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LIBRARY PROMOTION AND USER ENGAGEMENT IN PANDEMIC
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Objectives. In these trying times due to the global effect of pandemic, what social media accounts do
academic libraries in Kazakhstan maintain and how can they improve their social media engagement to continuously
connect with their stakeholders? This report provides an overview of the current status of social media engagement of
selected academic libraries in Kazakhstan during the COVID-19 crises. This paper will give us a picture about the
kinds of online postings shared by these libraries particularly with the use of Facebook. Methods. The top two
universities ranked by Independent Quality Assurance Agency (IQAA) were considered in this report to be compared
with the only autonomous organization of education in Kazakhstan. The library social media accounts of these three
organizations were investigated to review the number of followers, frequency of posting, and its overall social media
engagement. Data collected is publicly available to all potential users, followers, or subscribers. Using the post
engagement rate (PER) formula introduced by Socialbakers (2013) and adapted by Pefiaflor (2018) and Magno (2016),
this report identifies and analyzes the average PER Facebook pages maintained by academic libraries. The engagement
metrics looked into the number of interactions and the widest reach possible in every post. All three academic libraries
investigated maintain a Facebook page. The other account was just created last February 2020. To compare Facebook
data during the pandemic times, public information available from June — August 2020 was measured. Results. The
social media platforms operated by the academic libraries in Kazakhstan are Facebook, Twitter, Instagram, VK, and
YouTube. One of the earliest academic library Facebook accounts established in Kazakhstan started in 2010 with less
than 3,000 accumulated followers after ten years. This shows a very slow rise in the number of followers considering
an academic population of more than 5, 000 people in 2020. Data revealed that Eurasian National University Library’s
Facebook account had a higher PER of 0.83 even if it only debut in 2020 compared to the Facebook page of
Nazarbayev University which garnered 0.22 PER. KAZNU Library’s Facebook page had the highest PER of 1.02.
Conclusions. Facebook is the most popular social media platform across the globe but it is not the case in Kazakhstan.
Library marketing and promotion in Kazakhstan needs to be addressed as public relations is not the primary focus.
The utilization of social media as a tool for user engagement is not fully developed. One way to look at it is to consider
library staffing and identify their marketing background. The pandemic situation must be the turning point of academic
libraries to enhance their reach with their stakeholders. It was a test to know the readiness of the library in terms of
online communication and interaction.
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Introduction

The use of social media as a tool for library promotion narrows the communication gap
among the library’s target users. Keeping up to date regarding library services is one of the
perceived benefits of utilizing social media accounts (Jones & Harvey, 2019). While Facebook is
the most popular social network worldwide (Statista, 2020b), it only remains to be the third most
popular in Kazakhstan as reported by Kazpravda (2019) with only 413,026 active users. VK or
Vkontakte is the most popular social media in the country with almost two million active users
followed by Instagram with over a million subscribers. One of the earliest academic library
Facebook accounts established in Kazakhstan started in 2010 with less than 3,000 accumulated
followers after ten years. In these trying times, how can academic libraries in Kazakhstan improve
their social media engagement? This report provides an overview of the current status of social
media engagement of select academic libraries in Kazakhstan during the pandemic times.

Nazarbayev University (NU) is the flagship university in Kazakhstan. It was established in
2010 by former President Nursultan Nazarbayev and became autonomous in 2011 (Nazarbayev
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University, 2019). This young university is proving to be one of the best universities throughout
the country by offering internationally accredited programs and being one of the leading research-
based institutions across Kazakhstan. Recently, the Foundation Program received full accreditation
of its English for Academic Purposes program for a period of four years from the British
Association of Lecturers in English for Academic Purposes. NU education is at par with European
standards as the Graduate School of Public Policy also received full accreditation from the
European Association for Public Administration Accreditation.

In comparison with other state universities, the Independent Quality Assurance Agency
(IQAA) in Education released the national rankings of the best universities in Kazakhstan in 2020.
The top two universities named in the list are Al-Farabi Kazakh National University (KAZNU) in
Almaty with a very high rating of 98.71 and followed by L. Gumilyov Eurasian National
University (ENU) in Nur-Sultan with a rating of 82.75 (e.gov, 2020). NU Library will benchmark
itself with the top two academic libraries in the IQAA 2020 list.

This report delves into the social media engagement of three university libraries during the
pandemic times. As libraries continue to provide access to a wealth of information and knowledge
resources which are vital and crucial to a researcher’s life, it also needs to stay active in reaching
out to the needs of its users regardless of the situation. A communication arm is a central element
to stay connected with its clients. It must be considered that one of the criteria when evaluating
what constitutes a best university is availability of the best facilities and resources, and one of them
is the library.

Review of Related Literature

Facebook claims to be the most popular social network site reaching almost 3 billion users
a month with India, United States and Indonesia having the biggest audience size (Statista, 2020a).
In 2017, Kazakhstan had a 5.47% engagement rate for Facebook link posts among other kinds of
posts like video, photo, or status posts (Statista, 2019).

The fast turnaround of information in social media has both advantages and disadvantages.
People can easily get the latest news through Facebook or Twitter but one has to be careful with
the multitude of misinformation tagged as infodemic (Lima, Lopes, & Brito, 2020). Social media
is widely used by many organizations to distribute timely updates and the library is one of them
as they keep an abundance of authoritative information. While the library has the responsibility to
teach users how to be selective and evaluative when it comes to filtering information online, social
media also exists to build and reconnect a community divided by physical distance to protect
themselves from the spread of virus.

Social Media as a Marketing Tool in Libraries

The value that products and services have is strengthened when people apply marketing
strategies to offer and exchange these goods to those who want and need them (Ihejerika,
Goulding, Calvert, 2018; Kotler & Keller, 2012).

Furthermore, marketing strategies solidify the relationship of the library and its customers
by putting emphasis on the concerns and needs of users (Jones & Harvey, 2019). It must also be
underscored that social media as the trending marketing tool should not be the library’s sole
ingredient in reaching out to the users and social media should form only part of a diverse
marketing strategy.

Social Media Engagement in Academic Libraries

Lam, Au, and Chiu (2019) reported in their research study that Facebook is the most used
marketing tool by libraries. The most frequent content being shared is about library events and
each status bears photographs with links. Same authors recommended to regularly review the page
performance of the library’s social media accounts. Libraries should also consider other kinds of
digital technology approaches to attract younger audience. Similarly, Pefaflor (2018) added that
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there is a great need for libraries to arrive at a conscious effort “on increasing user interaction by
providing a variety of and engaging content” (p. 64). An interesting post of an image must start a
conversation (Shafawi & Hasan, 2018). The quality of the post will make it more inviting for users
to engage.

Methods

The top two universities, namely Al-Farabi Kazakh National University (KAZNU) in
Almaty and L. Gumilyov Eurasian National University (ENU) in Nur-Sultan, ranked by
Independent Quality Assurance Agency (IQAA) were considered in this report to be compared
with the only autonomous organization of education in Kazakhstan — the Nazarbayev University
(NU). Quantitative content analysis was applied in this study. The library social media accounts
of these three organizations were investigated to review the number of followers, frequency of
posting, and its overall social media engagement. Data collected is publicly available to all
potential users, followers, or subscribers. Using the post engagement rate (PER) formula
introduced by Socialbakers (2013) and adapted by Pefaflor (2018) and Magno (2016), this report
identified and analyzed the average PER Facebook pages maintained by academic libraries.

The PER formula is:

Total Likes + Comments + Shares
Average post engagement rate = x 100
Total Posts / Total Page Likes

The study will only focus on one social media platform which is Facebook, the most
popular of all. The engagement metrics looked into the number of interactions and the widest reach
possible in every post. Data were collected manually and summaries were presented below. All
three academic libraries investigated maintain a Facebook page. It is apparent that one of the
accounts particularly of the ENU Library was created only in February 2020. Because the
lockdown period started in mid-March 2020, it is better to look into the data at least after two
months to give time for the Facebook account of grow. To compare Facebook data during the
pandemic times, public information available online from June — August 2020 was analyzed,
observed and measured.

Results and Discussion

Table 1. Social media accounts maintained by select academic libraries in Kazakhstan

Library Facebook Twitter Instagram YouTube VK
ENU X X X X X
KAZNU X X X
NU X X X X

Table 1 shows ENU Library maintains five social media platforms for communication and
interaction with its library users. ENU Library has the major social networks that suggest strong
user engagement. According to world rankings, Facebook has more than 2 billion active users,
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YouTube with 2 billion users, Instagram with over a billion users, and Twitter with 326 million
users (Statista, 2020b). VK or VKontakte is regarded as the Russian counterpart of Facebook. It
has 65.2 million active users (Statista, 2020c). Following ENU Library is NU Library which
maintains Facebook, Twitter, Instagram and YouTube while KAZNU Library only maintains
Facebook, Instagram and VK. This data is based on publicly available information showed in the
library website/portal of these three university libraries. Data was extracted last on 10 September
2020.

Table 2. Facebook and Instagram followers of select academic libraries in Kazakhstan

Library Facebook followers Facebook likes Instagram followers
ENU 993 982 5,654
KAZNU 85 68 699
NU 2,470 2,354 580

ENU Library’s Facebook page was created only in February 5, 2020 yet it already has
almost 1,000 followers with 982 likes (Table 2). One reason of having more likes might be the
huge number of student population with almost 16,000. NU Library’s Facebook page was created
in October 21, 2010 while KAZNU’s Facebook page started in May 17, 2017. KAZNU also has
an older Facebook page created in January 22, 2016 with 136 followers. The last status was posted
in February 2017. KAZNU’s Library page only received 68 likes while NU Library page had the
highest with 2,354 likes. KAZNU’s student population is almost 20,000 while NU is only 6,000.
With these numbers, the social marketing team of KAZNU has to improve in getting more likes
since the page started in 2016. The same with NU Library page that started in 2010 but only
established less than 3,000 followers after a decade.

As mentioned previously ENU Library also has a Twitter with only two followers, a
YouTube account with 22 subscribers and VK with 344 members. NU Library has also Twitter
with 30 followers and a YouTube account with 78 subscribers.

Table 3 Facebook data comparison among ENU, KAZNU, and NU Libraries

Library Number of Number of Number of Number of PER
posts Likes and Comments Shares
reactions
ENU 23 138 1 48 0.83
KAZNU 26 15 0 3 1.02
NU 43 194 6 24 0.22
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Figure 1. Number of posts for a period of three months (pandemic times)

For a period of three months from June — August 2020 during the novel coronavirus
(COVID-19) pandemic, data were manually collected from the Facebook pages of ENU, KAZNU
and NU Libraries. Table 3 shows Facebook data comparison among three academic libraries. The
following data were extracted: number of posts, number of likes and reactions, number of
comments per post and number of shares. Data revealed that KAZNU Library Facebook page had
the highest PER of 1.02 among three libraries. It is followed by ENU Library with 0.83 and finally
NU Library with 0.22. NU Library’s Facebook page had the most number of posts (Fig.1). Having
a small amount of Facebook followers of only 68, KAZNU Library was able to maintain a steady
online interaction with its followers. It has to improve more on getting comments from its users as
it did not get anything for a period of three months. The followers became passive during the
pandemic times. ENU Library Facebook page followers are active in sharing content while NU
Library Facebook followers are more active in sending reaction emojis. Moreover, NU Library
Facebook page generated more posts from June — August 2020 as compared to the other two
university library Facebook pages.

It is also noticeable that there are posts with no interactions at all. KAZNU Library
Facebook page had 64% with no interactions while NU Library Facebook page had 9.3% with no
interactions.

All three library Facebook pages share content mostly including photographs of an
upcoming or finished event, promotion of a library collection, announcement of a webinar,
historical moments in the country related to Kazakh literature, achievements of the university or
the library and its personnel, or changes in library policies during quarantine period, and how to
stay connected, safe and healthy. Some links shared contain YouTube links, slideshows and
curated videos. Less post is also given on how to interact with the library during the pandemic
situation. Libraries could have taken the opportunity to post on certain ways how to keep safe and
healthy during quarantine or who to contact in the library for research related requests. ENU
Library pays tribute to Kazakh poets and laureates including new publications by ENU scientists
by sharing them in their Facebook pages. KAZNU Library posts about their book collection and
how to search using their catalog. They also post protocols related to COVID-19. NU Library
Facebook page shares their content in three languages especially if it is about library events.
Known that there are 92 days from June 1 — August 31, NU Library had a 46.74% daily posting
rate, KAZNU Library had a 28.26% daily posting rate, and ENU Library had a 25% daily posting
rate.
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Conclusions and Recommendations

The use of social media particularly of Facebook is not new in Kazakhstani academic
libraries. While Facebook is the most popular social media platform across the globe, it is not the
case in Kazakhstan as VK is the most prolific. The existence of a library Facebook page can be
traced back a decade ago when Nazarbayev University Library launched it in October 2010.
Another popular social media platform used in Kazakh academic libraries is Instagram which was
also being utilized by Eurasian National University Library, Al Farabi Kazakh National University
Library and Nazarbayev University Library.

During the three-month lockdown period from June-August 2020 because of pandemic,
KAZNU Library generated the highest PER with 1.02. This was a result of having a low number
of total Facebook likes. Having the highest PER amongst the three academic libraries does not
mean the posts are well received since they have the highest percentage of posts with no
interactions. The huge student population of KAZNU Library will help them increase their
Facebook followings if they follow a good social media marketing plan.

All three libraries should improve the frequency of their posts by making it more
interactive. Times have changed and the younger generation has seen the latest technological
trends. As Lam, Au and Chiu (2019) suggested, libraries should now be well adapted to technology
and find approaches that could attract younger audience. Library marketing and promotion in
Kazakhstan needs to be addressed as public relations is not the primary focus. The utilization of
social media as a tool for user engagement is not fully developed. One way to look at it is to
consider library staffing and identify their marketing background.

Maintaining more than one social media platform is also overwhelming. There must be
more library personnel inclined in marketing who can focus on planning and strategy, market
research, product creation and design, and other support services needed. They are the experts who
can provide professional service (Yap, 2020). Without people, the marketing plan will suffer no
matter how great the idea is. The pandemic situation must be the turning point of academic libraries
to enhance their reach with their stakeholders. It was a test to know the readiness of the library in
terms of online communication and interaction.
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HonyJasaPU3ALIA BIBJIIOTEK TA 3AJITYUYEHHA KOPUCTYBAYIB
Y HAHAEMIYHI YACH: TTPUKJIA/I KASAXCTAHY

Beenenns. OONIKOBI 3amucH y SIKMX COLIQbHAX MepeXax MiATPUMYIOTh akajeMiuHi O0i0iioTexu B
Kazaxcrani y 1i Bakki 4acu uepe3 I7I00aJIbHY MaHAEMIIO Ta SK BOHM MOXYTh ITOKPAIMTH CBOIO 3aJy4€HICTh 10
COL[IaAJIbHUX MEPEeX, 00 MOCTIHHO CIIIKYBaTHCS 31 CBOIMH KopHucTyBauamu? L5 JONOBiAb MICTHTB OTJISLA TIOTOYHOTO
CTaHy BUKOPUCTaHHS COILlaJIbHUX MEpex akaaeMiynnmu Oiomiorexkamu Kazaxcrany mig uac kpuzu COVID-19 Ta nae
HaM ysABJIECHHs po BUIM myOuikamii B [HTepHeTI, ki myOmikyoTh i 6i0miorekn, ocodnuso y Facebook. Meroauka.
VY nomnoBizl po3riIsiHYTO Ba HAaHKpaIInX yHiBepcUTeTH B peiituHry HesanexHoi areHuii 3a0e3neyeHHs IKOCTi OCBITH
(IQAA), m00 nopiBHATH 1X 3 €AMHOIO aBTOHOMHOIO OpraHizaiieto ocBiTH B Kazaxcrani. OGIIKOBI 3aImiMcH IUX TPHOX
OpraHizauliii y comialbHHX MepeXax OCHIKYBAIUCh 3 METOI IEepeBIPKM KUIBKOCTI MiANMUCHUKIB, YacTOTH
myOmikamid Ta iX 3aranbHOI 3aJy4eHOCTi JO COLiaNbHUX Mepex. 3i0paHi JaHi € 3araJbHOAOCTYIMHHMH JJIS BCIX
MTOTEHI[IHHUX KOPUCTYBAYiB, TOCIiTOBHUKIB a00 MiAMUCHUKIB. BukopucToBytoun Gpopmyiry po3paxyHKy KoedimieHTy

Creative Commons Attribution 4.0 International © J. M. Yap, 2020
https://doi.org/10.15802/unilib/2020 220692

45



ISSN 2707-0476 (Online)
University Library at a New Stage of Social Communications Development. Conference Proceedings, 2020, No V
UniLibNSD-2020

MANAGEMENT AND MARKETING AT THE UNIVERSITY LIBRARIES

3amyuernocti myouikamii (PER), npencraBineny kommaniero Socialbakers (2013) Ta amantoBany Pefiaflor (2018) i
Magno (2016), y wniii momoBiai BM3HAYEHO Ta IPOAHANI30BAHO CEPEeIHI MOKa3HUKM KOe(illieHTy 3airydeHOCTi
nyOuikauiid Ha cropinkax y Facebook, siki BenyTh akaneMiuHi 0i0imioTekn. MeTpuKH 3aiydeHHsI BpaXOBYBaTHMYTh
KIJIBKICTh B3a€MOJIIH Ta HaWOIIbIIE OXOIUICHHS y KOXHOMY JONHUCI. YCi TpW JOCIHiKeHi akaaeMmiuHi 010mioTexu
BeIyTh oOmikoBuii 3amuc Facebook. Onmun o6ikoBuii 3anmc OyB cTBopenuit nuie y moromy 2020 poky. Tomy mms
mopiBHAHHA naHMX Facebook 3a waciB maHmeMii mpoaHaTi3yBaHO 3aralbHONOCTYIHY iH(OpMAIliio, BHKIAICHY 3
yepBHA 110 cepreHb 2020 poxy. PesynbraTu. [Inardpopmamu conialbHIX MEPEX, SKUMH KOPUCTYIOTHCS aKaaeMidHi
6i0miorexu Kazaxcrany, € Facebook, Twitter, Instagram, VK ta YouTube. Onun 3 HaiigaBHIimmx 0i0gi0TEYHUX
obmikoBux 3amuciB y Facebook, ctBopenwmii y Kazaxcrani, po3modas cBoto misuteHICTE y 2010 porti i uepes gecsathb
pokiB HakoruuuB MeHiie HibK 3000 miamucHukiB. lle cBiAYMTH TPO JyXKe MOBUIBHE 3POCTaHHS KiJIBKOCTI
TTOCTTiIOBHUKIB, BPaXOBYIOUH aKaJeMidHy YUCeNbHICTh HaceneHHs moHan S000 oci6 y 2020 poui. [lani mokasanu, mo
obuikoBuii 3amuc €Bpa3iiicbkoro HamioHanbHOTO yHiBepcutery y Facebook maB BummMii mokasHUK KoedilieHTy
3aIy4eHoCTi myOuikanii, 0,83, He3BakaruM Ha Te, 10 WOro Oyso 3amovatkoBaHo Juine B 2020 poili TOPIBHIHO 3
cropinkoro Hazap0aes yHiBepcuteTy y Facebook, sika Habpaina 0,22%. Cropinka y Facebook 6i6miorexn KasHY mana
HalBUIIMH TOKa3HMK 3aixydeHocTi myOmikamii — 1,02. BucHoBkm. Facebook — HalimomymsipHima miatdopma
COLIIATBHUX MEpEeX y BChOMY CBITi, ame B Kasaxcrani me He Tak. biOmioTeyHmid MapKeTHHT Ta TpPOCYBaHHSI
6i6mioreunux nocayr B Kasaxcrani nmoTpeOyIoTh BHUpILIEHHS, OCKUIBKH 3B’S3KH 3 TPOMAJICHKICTIO HE € TOJIOBHUM
HampsiMkoM  poOotu. ComiaibHi  Mepexi SK IHCTPYMEHT 3allyueHHs KOPUCTYBayiB M€ HE IOBHICTIO
BHUKOPHUCTOBYIOThCS. OIUH 13 METOIB BUPIMICHHS IOTO MUTAHHS — II€ PO3TIIAHYTH IITAT 0i0Ii0TEKH Ta BUHAYUTH
Horo MapKeTHHTOBHH JocBiA. CHTyaIlis 3 TAaHAEMI€I0 Ma€ CTATH TOBOPOTHUM ITYHKTOM IS aKaieMiqHuX 0i0TioTeK,
CIIOHYKATH iX O PO3UIMPEHHS OXOIUICHHA OLIBIIOI KiTbKOCTI KopucTyBadiB. Lle OyB TecT Ha TOTOBHICTH 0i0IIiOTEK 3
TOYKH 30py OHJIAHH CIUJIKYBaHHS Ta B3a€EMOIii.

Kmouosi cnosa: comianbHi MEpexKi; 3allydeHHsS KOPUCTYBadiB; akajeMiuHi 0iomioteku; manaemis, COVID-
19; Facebook; Kazaxcran
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