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ABSTRACT 

 

Theoretically the present study conceptualizes the idea of “third place” in local libraries. Widespread adaptation of environmental 

services and comfortable sitting place has generalized library as a pleasurable place. Discussing the social theories of location, in the 
present study we follow that the context of “third place” has changed during the time and whether we can call libraries as th ird places. 

Methodology and approach Methodology of the present research is qualitative to great extents. Designing interviews with libraries heads 

considering their practical purposes and using a firm concentrated group to discuss and speak with users was done in relation with their 
experiences. However this study draws quantitative information in the form of face to face questioning and answering and addressee-based 

considerations. Generally the results of the present study showed the main purpose of the discussions which is creating and changing a 

place to a third place. While the experience of user to local libraries has been usually positive and have received an enjoyable experience 
from the environment, these places can‟t be called third place because they don‟t have chat among themselves. The important and notable 

point is that designing an interior coffee shop attends the issue of socialization among the users of the libraries more.  Research 

limitation/implications The study‟s scope  is limited to local libraries in Iran. Future research should study the concept of third place in 
different cultures and bigger societies and provide suggestions and strategies for heads of libraries considering the environmental 

potentials of the place. 
 
Key words: Third place, library, conversation, users‟ behavior 

 

 

Introduction  

 

This study evaluates the experiences of users of 

local libraries and their capacity to become third 

place for people and societies which use them. We 

consider and identify third place form socialists‟ 

perspectives like Brisset and Oldenburg [47-48] 

which continues with discussing the investigations of 

human geographers in relation with third place and 

looking at how the environment can be changed to 

third place. Generally this trend considers how third 

place is used to change leisure and social 

opportunities of the users [16,53,54,58,57,64,65]. To 

understand the users, the recent experience of local 

libraries more than mere usage bounds the libraries 

as a health giving and treatment place and a place for 

progressing a whole meaningful place. The 

performance of coffee shop inside the concept of 

third location is differentiated by its role as 

socialization support and making relation with others 

and provides opportunities for their heads to 

encourage gatherings for understanding their 

capacities for being third place and presenting 

wholesome services. Also it can have economic 

benefits.   

 

Basic concepts of third place: 

 

Prior to research on the concept of third location, 

human geographers like Relph [52], Tuan [68], and 

Seamon [60,61] have questioned the role of place in 

our lives and its relationships between human 

conditions and objective environment. Rolf 

introduced the idea of “insideness” which focuses on 

the relationship between an individual and a place. 

He suggested that when an environment makes a 

strong feeling of belonging, it becomes a meaningful 

place. Tuan mentioned that this place objectifies 

people‟s experience and their wishes and certainly it 

should be described and understood from the 

perspective of the people who have given meaning to 

it [68]. In this way the relation between human 

identity and environment is understood which 

includes building and place. The present research 

also considers theoretical foundations of human 

geographers which are related with the issue of third 

place. Especially Tuan‟s insistence which defines the 

meaning of a place from user‟s perspective has great 

importance. The efforts to create third places or 

places which guarantee mental health can be useful 

but the meaning of a place is described by its users 

[18]. While human geographers based the idea of 

third location, it was set forth Oldenburg and Brissett 

in answering to what they introduced as the rapture 
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of American society. So this idea was named third 

place because   after the first and the second place 

which are home and work place, it could provide an 

opportunity to enrich social aspect of the users. A 

third place provided the possibility of chatting and 

talking to others. The total lack of third place in the 

life of persons can cause his dissatisfaction form the 

society and due to decline of common association of 

the people harms the circle of their interaction [49]. 

Another effective work by Lofland [40] was to show 

the relations which were generalizable in public 

places like parks, streets and buses which gave 

meaning to the places and those who used them. 

Both Jeffres et al [25] and Lofland [40] noted that the 

persons and meaning and the place are important 

which are above every kind of meaning defined by 

others and managers of a special place. Sherry [62] 

mentioned that some of customers fade themselves in 

their facing place so that the place plays an important 

role in their lives and it can be said that belonging 

feeling toward the place leads to their bias. Like 

Jeffres et al [25] and Lofland [40], Sherry mentioned 

that users‟ experience to a place is out of the issue 

that the how the place and its space have been made. 

The issue has significant importance for the present 

research and finds the library users as persons that 

consider the time as a way to cure one of their mental 

problems and instead of merely going to a library and 

searching for a special book. Generally the efficiency 

of the place as the output of the activity which occurs 

in it is during the procedure leading to supporting the 

spatial feeling of that place and changing it to third 

place for users.     

  
Focus of the paper: 

 

This study considers the evaluation of local 

libraries in the concept of third place based on 

current literature of the society and the present 

concept of third place. The purpose of the paper is to 

expand specialized knowledge about how users use 

libraries. We consider how to call a public place like 

library as third place and observe how its internal 

coffee shop is associated with this concept. It is 

explained that how libraries and their interior coffee 

shops are used as third place for some of the users. 

The present research considers alternative and non-

traditional uses by academic perspective in 

describing knowledge and their capacities to be used 

as wholesome service. It also considers qualities of 

third place especially in the body of the libraries and 

evaluates the relation of coffee shop (inside the 

library) in association of environmental concept of 

third location. So a model of third location is 

designed to test the result of the research inside the 

conceptual framework of this model. The role of 

socialization is done with the presence of an 

environment called coffee shop inside the library and 

potentially other places to present such qualities are 

recognized. This study considers future opportunities 

for industry and managerial suggestions and expands 

our knowledge on behavioral patterns of the users 

and preferences of libraries emphasizing on the 

presence of its internal general space and the 

capacities of these environments as experiences of 

wholesome services [56].   

 

Defining a Conceptual framework of third place: 

 

The concept of third place is usually generalized 

to restaurants, discoes, libraries and even garden 

centers [48] and holding places to gather and 

converse in an environment which makes joys. Study 

of restaurants and discoes and places like them 

includes every kind of third place concept [9,53,58]. 

However discoes and sport clubs are in the range of 

this line of studies [54] but recently the emergence of 

virtual communities and social networks and 

Oldenberg‟s concept of third place described in 

congregation elements non-physical space have been 

generalized in the concept of third place especially in 

the internet and virtual chat space, game and etc. 

[16,65]. Recently the idea and theory of third place 

has been discovered in the fields of art especially 

through testing public look in modern work and 

Southbank center [64]. 

There is a certainly an affinity between the 

present research and the works of psychologists like 

Kaplan and Hartij [22] which have considered the 

wholesome environments and their effects. Theories 

like revision theory which gives us more power to 

notice is “ a biological mechanism which is done 

through boredom” [56]. it means that attrition comes 

when this mechanism becomes fatigued and the 

power of concentration on exterior incentives is 

weakened. Historically most of the focus of this work 

has been on exterior environments. Rosenbaum [56] 

raised attention in leisure in revision theory which 

shows potential revision and can be imitated from 

nature possessions [56]. This study considers the 

capacities of libraries and their interior coffee shops 

as a wholesome leisure. Kaplan and Talbot [28] 

presented four qualitative dimensions which is 

emanated from central elements in wholesome 

environments and include attractiveness and awe, 

“far distance” of an environment with wideness and 

compatibility between environment and person‟s 

destination (pp. 172, 173). Generalizing the 

compatibility can be interpreted as interest in wide 

perspectives and rivet the persons. Kaplan [28] 

suggested bird look and reading a mystery or 

walking as potential source of attractiveness. Being 

far away includes a conceptual passing instead of a 

physical one [28]. in fact a person can focus on 

symmetrical elements between “being far away” or 

completion of a conceptual passing and presence of 

flow which is emphasized by the present research on 

behalf of the users meaning that a wide environment 

should be so rich to make another world [28]. 
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Finally a compatibility should be made between 

what a person does and what he perceives and what 

is presented by environment. The idea of 

compatibility was supported strongly by Oldenberg‟ 

writings [49,47,48]. Kapaln described compatibility 

as what is done easily by individuals and interprets 

what is suitable for the scenes naturally for himself 

[28]. 

 

Books and third place: 

 

There is a close proximity between third place 

and libraries which are especially tangible in 

Oldenburg‟s studies [47,48]. It seems that the  

presence of coffee shop verifies this idea which is 

accessible in some studies [36,18,27]. Since the are 

healing qualities in relation with such environments 

[17,4] there have been some quantitative studies 

which have considered testing the concept of a 

library (or a coffee shop inside a library) as third 

place [34,35]. There are evidences that as users do 

the process of searching especial books in the shelves 

forget themselves and submerge in it [8]. Based on 

Oldenburg, the element of automatic forgetting of the 

person or the “flow‟ is the important element of the 

third place [13].  

Time passing is not felt in third place which is 

“the interesting and purposeful interaction caused by 

relations of the third place” [49]. While narrative 

approach of Oldenburg and Brissett, (1982) does not 

list the qualities of the third place, expressible 

qualities seem necessary but peculiarly their 

elements don‟t consist of the collection referred by 

Oldenburg and Brissett 

- The possibility for sociability must exist 

- The existence of flow should be present 

- Conversation or communication takes place 

freely, democratically and without censure

-  

 
 

Fig. 1: based on Oldenberg and Brist ideas [49] 

 

Methodology: 

 

Mixed methods have been used in this research 

to collect data to answer research questions in the 

most effective ways and analyze the results three-

dimensionally [50]. Methodology approach is of 

developmental kind which permits supporting the 

next stage of data collection in every stage. First we 

interviewed the experts of the libraries to understand 

their belief about users‟ utilization of libraries which 

also included users‟ experiences in libraries. 

Common points and considered issues were extracted 

from primary interviews which led to designing and 

forming the questions in the next stage. There were 

more than 100 face to face questioning and 

answering addressing the main users of the libraries. 

The questions were about the importance of library 

space and what kind of experience can be caused by 

merely spending time in visiting libraries. SPSS 

software was used to analyze questionnaires and 

qualitative data were analyzed separately.  

Finally every interviewee‟ personal and group 

experience was used to consider the general topic. 

While the general focus of the study was on users‟ 

answers on different kinds of environmental 

approaches, the tendency to answer in this side in 

considering the place of libraries as third place is 

very clear. Opinions of experts and users especially 
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found centrality in this research and was supported 

and verified with the results of face to face 

interviews. Mentality of methodology was open in 

this study and encouraging answer to gather their 

experiences was very useful. Among the questions 

there was a notable outlook of the participants to 

state extra opinions in face to face and written 

methods. Interviews are rich sources of information 

[42,33,63] and developmental approaches present a 

clear cognitive plan. The findings of primary 

interviews were used in designing, ordering and 

compiling of data collection of the following stages.  

 

Results And Discussion  

 

Third place- the libraries managers‟ perspectives  

For a while the attitude changed from user to the 

heads of libraries. The interview with heads of 

libraries showed that they were interested in 

promoting the libraries as an independent unit in the 

district or area reverberating social mentality. 

Localization is suggested as an strategic approach in 

encouraging globalization [12] and supports civilized 

societies as an approach [67]. There are new 

commercial evidences of this approach which has 

been adapted to globalization as an approach but 

mostly it seems that it has adapted by big businesses 

or assembled centers [39]. In recent research, there 

was found a special library which followed a 

relatively more active approach in district society. 

The manager said: “we are in the general process of 

helping the society following to have a space which 

attracts people to come not merely to search books. 

We provide a place for people‟s gathering”. 

The mentality of inclusion of local communities 

in a place is not merely limited to libraries but it has 

been changed to a socio-economic tool in adaptation 

of a variety of society‟s brands [6,19]. The idea of 

library as third place was found in the interview with 

one of the staffs: “the generality of the idea of third 

place is not only a library which is involved in 

supplying books but you are in the interaction with 

other things and it‟s a place for relaxation of the 

people who come here. Certainly in providing this 

space we try to put comfortable chairs and a coffee 

shop in the library and general flow of socialization 

is encouraged and promoted”. 

With this description it‟s important to remember 

that among each meaning a place can have this one 

can be adapted that description and understanding of 

a place from user‟s perspective is of prior 

importance.  

However the best of efforts is done for 

presenting and making a third place or providing 

leisure, the user is in the prior importance [68,18]. A 

manager stated that every day his staff receives 

positive feedbacks form users which shows how they 

enjoy library space visited by them. In fact in making 

an attractive environment where interaction is 

facilitated libraries can encourage people to interact 

an searching and even reading the books in a friendly 

manner [43]. these kinds of kinds of social places in 

relatively public places  in the concept of third place 

have centrality [9,25,54,58] They are environments 

where provide relaxation and time spending.  

Objective studies resulted that libraries propel 

effectively the approach of third place in the way of 

socio-cultural effectiveness which is done by making 

coffee shops and comfortable sitting places. However 

it doesn‟t seem that this approach is performed 

without understanding users and customers‟ 

preferences and differences based on their age, 

gender or socio-economic classification. So it seems 

that this approach considers all aspects of life style 

and it is shown in providing the comfort and coffee 

shops as places that customers like. Fournier and Lee 

[18] mentioned that “an outstanding society is a 

business strategy” and meaningful development of 

the brand society has significant importance which is 

placed in business usage. During the time 

outstanding societies have been influenced by people 

and reached a stage of development which take over 

the stage of management and control. They earn their 

power and take different social roles and define the 

real meaning of “social roles”. In behavior studies in 

shopping centers it became clear that [41] wherever 

the design of shopping centers is to direct the 

behaviors, it is found that human behaviors are not 

predictable and can‟t be regulated. So it will seem 

that while libraries have been tested and answers of 

users about comfort and coffee shops have been 

positive, there are some managers and liables to 

control the development of identified and 

contemplating society necessarily.    

 

 

Users’ behavior in libraries: 

 

Now looking at  customers‟ behavior in the 

libraries showed that searching the books without a 

known purpose is a great part of users‟ experience in 

the libraries. The result of face to face investigations 

inside the libraries showed that most of visitors 

spend (about 67%) about half an hour in the libraries 

and 20% around and about 11% spend one hour or 

more in these places.  Gender difference included 

61% woman and 39% man in the libraries. It should 

be noted that answerers were selected by researcher 

however it was tried to select them from a wide age 

and gender range depending on their accessibility 

inside the libraries. 
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Fig. 2: Age of questionare respondents 

 

Demographic information of the subjects were 

collected (figure 2). Most of visitors were 20 to 40 

years old including a wide age range. They were 

asked which of the library qualities is more important 

for them which was selected from the listed choices. 

They selected their choice and they could add their 

own idea to the list. Evaluation of figure 2 which 

shows the most important qualities of the libraries for 

visitors reveals that the number of books has great 

importance and space has prior importance for 83% 

of the visitors. 

 

 
 

Fig. 3: Important library qualities       

 

They selected the things that they did usually in 

the libraries from the list and added their own things. 

Most of the choices included time spending among 

the book shelves and searching without having the 

intention to read them. Figure 3 and 4 shows that 

visiting libraries is not an occupation usage and there 

are tendencies to participate time-spending activities 

like searching books or meeting in coffee shops. So 

spending time in libraries is a very natural activity. 
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Fig. 4: Usal library behaviour              

  

Slater and Koo [64] divided the experience of art 

gathering of consumers in using the place based on 

their motivations: 

1- A place to see 

2- A place for hang out and meet 

3- A place to drop in (temporary ) 

4- Third place  

While the first category doesn‟t include libraries, 

the third category and the forth one can be 

generalized to libraries. In this study just one group 

of subjects used libraries as a place of rendezvous. 

For 10 interior users of the libraries a face to face 

investigation was competed and showed that the 

users were more interested in spending time in 

traditional libraries comparing with modern ones. 

Some of the users of focused group mentioned their 

stop and time spending without having special 

purpose.  

“I enjoy this place and charmed by books not to 

take a book” 

These ideas show elements of loneliness and it is 

understood that this behavior is not motivated by 

meaningful and desirable social interaction or a 

desirable and pleasurable chatting. While these ideas 

show healing effects of libraries on persons, it seems 

that library is placed in side of what Oldenburg and 

Brissett called the “virtue of friendly talking” (1982, 

p. 270). They emphasized the importance of 

relationships and considered chatting among people 

as a central quality for third place. Figure 3 shows 

desirable qualities of libraries and differentiates 

spending time in libraries and big shopping centers 

[41] and more special accessibility to books, 

spending time in a coffee shop inside a library and 

the most important aspect of accessibility to those 

who belong to a common socio-economic group 

[44].  

 

Testing conceptual framework: 

 

The present testing was done a library of 

Zargandeh district of Tehran city. First the area is 

introduced and the place of the library is shown. 

This district has pieces of 50 to 60 square meters 

and width of passages is in the small texture and their 

connection in most of the places is possible through 

stairs. Residential buildings are mostly of 2 to 3 

floors. The past of this district which was among the 

villages of Shemiran has been preserved organically 

and with those potentials and capabilities. First it 

should be noted that local library of Zargandeh is 

located in Ismail Imama‟s son building and it is 

visited greatly because its closeness to shopping 

center, university, mosque and graveyard and the 

central park. Generally this place is located in capital 

city of Iran and in a relatively rich caste of Iranian 

society. So cultural issues will certainly be effective 

and the test of this framework is special of this 

district.
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Fig. 5: Study area 

 

 
Fig. 6: location of library adjacent to other landuses  

 

The definition of third place should be clarified 

to consider the libraries as third place. According to 

Oldenburg and Brissett [49] there should be social 

interaction and a general flow in place to be 

considered as third place and chatting should be done 

freely without limitations. These preconditions are 

considered in this study in order.  

Regarding social interaction the present research 

the possibility of social interaction inside the libraries 

and presence of comfort and sitting places all around 

the libraries and coffee shops have been completed. 

Previous research found that providing places to seat 

in libraries is very important for users and can have 

motivational effect for consumers to spend their time 

[35]. However evidences from focused groups and 

the asked subjects showed that they consider library 

as improvement and privacy and rarely as social 

interaction place. This issue will be discussed more 

further on. 

The idea of flow (being plenteous) was 

introduced by Mihaly Csikszentmihalyi [13]. It 

describes a phenomenon appearing when “a person is 

completely involved in and attracted by an activity” 

[46]. while this phenomenon has been studied in a 

field where exists a variety of attractive activities like 

acrobatics [10] and gambling [69] they are not 

adaptable with reading books and searching them. 

Oldenburg and Brissett [49] pointed that one of the 

most qualitative definitions attributed to third place is 
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“the effect that such a place puts on feeling and the 

time of the persons”. It should be added that time 

spending has not been considered. In fact  there are 

some evidences in focused group of the study which 

are shown by visitors in the process of searching and 

consigning: 

“I should say that when I‟m in library and search 

for a known book usually I come to other book and 

these glances and short searches give me a kind of 

comfort and involves everybody in his/her searching. 

So this place is completely pleasurable for me” 

“we can look at different books with colorful 

titles and covers only as exhilarating agents without 

taking a book for studying or consigning to library 

head” 

In understanding the rate of chatting or 

interaction among library users the results were clear 

and to some extent surprising. In face to face 

interviews only 8% of answers showed speaking with 

other customers. 

 

 
Picture 1: Focused groups and persons for the process of questioning. 

 

Slater and Koo [64] in their research on visitors‟ 

interactions found that one of the cases not 

mentioned in Oldenburg‟s list of third place qualities 

was chatting. The present study found that even 

persons start searching books in groups they prefer to 

separate when consigning and search the books after 

a new invitation or having a beverage. So they 

considered a kind of privacy in the process of being 

together and then separating. This issue was shown 

by one of members of the focused group. 

“I think is really a leisure and personal thing that 

you do it. but regarding visiting perspective it‟s 

better to see each other in library coffee shops and 

speak a lot. 

Another member told: 

“socializing aspect of this issue doesn‟t include 

me in fact. I should buy books lonely”. 

The first citation shows the difference between 

libraries and coffee shops clearly. It seems that while 

libraries are places for solitude, persons move toward 

coffee shops then and spend a time on speaking. 

Kotler and Armstrong [31], Dibb et al. [15] and 

Jobber [26] all emphasized the importance which can 

be put on every kind of business by staff. As they 

have the power to expand the relations with 

customers [1,51,54] and present elements form social 

support more than service transferring. [56] pointed 

that mental health is one of the precious things 

presented by these kinds of activities. Also he 

pointed the negative aspects of motivational 

economical efforts by those who present services and 

expand its relations to increase their selling [56]. The 

present research found that library staffs use current 

services ordered books and special selling many 

times but more deeply looking the need to real social 

interaction is not followed. It has the tendency to 

breach traditional emphasis based on the positive 

staff‟s influence in cultural economy [20,5]. 

However there are comprehensive studies which 

show the importance of the effects of authorities-to-

authorities interactions [2,14]. 

These interactions may lead to documented 

results [66] or inversely consumers‟ actions based on 

differentiating identity and behavior [7]. Visitors‟ 

interaction with each other and its effect have been 

observed directly including consigning the books 

[11]. 

 

The role of coffee shops: 

 

The present study found that generally speaking 

in coffee shops happens more than in libraries. 

Among library visitors who like coffee shops, 74% 

said that they like to meet their friends there and 3 

percent told what they do in libraries is meeting their 

friends. This is not surprising that persons expect to 

visit their friends in cafes not in libraries but as it was 

mentioned coffee shops encourage socialization and 

legalize it [42]. Generally cafes are one the most 

important factors which change libraries to leisure 

centers and among public places they have public 

fame. Library experts and managers strongly believe 
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that coffee shops strengthen the atmosphere of 

libraries. As the manager of a library said: 

“I think coffee shops in the libraries increase 

social interaction in the entire complex so that 

increase the chance of these libraries to change to 

third places”. 

Previous studies on shopping centers and 

pleasurable purchase [24] showed that satisfaction is 

the most important point in customer‟s view because 

they find pleasure in their purchase activities. It 

seems that book and beverage (drink) is a memorial 

event which has the highest attractiveness for the 

users. Customers were asked about their using the 

coffee shops in the libraries and the results showed 

that coffee shop is an important reality inside the 

libraries. The intention to come to libraries was 

accompanied with priority of coffee shops 

sometimes. The visitors could write and read at the 

same time which was their desirable qualities. Using 

coffee shops inside thee libraries and enjoying their 

space and using them as a meeting place were 

studied. Graph 5 shows peculiar relationship between 

drinking a beverage and book consigning and reveals 

the importance of the space for the users. 

 

 
 

Fig. 7: Preferred coffee shop qualities   

 

A member of this group had very deep ideas on 

the presence of coffee shops in the libraries and 

stated that his visit from coffee shops has 

strengthened the experience of the libraries: 

“I think when you go to the libraries to buy a 

book or search it, your experience is increased which 

is naturally pleasurable and expands the time you are 

in the library. So I may have a look without being 

sure to take a book. Then I drink a tea and think 

about it and turning back I decide to consign which 

of the books” 

The presence of a coffee shop showed that the 

time of thinking about a purchase can be facilitated. 

However the results of the present study showed that 

libraries system are interested to make coffee shops 

but this approach doesn‟t follow to become the base 

of every kind of research on library market. Beside 

the supposition that all of library users like coffee 

shops in libraries, another place can be present 

directly in libraries in the form of virtual space so 

that with adding a coffee net this place can be 

expanded. Having a comparison with physical space 

it can be shown that virtual space gives many 

services to the qualities of third place. 

 

Conclusions: 

 

The results showed that most of the visitors 

enjoy an improvement experience in a library. They 

experience general flow of socialization and enjoy 

spending time in a relaxed environment and mostly 

haven‟t special purposes to do particular things. 

There happens very little interaction between visitors 

and library staff. The experience of most of the 

visitors from libraries is of improvement and healing. 

They wish to be a time in libraries not necessarily 

speaking or interacting but in a literary feeling. The 

present study suggests that pointing to libraries as 

third place is deviating. While elements of third place 

are mostly experienced by visitors in the libraries, it 

should be noted that chatting happens rarely. 

Spending the time is an important element in healing 

experience. Further study should necessarily consider 

that whether libraries can be considered as  healing 

services or not.  

In the present research there are some similar 

cases between flow and time spending and four-sided 

qualities inside the improvement experience as 
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described by Kaplan and Talbot [28]. Future studies 

should test the qualities of improvement experience 

in the libraries. However it is necessary to clarify the 

differences between various libraries and a 

distinction should be made between independent and 

chain libraries, very big shopping centers or even 

book centers and offices inside garden centers since 

these gathering differences can attribute different 

meaning to users. 

 

 
Fig. 8: Third places category related to physical & virtual spaces    

    

Study findings showed that coffee shops have 

promotional effects in the libraries and libraries can‟t 

make such promotions by themselves. Users like to 

meet their friends inside the library coffee shops. So 

coffee shops can encourage users to experience them 

as third place. The knowledge and experience of 

users are strengthened in the libraries and sometimes 

the users like to visit the library more than merely 

consigning and searching books. The results of the 

showed that the libraries lack the quality which based 

on Oldenburg and Brissett [49] is called third place, 

however users‟ experiences are important and 

meaningful for them.  

Generally it can be said that Oldenburg and 

Brissett define third place as “ places where people 

gather in them to enjoy each other‟s presence” [49]. 

This case can‟t be claimed for libraries and future 

research should clarify such cases for libraries. While 

people were interested in meeting their friends in the 

libraries, book consigning can be of secondary 

importance because in the first place the users like to 

enjoy others‟ presence.  Libraries provide a place for 

other qualities where visitors‟ experience in library is 

focused on flow and good fortune. 
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