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ABSTRACT
	The assessment explores the role of social media in marketing academic library services in the twenty-first century, examines user awareness and engagement, and analyzes whether user demographics influence library information access. A sample of n = 150 library users was analyzed using descriptive statistics, chi-square tests, and Spearman correlations. The findings show that 60.00% of respondents access social media “always” or “often” for library information and social media usage and perceived usefulness have a positive correlation. Instagram is used for event and image sharing, WhatsApp for short notifications, and Facebook and Twitter for announcements and link sharing. A social media action plan is provided alongside practical recommendations.
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INTRODUCTION
	In the digital world, social media is a powerful force through which libraries embrace and reach out to their community’s users by promoting their services. Social media has empowered libraries to circumvent traditional physical boundaries, thereby opening them to a global audience, keeping people posted, and creating instantaneous real-time interactions with patrons through Facebook, Instagram, Twitter, and YouTube. These platforms make libraries necessary for modern library strategies by making them dynamic for libraries to advertise new resources, events, and educational programs. Social media also encourages more direct and personalized communication between libraries and their users. Such is the case in receiving instant feedback through platforms such as Twitter and Facebook. This can be contrasted with Instagram and YouTube, which provide visual content that may reach a wider audience. Libraries can hold webinars and live book discussions and engage their community through such features as interactions. Social media popularize libraries, increases participation among community members, and maximize participation in libraries (Alhassan & Ahmed, 2023). Despite the promise that social media offers, challenges associated with privacy issues, the spread of misinformation, and the digital divide must be addressed to implement it within the service model. Through strategic social media practice, libraries can achieve much greater visibility and reach, yet at the same time, assist in people’s feeling of connection in an increasingly digital world (Villoldo, 2012).
MEANING OF SOCIAL MEDIA
	Social media is the combination of digital platforms and tools that enable users to interact with content in virtual communities and networks. It is basically defined by a wide range of websites and applications, mainly for communication, collaboration, and content dissemination. There are social media platforms that share information, opinions, multimedia, and ideas in real time. Examples include Facebook, Twitter, Instagram, LinkedIn, and YouTube.
Key Features of Social Media:
User-generated content: These sites are user-generated content sites: post, photos, videos, and comments.
Interactivity: There is communication between the users on these sites, encouraging community engagement.
Reach: Over geographical borders, connecting users to others. (Kaplan, A. M. and Haenlein, M. (2010)
USE OF SOCIAL MEDIA BY THE LIBRARY
	Social media can be a very powerful tool for communicating and facilitating relationships with existing and potential customers, and it is becoming increasingly popular among the library community. Over 70% of libraries use social media tools for promotional purposes, collection management, outreach, or teaching and learning enhancement. However, very little research has been conducted to identify such practices, and how institutions and individuals go about their social media activities in a library setting, or to measures of how successful it is. Taylor and Francis aimed to identify current practices related to libraries and social media for other institutions as a way of benchmarking their practices and providing inspiration toward new approaches. This white paper covers what was examined and discovered from our methodology using librarians from the UK, US, and India. The findings are divided into the following categories:
Current social media practices:
This research shows the current variation in how social media is being used within the library community, including details of early experiments with social media, reasons to use social media, and challenges and opportunities it poses. 
An overview of our surveys is provided, along with details on how social media can achieve library objectives and which channels and strategies can be applied to meet them.
Social media policies and management:
As social media usage increases, librarians are introducing policies to assist in managing timing, tone, and content. Here, we look at how this is being done at the institutions within the UK, US, and India.
Effectiveness of social media:
However, how effective is social media in this instance, from the point of view of a library user, concerning librarians’ attempts to engage using this method? Since there is scant evidence on the subject, Taylor and Francis sought to look at the tracking of social media activity by libraries and who they are reaching out to.
Promotion of the Social Media Channels:
In our focus groups and interviews, we explored how libraries promoted their social media channels, investigating popular practices, and how librarians promoted their accounts to users.
The future of social media in the library:
With social media becoming increasingly integrated into the daily role of a librarian, we here in this section what our focus groups have to say about the future of social media as a communication tool for libraries, and what they are doing to adjust to it in the present (https://librarianresources.taylorandfrancis.com).

SOCIAL MEDIA MARKETING TIPS FOR LIBRARIES
Develop more usage:
The social networking tool is great in promoting the book or collection to the patrons. Develop usage further by ensuring that users understand as much as possible
Measure influence. You might decide to use Google Analytics and Facebook stats or Facebook for an instance, it will inform one to know what works best, thus providing a good base for actions through measured influence. 
Choose what works best:
Identify your target market and research where they spend their time. You can research on the Internet about which channels are used by the most demographics. For instance, more than half of the population that uses Instagram is under the age of 34.
Market research:
Use your channels to gain knowledge on whether certain collections are in or out with the users or any other area where you could gain insight.
Follow-up policy:
Implement a social media policy to ensure ethical use across accounts by all staff. See this example of library social media policy.
Management platform:
Make your job easier with a social media management platform. Several free and easy-to-use social media management platforms are available, but Hoot suite is the most popular among librarians, followed by Tweet deck and Feedly.
Plan:
Plan your content with a social media calendar; it will save you time eventually and ensure that your content is varied. Having various activities planned around the academic year may work well. For example, during the exam season, you could share relevant resources to help students.
Be interactive:
Engage with others’ content. Discuss and determine what else is available. Participate in the online world.
Customer service:
Students are quite engaged with online platforms, and librarians have welcomed social media platforms as a means of connecting with their users to offer customer services and networking with other libraries to offer customer service.


Teaching and learning:
Websites like YouTube are very useful for obtaining new information, learning, and educating users. Library services can utilize social media to post insights into specific materials and collections to educate and promote what is available.
Outreach:
Sharing pictures and other content is a good way of letting users knows what the library is up to. It can be used for specific events, new developments, or simply to show users what it can be used for.
Social media strategy:
Develop a library social media strategy to follow. This will help keep your channels focused on activities that fit your aims. If you want to get more users through the door,  your posts should aim to increase the library’s awareness and get users’ engagement.
Training:
If several library staff members will post on the social media accounts, ensure that training is provided in best practices. Ensure that all staff follows the same calendar and strategy. (https://librarianresources.taylorandfrancis.com/insights/library-advocacy/how-libraries-are-applying-social-media/)
WHAT ARE THE BENEFITS OF SOCIAL MEDIA FOR LIBRARY USE?
	Social media brings different advantages to libraries: they can communicate with users, market their services, and build a sense of community. Among them are but are not limited to
1. Increased visibility and awareness:
Libraries will notify the public of what is available in their collections, events, and services when using these services, such as Facebook, Instagram, and Twitter. This method will launch user participation, and citizens will be directed to accessible sources made available in a library. (Vassilakaki, E., & Garoufallou, E. (2015) 
2. Direct Communication:
Libraries can directly post messages on social media to their users about queries, complaints, or even news related to new procurements, workshops, or changes in policies. (Collins, G., & Quan-Haase, A. (2012)
3. Community Involvement:
Social media opens up an avenue for two-way communication between the library and its community. The library can publish user-generated content, perhaps organizing virtual book club discussions or even polls on the preferences of the community. (Young, S. W. H., & Rossmann, D. (2015)
4. Literacy Empowerment:
Libraries can educate users on how to use information appropriately through social media by disseminating tutorials, infographics, and tips. (Chu, S. K. W., & Du, H. S. (2013)
5. Development of digital resources:
Libraries can develop digital resources through social media by disseminating eBooks, databases, and online journals such that users become habitual users of those resources. (Boateng F, Liu YQ. (2014)
6. Cheap Marketing:
Libraries capitalize on free social media by advertising services, events, and other resources available without spending a dime. (Charnigo, L., & Barnett-Ellis, P. 2007)
7. Professional Network:
A professional networking site, such as LinkedIn, further assists librarians in exchanging information with peers and other bodies. They foster cooperation and best practices interchange. (Ayu & Abrizah, 2011)
METHODOLOGY
Design: A cross-sectional survey.
Population: Patrons of a university library (students, research scholars, faculty, and staff).
Sampling: Non-representative sampling (e.g., users who presented at the library or institution-wide email/social media channels)..
An instrument was used for data collection, which was a self‐administered questionnaire based on a combination of closed and Likert questions (Appendix).
The sample size used here: n = 150.
Sample and example data (illustrative)
Frequency of social media use to receive library information (n = 150):
	Response
	Count
	Percentage

	Always
	30
	20.00%

	Often
	60
	40.00%

	Sometimes
	40
	26.67%

	Rarely
	15
	10.00%

	Never
	5
	3.33%

	Total
	150
	100.00%








High Engagement
- 60% of the respondents (20% Always + 40% Often) used social media forums to obtain library information.
Social media is already an important communication tool in many libraries.
Average Users
About 26. 67% of the respondents (n = 40) used social media to obtain library-related information.
We can convert them into frequent users through more engaging, relevant, and timely content.
Low/Non-Users
Only 13.33% of the participants (n = 20) belonged to the rarely or never categories.
This suggests that a relatively low percentage of users are not reached, possibly due to their preference for traditional communication channels, such as emails and bulletin boards, or simply being unaware.

Implications for libraries
Since 6 out of 10 people obtain information from social media, libraries should focus on social platforms such as WhatsApp, Instagram, and Facebook to market their events, new library collections, or services.
Efforts should focus on providing more value (e.g., tutorial videos, quick guides, and research tips) to the “Sometimes” group.
The small Rarely/Never group could be accommodated by providing several communication methods (e.g., email newsletters, electronic notice boards, or SMS alerts).
Data analysis — step-by-step
1. Descriptive statistics
· Frequency table (shown above).
· Central tendency for perceived usefulness (1–5 Likert scale). Example: mean = 4.02, SD = 0.72 (generally positive interpretation).
2. Cross-tabulation (example)
Test: Is academic level associated with the frequency of social media use?
Example contingency table (n = 150):
	
	
	
	
	
	
	

	
	
		Academic Level \ Frequency
	Always
	Often
	Sometimes
	Rarely
	Never
	Row total

	Undergrad
	18
	36
	20
	8
	2
	84

	Postgrad/Research Scholar
	9
	18
	16
	5
	2
	50

	Faculty/Staff
	3
	6
	4
	2
	1
	16

	Total
	30
	60
	40
	15
	5
	150



	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	





Reword
Undergraduate students (n = 84)
The majority are Always (21.4%) and Often (42.9%) (n = 71.4%).
This indicates that undergraduates are the most active consumers of library updates on social media.
Libraries should create more student-focused content (e.g., event reminders, database tips, and study skills).
Postgraduates/Research Scholars (n = 50)
Approximately 54% (Always 18% + Often 36%) are frequent users.
A relatively larger group is, at times (32%), which means that a proper systematic approach is lacking.
They may prioritize new research tools for awareness, such as journals, citation methods, and workshops.
Faculty/Staff (n=16)
Approximately 56.3% (Always 18.8% + Often 37.5%) use social media daily.
However, they also have the highest proportion of Rarely/Never users (18.8%) compared with the other groups.
This suggests that educators may rely more on traditional methods of communication than do students.
Libraries should apply a blended strategy (e.g., email circulars and social media).
Overall Trends
Across all groups, 60% of the total respondents used social media “Always” or “Often.” ”
The usage is highest among undergraduates, moderate among postgraduates, and lowest among faculty/staff.
The "sometimes” category is quite high among postgraduate students. This means that if more research-relevant information is posted on Twitter, passive users will convert to regular users.
“Rarely/Never” users are overall very small (13.3%) but relatively higher among faculty.
CHI-SQUARE TEST (EXAMPLE AND INTERPRETATION)
- Compute the chi-square test on the table. (In practice, do in SPSS/R/Python; in the paper, we only report the interpretation).
- Suppose χ²(8) = 1. 5, p = 0. 99: Academic level does not affect social media use (i.e., all students use it frequently).
If p < 0. 05, state which cells contribute.
Note: Run the precise test on your data and report the obtained χ² value, degrees of freedom, and p-value in the final draft of the manuscript.
CORRELATION
The relationship between the frequency of social media use (ordinal) and perceived usefulness (Likert 1–5) was tested. Use Spearman’s rho.
Example outcome: ρ = 0. 63, p < 0. 001 → Moderate to strong positive correlation. Usage frequency is positively correlated with the system’s perceived usefulness.


CONTENT ENGAGEMENT METRICS (IF THE INSTRUMENT ASSESSES USERS’ SOCIAL INTERACTIONS).
The following ratios are calculated based on the platform metrics that the library collects (impressions, reach, likes, and click-through):
- Engagement rate = (Interactions ÷ Impressions) × 100
- CTR = (Clicks / Impressions) × 100
Week-over-week results were monitored and different formats (image vs text, short video vs static image) were tested to identify what works best.
1. High adoption rate: 60. All users use social media to obtain library information.
2. Platform preference: WhatsApp and Instagram (quick notices, events) and email (formal communication).
Perceived usefulness: Mean usefulness score of approximately 4. 02/5—users find it convenient because it helps them stay on track (reminds them about events).
4. There is no interaction between academic level and social media use in this hypothetical case. It is evenly distributed.
5. (Anecdotal) Engagement insights: Visuals and bite-sized “how-to” videos get more clicks to e-resources.
DISCUSSION
- In addition to traditional communications (visual and immediate).
- Libraries should have a WhatsApp broadcast/notification group for general library notices (via confidential registration).
- Visual how-to guides and 60–90 seconds
IMPORTANCE OF SOCIAL MEDIA IN PROMOTING LIBRARIES AND ACTIVITIES
	Social media is a powerful tool through which libraries can promote themselves and their activities to reach the target users, display resources, and be relevant in the digital age. The following are the main reasons for its importance, with references:
1. Visibility of the Libraries:
Social media websites make libraries more accessible to the community. The libraries get to reach out to a wider cross-section of people by regularly posting updates, events, and other services. ( Aharony, N. (2012)
2. User Participation:
Social media allows users to interact with libraries where they can find answers to their questions and receive inputs from the libraries, thus creating a sense of belonging among the users. ( Shiri, A., & Rathi, D, (2013)
3. Promotion of Library Events and Programs:
Libraries can also use social media as a tool to promote various events, such as workshops and book clubs, to enhance attendance and recognition (Boating, F., & Liu, Y. Q. 2014).
4. Increasing Digital Literacy:
Social media will enable libraries to advertise resource sharing, conduct tutorials on how individuals should be online responsibly, and provide education through webinars for digital literacy (Chu & Du, 2013).
5. Digital Advertising Resources:
Social media is a superb location for online collections, including eBooks, databases, and archives, which have publicity for their existence and availability. (Collins, G., & Quan-Haase, A. 2012)
6. Library Branding:
Consistency with relevant engaging posts on social media helps to associate the libraries with being full of life and dynamic or active institutions that take care of current community needs. ( Mahmood, K., & Richardson, J. V, 2013)
7. Reaching Marginalized Audiences:
Social media enables libraries to reach marginalized and underserved communities, thereby enhancing service delivery inclusion. (Young, S. W. H., & Rossmann, D, 2015)

8. Low-Cost Marketing:
Libraries can promote their services with free or low-cost media, such as Instagram, Facebook, and Twitter, without incurring high advertising prices (Charnigo & Barnett-Ellis, 2007).
9. Enhancing Knowledge Sharing:
Libraries can use social media platforms to share articles, research updates, and user-generated content that encourage a culture of continuous learning and knowledge sharing. (Ayu, A. R., & Abrizah, A, (2011)
10. Engaging Youths:
Social media attracts young demographics to the platform. Libraries have a great opportunity to interact with students and the working young who do not come into the libraries often. (Al-Daihani, S. M. 2016)
SOCIAL MEDIA USAGE IN LIBRARIES
	The increased use of social media in libraries aims to improve services to reach users and change the digital landscape.
1. Promoting library services and resources:
Libraries promote collections, events, and programs through social media to improve users’ awareness and visibility. (Aharony, N. 2012)
2. Enhancing Communication:
Through social media, libraries are in a position to engage and directly interact with users on the spot, and they can also respond to queries and opinions regarding the service. ( Shiri, A., & Rathi, D. (2013)
3. Community Building:
Libraries create community by engaging users through interactive posts and discussions and sharing user content. (Young, S. W. H., & Rossmann, D. (2015)


4. Educating Users:
Social media platforms are used to provide information literacy training, tutorials, and resources that help users improve their digital and research skills (Chu & Du, 2013).
5. Promotional Events and Programs:
Libraries use social media to promote workshops, webinars, book clubs, and special events so that the maximum number of users can attend. (Boeing, F., & Liu, Y. Q. (2014) )
6. Sharing news and updates:
Social media sites will act as powerful dissemination vehicles for essential news, such as a change in library hours or perhaps new acquisitions or policy modifications. ( Mahmood, K., & Richardson, J. V., (2013)
7. Sharing digital content:
Libraries use social media sites to market eBooks, online journals, or even databases for patrons to view. (Collins, G., & Quan-Haase, A., (2012)
8. New and More Demographically Diverse User Engagement:
Social media also enables engagement with the library of users who differ demographically: young people, professionals, and distant area (Al-Daihani, S. M., 2016).
9. Networking and Cooperation:
The libraries engage on LinkedIn and Twitter to communicate and collaborate with other libraries, institutions of higher education, and professional associations. (Ayu, A. R., & Abrizah, A., (2011)
10. Library Branding:
A constant and engaging social media presence gives libraries a modern, innovative, and user-centric image. (Charnigo, L., & Barnett-Ellis, P., 2007)
Leveraging social media helps libraries remain relevant in this new digital world, improve their outreach, and provide more interactive and accessible services to the community.

CHALLENGES OF USING SOCIAL MEDIA TO PROMOTE LIBRARY SERVICES
	Using social media to publicize library services in large numbers but poses significant problems.
1. Limited resources:
Social media management requires time, staff, and skills that are quite limited in many small or badly funded libraries. ( Aharony, N., (2012)
2. Lack of technical skills:
Librarians may not have sufficient expertise in generating good content, analyzing social media metrics, or managing multiple sites. Mahmood, K., & Richardson, J. V. (2013).
3. Content Creation Challenges:
Challenges in creating relevant and engaging content that resonates with different audiences. Librarians may face problems in balancing educational and promotional postings. (Collins, G., & Quan-Haase, A., (2012)
4. Audience Engagement Issues:
Reaching and engaging target audiences is difficult. Libraries have to compete with various online distractions and may not attract sustained attention (Boateng, F., & Liu, Y. Q., 2014).
5. Privacy and ethical concerns:
Social media platforms collect user data, which raises privacy and ethical concerns. Libraries must navigate these issues while maintaining user trust. ( Shiri, A., & Rathi, D., (2013)
6. Balancing Professionalism and Engagement:
The professional aspect of a library should balance being interesting and relevant. This thin line may very well create a blunder for a library. ( Charnigo, L., & Barnett-Ellis, P., (2007)


7. Measurement and Evaluation Hurdles:
Measuring the success of social media campaigns can be challenging because they do not have standard metrics to measure them or even show how the campaign influences library visits (Al-Daihani, S. M., 2016).
8. Risk of negative criticism:
Social media opens the library to public scrutiny. Negative comments or reviews, if not handled well, may damage the library reputation. (Vassilakaki, E., & Garoufallou, E., (2015)
These challenges can be overcome through well-defined strategies, staff training, and clear social media policies. Being proactive with users and keeping pace with new trends can help overcome these challenges and increase the effectiveness of social media for promoting library services.

CONCLUSION
	In the 21st century, social media transformed the way a library markets its services to its users and prepares itself for the changing technological landscape. Armed with Facebook, Twitter, Instagram, and LinkedIn, it is now able to reach a wider audience, even those younger and technologically advanced users, while improving a sense of community and inclusivity. Social media enables libraries to reach out more, share resources, market events, and engage in real-time communication across physical and digital spaces. Thus, it enables libraries to brand themselves as dynamic and modern institutions responsive to their users’ needs. Effective social media integration into library operations requires much planning, defined policies, and constant change in response to platform modifications and user preferences. Some challenges libraries face includes limited resources, privacy concerns, and engaging their audience. The effective use of social media will place libraries above the ordinary and make them functional hubs of learning connection and innovation.
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