY Haworo 6yTTA. BoHu 3amiHunu hopmy i xapaktep cninkyBaHHS.
Ho nosiBu nnatcopm couianbHMX Megia nepeBaxanu pedepeHTHi hopMu cninkyBaHHS, OCKiNbKMY BiAcTaHb Oyna
CyTTEBMM Oap'epoM y cninkyBaHHi, ane ue 3aMiHMNocs 3 NOABOK couianbHux mepex. Lli 3amiHn cTocyroTbeA ranysi
OCBITM B Llinomy Ta 6i6nioTe4yHoi cnpaBu 3okpeMa. SKLo paHille nocnyru Hagasanucs nuile y 6ioniote4yHnx sanax,
To Tenep 6ibnioTekolo MOXXHa ckopUcTaTUCH AUCTaHUINHO. YMTadi MaloTb HOBI OYiKyBaHHS Bif ynpaBniHHA 6i6nioTe-
kamu. BoHu 6axaloTb oTpuMyBaTu NOCNyru onepaTuBHilLe Ta TEXHONOTiYHiwe, HiXk paHilwe. Li 3miH npuBepTaloTb
yBary JocrnigHuKIiB A0 NUTaHb, NOB'sAI3aHMX 3i 3MiHaMu, Wo BiaGynucs B ynpaBniHHI 6i6nioTekamun B enoxy couianb-
HUX Mepia. Y AaHin cTaTTi 6yno po3rnsiHyTo BUKOPUCTaHHA onocepeakoBaHuX nnatdopm Ans niaBULLIEHHA 06i3Ha-
HOCTI Wwoao nocnyry 6ioniotekax Hirepii. JocnimkeHHA nepea6ayano AOCATHEHHA N'ATU OCHOBHUX Uinewn. B akocTi
Au3aiHy gocnimkeHHs 6yno BUKOpUCTaHO onucoBe onUTYBaHHA. [Ina pgocnimkeHHsA 6ynu BigibpaHi Ak 6ioniotekapi
(n = 300), Tak i kopucTyBaui 6i6niotekn (n = 300). IHcTpyMmeHTapiem anA 36opy AaHUX € cneuianbHO po3po6neHa
aHkeTa. [ins pocnigXeHHs BUKOPUCTOBYBanu onvucoBUI aHanis, ik NPocCTi BiACOTKW, cepeAHE Ta cTaHAapTHe Biaxu-
neHHs. Byno BctaHOBMNEHO, WO BUKOPUCTaHHA coljianbHUX Mefia € HU3bKUM Y LiNAX NiaBuULEeHHs1 06i3HaHOCTi rpo-
MaACbKOCTi Npo nocnyru B 6iGniotekax. Takox Gyno oKpecrneHo cim Linen 3actocyBaHHsA couianbHUX Media ans
niaBULLEHHA 06i3HaHOCTI Npo nocnyru B 6ibnioTekax. Byno Takox noBiAoOMIeHO Npo cim cTpaTerii BUKOPUCTaHHA
couianbHUX Megdia AnsA npocyBaHHA 6i6nioTeyHnx nocnyr. MoBiAOMNANOCA TaKoX NPO NEPELUKOAU Ha LUNAXY BUKO-
pUCTaHHA couianbHUX Mepfia ANA NpocyBaHHA 6ibnioTeyHnx nocnyr, a came: BiACYTHICTb kBanidikoBaHMX KaapiB;
6pak chiHaHCyBaHHS; BiACYTHICTb iHTepecy 3 60Ky ynpaBniHHA 6i6nioTekoro; BiACYTHICTb Cy4aCcHOro OCHaLLeHHS;
HeaZleKBaTHUW NepcoHan Ta BiACYTHICTb CNPUATIIMBOro po6oyoro cepepgoBuiia. TakoX Noka3aHo posib colianbHUX
Megia-noBigoMneHb y po3BUTKY 6i6nioteyHnx nocnyr. Pesynstatv npoBeAeHOro aHanisy MoXyTb BTinoBaTucs y
npakTuui yHKLioHyBaHHSA 6ibnioTek Ta 06ymoBntoBaTH cneumndiky noganblumx gocnimkeHb. Lo ctocyeTbes 6i6nio-
TeYHOI NPaKTUKK, TO Ans edheKTMBHOIO NPOCYyBaHHA 6iGnioTeYHUX Nocnyr i3 BiANOBiAHOK MOXNUBICTIO MOCUIIEHHSA
MeLieHaTcTBa icCHye HeoOXigHICTb B ynpaBniHHi 6i6nioTekamu ans BUpilIeHHs1 cepMo3HOI Npo6rieMu HeJOCTaTHLOI
KinbKocTi po60o40i cunu, 6paky BignoBigHOro MaTepianbLHOro 3abe3ne4yeHHs Ta HeAoCTaTHLOro dpiHaHcyBaHHA. Konu
ue 6yae 3pobneHo, MoXHa cnoAiBaTUCs, WO coliarnbHi Mefiia MOXyTb 6T NOBHICTIO 3aCTOCOBaHi AJ1A NPOCYBaHHA
6i6nioteyHux nocnyr y Hirepii. LLloao TeopeTryHoi CKNagoBoi 3anponoHOBaHOro aHanisy, pe3ynsraTi 4oChiAKeHHSA
npoAeMOHCTPYyBanu BaXnuBy polib, IKy 3apas BigirpatoTb nnatgopmu couianbHUX Meaia B pisHUX ccepax cyc-
ninbcTBa. 30KpeMa, aKLleHTYETbCA yBara Ha posii couianbHUx mepia y 6ionioreyHnx nocnyrax. Tomy peKoMeHAyeTb-
cs, Wob B ynpaerniHHsA 6i6nioTekamu 6yno 3anpoBaaXeHO NporpamMu Ta NoniTuKy, AKi NiATPUMYIOTb BUKOPUCTaHHA
couianbHUX MepAia ANA npocyBaHHA 6iGnioTe4YHUX Nocnyr.

Knroyoei cnoea: 6ibriiomeyHi nocriyeu; npoghbecioHarsn,; npocyeaHHs; coyiasibHi media; Kopucmyeaui.
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