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Abstract

School Library Market Report 2008-2009 is a new report from Simba Information, the trusted
source for publishing market intelligence.

This report offers an up-close analysis of the K-12 school library market, providing publishing
decision-makers the most up-to-the-minute business information on market trends, opportuni-
ties and growth potential.

Use this report to analyze overall growth potential and assess niche opportunities, evaluate
trends affecting the market and benchmark performance of the industry leaders to position
yourself effectively for short- and long-term growth.

Topics include:

«Buying power of school libraries

e Funding outlook

« School library demand for materials

« Effective marketing and distribution channels
« The impact of emergent technologies

e Leading materials providers

This report is an essential market intelligence tool for publishers, editors, marketing, business
development and investment professionals who need to understand the business strategies
currently driving this segment of the educational publishing industry.
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Technology has created both opportunity and challenge for library media specialists.
On the one hand, the rapid proliferation of new digital content and new technology
formats has heightened time pressures and added to budget constraints. Conversely,
technology can be a tool to make the media specialist’s job easier and instruction
more effective. Once a student is familiar with searching for information online,
students can spend less time on the low-level skill of finding the information, and
more time learning high-level skills such as analysis, synthesis and evaluation.

Direct Instruction

{E2008 Simba Information, Stamiord, CT + 203-325-8193 « www simbainformation.com. Copying Prohibied,
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About Simba Information

Since 1989, Simba Information has been widely recognized as the leading authority for market
intelligence and forecasts in the media industry.

Serving the information needs of both traditional and new media organizations, we provide key
decision-makers at more than 15,000 client companies across the globe with timely news, analysis,
exclusive statistics and proprietary industry forecasts. Simba's extensive information network delivers
valuable independent perspective on the people, events and alliances shaping the media and
information industry. Our tightly focused editorial and marketing teams meet these needs through the
publication of newsletters and market research reports, while our seasoned industry experts bring
Simba’s powerful information to life through consulting services.

Custom Research

In addition to our syndicated newsletters and research reports, we offer custom research solutions
tailor-made to fit your specific needs.

Drawing on our own unparalleled knowledge base, as well as that of a vast network of outside experts
to whom we have unique access, Simba analysts are able to produce media industry research within an
extensive array of methodologies. Our custom research team will work side by side with you to identify
your goals and then provide experienced insights and specific solutions to the most complex
information challenges you face.

Whether you need to drill down to the narrowest market segmentation or build a broad strategic plan,
our research experts can help. We have worked with many of the world’s leading companies to provide
the marketplace insights they need to make the right decisions and implement successful strategies.

Simba produces intelligence for the following areas:

Educational Publishing

Professional Publishing

Business Information Markets

Trade Books Publishing

Corporate Training

Yellow Pages & Directory Publishing

View products and order online at:
www.simbainformation.com

Simba Information
60 Long Ridge Road, Suite 300
Stamford, CT 06902

MONEY BACK GUARANTEE: If you are not completely Toll-free: 888.297 4622

satisfied with this report, simply return the printed

material to Simba in good condition within seven Int'l: +1.240.747.3091
business days of receipt for a full refund. Electronic Fax: 203.325.8195
versions are nonrefundable. customerservice@simbainformation.com
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