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ABSTRACT

Facebook provides possibility to every organizatomnmarket their services and products
through Pages and also libraries have a chance todser to their audiences. Libraries
have always had standpoint of being where usersFaieebook is popular among young
people and university libraries can use this facinbtke themselves more visible to their
target audience. The aim of the thesis is to egptbe usage of Facebook by Baltic and
Nordic university libraries, the information comnicated, and application used. Also the
attitudes of the university libraries towards sberedia marketing will be explored, as
well as the importance of Facebook among other etadk channels.

Qualitative content analysis of libraries’ Facebqudges were conducted to explore the
usage of wall posts, photos, videos and other egns, as well as information
communicated. Semi-structured e-mail interviewshvaach library representatives were
undertaken to find out opinions, standpoints artdudes towards marketing in social
media. Two libraries, one multidisciplinary and deehnical university library, from each
Baltic and Nordic countriesgere analysed.

Results indicate that in average 83 wall posts ygar are communicated. Majority of
information is provided in national language, egeahd reviews applications are used,
some have created an app for library e-catalogueserblog. Content of wall posts is
library’s events, opening hours, changes in sesyidatabases, collections, press coverage.
Libraries are positively minded towards social naedi is a supplement to other channels.
Main purpose is to promote events, introduce sesyimake library visible to students and
researchers, show the availability of library, mfopeople, offer best help, and get people
involved in the life of the library. Social mediavgs library more “human” face. Facebook
Is considered as very important instrument du¢stavailability, speed, and interactivity.

It is hoped that the results of this study can keduas basis to compose guides of
marketing libraries in Facebook, also analysing tdomtent provided and feedback

received.

Key words: Nordic university libraries, Baltic umisity libraries, web 2.0, social media,

Facebook, marketing
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CHAPTER 1: INTRODUCTION

This chapter is an introductory section of the iasad it provides background information
for this study. The statement of the research problresearch aims, objectives and
research questions are discussed here. The resmatbbdology, limitations and scope of

the study are outlined. Finally the outline of #tedy and conclusions are presented.

1.1 Background

The marketing is all around us, businesses protheie products and organizations invite
to the events. Target consumers and their needs become a the centre of an attention,
organizations’ actions affect customer satisfacfi@amachandragt al, 2010) and this is

all about creating successful relationships (BreBdgston, 2013). The marketing activities
have moved into the web, as organizations have retade that customers are already

using this channel.

Social media has influenced people’s lives strorggady 20 years (Cooper, 2015).
Online social networks enable to communicate, shdeas and experiences, create
content, and integrate into communities. Informatsharing can be done from every
location in the world, it has opened the possikgito everyone removing limiting barriers.
Social media can be used by every individual, aegdion and business; it has become an

important medium which should be in every markstattention.

Facebook was launched 11 years ago (Phillips, 2@@d) since now it has been most
popular online social network that is used by mil8 of people. Facebook provides
possibilities to help organization to market thelwse in the network — pages, paid
advertisements, boosting and promoting posts. Camoation between users and giving

feedback though likes and comments are the reahesf Facebook.

Libraries have always had standpoint of being whisess are. Facebook is popular among
young people and university libraries can use fidois to make themselves more visible to
their target audience. Several researches étah 2013; Palmer, 2014; Ofili & Emwanta,

2014, Witte, 2014) have proved that online socetiworks can be successfully used to
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promote libraries. Nevertheless, the reality canlifferent from researches, it is important
constantly to analyze the communication and feedba&acebook as those are most clear

indications of how successful the marketing adssitare in this specific channel.

1.2 Statement of the Problem

Facebook is well-known and analyzed social enviremimn but there are still lots of
developments — support for GIFs, insights, supgort hashtags, editing the posts,
emoticons to express actions and emotions, sticffgneduct Newsn.d.) — frequently
enforced that increase the possibilities for orgations. While the library community has
started to use Facebook, there is very little dit@re investigating the usage and attitudes
towards this tool on European academic librariesl\(iCet al., 2010, Roos, 2013, 2014).
Even more, there are no researches about how Raltiordic university libraries are
using Facebook for marketing. There is a gap ifliteature on usages and perceptions of

Northern Europe university libraries on use of Fawk marketing.
The above context has raised a following researchl@m:

To what extent do Baltic and Nordic university 8bes use Facebook and what
information is communicated through this channelRatVare libraries’ attitudes towards

the use of social media for marketing library aad/ges?

University libraries, as any other organizationyéngo make themselves more visible to the
target audience. Social media environments are lbigedlarge number of young people,
and libraries have to keep up with the developmehtere is lack of literature of how
university libraries have adopt Facebook latestrowpments. In marketing, it is important
to analyze the communicated information to get arnaew which content function well.
On the other hand, there is lack of literature alibe attitudes shaped in the libraries
towards social media; although those positionsgihege the successfulness of marketing

in this environment (Tella & Oyedokun, 2014).

1.3 Research Aim and Questions

The research will explore the usage of FacebooRditic and Nordic university libraries,

the information communicated, and application ugddo the attitudes of the university
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libraries towards social media marketing will bepkexed, as well as the importance of
Facebook among other marketing channels.

This study will be guided by the following reseampiestions:
1. Why university libraries use Facebook for marketing
2. What kind of information libraries communicate thgh their Facebook pages?
3. What attitudes and standpoints libraries have abwarketing university library in
Facebook?
4. What are the best practices of marketing libraries Facebook among

multidisciplinary and technical libraries?

1.4 M ethodology

The research objects are university libraries frath Baltic and Nordic countries
(Denmark, Estonia, Finland, Iceland, Latvia, Lithiza Norway, Sweden), more concrete
the Facebook pages of those libraries. Altogetideurdiversity libraries’ Facebook pages
are analyzed — two university libraries, one mistiglinary and one technical university
library, from each country. The objects of the imtews are the library employees whose
job is most connected with marketing in social raedi

Previous researches about university libraries gudiacebook for marketing were
familiarized to understand the developments inaatiedia studies. Descriptive research
by using qualitative content analysis and semiestmed interview methods was conducted
to answer research questions, both quantitativegaatitative data was gathered and later
analyzed. Content analysis was used for questiaslZ3, interviews had to give answers
to questions number 3 and 4.

Content analysis was first stage of the researchitagave input to the semi-structured
interview. During the analysis, an overview of éides’ Facebook profiles, the content and
information communicated was obtained. The inteveies gave data about the standpoints

libraries have towards social media marketing aacebook in particular.
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1.5 Limitations and Scope

The following Limitations and Scope was appliedhis research:

¢ Only Baltic and Nordic university libraries werecladed to the study;

e One multidisciplinary and one technical universitypym each country were
included,;

e Social network Facebook was only web 2.0 tool cuf)

e The pages of the university libraries, who haveegndted Facebook into their
marketing activities, were used in content anajyie respondents on interviews
were from all university libraries despite of eriste of Facebook page;

e The content of the Facebook post comments wereanstidered,;

e English language referencesl/literature only wagemsd (except author’'s previous

master thesis in Estonian language).

1.6 Outline of the Thesis

Current paper consists of five chapters. The @hstpter provides background information
and context of the paper, the problem and purpb#eecstudy are identified. According to

the purpose, research questions and methods aenped. Chapter 2 reviews the relevant
literature that informs about marketing and sonmaldia, and provides ground knowledge
about the topic. The third chapter outlines the hoéblogy and methods used in the

research, data collection and analysis processedeacribed.

Chapter 4 provides research results — informatmmmunicated on libraries’ Facebook
pages and attitudes towards social media — andifioession of the results in relation to
the literature. The final chapter concludes thelifigs and discussion of the study, also
offers suggestions for further research.

1.7 Conclusion

This introductory part has provided background himfation to this research and discussed
the initial stimulus for this project. The reseamoblem, aim, and questions have been
presented. The methodology has been briefly destribmitations and scope as they
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apply to this study have been pointed out. An aesvof how this thesis will progress has
also been provided.

This master thesis is based on author’'s previoustanathesis Eesti Ulikoolide
raamatukogude turundamine EestiEstonian university libraries marketing in Faoeh)

defended in Tallinn University in May 2013.
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CHAPTER 2: LITERATURE REVIEW

2.1 Introduction

The study concentrates primarily on two researeass marketing and social media — that
both had to be connected with each other and m tith university libraries. The essence
of marketing had to be familiarized, further thevelepment from traditional marketing to

web marketing was realized. On the other handn#tare of social media was important

to distinguish, and in the end the possibilitied apportunities of Facebook specifically.

The basis of literature review chapter consistsifoirmation gathered from books, articles,
researches, case studies, and web resources. ddredi databases available through
Academic Library of Tallinn University and Librargf Oslo and Akershus University
College were used to find relevant articles: EBSG€Web (Business Source Complete,
LISS, LISTA), Emerald, SAGE Journals Online, Scelbirect, SpringerLINK. Paper
books were searched from e-catalogues ESTER (EB3tand Bibsys (Norway), to find
electronic books the Ebrary Academic Complete, Go&poks, and EBSCOhost eBook
Academic Collection were used.

Specific keywords were used and combined whilecb@ag to find relevant literature:
marketing, web marketing, online marketing, libramyarketing, university libraries,
academic libraries, social media, Facebook, unityersbraries. Marketing classical
concepts, that other researcher also cited, wesfenped. Social media and Facebook are

relatively new phenomena, so search results werknmieed with time.

The chapter is divided into three subchapters.iit, fthe basics of marketing and web
marketing are described. Definitions and developgmeme presented in chronological
order, main similarities and contrasts of differetdges are pointed out. In the end of the
first part the overview of the publications ababtrdry marketing is given. Secondly, the
essence of the social media, its possibilities ameantages are introduced, with a brief
overview of online social networking service Faaghd_astly, a review of the researches

about university libraries using Facebook is predid
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2.2 Marketing

Libraries are marketing their organization and wew all the time through web sites and
events, also librarians who consult the reademaoenoting the library. During hundreds

of years libraries have become more social, itripdrtant to be close to the readers and
make the institution attractive enough to potentiaers. Marketing strategies can be
relatively different, also the channels, performemcdarget audiences and intensity may

vary a lot.

2.2.1 Classical concepts

Marketing is relatively young discipline having emed in the early 1900s, when
marketing was all about economics and advertigimgmain aim of marketing was to sell
more products and services. After 1950s organigatgiarted to look more to the buyers
side to find the ways to improve, at that time &swealized that successful marketing

means understanding the needs of customers (Eéis,€2011).

In the late 1970s term ‘relationship marketing’ egeel in empirical contexts, for some
supporters it was a logical development of the miamg management. However, not
everyone believed in strong holistic view of allatenships, but preferred only customer-
supplier communication (O"Malley, 2014). It is inmant to attract, maintain and enhance
customer relationships (Berry, 2002), but the dbjes of the parties have to meet and this

can be done only by a mutual exchange and keepargipes (Grénroos, 1987).

By time the marketing concepts concentrate morenaoice on customers, an organization
Is assumed to base its activities on the needstsveantl expectations of clients rather than
profit (Grénroos, 1990). Marketing is not only abpuoduct, buyer and seller anymore. In
a broader sense it is the whole of any region whagers and sellers get contact with one
another, although ‘market’ does not necessarily maagplace. Marketing refers to the

objectives of all economic activities in the satetfon of human wants (Sherlekar et al.,
2010).

The differences of two concepts — selling conceplt marketing concept — are rather often
confused. The selling concept starts with the camisaexisting products and calls for

heavy selling and promoting. The marketing constgtts with the needs and wants of the
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target customers, all organization’s activitieseaffcustomer satisfaction and profits are
achieved through creating and maintaining custosagisfaction (Ramachandra et al.,
2010).

Traditional perspectives on marketing concentratette exchange, which takes place
when customer buys the product. The focus has nowethaway, and a key objective for
service providers is to identify potential custonzerd create a relationship with them
(Broady-Preston, 2013). There are some distinctitme$ween terms ‘relationship

marketing’ and ‘customer relationship marketingtstf is the generic term and concerns
relationships with customers, partners, and sugplisecond concentrates only to

customers. The main focus in current paper is @tio@ships with customers/readers.

Marketer can sell products easily if consumer nedsunderstood and valuable products
are developed; in addition the products are prickstributed and promoted effectively.
Marketing is a process by which companies crealeevior customers and build strong
customer relationships to capture value from custsmn return (Kotler et al., 2013).
American Marketing Association has defined marlgts an organizational function and
a set of processes for creating, communicatingdatidering value to customers and for
managing customer relationships in ways that bettedi organization and its stakeholders
(Marketing: Research Startera013).

Marketing has evolved substantially through thresges — marketing 1.0, 2.0 and 3.0.
Marketing 1.0 was the product-centric era whenaswbout selling the output of products
to all who would buy them. Marketing 2.0 was custorariented era, the product value is
defined by the well informed consumer and the goldge “customer is king” works well.
Currently the values-driven era or marketing 3.0isé1g: marketers approach consumers
as whole human beings, consumers search for coegp#mat address their deepest needs.
Marketing 3.0 aims to satisfy the consumer, it ctemgnts emotional marketing with
human spirit marketing. The major driver for thetlbiof marketing 3.0 has been the new
wave technology that enables connectivity and autrity of individuals and groups
(Kotler, 2010).

It is important to understand that marketing encassps all kind of individuals,
organizations, lawyers, accountants, doctors, &g tise marketing to manage the demand

for their services. Marketing discipline has evolvdramatically, different marketing
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researchers and practitioners have had their owgifgp standpoints (e.g. marketing is
selling, marketing is exchange activity, marketing all about relationships and
interactivity). Still, nowadays the customer sattdfon and relationships are the central
key points, and this is also a main standpointuofent master thesis as web marketing and

social media are only about communication andiozlahips.

2.2.2 Web marketing

Internet has become an important part of peoplaiy/ dives. There are over 3 billion
internet users in the world, it is around 40% &f wworld populationlternet Users2015).
This, in turn, creates lots of marketing challenbas also interesting possibilities to the
organizations. Web has become one more effectigara to reach consumers, especially
because the consumers have started actively ubimgvarious Internet opportunities

themselves.

Overall, web marketing involves any marketing atfixconducted online. Marketing in
web is less expensive; it helps to profile cust@anéo track and analyze data about
customer’s demographics and preferences. Web niragkean be divided into nine types
(Web Marketingn.d.), in current paper the social media marketmthe central type in
focus. Marketing online enables to carry out markgtctivities that range from market
research to improving customer service, social adting help to promote organization

widely, drive traffic back to the website and bosstvice usagednline marketingn.d.).

Marketing has evolved and stage ‘marketing 3.0’cdbes current situation most
accurately. However, those numerical specificatiare also used in information
technology. Web 2.0 refers to the shift from intératy to interaction, monologue has
turned into a dialogue. Web has become dynamici@nchain characteristic is a user
generated or managed content (Erragcha & Romdi2&iel). Regardless of the name —
web or internet or online marketing — it is a pofieforce that complements traditional
marketing and events. Customers use web and soedia research the products and to
look for help, organizations should be there befmustomers even start looking for the

product (Leake, Vaccarello, Ginty, 2012).

Nowadays people rarely make a purchase withoutisgcprior validation from the source

they trust. Consumers regularly discuss and shayeriences in the web about what they
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like and dislike — strong customer voice has dgwedo Therefore, organizations should be
in the web to influence the conversations andualtis (Tsai, 2013). All the developments
in web do not change the principles of marketinghas just added new marketing
environment. Using web for marketing can be valeadddition for promotion if used
properly. Public relations efforts have become mohallenging, more diverse, less
controllable, and in many cases more reflectingcugtomers needs (Schmidt & lyera,
2014).

Marketing in web has to put to work the same wayrmasketing in any other channel.
There should be a plan, a well-worded strategy,pander reasoned tactics. Web is not an
environment to gather background information alibatcustomers, there has to be clear
boundaries and principled organization follows abwnarketing.

2.2.3 Marketing libraries

Marketing concepts and activities are not strangersbrary profession. Garoufallou,
Siatri, Zafeiriou, and Balampanidou (2013) examirixdary marketing literature and
found that librarians may benefit from marketinghates, but many librarians hesitate to
use “selling”. Library staff should get appropriat@ining and understand marketing
process. There are many different marketing teclesigand every librarian can choose
most suitable for him (Garoufallou et al., 2013up& and Savard (2010) found in their
literature review that library and information swe (LIS) professionals tend to believe
that new technologies help to make LIS more visiblese technologies broad the market
and provide opportunities, but libraries’ organiaat culture has to include positive

attitudes towards marketing (Gupta & Savard, 2010).

The literature review by Koontz, Gupta and Webl2806) examines principal marketing
approaches of library marketing by decades, staftom the 1970s. Information specialist
and librarians understood the advantages of maket the 1970s, next decade added
many reports and text which later got turned inssic works. 1990s provided many
manuals and guides teaching how to market a libraty century has broadened the

marketing concept into different techniques anccatggories.

Marketing in library profession first appeared e tearly 1970s (Gupta & Savard, 2010).
The International Federation of Library Associatoand Institutions (IFLA) has a
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significant role in bringing marketing closer tdraries, in year 1997 a new Section in
Management and Marketing was created. The IFLArmatiional Marketing Award was

introduced in 2001 and every year since then differmarketing project have been
awarded to encourage also others to contributeshatke the insights to modern libraries’

daily life (Gupta, Koontz, & Massisimo, 2013).

Marketing library services is more than just pubji@and promotion, it is a process that
helps libraries in achieving user goals and pigsitsatisfy the needs of users, and attract
new users (Pfeil, 2005). Marketing can help chamegmative perceptions of the library and
also reinforce positive ones, main goal is to laadrs to the discovery that libraries can
satisfy a wide range of information needs and tiares can give expert personal assistance
(Conley & Tucker, 2005).

Some may have an opinion, that libraries do notineebe marketed, but researches have
shown that effective marketing leads to user sattgin, increased service performance,
higher support and appreciation, customer loyalkp. achieve the goals, different
marketing strategies have to be integrated, librery to be opened for discussions about
possible changes, internal communication have tonpeoved, and libraries should have
independent promotional policies (Bishop & Rowl2§13). Through marketing non-profit
organizations gain political, social and economipprt; library has to be done visible, it

has to beat the competition, and clearly show ihas to offer (Islam & Islam, 2009).

Ratzek (2011) provides good overview of differerarketing concepts and how those can
be applied to libraries marketing. Libraries hawefdcus on 7 Ps: product, price, place,
promotion, people, process, physical evidence teb&hown as marketing mix. In the
article guerilla, ambush, and neuromarketing ateoduced, also storytelling, business
theatre, Recherche a’ la CarfeGeheime SchrifteninfoGate, andLan en biblioteka
techniques are presented. Overall, there are lotlifferent marketing concepts to use,

developing IT provides many possibilities thatdibans just have to adopt.

Web 2.0 provides libraries new standards and tihaispromote user engagement, sharing,
collaboration, interaction, and personalization.widger, modern technology is usually
associated with younger generations, they wouldiketit if their library started using it

(Meréun & Zumer, 2011). Marketing should be done in ami®nment that users and
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potential users employ, it helps them to understéhchry policies and copyright
regulations better, also to be aware of availadd®urces and services (Kaba, 2011).

Many handbooks and ‘how-to-do’ type of manuals hdween published to help
practitioners to market and promote the librarywieess better. Dowd, Evangeliste and
Silberman (2010) give small pieces of advice andasdhow to make library more
interesting through word-of-mouth marketing andirigl stories, also how to use web 2.0
and what to consider in public relations. Potted1@? presents six key principles for
marketing libraries (know why you are there, do ox@r-commit, get the tone right, listen,
synergise, get the message across); Walters akdaia(2014) concentrate on three key
concepts — branding, positioning, promotion — aldnodt offer answers but want the
libraries to ask questions from themselves to becbetter. Dempsey (2009) starts from
very basics to give solid foundation in an easy anderstandable way. The book gives
advice how to plan marketing activities, what dre basic rules to succeed, and how to

remain relaxed and fun during all those proced3empsey, 2009).

Marketing concept is evolving towards becomingraglg communication-based, web and
social media becomes more and more important ttoess and marketers. Libraries
have gone along those developments and probablydisively comfortable with this,

because libraries have always been innovative,-agaded and technology friendly.

2.3 Social media and Facebook

In recent years the use of social media has ineteapectacularly. It is a new class of
information technologies that support interpersonammunication and collaboration
through web-based platforms (Kane et al., 2014puAd 179.7 million people all over the
world are using social networks; 15,7% of them &824 years old and 19,6% are
between 25-34 yearinfographic: Who's really2015).

2.3.1 The essence of social media

The social media applications vary, there are bleggial networks, video and audio

podcasts, forums, wikis, multiplayer online gametg,. In 1990s Internet users got first

possibilities to make their own websites, aroundt ttime also blogging and social

networks started. In 2002 Friendster was launcimetithat made social networks highly
20



popular. Social media helps to connect people dratestheir ideas, it has changed
everything from politics to public (Cooper, 2019he key concept is that information
shared with those that are identified as friend$otlowers. Content is created by more
people, communication and usage barriers are rethasers only have to know how to

type text (no code-writing skills are necessaryyr@sta, Bough and Miletsky, 2010).

In 2005 the first definition of term Web 2.0 wa®posed and it was referring to the new
generation of web services on Internet where thisope the information and the message
are put in the centre. As web 2.0 was all aboutmanication and social relationships, the
term got synonym ‘social network’ and later ‘soga¢dia’ (Talpau, 2014). The principles
of social media are based on a more concentratedls fon users and user-generated
content, more on connections between people, sadtpices and website pages (Levy,
2013).

The main advantages of social media are: messagesecwritten anonymously, everyone
can share their opinions, information can be qwictiared, and unlimited freedom of
speech has been createdl|fiu, 2014). Blogs help to organize ideas, podcastswegage
different types of learning, social networks supptw develop group sense and
collaboration, wikis encourage creation and shafiBrggan, 2008).

Sceptics have pointed out the low credibility (ndit@rs, no possibility to delete
information), lack of control (irresponsible behawi, sources are not checked for
accuracy), speed (information disseminates fastyeased workload (Stoldt et al., 2013).
Social media has strongly influenced people’s behay traditional sources are less
trusted, compact forms of information is preferrattention spans get shorter, barriers
between private and public life are broken downrgsta, Bough, and Miletsky, 2010).

Social media is not a fad or a trend, it is a medibat overtook e-mail in the total amount
of time spent online. It is easier for users togkep with so many people. Social media can
be beneficial as users can ask help, ideas, infmastantly (Stanton, 2009). Thank to
the ability to appear in various media, social ra@dian outlet for the voiceless. Moreover,
the user has become media correspondent who peobréaking news and live broadcasts
from the location of an event. By expressing opinion current affairs, people are

influencing public opinion (Suwaidi, 2013).
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The form of social media does not matter, all tageties are used aplenty. Information is
shared, different kind of relationships are creaigelas are generated, the term of freedom
of speech has widen, behaviour has changed, sh#fe broken — this all describes the

phenomena of social media.

2.3.2 Facebook

Facebook was founded by Harvard University studeitsrk Zuckerberg, Dustin
Moskovitz, Chris Hughes, and Eduardo Saverin. Ibr&ay 2004 The Facebook was
launched, site was directed only to Harvard Unitgitudents first. Within some months
network was extended to other Boston universiteggr to all United States universities.
Social network was named Facebook in August 2005 aadress facebook.com was
purchased. In the end of 2005 Facebook began eadmorldwide, in following year it
extended beyond educational institutions to anyevith registered e-mail address
(Phillips, 2007).

Today Facebook has more than 60 million active mesjbwvho can upload photos, have
group discussions, and play games on their indaliguofiles. Users can add one another
as friends regardless of where they locate in tbddwAlso organizations can create their
page to the Facebook network, advertisers arengirmiuch more attention to the network

because of the big number of people using the rm&t@aivak, 2015).

Facebook offers ‘like’ buttons to engage consuntersrganization Facebook page —
becoming a fan/friend. By clicking the button, sseceive updates from the brand to their
news feed. People who click the ‘like’ button areremengaged, active and connected than
the average Facebook user; they also have 2.4 tmes friends. There can be 4 fan types
distinguished:

o “fan”-atics — highly engaged in Facebook and o#lin

o self-expressives — liking brands to make an impoassn others;

« utilitarians — liking brands to gain incentivese-meal brand connection;

authentics — unconcerned with image, but likeggeraiine (Wallacet al, 2014).

‘Like’ button is for giving positive feedback or tmnnect with things, it is quick and easy
nod of support. Comments are usually written wheersi actually have something to say,

they are composed communication. Comments are rsatisfying to receivers than
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one-click communication of likes as they are powledmotional drivers. Marketing

specialists recommend writing comments to engadle Racebook community and reply
to comments to keep the conversation going (Se&t5). Sharing posts bring valuable
content to others, it also helps to define ourselgeow relationships, show what you care

about, feel more involved in the world (New Yorknias, n.d.).

The news feed, a running list of the latest updae®ss the user’s social graph, is
probably most important part of Facebook. News Faksd includes updates from fan
pages and third-party applications, it is like éfiltthrough which we get content that
interests us from all over the web as well as fromn friends and business colleagues
(Treadaway & Smith, 2012). Facebook is ranked asafrthe most popular of all social
media platforms to use, size and popularity matieconsumers and therefore Facebook
most likely influences a consumer’s purchase. Amganization, that wants to use
Facebook to make them more visible, should builtlsiness page, connect with people

and engage the audience (Belew, 2014).

In addition to simple page and promoting throughwhleFeed, it is possible to use
Facebook Ads for even more direct and aggressivkaniag. Facebook Ads targeting
finds network users according to special attributas the ads appear to the targeted
audience based on the content included in theiilgsocand the content they have chosen
to connect with (Weintraub, 2011). Boosting andnpoting posts are another paid option
provided by Facebook. Boosting is easy and ava&il&iil any post on page’s timeline; on
the other hand, promoting gives more targetingcipgi and bidding options, and it is
managed through Ads Manager (Vahl, 2014).

Facebook owners and developers have created masippities to organizations to make

them visible or promote the business using paicdbements. As long as there are active
users who ‘like’ different pages and become fangawizations have great potential to get
extra attention and profit. Facebook has grown arienvironment where businesses and

consumers meet.

2.3.3Librariesin social media

The developments in web have influenced the libragrketing strongly, libraries have

applied marketing techniques and activities inrteseryday communication. Vassilakaki
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and Garoufallou (2013) give overview of the librditgrature concerning the impact of
Facebook. This social network is used to promote ararket libraries’ services and
e-resources; still, there is a need for specificdgiines for the interested libraries and

librarians.

Libraries can be understood as cultural hegemosiytuions, as they tend to reflect and
reinforce the dominant world view of the societikat create them. In library profession
the web 2.0 has inspired discussions and debdsesspecial term ‘library 2.0’ has been
emerged that mainly refers to worldwide access désources and services, user
participation in the creation of content, libergtilbrary content, developing user-driven
services, constant innovation (Deodato, 2014erts to be next logical step that libraries
start using social media to be connected withatsgms.

There are also a lot of handbooks, which provigs &ind instructions how libraries should
effectively use social media, also how to use tleseronments for marketing a library or
its service. Smallwood, Gubnitskaia, and McFarld@012) provide an overview of

different marketing strategies that help to improveand management, community
outreach, and social media communication; Solonl26 3) focuses directly on Facebook
and Twitter, author gives advice how to choosertgbt social media platform, write a

social media policy, manage library’s online repata and engage with audience.
Crawford (2014) provides even the scripts of Twitteeets and Facebook posts that

should work effectively and attract users.

The book of Koontz & Mon (2014) helps to analyse thrganization and prepare the
management for marketing activities through prowydadvice to create successful plan
and strategy. Nelson (2014) directs the guidelioeacademic libraries, suggestions base
on real experiences, and changes in library manageims the main focus. Nowadays
librarians have to be able to use and distribui@mmation in many formats, be able to use
all media, they are responsible to reduce the gawden social media and end-users.
Librarians have to have communication, digitalrlitgy, collaboration and social skills to

actively and effectively participate in the knowdedsociety (Vanwynsberghe et al, 2014).

Libraries should be where patrons want or expeemthio be, when it's feasible and
appropriate, and libraries should not intrude om lihes of the patrons. Libraries do not

have to use Facebook or other social media, theg teabe there only if their communities
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are there already. Social network should be usédiblbrary has enough resources (staff,
time), activities to present, community using tlework (Crawford, 2014). Web 2.0 and
social media helps libraries to create conversatith the target audience, speak directly
to the people and listen what they have to sagfféirs an opportunity to find out about
patrons and potential patrons, interact with thell them useful information, and
demonstrate to them how you can help them get &dmB a little easier (Potter, 2011).

Studies have shown that most popular Web 2.0 temieng libraries are instant
messaging, blogs, RSS, and wiki (Tripathi & Kum2@10). The public and academic
libraries tend to use the tools same way to makgtities, events, and services (Aharony,
2012). Librarians behave quite positively towarlds tise of social media, they feel the
need to be present and share information throudfereint tools. Social media is
considered to be a fine tool for marketing libragyvices among new generation users and

to create user-centred libraries (Khan & Bhattil 20

There are no marketing oriented goals that suite¥eryone, each library has to develop
their own. Glazer (2012) proposes four goals: theler of fans on the page, how often
fans ‘like’ and comment posts, illustrating aneesohave an impact, how many times
posts have been viewed. However, the employeesmssjpe for libraries’ marketing in
many cases do not have formal training in the feeldhe marketing tasks are just small
part of overall job duties (McClelland, 2014). Maed more libraries turn to social media,
Facebook and Twitter in particular have proven thelwes useful tools to build trusted
relationships with users (ALA, 2012).

Librarians have a standpoint to be where usersbatechoosing the social media tool can
become serious difficulty. There is no need to cae® much ground, Facebook and
Twitter have established leading positions and rofilatforms fulfil different purposes
(presenting photos, maintaining videos, sharingsgmtations). Developments in social
media occur fast, it is important to monitor theciab media market to identify new
environments. Recent trend is the use of smartghané tablets which creates the need to

provide smartphone-optimized versions of websisegner & Ostrzinski, 2013).

Academic libraries tend to be fairly innovative anterested about new possibilities. Lots
of studies analyze academic libraries in Facebmale (chapter 2.3), but also usage of
Pinterest (Thornton, 2012), YouTube (Colburn & H&Nn2012), Twitter (Cuddy, 2009;
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Aharony, 2010; Shulman, Yep, Tomé, 2015), Instag(avallis, 2014), blogs, instant
messaging, wikis (Baro, Edewor, Sunday, 2014), Wa&QlXu et al, 2014), Youku,
RenRen, and Weibo (Luo, Wang, Han, 2013).

Future brings even more developments, library 3dvides links to meaningful data
identified through smart searching approaches, enfiliirary 2.0 provides a network of
hyperlinks to information sources retrieved throdgly words. Main focus will be on
semantic web, ontology, apomediation, quality ofoimation, selective intelligence,

just-for-you collections, and smart searching (Kyarstilwell, Underwood, 2015).

There tends to be a general understanding, thariis should use social media platforms
to be closer to the readers, to understand theids)eexpectations and wishes. There are
lots of different tools, but library has to be atdechoose the right one. Still, it is important

to keep up with developments and go along with eshghtest shifts.

2.4 Univergity libraries marketing in Facebook

Previous subchapters gave overview of marketingepindeveloping more relationship-
based and social media getting extremely impottaetery party of transaction. Facebook
has become influential and reliable information rseuthat also attracts all kinds of
businesses and organizations to operate there ladtvi® normal to be in Facebook, and

university libraries have to accept it.

Articles about how academic libraries use Facebstakted to appear in 2007, when
Facebook’s history and features were describeckiaild Back then libraries could market
themselves in Facebook only through individualdian profile pages and groups. Still,

early adopters were confident that library could ahould use Facebook (Phillips, 2011).

Sokoloff (2009) analyzed the Facebook profilesiwfisternational libraries and found that
libraries use social network with relatively diféet activity — some post news rarely,
others use all possible options Facebook providathor suggests that librarians should
learn to use social media channels effectively riordase globalization even more
(Sokoloff, 2009). On the other hand, the attituakilithat time had turned considerably
more open. Couple of years earlier librarians kiadaut the existence of Facebook, but it

would not benefit library and it should not be uged academic purposes (Charnigo &
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Barnett-Ellis, 2007). The study of Hendrix, ChidaelHasman, and Murphy (2009)
resulted with same type of reasons why libraries@oown Facebook page: not suitable to

academic environment, lack of time, readers dausetthe network.

Calvi, Cassella and Nuijten (2010) pointed out tnaversity libraries in United Kingdom
use Facebook but not in its best possible way tgshand videos are uploaded rarely, wall
posts are old, amount of friends varied from sit®4. Ayu and Abrizah (2011) analysed
Malaysian university libraries, three out of 14rdéibes using Facebook were quite active
sharing information about events, web resourceskdointeresting pictures. Still, the
Facebook is not used as much as possible, apphsatire not important, and consulting
services are not moved into social network envirentfAyu & Abrizah, 2011). Research
of American academic libraries (Phillips, 2011) eaked that over half of the Facebook
wall posts are about library’s services, 13% prametding, and 10% of the posts inform
changes in opening hours. Results of differentistudhow clearly the development of
librarians’ attitude towards Facebook marketing. fikst there was uncertainty and
hesitations as social networks are very differeoinf libraries’ traditional marketing

activities; then by time confidence rose and litanas got curios.

Tan and her colleagues (2012) analyzed the Facelabliposts created by Asia-Pacific

universities and found that most of the library él@mok pages have room to improve.
Most of the posts were promotional and one-way camipation, the interaction can be

increased by different types of messages. Authezemmend creating posts of interests,
news and activities (Tan et al.,, 2012). Increasedt grequency increases also user
engagement, which shows that fans do not mind gd#gile bit more than two posts per

week from the library. Messages posted with pheiteo or link give more engagement

from users; in addition, engagement was higherhenpgosts made at night and in the
morning. Overall, libraries should post more mud#dra content year-round (Houk &

Thornhill, 2013).

In year 2013 four Estonian university libraries ofiseven own Facebook profile (Roos,
2013), wall posts were chaotic and too formal, ane library had uploaded cover photo.
Information about libraries’ opening hours, exhimts, events, databases and trainings
were primarily communicated. The administratorshef profiles confirmed, that wall posts
are written according to the need, once a weekanage. Messages are mainly in native
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language, rarely any additional applications wesedu Estonian university libraries were
in a period of trying different channels to find sh@ppropriate and effective one (Roos,
2014).

The aim of using Facebook is marketing the librang services, but the challenges rise
with insufficient time, complicated technology, fdifilties in administration, rapidly

developing tools and evolution of social media.raians, that do not use Facebook for
marketing the library, were hesitating about timé amanpower, also what students would
think about library using Facebook (Chu & Du, 20I3lla and Oyedokun (2014) pointed
out that delivering reference services throughaawtworking sites has not proved to be

effective because most respondents still doulgffectiveness.

The feedback from users to libraries’ Facebook gpasin be accomplished by sharing
humorous library-related photo, re-posting annoorergs, or raising a challenge that
require response. The posts do not have to ing&rsuto respond, but they have to be
special with interesting content (Palmer, 2014jodmation services can be delivered to
students also through Facebook group and it isideresd rather highly informative,
supportive, and high-quality. Groups create openoaphere and information service
without location restrictions, it can be a surregelassroom or information centre (Ofili &
Emwanta, 2014).

Although libraries want to use Facebook profilartarket their events and resources, right
balance between creating in-house content andngheeievant content from others have to
be found. Adding links and reposting increased lbeed rate, users valued those posts as
libraries were not talking only about themselveg.f8lowing and commenting on other
sites, libraries show their profiles exist and tkla¢y are active community members.
Sharing content is good way to save time, but sukh not replace creating original
content (Witte, 2014). Besides regular posts-pheidsos content, libraries can
successfully include additional functions: chat hwia librarian, view instructional
materials, search library catalogue (Collins & Qitbaase, 2014).

2.5 Conclusion

The researches about university libraries marketingacebook give a sufficient overview
about how libraries use social media and Facel®okne articles written about libraries in
28



social media are rather deliberative, advisory, emmbmmending, but finally there are
sufficiently basing on concrete researches condudibere tends to be a standpoint that
university libraries are using Facebook, but frotmdees it still comes out that now all

study population have integrated Facebook inta tinarketing activities.

The chapter has examined the literature that fahmdasis of the current study, providing
further context and justification for this resear8ackground is given for both marketing
and social media, which include concepts guiding gtudy. An overview of Facebook
possibilities was presented, along with the reviéwhe literature about university libraries

marketing in Facebook.

29



CHAPTER 3: RESEARCH METHODOL OGY

3.1 Introduction

The purpose of the research was to map currenatsitu of university libraries using
Facebook for marketing the organization and sesvitde aim was to identify marketing
information in Facebook and analyze attitudes to&anarketing in social media. Current
research was descriptive study as the aim was goribe concrete situation and look
trends within the sample group (Pickard, 2007). Bhedy applied mixed methods to
collect both quantitative and qualitative data, efhwas a combination of measurements,

counts and narratives.

According to the research purpose, following reseguestions were formulated:
1. Why university libraries use Facebook for marke®ing
2. What kind of information libraries communicate thgh their Facebook pages?
3. What attitudes and standpoints libraries have abwarketing university library in
Facebook?
4. What are the best practices of marketing libraries Facebook among

multidisciplinary and technical libraries?

This chapter provides overview of the data coltectimethods, the categories of content
analysis and question sets of e-mail interviews.atidition, research objects, data

collection and analysis processes as well as stmmakconsiderations are specified.

3.2 Data collection methods

The main aim of the master thesis was to find oatketing information that libraries
communicate in Facebook and to analyze the atstlidearies have towards marketing in
social media. To fulfil the aim, advanced reseayabstions were framed. These research
guestions require using two different research oputhto get sufficient and relevant
results: qualitative content analysis, and senuesired online interviews. Content
analysis was used for questions 2 and 3, interviead to give answers to questions

number 3 and 4.
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3.2.1 Qualitative content analysis

Qualitative content analysis is a method for syst#cally describing the meaning of
qualitative material. Method is used when some ele@f interpretation has to be engaged
to arrive at the meaning of data, it can be appied wide range of materials: documents
and other textual items, websites and entries @mlsmedia sites, television programs,
magazine advertisements, etc. Qualitative contealyais allows describing the material
only on selected aspects, on the other hand methbahly flexible as coding frame is

always adjustable to the material (Schreier, 2012).

The most important element of content analysis otk a categorization scheme. There
are some standard category schemes, but for ettety the researcher develops his own
concrete content classification system, categ@iescodes (Weare & Lin, 2013). Method
iIs used when huge amount of information has toriadyaed as it reduces data. Textual
material is equal with non written items and ak #tontent has to be recognized (Julien,
2008). Content analysis is at its best when dealiitly aspects of communication which

tend to be more straightforward, obvious and sinjpenscombe, 2000, p. 169).

In current research the qualitative content ansligsused to collect and analyze data from
university libraries Facebook pages. The colleateaterial consists of textual data and
media (photographs, videos). The researcher deséltipe categories and codes, which
based on the previous research (Roos, 2013, 268&d)Appendix 1). The categories were
reduced and combined; for example the topics of padts and information about posts of
others were combined as those did not provide dnalaga, detailed information about
notes and events was removed as many librariesa@tidise those possibilities. All the
information about notes and events was describaterunategory ‘other’. Qualitative
content analysis was conducted because there vetéréom many research objects and

method was most appropriate to map current sitnatiothe libraries Facebook pages.

In the beginning of the content analysis data gatbeprocess the existence of library
Facebook profile and was determined and profile tyas identified. Then the themes of
profile picture and cover photo were specified. iBatata about the library is usually
communicated through profile information sectiomnea ‘About’, the analysis also covers

the details pointed out in this division. The numsbef likes and visits were recorded.
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Second big part of analysis consisted of definimg mumber and content of wall posts
created by library as well as the entries writehie wall by other users. About each wall
post the topic of content was determined, alsoatihheunt of comments, likes and shares
were fixed. In addition, the language of writing svstated and usage of visual content

(photo, video) in the post was pointed out.

Finally all additional possibilities and applicat®used were noted: existence and content
of photo albums, existence and content of videsage of more common applications
(notes, events, reviews) and special supplementsas determined which other pages

library ‘likes’ (liked by page).

3.2.2 Semi-structured email interviews

Interview is special interactional purposeful casation or talk between interview
participants (Holstein & Gubrium, 2003), but it @lgwvolves sets of assumptions and
understandings about the situation which are nommally associated with a casual
conversation. Interview is a source of detailedbrimfation which is conveyed in the
informant’s words; it is suitable method to invgate emotions, experiences and feelings
(Denscombe, 2000).

Online interview is in-depth computer-mediated camroation, it is used to gather
original data through the Internet to provide newidence in a relation to a specific
research question (Salmons, 2012). The advantagesnkne interview are cost
effectiveness, high speed, availability of data ifmmediate processing, long physical
distance do not become an issue (Morgan, 2008jjcipant have time to compose
answers and respond on suitable time (Cleary & &ak011). E-mail interviewing do not
provide any visual signs, although the use of eapdtters (strong or angry emotions),
underlined text (stressing statement), smiley fasts, can convey extra information
(Hamilton & Bowers, 2006).

The interview method was chosen to get sufficiafbrimation directly from the source,

online form was best interview type in current attan as respondents locate in different
geographical sites. The semi-structured individesahail interviews were used as follow
up research after conducting qualitative conterdlysis. Interviewer asked concrete

guestions, but she retained the possibility foritemtthl questions if needed. Interviews
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were conducted individually with the representatived each university library of the
sample. The guidelines for conducting e-malil intams (Hunt & McHale, 2007; Hamilton

& Bowers, 2006; Meho, 2013) were examined durirg eéntire process: for example the
relationship between interviewer and participantss vestablished, the scope of research
was described to participants, time limits were #et ending of interviews were informed
clearly, the feedback to the participants was lediafter the study was completed.

Different research methods were analyzed for ukafere conducting the study. Author
was choosing between online questionnaire survdype interview, and an e-mail

interview, as the purpose was to ask questiongttirérom specific respondents. The
personal contact was important as this increasesefponse rate (Hunt & McHale, 2007).
An e-mail interview method was chosen considerivag the interviewees are able to give
answers on the most appropriate time for them -stgqprenaire would have been with lack

of personal contact, and Skype interviews requiegipe timing and scheduling.

Questions and answers were communicated via egoaifersation, the questions were
sent in one set. First e-mail was sent to librageseral email address with a background
information of researcher and research topic, weer instructions and schedule, and
request to forward information about interview tee tmost appropriate person in that
library (see Appendix 2). After getting feedbaclorfr library and/or respondent the
interview questions with additional explanationirterview details and process were sent

directly to the interviewee.

All information and interview questions were comnuated inside email text, so
respondents could write their answers directly m@sponse-email and no extra hardware
or software had to be used. Interview questionsevedso in an attached file to give a
respondent freedom to choose the environment fewarng. Despite the formatting
limits, embedded email survey is easier to answermraturn also by unsophisticated e-malil

users (Dommeyer & Moriarty, 1999).

The interview questions covered two main topicerall marketing, including marketing
in social media, and Facebook usage (see AppendixIf® questions about overall
marketing were the same to all the respondentpiie of the fact does the library own
Facebook page or not. There were six questiorssrsection, the purpose was to find out

the ways how libraries market the organizationyises, and events, what information is
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communicated, and what channels are used. In addithe respondents were asked to
identify the principles and goals of marketing, dhe attitude towards marketing libraries

in social media.

The second part of the interview was about Facehmokile. This part was different
depending on does the university library use Fagkebw not. The respondents whose
library has Facebook profile were asked about thedd creating the Facebook page, the
content and target audience, the goals and impmetahFacebook page. Content analysis
revealed that most of the university libraries caminate information only in their native
language, so the explanation for that phenomenaalgasasked. The respondents from the
libraries where Facebook is not used, supposed/éoamswers why Facebook is not used
for marketing and is there going to be a Facebagepreated for that specific library in

future.

3.3 Resear ch objects

Objects of the research are university librariesnfrBaltic and Nordic countries, more
concrete the Facebook pages of those libraries. Twmiversity libraries, one

multidisciplinary and one specialized (technicahjiversity library, from each country
(Denmark, Estonia, Finland, Iceland, Latvia, Lithizg Norway, Sweden) are going to be
analyzed — altogether 16 different university liiea. The multidisciplinary as well as
technical university libraries from each countryrevéhe biggest ones of a kind. The
interviewees were the representatives of univerbiisaries, whose job was strongly

connected with marketing and/or social media.

3.3.1 University libraries

In the study Facebook profiles of two universitgrdiries” from each Baltic and Nordic
country will be analyzed. One multidisciplinary ande technical university library is
going to be chosen, regardless of whether they havacebook profile or not. Following
libraries have been chosen for analysis:

o Denmark

o Copenhagen University Library
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o Library of Technical University of Denmark (Techaidnformation Center
of Denmark)
Estonia
o University of Tartu Library
o Tallinn University of Technology Library
Finland
o Helsinki University Library
o Tampere University of Technology Library
I celand
o National and University Library of Island
o Library and Information Services at Reykjavik Unisigy (Technical
University of Iceland is merged with Reykjavik Uergity)
Latvia
o Library of the University of Latvia
o Riga Technical University Scientific Library
Lithuania
o Vilnius University Library
o Library of Kaunas University of Technology
Norway
o University of Oslo Library
o Library of Norwegian University of Science and Teology
Sweden
o Stockholm University Library
o KTH Royal Institute of Technology LibraryK(ngliga Tekniska hogskolan
— KTH)

3.3.2 Representatives of libraries

The purpose of the interviews was to understandtidmedpoints towards social media and

Facebook in university libraries, also to find ¢l objectives and principles developed in

these libraries. Most sufficient information abooidrketing in Facebook can be given by

those employees, who personally maintain the @rofil
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Most of the sample university libraries’ web sitask information about which employee
works with social media. Therefore on 13th week26fl5 e-mails to every library’s
general e-mail addresses were sent, letters indldlde request to forward information

about the study to the person, who would be mgstoggpiate to answer the questions.

In the e-mail (see appendix 2) the introductiothef researcher and topic of the study were
given. The purpose of the interview was explaireslwell as the method, language and
planned duration. In the end of the letter the estjuo find most suitable person was
pointed out. At first, the questions were plannedsénd in two sets, but after sending
introductive e-mail the decision by the researchas made to present all the questions to

the interviewees at once.

After first email the contact was established veith libraries out of 16, three of them also
gave responses to the interview questions. Secalh@aded another four libraries to the
contacts list and four libraries answered the gaest The email interview method was
chosen to give more time for respondents to answdortunately several representatives
gave feedback about busy times at work and thgtdhe not able to answer the questions.
As second email did not give enough responsesdajtiestions, it was decided to send
also a third letter, which did not provide any amhial feedback. Overall, the contact was
achieved with 10 university libraries, seven of nthgave answers to the interview

questions.

In the e-mails it was requested to forward therimfation to the appropriate employee who
iIs knowledgeable about marketing and social megp&cs. In conclusion the respondents
were working as web editor, communication spediapsiblic relations specialist, head
librarian, head of service department, informataanager. Still, they all will be named as
‘representatives of library’ as they answered ohalfeof the libraries and expressed the

standpoints developed within that specific library.

3.4 Data collection process

Data collection process was divided into two stagas first content analysis was

conducted, and then semi-structured interviews weeferced. Data collection started by

identifying the existence of Facebook page of eawiversity library. The signs about

using Facebook were first looked from libraries’bsiges (Facebook logo). Then the
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search in Facebook was conducted, at first thenaligname of the university library was

used, then the name in English. If no results viewad, the Facebook page of university
was looked up and the library was searched fronséetion ‘liked by this page’. In some

cases when the searches did not provide any rese#tsarcher of this study asked help
from personal contacts from that specific countyyidentify the Facebook profiles, as

native inhabitants have linguistic advantage.

The data collection for content analyses was caeduon week 8 in February 2015;
messages posted between January 1st and Decendter2814, were recorded. The
one-year period was chosen because it includesealmportant periods in students’ lives:
start of a semester, exam period, writing thesm] ef semester, summer and other
holidays, start of new school year and new semebker researcher ‘liked’ every library’s

Facebook page to see all the information providettié¢ users.

All the wall posts of each university library usikgcebook were recorded by copying the
text of messages into a Microsoft Office Excel duoeat, identifying the other content of
the post (photo, web link, video), also the numbkecomments, likes and shares were
noted. In addition to the wall posts, the inforroatprovided on ‘about’ section was put
down as well as the number of likes, theme of prgdicture, cover photo, videos, photo

albums, other applications.

Semi-structured e-mail interviews were conducteilarch and April 2015, last responses
were received in the beginning of May 2015. Fiegjuest to participate was sent on week
13, second on week 16, and third on week 18. Tlestopns were sent to the interviewees
inside the e-mail text as well as an attachmetheletter. All of the respondents preferred
to answer the questions into Microsoft Office Wditd which were later stored without

any changes made.

Careful analysis of methods was done before reBemrd e-mail interviews were chosen
to the data collection method. Still, the e-maiemiew method provided setbacks as after
two e-mails with request no additional informatiwas obtained from interviewees. There
was three respondents who were agree to partidipéte study, but after few weeks when
answers were unfinished, they replied that dueh@r tbusy work they are not able to

contribute.
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3.5 Dataanalysis

Qualitative data was gathered using two differ@search methods: content analysis and
semi-structured e-mail interviews. The data vairedormat, so it all was organized and
put into similar text format. The data from contantlysis and semi-structured interviews
was analyzed separately and independently as ket gnswers to different research

guestions.

The data collected with content analysis was omghand analyzed in program Microsoft
Office Excel, where all the information from Facek@rofiles was gathered. The initial
categories turned out to be quite sufficient, sarintlhe units were not used at all. Content
analysis method was used to analyze collected ddta.Facebook posts that were in
native language were translated into English uddngg (automatically provided by
Facebook) or Google Translate.

All the interview responses were given in MicrosOffice Word files, where the answers
were also systematized and processed. The possgilbf the programs mentioned
satisfied the researcher, still back-up copies weegle and duplicates were stored on

memory stick and in Google Drive environment in Web to preserve data.

3.6 Ethical aspects

Facebook is free online tool that can be used bgryene in the world. University
libraries’ pages are also freely available wheferimation is made public consciously and
voluntarily. In this case no special limitationggpto the data gathered and no anonymity

had to be ensured.

However, the anonymity of representatives of lilm®was guaranteed, in current paper no
names or work positions of employees of specifticaliies are mentioned. In interview
results chapter no library names are pointed otiichwshould protect the identity of

respondents even better.

The ethical aspects mentioned above did not affifecstudy, no sudden problems or issues
rose as the purpose of the research was to mapdhestandpoints towards social media

marketing.
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3.7 Conclusion

This chapter provided a detailed discussion ofrtie¢hodology used in this research, and
list of objects of the study. Advantaged and disad&ges of the content analysis and
semi-structured e-mail interviews were considerBide creation of coding guides and

interview questions were also specified, as welllas collection and analysis processes.
Throughout the chapter, justifications for the desi made concerning the methodology

for this research were provided.
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CHAPTER 4: DATA ANALYSISAND DISCUSSION

The following chapter is divided into three mairctsens, presenting the results of the
content analysis (section 4.1) and the semi-stradtie-mail interviews (section 4.2),
which is followed by discussion part (section 43gction 4.1 is further apportioned into
eight, results of each university library Facebamage are presented according to the
locating country. The data in section 4.2 is altedainto three topics: library marketing
(4.2.1), using social media (4.2.2), Facebook us@y@.3). This is followed by a
comparison of the content analysis data, interviesults, and discussion of these results in
relation to literature (section 4.3).

The content analysis showed that 13 Baltic and Mouwhiversity libraries out of 16
research objects own Facebook profile, those ligsaprofiles were examined. A total of
seven library representatives answered the int@rgeestions. Respondents’ quotes are
cited as they appeared in the written answerseirtterview, misspellings or grammatical

errors are retained.

4.1 Results of the content analysis

The research objects were one multidisciplinaryversity library and one technical
university library from each Baltic and Nordic cann Altogether 16 libraries were
included to the study, the Facebook profiles ofséhdibraries were analyzed using
qualitative content analysis method. The resulthefcontent analysis are given according
to the origin country of the university library. @ftountries and libraries are presented in

alphabetical order.

4.1.1 Denmark

The Copenhagen University Library and Library ofchieical University of Denmark
(Technical Information Center of Denmark) were @modgrom Denmark for analysis.
Research indicated that only technical univershyary maintain a profile in Facebook,

Copenhagen University Library has only landmarkrmuprofile.
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The Library of Technical University of Denmark (DTllibrary) have page type of profile
illustrated with profile picture as well as covdigpo, profile name i©®TU Bibliotek A
door with library’s name is shown in the profilectire, also room interior is visible in

some extent. The cover photo presents four studshitsy on a bag chairs and studying

(see figure 1).

- I
DTU Bibliotek

Library il Liked v v Following = W Message @ ese

About

Timeline Photos Reviews More =

Figure 1. Profile picture and cover photo of DTU Library Eaook profile
(screenshot, 21.02.2015)

The profile information under Facebook section 'Aba@an be presented in separate parts.
DTU Library provides rather basic information irbsection ‘overview’: map and address,
short description of the library, opening hoursompé number, and web site address.
Another part ‘page info’ includes data about lomat{address) and opening hours, also
short and long description of the library are gianwell as parking information, phone
number, e-mail, and web site address. The infoonasi provided only in Danish language

and the content is repeated.

DTU Library’s page has 464 likes from the otherras&he library itself likes five other

pages, most of them are connected with univer8sgythe library has uploaded profile and
cover photos, the photo albums of those topicaatematically created. In addition, there
are two more albums: timeline photos and one ndméd) BiblioteK. The content of the

photos vary from library building and rooms to stots and events; also pictures of
holiday greetings, information of changed openiogrs, and photos not related with the
library are visible (for example a dog, Easter leaskith eggs, mountains, bike). The
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variety of content is visible on figure 2 that repents small piece of DTU Library’'s
timeline photo album.

Figure 2. Part of photos in timeline aloum of DTU Librargdebook profile
(screenshot, 21.02.2015)

The biggest and most important part of Facebookngonication is information at the
wall. DTU Library have posted 88 messages on to fecebook wall during the year, 60
of the posts are in Danish, four include Englisid @4 contain only visual material (link,
photo, video) without additional description. Theshposts are written in April (20 posts)
and May (10 posts), in July there is only one parsdl in August two posts. The low
amount of posts in summer months indicates thabgily the library was closed on this

period. In average DTU Library has written 7.33tpgeer month.

26% (17 posts) of the posts (see figure 3, pagead@)about library’s own events —
invitation to participate or retrospect. 20% (1313) of the messages are informing the
changes in library’s opening hours and 10% of tbetpare the announcements about the
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library and services. The biggest part of the p¢38%6, 25 posts) belongs into category
‘other’: events of university and branch librariésn and informal messages, job offers,

and holiday greetings.

DTU Library

minformation about library

) B opening hours

it Bevents

W exhibitions

B media publications
databases

other

Figure 3. Content of wall posts of DTU Library

Only 2% (2 posts) of the posts are about databdisessame percentage goes for media
publications about library. There is only one noéfion about exhibition held in the DTU
Library during a year. Library has not conducteg aampetition or contest in Facebook,

also there are no information shared about bookslgections.

Users can give feedback to the posts by liking, mmemting or sharing the posts.
Altogether, there are 211 likes to 88 posts in whalso 19 comments and 6 shares. A post
from June have the most likes (10), it includes mi@mopening hours but also greetings
and best wishes to the readers. It is emotionagoed post that is directed to the users,

who feel the connection and affection.

Other users have written 17 posts to the DTU Lidsawall, mostly the links of events are
shared, also an advertisement, a question abautingridocument, and three requests to
find lost items (USB stick, laptop). The library shaeplied to all the questions via
comments, altogether seven posts have commentaiaelefrom the library.
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DTU Library uses two additional applications: reveeand DTU Findit. DTU Findit is a
library’s e-catalogue, the application is not esitirintegrated as only some informative

text in Danish appear with the link to the catalegu

4.1.2 Estonia

Both University of Tartu Library and Tallinn Univaty of Technology Library own
Facebook profile. Data analysis showed that bditaties are using page type of profile,
both have put their profile name in Estonian lamguaaccordinglyTartu Ulikooli

Raamatukog@andTallinna Tehnikatlikooli Raamatukogu

University of Tartu Library (UT Library) is usinghpto of a library building as a profile
picture, during data collection process cover phptesented a drawing with winter
scenery. The investigation of the photo albums gtbwhat cover photos are used as
communication tool as it is changed often and sonest notifications of events are
displayed there. Profile picture has not been cedrigng time, the album consists of two

pictures. Overall the library has uploaded 43 pladboims.

The profile information section is divided in toeview and page info. First includes a
map, description of the library, opening hours, radd, phone number and web site
address. Page info part contains information abmeation, founding time of the library,

opening hours, products; it also presents genafarmation, long description, phone
number, e-mail and web site address. Data is pedviohly in Estonian language and

contact information is repeated in both sections.

UT Library has posted 86 messages, most of thenalzwat library’s events (26% of the

posts, 19 posts) and changes in opening hours (28%0sts) (see figure 4, page 45). 20%
of the posts (15 posts) are reflecting universigvents, feedback surveys, and other not
library related topics. Fewer posts are about etibits (14%, 10 posts), databases and
trainings (14%, 6 posts), library and services (8%psts). There is only one post sharing
information of press coverage of UT Library, but posts of contests or books. The

administrators of library’s Facebook page havetemi7.17 posts in average per month.
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Figure 4. Content of wall posts of UT Library

75 posts out of 86 created by the library are tivadanguage, English is not used in any
messages. Other 11 include only visual materidlthd posts together have received 456
likes, 21 comments and 41 shares. The most popakirwith 47 likes and 2 comments is
about night library (the library is opened longerridg some days or weeks), it also
includes the video of flash mob performance. Thateut of this post is youthful,
unofficial and fun, which attracts students’ atient

There are seven posts to the library’s Facebook paapde by other users, three are event
sharing and four include link. None of the posts about the library or related topics.
Content analysis revealed that UT Library has upgodathree videos, one is short film of
the library from the year 1996, other two introduseversity library’s cafe Gaudeamus.
Reviews and events are only two additional Facelmadsibilities that library uses. UT
Library likes 70 other pages in Facebook.

Tallinn University of Technology Library (TUT Librg) uses also page type profile, the
cover photo as well as profile picture both show library’s interior. Page has gathered
577 likes from users, library in turn likes 18 atlpages. ‘About’ section is divided into

two, overview part includes map, library’s name,ttmand web site address. Page info
subsection gives information about library’s looatiawards that library has received, also
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public transportation and opening hours. The comparerview and short description is
presented with main contact information (phone naimé-mail and web site addresses).

TUT Library has created five photo albums to thefipe, in addition to the profile and
cover pictures, there are timeline and mobile phoas well as album namedTU
Raamatukogu The photos include different topics, but libeaxg are not publicly
presented. There are no videos uploaded, librangiisg reviews and events applications.
The library’s e-catalogue ESTER application is gnéted with success, users can search

books from the catalogue without leaving Facebook.

During one year TUT Library have created 71 waktp@7 of them are only in Estonian,
five include only visual material, and 39 posts qiatb55%) include or are totally in
English. 29% (20 posts) of the wall posts creatgdhe library reflect the changes in
opening times and 19% (13 posts) are about libsagyents (see figure 5). Equally 18%
(12 posts) of the communicated information is edato databases and other unofficial
topics (holiday greetings, university events). TWibrary involved the followers to
different competitions, 4 posts (6%) included cshtelated information. The wall does
not include any posts about media covers aboutilthery nor books and collections. In
average the library has posted 5.92 messages peh rtaothe wall.

TUT Library
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Figure 5. Content of wall posts of TUT Library
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The friends of the TUT Library have given 100 likesd one comment in total to 71 posts,
posts are shared nine times. The most likes (14)ag&alentine’s Day greeting in
February, 10 people liked a post about exhibitioneng handicraft works done by

librarians were presented.

4.1.3 Finland

Helsinki University Library and Tampere University Technology Library were chosen
for the study from Finland. The beginning of contanalysis showed that out of two only
Helsinki University Library (HU Library) has creatd-acebook profile, the name of the
library on the page type of profile is given ontynative language dselsingin yliopiston

kirjasto.

The ‘About’ section of HU Library’'s Facebook prdilis divided into two: overview
includes a map, short description and web site emdcrpage info however information
about location, profile creation time, opening fguwontacts. In addition, short and long
descriptions are given with general info, all imiish language. The library has gathered
2365 likes from other users, in return library 8k&/ other pages in Facebook.

The cover photo of the library’s profile shows pleogelaxing on the chairs in library, the
profile picture presents a lady with a knitted ksd¢e figure 6, page 48). Unfortunately
there is no additional descriptive information abthe profile picture, so the purpose and
connection with the library remains unknown. Oviertdl Library has uploaded 12 photo

albums and they cover large spectrum of topicg; liodarians are not presented.
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Figure 6. Profile picture and cover photo of HU Library Eaook profile
(screenshot, 22.02.2015)

The wall posts are also covering different top&k (25 posts) of the posts are informal,
greetings or about university events. Still, 23%tloé posts (19) cover library’s own

events, 19% inform changes in library or services] 15% of the posts (12) are about
databases and trainings (see figure 7, page 49)erFmessages notify changed opening
hours (9%, 7 posts), exhibitions (2%, 2 posts), anel post was about books. There is no
media coverage or competitions communicated thrdeegebook wall. In average there
are 7.08 posts per month on library’s wall fromry2@14.
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Figure 7. Content of wall posts of HU Library

72 posts out of 85 are communicated in Finnishint@ude or are totally in English, and
three posts contain only visual material. The post®tal have received 712 likes and 23
comments, posts are shared 21 times. The most gnopobkt with 49 likes is about a
discussion event of fiction and non-fiction, secqugbular with 43 likes is an update of a
cover photo.

In addition, HU Library is using reviews and eveapplications, also one own application
named Kirjaston yhteystiedot ja karttavhich unfortunately does not work. No videos are
uploaded to the Facebook profile.

4.1.41celand

Both university libraries chosen for the study aseng Facebook: National and University
Library of Iceland, and Library and Information $iees at Reykjavik University. The
second one is former Technical University of Icdlaand it merged with Reykjavik
University, for that reason this information centepresents Iceland technical universities’

libraries.

National and University Library of Iceland (NUI Lidry) is using page type of profile with
Icelandic namelLandsbékasafn Islands — Haskélabokasalimere is NUI Library's
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building shown on the profile picture, cover phgiesents bookshelf with books (see
figure 8). The library’s page is liked by 1978 pkoand library itself likes 24 other pages.
In the ‘About’ section overview part includes mahprt description of the library, address,
phone number, opening hours, and web site addrvags; info subsection repeats the same

information given in overview, but in additionaligcts about parking in presented.

lH- besl Lg&ﬁth“ah-h-liﬁ; .;- |
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Figure 8. Profile picture and cover photo of NUI Librarydedook profile
(screenshot, 22.02.2015)

NUI Library’'s Facebook page administrators havetguslifferent messages onto a wall.
There are 81 posts written during the year, it.¥@osts per month in average. 74 posts
are in Icelandic and seven contain only visual meteother languages are not used in any
extent. In February 17 notifications were posteHdilevonly one in June and two in July.
27% of the posts (20) were just fun attractive infation and not library’s events (see
figure 9, page 51), but news of library’s exhibmsoform 24% (18 posts). Almost equally
information about databases (13%, 9 posts), litsagyents (11%, 8 posts), and opening
times (10%, 7 posts) are shared. A considerables mdirthe posts are about books and
collections (7%, 5 posts) and media coverage (6p@As), less information is given about
library overall and contests (both one post).
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Figure 9. Content of wall posts of NUI Library

The library’s friends have liked those 81 posts @d&s together, there are 13 comments
and 24 shares. The most popular post with 68 l&kesphoto about winners of Halloween
costume competition, second best with 56 likesost pf new cooperation contract. Other

has posted 27 messages to the NUI Library’s wall.

There are 19 photo albums and different topicscakered: events, library’s exterior and
interior, librarians, students, books. There areideos uploaded, and the library uses only

reviews and events applications.

Library and Information Services at Reykjavik Unisigy (LIRU) is also using page type
of profile, it is named in IcelandiBékasafn Haskdlans i Reykjavikhe page has 2074
likes; overview contains information about locatimap), web site and shortly about
library; page info section gives much more datalresls, opening hours, mission, phone
number, e-mail and web site address, short and d@sgription of the library. All this

information is presented only in native language.

The profile picture is a logo of Reykjavik Univessicover photo shows students studying
behind the computers. Overall there are 10 phdiana$ created and the content of the
pictures cover all the categories. Small overvidwhe photos is presented in figure 10 on

page 52.
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Figure 10. Part of photos in timeline album of LIRU Facebgukfile
(screenshot, 22.02.2015)

LIRU posts 7 messages onto the wall in averageépgdither there are 84 posts on the wall.
Most of the posts (77) are in Icelandic, sevenudelonly visual material. Very big part of
the communicated information belongs into catedotlyer’ (43%, 34 posts) (see figure
11, page 53) — there are links to fun videos, phofauniversity events and informal notes.
14% of the posts (11) are about library and sesvi®&o (7 posts) concerned changes in
opening times. Databases, books and library’s svama form equally 11% (8 posts) each;
there is only one news of exhibition in library.era are no posts dealing with contests or

media coverage of the library.
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Figure 11. Content of wall posts of LIRU

Those 84 posts together have got 226 likes and&iments, posts are shared four times
during the year. The most likes (47) received aec@hoto update in October. Other users
have posted three messages onto LIRU wall, oneopantl two links with topics not
related to the library. On the other hand, librarlyacebook page administrators have likes
18 other pages. The library uses notes, reviewseardts applications, in addition also
chat supplemenSpjallhjalp — spyrou okkur

415 Latvia

In the beginning of the content analysis it wasyveéifficult to identify the Facebook
profiles of Library of the University of Latvia andiga Technical University Scientific
Library. Finally, it was found that Library of théniversity of Latvia (UL Library) does
have a profile, but only since November 2014 andai$ not advertised on the university’s
or library’'s web sites. Technical university libyadoes not use the possibilities of
Facebook.

UL Library has used Facebook only two months, thafile name is in LatviarLatvijas
Universitites Biblioeka, and page type of profile has 738 likes. Thertheslibrary’s logo
presented on the profile picture, cover photo shawspened book with a flower (see

figure 12, page 54). ‘About’ section is divideddanivo: overview includes a map, short
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description and web site address; page info pat$ adformation about library’s location,
background, and contacts (phone, e-mail).
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Figure 12. Profile picture and cover photo of UL Library le@ook profile
(screenshot, 21.02.2015)

During two months UL Library has posted 26 messa#i@sposts per month. All of the
posts are in Latvian; altogether they have 85 Jikedy first two posts have not got any
feedback. The range of topics covered is not wideof the posts are about exhibitions in
the library, seven about library and services, &g news about events, and one post
informs the changes in opening hours.

UL Library has uploaded six photo albums, all tbpi¢ categories are present. Reviews
and events are only application used, no videosupl@aded. UL Library likes 36 other

pages.

4.1.6 Lithuania

Vilnius University Library and Library of Kaunas Whersity of Technology both use
Facebook, they have created page type of profNémius University Library (VU
Library) has named the profililniaus universiteto bibliotekeand Kaunas University of

Technology Library (KTU Library) present the prefihame a&TU biblioteka

VU Library has 6919 friends who like the page. Arexview part under ‘About’ section

presents the map, introductory sentence, addréssiepnumber, opening times and web
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site address. Page info adds a date of librarysdation, short and long description,
general information. The library also has ‘Milestshsubsection with a list of important
dates in library’s history. The profile picture pemts a logo of the library, a man with

earphones standing in front of the bookshelf issshon a cover photo.

During one year VU Library has informed through @sts, it is 8.75 posts per month in

average. English or other languages are not usadyirposts, 87 are in Lithuanian and 18
include visual material without additional text.eltwvall posts cover wide range of topics

(see figure 13), over half of the posts (52%, 44tgpobelong into category ‘other’. Those

messages include job offers, interesting findingafthe web, holiday greetings, fun facts,

quotes, etc. Another important category is eve?itdd, 18 posts), less changes in opening
times (9%, 8 posts) and general notifications alibtary and services (7%, 7 posts). 5%

of the posts (5) are contests, for example themoetry competition and contest to with

theatre tickets. Databases (1 post), exhibitiongpdst), books (2 posts), and media
coverage (2 posts) news are not so highly inforthealigh Facebook wall posts.
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B opening hours

W events

m exhibitions

B books, collections

52%

B media publications
competitions, contests
databases

other

Figure 13. Content of wall posts of VU Library

The administrators of VU Library Facebook profilseuspecific keywords to point out
particular content (see figure 14, page 56), faneple aktualu— actual/timely sizlome

darbg — job offer, déemesio — attention,jdomu — interesting,kvietimas — invitation,
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priminimas— reminder. Another way the library distinguishesy important content is

highlighting the posts.

Vilniaus universiteto biblioteka

DEMESIO | VU bibliotekos darbo laikas Sventiy dienomis!

See translation

MK&C] U"€entrine biblioteka

bt 30 A (rediadien(i MKEC dirbs 8 215l mﬂ‘u‘i"m!‘ .

Segon :,d"m.'m MU carvtring bt tokaa nodintd - 'EM diara

ey

\':I:'f..l!t‘l 1d |k i MRS dirba fusd 9 wal Gopuiles 4 o, {sekmadien|) VU contrind Bdbdatela fidirhs

Gepudds 3 . (Fedradion() MKIC dirbs B 21 vl MModoos dena Il I

Gogudes 4 o, (seiormadend) MKIC pedrba - Motinos dens.

Gegulits § d. (pirmadien() MKEC dirbs nbo Fval. - Kaomis dienamis WU centring bitliotela durbs jprastu grafiku,

Like - Comment - Share

&9 2 people like this.

Figure 14. Example of using keywords and highlighting pestréenshot, 21.02.2015)

Those youthful and fun messages are pleasing tiieraze, 105 posts received 1846 likes
and 224 comments in total, also 248 post sharemeTdre lots of news that have gathered
one to four likes, on the other hand the most pappbst with 153 likes is a cover photo

update from June. There are no posts from othas usethe wall, perhaps this option is

disabled by the administrators of the page.

Almost all the wall posts include visual materiphotos are usually added to the textual
part. VU Library has 144 photo albums and the estridate mentioned in the album titles
in year 2008. Photos cover all possible library antversity related topics. There are also
four videos uploaded: an ad of a book fair, twoiday greetings, and video clip about
benefits of literature. VU Library page likes 8&het Facebook pages. In addition to the
reviews, events and notes, the library has intedran application of online music

streaming service Mixcloud.
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KTU Library is liked by 335 Facebook users; thefgeopicture introduces a logo on the
library and cover photo shows library’s interiorthvibookshelves (see figure 15). The
overview part of the ‘About’ section includes a magdress, web site address, phone

number and e-mail; page info part adds librarylsnfiing date, short and long description.

W KTU biblioteka

| | Timeline About Photos Reviews More »

Figure 15. Profile picture and cover photo of KTU Librarydedook profile
(screenshot, 22.02.2015)

There are 71 posts on the wall created by therljbia average 5.92 posts per month. 67
of them are in Lithuanian, three contain only visosaterial, and one post consist
information in Lithuanian and in English. There do#s of posts about information
resources and database trainings (37%, 25 posti®wéd by posts about library’s events
(27%, 18 posts) and notes of changed opening H@4f%, 10 posts) (see figure 17, page
58). Little bit fewer posts inform about librarydservices (9%, 7 posts), and other topics
(6%, 5 posts). 5% of the posts (3) cover exhibgi@md one post special books. Those
posts in total have received 218 likes, four comimi@nd 10 shares. There are no posts of

competition or media coverage.
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Figure 16. Content of wall posts of KTU Library

KTU Library has uploaded 16 photo albums and thetextt varies a lot, there are no
videos added to the profile. The library likes onle Facebook page — Kaunas University

of Technology. No other application besides reviewd events are used.

4.1.7 Norway

University of Oslo Library as well as Library of Neegian University of Science and
Technology are using Facebook possibilities. Bdbnaties have created page type of
profile.

University of Oslo Library’s (UiO Library) profilename in given in NorwegiabiO :
Universitetsbibliotekeand page is liked by 806 users. The profile petoresents a logo
of the library with a web site address, cover phsttows library building exterior (see
figure 17, page 59). The ‘About’ section is dividatb page info and milestones, page info
part includes the library’s founding date, openihgurs, short description, parking
information, phone number, e-mail and web site esklr Milestones subsection has only
library’s founding date marked.
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UiO : Universitetshiblioteket
Educational researchsRESEAICh
service -ILibrary

Timeline About Photos Events Maore =

Figure 17. Profile picture and cover photo of UiO Librarydebook profile
(screenshot, 22.02.2015)

UiO Library has posted 70 messages on to the wadlyerage 5.83 posts per month. 52 of
the posts are in Norwegian, one in English, anth&lide only visual material. 33% of the
posts (18) contain unofficial and more fun inforroat (nature photography, job offer,
holiday greetings), 29% (16 posts) are about lfisarevents (see figure 18). Less
messages inform about databases (12%, 6 postgyyliand the services (10%, 5 posts),
and exhibitions (8%, 4 posts). Contests and book®ath equally mentioned in one post,

no post invites to participate in a competition.

UiO Library

minformation about library

m opening hours

33% mevents

mexhibitions

W books, collections
competitions, contests

12% databases

other

2% {50,

Figure 18. Content of wall posts of UiO Library
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Users have given 101 likes in total to those 7apwasitten during the year, the most likes
(9) are given to a post which invites readers ® @hristmas concert organized by the
library. There are also five comments and nine sirpests are shared. The library’s wall
includes nine messages from other users, foureshtbhared information with a web link,
two posted a picture, one advertised a languageseaervice, one shared an event, and
one asked a question from a library. The questairagswered by the library, also the new

question that was asked in the comments of the paiste

UiO Library’s profile includes five photo albumsower, timeline, mobile, and profile
pictures, also album calle®Dktober 2014 The photos do not include any librarians or
students; books, events and library building atly foresented. Library has not uploaded

any videos, only events application is used. UiBrduy likes 19 other Facebook page.

Library of Norwegian University of Science and Teology (NTNU Library) maintains
Facebook page with a Norwegian naNiENU UniversitetsbiblioteketUniversity’s logo is
presented on the profile picture, and cover phbtws the building of the library. Page is
liked by 567 Facebook users. The overview sectimviges a short description of the
library, a map and address, phone number, and Weladdress; page info part includes

same information but e-mail address is added.

NTNU Library has 33 posts on the wall, which areated by the administrators of

library’s profile — in average 2.75 posts per moithere are no information posted in May
and August, only one message is written on Julyedter and December. 32% of the
posts (8) are about library’s events (see figurepE®e 61), 24% (6 posts) are unofficial
messages (new mobile application, accomplishmétikts of databases and trainings
cover 16% (4 posts) of all the messages, threes @yst more official news of the library

and services, and three messages share infornadiout exhibitions. Only one post deals
with books and collections; no information aboutewming hours, contests or media

coverage is communicated.
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NTNU Library
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Figure 19. Content of wall posts of NTNU Library

24 posts out of 33 are written in Norwegian, Erglenguage is used in one message, and
eight posts consist only of visual material (lipkoto). The friends have given 106 likes in
total to the wall posts during a year, also founatents and 17 times posts are shared. The
most likes are given to the post with a photo teaabout future of the libraries. Other
users have written four posts to the library’s walte is Christmas greeting, another is
invitation to the conference, and two are informatabout technical event.

The library has uploaded five photo albums andcthvéent of the photos varies a lot, all
category topics are covered. In addition to theomatically created timeline, mobile,
cover, and profile pictures albums, there is allmamed Forskningstorget 20T4There

are no videos uploaded. The library uses revieatgsnand events, but has also integrated
weRead, RSS/Blog, Goodreads, and books applicatigmf®rtunately, weRead is timed

out and does not work properly.

4.1.8 Sweden

Two university libraries from Sweden — Stockholmiwémsity Library and KTH Royal
Institute of Technology Library — are both usingc&laook possibilities. The page type of

profile is chosen by both libraries’ profile creato
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The profile name of Stockholm University Library(SU Library) page is in Swedish
languageStockholms universitetsbibliotethe page has 5355 likes in total. The profile
picture introduces a drawing of an owl from ar" X@®ntury book (information received
from photo description), cover photo presents avolrg of people in library environment
(see figure 20). The ‘About’ section includes patge part: foundation date of the library,
opening hours, short description, general inforamatpublic transit, phone number, e-mail

and web site address. However, library has lisksal tavo dates in to milestones division.

—
A | 7
4 ! 7
| :
—
- tacKhe
27 : vy i
> 'f"" <27 & - il Liked v || + Following | W Message
Timeline About Photos Likes More »

Figure 20. Profile picture and cover photo of SU Library Ebook profile
(screenshot, 21.02.2015)

During whole year, SU Library has posted 82 messaygeto the wall, in average 6.83
posts in month. The most news are shared to thiersaglin December (11 posts), in May
and in June (both 10 posts). All the messages rai®@wedish, five contain only visual
material without any written addition. Wall postgéther have received 778 likes and 29
comments, posts are shared 14 times. The most (@&shave put to a July’s photo and
message that invites to the library instead of ¢peim the beach, 59 people liked a post that

presents renovated information desk.

Big part of the wall posts informed the changeshm library work and services (40%, 31
posts) as there were renovation work going on {gpge 21, page 63). Quarter of the
messages belong into ‘other’ category (25%, 199)o&ir example an invitation to follow
library’s Flickr account, holiday greetings, requesgive feedback. 13% of the posts (10)
notify the changes in opening hours, same amoumteafs are shared about databases.
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Five posts cover events, one contest, and oneoist d&dmoks; there are no messages about
exhibitions and media coverage on the library’seébaok wall.

SU Library

M information about library
25% .

B opening hours

Hevents

mbooks, collections

13% competitions, contests
databases

1% _ 4 other

1%

Figure 21. Content of wall posts of SU Library

SU Library has uploaded 47 photo albums, which aonpictures from wide range of
topics. There is also one video uploaded, it shbw a book moves in a check-in
machine. Other videos should be visible through TWdae application that is integrated to
the profile, but unfortunately it does not functipnoperly. Beside video application,

events possibility is enabled. SU Library likes®her Facebook pages.

KTH Royal Institute of Technology Library (KTH Liary) has 1975 likes, the name of the
profile is in SwedisiKTH Biblioteket The ‘About’ section is divided into overview and
page info, which together contain following infortie&: a map and location, short
description and general information in English, teahinformation, foundation date of the
library. Milestones list include four important dat The profile picture presents a logo of

the university, cover photo shows the exteriothef library’s building.

The KTH Library has posted 83 messages on to thge pall, in average 6.92 posts in a
month. Near three quarters of the news (61 postsinaEnglish language, 16 in Swedish,
and six posts contain only visual material. Inforpasts about library and services form

19% (15 posts), overviews of the events 26% (2@spoand unofficial fun messages 29%
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(22 posts) of total amount of the wall posts (sgeré 22). 12% (9 posts) of the posts
provide information of databases, and seven pastsabout changes in opening hours.
Less information is shared about books in the fip(a posts), contests (1 post), and media

coverage (1 post). There is no information abotikations in the library on the Facebook
page.

KTH Library

mnformation about library

m opening hours

29%

mevents
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Figure 22. Content of wall posts of KTH Library

The wall posts created by KTH Library have receié3d likes in total, in addition 21
comments, and eight times the posts are sharethieyso The most likes (35) are given to
the entry that invites readers to the library’s lyer@novated roof terrace. Other users have
posted 25 messages on to library’s wall: poem&rindtion of events, questions about
events, job offers.

KTH Library’'s Facebook profile includes 26 photdains and the content covers wide
range of topics. There are six videos uploadedchvhitroduce the library and a service, a
technical supplement for medicine; two videos arepke and without any informing
purpose. In addition, the library uses reviews néyeRSS/Blog, and ‘E-books at KTHB’
applications; all of the extensions work propenty are updated constantly. KTH Library
likes 55 other Facebook pages.
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4.1.9 Summary of the content analysis

The results of the content analysis show that Il8d3Band Nordic university libraries out

of 16 are using Facebook possibilities. All of theave created page type of profile and
the profile names are in native languages. Thergoletos and profile pictures tend to be
quite permanent, only some profiles include capacialoum of cover photos. Seven
profile pictures present library’s or universityggo, two pictures show the interior and
two demonstrate interior of the library. The unsigr libraries tend to present the building

and reading rooms on their cover photos.

The amount of friends of the pages varies from 63919, in average there are 2063 likes
of the page. Overview section provides basic cantdormation of the library, also an

address with a map, and short description. Pagepaft adds longer description of the
library, contact information more in detail, lesiea date of foundation and proper

information about parking and public transportation

The libraries have posted 78.25 posts in averagaglthe year, 76% of the posts are in
native languages. Most of the messages includealvisaterial in the form of an image,
video or link. Only one university library uses hiighting possibility offered by
Facebook. There are different topics covered onwhé posts, the amount of some
concrete content depends on the library. For examfinius University Library prefers to
share more informal and enthralling messages (5R%eoposts), KTU Library notifies
about information resources and database train{8380), in Stockholm University
Library there were renovation works going on anébo4dr the posts informed the changes

in library work or services.

However, the youthful and unofficial posts form 2%othe posts written during whole
year (see figure 23, page 66), next important wopiccover are libraries events (20%),
information about library (14%), and changes inropg times (13%). The author of the
thesis was surprised to see quite low presencesib@bout databases — 12% of the total
number of the posts. The libraries are not so @sted of promoting their exhibitions in
Facebook (7%), information of books hold 3%. Veswflibraries organized some contest

(1%) or shared media coverage of the library (1%).

65



Content of the wall posts
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Figure 23. Content of wall posts of all university librariesyether

University libraries have Facebook audience witifiedent activity, so the amount of the
likes given to the posts in total during the yearied from 100 to 1846. Results show that
active libraries get more feedback from the usétsLibrary has 6919 friends, library has
posted 105 messages and has got the most feedb®4& (ikes, 224 comments, 248
shares); on the other hand TUT Library has 71 pskish has got 100 likes, one comment
and nine shares. Presumable audience of the uiyéitzraries Facebook pages are
students, results indicate that libraries postimgarinformal and light content messages

get more likes to the post and receive more frigadke page.

The photo albums include lots of pictures with velifferent content, libraries like to
present their reading rooms and interior as wekxdsrior of the building. Pictures with
students using library services are uploaded tactiore students, some libraries share
lots of pictures of events. Books are not too mpebsented, only few libraries post
messages and upload pictures of pieces of physatlctions. Four libraries out of 13
have uploaded videos, which introduce servicesvaents, also holiday greetings and
uninformative fun clips are added (for example bdoknino, thanking users for liking the

library’s Facebook page).

In addition to the photos and videos, other appbos are often used: reviews, events,

notes. Eight university libraries have integrategre more extensions, like library’s e-
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catalogue search, YouTube channel, chat, searoé-lbmoks, map application, RSS/Blog,
also weRead, Goodreads, Mixcloud. In some casesypkcations were expired or not

working properly, which did not leave good expressi

4.2 Results of semi-structured interviews

The semi-structured interviews were carried ouidentify the attitudes developed in the
library towards social media and Facebook. In aaditto the information actually
communicated on Facebook page, the author of teareh wanted to understand is the
marketing in social media structured and standadjizvhat are purposes and goals of the
communication. In the end, the importance of mamketin social media had to be
understood.

The results of the interviews are divided into ¢éhgmarts. At first the libraries’ overall
marketing ideas and channels are presented, tligndes towards social media are
pointed out. Finally, the thoughts of the repreatwes of the libraries about marketing in

Facebook are presented.

4.2.1 Library marketing

The questions about libraries’ marketing were adke@drovide background to the more
concrete marketing channel questions. The uniyelgiraries use primarily the web
resources and environments to market their servaoed events: library’'s web site,
Facebook, Twitter, YouTube, blog, Instagram, Flickhe importance of the posters and
handouts get less popular, but are still used tanconicate basic library information.
Some libraries also use the services of local napespor national media news agencies.
University has remained one of the important pértnarketing, libraries communicate

information in intranet, university information $gms, info screens, and subject librarians.

The purposes of using specific channels are thotigbtigh and most of the interviewees
explained the agreed positions. Twitter is useprtwide latest information in English and
Twitter to inform local researchers (Interview 4yriA 20, 2015); web site is used for more
stable info, blog and social media for news andchghey material (Interview 6, April 28,
2015); information about databases is shared ieltaak and Twitter, courses for students
in Facebook and Instagram (Interview 7, April 2813).
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The type of information communicated varies a ®tents, exhibitions, new databases,
projects, services, guidance, collections, opetagrs. Interviewee number 3 (April 6,
2015) gave short but clear answer about what irdtion is communicated: ,News,
events, selected new e-resources, courses, neweseptc. You name it“. In addition to

answers repeated by most of the respondents, sueresting data was presented:

.[---] In social networks we write about eventslifrary life, interesting news or

interesting photos* (Interview 5, April 27, 2015).

»A lot of routine information regarding the locatrsices (lifts, printers, copying
machines) in the library space is also communicdstety“ (Interview 6, April 28,
2015).

All the interviewees explained the reason for clwgpshose channels basically the same

way — because students use those channels:

~We noticed that Twitter is mostly used by inteioatl students and organization.
[...] We noticed that more students, researchenm fithat country] use Facebook

more often that Twitter” (Interview 4, April 20, 28).

~We choose channels our target people are usinggl@pfacebook, intranett and
so on .... “ (Interview 2, March 30, 2015).

-We are using all available web platforms, alsotps and flyers, information
screensn the public areas of the libraries, and try teedi the information as close

as possible to the relevant user groups” (Inten8ewpril 6, 2015).

»Through these channels we can inform people alloary every where they are.
And many people find out about us of twitter oreflagok.” (Interview 5, April 27,
2015).

»The channels are chosen based on the audienaaddrgnd the need for speed of
information. Also the life cycle of the said infoation is considered.” (Interview 6,
April 28, 2015).

The principles of library marketing and the goalsd to overlap. The reason for this result
may derive from the fact that marketing strategvék clear plan and goals are not set, and

it is not clear to all employees. Overall the lifiea want to be visible and disseminate
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information, they want to show that library is dable and open to everyone. The main
goals are to effectively reach target audiencegroffood service, attract and help more

students and researchers, make people aware pbssailities of the library:

.[.-.] with- marketing we want that people are invedl in the life of the library.”
(Interview 5, April 27, 2015).

,10 emphasise that library is contemporary, chaggand adaptive and user

friendly organization.” (Interview 4, April 20, 26).

~We want to help our users finding and accessimgrésources they need as fast
and efficient as possible, whether they visit ugltoit or order/access resources
from office or home.” (Interview 7, April 28, 2015)

University libraries use their web site for main rketing channel, social media have
become also important part of marketing. In additiprinted handouts and posters are
used, also information screens if possible. Led$srimation is communicated through
newspapers and only one representative of a libnaeyntioned subject librarians. All
respondent pointed out, that channels are chosemube their target audience (students,
researcher) are using those already.

4.2.2 Librariesusing social media

All seven respondents agreed that any library shosé social media to make organization
more visible. Social media is popular and intenigivesed by university libraries’ target
audience — students, and they seek information ftbose environments. However,

respondents pointed out some additional reasons:

,It is also a more informal way to communicate witte users. And it give us as
library/library staff a more ,human” face to theeus. Notable: when we post an
image of snowdrops from our garden, we get a lolikafs. When we are being
serious and try to promote some databases, nakeseil. It is the nature of social
medias like facebook, i think. They are informaley are private, and it is also a
room for fun stuff.” (Interview 3, April 6, 2015).
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.Library should be modern and adaptive in order fudfill high society’s
expectations.” (Interview 4, April 20, 2015).

,If we are not there, we don't exist. Social medféers an easy-to-use channel for
customer to give us feedback. We can also leaot layl monitoring the discussion

regarding the library scene on social media.” fiitav 6, April 28, 2015)

»This is where our users are, we want to meet thieare. It is a way for us to have
more communication with our users and to be moeglave to them.” (Interview
7, April 28, 2015).

However, one respondent pointed out a possibl®neaty libraries should not use social
media: ,If library communicates of students throwggitial media people will not to go to
library, they will wait information only for sociahedia” (Interview 5, April 27, 2015).

The previous comment was presented together wislitip® attitude, in the researcher’s

opinion the supplement was added for discussioraaaty/sing different possibilities.

The suitable channels should be chosen accordinghvénvironment fits to the library

overall. Library has to decide according to the teoh informed whether Facebook,
Instagram or Twitter-type of media is best possilgerall, social media helps people to
keep up with library’s news and events; and whesr bghaviour changes, then libraries

have to adapt by choosing new channels.

4.2.3 Marketing in Facebook

Six of the interviewees represented the librarieat tmaintain Facebook page; one
respondent administrates a branch library’s Fadelpage, but the main library belonging
to research objects does not have Facebook profiee main reasons, why libraries should
include Facebook into their marketing activitiegrev discussed in subsection 4.2.2. One
respondent described, how the development of Fatemarketing took place:

,The Facebook Page was created in 2009/2010 whenfatulty and campus
libraries merged [...], and the web presence waated for the new entity. It had
both marketing as well as creating awareness pagpd¥e soon realized that most
of our Facebook audience consists of other libnargfessionals and that the

channel is not working as such to reach the cuswri&e number of followers has
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been rising slowly, including now also a lot of wersity alumni, an important

target group for the university.” (Interview 6, Aid28, 2015).

The content communicated in Facebook do not diffen the information shared through
other channels: trainings, databases, servicesjrapéours, events in library and outside,
exhibitions. The latest information is promoted guadticipation of events is encouraged.
Most times the communication person/team is resptnor the content; in some extent
also customer service department and subject idrsr Often the content in Facebook is

shared from and to library’s blog or Twitter wall.

The native language is chosen, because main p#reafniversity students is local. Some
libraries use Twitter to inform international statke others just hope Facebook translating
system works effectively enough at their librargage. Libraries do not have specific
marketing plans or strategies for using Facebdukgbals of marketing overall apply also
to this social network. Besides, libraries haveeydifferent point of views about setting

goals:

~-We have a ,rule” that says 1 post as minimum eaekk.” (Interview 3, April 6,
2015).

~We discussed to write down a concrete developroeattivity plan, but we found
that 7 posts a week is not important to us, anda asommunication tool our
Facebook does not work, we don’t get almost nobiaeld from there.” (Interview
1, March 30, 2015).

,NO guantitative goals have been set, but the nundfefollowers is steadily
increasing, and we celebrate in some way every ti@meeach a another thousand
followers.” (Interview 7, April 28, 2015)

The respondents declared that Facebook is impontanketing channel as majority of
users have an account in this media. However, leaéeis considered a supplement next

to the other traditional and social media channels:

»The use of Facebook here is more as a supplemaak.in a more local way.”
(Interview 3, April 6, 2015).
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.In these days it is inconceivable that we that weuld not have Twitter or
Facebook account.” (Interview 5, April 27, 2015).

»AS an independent channels it's no longer impdrtaecause of the fact that
without paid advertisement you reach only very fesers there.” (Interview 6,
April 28, 2015).

,I am not sure, that i would bother to make a famdbpage today if we were a new
library. Maybe resources would be better used stagram.” (Interview 3, April 6,
2015).

Interestingly libraries point out that big parttbkir Facebook friends belong into library
profession community; it is good place to followhat other libraries and universities do.
This increased the target audience from studeesgarchers, and university staff also to

librarians and information professionals.

There is one respondent, who gave answers aboutibfay, which does not own
Facebook profile. The reason why this universitydry does not have Facebook page, is
simple — branch libraries have separate pages.eTi®mo need to create another
concluding page as the branch libraries effectiveinage themselves and there has never
been much focused cooperation. Unfortunately, rsovars to the interview questions were
received from the representatives of other twoaliles’ that have not joined Facebook,

which makes it impossible to generalize.

4.2.4 Summary of theinterview results

University libraries use their web site, social maeehvironments, posters, and local media
in some extent to promote availability and servicEse target audience are students,
researchers, and university staff, so the markethrnnels are chosen according what is
popular amongst those groups. Intranet, universftyrmation systems, info screens, and
subject librarians are included to communicatermiation to university members as those

are the most direct channels.

Different channels and social media environmergsuaed for different purposes. In many
cases Facebook is for sharing information to lomadlience, Twitter to international

students, Instagram is to promote events, and ghroweb site the basic formal
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information is communicated. Overall, all possilmlews and pieces of information is
announced through all channels. The libraries arar@ that best content for sharing in
social media is fun, informal, and inviting, on thther hand the communication teams
responsible for the messages want to post formak rebout opening hours, renovation

works, and trainings.

Often the same content is communicated through iphilimediums: Facebook, blog,
Twitter, web site. The channels are chosen, becanest of the users have chosen those
first and they are already active in there. Lilariwant to show their openness,
helpfulness, youthfulness, and availability; greatkea is to involve people to library’'s
everyday life. The Facebook profiles should hdbpdries to offer better service, and bring
together students and researches with library fodifg and accessing the needed

resources.

Regardless of having proper marketing plans, theatlies are satisfied with the
supplementary role of Facebook. The shortcomindsackbook are known and some have
even hesitated to keep on, but still the most efuhiversity libraries use Facebook and do
not plan to stop. The goals of setting up a Fackelwofile has been to communicate
information to students, the end results almossfyahe libraries.

4.3 Discussion

The Facebook marketing of university libraries leaslved significantly, as majority of
the research objects are present in the socialonkt{(®&3 out of 16 libraries). Compared to
the situation some years ago when librarians censtt Facebook as an inappropriate
marketing tool for academic library (Charnigo & Batt-Ellis, 2007) or they were
confident that readers do not use this environn{el@ndrix et al., 2009), university
libraries are quite active in Facebook posting rimfation every week. In addition to the
textual material also photos and videos are posteny, few messages do not include any
visual content, which is also further developmesrnpared to older researches (Sokoloff,
2009; Calvi et al, 2010).

Baltic and Nordic university libraries provide basnformation under profile information

section. Although phone number and web site addressded, there is information that

does not necessarily send the user to find infaomdtom other sources. Still, all those
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contact information pieces give users a possibditghoosing where and how to contact
the library. The essence of social media is alluAbmmmunication and interaction
(Agresta, Bough and Miletsky, 2010), but librargesnot encourage users to contact them
through Facebook itself. The interviews also reseahat libraries’ Facebook profiles
were created to make libraries visible, and notclmmmunicating with people. This may
also be a reason of low feedback rate and in s@sescfew user-generated posts on the

libraries’ wall.

The profile pictures of university libraries terml lie very official, presenting university’s
of library’s logo. Indeed, there are some excetidhe DTU Library showing interior, UT
Library demonstrating exterior of the building, aHtl Library presenting girl with hat
which connection with the library is difficult tonderstand. The profile pictures are static
and in most of the cases also cover photos, th@saad updated too often. Nevertheless,
compared to the situation some years ago when gphedoe uploaded rarely (Calvi et al.,
2010) and cover photos were not popular (Roos, ROb@ visual appearance of the

libraries’ profiles header has improved to be nfaendly and appealing.

Marketing specialists recommend that organizatiayukl connect with people and engage
the audience (Belew, 2014), it is important to yaplcomments and keep the conversation
going (Seiter, 2015). The respondents of the im&ry follow those suggestions in some
extent, the answers included statements that Fakedltows to give 'human face' to the
library and communicated information should be infal to attract users. On the other
hand, content analysis of Facebook pages revehddost of the posts are formal and

serious sharing news about library services, ogehours and databases.

The author of current research feels some conflithis case. While effective marketing is
considered to build and maintain strong relatiopst{Broady-Preston, 2013, Kotler et al.,
2013), and social media is all about communicatiod social activities @pau, 2014),
then libraries still communicate formal informatidirough their Facebook pages. The
content analysis and interviews gave similar rgsalé fun competitions and sharing
interesting photos is not done often and formalsx\daminate. It seems that Facebook is
used as just additional channel to provide all $ypé information. Although, not all
mediums are suitable for everything (Brogan, 2@&8pmon, 2013) which also came out
from some interviews where respondents describadftin example web site is used for
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stabile information, social media for changing miate and Instagram for promoting

courses for students.

Some libraries’ Facebook page wall posts do noaggtlikes, commenting is also not very
popular among friends. Still, many libraries (eyJ) Library, LIRU, and KTH Library)
have experienced that one post gets lots of feédthmough ‘likes’; on the other hand,
those news were informal, inviting, and fun. Pregioesearch by Palmer (2014) clearly
showed that the feedback can be accomplished kynghlaumorous content, re-posting
fun announcements, or raising a challenge. Cumres¢arch revealed that Baltic and
Nordic university libraries have also experiencledl tsituation, but still Facebook is used

for sharing primarily formal information.

The amount of friends of university libraries’ Faoek pages varies from 464 to 6919.
Active libraries have more likes, and get also mfmedback to the posts — there are
libraries that have got over 20 post comments par,ywhile some got one or none.
Another relation can be distinguished: more infdrmassages attract more users to like
the page. Again, the perfect example is VU Libravizich has 6919 page likes, and over
half of the Facebook posts are on informal andtéyoics; or HU Library with 2365 page
likes and 31% of the posts are informal.

However, the content shared is Facebook by untyelibraries versatile, the users who
prefer getting information about library from sdamedia gets all news from one place.
Content analysis showed that in average about @stspper month are communicated,
which should effectively cover all the importanteets in the library, also promoting
databases and introducing books. Although, surgigithe books and collections of the
library are not so popular to share in Facebookyemaformation about library is

communicated. The libraries’ representatives pdimtgt similar point of view, and author

of the research understands that Facebook is ss&geond web site” of the libraries.

The two-way communication works in some extentrdhare posts written by other users
at libraries’ Facebook pages, and the adminissadbtibraries’ pages have replied, when
guestion concerns the organization or servicegkample KTH Library, SU Library). The
libraries’ Facebook pages are ‘liking’ other pagesyally at least 10 different pages are
listed. Although, some libraries have disabled plossibility that other users could add
some information to the library’s Facebook wall.
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Six university libraries have installed additiomgplications to their Facebook pages as it
is also recommended according to previous resea(€@ulins & Quan-Haase, 2014). The
libraries have integrated such applications likeatlogue searches, chat, e-book search,
YouTube, RSS/Blog, weRead, Goodreads, Mixcloud.s€h&how that libraries are aware
of other web resources and want to share thoseus#hs. It also shows to users that the

libraries really want to make users’ life easied affer services in online environment.

During content analysis it was noticed that moBtaliies communicate information in
Facebook in their native language — about 76% |ahal posts of all the libraries were in
mother tongue. Similar tendency came out from pafiformation section, where the
descriptions of libraries were in native languageglish was used very rarely. Although,
this cannot be generalized too much as for examglE Library had over half of the posts
doubled in both Estonian and English, and KTH Lipiaad very big part (60 posts out of
83) of the posts only in English. Some interviesp@ndents pointed out that international
students and researchers prefer Twitter to getrnmdtion from library, this is a reason,
why Facebook is directed to local audience. Onerwigwee pointed out the Facebook
translation possibility, that if foreign user wamdsunderstand the information in the page,
it can be translated into appropriate languagectiyren library’s Facebook page. Still, the
author of this research found, that Facebook de¢grovide translation opportunity on
every page, and it cannot be turned on and off.etstdnding the provided information
was difficult to the researcher, so probably theifgn students have experienced the same

problem.

Interestingly there arose a conflict between acpaeits on libraries’ Facebook pages and
respondents’ understanding of the content. Analysigaled that nine libraries out of 13
have posted some information about books and c¢mllex; most of them had posted only
one or two news of this topic during a year. On ¢iieer hand, almost all respondents
mentioned, that library informs about new and ie$séng books through Facebook page,

which is not happening in real.

Overall, the content analysis showed clearly, thiataries are using Facebook for

informing and disseminating information, and tresult was supported by the answers of
interviews. Although, the libraries’ communicatigersons/teams are aware of student
being main target audience and that informal message more suitable to Facebook
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environment, the shared information tends to bdlaino the official web site content.
This leads to the libraries’ attitude that Facebbak a supplementary role next to all other
channels. There has been some hesitation shouldraryl continue of maintaining
Facebook page, also there has been a discussionatvadays a library should not create

Facebook page anymore as this is obsolete phenemeno

The research revealed that Facebook is used simeoligly with other social media
environments. The university libraries use Facebpade for informing other users about
events, news, and opening hours, less databaseshimitions. The pages are not used for
promoting or even marketing purposes, sharing badarmation is main purpose and
goal. Facebook is additional channel and probabiping negative would happen if the
libraries stop using this network. The web sitesheflibraries have remained the principal

marketing channels.

The results of this research were presented in @y5 at the ,7 International
Conference on Qualitative and Quantitative Methindkibraries” (Roos, 2015) held in

Paris, France.

! The web page of the conferertaép://www.isast.org/qgml2015.html
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CHAPTER 5: CONCLUSIONSAND RECOMMENDATIONS

5.1 Introduction

Facebook is the most popular online social netvasd it is used by millions of people.
Organizations can benefit from this fact by comnoating and promoting services through
Facebook pages. There is very little literatureualibe usage of Facebook on European
academic libraries and attitudes shaped towardssticial network in the libraries. Even
more, there are no researches about how NortheropE&wniversity libraries are using

Facebook for marketing.

This study applied mixed methods to collect botlargitative and qualitative data to
explore the usage of university libraries on soc&tivork Facebook. The target population
for his research were Baltic and Nordic univerdibyaries, one multidisciplinary and one
technical university library from each country. Antent analysis of the libraries’
Facebook pages was conducted, and semi-structureall enterviews were executed. 13
libraries out of 16 had Facebook pages, all oféhesre analyzed; seven representatives of
the libraries agreed to participate in the study answered interview questions.

This final chapter of the thesis presents conchsi@bout the findings of this research in
relation to the research questions. A discussiothefimplications of these findings on
theory and practice is provided. Finally, suggestidor areas of further research are

offered as well as implementation possibilitiesgoactitioners are offered.

5.2 Conclusions about Resear ch Questions

The aim of the master thesis was to find out margeinformation that libraries
communicate in Facebook, and secondly to analyeeattitudes libraries have towards
marketing in social media. These two aims leadawr fresearch questions which are

discussed individually.
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Resear ch Question 1.
Why university libraries use Facebook for marketing

On the whole, Baltic and Nordic university libragieend to use Facebook, because they
have done it already years, and it is a good supghe for other marketing channels.
Libraries feel the need to be where users areugedhe same web environments as their
patrons — Facebook has been logical step for wsityelibraries. University libraries’
advantage is that major part of their target aumbems students, who have new
technologies and social media environments impbgart of their lives. There have been
many developments put through in Facebook, for gkantargeting ads (Weintraub,
2011), boosting and promoting posts (Vahl, 2014jl, Sibraries prefer to use social

network site for distributing news and disseminafermation.

The libraries aims in Facebook are to help studants researchers, attract new people,
disseminate information, and make patrons awaréheif existence. Libraries want to
show their openness and adaptability, invite petplibrary, and provide better service.
The aims are rather great and noble, but it raasggestion, is Facebook the right place to
employ exactly this type of marketing. Librariesimais to be visible, but Facebook is
rather communication environment which helps tonemh with people and engage the

audience.

Facebook is a tool to inform primarily local stutkerand alumni; the researchers and
international students are notified through othmsia media environments (e.g. Twitter,
Instagram). This social network also helps to fellthe other libraries and library
professionals. Overall, Facebook is used to infiroal students and monitor the activities

of other libraries.

Resear ch Question 2:
What kind of information libraries communicate thgh their Facebook pages?

The information communicated through universitidwaries’ Facebook pages can be

separated into two. At first, major part of the @t is formal information of library and

services: the changes in opening hours, renovatiorks, information about reading

rooms, lectures and trainings, news about databasese-catalogue. Also news about
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events and exhibitions organized in the library @mmunicated. It is not surprising that
libraries prefer to inform about themselves, sasreléncy appeared also from literature
(Phillips, 2011, Tan et al.,, 2012, Roos, 2013, 20T4e content analysis of libraries’

Facebook pages revealed that there lacks of infttwmmabout traditional paper collections

and e-materials, which have regarded the most itapbthings in library since now.

Secondly, informal messages inviting users to comoate and interact are posted onto
libraries’ Facebook pages; although, the amounthofe messages is rather small. The
communication people and administrators of libdrid-acebook pages have an
understanding that pages include much more inforpadts (humorous quotes and
pictures, contests and challenges, fun announceinanthey actually do. The proportions
of different topics in wall posts vary by librarjeome prefer to promote the library, other
favour fun pictures and informal content. Overtide formal messages are dominating and

those are illustrated with pictures or web linkatact users.

Resear ch Question 3:

What attitudes and standpoints libraries have abmarketing university library in

Facebook?

All the respondents of interview questions wereficlemt, that libraries should use social
media tools and Facebook in concrete for marketimg organization and services.
Libraries consider Facebook as one equal marketiagnel next to the web site, posters,
and other social media channels. Social media efeped as library patrons use those
environments, but the marketing activities are smplanned and standardised. Facebook
is not something special for libraries, overalagtgy is to push out news through as many

channels as possible.

The feedback from friends in Facebook can be medshy page likes, comments, posts
likes (Glazer, 2012), but the posts do not haventde users to respond, they have to be
special with interesting content (Palmer, 2014)e Tdontent analysis and interviews
revealed that fun and informal posts are not everity to the libraries. Not to mention

additional functions like chat or videos (Collins @uan-Haase, 2014), which were not
popular to add at all. Libraries do not aim to gatlots of followers or friends, the amount
of post ‘likes’ is also not very important. The wrgoal respondents mentioned is not

80



measurable — to post informative news. Universiiyalies’ Facebook page administrators
maintain just another web site that duplicates safoemation.

Resear ch Question 4.

What are the best practices of marketing librarnied=acebook among multidisciplinary

and technical libraries?

Although university libraries analysed in this studid not consider the amount of page
and post likes most important, the determinationbest practises base on previous
researches focusing on the amount of feedback frmnds (Sokoloff, 2009, Tan et al.,
2012, Houk & Thornhill, 2013). The best practisesoag multidisciplinary and technical

university libraries are presented separately yustifications of decision.

Amongst multidisciplinary university libraries théilnius University Library has been

most active — 105 posts have received 1846 likes2@&4 comments. VU Library’s page
was also only, where highlighting possibility wased; in addition to 144 photo albums
there were videos uploaded and additional apptinat(reviews, events, notes, Mixcloud)
used. VU Library posted the most messages withrimdib content and those also got the
most feedback from other users, for example an tepofacover photo received over 150

likes which is also best result from all univerdibraries’ pages analysed.

The best ratio of activeness and feedback amoagktical university libraries had KTH
Library from Sweden — 1975 friends, administraoosted 83 posts that got 634 likes and
21 comments from other users. KTH Library has upéabsix videos and 26 photo albums,
there are reviews, events, RSS/Blog and e-bookkcappn integrated. Friends of library

have posted 25 messages to the library’s Facebabtk w

5.3 Suggestions for Further Research

Based on the findings of this study it will be woihvestigating how Baltic and Nordic
university libraries are using other social mediginments for marketing. The study can
target also university libraries managers to find the attitudes towards social media
marketing even deeply. Another area of which nekudther exploration is use and
perceptions of students on Facebook and otherlsoedia. This study would be users’
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needs evaluation which can be used in comparisdnaaalysis to the existing studies
about libraries’ point of views.

5.4 Implementations

The findings of this research can benefit to theally managers and marketing specialists,
as it can help in forming libraries’ marketing $tgies concerning social media
environments in particular. The communication salests responsible for libraries’
Facebook pages can analyze the results and notimd wontent works best for growing
feedback from other users. Universities librarieemmunication managers can frame

short guidelines to market the library in Facebook.

5.5 Conclusion

In conclusion, Chapter 1 of this thesis providepistification for the research project
giving background information and context in wholhe research problem, aim, and
questions have been presented. Furthermore theodudtlyy has been briefly described,
limitations and scope are pointed out. Backgroutadature was discussed in Chapter 2.
The methodology for data collection and data amalyere discussed in Chapter 3, which
also provided justification for the choice of medsapplied. Chapter 4 presents are results
from both content analysis and semi-structuredwee's, the results were then discussed
in relation to the literature reviewed. Conclusiovere presented in the final Chapter 5 —
conclusions about the findings on the researchelation to the research questions,

suggestions for further research, and recommendatin implementation of the findings.
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APPENDICES

Appendix 1: Categories and codes of content analysis

Excel
row

Category

Codes

Profile existence

No O
Yes 1

Profile type

Person 1
Page 2
Group 3

Profile picture

No profile picture O
Photo of building 1
Photo from inside (without people) 2
Photo from inside (with people) 3
Photo of books 4
Collage 5
Other 6

Cover photo

No cover photo 0
Photo of building 1
Photo from inside (without people) 2
Photo from inside (with people) 3
Photo of books 4
Collage 5
Other 6

Profile information

No profile information 0
History / establishment 1
Description 2
Location 3
Website address 4
Contact information (e-mail, phone) 5
Other 6

Number of ‘likes’ / followers

Number of wall posts (created by
library)

Content of wall posts (created by
library)

Information about library, notifications
Opening hours 2
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Information about event (trainings,
lectures) 3

Exhibition 4

Books, collections 5

Reference to media publication 6
Competition, prize game, contest 7
Databases, information resources (inc|.

trainings) 8
Other 9

10 Number of comments to posts

11 Number of ‘likes’ to posts

12 Number of ‘shares’ of posts

13 Number of wall posts created by

followers

14 Existence of photo albums No O
Yes 1

15 Number of photo albums

16 Content of photo albums Library building 1
Library rooms 2
Librarians 3
Students 4
Events 5
Books 6
Other 7

17 Existence of videos No 0
Yes 1

18 Content of videos Introduction of library / resgiroom /
service 1
Library work (behind the scenes) 2
Introduction of book 3
Events 4
Other 5

19 Other applications (notes, events, etg)

20 Other (recommendations, liked by

page...)

94




Appendix 2: E-mail with request to find respondents to interwgpuestions

Good Day!

| am Jaana Roos, a master student of internatiprigram Digital Library Learning
(DILL), which is cooperation between Oslo and Akers University College of Applied
Sciences (Norway), Tallinn University (Estonia)dahe University of Parma (ltaly). | am
in the process of writing my master thesis “Badtid Nordic university libraries marketing
in Facebook” and | am collecting data for that msg For my master thesis | am very
interested of how university libraries have inclddsocial media into their marketing
practice, what information is communicated on lilesl Facebook pages, the aims and
outcomes of this kind of marketing, and librariesimstandpoints towards Facebook
marketing. The study objects are one multidiscaynand one technical university from
each Baltic and Nordic country, your library belengto my sample and this is the reason

| contacted You.

The purpose of this letter is to ask for your dasise to find most appropriate person in
your library, who is most directly responsible fonarketing and/or Facebook

communication, and who may participate in my study.

The interview will take place in English languagiee questions will be focused on your
library’s marketing practice and using social medii®a marketing the library. The
semtstructured personal interview consists of 12 goestithat require rather factual and

concrete answers — it takes about 5 minutes toemsach question.

Please forward this information to the most appeiprperson who agrees to participate in

my study. If you have additional questions, domegitate to contact me.

Best regards,
Jaana Roos
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Appendix 3: Interview questions

Overall marketing

1) How [library] services, events, etc., are magkldb the public?

2) What kind of information is communicated?

3) Which channels are used for that? How and whgdlthannels were chosen?
4) What are the main principles of marketing thedry?

5) What are the main goals [library] wants to aehieith marketing?

6) Should any university library use social mediarharketing? Why/Why not?

a) If yes, then what kind of social media skiéeduld libraries use in marketing? Why?

Facebook (library owns Facebook page)

7) Why Your library has decided to use Facebookctonmunication? On which purpose

Facebook profile was created?
8) What information is communicated and who decigkat content to create?
9) Who is the priority target audience of librarffacebook profile?

10) The information provided on your library’s Faoek page is mainly in ... language.

Why you have decided not to use any other langu@ggsEnglish)?
11) What goals have been set about marketing ielesk?

a. In what extent previous activities havefilfed the goals set? Has Facebook

marketing given the expected outcomes?

12) How important is Facebook marketing to thedrlg? Please explain.

Facebook (library does not own Facebook page)
7) Why Copenhagen University Library does not ugegbook for marketing?

8) Is the library going to create a Facebook padature? Why / Why not?
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