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1. Context and Motivation 

 
Libraries are often associated with the word ‘reading.’ They can change people, communities, 

and even countries by elevating individuals’ consciousness and strengthening their minds 

(Itedjere, Achugbue & Sokari, 2012, as cited in Itsekor & Nwokeoma, 2017). Like other 

libraries, Mohammed bin Rashid Library (MBRL) promotes the reading culture and the youth’s 

mental growth and inspires a love of learning (MBRL, 2016). Songhui (2008) mentions that a 

conventional library faces challenges as people’s reading habits, especially young people, and 

their ways of acquiring materials have turned online. Thus, a library that utilizes the latest AI 

technology to create a new reading culture would be viewed as more attractive to the younger 

population. 

The young generation is not as passionate as the older generations about visiting a typical and 

traditional library. We believe that libraries such as MBRL must be promoted amongst young 

people as they adopt a new and futuristic culture of reading that is more adapted to their tech- 

savvy taste. As MBRL was recently opened in 2022, many people have yet to visit it, especially 

Emirati university students in the United Arab Emirates (UAE). This paper is the outcome of our 

senior tourism project for the course TCC-471, which leverages research and analytical skills to 

address a communication challenge in the context of the tourism, cultural, and heritage 

industries. Using a mixed-methods approach, this project aims to identify the visitation of 

Emirati Zayed University (ZU) students in Mohammed bin Rashid Library and create an 

advertising campaign based on the findings. It is, therefore, a research-based and creative project 

that produces digital media content. 

 
This creative and research project aims to address this challenge. As the library is still growing 

its audience, we aimed to build brand awareness and encourage Emirati youth to visit it to 

increase MBRL’s domestic visitation. More specifically, the outline of this research paper is as 
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follows: Section 2 presents the problem statement and the literature review; Section 3 explains 

the methodology; Section 4 illustrates the findings and showcases how the data was used to 

create an appropriate marketing campaign tailored to the target audience’s interests. Section 5 

presents the discussion and conclusions, and finally, section 6 addresses the limitations and 

recommendations for future research. In the Annex, attached is the marketing video we produced 

for MBRL, which combined footage filmed by the internship from Creative Lab by Twofour54 

and some raw footage given to us of the library from MBRL. 

2. Background/Literature Review/Problem Statement 
 
We were eager to address a real-life communication challenge in the domestic tourism industry, 

as per the TCC 471 syllabus, by starting with a literature review and conducting primary research 

to implement the solutions to the challenge and, consequently, build relations with an industry 

partner such as MBRL. Out of the numerous libraries in the UAE, we chose MBRL for two 

reasons. Firstly, it was recently opened in June 2022 and integrated an effective use of the latest 

technologies for education. Secondly, MBRL has partnered with Zayed University to enhance 

students’ passion for reading and provide them with the library’s resources (Zayed University, 

2022). We wanted to follow up with this partnership. This collaboration further motivated us to 

encourage our peers at Zayed University to visit the library, as they will also gain the maximum 

benefit of the library from this partnership. We, therefore, reached out to the library, per the TCC 

471 requirement for collaboration with industry. The MBRL management was glad to work with 

us; they allowed us to collaborate with them, contributing to this project’s requirements and 

success. After the interviews with the management, we identified a need for a marketing plan 

primarily targeted to attract Zayed University students. 

We then conducted background research on MBRL through the business press and journal 

articles to learn more about the library and the techniques of marketing a library and its services. 

According to Zaywa (2022), the library has had more than 40,000 visitors since July 2022. Their 

ages range from 15 to 60 years old, and they spend 2 to 5 hours in the library. Additionally, 

MBRL is the largest library in the Arab world and the biggest electronic library globally (Rogers, 

2016). Also, the business press informed us about the library’s scale and audience demographics. 
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The academic literature on the marketing of libraries revealed that libraries should avoid using 

jargon in library terminology and have their marketing team promote services successfully 

(Benedetti, 2017). This information told us we should use simple terms in our marketing 

campaign. MBRL has its marketing team, so we collaborated with them specifically to market 

the library successfully. Librarians should also understand the library’s values and competitors, 

categorize its users, and make the environment hospitable to its visitors (Adeloye, 2003). We 

benefited from this information by informing ourselves about the library’s brand identity to 

represent MBRL appropriately in our marketing campaign. Additionally, Anwar and Zhiwei 

(2020) stated that the marketing of libraries witnessed social media as the most significant 

development in the twenty-first century and that social media marketing is crucial for libraries in 

promoting their goods and services. This helped us conclude that our marketing campaign for 

MBRL should be on social media platforms to keep up with the latest trends in attracting 

audiences. 

3. Research Approach/Methodology 
 
In this research, we used a mixed-methods approach gathering qualitative data from interviews 

with the Marketing and Communication department at MBRL to learn about the library and its 

features and quantitative data from a survey distributed to the targeted ZU students. We had 

several meetings with the marketing team in the library, including the Marketing and 

Communications Manager and a Marketing and Communication Senior Officer. We also 

communicated with them for additional questions through email and WhatsApp. We asked the 

marketing team about the most appropriate way to market the library during the meetings. We 

were also given information on the library’s resources, services, and features. The marketing 

team also informed us that fewer university students visit the library than expected, as the library 

heavily caters to the young population of the UAE. Therefore, we aimed to create a survey for 

our peers at Zayed University to define our target audience and understand their perceptions and 

level of awareness towards MBRL. 

The target audience for this marketing video is Zayed University female and male students from 

both Dubai and Abu Dhabi campuses whose ages range from 18 to 25 years old. They are 

students who are active on social media and looking for a quiet and aesthetically pleasing place 
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to study. The survey gathered quantitative data from 119 Zayed University students from Dubai 

and Abu Dhabi Campuses. It included 13 questions with several answer options on 

demographics, level of awareness of MBRL, visitation and experience, marketing reach of 

MBRL, and interest in visitation. 

As the students showed interest in visiting the library, we aimed that this marketing campaign 

would encourage them to plan a visit. Based on the survey findings and the interviews with the 

marketing department, we produced a marketing video that combined some raw footage of the 

library given to us by MBRL and other raw footage filmed by the internship students Khalid 

Alhosani and Mohammed Mahmoud from Creative Lab by Twofour54. Creative Lab by 

Twofour54, a media and entertainment production company, is a community of passionate 

people who want to expand their creative opportunities in the media and entertainment industry. 

Due to this initiative, we came up with the idea of collaborating with them and granting some of 

their talented interns the opportunity to work on a real-life project and make our idea come to 

life. We contacted the Senior Production Manager, Salwa Alhadhrami, at Twofour54 and 

discussed our collaboration. Upon approval from the top managers at Twofour54 to create the 

marketing campaign, the plan was finalized and shared with MBRL. We also developed a script 

for the marketing campaign that was narrated in Arabic by Fatma Alhadhrami in the video. 

Moreover, the video was edited by one of the authors of this paper, including English subtitles 

for the Zayed University students who do not understand Arabic. We used Movavi Software to 

edit the video and assemble the raw footage from MBRL and the internship students. The 

marketing video and the script are provided in the Annex below. Furthermore, the cast in the 

marketing video was the senior project group members, including one of the member’s nephews 

(see Annex for the marketing campaign). 

4. Results 
 
This research project aimed to raise awareness among Zayed University students about MBRL 

by producing a marketing video based on the survey's findings distributed to Zayed University 

students in Dubai and Abu Dhabi campuses. We addressed the active challenge of Zayed 

University students’ lack of visitation to Mohammed Bin Rashid Library in Dubai. The 
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marketing video highlighted the library's most important aspects and features and, therefore, 

would attract students to the library. 

Starting with the demographics shown in Figure 1, the survey findings revealed that 94.1% 

(112) of the participants were 18-25 years old, 3.4% (4) were 26-30, and 2.5% (3) were above 30 

years old. In addition, 97.5% of the participants (116) were female, and 2.5% (3) were male 

(Figure 2). Regarding the Emirates, 61.3% (73) were from Dubai, 18.5% (22) were from Abu 

Dhabi, and a total of 20.1% (24) were from the rest of the Emirates Sharjah, Ajman, Ras Al 

Khaimah, Umm Al Quwain (Figure 3). 

 

Figure 1: Age range of ZU students Figure 2: Gender of ZU students 
 

Figure 3: Division of ZU students across the Emirates 

 
 

 
 

 
 



7  

The survey findings also showed that 81.5% of the participants (97) were from the Dubai 

campus, and the rest were from the Abu Dhabi campus (Figure 4). 

 

Figure 4: Campuses of ZU students 

 
Regarding the participants’ majors, 22.7% of the participants are CCMS (College of 

Communication and Media Sciences) students, 21% are NHS (College of Natural and Health 

Sciences), 16% are CACE (College of Arts and Creative Enterprises), 15.1% are from HSS 

(College of Humanities and Social Sciences), 12.6% are CTI (College of Technological 

Innovation), 10.9% are BUS (College of Business), and only 1.7% are CIS (College of 

Interdisciplinary Studies) students (Figure 5). Understanding these variations helped us target 

the right demographic segment and produce appropriate digital content based on these findings. 
 

Figure 5: Majors of the ZU students 
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The survey results also revealed that most participants (86.6%) have heard about the library, 

while only 13.4% have not, as illustrated in Figure 6. 
 
 
 
 
 
 
 

Figure 6: Illustration of the students who know of MBRL 

 
When asked how they heard about the library, more than half of the respondents (58.8%) said 

social media, and nearly half (46.2%) noted it through word of mouth (see Figure 7). 
 

Figure 7: The channels that informed ZU students of MBRL 

 
Regarding visitation and experience, the survey findings demonstrated that most participants 

(81.5%) did not visit the library; meanwhile, only 18.5% visited (Figure 8). 
 

 

 
 

 
 
 
 

 
Figure 8: Illustration of the students who did not visit MBRL 



9  

Most participants who visited the library stated that they visited months ago (10.9%), and only a 

few students (5.9%) visited days ago. We did not focus on this finding as this information is 

more critical for the MBRL Marketing Team to have a background on ZU students’ activity in 

the library. 
 

Figure 9: How long ago ZU students visited MBRL 
 
 
 
Moreover, the most common library features enjoyed by the students who visited are the seating 

and atmosphere of the library (18.8%), the study rooms (16.2%), and the aesthetics (14.5%). This 

finding is another crucial piece of information for us. By knowing what features attracted the 

students who visited the library, we utilized this finding by including these features in the video 

to attract our peers. 
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Figure 10: The features of MBRL enjoyed by ZU students who visited 

 
Regarding the marketing reach of MBRL, more than half of the participants (58.8%) have seen 

advertisements of MBRL on social media, and these advertisements were mainly on Instagram 

(36.3%), then TikTok (19.9%) and other platforms such as Snapchat, YouTube, Twitter (Figure 

11). 

Figure 11: The advertising reach of MBRL through social media platforms 
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Lastly, most of the participants who visited the library (14.3%) would like to visit again, and 

those who have not visited MBRL (70.6%) wish to visit (Figure 12). This shows that there is a 

positive interest in visiting the library for those who have visited and who are yet to visit. 
 
 

Figure 12: Interest in visiting 
 
 
5. Discussion/Conclusions 

 
Libraries play a crucial role in developing and educating students and youth by providing access 

to information, encouraging imagination and creativity, supporting learning and education, 

fostering digital literacy, and providing safe and inclusive spaces to learn, explore, and grow. To 

encourage youth to adopt a new and futuristic reading culture that suits their tech-savvy tastes, 

we think libraries like MBRL must be promoted amongst them. It is one of the libraries that can 

complement formal education and contribute to students' and youth's emotional, social, and 

intellectual development. Many individuals have yet to visit the MBRL, particularly Emirati 

university students in the UAE, as the library was recently opened in 2022. The lack of Zayed 

University Emirati students visiting Mohammed bin Rashid Library was the main challenge we 

sought to address in this paper. 
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The findings of this research project showed that most participants heard about MBRL, mainly 

through social media and word of mouth, but have not visited MBRL yet. In the video, we aimed 

to focus on the features that attracted university students to the library based on the findings of 

the survey (see Annex for the marketing campaign). It was shown in the survey that the majority 

of students who visited MBRL enjoyed the atmosphere and seating, the study rooms, and the 

aesthetics. Therefore, we made sure to show the various reading areas and the calm atmosphere 

of the library. In the video, we also showed a spacious study room with a projector suitable for 

university students looking for a place to practice for their upcoming presentations. As for the 

aesthetics, the video showed how nicely organised the library is, and the bright colours introduce 

a sense of creativity and productivity. Since our target audience enjoys working in an 

aesthetically pleasing environment, we made sure to showcase the beauty of the library in the 

video. We also shared the survey findings with MBRL’s marketing team for future reference 

regarding ZU students’ demographics and perception of the library. 

 
To create further awareness about the library among ZU students and share our message with the 

target audience, we reached out to the university social media managers who shared our 

advertising campaign on their platforms such as Instagram, LinkedIn, TikTok and Twitter. 

Moreover, we also shared our research findings and campaign with the marketing department at 

MBRL to utilize them further and use them as a strategy to attract more female ZU students to 

the library. 

 
6. Limitations/Future Research 

 
 
This study has a few limitations that could be addressed in future research. One of them is the 

issue of the sample size. For this research project, we aimed to gather more than 200 responses 

from Zayed University Dubai and Abu Dhabi students. However, because of time constraints and 

the duration of our survey, which was limited to 2 weeks, we only gathered 119 responses. This 

sample size is insufficient because, as known, there are more than 6000 students at Zayed 

University, and with our small sample size, our results may not accurately represent the larger 

population of Zayed University students. 
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To minimize the impact of this limitation in future research, the online survey could be sent out 

to students ahead of time, and the survey deadline could be extended to get more respondents. 

The online survey could also be conducted in person on campus to gather more responses, 

providing further data on Zayed University students’ perceptions and level of awareness towards 

Mohammed bin Rashid Library. The lack of prior research on the topic of marketing for libraries 

and strategies to draw in youth and students can be further addressed. Moreover, future research 

could build on the findings of our paper and dig deeper into the subject to explore domestic 

visitation in other universities in the UAE, besides ZU. 
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Annexes 

The link to the marketing video: 

https://drive.google.com/file/d/1FYpeTiexAOun63Rc4sC_cw4lLX3GpHWf/view?usp=sharing 
 
 
The script of the marketing video in Arabic and English: 

 
 

 Holy the in موتكم لآ دشار نب دمحم خیشلا ومسلا بحاص – أرقاـب أدب نآرقلا ،لقعللو حورلل ءاذغ يھ ةءارقلا 1: صنلا

revealed word first the mind; and soul the for nourishment is “Reading 1: Subtitle Maktoum Al 

Rashid Bin Mohammed HH – “Read” was Quran 

 
 

◌ وأ ،"أرقا" :2 صنلا  دمحم ةبتكم ،ةبتكم درجم نم رثكا دشار نب دمحم ةبتكم .اھذیفنتل تعس ةیفاقثلا انُترانمو ،ةیوامس ةٍ◌ يصو لُ

ا. ًقارشا ُ ◌ر  ثكأ لبقتسم  ىلا  مكلمحی  لاع ٌ◌م  ،دحاو  ٍ ◌ن  اكم يف  ةفرعملاو  ملعلاو  ةفاقثلا  ثیح  ھلمكأب  ملاع  ىلا  ةھجولا  دشار  نب   Subtitle 2: 

“Read,” the first revealed verse in the Quran, and our beacon of knowledge strived to fulfill the 

first Quranic verse. Mohammed Bin Rashid Library is more than just a library; Mohammed Bin 

Rashid Library is your destination to a whole world where knowledge, culture, and education 

meet in one place, a world that takes you to a brighter future. 
 

 

 تابتكم عست نضتحي يركفو يفرعم حٌ◌
 ةرماع

 ،ةيحايسلاو ةيفاقثلاو ةيميلعتلا ةكرحلا هيف لخادتت يفاقث حٌ◌
 رص

 رص 3: صنلا

. تارامللإ ةیفاقثلا  ةضھنلا  هوجو  نم  اھ  جو ً◌ سكعیو  ةیفرعملا  زونكلاو  لئاسرلاو  بتكلا  نییلامب   Subtitle 3: A 

cultural edifice in which education, culture, and tourism intertwine. An intellectual and cultural 

edifice that is home to nine libraries with millions of books, manuscripts, and treasures. It reflects 

one of the aspects of the cultural renaissance of the UAE. 

 
◌ اخ زیمم ملاع ىلا بتكلا ربع انُلافطا رفاسُی انھ نم :4 صنلا  حنمی يلایخ مٌ◌ لاع ،دحاو نآ يف ةعتملاو ملعتلا عمجی مٌ◌ لاع ،مھب صٍ

. ملاحلأا ققحتتو  تاحومطلا  ھیف  ىنب  ُتو ،مھسفنأو  مھتاقاط  نع  ریبعتلل  ةعساو  ةحاسم  انلافطا   Subtitle 4: Our 

children travel through books to a distinctive world of their own, a world that combines both 

learning and entertainment simultaneously, a magical world that gives our children ample space 

to express themselves, a world where ambitions are created, and dreams come true. 

https://drive.google.com/file/d/1FYpeTiexAOun63Rc4sC_cw4lLX3GpHWf/view?usp=sharing
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 اً◌قافآ مكماما حتفنتو مكراكفأب اوقلطنتل مكيدل لايخلاو عادبلإا حور زَ◌ فحتل مكلابقتسلا ةأيهم تاحاسمو فٌ◌
 ةديدج

 رغ 5: صنلا

 .رھاب لبقتسمل

Subtitle 5: Rooms and spaces ready to welcome you, ones that inspire you to unleash your 

creativity and imagination to create a brighter future ahead of you. 

 
 

 رشع ثلاثلا نرقلا ىتح مكب دوعتو مكفراعم يرثُت ةلحر يف دشار نب دمحم ةبتكم مكب رحبُت عباسلا قباطلا تابتع دنع :6 صنلا

. رئاخذلا ضرعم  يف  ةمیقلاو  ةردانلا  تاطوطخملاو  بتكلاو  سلاطلأا  نم  ةعومجم  ربع   Subtitle 

6: When stepping on the 7th floor, Mohammed Bin Rashid Library takes you on a journey that 

enriches your knowledge and takes you back to the thirteenth century through a unique collection 

of rare books, atlases, and manuscripts in the Treasures of the Library Exhibition. 

 
 

 دمحم ةبتكم يف ةزیمم مكتبرجتو ،رز ةطغضب مكیدیا نیب مكبتك ،يفاقثلا حرصلا اذھ نع بغِ◌ ت مل ةثیدحلا ایجولونكتلا :7 صنلا

 مكزفحی يذلاو ،يعانطصلاا ءاكذلاو ةیملاعلا تابتكملا ایجولونكت ثدحا مادختساب دشار نب .لبقتسملا اوعنصتو مكلایخ اوقلطُتلِ◌

Subtitle 7: Advanced technology has not been missed in this cultural edifice. With one click, 

your books get between your hands, and your experience at Mohammed bin Rashid Library is 

extraordinary using the latest global technology and artificial intelligence, which will motivate 

you to unleash your imagination and help shape the future. 

 
 

 مِ◌ ولعلاو ةءارقلا ىوھی نم لكو نینانفلاو ،نیركفملا ،نیثحابلا ،نیعدبملا ،لافطلاا ،بابشلا ،ةبلطلل اًیراضح ىقتلم :8 صنلا

. ةعونتملا  

Subtitle 8: A cultural meeting point for students, youth, children, creators, researchers, thinkers, 

artists, and anyone who is an enthusiastic reader and a diverse knowledge seeker. 

 
 

 ةثادحو يضاملا قبع عم راكتبلاا جزتمی ثیح انھ ،ارً◌ اھدزا رثكأ لبقتسم ىلا لایجلاا لاً◌ ماح رھدزیو ملحلا شیعی انھ :9 صنلا

 نب دمحم ةبتكم يف مكراظتناب يئانثتساو فلتخم مٌ◌ لاع .ملاحللأ دودح لاوِ حومطلل فقس لا ثیح انھ ،لبقتسملا قلأو رضاحلا

 .دشار

Subtitle 9: Here is where the dream lives and flourishes, taking generations to a prosperous 

future. Here is where innovation blends with the past, the modernity of the present, and the 
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brightness of the future. Here where there are no limits to your dreams and ambitions. A 

different, exceptional world awaits you at Mohammed Bin Rashid Library. 


