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Conclusion

Academic librarians can effectively 1each students to identify credible resources on the
net. In many occasions, they will have to assume the role of a teacher or a guide helping
the users to access the relevant information available and evaluate the internet resources
for their authenticity. The organization of library services and their dissemination must be
based on marketing strategies to satisfy the consumer of information, the library user.
Instead of using every possible means to market library services to attract the users to the
library, library must also create a perfect environment to cultivate scholarly activities.
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