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Investigation of Factors That Inﬂuence
Public Librarians’ Social Media Use for
Marketing Purposes: An Adoption
of the Technology Acceptance Model
and Theory of Planned Behavior
Soohyung Joo, Namjoo Choi, and Lindsey M. Harper
ABSTRACT

This study aims to explore multiple factors that are associated with social media use by public librarians for marketing purposes. Based on the technology acceptance model and theory of planned
behavior, the effects of ﬁve factors—usefulness, ease of use, attitude, subjective norms, and behavioral control—on social media use intention were examined. A survey was conducted, and 462 valid
responses were collected from public librarians across the United States. The ﬁndings revealed
that all ﬁve factors have a signiﬁcant impact on librarians’ intention to engage in social media activities for library marketing. Perceived behavioral control factors were the most inﬂuential on social
media use intention. Both practical and theoretical implications are discussed based on the ﬁndings of this study.

S

ocial media has emerged as an essential marketing outlet for public libraries to interact
and communicate with patrons online. Social media is an internet-based tool designed
to support social interactions among users in real time or asynchronously, and it en-

ables individual users and organizations to create their proﬁle pages and to contribute and
share content on online networks (Boyd and Ellison 2007; Bertot, Jaeger, and Hansen 2012; Carr
and Hayes 2015). Many public libraries have actively utilized social media channels to communicate with patrons and to increase visibility in online environments (Rogers 2012; Luo, Wang,
and Han 2013). As a low-cost marketing tool, it is advantageous in that it can increase efﬁciency, interactivity, feedback from users, community engagement, sense of community, and
so forth (Charnigo and Barnett-Ellis 2007; Rutherford 2008; Fernandez 2009). Librarians and
library staff need to be on board and willing to adopt these technologies for the implemenThis study was funded by the Speed Dating for Researchers-V (SDR-V) Collaborative Grant, College of Communication
and Information, University of Kentucky.
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tation of these platforms to be successful (Smeaton and Davis 2014). This can be facilitated by
understanding and identifying the factors that contribute to librarians’ adoption of social media tools for library marketing.
Researchers recognize the beneﬁts of social media as a marketing tool and have investigated
different aspects of social media use in library contexts. Prior studies explored not only the content of social media posts in public libraries but also librarians’ perceptions of social media marketing (e.g., Rutherford 2008; Anttiroiko and Savolainen 2011; Aharony 2012). Efforts have been
made to create practical guidelines and best practices useful for social media marketing in public libraries (e.g., Steiner 2012; Tomlin 2014); however, less research has tried to understand the
multiple factors that are associated with public librarians’ engagement in social media activities, including the platform’s ease of use and usefulness toward reaching libraries’ target audiences. Given the beneﬁts of social media as an effective marketing platform for public libraries, this study aims to understand a variety of factors that would affect public librarians’
intention to use social media for their library’s marketing, including attitude about social media
use, which is inﬂuenced by its ease of use and usefulness, in addition to behavioral control factors and social norms. As a theoretical framework, this study employs two existing theories related to behavioral intention to understand the factors associated with public librarians’ adoption of social media platforms to promote their libraries’ services: the technology acceptance
model (TAM) and the theory of planned behavior (TPB). Using a combined TAM and TPB model
can facilitate a greater understanding of technology-speciﬁc factors associated with adopting a
technology-related behavior. The results from the present study using the combined model have
several practical implications, which will be useful to better facilitate the use of social media for
public libraries’ marketing purposes.

Literature Review
Social Media Marketing in Public Libraries
The use of social media platforms is a low-cost tool that public libraries can adopt to increase
the marketing of the organization’s services (Dankowski 2013; Fasola 2015; Phillips 2015). These
platforms make it possible for libraries to disseminate information about the organization (Neo
and Calvert 2012; Shiri and Rathi 2013), to engage with their communities (Rutherford 2008;
Smeaton and Davis 2014; Cavanagh 2016), to increase website trafﬁc (Dankowski 2013), and to
advocate for the library (Phillips 2015). In a survey of public libraries in the United States, early
adopters of social technologies had more users visit the library and utilize its resources and
services (Lietzau and Helgren 2011).
A successful marketing strategy for libraries that elect to implement these tools involves
clearly deﬁning the organization’s target audience, advertising its services, and providing consistent information, assistance, and support for its users (Rutherford 2008). The use of these
strategies enables public libraries to reach users in their preferred online environment, which
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considerably beneﬁts digital natives (Neo and Calvert 2012). These marketing strategies demonstrate the library’s importance and relevance to individuals who may not otherwise have had
exposure to the organization’s services (Phillips 2015; Cavanagh 2016).
In Web 2.0’s early days, some public libraries adopted social technologies for four main
reasons: content sharing, communication, social networking, and crowdsourcing (Anttiroiko
and Savolainen 2011). Noa Aharony (2012) explored Facebook accounts of 10 public libraries
of various sizes in the United States; results indicated that almost half of all posts emphasized
library-related activities. In an analysis of tweets by the Edmonton Public Library (Shiri and
Rathi 2013), most posts were associated with information sharing, reading recommendations,
and advisory services. Similarly, content analyzed by Abigail L. Phillips (2015) indicated that
libraries were using social media to market programming, literacy advocacy, and access issues.
These studies demonstrate some of the ways public libraries have adopted social media to be
able to market their services to their users.

Librarian Perception of Social Media Use in Public Libraries
Librarians spend a considerable amount of their workday maintaining and updating their libraries’ social media pages (Vucovich et al. 2013; Phillips 2015). Public librarians recognize the
importance that marketing their services on social media has for their organization (Rutherford 2008); however, the number of platforms to choose from can leave some librarians reluctant to incorporate these media into their everyday services. Reluctance by staff was often cited
as a reason why public librarians are hesitant to adopt social media to promote library services
(Rutherford 2008; Smeaton and Davis 2014; Carlsson 2015). To reduce staff reluctance, it is important to consider the learning curve associated with using these platforms and to provide
workshops or training to acclimate librarians and library staff to these social media technologies (Rutherford 2008; Mansor and Idris 2010).
Louise L. Rutherford (2008) interviewed seven key staff members in public libraries in the
United States and New Zealand and discovered that in addition to staff reluctance, lack of staff
and administrative support also created barriers to successful social media implementation.
Similarly, Kathleen Smeaton and Kate Davis (2014) discovered that negotiating expectations
of use with these technologies can posit additional challenges for librarians. Among public libraries in Oyo State, Nigeria, 62.1% had unfavorable perceptions of the use of social media
technologies to promote library services. The justiﬁcations provided for these views included
the lack of visibility of public libraries in Nigeria, patron type, and the notion that social media
cannot replace the traditional means of providing library services (Fasola 2015).
In a case study of two public libraries in Australia, individuals who had extensive knowledge of social media for personal use were more likely to accept social media as a service channel for marketing the library (Smeaton and Davis 2014). Librarians between the ages of 20 and
40 (82.7%) across various library types had a positive perception of using social media tools to
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promote library services (Fasola 2015). Similarly, Phillips (2015) investigated mostly younger
public and school librarians’ perceptions of social media use, and 85% (n 5 46) agreed that
maintaining social media accounts for their libraries ought to be part of their professional responsibilities. Samuel Kai-Wah Chu and Helen S. Du (2013) surveyed 38 academic librarians,
and results demonstrated a trend of more positive perceptions toward using social media to
engage with patrons and to promote library services. Furthermore, in an analysis of 44 articles
across various LIS journals, results indicate that most public librarians welcome social media
tools; however, institutional barriers and failure to recognize the validity of these platforms
could harm the technology’s implementation (Carlsson 2015). Staff acceptance of changing
roles and willingness to adopt new technologies are critical for social media integration’s success (Smeaton and Davis 2014).

Technology Acceptance Model
The TAM examines the impact that ease of use and usefulness has toward technology use. Under this model, individuals are more likely to adopt a technology when it is useful, but only
when the technology is also easy to use. Technology is less likely to be adopted if it is not useful,
even if it is easy to use (Davis 1989). Fred. D. Davis (1989) deﬁned usefulness as “the degree to
which a person believes that using a particular system would enhance his or her job performance” (320) and perceived ease of use as “the degree to which a person believes using a particular system would be free of effort” (320). See the TAM outline in ﬁgure 1 for a visual representation of this model.

Figure 1. Model representations and hypotheses: the technology acceptance model and the theory of planned behavior.
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TAM has been used to examine the selection of different technologies in diverse information systems (IS) situations (Chuttur 2009). There has been an increase in organizations that
adopt social media because of its ease of use, its immediacy for publishing content, and its
useful platform for interacting with library users (Fasola 2015). An example of TAM being employed is a survey of undergraduates in the United States (n 5 332) about the factors that affect the selection of online library resources. Results from this study demonstrated that usefulness and ease of use positively inﬂuenced attitude toward using online library resources,
and that in turn created a positive behavioral intention toward adopting these technologies
(Joo and Choi 2015).

Theory of Planned Behavior
The TPB is a social psychology theory that explains human behavior and behavioral intention
across different situations (Fishbein and Ajzen 1975; Ajzen 1991). This theory posits that behavioral intention is inﬂuenced by attitude, subjective norms, and perceived behavioral control
factors about a given behavior. Subjective norms are described as an individual’s perception
of others’ views of certain behaviors. If a behavior, or adoption of social media tools in our case,
is perceived to be an accepted behavior by colleagues or peers, a person is more likely to perform the behavior. Perceived behavioral control refers to an individual’s “perception of the ease
or difﬁculty of performing the behavior of interest” (Ajzen 1991, 183). See the TPB outline in
ﬁgure 1 for a visual representation of this model.
The TPB has been used to combat problems in various ﬁelds, including public health issues
such as condom use (Albarracín et al. 2001), mental health issues such as whether someone
seeks help from a professional (Chen, Romero, and Karver 2016), and social media issues such
as privacy protection (Saeri et al. 2014). As it pertains to libraries, Chun-Hua Hsiao and Kai-Yu
Tang (2014) investigated college students’ behavioral intentions to adopt e-books in a library
setting using the TPB. The results of this research demonstrate that social norms signiﬁcantly
affect behavioral intention, whereas perceived behavioral control did not signiﬁcantly affect
behavioral intention. Yasser D. Al-Otaibi and Luke Houghton (2015) used a version of the TPB
to examine the factors that inﬂuence Australian university students to adopt Web 2.0 technologies to inﬂuence in-class learning. Their results indicate that students’ attitudes, social norms,
and perceived behavioral control factors had a signiﬁcant positive effect on behavioral intention
to adopt Web 2.0 technologies.

Combined TAM-TPB
Shirley Taylor and Peter A. Todd (1995a) proposed combining elements from TAM and TPB models to measure information technology usage behaviors, as the addition of subjective norms and
behavioral control factors can signiﬁcantly inﬂuence these behaviors. In this model, perceived
usefulness and ease of use determine attitude toward using the technology, and attitude inﬂu-
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ences behavioral intention to adopt the technology. Subjective norms and perceived behavioral
control factors inﬂuence behavioral intention. The model conﬁrmed usefulness and ease of use
had a signiﬁcant positive impact on attitude toward adopting technology, and attitude had a
signiﬁcant positive inﬂuence on behavioral intention. Subjective norms and perceived behavioral
control factors had a signiﬁcant positive inﬂuence on behavioral intention. See ﬁgure 1 for a visual example of our complete model.
Previous research has utilized a combined TAM-TPB model to solve many information
problems. Jeroen Schepers and Martin Wetzels (2007) conducted a meta-analysis that examined 51 articles containing 63 studies about the overall inﬂuence subjective norms have on
TAM-based research. The results conﬁrmed that subjective norms had a signiﬁcant positive
inﬂuence on behavioral intention to adopt new technologies. Sultan M. Al-Daihani (2016) used
a modiﬁed version of TAM to determine factors that inﬂuence students’ decisions to adopt
Twitter as an information resource. The results indicated that perceived usefulness and social
norms had a signiﬁcant positive inﬂuence on behavioral intention to adopt Twitter, but ease of
use was not a signiﬁcant predictor for intention. Qijun Xie and colleagues (2017) studied the
factors that determine citizens’ intentions to use e-government resources using TAM and TPB
separately. Results from the TAM components demonstrated that perceived usefulness had a
signiﬁcant positive impact on attitude and behavioral intention, and perceived ease of use had
a signiﬁcant positive inﬂuence on perceived use and attitude formation. Results from the TPB
components indicated that attitude, social norms, and perceived behavioral control had a signiﬁcant positive inﬂuence toward intention to use e-government resources. In the context of
technology usage behaviors, the combined model provides a more holistic picture of the factors that can affect someone’s decision to engage in technology-related behaviors. Improving
an already useful technology’s ease of use would reduce the effort expectancy associated with
it and, in the context of our study, would likely create more favorable attitudes about implementing these technologies in the library setting.

Research Model and Hypotheses
This study adopted the combined TAM and TPB (Taylor and Todd 1995a) to understand social
media use for library marketing among public librarians. The underlying theoretical framework of this study is the TPB (Ajzen 1991), which analyzes the effects of individual librarians’
attitude, subjective norms, and behavioral control on the intention to use social media for library marketing. Then, the TAM (Davis 1989) was augmented to further explore the factors of
perceived usefulness and ease of use. In our study’s context, the addition of the TAM to the
TPB reveals additional motivating factors that can inﬂuence a librarian’s attitude formation,
particularly in the context of technology usage. Therefore, this model’s signiﬁcance provides
an extended understanding about some of the additional factors that can inﬂuence a librari-
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an’s attitude formation regarding social media use for library-related marketing. Figure 1 presents the research model, and the following hypotheses guided this study:
H1: Perceived ease of use of social media positively affects a public librarian’s perception of usefulness of social media for library marketing.
H2: Perceived ease of use of social media positively affects a librarian’s attitude toward social media use for library marketing.
H3: Perceived usefulness of social media positively affects a librarian’s attitude toward social media use for library marketing.
H4: Perceived usefulness of social media positively affects a librarian’s intention to
use social media for library marketing.
H5: Positive attitude toward social media use positively affects a librarian’s intention
to use social media for library marketing.
H6: Subjective norms positively affect a librarian’s intention to use social media for
library marketing.
H7: Behavioral control positively affects a librarian’s intention to use social media for
library marketing.
In this study, we operationally deﬁne “attitude” as a librarian’s perceived positive or negative view of social media use for marketing. According to both the TAM and TPB, an individual’s positive or negative evaluation of attitude leads to the formation of behavioral intention
(Davis 1989; Ajzen 1991). We assumed that a librarian who has a positive attitude toward social
media use is more likely to utilize social media for library marketing (H5). We further examined the two factors associated with attitude based on the TAM. In this study, “perceived usefulness” refers to the degree to which a librarian perceives that using social media would enhance his or her library’s capability of marketing to reach patrons. Based on the TAM (Davis
1989), we assumed that perceived usefulness would be a critical factor that accounts for a librarian’s attitude toward social media use as well as her or his use intention (H3 and H4). In
addition, we presumed that a librarian’s perceived ease of use would lead to a positive attitude
toward social media use as well as a perception of usefulness (H1 and H2). If social media is
easier to use to engage with a larger audience compared with traditional marketing methods
(e.g., printed posters or community newspapers), then librarians will form a positive attitude
toward social media and perceive it as a useful tool.
According to the TPB, subjective norms refer to an individual’s perception of others’ views
or judgment of certain behaviors (Ajzen 1991). Thus, in this study, subjective norms concern a
librarian’s perception about social media use that could be inﬂuenced by judgment of other
librarians or staff. The factor of subjective norms has been understudied in prior research regarding social media use in public libraries. If social media marketing is perceived to be com-
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mon practice in the public library community, an individual librarian might be more likely to
engage in social media use for his or her library. Thus, we assumed other librarians’ perception
of social media marketing would inﬂuence a librarian’s intention to engage with social media
practices (H6).
Finally, based on the TPB (Ajzen 1991), we operationally deﬁned perceived behavioral control as a librarian’s perception of the ease or difﬁculty of using social media for library marketing. Behavioral control is closely related to skills, knowledge, or ability required to use social
media (Lau 2011; Cheon et al. 2012); therefore, we assert that behavioral control would affect a
librarian’s intention to use social media for marketing (H7).

Research Method
Data Collection
To empirically test the research hypotheses, we conducted a survey and analyzed the data using inferential statistics—to be more speciﬁc, structural equation modeling (SEM). First, we
manually visited 50 state library departments’ websites in the United States to locate their library
directories containing the email addresses of the state’s public library directors and librarians.
From 25 state library directories, we obtained a total of 4,252 public library directors’ or librarians’ e-mail addresses. The initial survey invitation (February 4, 2016) and two subsequent
reminders (February 8 and 15, 2016) were then emailed to the public library directors and librarians, in which we asked them to forward the invitation to the staff member who is responsible for social media in their library. Thus, each response reﬂects one library. The survey ran
for 2 weeks and was closed on February 19, 2016. As an incentive, survey participants had the
opportunity to register in a drawing for one of ﬁve $50 Amazon gift cards.
In total, 462 valid responses were collected and analyzed. As shown in table 1, we collected
responses from different public libraries varying in size. Regarding social media tools adopted,
98.1% of the participants’ libraries used Facebook, followed by Twitter (47.2%), Pinterest
(36.8%), and Instagram (26.6%). Most libraries used multiple social media platforms.
Table 1. Responses by Library Service Population

Service Population
<2,500
2,500–9,999
10,000–24,999
25,000–49,999
≥50,000
Total

n

%

Number of Social Media Tools,
Mean (SD)

86
119
113
57
87

18.6
25.8
24.5
12.3
18.8

1.74 (1.21)
2.14 (1.30)
2.98 (1.75)
3.07 (1.36)
4.20 (2.03)

462

100.0

2.77 (1.77)
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Measures
An online survey was developed for two research objectives, and this study concerns one of
those two. As mentioned in the introduction, the goal of this article is to explore multiple
factors associated with librarians’ intention to use social media for marketing purposes by
adopting existing relevant theories. The other paper aims to examine public libraries’ challenges, motivators, and perceptions (i.e., perceived importance and future use intention) toward the use of social media for marketing. The measurement items for this article in the survey questionnaire were developed by adopting and modifying empirically validated scales from
previous studies (Ajzen and Fishbein 2005; Taylor and Todd 2005b; Park et al. 2009; Tohidinia
and Mosakhani 2010; Xu, Benbasat, and Cenfetelli 2013; see table A1). The speciﬁc measurement
items, all of which were measured on a 7-point Likert scale, are provided together with their
corresponding sources in table A1.

Data Analysis and Results
Partial least squares (PLS), a component-based SEM technique, was employed for measurement validation and structural model testing (Chin 1998). PLS was chosen over a covariancebased SEM because the focus of this study is more on exploration than conﬁrmation (Hair,
Ringle, and Sarstedt 2011).
As shown in table 2, the Cronbach’s alpha and composite reliability scores of all constructs
exceeded .70, indicating adequate internal consistency (Fornell and Larcker 1981). Also, all item
loadings were above .70 with signiﬁcance at the .01 level, suggesting convergent validity
(Comrey 1973). All average variance extracted scores (see table 2) were above .50, providing
additional support for convergent validity (Fornell and Larcker 1981). Last, the square roots
of the average variance extracted scores (the diagonal elements in table 2) were higher than
the interconstruct correlations, conﬁrming discriminant validity (Fornell and Larcker 1981).

Table 2. Reliability and Validity of Measurement

ATT
BC
INT
EOU
UF
SN

Mean

SD

AL

CR

AVE

ATT

BC

INT

EOU

UF

SN

5.95
5.57
6.09
5.23
5.84
5.94

.75
1.16
.89
1.06
.85
.80

.83
.95
.92
.74
.89
.80

.90
.96
.95
.85
.93
.87

.75
.87
.86
.65
.81
.70

.87
.26
.48
.57
.65
.29

.93
.57
.27
.25
.21

.93
.35
.41
.29

.81
.48
.15

.90
.27

.84

Note.—AL 5 Cronbach’s alpha; CR 5 composite reliability; AVE 5 average variance extracted; ATT 5 attitude;
BC 5 behavioral control; INT 5 use intention; EOU 5 ease of use; UF 5 usefulness; SN 5 subjective norm.
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Harman’s single-factor test was performed to check for any common method variance
(Podsakoff et al. 2003). None of the factors explained the majority of the covariance, indicating
that common method bias is not a concern in this study.
As shown in ﬁgure 2, all path coefﬁcients were signiﬁcant as hypothesized. In the TAM part
of the research model, both usefulness (b 5 .483, p < .01) and ease of use (b 5 .339, p < .01) had
positive effects on attitude, accounting for 50.6% of the variance in attitude. Attitude, in turn,
was also found to positively inﬂuence use intention (b 5 .277, p < .01). The paths hypothesized
based on TPB also received empirical support. In particular, the effects of subjective norms
(b 5 .094, p < .05) and behavioral control (b 5 .457, p < .01) on use intention were signiﬁcant
and, combined with attitude, explained 46.0% of the variance in use intention. Note that the
inﬂuences of both usefulness and subjective norms on use intention (i.e., b 5 .094, p < .05)
were close to 0 and thus had weak relationships (Hair et al. 2014, 171). This indicates that their
effects on use intention are minimal compared with those of attitude and behavioral control.
In addition, the R2 value of use intention, which reﬂects the total effects of our combined
TAM-TPB model, was .460. According to Hair et al. (2011, 145), although acceptable R2 values
vary by research discipline and model complexity, it suggests that the model’s predictive
accuracy can be described as moderate.

Discussion
Based on the combined TAM-TPB model, this study explored multiple factors that affect librarians’ intention of social media use for library marketing. SEM, a type of inferential statistic, was
applied to empirically prove the hypotheses in the research model. This study conﬁrms a pos-

Figure 2. SEM analysis results. * p < .05. ** p < 01
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itive causal relationship between a librarian’s attitude toward social media and his or her intention to use it. Prior studies revealed that public librarians generally tend to be positive
about adopting social media for their libraries (e.g., Chu and Du 2013; Carlsson 2015); however,
the staff’s willingness to adopt social media would be critical for successful integration of social
media for their libraries (Smeaton and Davis 2014).
The results of the study also conﬁrm that both perceived usefulness and ease of use had
moderately positive impacts on attitude. The combination of these factors led to an intention
to use social media for library marketing. This implies that librarians who perceive social media as useful and easy to use are likely to hold favorable attitudes toward using social media
marketing for their library. When selecting social media tools, libraries ought to assess which
tools would be the most effective for marketing purposes and which would be deemed the
most efﬁcient and easy to use from the perspective of staff. An additional point to consider
is which social media platforms are being used by the library’s target audience (e.g., Instagram
or Facebook). As a way to enhance the effectiveness of social media, it is important to utilize
the tool to interact with patrons in diverse ways, such as knowledge gathering and sharing,
community engagement, soliciting feedback, engaging discussion, and sharing or creating
cultural and educational activities (e.g., Cahill 2011; Chen, Chu, and Xu 2012; Shiri and Rathi 2013;
Madge and Coşerea 2014), rather than just announcing events at the library. One of the strengths
of social media is its interactivity and two-way communications compared with traditional
marketing channels (e.g., printed posters, newsletters). Without taking into consideration
the library’s target audience, however, librarians could be speaking on a platform with no “followers.”
Social media’s ease of use is a construct of which the library has no control, as it is more
related to the system features of a platform’s interface. Perceived ease of use is partially related
to users’ familiarity with these social media tools; therefore, when libraries consider which
tools to use, they ought to consider which platforms librarians prefer and have prior experience using. Reluctance to use social media may be due to unfamiliarity with the platform. “Familiarity,” in this context, is described as the extent to which individuals have an understanding
of social media platforms through direct and indirect exposure (Sánchez-Franco and Roldán
2015). As a way to combat the often ever-changing nature of social media, it is important that
librarians explore these technologies not only for their library, but for their own personal use,
as additional exposure to the social media platform will allow librarians to become more familiar with the interface (ultimately making it easier to use), and in turn see the ways it can serve
as useful (both personally and professionally). Although personal use of social media is not a
requirement to use social media in the library setting, further familiarity will aid in reducing
the social media platform’s complexity. Acquiring training to use these platforms is another
option in assisting librarians and staff to more easily navigate these social media tools. The results from the present study afﬁrm the signiﬁcant relationship between ease of use and useful-
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ness. That is, social media platforms can be deemed more useful if librarians are more comfortable with using these tools. By providing relevant training, librarians can not only more easily
use these platforms, but also perceive them as more useful, which eventually leads to more engagement in social media activities.
One of the unique contributions of this study lies in that we included the factor of subjective norms in understanding social media adoption in the public library context. Prior studies
explored various motivators for social media use in public libraries, but few of them investigated the impact of subjective norms. The results from the present study indicate a signiﬁcant
effect of subjective norms on the use intention of social media, but its effect was relatively
small (b 5 .094, p < .05) compared with the other two TPB factors. This implies that subjective
norms act as a motivator for public librarians to increase their intention to use social media for
marketing, but it might not be a primary reason. That is, public librarians tend to be more
inﬂuenced by their attitude toward social media or perceived behavioral control rather than
the views of other librarians. Although the impact of subjective norms is minor, it would still
be worthwhile for public libraries to share best practices with their staff as a way to instill subjective norms and to update them with what other libraries do for social media marketing.
Social media marketing for libraries is an efﬁcient and low-cost tool that requires less effort
and time compared with traditional methods of marketing such as printed posters and community newsletters. It also enables libraries to more immediately reach their target audience,
check notiﬁcations, and respond to feedback from patrons in a more timely manner. If libraries continue to make staff aware of the beneﬁts of social media marketing through internal
training and workshops, they will be more likely to increase the profession’s subjective norms
and to participate in more social media activities.
Perceived behavioral control was the most inﬂuential on librarians’ intention to use social
media in public libraries (b 5 .457, p < .01). Behavioral control is closely related to skills and
knowledge required to use and manage social media (Lau 2011). Librarians with more social
media knowledge and experience are more likely to adopt it for library services; therefore,
the skills of library staff would be a key contributing factor to the success of social media
use in public libraries (Smeaton and Davis 2014). At the same time, this also means that librarians with limited skills might be reluctant to use social media for their libraries. Lack of skills
and expertise in managing social media tools can be a critical barrier in the use of social media
for library marketing purposes (Chu and Du 2013). As a way to reduce staff reluctance, it is important to provide adequate training or workshops to enhance their practical skills and knowledge in using social media for marketing purposes. Again, training is one of the key factors that
can promote the implementation of emerging technologies in library environments (Mansor
and Idris 2010).
The contributions of this study extend beyond the empirical ﬁndings. To the best of our
knowledge, this study is one of the ﬁrst to employ the combined TAM-TPB model to under-
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stand multiple factors around social media use in public library environments. Both TAM and
TPB have been proven as valid theoretical frameworks that are applicable to explain behavioral
intention in different contexts of library services (e.g., Thong, Hong, and Tam 2002; Hsiao and
Tang 2014; Joo and Choi 2015). As it is in the TPB, the three exogenous factors, including attitude, subjective norms, and behavioral control, explain public librarians’ intention to use social media for library marketing, accounting for around 46% of the variance. The addition of
the TAM to the TPB extended the scope of the research model by further delving into the
factors of perceived usefulness and ease of use. The strength of the combined TAM-TPB lies
in that it constructs a second-order model to understand additional factors that elucidate a librarian’s positive or negative attitude toward social media marketing. The combined TAMTPB ﬁts the context of social media use in public libraries as it provides an extended understanding of multiple factors in relation to librarians’ social media use for marketing purposes.
However, the theoretical assumptions of this study, that is, the combined TAM-TPB, do not
look into negative factors such as challenges or problems in the use of social media marketing
in public libraries. Because the nature of these two theoretical frameworks is to explain factors that positively inﬂuence behavioral intention, negative factors such as the challenges or
problems associated with social media usage are not included in the research design. However,
considering these negative factors would offer a more nuanced view of social media adoption
in public libraries.
Most of the previous literature has focused on the positive aspects of social media use in
public libraries while neglecting its potential problems and limitations. Despite many beneﬁts
of social media, there are some limitations and potential problems to think about in the application of social media in the public library environment. First, even though social media is
relatively low-cost, it still requires considerable effort and staff time to create content and to
interact with users (Jones and Harvey 2016). Particularly, individual libraries might need to continuously monitor potential negative user comments, complaints, or misleading content, and
need to strategize how to resolve any unexpected user responses. Second, the use of social
media in the public library setting can be an extra burden on the employee to develop separate strategies or content for social media marketing in addition to the traditional marketing, which is especially true for small libraries with limited resources or staff time. A third
problem we need to consider is privacy concerns or accidental release of some conﬁdential
information. Social media use involves new challenges related to privacy, security, and other
information policy issues in organizations (Bertot et al. 2012). Public libraries might not be free
from the privacy-related concerns while using social media. For example, many libraries upload
and share pictures of their events or programming that include participants (often minors),
attendees, or volunteers. Finally, as shown in the Facebook-Cambridge Analytica data scandal
in 2018 (Solon 2018), social media tools themselves cannot guarantee the rights of privacy and
the protection of conﬁdential information. Obviously, these kinds of negative factors would
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have impacts on social media adoption in public libraries, and they are very important to further
discuss to understand the entire sphere of social media practice in public libraries.
There are also several other frameworks in IS research that could be helpful in exploring
other relevant questions. For example, another well-known framework in IS research is IS success theory by W. H. DeLone and E. R. McLean (1992). This theory includes constructs such as
information quality and systems quality, and employing these success factors would help generate further practical insights.

Conclusion
Based on the combined TAM-TPB model, the researchers empirically investigated ﬁve factors—
usefulness, ease of use, attitude toward social media use, subjective norms, and behavioral control—that would affect librarians’ intention to use social media for marketing in public libraries. The ﬁndings revealed that all ﬁve factors would have a signiﬁcant impact on social media
use intention directly or indirectly. Behavioral control was the most inﬂuential determinant
on the use intention whereas subjective norms were the least inﬂuential. The implications of
the study highlight the importance of training librarians in the skills required for using social
media tools, including effectively using these platforms in a diverse range of interactions with
patrons.
This present study has some limitations. First, this study did not investigate organizationlevel factors, such as administrative support, library-level climate toward social media, or related library resources. Second, even though we empirically tested the research model, we
did not provide speciﬁc examples of the identiﬁed factors that would inﬂuence librarians’ behavioral intention. Third, this study examined only motivational factors of social media practice for library marketing. As discussed, however, social media use has several negative aspects
or problems in the public library context. The current study neglects the negative impacts or
issues with using social media, which are critical to understanding social media use and adoption in public libraries. These limitations illustrate a need for further research that includes
library-level factors—in particular, the relationship between library-level support, resources,
and social media activities. Future research is also encouraged to investigate the challenges and
negative factors associated with the use of social media in the public library setting. Particularly,
we plan to examine the relationship between privacy and security concerns and attitude toward
social media use. Future research ought to involve a qualitative approach to supplement the
quantitative ﬁndings in order to gain a better understanding of the underlying reasons for social
media use in public libraries.
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Appendix
Table A1. Research Constructs and Measures
Construct
Usefulness

Ease of use

Attitude

Subjective norms

Behavioral control

Use intention

Measure
Social media improves the quality
of library marketing
Social media helps to build stronger
relationships with library users
Social media enhances the
effectiveness of library marketing
Social media facilitates library
marketing with minimal resources
Social media reduces the time and
effort the library spends on
marketing activities
Social media makes it easy to reach
out to library users
Social media use for public library
marketing is valuable
Social media use for public library
marketing is desirable
Social media use for public library
marketing is pleasant
Social media marketing is a common
practice among public libraries
It is expected that public libraries
should use social media to reach
out to community users
Many public libraries are actively
utilizing social media for marketing
I have the skills necessary to use
social media for library marketing
I have the knowledge necessary to use
social media for library marketing
I am familiar with using social
media for library marketing
I am experienced with using social
media for library marketing
I am likely to actively engage in social
media marketing in my library
I intend to participate in social media
activities for library marketing
I will upload posts to social media
channels for my library marketing

Source
Davis (1989); Thong et al. (2002);
Park et al. (2009)

Davis (1989); Thong et al. (2002);
Park et al. (2009)

Ajzen and Fishbein (2005);
Thong et al. (2002);
Park et al. (2009)

Ajzen (1991); Tohidinia
and Mosakhani (2010)

Ajzen and Fishbein (2005);
Taylor and Todd (1995b);
Tohidinia and Mosakhani (2010)

Ajzen and Fishbein (2005); Xu,
Benbasat, and Cenfetelli (2013)
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