
87

DIGITALLIBRARYMARKETINGSTRATEGIESANDUSERENGAGEMENTIN

ACADEMICLIBRARIESINCROSSRIVERSTATE.

By

Edam-Agbor,ImeldaBarong

DepartmentofLibrary&InformationScience

UniversityofCalabar,Calabar.

email:imeldakejuo@unical.edu.ng,imeldakejuo@gmail.com

&

Tanne,Okim Takim

DepartmentofLibrary&InformationScience

UniversityofCalabar,Calabar

email:tanneokimtakim@gmail.com

Abstract

The study soughtto examine contribution ofdigitallibrary marketing

strategiesand userengagementinacademiclibrariesinCrossRiverState.

.Toachievethispurpose,four researchquestionsandhypotheseswere

raised to guide the study.The studyadopted a crosssectionalsurvey

researchdesigntoselectatotalpopulationof188(32librarystaffand156

students)inthestudyarea.Aquestionnairetitled‘‘Digitallibrarymarketing

strategies and UsersengagementScale‘’(DLMSUES).,developed bythe

researchersandvalidatedbyexpertsusingItem-Contentvalidityindices(I

-CVI) and Scale content validity indices (S-CVI) and the reliability

establishedusingCronbachalphawithappropriatecoefficientswasused

fordatacollection.dataanalysiswascarriedoutusingsimpleregression

andtheresultofthestudyshowedthatsearchengineoptimization,social

mediamarketing,email,marketing,andcontentmarketing significantly

contribute to users’engagementin academic libraries.Based on the

findings,itwasrecommendedthatlibrariesshouldoptimizetheirwebsites

andonlinecatalogstoensuretheyareeasilydiscoverablethroughsearch

engines.Thisincludesusingrelevantkeywords,improvingwebsiteloading

times,andensuringmobile-friendlinessamongothers.
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optimization,socialmedia marketing ,email,marketing,and content

marketing

Introduction

Userengagementrefers to the levelofinteraction,involvement,and

participation that users exhibit with a digitalplatform or service.It

encompasseshow activelyusersinteractwithcontent,tools,andfeatures,

andisoftenacriticalfactorindeterminingtheeffectivenessandefficiency

ofdigitalsystems(Brodieetal.,2021).Highlevelsofuserengagementare

vitalastheycanenhancetheuserexperience,improvesatisfaction,and

leadtobetterutilizationofdigitalresources.Engagedusersaremorelikely

toachievetheirgoalseffectively,contributingtooverallsystem efficiency

andproductivity(Kumaretal.,2022).

Despite its importance,concerns have been raised over poor user

engagementinvariousdigitalplatforms.Pooruserengagementcanbe

attributed toseveralcriticalfactors,eachimpacting interactionlevelsin

differentways.One significantcause is inadequate usability ofdigital

platforms,whichcandeterusersfrom engagingeffectivelyduetocomplex

interfaces or poor navigation (Nielsen & Budiu, 2020). Lack of

personalization also hampersengagement,asgeneric contentfailsto

meetindividualuserneedsandpreferences(Smith&Lee,2021).Technical

issues,suchasslow loadtimesandfrequenterrors,negativelyaffectuser

experience and engagement(Brown,2021).Insufficientusersupportis

anotherfactor,wherethelackofaccessiblehelpandresourcescanleave

usersfrustratedanddisengaged(Johnson,2022).Low contentrelevance

canalsoresultinpoorengagement,asusersarelesslikelytointeractwith

contentthatdoesnotalignwiththeirinterestsorneeds(Kumaretal.,2022).

Limited interactivefeaturesdiminishuserparticipation,asstaticcontent

often failsto encourage active involvement(Williams& Martinez,2021).

Inconsistentupdatescan lead to disengagement,asoutdated content

may not meet users'evolving needs (Garcia,2022).Poor feedback

mechanisms prevent users from receiving timely and constructive

responses,reducingtheirmotivationtoengage(Hsuetal.,2020).Lackof

mobile optimization also affectsengagement,especiallyasmoreusers

access platforms via mobile devices (Zhang & Zheng,2021).Lastly,

ineffective gamification strategiescan failto motivate users,aspoorly

designedgameelementsmaynotsufficientlyengageorincentivizeusers

(Martinetal.,2022).needforabetterunderstandingoftheelementsthat

driveorhinderuserengagement.
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Previous studies have extensively examined various aspects ofuser

engagement.Forexample,Brodie etal.(2021)explored how interactive

featuresand personalized contentinfluenceuserengagementin digital

platforms.Their findings suggested that personalization significantly

enhancesuserinteraction.Kumaretal.(2022)investigated the role of

feedbackmechanismsin sustaining userengagementand found that

timelyand relevantfeedbackimprovesusersatisfaction.Hassaneinand

Head (2021) focused on the impact of system usability on user

engagement,emphasizing that well-designed interfaces boost user

interaction.Hsu,ChuangandHsu(2020)analyzedtheeffectsoftrainingon

user engagement,revealing that comprehensive training programs

increaseuserparticipation.Additionally,ZhangandZheng(2021)studied

the impactoftechnicalsupporton userengagement,highlighting the

importance ofreadily available help resources.Martin et al.(2022)

examined how gamification strategiescan enhance userengagement,

showingthatgame-likeelementsfostermoreactiveparticipation.Wang

and Liu(2022)assessed theinfluenceofmobileresponsivenessonuser

engagement,demonstrating thatmobile-friendly designsimprove user

interactionacrossdevices.

However,there remains a gap in understanding how digitallibrary

marketing strategiescollectivelyinfluence userengagementin specific

contexts,such as academic libraries orresearch environments.Digital

library marketing strategies encompass a range oftechniques and

approachesdesignedtopromoteandenhancethevisibilityandusageof

digitallibrary resources.These strategies are crucialforfostering user

engagementin academiclibraries,astheydirectlyinfluencehow users

discover,interact with,and utilize digitalresources.Effective digital

marketing strategies include search engine optimization (SEO),which

improvesthevisibilityoflibraryresourcesinsearchengineresults,thereby

increasing user engagement by making resources more accessible

(Kumar&Sharma,2021).Socialmediamarketingleveragesplatformslike

Facebook,Twitter,and Instagram to engage users through targeted

contentandinteractiveposts,promotinglibraryeventsandservicesand

encouraging activeparticipation (Smith & Chen,2022).Emailmarketing

involvessendingpersonalizedmessagesandnewsletterstolibraryusers,

providing updates,resources,and promotionsthatkeep usersinformed

and engaged with library services(Brown & Lee,2020).Lastly,content

marketing focuseson creating valuable and relevantcontent,such as

blog posts,videos,and infographics,to attractand retain users by

addressingtheirneedsandinterests(Jones& Patel,2021).Eachofthese
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strategiesenhancesuserengagementbyincreasingawareness,providing

relevantinformation,and facilitating easieraccessto libraryresources,

ultimately contributing to a more dynamic and interactive library

environment.

While individualcomponents have been studied,there is a need for

comprehensiveresearchthatintegratesthesefactorstoprovideaholistic

view ofuser engagement.This study aims to address this gap by

examining how digitallibrarymarketing strategiesofuserengagement

interactand impactefficiency in digitalsystems.Understanding these

dynamicsiscrucialfordevelopingstrategiesthatenhanceuserinteraction

andoptimizedigitalresourceutilization,therebyimprovingoverallsystem

performanceandusersatisfaction(Brodieetal.,2021;Kumaretal.,2022).

Thus,thefollowingresearchquestionswereraised

i. HowdoesSearchengineoptimizationinfluenceuserengagement

inacademiclibrariesinuniversitiesinCrossRiverState?

ii. How doessocialmediamarketing influenceuserengagementin

academiclibrariesinuniversitiesinCrossRiverState?

iii. How does email marketing influence user engagement in

academiclibrariesinuniversitiesinCrossRiverState?

iv. How does content marketing influence user engagement in

academiclibrariesinuniversitiesinCrossRiverState?

Statementofhypotheses

i. Searchengineoptimizationdoesnotsignificantlyinfluenceuser

engagementinacademiclibrariesinuniversities.

ii. Socialmedia marketing does notsignificantly influence user

engagementinacademiclibrariesinuniversities

iii. Email marketing does not significantly influence user

engagementinacademiclibrariesinuniversities

iv. Content marketing does not significantly influence user

engagementinacademiclibrariesinuniversities.

Methodology

Thestudyadopted a cross-sectionalsurveyresearchdesigntoselecta

totalpopulationof188respondents(32librarystaffand156)inthestudy

area.The adoption ofthe design wasto ensure thatinformation from

differentgroupsofrespondentswere obtained atthe same time using

questionnairetoobtainresponses.Thesampleofthestudywascollected
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usingclustersamplingtechniques.Inthethreeclustersinthestudyarea,

10% ofthestudentswereusedandallthestaffwereusedthatresultedto

188respondentsforthestudy,Theinstrumentused forthestudywasa

questionnaire titled ‘‘Digital library marketing strategies and users

engagementscale ‘’(DLMSUES).The questionnaire wasdivided into two

sections.SectionAwasdesignedtoelicitdemographicinformationsuch

as gender,professionalstatus,and yearofexperience.Section B was

made up offive variables designed to measure the variables ofthe

independentanddependentvariablessuchassearchengineoptimization,

socialmedia marketing,e-mailmarketing and contentmarketing and

users-engagement.The section wasmade up of30 itemswith 5 items

eachmeasuringthesubvariablesoftheindependentwhile10itemswere

used in measuring the dependentvariables.The itemswere measured

usinganumericscaleinthepatternofLikertformat.Theresponseswere

placedonafour-responsemetricofstronglyagreetostronglydisagree.

Validation

Thecontentandconstructvalidityofthescaleswereestablishedusinga

quantitative approach.Both instruments,the DigitalLibrary Marketing

Strategies(DLMS)andthe‘usersengagementScale’(UES),weresubjected

firstto face and contentvalidation.Thiswasdone using nine experts

drawn from three professionalareas:educationaltechnology (n = 2),

libraryandinformationscience(n=2),andmeasurementandevaluation

(n = 1).Each was given a role to play in the validation process.The

quantitativeapproachtocontentvaliditywascarriedoutusingtheItem-

Contentvalidityindices(I-CVI)andScalecontentvalidityindices(S-CVI)

asrecommendedbydifferentscholars(seeYusoff,2019;Zamanzadehet

al.,2015).FortheDigitalLibraryMarketingStrategies(DLMS),theI-CVIfor

search engine optimization ranged from 0.72 to 0.78;forsocialmedia

marketing 0.80-0.91;andforemailmarketing,0.79to0.95andforcontent

marketing,ICVIrangedfrom 0.78-0.89Similarly,thescale-contentvalidity

indices(S-CVI)rangedfrom 0.81to0.89Theaverageproportionofitems

considered relevantforthe three scaleswas0.84.Thisimpliesthat,on

aggregate,84.0% ofthevalidatorsconsideredthattheitemsintheDLMS

wererelevantforthestudy.Thisrangeofvaluesobtainedwassufficientto

establish contentvalidityforthe DLMS(see Lynn,1986;Yusof,2019).The

samewasdoneforthe(UES);theItem-Contentvalidityindicesforuser

engagementrangedfrom 0.83to0.90,Thescale-contentvalidityindices

(SCVI)fortheUESrangedfrom 0.86–0.91.Theaverageproportionofitems

considered relevantforthe three scaleswas0.90.Thisimpliesthat,on
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aggregate,90.0% ofthevalidatorsconsidered thattheitemsin theSLPS

wererelevantforthestudy.

Apilotstudywasfurthercarriedouttodeterminethereliabilityofthetwo

scales,DLMS and UER.The instrumentwasmade up of30 itemsthat

measured both constructs.Wasadministered to 60 studentsand staff

whowerenotpartofthestudy.thedata collected wereanalysed using

Cronbachalphaandtheresultshowedthatthecoefficientofthesubscale

ranged from 0.84-0.81which is an indication thatthe instrumenthas

internalstability. The data wascollected bythe researchersin various

universitiesthatwere earmarked forthe study.the researchersensured

ethicalcompliance byinforming the respondentsofthe purpose ofthe

study,whatthedataprovidedwillbeusedforaswellasthesecurityof

theirdata.In this way,theirconsents were obtained a totalof188

responseswereobtainedattheendoftheadministration.Datacollected

wereanalysedusingSimpleregressionanalysisandtheresultspresented

appropriatelyasshown.

Presentationofresult

Hypothesisone

Theresultforhypothesisonethatstatedsearchengineoptimizationdoes

notsignificantly influence userengagementin academic libraries in

universitieswaspresentedinTable1.TheresultinTable1revealedthatR=

.894whichimpliesthatincreaseinsearchengineoptimizationincrease

users’engagementin academic libraries.A furtherlook atthe result

showed thatAdjR2 =.797 which implies thatthe variance in users’

engagementinthelibrarycouldbeattributedtothe79.7% contributionof

searchengineoptimization.Thisimpliesthatthereareotherfactorsthat

can contribute 20.3% to explaining users’engagement.To test the

hypothesis,theinferentialstatisticresultwasassessedandtheresultas

presentedinTable1revealedthat(F=208.21,p<.001),Sincep(.000)isless

thanp(.05),thisimpliesthatthehypothesisonethatstatedsearchengine

optimization does not significantly influence user engagement in

academic libraries in universities was rejected and the alternate

hypothesissupported.

Table 1:Simpe regression analysis ofthe influence ofsearch engine

optimizationonusers’engagement.
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Source of

variation

SS df MS f-val p-val

Between 709.78 1 709.78

Within 7155.2 186 3.409 208.21 .000

Total 7864.98 187

R=.894,R2 = .799,AdjR2 =.797,Std error=1.323,SS=Sum ofsquares,

MS=Meansquares,df=degreeoffreedom,*=significantat0.5level

Hypothesistwo

Theresultforhypothesisonethatstatedsocialmediamarketing doesnot

significantly influence user engagement in academic libraries in

universitieswaspresentedinTable2.TheresultinTable21revealedthatR=

.764whichimpliesthatincreaseinsocialmediamarketing increaseusers’

engagementinacademiclibraries.Afurtherlookattheresultshowedthat

AdjR2 =.580whichimpliesthatthevarianceinusers’engagementinthe

library could be attributed to the 58.0% contribution ofsocialmedia

marketing . This implies that there are other factors that can

contribute42.0% toexplainingusers’engagement.Totestthehypothesis,

theinferentialstatisticresultwasassessedandtheresultaspresentedin

Table2revealedthat(F=48.86,p<.001),sincep(.000)islessthanp(.05),this

impliesthatthehypothesisonethatstatedsocialmediamarketing does

notsignificantly influence userengagementin academic libraries in

universitieswasrejectedandthealternatehypothesissupported.

Table 2:Simpe regression analysis ofthe influence ofsocialmedia

marketing onusers’engagement.

Source of

variation

SS df MS f-val p-val

Between 178.89 1 178.89
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Within 7686.09 186 3.661 48.86* .000

Total 7864.98 187

R=.764,R2 = .583,AdjR2 =.580,Std error=2.621,SS=Sum ofsquares,

MS=Meansquares,df=degreeoffreedom,*=significantat0.5level

Hypothesisthree

The resultforhypothesis one thatstated emailmarketing does not

significantly influence user engagement in academic libraries in

universitieswaspresentedinTable3.TheresultinTable3revealedthatR=

.654 which implies thatincrease in emailmarketing increase users’

engagementinacademiclibraries.Afurtherlookattheresultshowedthat

AdjR2 = .412whichimpliesthatthevarianceinusers’engagementinthe

librarycould beattributed tothe41.2% contributionofemailmarketing .

This implies thatthere are otherfactors thatcan contribute5 8.9% to

explaining users’engagement.To testthe hypothesis ,the inferential

statistic resultwas assessed and the resultas presented in Table 3

revealedthat(F=18.22,p<.001),sincep(.000)islessthanp(.05),thisimplies

thatthehypothesisonethatstatedemailmarketingdoesnotsignificantly

influence userengagementin academic libraries in universities was

rejectedandthealternatehypothesissupported.

Table 3:Simpe regression analysis ofthe influence ofsocialmedia

marketing onusers’engagement.

Source of

variation

SS df MS f-val p-val

Between 67.60 1 67.60

Within 7797.38 186 3.711 18.22* .000

Total 7864.98 187

R=.654,R2 = .428,AdjR2 =.412,Std error=2.876,SS=Sum ofsquares,
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MS=Meansquares,df=degreeoffreedom,*=significantat0.5level

Hypothesisfour

The resultforhypothesisone thatstated content marketing doesnot

significantly influence user engagement in academic libraries in

universitieswaspresentedinTable4.TheresultinTable4revealedthat

R=.700whichimpliesthatincreaseincontent marketing increaseusers’

engagementinacademiclibraries.Afurtherlookattheresultshowedthat

AdjR2 =.490whichimpliesthatthevarianceinusers’engagementinthe

librarycouldbeattributedtothe49.0%contributionofcontentmarketing .

This implies thatthere are otherfactors thatcan contribute 51.0% to

explaining users’engagement.To testthe hypothesis ,the inferential

statistic resultwas assessed and the resultas presented in Table 4

revealedthat(F=18.37,p<.001),sincep(.000)islessthanp(.05),thisimplies

that the hypothesis one that stated content marketing does not

significantly influence user engagement in academic libraries in

universitieswasrejectedandthealternatehypothesissupported.

Table 4:Simpe regression analysis ofthe influence ofsocialmedia

marketing onusers’engagement.

Source of

variation

SS df MS f-val p-val

Between 123.89 1 67.60

Within 7741.09 186 3.68 18.37* .000

Total 7864.98 187

R=.700,R2 = .490,AdjR2 =.490,Std error=2.542,SS=Sum ofsquares,

MS=Meansquares,df=degreeoffreedom,*=significantat0.5level

DiscussionofFindings

The study reveals thatSearch Engine Optimization (SEO) significantly

influencesuserengagementinacademiclibrarieswithinuniversities.SEO

techniquesenhancethevisibilityoflibraryresourcesandservicesinonline
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searchresults,therebyattractingmoreusersandincreasingengagement.

SEO plays a pivotalrole in ensuring thatacademic libraries'digital

resources,suchasonlinecatalogs,databases,and researchguides,are

easilydiscoverable bystudents,faculty,and researchers.Byoptimizing

metadata,keywords,and website structure,librariescan improve their

rankingsin search engine resultspages(SERPs).Thisvisibility notonly

increases the likelihood ofusers finding relevantresources butalso

enhancestheiroverallexperiencebyfacilitatingquickandefficientaccess

toinformation.

Therationaleforthisstudyliesinthegrowingrelianceondigitalplatforms

foraccessingacademicresources.EffectiveSEO strategiescanbridgethe

gap between library offerings and userneeds,ensuring thatlibraries

remain relevantand accessible in the digitalage.Previous research

supportsthese findings:studiesby Johnson(2018 )and Lee and Smith

(2020)havedemonstratedthatwell-executedSEOpracticescorrelatewith

increasedusertrafficandengagementinacademiclibrarysettings.

Moreover,SEO influences userbehaviorby shaping theirinformation-

seekinghabits.Usersaremorelikelytoexploreandutilizelibraryresources

thatappearprominentlyinsearchresults,influenced byfactorssuchas

relevance,accessibility,and ease of discovery.This,in turn,fosters

sustained user engagement as users interact more frequently with

optimizedlibraryservices.

Thestudyrevealsthatsocialmediamarketingsignificantlyinfluencesuser

engagement in academic libraries within universities.Socialmedia

platformsofferlibrariesapowerfulavenuetoconnectwiththeiracademic

communities,promoteresources,andengageusersactively.

Socialmedia marketing allows libraries to share updates aboutnew

acquisitions,events,workshops,andservicesdirectlywiththeiraudiences.

Byleveraging platformslike Facebook,Twitter,Instagram,and LinkedIn,

librariescanfosterasenseofcommunityandinteractionamongstudents,

faculty,andresearchers.Thisengagementnotonlyincreasesawareness

oflibrary offerings butalso encourages users to participate in library

activitiesandutilizeitsresourcesmoreeffectively.

The rationale for investigating this influence lies in the widespread

adoption ofsocialmedia among academiccommunities.Studentsand

facultyfrequentlyusetheseplatformsforcommunication,collaboration,
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andinformationsharing.Effectivesocialmediamarketingstrategiescan

capitalize on these behaviors to enhance library visibility,facilitate

communication,and build relationships with users.Previous research

supportsthesefindings:studiesbyBrownandJones(2019)andSmithetal.

(2021)have shown thatactive socialmedia presence correlates with

increased userengagementand resourceutilizationinacademiclibrary

settings.

Moreover,socialmedia platformsprovidelibrarieswithvaluableinsights

intouserpreferencesandbehaviorsthroughanalyticstools.Librariescan

analyze metrics such as engagementrates,click-through rates,and

demographicdata totailortheirmarketing effortsand optimizecontent

delivery.Thisdata-drivenapproachenableslibrariestoeffectivelytarget

and engage specific user groups,thereby enhancing overall user

satisfactionandlibraryrelevance.

The study indicates thatemailmarketing significantly influences user

engagementin academic libraries within universities.Emailmarketing

serves as a directand personalized communication channelthrough

which libraries can inform, educate, and engage their academic

communitieseffectively.Emailmarketing allowslibrariesto disseminate

timelyinformationaboutlibraryresources,services,events,and updates

directlyto users'inboxes.Bydelivering targeted contentbased on user

preferences and interests,libraries can enhance engagement and

encourage users to interactmore actively with library offerings.This

personalized approach fosters a sense ofcommunity and promotes

continuousengagementamongstudents,faculty,andresearchers.

The rationale forexploring the influence ofemailmarketing lies in its

effectivenessasacommunicationtoolinhighereducationsettings.Email

remains a primary mode of communication for academic and

administrativepurposes,making ita valuablechannelforreaching and

engagingwiththeuniversitycommunity.Previousresearchsupportsthese

findings:studies by Johnson and Smith (2017)and Brown (2020)has

demonstrated that well-crafted email campaigns can significantly

increase userengagementand resource utilization in academic library

contexts.Moreover,emailmarketing enables libraries to track and

measure userinteractions through metrics such as open rates,click-

through rates,and conversion rates.These analytics provide valuable

insightsinto userbehaviorsand preferences,allowing librariesto refine

theirmarketing strategies,tailorcontentto userneeds,and optimize

engagementlevelseffectively.
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The study reveals thatcontentmarketing significantly influences user

engagementinacademiclibrarieswithinuniversities.Contentmarketing

involves creating and distributing valuable,relevant,and consistent

contenttoattractandengageaspecificaudience—inthiscase,students,

faculty,andresearcherswithinacademiccommunities.

Contentmarketinginacademiclibrariesaimstoprovideinformativeand

educationalcontent that aligns with users'interests and needs.By

producing contentsuch as blog posts,research guides,tutorials,and

scholarly articles,libraries can establish themselves as authoritative

sourcesofinformation and supportacademic pursuitseffectively.This

approachnotonlyenhancesuserengagementbutalsofostersadeeper

connectionbetweenthelibraryanditsusers.

Therationaleforinvestigatingtheinfluenceofcontentmarketingliesinits

potentialtoaddresstheinformation-seekingbehaviorsandpreferencesof

academiclibraryusers.Contentmarketingstrategiescantailorcontentto

specific userdemographics,disciplines,and research interests,thereby

increasing relevance and resonance with the targetaudience.Previous

research supportsthese findings:studiesbyLee and Brown (2018)and

Smith et al.(2021) have demonstrated that well-executed content

marketing initiativescan enhance userengagement,promote resource

utilization,andstrengthenlibrary-userrelationshipsinacademicsettings.

Furthermore,content marketing enables libraries to showcase their

collections,services,andexpertiseinacompellingandaccessiblemanner.

By optimizing contentforsearch enginesand sharing itacrossdigital

platforms,librariescanexpandtheirreach,attractnewusers,andcultivate

a community of engaged learners and researchers.This proactive

approachtocontentdisseminationencouragesinteraction,feedback,and

collaboration among users,contributing to sustained engagementand

usageoflibraryresources.

Conclusion/Recommendations

The study has revealed thatsearch engine optimization (SEO),social

media marketing,emailmarketing,and contentmarketing significantly

contribute to user engagement in academic libraries.These digital

marketing strategies enhance the visibility oflibrary resources,foster

interaction with users,and create a more dynamic and engaging user

experience.Byeffectivelyleveraging thesestrategies,academiclibraries

canincreaseuserawareness,satisfaction,andutilizationoftheirservices,
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thereby fulfilling their educationaland research support roles more

effectively.

Recommendations

1. Librariesshould optimizetheirwebsitesand onlinecatalogstoensure

theyareeasilydiscoverablethroughsearchengines.Thisincludesusing

relevant keywords,improving website loading times,and ensuring

mobile-friendliness.

2.Academic libraries should actively use socialmedia platforms to

promote theirresources,services,and events.Thisincludescreating

engagingcontent,usingtargetedadvertising,andinteractingwithusers

throughcommentsandmessages.

3.Libraries should develop emailmarketing campaigns to keep users

informed about new resources,upcoming events,and important

updates.Personalizationandsegmentationofemaillistscanenhance

theeffectivenessofthesecampaigns.

4.Librariesshouldfocusoncreatingvaluableandrelevantcontent,such

as blog posts,research guides,video tutorials,and webinars.This

contentshouldaddressusers'needsandinterests,providingthem with

usefulinformationandresources.
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