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W e lco m e  to the  first o f a  regu la r series o f reports on  r e c e n t  re se a rch  in library a n d  in form ation se rv ice s , 
w h e re  m em b ers o f  A L IA 's  R e se a rch  C o m m itte e  will b e  h ighlighting findings g le a n e d  from  A L IA 's  online  
jo u rn a l se rv ic e  fo r m em b ers .

Making it in the social 
m edia whirl -  what does 
it take?

W hen it co m e s to m arketing 
your se rv ices online, em ail 
rem ains a  "killer a p p " , report 
librarians a t  San  Francisco  S ta te  
University (SFSU). Libraries h a v e  
a lre a d y  e m b ra c e d  so c ia l m ed ia  
an d  other online tools in m yriad 
w ays , but to d a te  there 's not a  
lot of published research  ab o u t 
these  e xp e rie n ce s .

The SFSU librarians w e re  keen  
to find out if th ey  co u ld  use 
so c ia l m ed ia  an d  other online 
tools to m arket a n d  in cre ase  
use of their L ibG uides. They set 
up a  contro lled  experim ent 
to e v a lu a te  six tools an d  
techn iq ues used for m arketing 
the gu ides (links from  the Library's 
h o m e p a g e , tag g in g , Twitter, 
F a ce b o o k , blogs, an d  em a il). The 
results? Use of LibG uides w e n t up 
both within the  exp erim enta l set 
of gu ides (up 
63%) an d  within 
the contro l 
group (up 27%).
O f the online 
techn iq ues , 
d irec t em ails to 
fa cu lty  out­
perfo rm ed  use 
of the socia l 
m ed ia  tools.

A  key  insight from the study is 
the researchers ' observation  that 
th ey  w e re  m arketing a  p ro d uct 
in an  environm ent an d  using 
tools w h e re  personal relationships 
an d  p e e r a d v o c a c y  a re  the 
v a lu e d  cu rren cy . W ithout that 
personal trusted endo rsem ent

from  a  known inform ation 
professional, the  prom otion of 
the  gu ides through Fa ce b o o k  
a n d  Twitter w a s  ine ffec tive .
A nd  here 's  the d ilem m a -  as 
professional librarians, m an y  
of us a re  u nco m fo rtab le  
pub lic ly  prom oting ourselves as 
kno w led g e  gurus.

Fasc inating  then to rea d  
Hazel Hall's insights d raw n  from 
seve ra l research  pro jects she's 
b een  invo lved  with in the UK.
Hall observes th a t librarians a re  
often so ph isticated  users of so c ia l 
m ed ia  in our own professional 
milieus but so m e h o w  this 
sophistication is not a p p a re n t in 
the  w a ys  w e  set up n e w  serv ices. 
Hall considers a  num ber of the 
barriers w e  enco unte r, such  as the 
o verw helm ing  c h o ic e  an d  the 
c h a lle n g e  of understand ing  users 
as "co llab o ra tive  clients" rather 
than  "consum ing  custom ers".
She also  offers suggestions for 
o ve rco m ing  these barriers.

Halls' ta k e a w a y  is that, rather 
than  starting w ith the so c ia l 
m ed ia  tool an d  app ly in g  it in 
our cu rren t p ra c tice s , w e  n eed  
to flip the  co in  an d  think ab o u t 
the  se rv ice  w e 're  d eve lo p in g  or 
e n h a n c in g . O n c e  w e  h a v e  the 
se rv ice  design m a p p e d  out, then 
it's tim e to seek  out ap p ro p ria te
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so c ia l m ed ia  tools through w h ich  
to de live r it.

You c a n  read  
both artic les an d  
m ake  your own 
assessm ents of the 
ch a lle n g e s  a h e a d  
for the  profession 
as w e  e m b ra c e  
the so c ia l m ed ia  
w orld -  both a re  
a v a ila b le  v ia  the 

ALIA  online journals a t  w w w .a lia . 
o rg .au/on lineLISresou rces.
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"A KEY INSIGHT IS THAT THEY WERE MARKETING A PRODUCT 
IN AN ENVIRONMENT AND USING TOOLS WHERE 
PERSONAL RELATIONSHIPS AND PEER 
ADVOCACY ARE THE VALUED CURRENCY."
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