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Today, a library’s social media presence is as crucial as its collections, resources, and 
staff. It is equally important to select the proper social media tool to market library 
programs and services, engage patrons, and listen to the online communities that 
interact with libraries. Marketing with Social Media: A LITA Guide underscores the 
importance of establishing a social media marketing plan before selecting the most 
popular or multiple platforms. Drawing contributors from different library environments, 
editor Beth Thomsett-Scott has collected relevant advice, suggested best practices, and 
provided marketing examples of libraries using popular social media tools such as 
Facebook, Pinterest, and Twitter.  
 
Each chapter begins with a brief overview of a specific social media platform and 
provides a concise history or highlights specific features. Additionally, succinct 
instructions on establishing an account and suggested methods of displaying “buttons” 
on the library’s homepage are provided. 
 
Individual contributors describe basic marketing practices and strategies that worked 
best using different social media platforms. This includes populating the library’s social 
media pages with useful, yet brief information about the library, uploading photos, 
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blogging about new resources, or uploading videos that highlight library events. 
Throughout Marketing with Social Media, each contributor underscores that maintaining 
a library’s social media presence is a continual effort and requires significant effort by a 
devoted librarian or group of librarians to update the content and engage with followers.   
 
In addition, each chapter suggests developing an overall social media plan with detailed 
goals intended for specific social media platforms. “One-size-fits-all” marketing 
objectives cannot be adapted to all social media tools, and careful planning is required. 
This would include a process to evaluate and assess the library’s social media plan on a 
continual basis. The use of analytics, which most platforms have available to users or 
which can be subscribed to, is strongly encouraged as part of the assessment of social 
media marketing. Each chapter concludes with suggested best practices along with 
constructive criticisms of each social media platform discussed.   
  
Overall, I would describe Marketing with Social Media as an ideal pocket guide for 
libraries to consult regardless of their experiences with social media as a marketing tool.  
The examples showcased in each chapter, either through a screenshot or by providing 
links, provide readers with excellent and creative uses of social media marketing. I 
believe this book can provide the novice or skilled marketing expert with relevant 
information that each can use in promoting library resources and services, regardless of 
the type of library.    
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