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CHAPTER-1

INTRODUCTION
Information is an essential component of each and every human
activity in the world. It is essential needed by the policy makers,
planners, scientist, technologist, economists, administrators, financial
institutions, investors, enterprises as well as analysts and decision
makers involved in taking the decision affecting the society as a whole
because on thg one side it prescribes the basis for taking gainful
decision and‘ on the other it is an instrumental of change which is
essential for development in the fast changing societal needs. The type
of Information they need is also considerable diversity. In includes
socio-economic data and statistics, information on current plan and
project,v financial data, information and technology, equipment,
management practices on going industrial and technological résearch,
technology tie-ups/contracts and legislation etc. Such information
which has to be recent and continuously updated has to be obtained
from a large number of sources within the country at the central state
and distinct levels and even at the global level. Similarly post war
proliferation of scientific and technical research activities has resulted
in flood of .;;c;atte'red information which is so great that the scientist is

not in the pbsition to scan regularly and consistently‘all public that
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contains information of interest to him due to the price like and
inadequate financial resources on the side ever increasing information
& knowledge due to information and knowledge due to information
vast opportunity for making use of such a knowledge for the
development of the society as a whole and on the other side the paucity
of fund’s has drastically reduced the acquisition capacity of the
libraries. The another dimension which is very fast emerging and
putting forward the various challengers before the library information
center in general and academic libraries in particular is the growing
information demands of the user’s from the libraries. These
information demands are multi-disciplinary, complex and multi-
dimensional to provide pink pointed and exhaustive information
services to the readers the university library has no way left accept to
develop new modés of system and services such as a library net
working and marketing of library and information services as treated
earlier the limited financial resources and the like in the cost public the
libraries are finding difficult in serving and continuous the existing

library services to satisfy to be information demands of the users. It is

in this contract on find that the libraries have to generate financial
resources through marketing of its library services and products.
Information marketing is a new concept which is very fasterly

emerging and finding a place in the philosophy of librarianship. In the
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modem age life is not possible without information. Information 1

consider as important as food, shelter, or water in advance countries
the concepts of marketing of information as already been accepted by
the advance countrics were as in developing countries the concept 1S
accepied by the socicty slowly and gradually a for India is concern it

needs a lot of information in some fields and in some it can provide

information to a number of countries.

1.2 Need for the Study:

The right information provide when it is needed, where it is
needed, and m the form in which it is needed, improves the ability of
an individual, a business, a government agency, OT other kind of
organization to make right decisions and achieve particulars goals.
NCLIS emphasizes that “access to information and ideas is
indispensable to the development of human potential, the advancement -
of civilization, and the continuous of enlightened self-government.
This study may respond to the “awareness’’ of the users of information
products and services in university libraries. It begins with the premise,

which information is of value only when it is used, and thiat to make

E e — —— — — — ~

use of information potential users must be aware of its existence. The

(‘,(‘(ﬁ,ﬁnﬂﬁﬂ(\“ ‘\(\(\\\‘\\\\\Q“\\0\‘00\\\\“

creation of awareness is a problem which has been faced by the

salesmen of consumer products for many centuries, and which has .
3 G
| (-
(\.
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given rise to @ body of expertise what is now known as marketing

While recognizing that information behaves only partially as a

“Commodity”, «“Information and information services can and should

be marketed like and other commodity in order to ensure their effective

use. One of the important by products and essential first steps in any

marketing activity is the re-examination of the objectives of the

services or product to ensure that these respond effectively to the real

need of the potential users. The are so many reasons which are

necessary increasing library as information centers to go for marketing

of library & Information services they not worthy reasons are —

1. The information centers spend invest huge funds on

v

collections, processing and storage of information resources
and these resources are put to Very merge use which implies

- wastage of funds. For the promotion of the use of information

resources, there is need for marketing.

5 The needy has casual or almost nil need perception because

of which he does not use and demand information. Therefore

information marketing is essential to facilitate need
perception on the part of needy and thereby create demand in

the other words it is supply marketing which creates

demands.
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3. As mentioned above information is a new and very essential
product. Because it is almost identified as the fifth need of
man making after air, water, food and shelter. Information
may be considered to be life blood of planning, directing and
controlling any enterpriscs. But still as it is freely and widely
available in certain cases and also to certain extend it can be
dispended with, these factors play a key role in affecting the
demand for information. However those who are conscious

_of information need their demand or need is very intensive.
As a matter of fact every need is intensive ome. Lack of

realization of this aspect loss of fruits by proper information

1
{

— use. Marketing of information eliminates these lacunas and
renders every information needs on information rich.
4.  The information provides confine themselves to their corners
“rhich is not good for the promotion of information use. They
have to come out of their comers and popularize their
products or resources. Then only optimum use of information
can be ensured.
5 As marketing creates and increases demand for information

the image of the information centers and status of

information provides would improve. Therefore for
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evaluation of the image and status of the information centers

and the profession, marketing is essential.

1.3 Objective of Study :

The present study i inattentive has following objectives: -

. To study the financial management of university libraries in

Maharashtra.

2. To Study the source of income of university libraries in
Maharashtra in order to find the adequacy of budget vis-
vense libraries expenditure in management of their libraries.

3. To find out the possible way out to overcome the problem of

financial Curuench.

4. To Study the concept of marketing and find it viable

application in libraries in general and in universities libraries

in Maharashtra.
5. To study the method of marketing.
6. To study.the physiobility of resources generation by way of
marketing of libraries services and products.
7. To development awareness among the libraria;ls/mfér‘mation‘

professionals that the information marketing, by bringing to

them clear understanding of the user’s information needs,

will help them to improve their worth to the community.
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i ' i ducts
8, To develop suitable for marketing the information pro

and services to the Jordan conditions.
9. To investigate the degree satisfaction, with marketing
information  products/services, of the libraries and

information professionals,

1.4. Review of Literature:

_For a sound study/research, it is essential to review the existing
published or unpublished literature on the topic of research work
because past knowledge is considered to be the prerequisite for the
present knowledge. A review of literature gives to investigator,
valuable opinions, experiences and theories of peers. After going
through literature, researcher becomes able to decide upon the specific
to be done. The review also indicates about the data gathering
approaches, methods and techniques of data analysis. The main
objective of this inethod is to apply mind in the matter of various
prbbléms by discovering the past trend regarding . facts and by

ﬂ‘*-demarcating the lines of development of through and action.

At the beginning of the review of related litcratﬁre, a deep search
was made through LISA (Library and Information Science Abstract)
through CD-ROM version and maﬁually. Review of fhe literature was

~ also done. through many Journals of library Science, proceedings of

(} Scanned with OKEN Scanner



* conferences/seminars, books etc. Some of the search éngines (Alta
~ Vista, Rediff, Google, and Yahoo etc.) were use to find thé relevant
matter on net. Some details of review of related literature ag follows:-

- Marketing is a management function. It is applicable to both
profit and non-profit organization. However, a distinction should be
~made between marketing and selling. While marketing is primarily to
create démand, selling is to meet the demand by suitable products and
services. Libraries are increasingly coming under pressure from their
management to generate funds. Responding to the réqﬁyﬁéfr‘iéht's' the
libraries are reexamining, their roles evolving ﬁew strategies for taking
up information marketing asbne of their functions.'

| Tahui2 stressed that it is essential to market lib_rax}; .servic.es if
the are to be used effectively but there are various internal and external
6onsﬁaiﬂts; he examine these constraints in the light of attempts to
market the library service of MOI University in Kenya; tackles issues
relating to the motivation of staff and students to use the library.
Cleary .and Linklater’ identifies a new rtole for academic
libraries the marketing and instructional support of the Australian
~ Academic and Research Network (AARNET). 'Outh'nes. how the
university of Newcastle libraries, with the agreement' of the Uﬁiﬁéréity
compuiting service, developed a training programme using speciai

project staff financed form research infrastructure funding. The strong
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response from faculty has ensured the future of the programme and
confirmed the conviction that libraries have future in the promotion
and user support of new technologies.

Pienaar' mentioned in university library management and
personnel have the opportunity through strategic marketing planning to
contribute the adaptation effort of the student towards the prerequisites
for erudition. The later consists of an analysis of the marketing
environment; resource analysis; formulation of mission and objective;
formulation of strategy; organization structuring and system design.
The formulation and implementation of marketing strategy is required
specifically by the existence of short-term objectives.

The marketing mix consists of the services being offered, their
prob.able p;ces (if any), as well as the places where certain services
can be utilized and the way in which students, amongst other users can
be informed about the existence services.

Rambhujum’ evaluated two studies of user’s needs and
behaviour in 1978-79 and 1980-81. The responses 1n both cases
indicated in high level (over 50%) of dissatisfaction with services, low
use and general lack of l_mowledgé about the library and its resources,

mainly because of lack of communication between users and library

staff. The main problem emerges as failure to services successfully; the
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solution accordingly lies in better co-operation between library staff

and users, teaching staff and other libraries with in the university

,Pcarson(’ underlying  principles of marketing of on-line

information retrieval services are outlined, Stressed, marketing is a

managerial process that includes planning, organizing, administration

and directing, and control. Author suggested planning process and

marketing strategies and point out methods and difficulties in

evaluating the marketing programme.
Chikkamallaiah and Sridhar” reported that the IDRC Project

on ‘Marketing Survey of Information Products/Services‘conducted by

IIM, has revealed that there is a potential demand for priced

information service/products. This was confirmed again in 1994 in a
f MaIkct;ng Manual for

amdabad.

IDRC sponsored workshop on “Development 6

Librarians and Information Scientists’ conducted at IIM, Ah

Gopinath8 mentioned that professional adopters of information

products, costing and

economic should explore the problems of

pricing, marketing through commercial agents and incorporate their
impacts in the library operations.: Library profession should adopt

echniques with commercial techniques. These techniques

analytical t

are to do dovetail with data flow in all of library. This focus should be

built in all professional work in flow of events such as information

ds achieving resource

processes, procedures, and service-targets towar

10
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: ) : . nortant  of
generation for sustenance. Author 18 suggesting 1mp

information marketing,

i i ation
Rao and Chary’ revealed since the profit portion of inform

services is still in its beginning stages, it is fair to state that a sincere

approach to marketing is a must in the iqfonnaﬁon worlds as it.
Manjunathan and Shivalingaiar10 Discuss marketing of

library and information services as the subject of growing interest

among library professional developments in information technology

CD-ROM. Internet and communications Media that have challenged

the correct of traditional library at one place. Librarians no longer

would like to remain as knowledge and information dissemination. The
presenf day librarians needs to persons more technical and professional
skills to become more effective and to employ marketilég technique in
order to optimize the use of library business. Its’products and
customers. The study analysis thé attitude of librarians towards the
concept of marketing level of understanding on nature of libraxyi
bué’in“;s-;aﬁimimtg}‘products/services and the methods adopts to understand
the customer’s needs.

Roshan'! Raina justices the absorption of marketing approaches
in the information context as a means to help the librares and
information centers achieve their basic objective of providing right

information to the right near at the right time and a right cost. In this

11
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paper author also advocates that by brining in marketing orientation in
the librarians and information managers will ensure (i) increased
information awareness Of consciousness among their clientele, (ii)
optimal utility of the rich learning resources base of their and (iii)
restained development of their through revenue generation.

Mahnder Pratap Singh12 says that markéting of library and
information services in the information landscapes is very challenging
work in developing country, like as ﬁldia. The present ‘pz}‘pc‘rrdiscuss
concepts of marketing are application to library and information
services and its activities and how these activities can be successfully
applied in the marketing of library and information services in
changing landscapes and how to use of marketing in library and
information services.

Because we know in the present age that information is a
marketable commodity. So, whatever rules and trends are applicable to
other commodities for marketing, some can be applied to information.

M. Médhusudhan and R K. Bhatt” say’s thaton theonc51de
of academic libraries in the present time are facing several problems
such as budget cut’s increased cost of publicatioﬁs money deduction
over other side, the advent of information communication, technology
has made the library and information centers more competent and alert.

These changes are forcing academic libraries and librarians to adopt

12
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PTecuts with particular references to boa university library.

S S Blmdur B. T. Samipth kumar and V. R. leematth
Says that markctmg in libraries has gone beyond special days and book
displays. The value of marketing library product and services has been
recognized as printing activity in the library. Thus the staff of the
library needs to give the marketing function a priority within their
library duties and the library staff needs to develop new skills and state
gives for marketing their services and service. If the staff think of
marketing as mindset rather than as a separate library function they are
more likely to be successful in their goal of positioning the library
within their organization or within their target client grams. In the
context the paper mainly focuses on several issues viz concept of
market what 1s new about the marketing role of marketing steps and

" major bencﬁts associated with marketing the paper also become need

few important suggestions for effectlve-markenng of library sources
and seminars,

M. Janakiraman'® Says that marketing rmser -age paradlgm has

emerged as one of the dormnant frameworks on the discipline of
marketing both in its academic as well as practica] approach over the

Past half a century. The four mize elements namely product place price

13
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and proinotion have emerged as the main set of marketing tools for
placing and stratcgy formulation. Recently three more elements people
physical evidence and process have been proposal as additional mi7;:
elements for marketing services. Application of these seven elements
in the library and information context has been explored in the present
paper. Viewing the mize clements from the consumer’s point of view
is suggested to facilities this introduction of seven is namely consumer
needs/wants, convenience for the consumer, cost to the consumer

0 _ :
mmunication with the consumer company employees concrete

evidence and course of action is proposed.

Sangam and Konnur'®—desire the important of information

marketing activities in furthering the effectiveness of services
rendered by the pubic libraries he proposal a schéme of information
marketing for Kamataka public library system contestng of

advertising and publicity, multimedia, extinction and educational
activities the author give empha51s of need of proper marketing

training to the public library staff.
d Revy'’—Mentioned that Rbyal library had

Hallund an
s contact

Information marketing section ‘gince 1965 using pres

exhibition and publication and television.

18 ovamine interval pubic rela
t in the management Or amy
enior

Kroning tions and information

marketing are and important elemen
organization one that has attracted versatile Tesponse from $

14
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N

perhaps because of a lack of theoretical knowledge of the subject he

a2

explain i :
Plain interval public relations procedure and planning clementary
des.

am

principles, possible approaches and information marketing attitu

Markadssetsum Bokavordinn'® indicates that service is valued
more highly by the client’s than quality of collections and librarians
must acﬁvely market their senior and cultivate a positive self image
impassioning, their professional skills the author draw attention to the

employment of public relations librarians in Sweden.
Crocker’® mentioned public relations in libraries one often
viewed as a tertiary, known essential peripheral to the primary mission
of academic library but many power do not realize is that information
marketing exit with or without conscious intervention and can.be

possible negative or neutral.
Klinder®' examine that more & more libraries are employing

management strategy such as kwon profit marketing and promotions n
order to increase their profile and to better service the needs of user
discuss the development of the concept of corporate identity which

appears to have had a positiVe impact on working conditions, a

components of corporate identity and examine it used in libraries.
Levitt*?? analyzed the “market myopia,” whereby organizaﬁons

LW

consider marketing as the end rather than the means.

Shapino® has made an analysis of market 'iélating to non-profit
dentified four fundamental concepts : (a) the self

organizations and 1
change in which both the producer and the client

interest aspect of ex

15
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have to maximize their benefits from the transaction; (b) the marketing

task on behalf of the organization, which involves the attraction of
resources and the allocation of resources; (¢) the marketing mix, which
analyses the tools used by professional market, for instance,

advertising and public elations, channels of distribution, pricing and
products or service policies; and (d) the concept of distinctive
competence, which emphasizes that the things, the non-profit
organization does, may be better compared with other institutions.
Kotler® emphasizes the need to understand consumer behavior. His
work is one of the most frequently quoted texts by information workers
and librarians. After analyzing the principles of marketing, Kotler has
an applications part where marketing of various services like health

services is discussed. He conducted seventeen case studies of non-

profit enterprises.
Comer and Chakrabarti,” in their study at DePaul University,

made an attempt to analyze two information systems-Dialog and
IDAC. They indicated how traditional marketing theory might be
applicd to marketing of information and information services.
Application of the concept has explored is that study vis a vis the:
Spatial relationship in distribution channels; results of differentiation,
postponement and speculation for information products or services
offered; the redistribution effects, and allocation; the impacts of

communication, conflict and control on 'mter~organiza;i,on_al channel

16
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relationships; and the rolc of other marketing variables, such 25 price, /J/
in the information organization’s practice. | O
Strassman® has studied the managing of the cOStS of (J/;
information. He points out that information embraces three sectors: :
data processing, administrative processing and office labour. He %
(

1

i . : L in
advises management to open internal information processing

operations (including libraries and information services) t0 competitive
‘ s significant

market forces. Such advice, when followed, involve
pricing implications for libraries and other information services and

stimulates the introduction of new and automated information

products.
Erikson’s®’ studies show a positive correlation between

investment in information and organizaﬁonal performance and
prodll‘éﬁ\*ity.. More departments will be asked to function on a full-

recovery basis and charging for services rendered rather than having a

fixed sum to cover operating costs.

Tucci’s?® review of the .litcraturc revééls that Kotler has
observed how marketing concepts could-be applied by the information
professionals by applying the marketing process to non-profit
organizations. As Kotler and Anderson State “much of the work
continued to necessitate explaining and analyiing marketing so that
those who did not.yet see the potential could understand where

marketing fits into their worlds and how it could make a significant

17
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difference”. The most important function of any organization is to

satisfy a demand.

Oldman® refers to three types of factors that inhibit information
use: (i) organizational, (i) attitude ional, and (iii) cognitive.
Organizational factors arc exemplificd as philosophies such as those
the regard information gathers as weak performers. Attitudinal factors
are defined as communication Blocks; and cognitive factors are

illustrated by a library system that does not meet the subject need of

the user.

Oldman® succinctly states that the correct approach is to seek
evidence of the information unit’s impact on the organization to serve

rather than simply supplying evidence of use.

Tressel and Bron®! wrote a research review of issue relating to
the economics of thé scientific and technical information industry.
They argued that scientific information can be a product, a service, a
supporting contributing to the public good, or an item or process to be
traded or sold in.the ‘open market. They have also pointed out the
paucity of data on the cost of information activities associated with
archival functions, dissemination within the scieﬁtiﬁc_bommmﬁty, and
diffusion into the private sector. They believe that the assumption that

user charges distribute the cost of information and reflect its equivalent

to the individual user in invalid.

18
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1.5 Nature of Study:

This study is essential exploratory in nature. This may prompt

many further studies of the problem. Consequently, the results from the
field data should not bcvconstmctcd to be absolutely conclusive.
In the first place, preliminary investigations revealed that several
Libraries were unduly sensitive about being investigated, because they
are not marketing information products/ services. However, they

themselves were not satisfied with the costing of the information

packages delivered to the user.
Secondly, there was consideration for time factor. In many

cases, those last minutes rejections made it difficult for the researcher

to use some of the sophisticated sampling techniques. As a last resort,

simple sampling has been used with the hope that further studies might

discover ways of overcoming some of the deep hidden issue.

1.6 Importance of Study:

The identification and analysis of the realistic use of information

sources may be an essential basis for the planning, implementation and

operation in university libraries of India in general and university

libraries of Maharashtra in particular.
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This study may provide insight to libraries who want to know

how they can best wWere serve their clicnts, and to the institutions who

want to know how they can make right decision,

Finally, this study will add to the body knowledge concerning

international librarianship and the usc of information sources by

librarians and information specialists.

It is hoped that this study will encourage researchers in the field
to conduct other studies about information marketing. In addition to
study can be used for comparative studics, and the research findings of

this study can be used as a guide for other similar studies for the

benefit of the Library and Library uscrs.

1.7 Research Design:
Research design refers to an outline or plan prepare before
beginning 'a research work in another words an outline prepaid in

advance on the basis of activities is order to eXpose the different

aspects of the subJects of study in non as research desngn
Accordmg to Ronard R. Gist.”” The Term Research design

refers to the plan through which the needed information is to be

developed. Jain, P. c.® deﬁnes “A research design blue print for data

collection in the research specifies what he aspects to achieve and how

he will go about collecting information”
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Green and tull®, “a research design is the specification of
Method apg Procedure for acquiring the information needed to
Structure or to solve problem. It is the over all operational pattern oOr
frarrwwork .’Of the project. It is the over all operational pattern or
framework of the project stipulates what informatior is to be collected
from which Sources and by what procedure.”

According to Fred N, Kerlinger®, “Research design is the plan,
Structure and strategy of investigation conceived so as to obtain answer
{0 research questions and to control variance. The plan is the overall
scheme or programme of research. It concludes an outline of what the
investigator will do from writing the hypothesis and their operational
implication to the final analysis of data” Kohn’® is of the view that the
best definition of research design can be given in the form of a logical
trick. B‘asically, it is related to answering questions, deécribing the
51tuat10n or narrating a hypothesis. In other words research design is
related to 'that logical right by which the working system’s which
, includes both data collection and analysis of a particular group 1is
expected to fulfill the specific need of study. Boyd and Westfall37 are

of the view that every research project conducted scientifically has a
specified pattern or frame work for controlling the collection of data.
This framework is called the research design. Its function is to ensure

that the required data arc collected and that they are collected
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accurately data are collected and that they are collected accurately and

according to Clare, Sclidge and others®® “A research design is the
arrangement of conditions for collection and analysis of data in a

manner that aim’s 10 combine relevance to research purpose with

economy in procedure.”

Churchill®® defines, “A rescarch design is simply the framework
or plan for a study that is used as a guide in collecting and anaiyzing
that data. It is the blue print that is followed in completing a study. A

research design ensures that the study (i) will be relevant -to the

problem, and (i) will employ economical problems.

According to David Aaker and George S. Day'; “A research
design is the detailed blueprint used to guide the implementations of a

research study toward the realization of it’s objectives.

Accordmg to R. L Ackoff'!, “Research design is the process of

making decision before the sﬁuahon arises in which the decxslon is to

be carried out.” To. Green and Tull'2. “Research design is the

specification of methods and procedures for acquiring the information

needed. It is the overall operational pattern Of framework of the project

that stipulates what information i$ to be collected from which sources

by what procedures.”

C. \Villiah Emory"~ defines, «The research decision

constitutions the blue print for the collection measurement and analysis
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; is and have
the study I have formulated above mentioned hypothes

i rvey and
adopted rescarch methodology best on literature survey

questionnaire base survey for the purpose of data collection.

1.8 Research Methodology:

Research is an endcavor to discover, develop and verify
knowledge. It is an intellectual act that begins with the aSIdng of
questions (emerging from an awareness of one’s ignorance) and
prdgresses through the critical examination of evidence that is the
relevant and reliable, to the revelation of truth that is generalization
and universal. Its ‘goal is the perfectibility Qf human knowledge
through the pursuit of truth, a goal tﬁat can mever be attained. But
which must always be assumed to be attainable.

Research is defined is Webster’s new IhtemationallDictionary as
a “careful or critical inquiry or cxamination is seeking facts or
principles, a_diligent investigation to ascertain some'ching.”45 ThlS
definition makes clear the fact the research is not merely a‘search for

truth but a prolonged, extensive and purposeful search.
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Research endeavors to probe into the past, the present and the

future of a subject through onc or more of the following methods

1. Historical
2. Descriptive method

3. Scientific method

The three methods have derived their names from history
b

sociology and science respectively. It is so because the procedures,
steps and sources applied in these methods are in consonance with

procedure and sources adopted by these subjects. However, it does not

mean that historical, descriptive and the scientific methods are used

only in research in the ficld of history, sociology and science

respectively e.g. scientific method can be used successfully for

research in social science as well as history etc. because scientific

methods does not mean science rather it is a technique/method of

study.

Descriptive Meth od:
Since the investor has used “descriptive method™ in this project.
»f this method is given here.

bing survey,

Hence some brief description ¢
od is based on surveys. Descri

Descriptive meth
a way of obtaining

«The survey (o espically constitutes

Hillway writes.
on. This method attempts

exact facts and figure about current situati
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: o fact finding
be kept in mind that the survey nced not be restricted t

N . . rinciples of
but May often results in the formulation of important p

146
knowledgc and the solution of scholarly problem.

User’s Survey:

« ination or
A survey is an account of some research, examun
Inqui : ized method.”™’
- Mquiry which has been done by a systematic or orgamze .
The library Survey may be defined as “A survey of library provisions,

S€rvices and use ip 3 given area.”"®

User survey is a systematic study on information requirements
of users so as to enable a meaningful transfer of information between

users and mformation system,

TOOLS AND TECHNIQUES OF DAT A COLLECTION:
There are a variety of tools for collecting data and every tool has
its own significance and procedure. The most frequently used tools are:
1. Questionnaire method. -
2. Interview method.

3. Observation method.
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In the present study the data has been collected mainly by

questionnaire method. However at fimes observation method has also

bee used effectively.

1. Qucsh'onnairc method:

The questionnaire method is very popular to conduct survey of

collect facts. Through questionnaire facts from thousands of persons
residing at distant places can be collected, A questionnaire must
investigator normally

however be planned very carefully because the

does not remain present beforc the respondents 10 explain if there is

any vagueness.

2. Interview method:

In this method the investigator talks 10 these subjects normally

face to face. Before interviewing @4 pcrsom the interview should be
hould be carefully written in

planned carefully. Specific questions

d expressive languagc. ‘The clarity is the advantage of this
method, every concept is clear because we talks to face with the person

compact an

concerned.

3. Observation Method:
This method consists of observing the phenomena. This is @
social science project hence researcher has to be actively involved 1n
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the subject of study. How the research
enables him to observe the activitics of s library

PROCEDURE:

Preparation of questionnairc
ilities and to

( the library fa°

cstionnaircs were

To collects the facts abou
two qu

know the user’s knowledge and rcaction,
an and the othe

o r to be
prepared. One to be got filled up by the | ibrari

filled up by the users to know their views.
stionnaire the investiga

the facilities available

isited the
Before preparing the quc tor visited
library to got preliminary information regarding

in the library. Some sample questionnaires (by Prof. Krishan Kumar,

and used in different disscrtations) were studied to prepar®

questionnaire for the present study. The quostionnaires do not resemble

other questionnaires together, becausc cvery library has its own

clientele, collections, staff and scrvices. The questionnaires were

prepared keeping in mind these facts along with the following factors.

1. Questions were framed in such a way that they give answers

objectively.

2. The language was simple and casy to understand. -

3. Questions were self explanatory.

4. Ambiguity in questions was avoided.
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5. Though only the essential questions required for the study wher
‘ : e

included yet it was reasonably lengthy.

6. Adequate space was provided whercver nccessary

COMPOSITION OF QUESTIONNAIRES:

The questionnaire for librarians was designed with a different
objective in mind. This included questions on the objectives, marketing
policies, services, collection, budget, I.T. used for marketing strategy
function, future plans and other details of the library. This also
included questions about the resourcss and infrastructure of the library
and reasons of failure of market.

The quesﬁonnaire for users included questions on all aspect of
the working of a library. This included questions about the services,
attitude of staff and physical facilitics, and opinions of the users

regarding the marketing and user willingness to pay for the services.

1.9 Scope of Study:
The present study is intended in look into the possibility of the

application of marketing of library & Information services and product
which is not a very old concept. The concept of marketing is slowly
and gradually establishing its 100l and has been adopted as a

mechanism resource generation in librarics.
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i . - viable
This concept has alrcady cstablished as on of the most

o ST i : ion in
profession is the develop countrics like united states informatio

. . ! ) X . N d .
industries come only after automobilc and oil industries as has already

stated that in the modern age life is not possible without information

and if’? lsan i_mportant as food shelter, or water. It is also even dentally,
profit that the advance countrics arc rich because they have generated
new information which is very helpful for the development of
industries and society as a holc. Kceping in view the vital importance
of information the developing countrics, have to purchase, piece of
information from the procedures from the advance countries.

The developing countries have to develop information resources
to start mew industries to improve the old infrastructures and to
adequate the technologies was futurc. This is also establishing fact that
the information explosion has resulted into the acceleration of
information knowledge with a tremendous page and on the other side
the financial capacity of university librarics in detracting resulting into
the decreasing buying capacity.

The another fact is the librarics are receiving to much
information request for their users and within the. existence financial
information resources particularly in the developing counﬁies like

India no library can effort to meet such information demands their for-

university libraries has no other way to find out a mechanism through
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which such like problems can be handled in the past he concept of
library co-operation resources sharing, resource sharing through library
networking came forward to help university in over coming the
problem of financial current. The viable mechanism which may be the
found useful for substantive in future for financial independency, the
concept of marketing is practice.

Therefore the present study intended to explore the possibility
for marketing of information services & product and for the purpose of
this research project. The university libraries in Maharééhfra' such as
Bombay University, Pune University etc. have been selected.

Hence the scope of the study will included these university

libraries in Maharashtra only.

1.10 Definition of Terms:

For the purpose of this study the following terms have been used
to men what are defined as follows:

Information:

All ideas, facts, and imaginative works of the mind which have

been communicated, recorded, published and/or distn'bﬁted in any

format.

(} Scanned with OKEN Scanner



Information Sources:

All of thé information facilitics, scrvices, products and systems
needed by users to supports and ful/ill their information requirements.
Information Use:

It is what an individually actially uses or applies. The use Qay
be a satisfied need or the result of in formation sccking. Information use
is heavily dependent upon the availability of information sources.
Information needs wants, demandy and use:

Needs is what an individua! ought to have: want is what an
individual Wéﬁld .like to have; demand is what an'individual asks for
and use what an individual actually uses,

Information System :

An organized whole with a definite organizational structure and -
objective and which consists of 1 sef a part and elements that have

define characteristics and that arc in specific elation to each other.

Marketing:

(a) In commercial organization: Marketing is the management

process responsible for identifying, anticipating and satisfying

customer requirements profitably.

Basically, the central idca of marketing is 'rnatching between a

company’s capabilities and the want of Customers in order to achieve

the goals of the firm.
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(b) In Non-Profit Organizations: Markcting as a manage
’ ment

Process, identifies, anticipates and satisfied consumer’s requir
ements
with no purpose of earning profits.
(c) LIBRARY: Marketing, as o ‘nanagement process, identifies

anticipates and satisfies user’s information needs with no purpose of

earnings profits.

Marketing Segmentation:

Market ~segmentation involves the identification and
specification of significant groups of scgments within the total market.
Differentiation can be can the basis of any onc of many variable, for
examples, age, sex, mobility, ethnicity, marital status, literacy level and
occupation status. |
Market Positioning:

Market positioning is a study «{ the market structure in order to
take into account the services of programmes already provides in the
community.

Consumer Analysis: .

Consumer analysis is a rmethod of knowing the needs of each

marketing segment. It can give to the librarian the information about

the interest of individual groups in the community and helps in

<o
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o, . _ ‘ ity as a
building up a picture of the information nceds of the community
Wh(?l_?-_AlSo as users studics.

Product:

. Lo t or
Anythmg presented and uscd ‘o satisfying a need, wan
demand is a product, and this, somclimes includes a service.

Users and Non-Users :
The terms and non-users refcr to individual/organizations using

or not using the services and resourcss of LIBRARY.
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. CHAPTER-1I

UNIVERSITY LIBRARIES: AN -
INTRODUCTION
2.1 Introduction' {' e
' Library is more nnportant than any other thing in the socrety,
because people learn through it, know through it and move the wheel
of knowledge through it.. leranes are _]ust like hght house towers,
which glve gu1dance to whole of the soc1ety ‘and thus thl ol of
libraries in development in the educat:ton is very vital: Now the lxbrary
has become an mdlspensable part of our somal life for the development
of educanonal social and cultural activities. A modern hbrary is a
social mstltutlon | ‘ '
In the word of Dr. S. R Ranganathan L1branes are not more
store houses, but they are nch Spnngs through which knowledge ﬂows'

out to irrigate the mde ﬁeld of educahon and culture, >l

1

In another words a hbrary Is a collectlon of docdmentx ltju Ui
an orgam7at10n that promotes the use of sources of mformatlon' an
information center that prov1des and d1ssem1nates in mformatlon It 18
named after the service it. prov1des and the clientele ijt servwes
Accordingly, there are pubhc llbrams academ1c hbranes Or special

libraries. Academic Libraries are ﬁuther. classified as school libraries,_
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college libraries Or university libvra'n'es‘ as ber their attachment with a
school college, or university respectlve‘:ly

The glossary of American Library Association on libraries,
eSta_blished, supported and admwsterld by a university to meet the
information needs of its students iand faculty and support its
mstructlonal research and service programmes ” 1t is said elsewhere

that three is only one msntutlon or agency wh1ch remains and services

as the last' bastion of mtellectual f;eedom peace happiness and

survival for man and that is 11brary, pertlcularly the university library
Dr. S. D Sharma, then V'ice-Presidexlét of India, while delivering his
speech at the 8™ World Book Faif, on Eeb. 5, 1988 in New Delhi stated
quite ﬁghtly that a library ie,mofe imp(;rtant that e.university because a
library can function without a.uni»versiity there as a university can not

|
!

without a library.

!
i

Objectzves of H zgher Education: ‘

There is same ngher Educatlon how ever the national

"educational conference held at Sevagrém on the 15™ Oct. 1962. Late
down the following ob_;ectlves ‘I
1. Self-rehance self— conﬁdence and dignity of labour through

the use of work as an mtegral part of educauonal programme;
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2. A spirit of nationalislm and social responsibility through
involvement of studl:nts and teachers in 2 meaningful
programme of community scrvicc;. and

3. Inculcation of ethical and moral values and proper
understanding of the e'lssential uni'ty of all religions.

To make him a better person to an able he to contribute his bests
in 1948 is

in shafting the world. Dr. Radhalmshan commlsslon
point that Radhakrishan comrmslsmn says that “Democracy depends for
its very life on a high standard ‘of general vocational and prOﬁESSlOnal
education. Dissemination Iof learmng, incessant search for newA
knowledge, unceasing effort to plumb the meartmg of life, -provision
for professmnal education to sansfy the occupat10nal needs of our
society are the vital tasks‘ of hlgher edu‘catlon. |

“We cannot preserve realli freedom unless; we preserve the value |
of democracy, justice and ltberty, equality and fraternity. Univers_ities
must stand for these ideal causes which can never be lost as long as
men seek wisdom and nghteousness 3 In addition to Radhaknshan
Commission govemm_ent of Indla a pemted another higher education-
commission under the chainnanshjp of Prdf. D. S. Kathan who states
the function of higher education _end learzﬁng as under, . - o
To seek and cniﬁvatef new knewiedge, to engage vigorously

1.
and fearlessly in the !pursnit and truth, and to interpret old

|
l
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knowledge and beliefs in| the light of new needs and

discoveries.

2.  To provide the right kind of leadership in al] walks of life, to

identify gifted and help thc'%m develop their potential 1o the
full by cultivating physical ﬁmess, developing the powers of

the mind cultivating right i lterests, attitudes and moral and
i

intellectual values. |
.

3. To provide society with ’corfilpetent men and women trained
in agriculture, arts, vm'edicinl;e, science and technology and
various other professions, ‘ who will also be cultivated
irxdivisluals' imbued Withvak_seiilse of social purpose.

4. To strive to proni:ot_é Equalit'y;'; and social justice and to reduce

social and cultural differencels through diffusion of education.
5. To foster among the teache:rsll and students and through them
in society genefally, the atfitudes and values needed for

developing the good lif¢ in individual and society.

2.2 University Education In India:

2.2.1 British Period:

’

During the British pén'od a considerable number of English and
oriental colleges both Government and; private were established. These

institutions are quite different from th? colleges of today Government
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{ of Central University at

of Bengal in1845 proposed the éstabhshmcn
i proposal was not

Calcutta on the pattern of London University. This

accepted.
| “Wood’s

i e
Later on in 1854 on the recommendation of th

introduce higher

dispatch” the Government of India decided to
5. Thls was the beginning of higher

education for the native Indian
education era in India by the nm'c 1857 there

in Indian upto 1857 these are Calcutta, Madras and Bomaby. -
there was a great progress in

191 colleges

were only 3 universities

During the years 1855 to 1902

respect of College educanon in Indla In thlS perlod about

were established. During the penod of Lord Curzon who was the

Viceroy of British India, the iIndlan University Commission was
appointed, which has augmented:‘tth'e grow'th" pf University Educaﬁon in
India. The Indian Um'ver;ity cénl"imission :was dirécted to enquire into |
the conditions and pro'spect;s of ;ﬂw Universities established in British
India. , | , e AN .
The recommendatiéns of the ‘act' were embodied in the Indian
University Act. of 1904. Curzon‘ s refonns for expansion of umversny
education continued for ten years Dunng this period a number of
colleges increased and enrolxrxent of students in the ex1$tmg
Universities increased. 'Hle demand for higher educauon ‘was .
continuously increasing and tha? S why Lord Hardmg S Govemment

|
|
b
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- needs.

A ssition and passed thi ion i
surveyed the position P ;e resolution in 1913 through

resolution the Govemnment disclosed its intention to establish

Universities in India and expressed ilts desire to improve teaching
facilities in the existing Universities. It advanced higher study and

created an atmosphere condunce to social moral as well as intellectual

progress.

2.2.2 University Education After Independence:

The modem trend of éducatidr& is to develop a thinking of
individual who should prove to a self r!lelAevant person in every walk of
life, yet the impact of higher education 1s very vital on the national life

. ; |
of country. After independence wonderful progress in higher education

) /
through universities has taken place. The University education system

finds its guiding principles for high stanidard of general, vocational and

professional education. However, after independence the function of

University education shows deﬁ'm'té towards - its local problem and

The Government of India appointed the University Education

Commission (1948-49) under the Chairmanship of Dr. S.

Radhakrishan, an eminent educationist “To study the existing

educational facilities available in India univesity. And to suggest
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Improvements to suit further requirement of country. The Conumssrorr

&ave many recommendation for promoting higher education.
According to the Commrssron the ObJCCtIVG and aims of higher
education are as under:- ‘. E _

L. * “Great changes have taken place in the political and
€conomic . conditions of India Society. The academic
problems have assurrr!ed new shapes. We have now wider
Conception of duties and resporlsibﬂities of universities. They
have to provrde Ieedersmp in politics, admrmstratlon,'
professron, industry and commerce.” _ !

2. “Universities should be organ of civilization. They should
train the mtellectua] ploneers of crvﬂrzatron

3. “If we want to retam the dynarmcs of cultural life, we must
give up worshrppmg the past. We should think that nothmg is
done while anythmg mams to do. Hence the aim of
University Educatlon should be to promote intellectual

adventures.”.

f : : |

4. Umversmes should produce such WISE persons who make an
incessant research for new knowledge and unceasmg efforts

to plum the meamng of hfe .

e e

et et e 5 .
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10.

11.

«The content of education

must accept the best of what

modern advancement has tooffer, but without neglecting our

cultural heritage from the past.”

“One of the functions of Universities is to bring about the

spiritual development of students.” '

“Universities preserve the cu

lture and civilization of country.

~ If we want to civilize, we should have sympathies with the

poor respect women, love peace and independence and hate

tyranny and injustice. The

aim of University education

should be to infuse these ideLls into 'the youth.”

“Aim of education is to discover the innate qualities of a

person and to develop them through training. Universities

should discharge bbth these towards their students.”

“Healthy mind is found in

a healthy body. Hence in the

" Universities attention should be paid not only to the mental

but also to the physical develiopmé:nt of students.”

“Literature deepens and enla‘rgcs the human feelings. Hence

‘University should give mo

tongue in general education.

realization of justice liberty,

47

st important place to mother-

- “We are engaged in a quest for democracy through the

equality' and fraternity. Hence it
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ities should be emblems’ and

is necessary that our| Univers

”

protectors of these ideals.
appointed by the Govern

hip of Dr. D. S. Kothari' to evalu
also the libraries. The

ment of India

Kothari Commaission wasl
ate

in (1964-66) under the Chaimna%ns

the entire condition of cduc;;ition and so
recommendations made by the ‘Commlssxon are as undcr -

12. “To seek and cultlvatef new knowledge, to energy vxgorously

and fearlessly in the pursuit of truth and to interpret the old

knowledge and belicfs in the light of new needs and

discoveries.”

13. “To provide the n'ght kind of leadershlp in all walk of he to

identify gifted youth nd help them to develop their potential

to the full by cultlvatmg physwal fitness, developmg the

power of the mmd and culnvatmg nght interests; attitudes

and moral mtellectual values

14, “To prov1de somety v\hth compctent men and women trained

in agriculture, arts, n}mdwme science ‘and technology and

various other profes‘sions, who‘ will also be cultivated
individuals imbued with a sense of social purpose.

15. “To strive to promote quahty and social justice and to reduce

‘social and cultural diff E'erences through d1fﬁ1$1on of educatlon

and;

48 .
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16.

17.

F

|
«Tq foster in the teachers and students and through them in
socicty generally, the attitudes and values needed for
developing the “good life” in|individual and society.”

«In addition to these broad aims which they share in common

with all the universities, Indian Universities will have to

shoulder some special responsibilities in the present state of

our social and educational development for instance.

(i)  They must lean to serve as the conscience of the nation
and from this point of view they should encourage
individuality variety and dissent within a climate of
tolerance.

(i) They should develop programme of adult education in

a big way and to that involve a wide spread net-work
of part-time and corrcsPondence COUTSE.

(i) They should assist the schools in their attempts of
qualitative sglf improvement.

(iv) - They should shake off the heavy load of this early

tradition which gives a prominent place to examination

ond stive to improve standards all round by a
symbiotic d‘eve‘lopmeﬁt3 of teaching and research, and
(v)  They should create at Ibast a few centers which would

be comparable to thos¢ this type in any other part of
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world and thus help back the center of gravity or

AN

Indian Academic!life within the county itself.

|

2.3 Universig) Libraries: [’

The University library p]afys a vital part in the sphere of higher

of higher education. The Univers:ity libraries have been termed as heart
of university. It has also been cﬂj)mpared to the innermost sanctum of
the temple. The university is des’il'gnlated. as tile temple of Pearling. The
University library is a part of su'per structure of the university. It is to
help the university to achieve itsg goals. Hence the goals of university

can be taken as criteria of appraisal and reappraisal of the organization

effectiveness and efficiency of university library.

2.3.1 Role of University Ltbraty'

i .

bas

A university hbrary s role is much -more nnportant in higher

NPTV TV ) W7 g Wiy Wiw) Twy Wog Tog ™)

education. It would be an exaggeratlon to say that a library is an : i
essential prerequisite for succl:ssful unplementatwn of a1ms and

objectives of higher educatlon The pnme nece531ty for a Umversny 1s

a good library with a balanced and adequate collection, which can

satisfy the need of University faculties and ..help to promote advanced

study and research programmes. A University is rated largely lay its

library. No University can develop effective work in the academic

50.
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‘sense, without a ‘strong library ns its center, Radhakrishnan

L

Commission observed.” “Thd library js the heart of all the university
work. It is from this angle, which all{teaching and research activities
should radiate.”

In the words of S. R. Dongerkery, A well stocked and up-to-date

library is a sin quo-non for every university.” It is the central workshop

of the university which provides the students, the teachers, the scholars
and the research workers with the tool required for the advancement as

well acquisition of knowledge. What the laboratory is to the research

worker in branches of experimental sciences, the library is the work to

worker in the fields of humanities and Locial sciences.
: !
|

|

2.3.2 Function of University Library:‘

The basic function of Unjversi{iy libraries is to aid the parent
institution in carrying out the objective%s. University libraries should be
designed to support the role which has ibeen assumed by or assigned to

the university. The library contributes to the realization of the

objectives and supports the total programme by acquiring and making
available the book, material and services which are needed. In carrying
out its responsibilities effectively, the University library performs

certain activities. It acquires  book and other reading materials; it

prepares these materials for the use of sltudents. Faculty and others who
‘ i

|

51

(} Scanned with OKEN Scanner



acquire them it circulates lna:tenzlls to clientele, borrows and land
materials on mter-lxbrmy loan, (n gives reference service, it provides
bibliographical and documcntn(lon services, it gives instruction the use
of library and encourages studcnts to develop life long habits of good
reading, it provides adequate and comfortable physical facilities for
Study mch‘dmg carrels, and ! 1t mterprets library services to the
administration faculty and students

Wilson and Tauber descqbe the function of University library as
“University library directs its alictivities towards the fulfillment of the
university which are as foHows—Lconvemaﬁon of knowledge and ideas,
teaching research publication, ezzitension- of services and interpretation

» !
of research.” The library ex15ts not merely to help the instructional

function at the university, it does also a good deal in aid and research

practice. It remains the " ase . ‘e ’
‘ cente]r of all aeadermc activities of the

university.

M. B. Line is of the opinion, |
e opl’mon the functlon of the University

library is to bring together Informatlon or Knowledge on the one hand,

measure, the degree and advance is proportionate to the Potential of th
OIthe

52

(} Scanned with OKEN Scanner



library to respond. A quality education is impossible without a good

libraxy. A well equipped and well manpged library is the foundation of

modemn education structure. Education|in the absence of library service
is like a body without a soul. The fuLdamcntal role of the library is
educational. The university library should be operated as dynamic
instrument of education. 'The teaCh*ng and research function of
university library contrasted with libra;y. house-keeping function in the
maximum attainment of educational objectives of the university.
Kothari Edcuation Commission its Report clearly defines the
functions of the university libran'es in order to realize the objectives of
university education as under:
1.  To provide resources necessary for research in fields of

special interest to university.

2. Aid to the university in keeping Abreast of development in

h‘iskﬁeld. R i
3.  Provides library facilities and' services secondary success of
_ all formal programmes of in.stzfucﬁons.
4. Opéns the doors to thé wide ﬁ%eld of books that lie beyond the
borders of one’s own ﬁeld of specialization, and

5. To bring books, -students land scholars together under

conditions which encourage! reading for pleasures, . self

53
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tual
discovery, personal growth and sharpemng of mtellec

curiosity. | g

| rtance of

The commission emphasized the need and 1mpo
University libraries and suggeste!’!d that each University should develop
as well equipped l.ibraty in acchfdance with the needs of its, users
Some of the recommendations gmade by. the commission e worth
mentioning, ’ ; | |

1. New Um'versity,. collegfes or department should not be set up
without taking into acf:count its library in terms of staff,
books, joumnals and space etc. Nothing could be ‘more
damaging to a growingfj department than to neglect its library
or to give it a low pri'orfity. On the country the library should
be an important centf:er of attraction on ‘the eollege or

- University. :

2." A collection of books ever a collection of good book does
not constitute a library, fEnthus1ast1c teachers who teach with
books and hbranes who can cooperative with thern with in
converting the hbrary mto an mtellectual workshop, even a
comparatively small collecuon of sensitively chosen books
may work wonders in the life students without such a staff,

the most luxunous bulldlng or expenswe books collection

may no effect at all,

I
i
|
|
|
I 54
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2.4 Devel‘opmcnt of University Libraries in India .
The library is the best university agency for collecting and
organizing for effective use of, for providing the services and physical

facilities to encourage it.

| 2.4.1 Ancient India:
India was been the credit of one 01L the earliest civilization in the

world. There is, in fact, “no country where love of learning has so early

an origin or has exercised so lasting an influence.”® The importance
institutions were, therefore, reeognized "ﬂ India even the remote past.

In the Vedic age instructions wefe Eimpaﬂc’:d “Orally, without the
medium of books”.’ and this is perhaps thie'reason that no libraries have
~so far been discovered in the achaeolEgicﬂ excavations at Taxila
though it was a famous seat of learning Tom 700 B.C. to 300 A.D.’"°
With the advent of Buddhism, teaching ci:ame to be practiced through
- written word and this in turn gave' Tise to li'ibran'es Fahien'' noticed such
libraries at Jetavana monastery at Srévasti (U.P.). The Nalanda
- University" in Bihar (300- 850 AD) had a huge library complex

 known as Dharmaganj Jagaddal Kanhery, Mithila, Odantapuri,
Somapuri, U_Uain, Vallabh, and V1krams11a were the other seats of

‘learning which had good collections of{manuscripts in the libraries

- 55
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f ime Or the
attached to them.'* All these libraries were destroyed &

il .y T : . ce.
- other by fire or Muslim iconoclasts, often in ignoran

]
|
|
|
{
H

2.4.2 Medieval Period:

. e ; icval period
The existence of academic!libraries during the med p

|
onize
of Indian history is not known, though the Muslim rules did patr

libraries in their own palaces A lone exception, however, was a library

attached to a college at Bidar, havmg a collecuon of 3, OOO.books on

different subjects. '’ Aurangzeb got tlus Library transferred to Delhi to

|
merge it with his palace library. '

2.4.3 Modern Times

|
|
|
1
f
i
i
i
i

2.4.3.1 Early Nineteenth Centu _}} 4

College libraries are the fore runers of a modern university

library. Wazren Hastings; Govemor-General (1774- 85) founded a
I

Madrasa at Calcutta in 178 1 Jonathan Duncan n 1792 stressed the

needed to collect books of the anc1ent valuable general learning and

tradmon Lord Minto, GovemorIGeneral (1807- 13) in his mmutes of

the 6 March 1811 wrote “Library be attached to each of the Colleges

under the charge of a learned native with' a small estabhshment of

servants for the care of manuscripts.’ ik

J
statement or record concerning libraries. in academic set-up in Indja

Perhaps this is the ﬁrst

| ' RIR A T
. nnnnnnn.ﬁﬂ(‘(‘l‘{‘ll\k
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" Lord Auckland, _Govemor—Genéral of India (1836-46), fﬁrthcr outlined
the library policy in his minutes of the 24 Nov., 1839, “In order to
' make the greatest use of the advantages of the colleges, I would
attentively watch the degree to which the students profit by their access
to the considerable libraries which are now attached to many of our
institutions. Important deﬁbiencies i these libraries should be
promptly supplied.”"”

While assessing the position of college libraries in India, the

Hunter Commission observed: “As rcgar'ds the extent to which libraries

are used, the information obtained seems to show that among the

]

students of some colleges a perceptible taste for general reading has

sprung up. Yet, the .Bombay, the Bepgal and the North-Western

Provinces reports agree in saying that the general reading of students in

confined to a very narrow range, being lalmost entirely limited to the

books which have some bearing on the subjects of examinations,

~ though and exception to a limited extent is made in Bombay in the case

of the Elphinstone- College‘.”zo Sevén years - after the Hunter

. Commission Report in 1889, the Library of the Forman Christian

Cbllege‘ at Lahore was established. Within five year this library had a
collection of 13,000 books, with a Librarian (H. M. Grawold) to

an integral part of students’

administer it and this Library “became

education... The reading-room was opened twenty-four hours and
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Students were éncouraged to go m all hours........It helped promote the

habit of self-study and sumulatcd general reading outside the

prescribed text-books. 2! ’
.

2.4.3.2 Later Nineteenth Century: |

The court of Directors of ' the East India Company?’ had Aot

approved the earlier proposal t‘i) start .universities at Madras and
Calcutta in 1834 and 1845 respecﬁvely But later on they had to revise
their views because of: (1) the rapld spread of liberal education among
Indians; and (2) the requlrements of an increased European and Anglo-
Indian population. Accordingly, a Dispatch. (No. 49 of 19 July, 1854)
was addreséed to the Gchfnor-.gGeneral in Council by Sir Charles
Wood. An immediate outcome of this Dlspatch was the estabhshment
of three affiliating universities aé Calcutta, Bombay and Madras in
1857 on the model of the Lonc%on Umversxty which 1tse1f was an
examining body then. Accordir g to their preamble these three
universities were established for thc purpose of ascertalmng by means

of exammatlons the persons who #ad acqulred proﬁcwncy in dlfferent

branches of literature, science and ans and of rewarding them by
A

academicals degree as ev;dence of their Tespective attamments and

marks of honour.”’ Since these universities had nQ role to play in _

respect of teaching and reSearch, the need fdf attaching g library té
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thomn immediately after their establishmlnt was no felt. To our present

art of a university, it may be seen rather

concept -of the library as he

tem|did not appear simultaneously

strange that the university 11brary Sys

with the establishment of universities in ndia.

5 4.3.3 University Libraries During 191‘\9'1947:

During the period 1919-1939, !'eight new universities were

~ established and with their associated 'versity libraries. There were

international contacts between Indian ax}d British university libraries,

and gradually with American umvex&sﬁy libraries as well. The

administrative set-up of Indian university libraries was after the model
of the western hbranes # | x

| |
The years between 1939 and 1947i shadowed by World War 1,

were bleak ‘so far as umver51ty library 'development was concerned.

Only two umvcrsmes Utkal in 1943 and Sagar in 1946 could be

established during this eight-year penod. |
, S

|
 2.4.3.4 University lerartes-tlzen and nd‘w

One may not agree in total W1th what Srivastava and Verma have

day umversuy hbranes of India, yet their

. stated about the present-
_ analysis is worth q'uoting:

~
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i
“And during this period (i.l:. 1883-1973), university libraries of
the country have witnessed a éwe]] of change because of (i) the
emergence of Dr, S. R, Ranganéthan on the library horizon (ii) the
recommendations of Radhakrishnn Commission (1948-49); (iii) the
establishment of the University érants Cormission in 1956; and (iv)
the recommendations of the Kothaﬁ Commission (1964-1966). Besides
these, the Seminar of University Libran’es’ and Carl White’s Survey of
Delhi University Library have gi\{fen' a refurbished thought, orientation
and dimension to university , librarianship in the country...
Consequently, a significant chan'!ge in the outlook of the university
administrators, the faculty memb;ers and the students has also come
about and now they no 'Ionger reéognize the-iibrarian as the custodian
the library as the storehouse, of books and documents .but,
unfortunately, this change ...... has ‘not helped the umversrty hbranans
come out of the rut of stagnatlon éWhreh has been caused and nurtured
by the shortage of trained and qualified- library manpower, the
preoccupation of the professronal hbrary staﬁ‘ with the technicalities of
librarianship, the perverted concept of hbrary services, the inertia. that .

is rampant among the trained hbranans the apathy of the umversrty
l

administrators towards developme‘nt of proper library services, the self-

satisfied faculty and the Sfl.ldCI_lt!i community, the lack of: d_yf_lamic
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leadership and factional rivalries among the librariang Our

university libraries have failed to achicvcI any tangible results.”

\

The above statement may not be abplicablc to all the libraries of

India, but it certainly hold well in the casL of a majority of them.

2.4.1 Image of Universities in Mahara ithra :
2.4.1.1 The State of Maharashtra : |
The state of Maharashtra took its present form on Ist May 1960

when the bilingual State of Bombay was divided into Gujrat and
Maharashtra. Its present territories prior t1 the wide-spread reorganized

- of the states in 1956, were in'cluded {[n three different states, viz-
Western Maharashtra in the State of Bm%nbay Vidarbha in the state of

- Madhya Pradesh and Maharashtra in the state of Hyderabad. The re-
orgamsatlon of 1956 was preceded by‘ a long process of termtorial
changes which may be said to have staxte"d in 1919 when the Montague |
Chemsford reforms came into operati‘on. Prior to 1919, Westem
Maharashtra formed a part of Bombay Plre51dency, which con51sted of
an extensive region comprlsmg areas adrmmstered duectly by the
‘Government of Bombay as well as othelr Indian States, of which the
most important were Baroda and Kolhapur. Desh and Karnatka

 consisting of four Kannada-speaking dist‘n'cts in addition. Aden on the

Southern tip of the Arebian peninsula wzis administered from Bombay

|
|
61 |
|
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' . overning entitics
as a part of the presidency. The Indnn State was self-gov )
bay, whic
in subordinate rclation to thc Government of Bom Ys
: ¢ officials
functioned as the agent of the Government of India. Th

: : : i - State werc
immediately responsible for supervision over the
|

respondent of Baroda and Ko]hag)ur an agent to the Government for
the Kathiawar States (Later namcd the State of Western Indxa and now
called Saurahtra), A Political Ag,cm for a group of State in Gujrat
called Mahi Kantha, and the éollectors of adjoining districts of
individual States or groups of Stétcs with the designation of Political
Agent. In 1920 the Kathiawar S:tate of Western Indian and Baroda
were placed in direct relation witl; the Government of India: ceased to
the respounsibility of the Govemr%lent of Bombay. In the early Aden
was separated from the Bombay Pjresidenéy and was ad;niniStered asa

separate territory from  the Céntre. About the same time the

|
Government of India took over the direct responsibility for conduct of

relations with the remaining States within the geographlcal 1umt of the

Bombay Presidency, and offers of the Provincial Govermnent ceased
to be political agents. In 1936 Slpdh was detached from the Bombay
Presidency and made an indepfi,ndent prdvince in preparation for
coming into operation of provincjal autonomy under thé Government
of India Act, 1935. In 1948 the st fes within the geographical limits of

the Bombay Presidency, including Baroda and Kolhapur, were

62
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integrated with the directly administerld areé. Over the eve of the
| reorganization of states in 1956 the Sta%e of Bombay (which was the
name given in the constitution of India to the Bombay Presidency)
comprised of nine districts in the north which were predominantly
Marathi speaking, and the four districts in the South which were
predominantly Kannada speaking. Vidarbha formed part of the Central
Provinces and Berar, which became inQg 1950, the State of Madhya-
Pradesh and Maharashtra fromed part of hie Ind1an State of Hyderabad.
The new State of Bomaby formed in 1950 comprised of (a) all the
areas of the old State of Bombay with exL:eptlon of on taluka of Sabar-
Kantha. District with transferred to Rajas{than State and four Kannada-
speaking districts, which were transfe!ir\red to Mysore State after-
.~ detaching one Marathi-speaking M\l\liﬂfrom one of district;(b)

Vidarbha consisting of eight Marathi speaking districts from the former
Madhya Pradesh State; (c) Marathavada, consisting of Marathi
- speaking d1stncts from the former Hyderﬁ)bad State (d) the whole part
B State Saurashtra comprising- four Gujr"a'ti-speakihg districts formed
by a Union -of the former Indian States !?f Western India and (e) the
whole part C state of Kuteh consistutiri’lg a single Gujrati-speaking
dlstnc I 1960 all the Gquat-speakmg areas, compnsmg fourteen

: dlslncts in all, were separated to form the State of Gujrat, leaving in

the State of Bombay, now-re-desxgnated as the State of Maharashtra,
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whlch
the twelve Marathi-speaking drcmcts and Greater Bombay

wn
belonged to the old Bombay Statc and which are collectively kno

the
either as Western Maharashtra or and the formed Bombay Area of
x

State, the eight districts collectivel known as Vidarbha and the five

districts, the cight districts collectfivel known as Vadarbha and the five

districts collectively known as Maharashtra.

2.4.1.2 Present Territorial Arrahgcment'

The State of Maharashtra, therefore now consists of thirty
districts, counting Greater Bombay, comprising the City of Bombay
and Bombay Suburhan Districts; : as single district. These districts area
are the basic units for purp.os'e of ‘érevenue administration and for many
other administrative purposes. ihey are also the basic units for
statistical and demographic purpoées excepﬁng the city of Borﬁbay; the
districts are further subdivided mto Taluka or Tahsils umbenng 303 in
all. The districts are grouped six adrmmstratlve divisions. The Konkan

division and Poona division covers the areas of Western. Maharashh'a

The Aurangabad and Nasik d1v131on covers the areas of Maharashtra
and the Nagpur and Amravatl d1v151ons covers Vldarbha The Kokan
division consists of Greater Borrlbay, thana, Ralgarth Ramagm and

t
Sindhudurg districts. The Poonaj d1v1sron consists of Pune, Satara,

Sangli, Solapur and Kolhapur hrsmcts The Aurangabad d1v1sron

L

o
|
!
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consists of Aur

angabad, Jalna, Parabhani, Bi
g | i, Bid, Nended, Osmanabad

and Latur districts. The Nasik division consists of Nasik. Dhul
’ ule,

w

Jalgoan and Ahm danger districts. Th

Nagpur, Wardha, Bhanda, Clmndrapuri

~ Amravati division consists of Amravati

¢ Nagpur division consists of

and Gadchiroli districts. The

uldhana, Akola and Yavatmal

division consists of Amravati Buldhana, Akola and Yavatmal districts

!

|

; F
2.4.1.3 Educational Features of the ilJniversiﬁes In Maharashtra
|

State :

Universities were perhaps the first

in India by law as operations with

Government. Out of the three Univers

public authorities to be set up
an identify district from

ty established a little over a

_ hundred years ago in India, one- was established in what is now the

State of Maharashtra, namely the Bombay University with jurisdiction

- over colleges in Bombay Presidency and
the geographical limit of Presidency. At

the followmg nine Univers

g opcratmg under uniform Act, namely

Act. 1994, which came into operat
tas under: |

- Universities are mentioned in the Ac

65
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present there are in the State

ities. with jurisdiction over the areas and

the Maharashtra Universities

on 21% July, 1994, these
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Name of the existing

.Name of corresponding

Universityam\‘

University University under this act. Gy
- @ }
I, Tho University of The University of Bombay, | Distiels o7
Bombay, constituted M City of
under the Bombay Bombay
University Act. 1974 Q) Bombay
Surburban
| 3) Raiged
C)) Thane
&) Ratnagri
‘ . ©) Sindhudurg
2. The University of Poona | The Un.iversity.of Ii’une. Districts of —
éonsﬁtuted under the | : ' (1) Pune
Poona University Act, (2) Ahmednagar
1974 3) Nasik
3. The Shivaji University | The Shivaji University. District of
constituted under the o (1) Kolhapur
Shivaji University Act. (2) Sanghi
1974, ; (3 Satara
i (4) Solapur
4, ‘The Dr. Babashed The Dr. Babasaheb Ambedka.r District of—
Ambedkar Marathawada | Marathawada University. (1) Aurangabad
University, constituted ' | (2) Jaina
under the Marathawada | (3) Beed
' Umvérsity Act, 1974 ! (4) Osmanabad
‘ |
| , 2 L
The Nagpur University | The Nagpur Um\-ver§1ty. District of—
constituted under the ' (1) Nagpur
66
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Nagpur University Act,
1975,

6. The Shreemati Nathibai

Damodar Thackersey
Women's University,
constituted under the
Shreemati Nathbai

Damodar Thackersey
Women's University

Act, 1974,

The Amravati

University, Constituted

under the Amravati

University Act, 1983.

The North Maharashtra ‘

University, constituted
under the North
Maharashtra University,
Act. 1989.

The Swami Ramanand |

Teerth Marathawada

University.

The Shreemati Nathibai
Damodar Thackersey

Women's University.

¥

i

The Amfavati Univméity.

f
o]

)
|
]
1

{.

The Nori.h Maharashtra

Univesitiv, Jalgaon,

|
5
|-
!

|
’ d
|
;

3) Chandrapur
(4) Gadchiroli -

(5) Wardha
The State of Maharasthra.

Districts of—
(1) Amravati
.(2) Akola
3 Buld@
(4) Yavamal

Districts of —
(D Jalgaon
(2) Dhune
(3) Nandurbar

Distn'cis of— -
) Nanded
'(2) Parbhani
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(1) The territorial limited, within which the powers conferred
upon the University by the Act Small be exercised, shall comprise the
whole of the University areas as specified against the name of such
University in the Schedule:

Provided that, the benefit |of distance-education courses,

correspondence course, op University courses or external degree

courses of any University may with the prior permission of the State
Government extend and the entire aiea of the outside of the university
area. |

(2) Subject to the prdvisions of sub-section (3) of Section 3,
educ?.tion institution situated within the University area shall, except
with the consent of the ;Um_'versity and the sanction of the State

Government be assocnated in any way with, or seek admission to any

privilege of any other Umver51ty estabhshed by law :

~ Provided that, if an.educatlon;insntutlon seeks to be association

with, or be admitted the privileges of li-University jurisdiction of which

stricted to any State or area, s‘;ch association or admission may

- i
be permitted bv the State Government.

. Provided further that if a Univ lrs1ty the ]unsdlctlon of which is

ablish a center or other

is not re

ndt restricted to any State 0f area, w1shes to est

a.reé, it may do so with the sanetion
i £ 2k 4 :
of the State Government. &l

unit of research in the Umver51ty
i
{
k
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| (
v 4] , ‘ s is Act, any
(3) Save as otherwise provided you’re under this - : :
" | . . . T ] the area O
privilege enjoyed by any educational institution within
| . into force,
another University before the date of which this Act comes 111

' | . t.
shall not be withdrawn, witholit the nation of the State Governmen

The main objects of the Uniﬁ!erSi(v i 5 s
(4) The objects of the U!niversity shall be disseminate, create and
preserve knowledge and understandmg by teaching research, extension
and service and by effectwe demonstration and influence of its

[
corporate life society general and in partlculars the objectives shall

be:--
|

I. To camy put its respon51b1hty of creation, preservanon and

dxssermnatmg of knowledge

To promote dlsc1phne another the spmt of mtellectual mquiry

and to demarcate its as a fearless academlc commumty to the

instant pursuit of excellence

l

- To encourage in mdmdual and dlversny Wlthln a climate of

tolerance and natural understandmg

To promote ﬁeedom secularims, equality. and social justice

- and shnndm ‘the Conshtuuon of Indian and to catalosnc

S0cio- CCOIIOIIIIC trancfonnatlon sponmng basm atntudes and

values of essentlal to natural development,

{
i
}

(} Scanned with OKEN Scanner



ot . To extend these bencfits of knowledge and skill for
development of individual§ and society by associating the
university closely with locall and regional problems of
development.

6. To carry out social responsibility as an informed and

objectives t0 'idehﬁfy and eultivate talent, to train the
leadership in all walks of life é:md to help younger generation
to develop right, interests and !valueS' '

7. To pro'mote equitable dlsmbuLon of facilities of highet.

8.  To provide for efficient and ﬂesponswe admission, scientific
management and - develop orgamzatlon of teaching and
research. | . I

9. To promote aequlsmon of Imowledge ina rapidly developing
and changing society and to contmually offer opportunities of
upgrading knowledge trauimg and skills in the context of
innovations, research and dlscovery in all fields of human

|
endeavor by developmg hlgh reductional network with use of

modern communication medla and technologles appropriate

;
foraleanﬁng soclety; L

10. " To promote national integratien and preserve cultural

| heritage. |
|
|

o
10

i
1}

]
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dignity of 1820

11.  To develop work culture and promote

through applied componcnts in the syllbi,
ertaking
12. To build up financial self-sufficiency bY und
' i in a
academic programes and resource generative gervices ‘

{

cost-effective manner;

f . PP amon
13. To promote better interaction and co-ordination &
such means;

different Umversmes and colleges by all
generally to lmprove the governance of the Umversﬂ}’ and .

facility it provrdes for! hxgher educatlon

ote and sense of self-respect ‘and

14. To generate and prom
|

dignity amongst the weaker secttons of the society;

15. To strive to promote competltlve and excellence as the sole

guide criterion in all pcademlc and other matters relating to

i
students. L

|
1
2.4.2 University Libraries in 'Ma'hara.shtra :
2.4.2.1 Amravati Umversnfy Lzbrary

Amravati University was estabhshed in May, 1983. The ﬁrst

Vice-Chancellor was Dr. K. }G Deshl Mukh who had taken keen

!

interest in the functioning and gieVelopment of the University Library,

and on 3™ Janaury 1984 a Libr. Committee was established. :

|
|71
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 2.4.2.2 Bombay University Library :- |

' magnammou

Bombay for construction of

| EESEREERER RSN T 7

The University Library is at present rendering services to the
faculty members and studcpfs of the teaching departments of

University. It is also rendering services to the University employees of

the University. The academic staff and students of the teaching

~ departments of the University could bortow the books from the central

library. At the end of 1996 financial ycar the total number of books
1
was 44.450 and 4346 periodicals were subscribed in the library. The

New Library Building is situated in the i]niversity Campus.
|

The UmverSIty of Bombay was found on the 18™ July, 1857

which was a moumful year for Indian under the Bnnsh administration.

The Sepoy Mutiny was at the helght at the time when the University

itself was established and’ the career of

as a chequered one. Since this Umversuy, like the U

University in its earlier years

niversity of

Calcutta was only an examining body, a!nd a need to establish a library

attached to the Umver51ty was not reallzed until 1864, when a

s offer was. made- by a. leadmg business magnate of
a 11brary bulldmg It was on the 27"

864 that Prem Chand Roychand, the rich industrialist wrote to

August 1
emment of fBombay and required him to

Chief Secretary to the Gov

rm the Umver51ty of his offer ofa sum of R

i
i

info s. 2,00,000/- towards

|
!

12
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i i chand, “may

the erection of library building which to quote Shri Prem
i ‘ i ehouse of learned
be an omament to this city and li)y becoming a.stor BT
work not only of the past but of many generations to co y be

mean of promoting the high ends of the University.” The rech

merchant offered another princely donation of a similar amount the

name of his mother shrimati Rajabai on the 6h Oct, 1864, towards the
|

construction of a clock tower which should be connected with

i

University library.

The Senate welcomed thésg handsoin'e gifts and the Registrar
wasted no time inviting Mr Gillbert Scott, the architéct, to désign
plans for the University hbm1y S;;eciﬁcaﬁons stated that the library be
50 designed as to be cépable of ultima‘;ely containing I,O0,000
volumes, a depository for anuscnfpts,v a spaCibus and suitablle Reading

Room and a tower provision for the mstallﬁtion. of a large clock vﬁth a
peal of bells. These speciﬁcaﬁoﬁé were actually a accordance with the
denor wishes. The Registrar 'als,o:wrotc‘: and said that the Senate Hall
was to kept ﬁeparate from ‘the ;library‘: and the TOWQr ‘with_‘out, the
principle of good designignoﬁﬁ'g the donor’s wish in the 1.1495.an '
amount of Rs, lvlakh was donatedifrom Bharat 'Petroleum Co-dperation o
Ltd., for development of library. ﬁmber of teaching Department is 35.
»Libraxy 1s situated a two ;i;place's; Main library isl located in
University Campus, Kalina and,b;oth in old main building at Fort. At S

I
|

i
|
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the end of 1996 financial years the total number of books wer.
€

6,629,243 and 1411 periodicals we subscribed.

e

2.4.2.3 Dr. Babasaheb Ambedkar Marathawada University Library :
The Mararashtra region comprising the districts of Aurangabad.
Parbhani, Nandel, Beed, Osmandabad, is a unit of Maharshtra State (it
formerly formed part of Hyderabad State (deccan) and subsequently a
unit fifth recognized Bombay State). For nearly a decade there was a
demand a separate University from the citizens of Marathawada. On
the eye of the re-cognization of the Sate in India, the Government of
Hyderabad recommended to the successor Government, the
establishment of a University for Marathawad. The Government
accordingly appointed a Committee on whose rel;ort the Legislature
passed - the Mératha University Act, 1958, to established and
incorporate to teaching and aiﬁliating University at Aurangabad. The
Act received the assent of the Governor of Bombay on the 5™ May,
1958 and the University was inaugurated by the Late Shri Pandit
Jawaharlal Nehur, Prime Minister of India, on the 23™ August, 1958.
At present 4 district are covered in the jurisdiction of this University
i.c. (1) Aurangabad; (2) Jalna; (3) Beed and (4) Osmanabd.
" The University is locared in Aurangabad which is a tourist

center. The management of the library is vested in the hands of _thc

B 7
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: ! i Jes and
Library Committee which is responsible for framing U

. : ents,
regulations, aljocation of grants and donations to various departm

) : ibrary.
recruitment of staff other important matters concerning the library

Number of Teaching Departments is 19.
‘ as
At the end of 1996 financial year the total number of books W

2,84,738 and 886 periods is were subscribed.

2.4.2.4 Nagpur University Librar); :
The Nagpur University is one of the oldest Universities in India.
The idea of founding this Umversxty was mooted by Rao Bahadur V.
R. Pandit, A Member of the Governor General’s Leg1slat1ve Council in .
the year 1913. Then a Comm1ttee was appomted in July 1913 to go
into the details of the proposals
The Committee submitted 1;5 report n 19 15 favouring the move.
But, due to the outhere of the FlISt World War no action was initiated
at that time. Final in the year 1923 the Fnst Nagpur University. Act.
was passed and the University came in to existenee on 4" August
1923. The,,Um'v_ersity Library was- established in the year 1923. This
library regarded as the biggest ﬁbre;y in this ‘region. At the end of 1996
financial at year, the fotal num‘t;er'of b<')oks was, 3,16,749 and 318

penodlcals were subscnbed, UGC has given magmﬁcent grant of 50

lakhs for modemization of lerary in the 8th plan The 11bra1y 1s at two
!
|

175
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~ piece. Main Library is located in Ramdaspeth. Near Maharajbagh

Where the other is located in University Campus. There is a separate
Manuscripts section located in the University Campus library. This
section is having about 14,500 mass and thus regarded as one of the

most manuscripts libraries of the country. Number of Teachers

" departments is 32.

2.4.2.5 Jaykar Library, University Poona :

The University of Poona was éstablished under the Poona
University Act, 1948 passess ‘by the Bombay Legislature on 18"
February, 1948, and on 15 Aprl of that year Dr. M. R. Jayakar
assumedv office as the First Vice—Chancéllor of the University. After

framing of statues an conducting elections to the various bodies and

authorities of the University, ﬂ‘lc University of Poona was formally

declared a cdrpora'te'body on 10 February, 1948 by a Government

‘ notiﬁcation; Shri B. G. Kher, Chief Minister and Education Minister,

Govt. of Bombay too keen vin'terest in processing the bill and setting
apart the beautiful campus for th'e' Univefsity. The University moved to

the beautifill campus extending over 411 acres'411 in early 1950.
The Poona University Act was ameneded in 1974. Initially the

University had ajurisdiction ext_endiﬁgbvér 12 districts of Western

Maharashira. However, with the -establishment of the Shivaji

76
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University, Kolhapur in 1964, the jurisdiction of the University was
restricted to five district, namely Pune, Ahemadnagar, Nasik, Dhule,
and Jalgaon, Out of the these, two districts Dhule and Jalgaon are
attached to the North Maharashtra University established at Jalgaon in
August 1990,
The University library, no.v;/.named,as the Jayakar University,
after the first Vice- Chancellor, ﬂxe'latc.Dr.‘ Mr. R. Jayakar, started
functioning in January 1950 with a’ nucleus collection of the late Dr. D.

R. Bhandarkar, This collection comprised of about 4,500 volumes,
covering subjects like indology, oriential studies, Sanskrit Literature,
Arcehaelology and back volume of periodicals to oriential Studies. The

University library, in its initial stage, was fortunate enough in receiving

rich collections of books from the ex-rulers of Bhor and Ichalkarn i.

Some distinguished personalities, ,iﬁbluding'_th'e Late Dr. M. R. Jay, the -

late justic Madgaonkar and many others gave hglping an timely and in
boosting up the collections. Formerly, the library was housed in the
Dining Hall of the old Govenuﬁent' Housgl at Gavneshkhind. The
library moved into the newly constructed independent and functidnal
building in 1958. The fundamental stone of fhe library building was
laid down by Pandit Jawahar Lal Nehru on 1.8, 1956 and the building

was opened by the Vice President Dr Radhakﬁshnan on27.11.1958.

7
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The New building was designed to state, 1,50,000 carrels for
research scholars and adequate provision for administrative operations

‘ The extension of the library building has been completed to
accommodate additional 1,50,000 volumes. The University received
management grants from U.G.C. towards the construction of the new
library building and its extension. At the end of 1996 financial year the
member of books was 3,95,127 and 1050 periodicals were script

number of teaching department is 33.

2.4.2.6 Shreemati Nathibhi. Domolar Thackersey, Women’s
 University Library Bombay : | i

SNDT Umver51ty was estabhshed in 1951 by the Government
~ under the Bombay et to LI of 1949. Dr. D K. Kave, a social reformer
and a- champ1onsh1p Woman’s Education in India founded the
university in 1916 on the model of Women s University in Tokyo. In
1920 Sir Vithaldas Thackersey _]omed hands with Dr. Karve and put
the UhiVersity on firm financial footing by a generous donation of Rs.
15 lakhs w1th a view to commarmoratmg the memory of his late
- mother by nammg the Umvers1ty Shreemau Nathibai Damodar

Thackersey Women’s Umver51ty Junsdxctlon of the University extend

to whole of India. It maintains m.stltutlons and has 21 colleges
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The New building was designed to state, 1,50,000 carrels for
research scholars and adequate provision for administrative operations.
The extension of the library building has been completed to
accommodate additional 1,50,000 volumes. The University received

management grants from U.G.C. towards the construction of the new
library building and its extension. At the end of 1996 financial year the
member of books was 3,95,127 and 1050 periodicals were script

number of teaching department is 33,

2.4.2.6 Shreemati Natlu‘bdi Domolar Thackersey, Women’s
- University Library Bombay : o

SNDT University was éstablished in 1951 by the Government
under the Bombay et to LI of 1949. Dr. b K. Kave, a social reformer
and a championship Woman’s Education in India founded the
university in 1916 on the model of benen’s University in Tokyo. In

1920 Sir Vithaldas Thackerséy jbinéd ﬁmds with Dr. Karve and put
the UzﬁVersity on firm financial footing by a generous donation of Rs.
15 lakhs thh a view to commermoratmg the memory of his late

mother by nammg the UmverSIty Shreeman Nathibai Damodar

Thackersey Women’s Umver51ty Junsdlcuon of the University extend

" to whole of India. It maintains institutions and has 21 colleges
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affiliated to it in the State of Maharashﬁa and Gujrat Including 2
polytechnic at Bdmbay, | ‘

The University Library of the S.N.D.T. Women S University, as
it is popularly known as established in the basement of the old

University building in the year 1955.
i . handS Of a Libral’y

The library management is vested in th
f the different

Committee which is responsible for the disbursement O
ts
grants recelved and also for the amendment of rules and appointmen

of staff of the library. The Umver51ty Librarian, acts as a Secretary of
the Committee but is consulted on all the library mattgrs prior to taking

final decisions. At the end of 1006 financial year the total _number of

books was 2,64,672 and.1021 péribdic‘als .w_eré subscribed. The area of
. fuin | | |

the University is the State of Maharashtra. Number. of Teaching

Departments is 37. - B |

2.4.2.7 Barr. Balasaheb Khardekﬁr L.it_)i'éry Shivaji University, 3
Kolhapur° | il ' B

The Shivaji Umver51ty was estabhshed in 1962 as a part of the
decentrahza’aon and reorganization ¢ of Umversny education in the State
of Maharashtra. The wish to have a Umverslty at Kolhapur goes back
to the 1930s. It was a natural cqnsé'quence' of the spread of higher

education in South India. The University began to operate in October,

19
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. 1962 an was formally inaugurated in Nbvember 1962 by the former

President of India. Dr. S. Radhalcl‘ishxilan. The Library also started
- functioning its affairs in 1962. It is nowé named as the Beer Balasaheb
Khardekar Library. At present 5 dist{ricts are covered under this
University area viz.-(1) Kolhapur, (2;; Sangli, (3) Satara and (4)
Solapur. The University is located in I%olhapur. At the end of 1996
ﬁnanéial year, the total number of bé)oks was 2,02,423 and 401

~ periodicals were subscribed. Number bf Teaching Departments. 23.
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CHAPTER-3

‘MARKETING OF INFORMATION : A BIRD

EYE VIEW

— 3.LINTRODUCTION :
Information transfer and dissemination has been recognized as

an cssential element or input for all research and devclopmental

activities in developing countries since a song time. Thus, libraries and

information centers have been putting considerable efforts in designing
of informa

e S—

——

tion products and services and in distributing the same
efficiently and effectively.

The recognition of information as a basic research for
development _is comparatively new. Infoﬁnation has always been a
resource, but considering it in the sanié economic context of materials
or products is a recent recognition. “Putting information into work” has
put this vital resource as an essential cdmmodity, which unlike other

commodities is not perishable. Creation of information is based on the-

utilization of existing information.It is considered a vital input to the

‘econ'omic, cultural and sociological development of ‘human being.

More and more attention is paid on its access and use. This necessitates

the concept of {pa:kcting equally applicable to the area of information.
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~ The library professionals can solve their problems of under uﬁlizaﬁon
of library resources and services and user satisfaction by implementing
the Marketing Techniques in library and information areas, Now it is
very essential for library professionals to understand the concept,
principles, strategy and techniques of marketing so that they can

implement these in libraries in appropriate manner,

The value of information is now more importz‘l;it than t;,vcr
before because of the information explosion.
The two components, which have brought about the increased
awareness of information and its role in society, are the computer and
unprecedented improvement in telecommunication technology.

In fact the most important single factor, which has cfystallized
information, as a commodity has been the evident of the computer,
based on-line bibliographical database developed within the last

- S -

decades. |
Today the information industry has developed characteristics
comparable to other industries. Lack of information and effective
means ;)f exchanging it, are now widely recognized as being limiting
factors in the economic and social development of peoples.
Information has been c.alled a “commodity” a “public goods”

one of the few things that does not diminish in value in proportion t0

the number of people who use it.
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:on’s life:
Information is needed for and affects all aspects of natio

lo jcal.
cultural, socxal economic, educanonal scientific and technolog!

hey stay
Wlthout mfoxmanon countries cannot develop, Nor can they

developed.

3.2 Information Marketing:

With this trend of development, it is inevitable that the concept
of information market has been accepted. Weinstocks definition is
much pertinent. He says “marketing is a cornprehe;nsive, gencric term
dedicated to all the process and interactions resulting in both
sansfeAl;:-tl;;:i::s'ers wants and the information firms requirement for
profitable, growing revenues over the long term. In the case of the
nonprofit information firm, the niarketing aims may be the same; the
difference arises in the difficulty of applying obje’ctivé measures for
measuring the “success” of the nonprofit venture”. This means that

~marketing can be regarded as fhe link between institutions, which have

goods and services to offer, and customers with needs and demands to

satisfy.

~ With the advent of information technology (IT) the university

libraries and information center have witnessed the speedy growth and

nnportancc of mformahon in every comer of education. The use of

information is now considerably increased then ever before. The two
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significant reasons, which have brought about the increased awareness
of information and its role in university library, are computer
technology and qvailability of information in electronic format. Thus,
information, which is a dynamic factor for all decisions and policics,
has rapidly changed due technological change. Information has been
called a: commodity: a: public goods: one of the few thing that does
not diminish in value in proportion in the number of pe;(‘)pllé v;/ho 'use
it.! '

The core of marketing in libraries is to provide its information

f the library users. Librarians

services and products for the benefits 0
d about the

and information professionals are now. more conceme
and delivery to the end users.

design of information products, packing
69 that

ances the thesis long back in 19

Kotler and Leavy adv
it is a valid function for

g is not just a business function —
well — and that all orgémizations h

22

ave

P R vV Sl

“marketin

non-business organization as
s and all need t0 understand

years of above statement

marketing problem marketing.” And
¢ not an exceptions. After ten

libraries ar
pears that marketing for non-profit

Kotler’ (1979) again stressed, it ap

a whose time has come. Marketing offers a

organizations is an ide

anizing some information science problem. Its user-

framework for o1

oriented approach can contribute.
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3.3 Meaning & Definition: ':ﬁ
Several definitions are available for marketing in the standard | ;

H l iterature of business administration. While dcﬁﬁiﬂg term marketing -
the Chartered Institute of Marketing at UK «marketing is the Gr
_ management process which identifics, anticipates and supplies b
customef requirement efficiently ana proﬁtably.4 ) ;:
Weinstock’s” definition is more realistic, when he says =
q

“Marketing -is a compréhensive, generic term dedicated to all the

o~

process and interactions resulting in both satisfaction of users’ wants

and the information firm’s requirement for profitable, growing
revenues over the long term. In éase of the non-profit information firm,
the marketing aim,s may be the same; the difference arises in the

difficulty of applying objective measures for measuring the ‘success’

of the non-profit venture”. |
In other words, it can be said that the marketing is a link

between university libraries and its users, th;e former have goods and
services to offer, and later with needs and demahds to satisfy.
Proposing a model for marketing of information based on the common
group between information work and network Mozota6 emphasis that .

information professionals still suffer from a restrictive definition of

marketing and should re-orient themselves from product to market and
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then to strategic marketing based on relationships and exch
ange
Modern definition of marketing is an on-going process of :
1. Discovering and translating consumers’ needs and desires into

products and services (through planning and producing the

planned products);

2. Creating demand for these products and services (through
promotion and pricing);

3. Serving the consumer demand (through planned physical
distnbution) with the help of marketing channels; and

4. Expending the market even in the face of keen competition.

3.4 NEID:

The need of application of marketing in university libraries and
information centers is accentuated by the reality the “librarians are
asked to downsize, economize and streamline, while they are
simultancously expected to provide the fastest and most expensive
hardware and software so as 10 make the information marketplace
accessible.”’ Marketing is a process of ﬁndmg ;r;ame;c;);ragmg
marketer to market their product. Marketing concepts and techniques
can contribute a dynamic approach to tdtal strategy development,

which wiil ensure effective management, the achievement of goals and

creation of a confident blueprint for the future.! Librarians and
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nformation professional must harness marketing coneepts and

. |
techmqucstothelr other very considerable powers if their scrvices are -
to survive and prosper.’ Marketing requires managerial commitment G
and an organizational structure capable of achieving carefully @
formulated objectives, '° -

In university library marketing is cquipment for strategic .
change. Marketing is planned approach to identifying and gaining the .
‘Support of the community and then developing appropriate services in =
. . . ~

manner, which benefits the users, and further the aim and objective of -
-

the information service.!' The reading material of the past cxperience 1
shows that libraries and librarians have an enormous capacity to ;

' change and adapt. ‘

3.5 Objectives : _

Objectives are plans that state how attaihment of a goal is to be
measured and judged. The role of - objectives is to satisfy a direct
obse;vha-t;l;ma.n;i” quantified result. University libraries are major
academic community whose purpose is to enable and encourage
individuals to gain unbiased access to the book, information,
knowledge and work of creative imagination. The objectives of
information marketing are : |

1. To provide information to users to make positive contribution

" to the development of a learning society ;
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i,  To provide information to develop the chabiiiﬁes the
enterprise and interpersonal skills of student; -

.iii, To provide updated information to users so that they become
offective information handlers and independent learner;

Assurcd or brings about success to the organization but

‘promotional activities’ duly equipped with marketing tools and
techniques are cqually important.

In the same way university libraries realized that library services
are valued more highly by the users then the quality of the collection.
University libraries are now recognizing that library users must be
made aware of the range of available library services / product. The
difference between selling and marketing is an important issue for the
library services because many libraries are still selling-orientation
rather then marketing-orientation. Most of the university libraries do
not back-up this interest in needs by an integrated marketing endeavor

_ a2 marketing strategy in which all library department recognize the
need to create, retain and saﬁéfy library users and top management

develops strategies t0 achieve this.

3.6 Attributes of markenng

Attributes of marketing are the important factors wh1ch played

an important role in formulation of strateglc market plans of a non-
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profit Ofganization like um'versity library. The basic attributcs of
infom}?ﬁ?ﬂ_??{keﬁng and its services/products for university library
are as listed beloy -

> Consumer / User

> Product

> Promotion

> Price

> Profit

» Proper feedback

> Budget

> Acqulsluon and dissemination of new product and services

» Stimulation for the use of new product and service

» _Expenditure

» Cost effectiveness

» Updates of information

3.7 Information Agents : | \

The term “information agent is not alien for libraries it is
frequenﬂuy;sed;n information science literature. The emergence of the
‘information agents’ may be attributed to two fﬁndamental charges in
the information science. First and foremost due to technological

development, which enable information to be processed quickly and be
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delivered to the end user in a very short time. The second thing i
g 1s to

change in research tendencies from discipline oriented to missi
sion-

oriented and to what Richard Boss referred to as problem-oriented

research."?
Cuadra® mentioned in 1967 “another change that I see in the

area of pointing to information is more economic than technological. I

type of business. An
k of

see information brokerage becoming a viable
individual broker will have a clientele whose interests he keeps trac

and then provides particular bits of information on for each of these

individuals, using the year 2000’s equivalent of scissors and paste

Cuadra’s forecasting becomes unrealistic, for this new species of

information specialists are today actively providing what they call
on on demand to a variety of information users. These

informati
o the resources of the information agent.

developments might facilitat

3.8 Target Market:

The term ‘Target M
¢ market forces of universi
ecific group of people whos
grnént. The marketer keeps in

arket’ in LIS is used for the people using the

ty library are clienteles they

serve. Target market is SP e needs and
o fulfill within the market s€

should be specific and fit for the needs of

mind that products/services

in the market segment, select a right size of market;

individuals with
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With cost-effective ways and means to reach to the targct market;

awareness about the Potential changes over a time due to current needs
and entrant of pey, IT; uses different methodology and promotional
method to idcrm‘fy a target market. Stressing the importance of a target

market Wooq!'® suggested five rules for identifying a target rarket:

a) Be Specific
b)_ Tllink blg
¢) Be reahsnc |
d) Remember the future

e) Identifying multiple options

3.9 Need of Target Market :

" The need for identifying a target market is rationale in university
libraries primarily to enhance the capacity and capability of managing

the 11brary services in the IT envuonment In umver31ty library, the

main actmnes 1denufv target market is :

i.  Identify users unfulfilled needs
. Products and services '

111, Pncmg

iv.  Delivery
V. Communication
vi. Feedback
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3.10 Major Channels of Distribution :

The information professional has to project the information
service to its intended users through some distribution channels. In the
modern library context, there are large varietics of distribution
channels available for this purpose. Each medium has varying impact
on the library users. Without dish*ibution the library marketing cannot
achieve it purpose. “Distribution “ by the businessman, means
distribution of information to those users who need, it serves as the
bridge between information production and consumption.’® Also it
means as interplay among information seekers, and the society as a

whole."

Saracevic and Wood!® have identified the following major
channels of dissemination. g
1. Interpersonal Delivery : Products personally delivered either

on request Or in anticipation of a need. It is the most costly

and time-consuming method. ' Lerpoeiy
ii. Group Personal Delivery : products delivered to a whole

group of users at meetings, conferences, seminars,

demonstration, etc.

Strategic Placement : products placed at strategic locations.

iv.  In-house Dissemination : reference, referral
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V. Local
“arrangements with an information system.

i, Mass media -

g in narrative style.
Joumals, magazines etc., and products to be in n

vii, Broadcasting : radio and television
Viii. Mailing : sending of products through postal means
iX. A’I‘cl‘cphone : telephonic quarries.
X.

such as On-line access, Inter-Net, LAN, CD-ROM, e-mail

SO - { -

The above all appropriate distribution channels can be utilized

in the university libraries for effective information serviccs.

3.11 Marketing for Users Satisfaction :

One of the important role of marketing is satisfying human

needs These needs are depend upon the location, situation and the

quality of the services offered. Marketing is a subject of growing

interest _to managers of non-profit making organizations, basic

marketing concept includes;

1. Customer’s satisfaction

2. Exchange of interests and the library’s public

3. Organizational responsiveness and intelligent customer
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: dissemination through newspapcr, |
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All individuals are the ultimate authority on what will satisfy
their needs, according to marketing theories. “Many librarians have
failed to understand this marketing precept Cronin,® an expert in
information scrvices, define the marketing as customer’s satisfaction,
according to him a major objective of marketing “can be summed up as

the process of customer-satisfaction.”

So marketing can be considered by the university libraries as an

activity which :
1. Monitors the needs of its useré

2. Matches itself and its products or services with identified needs

e w — a

of the customer, so as to satisfy them.

3. Subsequently makes itself known by communicating with

customers, and

4. Finally, measures customer sétisfaction m order to make any
necessary adjustn:le:nts.21
Dragon®® concludes “librarians can no lohger .assume that the
public will continue to accept increases in taxation for the supp'ort of
libraries with no promotional endcavofs. Positive action using
marketing techniques must be taken to attract the tax dollar. Failure to
recognize need for such an approach will lead the library to loose to
other competitors like high school marching ‘bonds and public

courses.” Any library that attempts to influence the “Béﬁ‘évib'r_of the
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pub_l .ic,:v_is,inVOIVed in marketing, The market-orientated library Wil D€

dn 1mportant source for satisfying the needs of certain scclors of the
public.

e ot st a3 e oo

3.12 Ingredients of Marketing :
Marketing includes all those functions

concerned  with
determining and influencing the present and potential demand of the
products/services in the market place and supplying products and
- services to satisfy these dcmaﬁds. In libraries a need to carry out
certain marketmg functions is observ'ed n drder to achieve exchanging
process more effective.
Libraries have to ensure that they have established contact in

e

search of what library user wants, when and where they want it and

simultaneously provided it. “The 4-Ps” of Marketing Mix according to
McCarthy is -the 'key to marketing strategy. These arc consists of
Product, Place, Price and Promotion. 'Patn'ca G.Olyer, in her two days
workshop on ‘Library Marketing at the SNDT Women’s University
'Bombay (7-8 Sept. 1992) added two more Ps and these are “Prelude

(preparations) and Postlude (evaluation). -

» Product,
) > ”’Plac'e,

> Promotion and
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mix and conscio

> Price
These form what is known as the marketing mix and it is ’

organization’s marketing strategy which ensures that the ‘four parts of

the mix arc in appropriate proportions to the particular marketing

situation with a full consideration of each of the tools of the marketing,

us, planned, decisions as to how much of each

component should be brought together order to achieve the library and

information center’s objccﬁvcs.’23

In university library product refers to library services and other

featured offered, the methods they are offered and status of service.

Price refers to the whether any feeis attached to that product / service.

rvice point or its locations. Promo

advertising publicity campaign the massage communicated, types of

Place refers to se tion means

any media used for promotional activity.

p A A s 4 T
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CHAPTER- 4

APPLIBRARYATION OF MARKETING IN
LIBRARY AND INFORMATION SCIENCE

4.1 INTRODUCTION :
“University libraries are the integral part of the academic sector.
The importance of university libraries and its services depends upon
the fulfilling the users information needs. University LIBRARY is a
non-profit service industry whose aim is to provide their services for
the benefit of the academic communities for which they do not eamn
_ profit. E Effective management with application of marketing techniques
within the university library increases the possibilities of achieving its
goals and objectives with greater efficiency. Effective management

includes. systematic monitoring, analysis of internal data, systematic

and imaginative marketing. University libraries are use to promoﬁng

their products and services to their users for wider use. The university

libraries are aware of market segments, stimulating demand, and usér
satisfaction; and managing to fulfill the needs and expectations of
lerary users. The market environment of university libraries includes
its — geographlcal situation, status, financial back up and other

characteristics, as well as users approach, motivation and stimulation,
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Shapiro’s‘ pointed out “successful marketing techniques that
" were once considered to belong almost exclusively to profit-motivated
business enterprises have been used advantageously by alert managers
in private non-profit organizations. However, many other managers of
non-profit organization have failed to recognize that marketing is as
intrinsic to non-profit sector as it is to the business community.
Waeinstock has asserted that it is imperative for the information

service producer to become more knowledge about marketing function.

4.2 MARKETING OF INFORMATION IN UNIVERSITY
LIBRARIES :

Marketing for university LIBRARY products and services are
occupying a new dimension due to technological change “and
economical factors. The university libraries today are no longer
confronted with the question whether or not to apply new IT to their
operations, products and services. They are now more concv:cr;leamﬂl
decisions about what technologies to use; and the costs; benefits and
impacts Or readers. On-line-Access through Inter-Net, on line
databases, microcomputers, tech communications Local Area
Networking and other technological advancements have provided
RARY with a new wealth of information capabilities.

university LIB

By combining the technology with current and retrospective research
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as well as expertige of information speci.alists, Popovoch® has stressed
- “MOst Library ang information science centers have capacity to serve
Mmany of the information needs of the business community in a timely
and” efﬁcxentmarmer By charging corporate clientele a fee for such

Information, some libraries expected to recover, in part at least, the

costs of the Services”

In_university Library the concept of infoxmation marketing
pervades all facets of academic community to whom the LIBRARY
goods and services are rendered and it is rationale to employ
information marketing in university Library. The ten main reasons why
university libraries adopt the application of information marketing are :

1. To obtain increased operational efficiency
i To iﬁnprove the quality of library services
iil.  To provide innovative library services not yet possible
iX:..WTQ-f'??PrOVC library Iﬁanagem_ent
V. To improve physical and firancia] resources
vi.  To improve image of university library
viL.—To provide maximum satisfaction to library users
vili. To utilized marketing strategies and techniques in planned
manner for benefit of proper access and disseminate fheir'

~ information products/services

ix.  To promote its products/services
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x.  To introduce selling ideas.

4.3 LIBRARY PRODUCTS AND SERVICES :

Library arc place which collect, organize, provide and maintain
documents for a particular type of users. Depending upon its function,
service is based on demand and initiative of the users. In most of the
cases the service is confined to the document and not to the specific
piece of information. Library provides service to the user both in
anticipation as well as on demand. They also conduct retrospective
searches for the users. Bibliographies, current awarcness bulletins,

state-of-the art report and accession lists etc. are their main information

products.

4.3 LIBRARIES SERVES THE USERS BY DIFFERENT
SERVICES AND PRODUCTS SUCH AS:
Products :
- Handbooks.
- Bibliographies.
- Data Sheet.
- Current awarencess bulletin,
- Pedodicals.

- Abstracts.
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Services :

Indexes.
Newsletter.

Films.

__= Directories,

Translations

Thesauri.
~-Recommendations.

Correlations.

New acquisition lists.

Conference proceedings.

Consultation and advice.

P AR AR

o TS A AR 1
-

-

Avime

Replies to inquiries.
Referral.
M,Rctrospec':tive search.

SDI

Serves visitors.

--Conduct seminars and conferences.

Conduct research.

Translation services.

Crtical reviews.
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- Critical compilations.

4.5 THE MARKET OF LIBRARIES:
A market is a pub Library with which the Library service wishes

. to do some kind of exchange. The Library is offering the members the

- greater satisfaction of their constituents in exchange for the resources

to provide the satisfactions. So Library must know to which part of the
market they are aiming, what of each of its major markets, and then
design products to satisfy them. Library are not serviﬁg allmenand
never, in view of rapid change and declining resources it would be

possible in view to do so. Librarians/information specialists must

differentiate and carefully choose appropriate segments of each of their

various markets if they are to have any kind of impact in those

markets. Sometimes the non-user general public Library is the market-

of Library. So the concept of the target market and market

on strategies should be considered in relation to

and potential users of ‘the service.

segmentati those public

Library as well as to the real users
entation is to identify though members of the

s, so that the product

ale o~

The aim market segm

total marketing, which have similar characteristic

or service can be designed to attract them.
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4.6 DISTRIBUTION AND SALE OF LIBRARY PRODUCTS
AND SERVICES:

In an information system placed in a market-like environment
all of the economic and marketing implications of this environment
must be considered. However, unlike the situation in most marketing

env1ronments the distribution and sale of information products and

N e e e

services are interrelated and the functions involved in document

transfer may be performed in many ways.
One will be.faced with several decisions concerning marketing

of new services and modification of old. These decisions include
questions of pricing promotion and advertising policies, and channels

of distribution and must be based on considerations of cost, income
demand, and the effect of the decisions on other components of the
systern The adoption of marketing techniques in Library represents an
effort a1;1;e;1~;£‘50§anom modifying tradltlonal actlvmes developmg
strategies for change and preparing these organizations for future
trends. It implies satisfying the information needs of previously
identified users. The adoption of marketing techniques in Library

demands many management procedures such as analyzing and

identifying - the -market; defining market strategies to optimize
information use, and providing for interaction with productive sector.

Silveira is convinced that only in the context of these basic concepts
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‘can information exchange be initially encouraged where it does not
0

exit, and intensified where it is already taking place. Thesis m
‘ cans

making potential users more aware, having them become beneficiates

of the system, thus stimulating the use of the system by effective users

= 4.7 USER ORIENTED LIBRARY:

There is also a control element as management seeks 10

determine, if goals are being met, and such goals may be customer

satisfaction, high profits from high volume sales, and improved
own, and of

ctivity, of finding out and making kn

efficiency. This a
oods to the customer, is not

reducing the possibility of error in getting g
of library and information service

g approach, in being

just a suitable metaphor s: it is

information work and the marketin

inherent in
cularly valuable approach for

sively user-oriented, is 2 parti

inten
akes sense for libraries to know:

contemp.orary libraries. It m
Market characteristics.

_  Market segment.
Market research techniques.

What motivates the user

. The product and service cycle concept.
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4.8 EMPHASIS ON USERS’ SATISFACTION:

The administration of marketing-oriented libraries is a means of
guaranteeing user satisfaction that ultimately with contribute to the
development of the information sector as a whole. The adoption of
marketing techniques in demands many management procedures such
as analyzing and identifying the market defining market strategies t0
optimize information users and providing for interaction with the
plfodugch sector. Silver is convinced that only in the contest of these
basic concepts can information exchange be initially encouraged when
it does not exist, and intensified where it is already taking place. The

marketing means_making potential users more aware, having then
become beneficiaries of the system, thus stimulating the use of the
system by effective users. Marketing is more than creating an
awareness of a product or selling it. Marketing involves understanding

the role of the product and the needs of the user, defining the product

range and the needs of the user, defining the product range of the
p.roduyvc;;w(;r'é;ﬁinzaﬁon, identifying the optimum channels fér
distribution of thé product, stimulating repeat sales, creating
confidence and many other factors and all these are the functions of

Library.
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9 MARKETING FUNCTIONS OF LIBRARY:

Information is becomi
: ng more and essenti
S§ 1
- j al nowadays. No one
o without information and the i i
information m i
arketing is th
e
management functi i i
unction which organizes and di
es and directs all Li i
£ Jbrary business
activities i - | " )
ties involved in assessing and converting customer purcha
se
ower i ecti
power into effective demands for a specific information products or
service 1 i i
. and in moving the product or service to the revel customer to

achiev
-achieve the profit target on other objectives set by Library. From that it

‘may said that the marketing functions are:

(a) Evaluation (by market research and sales forecasting) and
exploitation of marketing opportunities.

(b) Formulation of marketing policies.
(c) Planning, design and control of the total " marketing
organization and specific campaigns.

n, in all its diverse forms.

(d) Sales promotio
market effort.

(¢) Budgetary control and costing of the
s and control of sales from those

® Measurement, analysi
functions.

g is an effective method of

the Library is operating, helpin

n, and it is also a

Marketin gathering information about

arket place within which
as well as service provisio

the m g it to

focus an service demand
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uscful means of promoting the Library service both to its potential

user-base and to its funding body.

4.9.1 MARKET SEGMENTS:

~It can be defined as® “by the process by which heterogeneous
market is subdivided on some common characteristics. Each segment
is homogeneous within itself and heterogeneous between scgmﬁm”3 in
other wards we can say it involves the identification and specification
of signification of significant groups with in the total market.

‘Segmentation of the library has special sections developed to
different types of users: childreﬁ, young adults; the handicapped,;
ethnic minorities. But some Library has taken this a step further by
actively targeting their services towards one or more of these groups.

Market segmentation is an important concept for the library

managers, making it more likely that products will be emi)hasizing
some needs and ignoring others. It is also possible to identify trends in
segments, which might not have been noticed; otherwise also it makes

the planning of the other elements of the marketing mix more effective.

4.9.2 SYMBIOSIS BETWEEN MARKETING AND LIBRARIES:
\ . ,
The basic element of a market is a seller, a buyer and a product,

which constitute a market. Similarly in library profession librarian can
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- product. The qualitie

FIJFTTITPIOY V4

be considered as seller, user as buyer and desired informatio
n as

s of a good shopkeepers is to possess attractive

personality, cheerful nature; good knowledge about the product,

encyclopedic memory, and ability to judge the psychology of

C e .
onsumner. if we compare these we will find a successful librarian must

have these qualities.

The principle of 4 P’s is important in marketing segmentation,

gmentation is a customer-

ide of

ie. People, Product, Price and Profit. Se

oriented strategy, which gives special emphasis on the demand s

the market. It recognizes that there is several demand schedules, each

demand schedule representing a group of buyer with similar needs. It is

a method for achieving maximum response from limited resources by

ous parts of the market. The beneﬁts from market

differencing varl

segmentations.are.

1. Market is in better posmons to located and compare

marketing opportunmes. Similarly a librarian is in a better

w the best use of information by group of

position to kno
users.

are fully understood, marke{ers can

2. When customer needs

effectively formulate and implement the m
ell aware W1th users need.

arket programmes.

Similarly 2 librarian can be very W
d commmucates the information n

He acquires, organizes an
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the way, which is most suitable to the users. TO know the

actual need of users a librarian can keep suggestions box at

the appropriate place in the library. He conducts orientation
courses, exhibitions and user’s survey (o know the actual

needs of the users.

3. Weakness and wastage can be overcome both by the

marketers are well as librarian. They can use the resources

more effectively by creating demand. A librarian displays

new_document in the display box, orgaxlizés library unit of

users, provides extension services to create user’s demand.

4.  Buyer is a person who is ready to open money for a product

or a service. In marketing study buyer behaviour is new field

of study. It can be defined as “a]] Psychological, Social and

Physical- behavior of potential customers as they become

aware of, evaluate, purchase consume and tell other price,

product and services.”

SRR

4.9.3 THE FOUR PS OF LIBRARY MARKETING:

In order to serve a market more effectively the LIBRARY

managers need to identify in relation to each of the marketing mix

elements those features, which will best satisfy that market.
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The first element of marketing lmix is the product, which means
any thing capable has satisfied a need, want or demand.

‘ The second element of the marketing mix involves ‘all aspect of
the distribution of the product on service concerned. This is a rather
complex element in the case of information services, distribution
covering thg entire concept of the access to the service. It includes; the

opening hours of the center its location, the rules for the lending of

documents, etc.

The third element is promotion. The main purpose of
promotional campaigns is to identify the information agency and its
products and services and to acquainf the prospective user with the

library records in meeting its commitments.

Andrea Dragon has attempted to illustrate how some _of the

techniques may be used in libraries. She concludes that Library can no

longer assume that the public library will continue to accept increases

in taxation for the support of libraries with no provisions for price. The

price is to be paid in information services, even where public library

bodies are concerned. Further more, many non-profit information

services, faced with ﬁnancial‘ con
g for some of their products. Weinstock aptly

straints have already adopted a public

library of chargin
gests that one of the major problems of marketing. information is

sug
e contributed by products and services to parent

the assessment of valu
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organizations. Kotler, on the other hand has asserted that “the first

thing an organization must decide in attempting the developing a price
or pricing police is the objective that it is trying to achieve.

Marketing communication, mainly advertising, constitutes the
last element in the marketing mix. Marketing communication is @
series of the techniques, often referred to as the communication in (x)
which makes it possible t(; maintain systematic contract with market
available. As lovelock and Weinberg point out, there is 2 certain
amount to confusion regarding the ingredients in the communication
mix.

There is no problem in relation to advertising, which is
undoubtedly the most visible component of marketing communication,
when it is defined as the entire range of techniques for direct
communication with the market. |

The term public relations cover the enﬁre range of techniques for
indirect communication with the market, it is important for non-profit
organizations as it enables them to acquire a sort of free advertising.
Other components of communication'_are what marketing specialists
refer to as promotional activities. Darmon defines them as
communication activities that do not fall into either of other two

categories. They are special activities organized in support of the

advertising effort and the sales force. In the business world this means
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petition, free gifls, frec samples, etc. In the information field these

techniques can be applied without modification or they can be adapted

to the context of non-profit organizations. It also means that it is

essential to understand customers’ motives and habits in order to

communicate properly with them.

4.9.4 An Important and Specialized Job:

People are the key to the effective functioning of any Library.
Library can have an excellent collection and a magnificent building,
but if it does not have a well-trained, competent staff, the patrons using

that Library may not be served effectively. One of the Library

managers most critical functions is thus to provide for and coordinate

the human resources of an organization. As Rensis Likert states, of all

the tasks of management, managing the human component is the

central and most important task because all else depends on how well it
is done.
The professional staff works at the predominantly intellectual

and no routine tasks, those requiring:

A special background and education on the basis of which

LIBRARY needs are identified. Problems are analyzed, goals are set,

and original and creative solutions are formulated for them, thereby

integrating  theory into practiéc, and planning, organizing,

communicating, and administering successfully programmes of service
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. g 1ans
to users of the Library materials and services. professional librariat

provide the specialized expertise needed to fulfill the information

needs of 'thé 11brary patrons.

Information marketing as a management philosophy, thus
1. Activism monitors to the needs of its customers (USers and non-

users);

2. Matches itself and its products or services with identified
customer needs SO as to satisfy them.

3. Subsequently makes itself known by communicating with
customers.

4. Finally, measures customer satisfaction in order to make any
necessary adjustments.

e S A A A o S B

4.10 Professionals Views on Specialization:

The treatment of staff as a separate component in the marketing
mix is relatively recent. Most marketing experts have long ago
recognized the importanpe of staff in marketing strategy. Théy were
previously ‘seen as part of another “P”, the communication mix. I do
can’t mean that the staff afe only thdse in direct contact with the
customers but it is possible to take the view that-all staff are involved
in the mar‘ket‘in”gv process, particularly in the marketing of services

where, as Leonard Berry Points out, it is performance that is being sold
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- the way customers view an org

rather than a physical and impersona.l product. In the information field

for example, performance is the product of the entire information chain

and not something supplied only by the staffs that come in contact with

the customers.
The marketing approach makes librarians and information

scientists more aware of the importance of taking the user and his
needs into account in the management of an information service. It also

provides them with a basic under-standing of strategic planning

essential to a modern manager.
Flipo adds that the need to take all staff into account reflects the

production and sales are not separate in the service sector as they are in
What is more, customers

manufacturing. They occur simultaneously.

roduction” as they interact with staff when they are

play a part in p
rtant factor in formulation of

several. Staffs are therefore a very 1mpo
marketing strategies.

The staff that come into contact
y in making them welcome. Hobson, Moran and

with customers naturally still

have a key role to pla

vens have shown how the front desk staff
anization. They point out that the staff

in Library can influence

Ste
s often oiﬂy'the users’ who come into contact with

on the loans desk 1
ary staff members are the

the Library. “For many Uusers, these Libr

personification of the Library.
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Other researchers have studied the relationship between

specialist staff and users. Information managers must therefore ensure
the perfect functioning of the organization in all matters relating to
staff. That means appropriate recruitment and staffing levels. In this
connection Berry makes the point that staff also represent a market t0
be conquered by the organization concerned. People now speak of
internal marketing. Competent staff must be attracted and retained in

the same way as customers. They must also be sufficiently numerous

to satisfy user needs.

4.12 Functions of Information Marketing Manéiger:
The efficient operation of any system, whether business oOr
information, is based on certain functions. At every level in an.
organization, manager is the key person who carries out the
assigned tasks to achieve a particular objective. Thus,
management of any system is done through key persons, called

managers, to be ‘successful, information marketing manager is

required to perform the following seven basic functions.

(a) Creating:
Creativeness is one of the vital functions of management. A

creative information-marketing manager can make the Library itself

creative, Through his creative approaches of logical thing, idea, linking
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and problem solving, he can create new and better markéting w f
ays o

achievi iecti : :
hieving objectives. Creative function adds innovation and
' ¢ anc

im : . i
provement in the marketing activities and procedures of the Libr
S > Library.

(b) Planning:

Planning is another important function of information

mana ' 3 ;
_ gement. Planning is a pre-determined course of action in terms of

thinking, predicting, analysis and control. Through planning, a good

information- :
tion-marketing manager can forecast the future environment in

terms : .
of manpower, finance, actions and other situations in which the

objectives must be accomplished. Planning activates actions, to avoid

future problems and crisis.

(c) Organizing:
Organizing is another basic function of management process.
uthority; power, accountability, responsibility

This function sets up 4
| structure. Through

ommunication flow in the organizationa

and ¢
ting 1S determined, in a logical way to

organizing, information marke

achieve the desired objectives.

(d) Motivating:
brary, staff

other function of management. In Li

of giving proper stimuli to
wards

Motivating is an

at all levels should be motivated by way
ired behaviour that leads to

them so as to achieve des

accomplishment of organizational marketing objectives.
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(e) Communicating:

‘ Commumcatmg is also an important element of the management
chain, Commumcatlon creates co-ordination and parthIPatlon in the
management.  Through communication information marketing
managers -transfer the messages, may it be facts, ideas, attitudes or

opinions in all directions, to all concerned executives and subordinates

to influence a particulars course of action to achieve a pre-plamled

common goal and objective.

(f) Controlling:

Controlling is yet another essential part of management.
Controlling is the process by which the management gauges the
progress of work against set targets, in in_foxmation marketing break-
even analysis, where profits or losses are measured at different volume
of sales. This concept in the form Q‘f_ cost-benefit analysis ‘can also be
profitably applied to a serve an organization ﬁke Library. Leadership
aim of information marketing manager also plays an important role in
controlling employee’s behaviour in an organization. He is required for

checking, regulation, and verification and overall supervision to

actions for achieving desired objectives.

(g) Decision making:
A good manager has to make effective decisions continuously at

all stages of creating, planning, ~organizing, motivating,
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" conveying the correct corporate messages, adapting se

communicating and controlling. Delay in decision-making
delays the achievement of planned objectives. Quick and proper
decision-making keeps the organization dynamic and moving

continuously forward towards the achievement of set goals.

4.13 DIFFERENT ROLE AT DIFFERENT LEVELS:

Top Library management is required to formulate a strategy and
manage the activities of marketing as a whole, as one of their main
tasks, giving clear directions to all concerned, At the same time they,

and the other staff, need to appreciate that they have to play an

~ important role in the strategic planning for the system. Local librarians

should see themselves as local sales managers and be concerned with
rvices to meet

local needs in agreed corporate arcas of development or concern;

ensuring effective distribution, and also. anal
can, of trends and needs in the local environment

yzing needs and being

aware, as only they

and doing all this activity as contributing to the overall objectives......

This -requires a management structure, which is flexible and

decentralized, and a management style, which r
throughout the organization. To achieve such

ecognizes the need for

participation and hearing
es, staff at all levels will have to take on respo

er to before in the vital area of the

attitud nsibilities which
they have not recognized hith
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Library relationship with its external environment and providing of

responsive services,

4.14 Difficulties of Marketing:

The difficulties that characterize the marketing of information
services are:

a)  Less knowledge or no knowledge at all of marketing by library
professionals. We are not clear of the needs & wants of our
users.

b)  The value of information products & services in any research &
development activity is difficult to judge.

¢)  Library professionals are not geared to the marketing strategies.
The library schools do not prepére them for the marketing
environment. |

d) The traditional role of librarians was passif/e. Library
professionals till nov;/ never reachéd out o the users. Promoting
library services is an unexplored area for them. |

e) The controversy that information should be treated as a
commodity or not is detrimental to marketing.

Itis thus~very important, to pre'pare the library personal to

overcome these difficulties for sustainable librarianship. They need to
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Inculcate a variety of skills to survive & sustain themselves in th
in the

competitive world of tomorrow.

4. 15 CONCLUSSION:
Thus the marketing experience of an organization cannot be

properly assessed without reference to the organization’s structure,
operations and external environment. According to Kotler Marketing
is to do with optimizing the quality of supplier receiver exchange by
matching the supplier’s capabilities and resources to the needs
expressed by the (potential) receiver marketing is sometimes

considered with various rather pejorative conrotations “huckstering”,

“profiteering” and “peddling”.
The concept of marketing in business administration .is a clear

and much broader concept. Several definition are available in the
standard literature of business administrations for instance, the
American Marketing Association Jefines marketing as consisting of

ess activities that direct the flow of goods and

the performance of busin
r. While such a definition

services from producer to consumer of use
iness context it is not broad enough for the

sounds precise in a bus
Library and information field.

At the heart of strate
oducts. There has been recently a gr
g is a subject of growing interest

gic management are matters concerning
markets and pr owing interest in

marketing amongst Library. Marketin
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to non-profit organizations gych as Library. By definition marketing
could be considered as a planned approach to identifying and gaining
the support of the users and thep developing appropriate services in a
manner, which benefits the users and furthers the aims and objectives
of the information centers, In ofther words, marketing serves as a
springboard to gaining new users, to serve better the existing users, to
develop new services and to initiate as well as sustain a meaningful
dialogue between the information centers and their users. However
there may be a danger in treating the marketing as yet another
technique, which will solve all our problems. There is even a greater
danger when marketing is imperfectly understood and is enwgaged as
merely a promotional activity. Marketing has certain limitations for the
non-profit organization but never-the less it can, like all other business
management concepts contribute a great deal to the solving some of
our problems prov1ded its base ideas are understood. Marketing is less

a matter to technique than .a comprehensive way of- looking at the

management of our services.
It is natural that information professionals and information

organizations are now becoming familiar with the concept of

marketing and are more and more convinced about the need to identify

their user groups. Marketing activities, ensure a more accurate
definitions of information needs, a closer match of the information
service to those needs, and a greater awareness on the part of the users,

and sponsors to the value of the service. It is useful to examine how the

126

(} Scanned with OKEN Scanner



_— e e

e Y Y YW W WU eweOVee

basic concepts of marketing are applied in practice for information
products and services being offered by Library and to study the
marketing approach, especially {he marketing strategies and practices,
of some of the information facilities in Jordan, The present study is a

step in this dircction and its findings are given in the chapters that

follow.
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CHAPTER-S5

EVALUATION OF MARKETING OF
INFORMATION INUNIVERSITY LIBRARIES

PART-A LIBRARIES
S.1 Introduction :

As has been mentioned in chap. 1, a questionnaire was issued to
the Librarians in University ﬁbrarjes of Maharashtra to collect data on
the existing situations and practices and the future planning with regard
the marketing of library products and services there. The data could be
made available by 7 (seven) respondent university libraries in
Maharashtra which from 100% of response to the questionnaire
circulated and through personal ‘vi.sits and personal interviews from the

librarians of the universities has been analyzed and interpréted mn the

paragraphs and tables that follows.
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~ Table 5.2 Collection of University Li'bﬁrries (Five Years)

Year SUL | PUL | NUL [ SUL [SNDTUL| AUL |SRT.UL
1999-00 | 768980 | 480560 | 428840 | 263225 330530 64730 52340
2000-01 | 776430 | 484110 | 429240 | 268625 335730 69430 53800
2001-02 | 784680 | 490260 | 429790 | 272325 340130 74630 60640
!
2002-03 | 794180 | 494760 | 430220 | 276825 344930 79330 65340
200304 | 802680 | 502010 | 430610 | 280703 350130 - | 84230 69840
;
1
|
!
1000000 |
800000 SRS s mBUL
& "l ; } mP.UL
0000 - —= % ONUL
400000 - —1HT A1 1| osuL
200000 - ‘ TRt g mSNDTUL
0 .‘ .1 4 l_ + ; 4 i B r§ ! ; BA-U'L
B l ' SRT.UL
199900 2000-01 200102 2002-03 200304 | ™

i
|
!
1

The Data collected (Table 52.) (?L shows that B.U.L- (Bombay

the collection ic. 8, 02680 and

University Library) has largest

SR.T.UL. has smallest collection of d;ocuments as newly established

i
i
i

University- ‘ A .
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Table ‘
ble 5.3 Growth of Collection on Books Year wise.
Year | BUL [ PUL | NUL | §0i |SNDT. | AUL |SRTUL
U i
1999-00 |~ 7040 5815 4700 4300 2300 | 3200 2170
2000-01 7450 3550 4200 | 5400 5200 4700 1460
2002-03 4500 4300 4500 4800 4700 4700
2003-04 | 8500 7250 3900 - 3900 5200 4900 4500
i
| 10000 —
el [EBUL
8000 — |mPuL
3 ! A
6000 1] (e LINUL
il i OSUL
4000 it ) 3; H SNDTUL
M 3’ ; 11 ‘ B
2000 -f it 8 EIAUL
- i B SRTUL
1999-00 2000-01 2001-02 2002-03 2003-04

Table No. 5.3 show that more collection of B.U.L. is increased

every year then P. U. L. and less collection increased in S.R.T.U.L.

In the all table

BUL= | Bombay University Library, Bombay
PUL= ' Pune University Library, Pune

NUL=  Nagpur University Library, Nagpur.
|' .
SUL= | Shivaji University Library, Kolhapur.

SNDTUL= Shreemati Nathibia Damodar

i

i

|
|
é
i

R

H
i

) e s o o,

AR AR A A A
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Thackersey, Women’s University

- Librﬂry,l Bombay.

R R
AUL= Amaravati University, Library,

|
Amaravati,

SRTUL= Swami Lamanand Tirth University

Library, Nanded

?

Table No. 5.4 Vivid Gaps in Your coliecﬁons.
|
BUL | PUL | NUL | SUL |SNDTL

- v

A.UL. |SRT.UL

Yes — — —

|

|

|

. -
o [kl i | 7

{

|
Table No. 5.4 shows that Am%lravati University Library and
Swami Ramanand Teerth University I:Jibrary has vivid gaps in their
collection. The vivid gaps in collectior also effect the marketing plan.

As some customer of the library not found their required
| ;

products/information.

3
3
!
|

|
1
|
|
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Table 5.5 Reasons for gaps in collections

Reasons

B.U.L.

P.U.L.

N.U.L.

S.U.L.

S.N.D.T.

U. L.

Reductions

of budget

Limitation

of Finance

A.U.L.

S.R.T.U.L.

Change in
Acquisition

Policy

Damaged

by fire

Other (Pls.

Specify)

Table No. 5.5 ,shojWS thajt‘ AUL: and S.‘R.T.U..have vivid gaps

in their collection limitation of finance are the reason for that.

|
|
fi.

Al

|
|
|
|
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Table No. 5.6 Budget of the University libraries (Five Years)

Y
ear | BUL | PUL | NUL | SUL | SNDT. | AUL |SRTUI

U. L.

199900 | 2.19.86000 | 5,10000 | 50,56000 | 4400000 | 3500000 | 30,00000 | 28,00000

2000 .
01 | 2,14,00000 | 7,29,000 | 42,91750 | 34,00000 | 45,00000 | 35,00000 | 14,00000

2001
02 | 2.2300000 | 9,25000 | 39,68000 | 45,00000 | 48,00000 | 27,00000 | 22,00000

200
2-03 | 2,2800000 | 8,35000 | 45,75000 39,00000 | 52,00000 | 32,00000 45,00000

27,00000

I

2003-04 | 2,40,00000 | 7,22000 | 48,38000 | 43,00000 49,00000 | 40,00000

Library budget is very essential component of ‘Marketing of

Information’ perhaps; there is no library or information centers that has

wrath of rising costs and shrinking budget in
get (1999-

managed to escape the

recent times. The information for university libraries for bud

2004) has been tabulated in Table No. 560 5.8.

Table No. 5.6 Shows that the B. U. L. has the largest budget 1.

2,4 crore for the year 2003-04 whefe PUL, NUL, SUL, AUL and

SRTUL has budget in lacs only. In five years budget, SRTUL got less

budget i.e. 2.7 Jacs only.
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Table 5.7 Source of Income. !

AUL | SRT.UL

Sources B.U.L. P.U.L. N.U.L. S.U.L. | S.N.D.T.
Agency U. L.

UGC grant — — — | 1500000 | — 327000 | 40,0000
Central - — Al _ e ara —
Govt.

State Govt. | 13434760 | 6919000 £ — — -

Membership | 182013 | 5000 | 222850 | — 19460 -
Fee & Fine :

Sale of pub. 16792 ] B K — — —

Donation 150000 o e — S A —_

i
Other (spl. Zi — | 10000 f4000000  — |- — —

grants)

Library fee S 80650 7_‘ S — — —

Table No. 5.7 shows that in current year (2003-04) only SUL.
AUL and SRTUL have got thq A'g_rant ffr'01.n‘. UGC where BUL & PUL
have getting the grant from state govt. only and BUL, PUL, NUL,
AUL have also some incbme from membership fee. SUL got é special
grant also i.e. 40 lacks. It has béen' obSérved that all university libraries

totally depend on allocated bufdget by university. The main funding

agencies are only state govt. |

i
i
i

12K

(} Scanned with OKEN Scanner



T .
§ Ve No. 5.8 Expenditure of University Libraries (Item wise)
| ise).

—

BUL | P.UL. | NUL. [ SUL.
U. UL [SNDT.[ A
b . UL [SRT.UL
L ‘ U.L.
Salary 14950140 | 6919000 [ — — | 1358680
Books 1999994 | 14 0 j
99849 | 34,83043 | 150000 | —
| | 44,00000 282500J
Other Reading | 6045787 | — 31585 | — | 3,000
matcrial X
B
indings 45815 | 250,000 | 70,390 | 75,000 | 80,000 | 60,000 2190 J
Maintains | 261494 | 15,0000 | 140180 | — | 50,000 20,000 | 25000 \
o |
urniture 169521 80,000 13600 | 20,000 - 80,7000J 50,000
Modemnization | 49030 | 95,0,0000 15825 | 50,000 | 100000 20,000
Automation | |
Others 69,1550 | 10,000 | 31580 5000 | 25000 | 20,000
Stationary |

Table no. 5.8 shows that most of the library spends their budget

the books and other reading material. Where AUL

ture, B.U.L. has spent Rs.

on purchasing of

spend their budget 1.e. 80.7 laces on -lfurm
64.1 lacs for modemizatiox.lv of the library. Except B.U.L., any

ot spent their budget on modernization

University library has D

t the marketmg plan user (customer)
out automation

~ wants their required inforrnation in mgmmum time with

it is not possible.

136

(} Scanned with OKEN Scanner



Table No. 5.9 Staff of University Libraries (Categories Wise)

S.RT.UL |
BUL | PUL [ NUL T sgi [ SNDT. | AUL | S
U. L.
Ad_______.—-—-———‘——'—__———-i
Highly 11 8 < 8 5 3 :
Professional
Professional 37 14 7 - 7 6 i
Semi 7 13 10 6 10 4 4
professional
Non- 55 12 42 13 5 7 8
Professional

With a view to know professional qualifications of library staff

the information regarding their qﬁﬁliﬁcaﬁ‘ons has been collected and

tabulated in the Table No. 5.9. 5
Table No. 5.9 shows that }only B.UL. has the largest highly

professional staff i.e. 11 then P.UL. & S.UL. SRT.U.L. has only 1

(one) highly professional. Most oﬂ the staff in university library is non-

professionals.

3 2 ‘i 4 3 2
s ALY (RN 31
-

— An:l <

L

s Al - A 4
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W W W W

: ‘} 4 Table No. 5.10 Growth of Membership.

Year | BU.L. - | r| A
P.UI NUL | SUL s.n.n:r.l AUL | SRT.UL
U.L
12906 7470 3200 2900 4200 2140 66.4
13490 8053 3125 3135 4225 2150 752
| 200102 | 12685 8135 3280 2950 4108 2050 740
200203 | 12840 7740 3300 3000 4300 2060 660
2003-04 | 12900 7900 3325 3040 4309 2020 700
MR
EBUL
] - EPUL
% § ONuI
??‘ it = i asuL
k : 2 EWSNDTUL
18 - ? ; —1 |BAUL
Rt | g -1 BWSRTUL
: ¥ : L
i 1999-00  2000-01  2001-02  2002-03 ~ 2003-04 ‘}

Table no. 5.10 shows that Bomba& University Library has the
largest no. of members i.e. 12900 in 2003-04 and Swami Ramanand
Teerth University Library has smallest noé of members. If, we compare
this table-to-table No. 5.6 (Budget tal;le) P.UL., SRT.UL and

SN.D.T.U.L.’s budget not increased whil¢ no. of users increased.

I
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T . . ‘
able No. 5.11 Libraries using Information Technology.

B.U.
UL | PUL | NuL | suL S.N.D.T. | A.UL. |SRT.UL

U. L.

B I A A A VTN VR IROVER VI B

No - » i '

The innovations of techﬁology need to be fully exploited by
university libraries to drive the }multiple' benefits. With a view to know
the use of information technology or computer for various sections and
services of library are tabulated [m table 'froin 511t05.16.

Table No. 5.11. shows that all University libraries are using the

Information technology in their operations. -
B _
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Table No. 5.11.1 Type of IT used in hbranes

[ it oea | moL | PUL N.UL. | §. fJ L | SND.T. | AUL |SRT.UL
U.L.
CD-ROM The. N N} N \ N
Online access N} N/ + V ~ N} \
f
Microfilm N N, N - < s =
Service ?
E- v oW N - v v -
Journals/Internet ‘
Others pl. — — - L - - T
specify

Table No. 5.11.1 shows that B.U.

L. has using the all information

technology in library as CD-ROM, A)nline access, microfilms and

Internet etc. Where AUL SUL and SRTU are usmg minimum

modern age.

140

expectations' also increased due to mtex;'-dl

L .
application of information technology any library cannot survive in the

|

1
|
|
|
|
i
T
|
l

"'Informatlon technology. As modem lage is IT age and user’ ’s
s01p11nary research. Without
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rawte IO 9.12 Furpose of using Information Technology 1t 1

collection control.

Collection | B.UL. | PUL | NUL | SUL |SNDT. | AUL |SRTUL

Central 0. L.

Acquisition N 3l \ il | 4 N \j

control

o I R T I R

Gg | g \/ v v | - —

Exchange

TR T R T I I R R

(Inter Lib.

Loan)

Other (PL. e e - - | - — -

Specify)

Table No. 5.12 shows that BUL PUL, NUL, SUL, SNDTUL,
have usmg the IT totally in collectlon control Where AUL & SRTUL |
using the IT only 1n Acqulsmon Wlth the apphcatlon of information

techn010gy in Acqulsmon secuon the work of ordering, duphcacy

check, accessmmng become fast

|
!
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" Table No. 5.13 Purpose of Using I.T. in Information Products

Information B.U.L. | P.UL | NUL. | SUL. | SN.D.T. | AUL |SRT.U.L
Products U. L.
Bibliographic \/ VJ \[ \/ \/ o —
Lists
Abstracts/Indexes N N \j \j N o —
Information N N N - J — pu
Bulletin
CAB Current \l \[ V . \l ‘l ‘\l ‘\/
Awareness ;
Bulletins
Cataloguing N J N - N _— -
cards
Directorics J J - | = J —_ -
Other (PL —_— — - . —— s —
Specify)
(Bio lists, Indexing/Abstracting, CAS,

The information products
Cataloguing card and directories can; be prepared automatically with
the application of computer. It is observed that except BUL and PUL
any university library have not using thJe LT. in fully in their products.

Table No. 5.13 shows that B.U.
in Bib.

L. & PUL have using the I.T. n

information  products L. List, Abstracting/indexing,
Information Bulletin, CAB, SDJ, Catalogue ¢

N U.L. S.U.L. and SNDTUL not using the LT. fully and A.U.L.

& SR.T.U.L. using the LT. in CAB/CAS only.

ard and in directories,

where
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Table No. 5.14 Purpose of using IT in user services.

I

User B.UL | PUL | NUL. | SUL |SNDT. ’;B.’ﬂ S.R.T.U.L.

Services U. L.

Online \j \J | _\! ‘/ | \/ - -

literature

research

Bibliography \/ \/ e ‘I — e
list '
Users is \j \J \j s —

training

Databases N| N, N N N ~ )

building , i

Others (Pl b = ‘ — _— —
Specify) ' '

{

The maiﬁ element. of any library is“usér as all activities of the
library prepared in keéping vwwpomt of the users. The application
directories/users not saﬁsﬁed that marketing of information products
services is impossible in librariejs. | :

Table No. 5.14 shows th_éf BUL & PUL using the I.T. Totally in
user services than N.U.L. a SUL -@d.SNDTm. Where AUL &

SRTUL using the L.T. in only Database bm'lding.
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Table No. 5.15. Using of I.T. in lcchméal Services.

——————

— i
chhn'cal B.U.L, P.Uo’h NuUuL. SnUJ'lh Sc N.D.T. A-II-[l. S,R.T,U.L
| i

V Services ! U, L.

Caloging | N | N N Y - | e -

and

Classification

Indexing N| \] -

Abstracting N| \ .\] ode uas

at B.U.L. & P.U.L. have using the 1.T. in
LUL,AUL.and

Table no 5.15 shows th

Technical services than N U.L. and S.U. L S.N.D.

SR.T.U.L. are not using the L.T. in their ’techmcal service. I observed

their, that, these university library is in upder process of using IT in

their sections. f

|
|
|
|
[
|
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Table No. 5.16 Using of IT in Marketing of Information

products/Services,

Services | B.UL. | puL | NyuL S.UL | SN.D.T. | AUL |SRT.UL

U. L.

Online e R Jns -—
. v N | -

search in
local

database

Online N| '\I o _ . o e
search in ' ‘

external |
database l

Marketing of .\[ —_ -d - -
Information
products

omes. | — | — | — | - | —
specify)

| |

Table No. 5.16 Shows thatBUL 'lising-fhat LT. in marketing of
information service/produéts in pnljne S_earéh of gxtenial database and
marketing of information products than PUL & N.U.L. Where S.UL,
SND.T.UL; AUL. & SRT.UL. are not using the LT. in marketing

of information services products.

145

(} Scanned with OKEN Scanner



. Table No. 5.17 Do you think 'marketing of Information

Services/Products should be introduced in university libraries

Services | B.UL. | PUL | NUL | SUL |SNDT. | AUL |SRT.UI

U. L.

ve |y | NN | NN Y]

—

No - e

Table No. 5.17. Show that all University libraries say that
marketing of information services/products should be introduced in
libraries.

Table No. 5.17.1 It yes, what extant is appropriate.

?
B.UL. | PUL | NUL | SUL |SNDT. AUL. |SRT.UL

U. L.

W W W WP W W O VYV WV W eV 3

: Appropriate

o | 4 | 4 |- b7

| artty - v A

Appropriate

- | Appropriate

Not —_

| 1do not A —

know |
I

]I WV W Vv ‘
vV U W W W X

O O w v v .
J W ow

|
|

P.U.L. says that marketing

Table no. 5.17.1 shows that BUL. &
re NUL,,

ce/products i highly appropriate, whe

of information servi
and SR.T.UL. says that Information

S.UL, SND.T.UL, AUL.
services marketing is partially appropriate.
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Table No. 5.18, Strategies used by the libraries

the marketing of Library products/service.

o g——————
Spo—— N ,--—‘——"’"l o
& No. Code Stntfl)‘ [LAEA N PUL N.ALL. 8.(.1. §.N.D. AAU'I' SR
T, U. 1. Ul
i ————
| A Personal v J | y r v v P
comact N - =
2 b Market J v r . - - ~
Survey
: ‘ ool v v 7
Questi ire v \J J J _/—‘-’——————_——
4 d | Feedback ' y " y
s, ¢ thf' (Pl. - - _ — — — B
- -) _‘-—-—'—‘—_.————‘

y evaluate

Table No. 5.18 shows that B.U.L., P.UL. and N.UL. are using

all strategy as a,b,c,d, where S.UL., SND.T., AUL. and S

R.T.UL.

are using only a,c,d, for evaluating the marketing of library products &

services. Before the application of marketing of information

products/services in library it is necessary to study the user and other

related thing.
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‘ | . ,

Table No. 5.19 Do you think cut through competition will tak
£

please among the libraries, If marketing Introduced

BUL | PUL | NUL | SUL |SNDT. | AUL |SRT.UI
U. L.
Yes J Il vl vl v v =1 -
No N
- - + - \ +

.the application of marketing competition will

Table No. 5.19 described that all university libraries think with
take place among the

libraries except AUL & SRTUL.

Table No. 20 Do you think any ¢ Written policy’ for

marketing is essential. | ;

BUL | PUL NUL | SDL |SNDT. | AUL SRT.UL
UL
__.’———-_'_,_———-___..————___..-—-——__'————-_____—-—-—-
Yes \’ | N A < N, N
| |

* «yritten policy’ on m

Yo - | - L_;:,_L_;,L,,,L,L—L—l-—

Table No. 5.20 shows that all iunivcrsi@y ibraries think there
cy’ of marketing 18 essentials. It 1S observed

should be a ‘written poli
university library does no

B.U.L. and p.UL. any

t have any

that except
arketing.
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? Table No. 5.21 Do you think marketing will effect the image of

| library.
BUL | PUL | NUL | SUL [SNDT | AUL |SRTUL
u. L.
" ,
- VoI v \ \
No _— — ___- _ . - -

Table No. 5.21. Shows that all university libraries think that

marketing will affect the image of library.
Table No. 5.21.1 If yes marketing will effect the image of

library.

BUL | PUL | NUL ‘S.UL. {SND.T. | AUL |SRT.UL
U. L.

Seaghen |y |y | N[V [V

Poor — - - | - — — —

No change — - — el e - -

I do not know —_ —_ — —_ e - —

l
Table 5.21. Shows that all university libraries thinks that

application of marketing will be sﬁéngthen the image of the library.

0
i
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ble No. 5.22 Library SeWiCCS/PFOdUCtS Marketed are liked by

libraries.

S.No. | Code Services ‘ Fércc A For Foos 7
1, a |[CAS. o I7 100 0 5
2, b |SD.L . ’5 1.4 2 795
3. c | Translation Services fo 0 7 100
4, d | Indexing Services 4 571 3 118
0 e | News papers clipping services : 7 100 0 0
6. f | Abstracting services 12 28.5 5 71.4
7. g CD-Rom Search ' '4 57.1 3 | 42.8
8 | h On-line access | 147 100 0 0
9. i Internet access ‘ 4 57,1 3 42,8
10. j Repackaging information : J 1 14 6 85
11 bk 'Ichrographic services — 0 0 7 100
12. 1 Orientation services 7 100 0 0
13. m Tfainjng coursé of information | ' 7 100 0 0
technology |
14 | n | Bibliographic Service E 0 7 100
15, o | Patent information services .; 2 | 285 -5 714
16. | p | Reference Services | 7 100 . e
17. | q Inter Library Ldan i 2 285 1 2 _ s
18, |t | User alert Services T e ; ;
) —Commercial_ iatellgence &[] 2 285 | S 714
-t Information - . - ,
20 t :::anue search. - ——-7" 100 --T-_____(_).—-
' . T3 | 428
21. 3| Circulating ~ of periodicals 4 i
contents. 4—/‘__5’_—3?5—_’___5’_,___7_17,—
2. v Standards Informatmf/ _‘_-__ -’:__‘___-:___‘___:_,
23. w | Other (pls. Specify) _/__;L——________________._____—-—
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Table no. 5.22 shows thaf i)réferénccs of likeness the marketing

of infoxmation services/products in % (for free and for feeé). The Table

5.22 1s also described in the furthef table No, 5.22.1 in abstract form.

Table No. 5.22.1 Library services/products marketed are like by

the libraries.

Free = For Fee
S.No. Type of % of Info. ‘ N'o‘ot" . 9 Type of % of Infor. | No of serv./
Infor. serv./prod. Infor. prod.
serv./pro. I serv./pro.
1 OK)H) 0tol0 3 @@©®) 0to10 8
Om@) ()
®
2 @ 11020 ; 1 T 1120 —
3| D)@ 21t030 ; 5 "~ (b) 21t030 1
4 = 31t040 it = [ 340 -
5 = 716050 oy @@O@ | 411050 1
6§ | @@OW | Sl - | - 4 = 311060 m
7 = 61t070 , = = 61t070 -
LLS ®) 711080 _ 1 OO@S)™) | 71to80 5
9 - 811090 ‘ HOE 811090 1
0 | @en 51-100 3 ©@@® | 91-100 3
(d)(m)(p)
nm
!
|
151
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Further the table no. 5 22 1 shoWs that preference of likeness of

. total (23) no. of information. services & products (free and for fee) are -

~marketing by them. \‘l
Due to the lack of space in table, these are indicated through first

twenty-three English lower alphabets ?la to w” in ascending order and

detaﬂ of each library and information i)roducts has been given below.

- The data has been analyzed and_tabul_até;d in table 5.22.

Where as a=C.A.S., b=S.D.L, | c=Tr§1nslation Services, d=Indexing

services, e=News paper clipping services, f=Abstracting services

g=CD-Rom  Search, h=On-line ‘access, I=Internet  access,

J‘Repackagmg mformatlon k——Reprographlc Services, l=Orientat10n.

~ services, m——Trammg course 'cf)f mformatlon technology,

_ _ .
n=Bibliographic Services, o-—Patent mformatlon Services, p Referenc

mce s—Comrnerclal
. ,Semces q—Inter library loan rUser alert se

atlon t*therature search u=Circulating .

; mtelhgence & market I.nform

= 1
of penodlcals contents, v—Standard information, w=Other (pls.

Specify).

19
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Table No. 5.23 Please tick in the fron

products by your library for the user.

¢ of offered !

. nformation

No. | Code Services fees o
L__—1 | 28.5
1. a | Directorics 4 5 71.4 2 | 48
| ——15 |714
2. b | Information Bulletin 7285 | 3 7
| L——" | O
3. ¢ | News Bulletin i — | 100 0 |-
| — —5 | 714
4. d | Indexes 2 28.5
—— —5 | 714
5. e | Abstracts lists 2 28.5
' 12 | 285
6. f | Data Analysis Statistics - 5 |74 2
7. g | Bibliographic list | 2 28.
| L5 0
8. h | New Addition list ' 7 100 0
9, i | Bulletin of current awareness ! : 7 | 100 0 0
10. j | Print out of selective dissemination of O. 0 7 100
information ?
11. k| Results of computerization future research 2 28.5 5 | 714
2. | 1 | Films ' T 1141 ] 6 |85
13. Other products (pls. Specify) | - - nee -

In table no. 5.23

o

bulletin, d=Indexes, e-—Abstracts hsts

g=Bibliographic list,

awareness,

k—Results of computenzatlon

products.

a—dlrectones b-1nformat10n bulletm, C=NEWS

f=Data ana1y51s statistics,

h=New iaddmon lists, i=Bulletin of Cunent

—Pnntout of Selectlve Dlssemmatlon of Informatlon

1872 -

future’ ‘rese_arch,

i=films, m=other
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 indicated in English lower alphabets a to m.

L}

Due to the lack of space is table information services/products is

products by the university library.

Table 5.23.1 Future table 23.1 shows the % of the offered information

Free , For Fee
SNo. | Typeof | %ofinfo. | Noofscrv/prod. | Typeof | %of Infor. | Noof serv./
Infor. Infor. prod.
serv./pro. serv./pro.
1 10) 0 tol0 1 (© M) @ |O0tol0 3
2 | 111020 1 e 11-20 -
3 [®d)e) | 21t030 5 - 211030 2
| @®
4 |- 31to40 - @ ® 3 1io40 -
S - 41to50 - - 41to50 .
6 |- 51060 | - - 51060 -
7 |- 61070 - - | 61070 -
g (@0 711080 2 ©)@© | 71080 5
&)k)
9 |- 811090 - ) 81t090 1
10. | © Q) 91 to 100 3 ) 91 to 100 1

1A
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Table No. 5.24. Alreaﬁy marketing  the information

services/product by university libraries.

e
B.UL. | P.UL. | NUL. | S.UL. |SND.T. AUL. | SRT.UL
U. L.
X NI I IO VI O B O I
1 ,
e - | - |-l -] =1=1

Table No. 5.24 shows that all university libraries already started

the marketing of information services/products. It is observed that

NUL, SNDTUL, AUL and SRTUL not started the market of

information products semces

Table No. 5.24.1, If yes, you are marketmg in through

B.U.L. | P.U.L. -ﬁ.U;L; SUL | sND.T. | AUL |SRT.UL
) I U.L.
Whole Sale A . gy — o e .
1
distributor
Retailer i — — — - - —
b | v | N |1V ] V]
customer i 5 ‘
ow that all the university libraries are
Table no. 5.24.1 Sh; . s

marketing through direct to cystomer.
: ; |
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Table No. 5.24.2 having the written statement of marketing policy

by university libraries.

B.UnL PoUoL- NlUnLo SoUoL‘ SuN-DoT- AanL. S.RT-U.L l
U. L.

Yes \/ \/ — - - - pe

No — - — — —

Table No. 5.24.2 Show that BUL. & P.UL. have only the written

statement of marketihg policy.

Table No. 5.24.3 Basis for pricing Eo,f information services/products

by university libraries.

Basis of B.UL | PUL | NUL. | SUL. | SND.T. | AUL |SRT.UL

pricing U. L.

Toeamprofit [ -/ v e =

To recover — 1 \f Y
only the ' '
overhead cost

To recover —_
the full actual
‘| costs

Othcr (pls. .
Specify).
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As NUL, SUL and SNDTUL adopt the
~overhead cost’ because cost spent on informati

ar
marketing of ILL, which requires postal ch

the two umversities is

b
charges is justifies. To earn profit as Opted’ y

not justified. (BUL. &PUL.

The table no. 5.24.3 shows that

of eam pfoﬁt and the purpose of
is

pricing the mformatlon marketS' , e g
dthe p o
NUL & SUL is to recover the overhead cost only. And ¢

AUL & SRTUL is to recover the full actual cost
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: “ Table no. 5.25 Promotional activities organize by the libraries' for

marketing their services/products.

Activities | B.U.L. | P.UL | NUL | SUL |SNDT. | AUL |SRT.UL
U. L.
Persona Y RN A L T I
| contact .
Exhibitions \/ \/ \! \[ \] . \] <
o Y R A N R O
Advertisement \I - | - — s — —
Sample matter — \l N} 4 — + —
Brochure — - e \] —_ -
Poster —_ - —_ e i R —
Demonstrators — —_ < A — N} —
| Other (Pls. — EE L= = C— - —
Specify) - : N

Table no. 5.25 shows that all university libraries want to use all
promotional activities wheré broacher, demonstrator and poster are in

less use for promotional the marketing the their information services

products.
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Table No. 5.26 Reasons of failure of marketing information

services/production library.

| S Reasons No. of %
No. | Code Response
1. a | Lack of trained professional man power 5 71.4
2. b | The idea is not welcome by the 1 14.2
librarians |
3. c The idea is not welcome by the uﬁers 7 100
4. d Charging for library & information 2 28.4
services/products 'clb_ps‘titutes a Dilemma
for l_ibrarian.. i
L e | Users are reluctaﬁt to béy foos 6 85.7
6. f Policy decisions to,‘ provided free use of 4 "~ 57.14
information. o] | |
I g | Limitation of budgét. 5 71.4
8. h | Inability to reacﬁ a sufficient ﬁumber off| 1 142
L users. . |
9. 1 Not enough awaréneés oi_‘ .imﬁcénance of 2 28.4
the information bly;thé ;iséfs_.
10. J Not enough positive response by the 4 - 574
general adnﬁnistratjtion. ' .
“.' Other reasons. (pl;;s. Specify’). : s —

|
i

o1l
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To identify the factors/reasons responsible for failure of

 marketing of information services/products in university library,

. questions were formulated to know the library staff point of view about

 the reasons why university is being able to implement the effective

o ‘_ marketing programme. The data collected has been analyzed in table

Table No. 5.26, shows that the largest reason of failure of

:;hlarketing the information services/products is 2 (c) idea is not

(a) lack of train professional manpower

welcomed by the users, than

then (g) limitation of budget, than (j) not enough positive response by

of the institute.

T -

- the general administration & () Policy
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urse/seminars “on
The libraries attend table NQ- 5.27 Thé o

marketing information products services:
— | gND.T. | AUL |SRT.UL

B.UL | PUL | NUL | SUL

i Vv T

No i — — | -
_‘_______.—-—JL_————'

th
Table no. 5.27 show that only BUL PUL, NUL staff attended b

training course on Information service/products marketing. Traimning is .

an important part of marketing only skillful and trained. personnel can -

educate or nnpart trammg course on marketmg

Table No. 5.27.1 Attendance or studymg was affected on startmg o

for marketing operatlon of l_lbrarles. :

B.U.L | P.UL. | NUL. | S.U.L S.ND.T. | A.UL |SRTUL

U. L.

Yes N \ \ - .' o

Table No. 27.1 shows that BUL PUL and NUL’s Staff is

affected after gettmg the trammg
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- '.:_:"5‘Table No. 5.28 Opinion whether marketing of information should

~ beintroduced after the application of L.T.

B.U.L. P.U.L. N.U.L. A S.U.L. S.N.D.T. | AULL. | S.RT.UL
U. L.
Yo J ol oA de |~ e
v |
No = | = | = =y ] 4} o

Table no. 5.28 show that BUL, PUL, PUL, and SUL think that
marketing of information services/products is introduced after the
application of 1.T., where SNDTUL, AUL and SRTUL’s answer is in
no. After application of .»I,.T. in libraries application the marketing in

libraries will be effective.

 1en ' l
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s ale .NO' 5.29 Opinion about: .the failure of Information

Service/products marketing;

S.No. | Code Opinion Agrce | % | Disagree | %
L a | Lack of library grant 6 85 1 14.2
e b | Lack of adequate provision for|{ 6 85 1 14.2

recurring funds
3. ¢ | Lack of interest in library professional 0 0 7 Hy
4, d Lack of support from ' university [ 6 85 1 14.2
authority | N
5. e | Lack of scope for llbrary professwnal 1 ‘ 14.2 6 85
6. f |Lack of initiative 0 0 7 100
professionél
7. g | Fear of modern informatic;n technol‘o'g;y..- 6 85 1 ‘ 142

Table no. 5.29 shows that mt)st of libraries having the is

opinions on the faﬂure of marketmg on as (a) lack of 11bra1y grant

(85%) (b) Lack of adequate prowsmn of recurring grant (85%) fear of

modern LT. (85%) dlsagree on the opmlon as (c) lack of interest of

library information (85%) and (f) lack of scope for hbrary professional

(85%).
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“PART-B

DATA ANALYSIS -TARGET USER GROUP

Use.r Study :

User studies are analyzed, different aspects emerge such as : the
literature use, library collection use, information behaviour,
infonpation needs, wants, demands, requirements and scientific
communication. Each aspect of these can study in different methods.
The common factor amohg the typés of study is the user who is the
core of this information system and his satisfaction is the ultimate goal

of the systems analysts and designers.

User’s Needs :

There i1s a strong empha51s on users needs and knowing what
" these needs are. The most rule of marketmg must be known those
whom you are trying to serve. Indeed one of the priority attributes of

those engaged in providing information services must be the ability to

enable uses to feel comfortable and the ability to draw out from then
their real needs because one of the primary goals of almost every
libraries, whether stated explicitly or not, is the satisfaction of its

client’s informatiori needs. According to Gamfield, “Information is the

164
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key to individual and personnel survival... One of the major problems
of most information services, and probably the major problem, is the
ratio between potential users and actual users, which is usually heavily

weighted towards the former.

The User’s Approach :

The users different approaches to meet information requirements
are current approach, everyday approach, exhaustive approach and
catching up or brushing up approach. The current approach is that user
want to keep ‘abreast of the nascé_ﬁt »developments in his field of
interest. Information. needs for various users have to be well
understood for a good sy'stefn design. The information needs vary
between users and clear understanding for their roles and functions in
relation to type of information required is a must for good.
Management Infonnatidn system, It is only when information needs
are well understood that it is possiblé to organize the same and

improve the process of decision-making.

The data :
As has been mentioned in chapter-1 another questionnaire (the

second one) was issued to the ‘users of concemed libraries in
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Maharashtra. The questionnaire was issued direct to the users of 70 t
_ 0
collect the data on user’s points on the libraries’s information products

and services and their attitude towards the charging of fees for the

products/services offered by the university libraries, which they are

~ using for their information needs. The data could be thus be collected

responding from users of seven university libraries which forms
420(85.7%) of response out of 490 users and through personal visit and
personal interview also held with users selected and available for the

purpose, has been analyzed and interpreted in the tables and paragraphs

that follows :--
Table 5.30 Total Responds
No. of questionnaire - No of questionnaire %
Gistributed | Retumed
490 T 420 85.7

‘Table no. 5.30 mdlcates that total response from different

category of user 85.7% Wthh is quite a good response for the study.

166
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Table No. 5.31 Status of the user
/W Total

SNo.| Status |B.U.L.|P.UL.|NUL. |SUL | SNDT. A.U.L.
U. L.
'—____—_——J———“‘—-
T 27 216
IT Students 24 36 30 33 6 | 7 |
— | 118
Iz, Teachers 25 15 | 21 15 12 15 ,L,_J
' 09 09 59
{? Researcher | 05 9 09 09 0w | ¥ |
, : 27
4 Others 6 - " 03 03 L _’__02__, o
- 20
ls. | Toml 6 | 6 | 60 | 60 6 | & . 4
- |
[ 288 , I aeR |
| 350 ————  f] [PStudents
| 300 " N1 |®Teachers
| 20 - Bl |OResear cher
! ‘1238 g OChters
i ]
-1 100 Tot al
| 50] - f B i :«-
| 0
| VoV AV WY Vv \‘Z}.
[ OY OY O 07V D707 K0
| @ RT N T Vv A
| 69. o)
i S
[

Table 5.31 shows that must of the user (which responded) is

students i.e. 216 than teacher 118, than Reseamher, 59;‘ and other oniy

27.
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eS.32 Ranking of users of libraries as per their age
groups.

. 5.32. As majorl

| S. No. Age groups of users Fr
| T Toss than 30 years 108 s, 7 ;
.‘ 2, 30 to 40 years 105 ;71
i 3. 40 to 50 years ‘ 80 19.04
14 50 to 60 years | 70 16.6
5. |60 and above » 57 13.5
Total 420 100

The age of the users has influenced over the library use. It has

been observed that young -'peoplé may show less reservation for

ney for what they get ﬁdm the libraries than the older

spending mo
has been identified in the above

people. Hence the age factor table no.
ty of users, 'Wh,ich studied, is younger is less than 30
year 108 (25 111%) only 57 user (13.5%) is old as above 60 years.

Via
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ifica
ducation qunllﬁcz

tions.

Table No. 5.33 users as per their ¢ I Mc_}_;__
T frequen
| S. No. | Ollnlif'C""""“ D
e ———— 98
1. U.G.
e 1128
2. P.G. /‘W’
3. M. Phil. .
L
68
4. Ph. D.
— |46
5. Others
0
| Total 42

The table no. 5.33 ihdicates that larger no. of the user of 128 '.§"

(30.4%) held post-graduate degree The. U G. belong user of
whereas the other users less then U. G. is 46(10 9%) only The Ph. D

holder 68 (16.19%) and M. Pth users are 80 (19.04%).

98(23 3%)

A
S

P4
o8
b
el
)

e ]
T

20|

=

|

2]

1<)
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0. 5.34 Sex Groups of the Users.

Sex Groups of Users Frequency | %
(1]
Male
280 66.6
Female 140 | |
33.3 |
Tota
| Total 120 100

Table 5.34 shows that the .larger group of user is male 280

%). Female users is 140 (33.3%). As male and female create

ent types of pattern of library use. The female groups get much

time after attending to their domestic family, social and other

obligation to make full use of the library. It has been observed

are much time completed by their

. Male groups on the other hand

the librafy products/services.

b requirements t0 use
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Table No. 5.35 Users as per their area of specialization.

IR ———
[ S. No. Area of specialization | Frequency %o
—________——-‘
1. | Social Science ~{40 | 333
2. | Humanities 60 | 38
I ——— L, v
3. | Pure Science 100 23.8
4. | Any other (pl. specify) 20 4.7
Total 420 100
;‘
' 200
i [@msoci al Science
| 150
: mMHumani ties
- 100 HE
50 - OPure Science
' OAny other (Spl.
0 i coael )
4

Table No. 5.35 shows mostly users belongs to humanities 160

(38%). 140 (33.3%) user related to social science and 100 (23.8%) user

belong to pure science. Only 20 (4.

CATL

7%) user belong to other categories.
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: (ﬂ‘j"«Table No. 5.36 Visit of the user to libraries.

S. No. Visits of the users Frequency \ j
i . |Daily 190 \45 2 j
e —
| 2. Twice in a week 100 \23 8 \
i
3 Thrice in a week - 90 \ 21.42
4. Occasionally 30 100
Total 420 100

Table No. 5.35 shows that 190 (45.2%) user visit the (45.2%) user visit

~  the hibrary daily only 30 (7.1%) user visit the library occasionally.
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Table No. 5.37 Reasonsﬂfi‘s/__T
; —7 ipraries
—Universitics Ll?i/”/mj__——-——s'nl

r' / S.N.D.
JL‘
s 5UL ] P.UL wuL] SY T.U.L. v
No Reasons ,
10
B cElE
I | No current | 03| 04 02
| — 11
awareness B r o 03
02 _

2. |No specific | 00

information in

field ' _()Z/—()T—’J ~ =
3. | Not time to use | 04 04 03
library .
3 | 04 07 05
4. | Little knowledge | 03 02 05
of Lib. Collection | . _ . ;
' ' 05 06
5. | Undeveloped 02 01 {03 02 03
information ;
product/services : »
6. | Others 00 01 00 01 |01 02 103
Total 2 |14 @ |15 |2 37 39

S

Table no. 5.37 shows that,‘the largest no. of users whose not
satisfied from SRTUL & AUL i.e. 39 &”-37 reasons are no current
awareness and no specific information in fhe field. In BUL only 12
users respond against thefunsat.isfactione‘s‘s." It i.s 6bserved that SRTUL
& AUL has vivid gaps in theif.cc;lledtion énd ére not using cdmputer

(fully) in their observations.
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| 'rable no. 5.38 Purpose for using the libraries.

"I'.';f"}s‘.No. Purposes Frequency | % ]

;   1.‘ Current Awareness and to keep up-to- 300 71.4
date.

- 42 To Find specific information in your 320 76.1

field of interest.

- S, To read news papers 250 59.5
) 14 To meet other colleagues 050 11.9
3. To study 308 73.3
16 To Photocopy the periodicals articles 160 38.0
7. To use microforms. 30 7.1
8. Other (pls. Specify) 20 4.76
t the library for to

Table no. 5.38 shows that most of the user visi

| find the special information in their field i.e. 320 (76.1%) 308 (73.3%)
ibrary for to study. 300 (7 1.4%) users visit the library

%) user visit the library for reading

otocopy purpose only.
| fields

users visit the 1
news

for keep up to date. 250 (59.5
%) visit the library for ph

papers only. 160 (38.1
-up to data in al

It is observed that modern USErs want to keep

themselves.
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) £ information
Table 539 User’s response against marketing 0 |

services/products introduces in library.

]
ency | 7o
S.No. Response Freqt
160|381
1. Yes
| —— 1719 |
2. |No 260
Total — @ |
ota
IR e

i d that |
Table no. 5.39 shows that only 160 (38%) users respon g |

: d in libraries. It
marketing of information services/products introduced 10 lib

g iac gg. ame
has been observed that users want free use of libraries @s they bec

habitual. But the users may be trained on ‘value of information cqncept

b

etc.

i e DL o 0 T S0 Tk R DA S ) R s
i A e e S A AN S St A E AT Aot P o T
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 Table no. 5.39.1 User’s response against marketing of informati
ation

services/products what extant is appropriate.

.No. Appropriate Frequency [ %
Highly Appropriate 40 75
Partially Appropriate 120 75
No Appropriate -- -

I do not know = -
Total R 160 [100

Table 5.39.1 shows that 45 users out of 160 (25%) says that

malfketing of information services/products in libraries is highly

'ap_pr'opriate. 120 (75%) Says that marketing of information

~ services/products is partially appropriate.
Table No. 5.40 User’s fesponse égainst image of library effected in

- marketing introduced to in it. £

S.No. | Image of Libfary Frequency | %
1. Yes 180 42.8
2. No _ 240 57.1
Total 420 100
e :
Table no. 5.40 shows that 42.8% users say that the image of

rmation services/products

affected if marketing of info
7.1%) is in no.

‘library will be
¢ answer of 240 users (

introduced in library. Th

176
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. ill be.
Table No. 5.40.1 If yes image of librar¥ wi

Frequency | % |
S.No. Responses _ |
. R T i T3 T
1. Strengthen s | ' g
il . —T70 |11
2. Poor I _ 8
3 No change. I '.ﬁ-
__—— o0 0
4, I do not know _
_—1180 100
Total |
. -

Table No. 5.40.1 indicafes that 160 (88.8%) users S$ays that

library image will be strengthen if marketin

o
services/products -introduced in hbranes Only 20 users 1.e. (11. 1%

says that hbrary 1mage wﬂl be poor and marketmg of mformauon

services/products introduced mhbranes.
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'.,.'._"":.Tnble No. 5.41 Reasons are i

. 5. s responsible behi :

marketing of information (User’s opinion) nd the failure of
}S_.No. Code Reasons Frequency | %

] (/]

1 |a Lack of trained professional man 100 23.8

power

' ;32' b The idea is not welcome by the 50 11.9

. librarians
| 3 |c Library is not fully automated 180 42.8
o 4 d Users are reluctant to pay fees. 200 47.6

. |e Services of library is not up-to- 250 59.5

date

f E-Journals/Internet-access ~ are 180 42.8

not available.

*Multiple responses t0 the questions

Table No. 5.41 shows that most of the user have opinions

rmation services/products e)

reparding the failure of marketing of info

Semce of library is not up-to date 250 (59.5%) than d) users are

fees 200(47.6%) than (c&f) library is not fully

" reluctant to pay

'automated 180 (42.8%) and e-joumals/internet access are not available

180 (42.8%). As already studics in questionnaires of lpraries 2 only
UL, PU) (c and f) staff aten

er also observed this.

' two libraries (B ded the course/training on

marketing in the above table us
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Table No. 5.42 Marketing of Information services products

introduced after the application of LT, (user’s response)

S. No. Reasons Frequency | %
1. Yes | e 360 857
2. No | T 60 14.2

Total - R 420 100

Table 5.42 shows that 360 (85..7%)-users says that marketing of
nformation services products should be infroducéd in library after the
application of L.T. only 60 (14.2%) user’s answer is in no. If products/
_services not equipped with IT than the application of marketing is not

possible so, user’s response 360(85.7%) is quite justified.
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Table No. 5.43 Opinions of user about library collection.

Shi : - Collection of ‘Very Good Good Pood }
No Library
b Freq. % Freq. % Freq. \
1 a [ Books 100 238 |80 19 240 57.1 J
[2 [ © | Periodicals 260 619 |120 285 |40 9.5 J
3 ¢ | Micro films 200 476 | 100 [238 120 53.54\
d | Micro fiches 280 66.6 |100 |23.8 |40 9.5 J
e | Text books 100 23.8 |80 19 240 57.1‘\
T | Refercnoe book {280  |666 |140 [333 |0
g | Indian collection o0 [214 |130_ 309 |200 47.6‘!
h | Foreign collectlon ‘200 g 47 6 130 30.9 . 90 21.4J

. Multlple responses to the questions. -
Table no. 5 43 Shows that 280 (66 6%) user says that Ref. Books &
micro film are in V. good condltlons 260 (61.9%) user responded that
periodicals are also in very good condmons whereas 240 (57.1%) user

‘ reSponded that books & text books are in poor conditions. User also
TGSponded that foreign - collectlon is i V. ‘good conditions 1n

,combaﬁson of Indian collection.-
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Table No. 5.44 Opinion about library staff (User’s Response)-
%

[S.No. | Code Opinions Freq. |

L. 2 | They are just a receptionist/clerk. ‘———JW’ 428

2 b [Their job is to issuc and return the | 260 61.9

: reading material.
3. ¢ | They should be highly qualified to take | 260 61.9
care of interest of the records.
4, 4| There should qualitatively match with |290 | 690
| the readers requirement. _

5. ¢ | They should do qualitative work atall. [270 64.2
6. T [ Any other. (Pls. Specify) _ 20 4.7

* Multiple responses to the questions

Table No. 5.44 ‘indicates that 290(69%) users respondent that
library staff should bé qualitative ma’téh with readers requirements
260(61.9%) users opiﬁion that"lib"rai’y staﬂ»'fshould be highly qualified
and their job is oniy A_to. iésue_r—fetum réading_ materials. 180(42.8%)
user’s opﬁﬁon about library staff ..is,that\ fhere are Just like a Clark.
270(64.2%) users says that ljbrary.- staﬁ Shmﬂd be do qualitativé work
at all. It is observed thét user think high~1y‘ qualified meaning as not

trained in marketing of information/services.
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le No. 5.45 User’s opinion about library services

~' 'No. Code Opinion F
1L a | Improve the quality of service, 30 i B P
| 0 71
‘ 2. b | Detroit the quality. 6 ’
et - 0
o | 14,2
: o | No changes in the quality of the services |40
9.9
d | Do no know. 20
4,7
420 100

Total

hould
be unproved Only 40 (9. 5%) say that there should be no

"jrchange in the quality of services.
}lble No. 5.46 Basis for prices of information products (User’s

f&iponse). '
Code Basis [ Freq. | %
L. a | No profitno loss - , 260 61.9
20 4.7

b At IO_SL/___,_____——T
: At“ 20 |28
e Idonotkmow - 4.7
e —Ta20 |10
ws that 260 (61.9%) users Say that prices of

s will on the basis
says that prices

the basis of at profi
ots should be on th

o

: Table No. 5.46 Sho
information products/service
Only 120 (28.5%) Users

services/products should be on

ces of mformatlon produ
9%) i justified.

of no profit-no loss.
of information
t 20(4.7%) users
¢ basis of the at

says that pri
loss. Not proﬁt no loss 260 (61
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pay or not.

Table No. 5.47 Service which users are I eady 10 — No | E
3 [ = %]
No. | Code Services VR jfoi_ﬂ _,2.3_—-———*476’_ 976 ¢
1. a [ User’s educa‘tion M%L"&—T——W 95.2
2. b | References service ?o 53 410 | 976
3. ¢ | List of additions 7.:/_-4——-‘—16—0— 952
7 | 4 [SDI e et
5. | ¢ |CAS. 10 | 38 | 7
: : W’”‘ﬁ};" 320 |76.1
6. f | Reprographic services 760 33
7. & | Translation services 260 -
8. h | Newspaper clipping 240 | 571 il B
9. | i | Subject bibliography 60 | 141 360 |857
10. | J | Display of new arrivals - 160 | 38 260 619
11. | k | Internet access services 0 0 420 | 100
12. 1 1 | Online literature search 80 | 19 340 |80.9
13. | m |Indexing services 10 [ 23| 410 |976
14. | n | Abstracting services 100 | 23.8 | 320 |76.1
15. [ o | Inter library loan services 80 19 340 |80.9
16. | p | CD Rom Search 60 142 | 360 |85.7
17. | q | Orientation service 40 9.5 | 380 809
18. | r | Patent information service 0 0 420 | 100
19| s | User alen 80 | 19 | 340 |809
20. | t | Standards information 0 0 420 | 100
21. | u [ Abstract of Seminar papers 100 | 238 320 [76.1
Eoa i Commercial | Intelliéence & 'Market 120 28.5 300 | 714
Information
23w Business Forecasts. 110 (261 | 310 |73.8
24. | x| Circulating of periodicals Contents. 40 9.5 380 |904
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5.47.1 Services which user are ready to pay or not
0

Table No.

-S.’ﬁo.. Yes

["Types of osof | No.of Types of %:,o

Information | services/ scrvices/ tntormation | services :lo. (')f

products product products products product "-:"’(;“3/
T | @®© 010 10 10 o TS .

@am) )
@OOX) :
Tl DD 11 to 20 5 - 11070 —

®)) '

3. QLY 211030 5 - TEE

V)W) ‘
4. © G 31 t0 40 2 ® —ea0 | 1|
5. - 4110 50 FENTIE @ ‘2‘1’:6’56_”";1’"
6. @) 5110 60 1 e | -
7. @ gm0 | L L”'@Tﬁ)”"ﬁﬁ"‘?”
8. - 71 to 80 "”:—’“WW”?’”

| . W)
5 = S50 00D s [ 6|
o CEO0
10, - ST |~ DHO@ | 910100 g
i | om0

Table No. 5.47 and

ready to pay for the services €

two services, which falls above 3
| g As services produ
'Enghsh jower alphabet ‘2t
'(above 50%) are not ready to p

¢, d,k,m,t, andrservmes S
Where as, a=Users €

Additions, d=S. DI, e=C.A. S.,

not much interested in

5 47.1 show that user is
s. There are only

xcept for some service
(0% which user are ready to pay b &

ove table 5.47 & 5.47.1 by

cts are mdlcated in ab
e also shows that users

o x’. The above tabl

ay for the lenuvw,lo, p, s 11 a,b,

arence SErvice; c=List of

ducation, b—Ref
rvices, g=translations

f—Reprographlc se
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iographys j=Display of |

[=Online Jiterature search,

o=Inter. library loan
rvices, r=Patent

r clipping i=Subject pibl
gg Servicess
g gervicess
tation  S¢
andard  information,

services, h=newspapc

new arrivals, k=Internet acce
n=Abstractin

m=Indexing services,
::OriCﬂ

services, p=CD-Rom scarch,

o formation  services,  $=USE! Alett, 5t
cial Intelligence & Market

u=Abstract of seminar paper, V- o
g of periodicals

information, w=Business Forecasts, x‘=erculat111

Contents.

e sk sk o ok KK
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CHAPTER-G

A
S

FINDINGS AND CONCLUSION

6.1 General Findings & Conclusion :

1. The Library and Information Services & Products are suitable

commodities for being marketed.
2. The concept of Library Marketing of Information in
university libraries in India is new. j
3.~ Though the idea of Marketing of Library and Information
Services & Products is new but it is very important in view of
shortage of budget and cost inflation in book industry. The

ideas is fast approaching to find a suitable place in university
libraries in coming future. : . :g
4 -Many University Libraries in Maharashtra have not any

“Written Policy” on Marketing of Information.
5. It has been observed that idea of Marketing of Information in

University Libraries is ignored.
6. It has been observed that the present infrastructure of the

~-university -libraries have lacking to develop appropriate
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10.

11.

12.

13.

‘stage of projects and jobs in hand.

" marketing concept in university library of Maharashtra

except BUL & PU.

It is observed that the Methodology presently in use in
university libraries is ‘Personal Contact’ and ‘questionnaire
and feedback’ The main channel of dissemination of
information is ‘personal contacts.’

The University Libraries do not ‘earmark’ separate budget for
& Marketing of their Products & Services.

It is observed that university libraries do not take the term
“Marketing” in right spirit because of not having clear-cut
understanding of its various segments, which makes it
difficult to introduced it in university libraries.

it is found there is a lack of proper methodology to evaluate
or monitor the effectiveness of marketing in the university

library of Maharashtra.

Current Awareness Services (CAS)/bulletih need to be made

more comprehensive and regular.

Selective Dissemination of Information needs to be

established according t0 the user’s interest profile and the

lied -dated
Special bibliographies need to be complied and up date

' ’s needs.
regularly on various topics and according to the user's
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e aa

:shed titles,
14, Newsletters, new acquisitions lists, 1€ publish®

lists of translated

forthcoming events and conferences

: : bout
materials can all be compiled and used 0 inform uSers @

new and up-to-date information needed by them. Formal

.. L e theard be
communication channel in university 1ibraries needs 1O

adopted to complement the informal communication and
_support it.

15. University library in Maharashtra are not using the

information technology in their operation fully and also in
marketing of information services.

16. The marketing of information service products should be
introduced in libraries after application of L.T.

17.  The collection of studies university libraries is satisfactory
although some of them have vivid gaps in their collection due
to limitation of finance.

18. Some University libraries in Maharashtra have-not sufficient
budget for keeping up to date them.

19. Only one university library‘spend more budget on library
operation moderation. "

20. Staff strength is less in university library and non-

professional staff is more in comparison of professional staff
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25.

26.

27.

.In university lib

professionals due to lack 0

All university libraries want to market their™ informatio
n

products.

University libraries in Maharashtra wish to market to the

direct customer and for recover only the overhead cost

The reason of failure market is lack of trained staff limitation
of budget, user are not much interested to pay for the services

and policy .decision of the administration free use of

information.

In user’s opinion libraries are not using modern information

technology.
In user’s opinion library staff is just like a issue/.return clerk

and not high qhaliﬁed.

User’s want pay only for photocopy service, translation

service, indexing, abstracting and Internet etc.

raries there is neither profound understanding
nor adequate use of such terms as target market, target public,

customer,. research market analysis, advertisement, market

auditing, marketing mix. Marketing terminology has not be
exhaustively assimilated by the libraries and librarians also

there is a limited treatment Of marketing in the academic

f academic training.
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28. oducts  are not properly

The marketing information pr

developed by the librarics as S.DL, C.AS, Transiaton
services, indexing abstracting and bibliographic list €tc. User
are ready to pay for there as result shows.

29. It is fact that some of the user is not getting their required
information (specific).

30. The willingness to pay for information depends more on

meddling consideration than on philosophical reasons. The

final decisions to pay appear to be 2 solution by price,

urgency, value and lack of free alternatives.

Communication Shall for development of marketi;lg :

The university libraries are big ‘system of communication
channel and reservoir of the dissemination of information. It has been
observed that ‘communication process’ some time slow down or stops
which affect and interrupt the flow of information in libraries. The
libraries have to maintain the network of contacts and human
relationship in order to achieve maximum utility of library and
information services. Interpersonal skills are also used to cornmuhicate
with, understand and motivate library public both individuals and
group. Interpersonal skills create a workabie environment in which

library tasks are happily and effectively accomplished. It is observed
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Wniversity librarics, which use good interpersonal skills are like to

nore successful than other library which have not.

Communication & 1 nterpersonal SKills :

The university librarics are  big system of communication

channel and reservoir of dissemination of information. It has been

~observed that « communication process’ some time slow_down Of stops

: which affect and interrupt the flow of i formation in libraries. The

’_problem with communication is that no two individual are alike.

~ Individuals or library staff has diffcrent attitude & perceptions; due to

~their respective domestic life styles & work culture, values & ideals,

. knowledge & qualifications, expectation and self-image. There also

~ in difference in listening abilitics of individual of library staff due tO

s. This leads 10 misunderstanding and lack of

clarity. Effective communication and interpersonal slills are important

These should be used effectively to

their natural tendencie

to eliminate these problems.
th various ‘publi

communicate 0T interact wi ¢’ within and outside
library. The libraries have 1 aintain the etwork of contacts and

n order 10 achieve maximum utility of library and

human relationship i
kills are also used to.communicate

information services. Interpcrsonal S

and and motivate library public ‘both individuals and

create @ workable environment in which

wifh, underst

| group. Interpersonal skills
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the university library should affo

library tasks are happily and effectively accomplished- It

that university libraries, which used good intcrpcrsonal skills,

Marketing Techniques :

The are various modern tools and

;s observed

are like

to be more successful than a library where interpersonal skills are pOor-

techniques available for

effective development of PR program for university fibraries. Hence,

create high public image and credibility.

» Advertisement.

» Audio-visual presentations.
» Briefing meetings.

» Brochures.

» Corporate hospitality.
» Corporate identity.

» Conference/Seminars.
» Talks/Speeches.

» Desktop publishing.
» Direct mail.

» E-mail. |

» Disfl)liail stand.

» Event recording.
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> Exhibitions.
> Inter-nct.
» Magazines. .
» Media releases.
> Demonstxation/Prescnuuion.
» Newsletters.
» Notice board.
» Photography.
~ » Photocopy.-
» Sponsorship.
» Library Guide.

‘ RECOMMENDATIONS )

2 Recommendatzons—-—l

The university library has sh ortage of trained professional

e arca of marketing,
staff with marketing background who

lib manpower in th therefore, library should
rary

- recruit more trained professmnal

can impart {raining to other library pfofessional‘

Recommendations-—z
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Recommendations—3
¢ by budget cut and dealing

The University library is challeng
mals, therefore,

with financial crunch due cost inflation of book/jou
IS a serious thought sO

library should give marketing of information/L
and library acquire numb

n & Marketing of

ers

that budget position should be improved

of new services for library users & Public Relatio

Information become practically feasible.

Recommendations—4
Accountability to be fixed for li

of marketing of information feasible. They should
srm his/her duty with self-interest

trained personal willing to perft

pressure to cater every needs of every |

brary staff to make introduction
be well alert and

without any ibrary user.

Recommendations—35
s neced to accept and adopt the total

The university librarie
d Marketing” of

management approach 1o the provision for ‘PR an

Information Services/ Products.

Recommendatz’ons———6

The Central Universit
g of inform

es in India need to incorporaté Public

Relation and Marketin ation in their both BLIS and MLIS
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culum to produced rained library professional for university

i Recommendations—7

The University Librarics need to work out their initial plans and

action programme 10 introduced Public Relation & Marketing of

 Information.

' j"'Recommendations——S

d to have self-motivated and

The University library staff nee

hemselves with all traits and techniques

- positive approach to acquaints {

‘» o of PR & Marketing through active.

o Recammendations—-9
arious National and

The Library Staff must be partioipated inv
aining and Orientation-Course/Programmes

-~ related Public Relations and Marketing of Information.

jans should deliberately make serious
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staff by way of creating additional opportunitics to attend various

training course, seminars, talks, discussions, in-service training etc.

Public relations are the art of infcrpretation, communication of

publicity. It involves the various services, which a library provides

throughout the university ‘campus. PR provides various channel of

communication for actual interaction between a library and its users.

The two kinds of major benefits the provides are : (1) Users awareness

and use of the entire library has to offer (2) t0 heighten the library

image. Libraries and Information Centcrs as Profit-making Institutions

is growing issue and fast approaching to find a place in university

libraries. Shrinking budget and escalating cost of publications are

variables forcing librarians to think to revenue generation. At the same
time, users are ready to pay for getting the required information in the

time. The situation has made information as 2 marketable commodity,

which gives birth to concept of “cconomic self-sufficiency” for

libraries. Library users seck benefits or solutions, not products.

It is importaht that any product or service created offers the

b‘eneﬁt that library users seek. An understanding of the users and

benefits he or she seeks from university library services is central to

survival, University libraries need to be aware of the different stage in
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ers demanding proccss. [t is important to analyze critically the

v__r,elatlbnship between the library and its various ‘Public’.

The aim of present rescarch writing is to stimulate the university

 librarian to think seriously the application of ‘public relation program’
for full utilizations of library TeSOUrces and ‘marketing’ for fund
the need to be

~ generation as an innate and essential activity that

mastered by them.

CkdekkkRk
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CHAPTER-7

RECOMMENDATIONS & SUGGESTIONS

_ The change has always been part of the human condition. The

' iversity 1i ve also
concepts and practices of university library management ha

. A
changed considerably over the past of several years. Information 1s no

just a basic resource of the library but now regarded as 2 valuable

‘commodity’ which can add to and manipulated to create value-added

products, which can also marketed. Changes in university library

services/products are result of technological change in response O

users demands. In order to irnplément marketing model the university
library should increase opportunity to participate.‘ all these staff
responsible for any library services in the information ‘function and its

planning at all levels.

7.1 Advantages of Marketing in Library :
The lmportant advantages of library marketmg have been

noticed for the use of university libraries as follow -

(2) Promote effective use of library and enhance the value of

information.

(b) Increase library commitment and integrated work activities.

10R
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(c) Improve image and total library awareness.

@ Create (qust between  information seeker and information
- provides.
g (e) Influence policy decisions.
() Eliminate and lesser to the misunderstanding.

- (g Convert pessimistic users into potential and active users.

Create a brand identity t0 the library.

7.2 Important points for Marketing planning :

Marketing plan should include following important sections for

effective planning of university libraries.
considering interval -and external

1.  Examining the situation

pressure.
9 Identifying the target group-
3. Fixing the objective for target group-
4 Circulating wntten plan through print media.
5 consequences

5. Identifying the pro

6. Designing communicatio
the plan by feedback.

n skills.

7. Evaluating |
methodology-

8. Selecting appropriate ctrategy and
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7.3 RECOMMENDATIONS :

The researcher after observing the present status of marketing of
information  services/products  has  made  the following
recommendations for implementing the marketing in university

libraries of Maharashra.

Recommendations—1

The university library has shortage of trained pfofessiona]

library manpower in the area of marketing, therefore, library should
recruit more trained professional staff with marketing background who

can impart training to other libraxy‘professiona_l_. |

Recommendations—2

Library policy maker should formulate written policy for

marketing - of mformatlon/LIS with due cons1derahon of pncmg

strategies.

Recommendations—3

The University library is challenge by budget cut and dealing

n of book/jourhals, therefore,

erious thought soO

with financial crunch due cost inflatio
library should give marketing of mfonnatlon/LIS as

bers
that budget position should be nnproved and library acquire ém
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new services for library users & Marketing of Information become

jons—4

Vo Recammendaiz

untability to be fixed for library staff to make introduction

Acco
e. They should be well alert and

f marketing of information feasibl

trained personal willing to “perform his/her duty with self-interest

without any pressure to cater every needs of every library user.

Recommendations—3
The university libraries need to. accept‘ and adopt the total
keting” of Information

~ management approach to the provision for Mar

~ Services/ Products.

Recommendattons——6 | o .
| India need tO incorporate and

The General Universities n
S curriculum to

Marketing of info th BLIS and MLI

produced trained library profession

rmation in their bo
2l for university libraries.

Recommendations—-—7
+ their initiel plens 219

The University Libraries need to work oU
i i tion.
action programme t0 introduced Marketing of Informa
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necormnmenQuiionyS—-ag

The University library staff need to have self-motivated and

positive approach to acquaints themselves with all traits and techniques

of Marketing through active.

Recommendations—9

The Library Staff must be participated in various National and

Regional Seminar & Training and’ Orientation-Course/Programmes

related to Marketing of Information.

Recommendations—10

The university librarians should deliberately make serious
efforts to enhance the marketing capabilities & knowledge of
subordinates staff by way of creating additional oppornmities‘to attend
various training course, seminars, talks, discussions, in-service training

etc.

Recommendation—11
The Indian Universities should con51der a services of past-
IC also
graduate course of library science students and IL.A., JASL

ini ' heads of
should consider a services of training courses for the
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ation facilities and professional :
marketing - of inf;
ormation

products & services:

Recommen datio ns—I12

There should be 2 provision of separate budget for application

' the marketing of information services/products.

: Recommendation—-—13

Library science subject should be introduced as 'a subject from

ts as people think that

primary level courses with marketing concep

librarian/staff is just like 2 issue/return clerk onty.

Recommendation—-14

The top administration need to be persuated about the absolute

management, such
ake useful contributio

research and any

necessity of information
n to the

associated educating programmes can m

" betterment of the people of India.

Recommendation—1I1 5
should adopt Tnew

University libraries
information technology to date them lthan
there should be introduced the concept of marketing.
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Recommendation—]6

University libraries should provide the SDI, CAS, translation
services/Indexing, abstracting, bibliographic list, online access to the

users as most of the users are ready to pay for above the services.

7.4 Marketing Techniques :

There are various modem tools and techniques available for
effective development of marketing for university libraries. Hence, the
university library should afford to adopt the following techniques to

create high public image and credibility.
» Adveftisément.
» Audio-visual presentations.
» Briefing meetings.
# Brochures.
» Corporate hospitality.
»- Corporate identity.
» Conference/Seminars.
» Talks/Speeches.
» Desktop publishing.
» Direct mail.
» E-mail.
» Display stand.
> Event recording.
> Exhibitions.
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Inter-net.

Magazines.

Media releases.
Demonstration/Presentation.
Newsletters.

Notice board.

Photography.

Photocopy.

Sponsorship.

VI VY IYEE E VRE a

Library Guide etc.

7.5 CONCLUSIONS :
Marketmg prov1des various channel of communication for actual

_ interaction between a library and its users. The two kinds of major

N benefits the marketing provides are : (1) Users awareness and use of

the entire library has to offer (2) to heighten the library image.
~ Libraries and Information Centers aS Profit-making Institutions is
o find a plaCe in university

growing issue and fast approaching t

libraries. Shrinkiﬂg budge
g librarians to think to revenue g

g the required information in the

t and escalating cost of publications arc

variables forcin eneration. At the same

ers are ready to pay for gettin

time, us
e infofmation as a marketable

time. The situation has mad commodity,
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c sclf—sufﬁcicncy for

concept of “economi
ns, not products.

ed offers the

which gives birth to

libraries. Library usecrs scek benefits or solutio

e 3 srvi reat
It is important that any product of gervice ©C

k. An understanding ©
rvices 18 central to

f the users and

bencfit that library users scc

benefits he or she seeks from university library 5€

survival. University libraries need to be aware of the different stage I

the users demanding process. It is important O analyze critically the
relationship between the library and its various users.

The aim of present research writing is to stimulate the university

librarian to think seriously the application of ‘marketing” for fund

generation as an innate and essential activity that the need to be

mastered by them.

Thwdhh it
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QUESTIONNIER

Library Survey

Marketing of Information Product in  University Libraries in

Maharashtra : Management and Services.
1 Name and Year of Establishment of University.............
2. Name and year of establishment OFf EDFATY ©vvceccrnrreesennesasss

3. Please Indicate your length of service. |

a)  Less than 30 years

| b)  Lessthan 20 years
¢)  Less than 10 years |

d)  Less than 5 years

oot

é) Less than 1 years

4,  Growthof Collection during last Five years. |

| Years | Total Collection
1999-2000

2000-01

- 2001-02
2002-03

2003-04

il

A2
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Are their any significant/Vivid Gaps’ Books or perodicals

Collection.

Yes No

If yes, Please specify the reason of gaps.

a) Reduction of budgets.

b) Limitation of finance.

c) Changes in Acquisition Policy

d) Damage by fire.

e) Other’s If any. (Please Specify)

Please mention the budget during last 5 year’s.

Year Income

1999-2000

2000-2001

2001-2002

2002-2003 |

2003-2004

Please mention the in‘co_me of the current year.

a) UGC. Grant

b) Central Government

c) State Government

d) Membership fee & fine

224
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10

12,

e) Sale of publications

f) Donation

g) Others.

Please mention the library expenditure of the current year’s

a) Salary

b) Books

¢)  Other reading material

d) Binding

¢) Maintains

f)  Fumiture/Stationary etc.

g) Modemization (Automation)
h)  Others

Please indicate the total Number of Staff.
a) Highly Professional

b) Professional

c) Semi-Professional

d) Non-Professional

What is the natur€

a) Services Free of Charge
rary use the Computer

b) No

Does your Lib
a) Yes

295

of your Library Activity?

b) Selling

technology?
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What are the other types of information technology used in you
Library?

(a) CD-ROM technology b) On-line access
d) E-Journal Services

¢) Microfilm scrvices

e) Other (pls. Specify)
The purpose of using the information technology is

14.1 Collection control :

a) Acquisition b) Stock control

¢) Weeding d) Gift and exchange

e) Inter library Loan f) Other (pls. Specify)

14. 2 Information products :

a) Bibliographic lists (b) Abstracts/Indexes

c) Information bulletin d) Current Awareness Bulletins

e) Selective Dissemination of Information

f) Cataloging cards g) Directories

h) Others (ples. Speciﬁy):'

14.3 Users services : g - y

a) On line literature research , b) BiblibgraphicalkList |
d) Data bases building

c) User’s training

e) Others (pls. Specify)

14.4 Technical services :

b) Indexing

a) Cataloging and Classification

c) Abstracting

226
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s

~ Marketing of Information services .

o ~ a) On-line search in Jocal databases.

16.

¢) Marketing of information products.

T —

d) Others (Pls. Specify).

'b) On-line search in external databases.

Do you think marketing of information services/products should

Yes

be introduced in University libraries.

No

16.1 If “Yes'', Please ihdicates up to what extant is

appropriate.

'a) Highly Appropriate

b) Partly Appropriate

‘ ,c) Not Appropriate

d) I do not know.

market for library product/serwc_es? |

a)

)

29
&)

Personal Contact
Market survey
Questionnaire

Feed back.

" Other please speciﬁe}s.'

{

EinEE

Please menhon the strategy used by hbrary to evaluate the
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18.

19.

20.

21.

Do you think cut through competition wil

| take please among

university libraries, if marketing introduced.

Yes

No [::]

Do you think any ‘Written Policy’ for marketing is essential.

Yes

No[::

Do you think marketing will effect the image of library-

Yes

20.1

)
b)
c)
d)

No j

If yes image of the library will be.

Strengthen
Poor
No change

I do not know.

Which of the folldwing library and information

services/products do you like to market from your library.

(Please tick as many as in the relevant box.) Free For Fee
I CAS. |
2. SDIL |
3. Translation Serviceé o
4.  Indexing Services .
5.  News paper 6lipping services
6.  Abstracting services
m
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/2

> Directories

. CD-Rom Search )
8.  On-line access
9.  Internet access
10.  Repackaging of information
11. Reprographic services
12.  Orientation services
13.  Training course of information Techno
14.  Bibliographic Service
15. Patent information services
16.  Reference services
17. " Tnter Library Loar ¥4t
18.  User alert Service. E
19. Commercial intelligence & market L1 L—
Information. | 1L
20. Literature search.
21. Circulating of periodicals contents. —
22,  Standard Informaﬁon. | L
23,  Other (pls. Specify) '
: ‘f ﬁ_ '22‘ Please tick (\/ ) inv front of thé offered information products by
| your Library for the users. | |
| Name of Products Against of Products
' Free for Fee

e
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» Information Bulletin

» News Bulletin

» Indexes _—

» Abstracts lists

» Data Analysis Statistics

» Bibliographic Lists

» New Addition Lists

» Bulletin of Current Awareness

> Print out of Selective Dissemination |

of Information

» Results of computerization future research

» Films

» Other products (pls. Specify)
23. Do you already market the information services/product?

a) Yes b) No

23.1 Ifyes, You are marketing through :

a) Whole-sale distributor b) Retailer

¢) Direct to customer

23.2 Do you have a written statement of Marketing policy?

a) Yes b) No
(If yes please attach a copy of the policy)
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" 23.3 What is the basis for pricing your information

. services/products?
~ a) To eam profit

SR ’ b) To recover only the over-head cost

o

a) Personal Contact b) Exhibitions ]
- c) Lecture d) Advertisement [
4 €) Sample mater f) Brochure E

h) Demonstrators. [:

¢) To recover the full actual costs

d) Other (pls. Specify)

‘marketing of Information.

What promotional activities you organize to further your library

services and products?

g) Poster
i) Other (pls. Specify)

What of the following reason

s are responsible for failure of

alman poWer [:]

1. Lackof frained professidn

7 Theideais not welcome by the librarians l:]

3 Theideaisnot welcome by the users D

4. Charging for library & information D
services/ producfs constitutes a Dilemma

for librarian. ' E:]

ay fees D

5.  Usersare reluctant tO P

6.  Policy decisions 0 provided free Us¢ of

231
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information,

7. Limitation of budget.

8.  Inability to reach a sufficient number of users.

9. Not enough awareness of the
10.  Importance of the information by the users:

Not enough positive response by

the general administration.

11.  Otherreasons (pls. Specify)

26. Have you ever attended a course/seminar in “Marketing

information product services.
a) Yes ' b) No
26.1 Ifthe answer is (Yes’);v please clarify if that atten

dance or
studying was effected on starting for marketing operation

in your library?

a) Yes b)No
er marketing of information

27. Please indicate you opiﬁdn wheth
should be introduced after the application of Information
Technology.

Yes . _
28.  Please tick the opinion about the failure of it

No

Agree Disagree

1)  Lack of library grant
2)  Lack of adequate provision of recurring funds.

S | S U W P N I S
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Lack of interest in libraty profossional

. Lack of support from university authority
15) ‘Lack of scope for library professional
~ 6)  Lackof nitiative by library professional,

) Fear of modem information technology.

i

(Signature of the Librarinn)
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Marketing of Information Product in Un

Maharastra : Management and Services.

QUESTIONNIER

User Survey

1. Please Indicate your status.

a)
b)
c)
d)

Student
Teacher
Researcher

Others.

2. Please Indicate your age.

Male

Female

a)  Less than 30 years
b) 30 to 40 years
c) 40 to 50 years
d) 50 to 60 years.
e) 60 and above.
3. Please Indicate you qualification.
U.G. PG [
M, Phil. Ph. D.
4.  Please Indicate your Sex.

234

iversity Libraries in

Others
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i Please Indicate about your FToup.

- @) Sodial Science

b))  Humanities

. ) Pure Science

? d) Any other Please specify.

How regular you visit the library.

~a)  Daily

b) Twice in a week

¢ Thriceinawesk

) Occasionally
o keeping up with innovations M yOur field is not sstisfeciony:

please specify the reasons
a. No current awareness
No specific infamlaﬁoninﬁeld ofinterest. [ |
c.  Nottime o use library.
4 Little knowlede® of Library collection- |
e. Undeveloped Information products/Sery
offered by Library- : |
| it

~ §  Other(pls Specify)-

Do you use the 1brary for the purpose of : -
- rareness and to kesP up—tﬁ‘dal'& C]

el Current aw
¥ 3 K 2 g d -
b, Tofind specific information in YOUf fiel [j
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10.

g.
h.

of interest,

To read newspapers.

To mect other collcagucs.

To study

To photocopy the periodicals articles.

To use micro-forms.

Other (pls. Specify)

Do you think marketing of information services/products should

be introduced in University libraries.

Yes

9.1

a)
b)
c)
d)

Nof

If “Yes”, Please indicate up to what extant is appropriate.

Highly Appropriate.

Partly Appropriate

Not Appropriate.

I do not know.

Do you think marketing will effect the image of library.

Yes

a)
b)

c)

No .
10.1. Ifyes image of the Iibra_r'jyl will be.
Strengthen » |
Poor '
No change
I do not know

d)

236
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Which of the following reasons are responsible for failure of

~ Marketing of Information.

@) Lack of trained professional man power

. b)  The idea is not welcome by the librarians

¢)  Library is not fully automated

d)  Usersare reluctant to pay fees.

Lomsssnet

e)  Servicesof Library is not upto date

——

. f)  E-journals/Internet excess are not available.

Please indicate your opinion your whether marketing

i of information should be introduced after the

application of information technology.

Yes [:l No E:j

Please indicate your opinion about the library collection-

Ver Good - Good Poor
a) Books
b) Periodicals
~¢) Micro films

d) Micro fiches

-
e
S
g
i
[

e) Text books

~ f) Reference book E:j
~ g) Indian Collection I:j

o h) Foreign Collection

RREEEEE

AREENnE
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14.

15.

16.

_d) They should qualitatively match with

.+ rary Staff:
Please indicate you opinion about libraty

a) They are just a rcccptionist/clcrk.

nd return the reading

b) Their job is to issuc &

material

i re of
c) They should be highly qualified to take ca

interest of the records.

the readers requirement.

e) They should do qualitative work at all.

f) Any other. (Please specify) |

Please indicate the opinion about library Services.

a)  Improve the quality of service.

b)  Detroit the quality. |

¢)  No changes in the quality of services.

d) Do no know.

If marketing is introduced in librarianship then prices 0

information product/services will be on the basis of.

a)' No profit no Loss

b) AtLoss

¢)  AtProfit

d) Idonotknow

23R
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01 e
o ontion the garyiges for whioh you ure ready g pay,
Yos o No

D User's eduontion Se— N
2 Referenoco sorvico P £ e

3 List of additions

) 8D,

5 CAS. i

6)  Reprographio servioes F.,,*W NM

7)  Translation services .‘ F:N:

8)  Newspaper olipping . A

9)  Subject bibliography L L

10)  Display of new arrivals

11)  Internet ncooss sorvices

12)  Online literature search |

13)  Indexing services

14)  Abstracting services

15)  Inter library loan sorvices. | )

16) €D Rom search, B

17)  Orientation gervioo,

18) Patent information service

19)  User alert,
20)  Standards Information.

¥
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21)  Abstract of Seminar papers:

it et
22) Commercial Intelligence & Mark
Information —
23) Business Forecasts. |

24)  Circulating of Periodicals Contents. ||

(Nanie & Signature of thg" |
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