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MARKETING COMMUNICATIONS: READING PROMOTION
PROGRAMS IN ACADEMIC LIBRARIES

Objective. The article covers different forms of communication between library staff and its users including
reading promotion. It is rather effective for libraries to communicate with the target audience. Nowadays libraries
need to communicate with customers and academic libraries are not in the exception list. Academic library staff need
to communicate and build strong relations with students, professors and staff of university. Target audience may be
informed about the library, support of users or different events that take place in library space. Methods. Based on
the analysis of scientific research, a list of potential communication channels has been identified. Library messages
and reading promotion campaigns were also analyzed. Results. Part of library communication should be devoted to
book reading promotion and reading programs. Library staff need to get acquainted with programming and marketing,
because without this knowledge it is hard to fulfill main activity. Marketing is everywhere today, even in academic
library activity. The article describes the main elements of communication between the academic library and the user:
messages, channels, target audience and gives examples of information and advertising campaigns conducted by
different libraries. Conclusions. Reading promotion programs maybe part of common library communication. Modern
libraries start to communicate with their users, promote reading books and educate readers. It can be done with a
budget on promotion and without it.
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Introduction

Academic library play a critical role in connecting community members to vital resources
and programs, now more than ever.

Scientific library in the university help students to study and write bachelor’s or master's
thesis.

Communication with readers, main target audience of library, is in urgent need for modern
library. Academic library also need to build strong communication with readers. Even if it is
students and even if they will change every 2-4 years.

How academic libraries communicate with customers and connect with their community?

Methods

In this study secondary data analysis and research reports were used to create list of
potential communication, channels, ideas for communication campaigns and messages. Analysis
of librarian communication messages and book reading promotion was made. In addition, common
scheme of communication was implemented to academic library communication process with
users.

Results and Discussion

Communication scheme for academic library looks like this (based on Roman Jakobson's
scheme): sender — message — receiver — channel — code — context.

- Sender of the message (academic library)
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- Message (visit academic library, read more books provided by library, use services
provided by library)

- Receivers (students, lecturers, professors, faculty members and staff)
List of possible channels of communication for academic library:

- web site (articles, news, blog)

- social media

- academic newspaper, student radio or TV

- graffiti (outdoor and indoor, that are so popular in European universities)

- posters

- calendars

- souvenirs

The survey “US Public Libraries: Marketing and Communications Landscape” mentioned
such communication channels that can be used by library and may be suitable for academic
libraries:

- printed material in the library

- social media

- library's website

- library events

- local communication events

- local media

- e-mail messages (for site subscribers and those who have a library card) (US Public
Libraries: Marketing and Communications Landscape, 2018).

Great example of engaging followers and new young readers was shown by New York
Public Library. In 2018 the communication campaign “Insta Novels” was set. Special format of
engagement was Instagram Stories, fast format. Famous novels were presented in several second
video story. Among first novels were “Alice in Wonderland”, “The Metamorphosis”. By the way,
this novels often used by advertising agencies while launching advertising campaign for
bookshops for creating narrations (Freberg, 2020).

E-mails as an effective way of communication and good strategy can use such target messages:
library card is going to expire, we've missed you.

Another way to communicate with readers is newsletters. It is important form of
communication mentioned in “Communication in the Library: the Role of Librarians” (Martins,
Cortés, Graga, 2011).

Target audience of the messages sent by academic libraries:

- students (first year bachelor students, graduate students, master students)

- lecturers and professors

- staff and faculty members.

Students are rather specific audience for communion. First of all, they have studies at
university and obtain profession and experience for further activity. Students need to create
presentations, prepare individual tasks, participate in scientific conferences and publish thesis,
write bachelor’s or master’s thesis.

From the other side, students are young people (17-25 years old) and they are very curious
and open to new information, new facts and knowledge. This means that they are a very good
audience for library communication and reading promotion.

Professors and staff also can be participants of different reading challenges launched by
academic library staff.

Academic libraries can use a variety of messages, for example:
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- get a library card

- visit library

- read books

- read special book (written by university professor or graduate)

- read more

- read scientific books

- read classical texts

- read book wrote by famous scientists

- library is full of surprise

- read for fun

- read books to know more facts

- read books to pass exams

- read book to be smart

- promotion of reading advantages

- Visit new web-site

- order books with new online service (in case it is available)

Target message will be working in the best way when it give students benefit they want,
for example "10 books to help you learn more about...". Keeping balance between too much and
not enough information from library is one of the main task in communication strategy.

Main goal of communication campaigns and objectives:

-increase library usage

-promote books

-promote advantages of reading

-give example of positive library usage (for further model)

- increase awareness of library

- increase use of library material

- increase participation in library events and traffic to library

- promote the value of library

- connection with community (students, professors and academic staff)

Some libraries give us bright examples of creative communication with readers. For
example, look at advertising created for Czech Library Association "Read It Before Hollywood
Does" with Jane Air, The Old Man and the Sea. Milwaukee Public Library provide great example
of advertising campaign that mark advantage of library: "Turn your face to the book™, "You could
be Reading", "140 characters? Try millions". American Library Association also has launched a
series of events to promote libraries and reading (banned book week, teens read) and supported
this event with powerful posters spread all over the country (Miamlina, 2016). Madrid Book
Publishers Association also launched powerful campaigns in order to communicate with the
readers. The most powerful was about "Reading stimulates your imagination™ with Sherlock and
Cyrano, as well as futuristic ad campaign with the slogan "The more you read, the more you see"
that shows the power of books and reading.

According to research data in US Public Libraries: Marketing and Communications
Landscape (2018) 40% of public libraries have a communication strategy and 25% have marketing
professionals or staff. Madrid Book Publishers Association cooperates with the world famous
advertising agency “Grey”, regional office in Madrid (Spain). New York Public Library
cooperated with the advertising agency “Mother”.

But it is not important to have budget or cooperate with famous marketing agency as
communication starts from library and staff.
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By the way, some communications may be classified as public service announcement,
communications that promote public interests, for example reading promotion. Such
communication are placed free (public TV, radio, outdoor). Of course, it is good to have a budget
for promotion and communication. But reality is that librarians, like real superheroes, need to be
acquainted with marketing and even programming, because without such skills and knowledge it
is hard to fulfill new main activity. It is making the most of limited resources with no marketing
budget.

Conclusions

10-20 years ago, the library was a building where users went to get the documents and the
information they needed and had access to the expertise of specialized professionals. And now
inspiration starts in the library, because library help users read, learn and connect. So, let us
communicate with library users and promote library service and reading books with powerful
information campaigns. Design of information and advertising message will be the object of
another article.
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MAPKETHHI'OBI KOMYHIKAILIL: MIPOT'PAMM TPOMOIIIT
YNTAHHSA KHUI' B YHIBEPCUTETCBKHUX BIBJIIOTEKAX

Objective. Crarts BHCBITIIOE Di3HI (HOPMH CHINKyBaHHS MDK CHIBpOOIiTHHKaMu OibmioTeku Ta i
KOpHUCTyBa4aMH, BKIIIOUAIOUM NMPOCYBaHHS duTaHHs. [t 6i0mioTek NOCHTh €(hEeKTHBHO CIUIKYBAaTHCS 3 LIIBOBOIO
ayauropiero. B manmii yac 6i0miorekaM HEOOXiTHO CIUIKyBaTHCS 3 KIIEHTaMH, 1 akajgeMidHi Oi0MiOTeKH He €
BrHATKOM. CmiBpoOiTHHKaM akaneMidHoi 0i0mioTeKw HEoOXiZHO BeCTH mianor i OyayBaTH MilHI BiIHOCHHH 3i
CTyICHTaMH, BUKJIATa4yaMHt Ta CIiBpoOiTHUKaMH yHiBepcuTeTy. LlimpoBa aymuTopis Moxe OyTu mpoiHpOopMOBaHa IIpo
6i6ioTeKy, MATPUMKY HEFO KOPHUCTYBadiB a0 pi3Hi Moil, 110 BimOyBaroThCs B 6ibmioTeunomy mpocropi. Methods.
Ha ocHoBi npoBeneHOro aHaiily HayKOBHX JOCIHII)KEHb BH3HAYEHO CIMCOK MOTEHIIMHMX KaHANIB KOMYHIKaIliil.
Takox OyJ0 MpoaHATi30BaHO MOBiMOMIICHHS O6i6ioTeK Ta Kammasii Tpomorii unTtadHs. Results. Yactuaa
6ibmioTednoi KoMmyHiKamii MOBMHHA OyTH NPUCBAYCHA NOMYJSApU3aIlii YWTAaHHA KHUT 1 MpOrpaM YUTaHHS.
CriBpoOiTHHKaM 0i0110TeKrn HEOOX1AHO 03HAHOMHTHUCS 3 IPOTPaMyBaHHSIM 1 MAPKETUHIOM, TOMY 110 0€3 X 3HaHb
CKJIaJIHO BUKOHYBAaTH OCHOBHY JisUIbHICTh. MapKeTHHI ChOTO/IHI MPHUCYTHIN CKpi3b, HABITh B poOOTI akageMidHil
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0i0mioTeku. Y CTAaTTi ONUCAaHI OCHOBHI €JNEMEHTH KOMYyHikamii akajgeMidHol Oi0JIIOTEKHM 1 KOpHUCTyBaua:
MOBIZIOMIICHHSI, KaHANH, LIJIbOBA ayIUTOpPIs Ta HaBEICHI NPUKIaAM iHPOPMAIIHMX Ta PEKIAMHUX KaMIaHii, 1o
MPOBOJATECS pisHUME GibGmiorekamu. Conclusions. 3aoxodyBaiibHi YUTAHHS MOKYTh OYTH YaCTHHOIO 3arajbHOTO
6i0mioreuHoro crikyBanHs. Cy4acHi 0i0110TeKH MOYMHAIOTH CITIJIKYBATHCS 31 CBOIMU KOPUCTYBa4aMH, 320X0UYyIOTh
ix 1o uutanus. [{e MoxHa 3poOHTH 3 OFOHKETOM Ha MPOCYBAHH: 1 0€3 HHOTO.

Kniouosi cnosa: yHiBepcuTeTchbki 0i0iioTekH; KOMYyHiKalii; iH(opmamiiiHi KammaHil yHIBEpCUTETCHKUX
610mioTek; MPOMOLIisl YUTAHHS; KaMITaHil Ha MIATPUMKY YMTAHHS KHHUT B YHIBEPCHTETCHKHX 010/ioTeKax; pexiama
KHHUTH
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