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Abstract

This research attempts to explore the factors
affecting users’ intention of using Plurk service
of library. We work with a library located in
central Taiwan to open up Plurk service. Through
one and half year management, there are over
700 friends and the Garma value is over 100. We
distribute questionnaires to these friends and ask
their perception regarding to Plurk service. After
the analysis conducted by SmartPls, we find that
perceived usefulness, content quality and
inter-personal relationship have no significant
impact on the intention of use while word of
mouth, reliability, emotional base and playful
have significant impact on the intention of use.
We suggest that more promoting the service,
protecting user privacy, and establishing
relationships with users are the actions a library
needs to focus if the library would like to provide
Plurk service.

Keywords: Plurk, Word of mouth, Reliability,
Playful
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