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Are there common academic
library customer values?

Susan McKnight

Nottingham Trent University, Nottingham, Ul

Abstract

Purpose - This paper endeavours to provide answers to the following

uestions: Is there a

correlation between what library customers value and the questions ashed in benchmarking

satisfaction surveys? Is there a core set of academic library customer values?)
between what academic library customers value in Australia when compared t
England? Do library customer values change over time?
Design/methodology/approach - The results of two similar university lib
discovery research are compared with each other, and also with the question s
survey. As the customer value discovery research was und lertaken six years
compared to see if there has been change over time.

Findings — Academic library customers identified a core set of values, and
reasonably well to the LIbQUAL+™ instrument. However, there were umquc
by the various customer segments that did not map. Some questions in Lil
detailed in their exploration of library staff attributes than customers idg
proposition. Customers identify their values +without refevence to library jarg
Originality/value - The paper shows that customer value discovery and Ih
valuable management tools that identify services and resources of importancy
Keywords Libraries, Customers, Customer satisfaction, Cross-cultural studies

Paper type Research paper

1. Introduction and study problem
The effective and efficient management of a library service requires
on investment, not necessarily in a commercial sense, but by
budget allocations and staff deployment are targeted to areas that
library customers. Therefore, it is incumbent to know what services
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ensure that all decision making is based on data and not assumptions. But do we really

know what library customers value?

Library user satisfaction surveys are used internationally to ga
of a library. Tools such as LIbQUAL+™ Service Quality Surv
Student Satisfaction Survey are used in Australia to measure stud
university library services, with the former in wide use in the high

ge the performance

ey and the Rodski
ent satisfaction with

er education sector

in the UK. These survey instruments use a suite of common questions that enable
benchmarking of library services within the sector to ascertain how well one 1$

performing against others. While this can be very useful, the questi
a service is delivering value to its customer base.
There is very little in the library-related

n remains whether

1 professional literature about values per se,

although Warnaby and Finney (2005) write about “creating customer value™ at the
British Library. Is there a correlation of what library customers value and the

questions that are asked in benchmarking satisfaction surveys? Is

there a core set of



academic library customer values? Can managers rely on the key areas identified in

long standing and internationally used benchmarking instruments to gu

decision-making and planning? Are there differences between what academic library

customers value in Australia when compared to their counterparts in England?

This paper answers these questions by exploring the similarities and differenges

between two sets of library customer values: one for a university library service| in

Australia (Deakin University) and the other in England (Nottingham Tr.

ent

University). Hofstede (1983) groups Australia and Great Britain together with
Canada, New Zealand, USA and Ireland. Hofstede's research indicates that Australia
and Great Britain have almost identical cultural values. This research will identify

whether there are significant differences based on customer values in the ¢
countries.

The Customer Value Discovery research data used to undertake these comparisc
was gathered using the same methodology but the research was undertaken so
vears apart (1999 in Australia and 2005 in England). The impact of the passage of
vears will also be examined in light of the fast pace of change occurring in the libr
and mformanon sector.
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Figures 1 and 2 show the hierarchies of values for both university library serviges.

The highest priority value is shown as 100 per cent and the other value factors
weighted in accordance with importance when compared to the highest value.

2. Methodology
Both universities have multiple campuses, large student populations (over 25,000)
undertake research and teaching. Thus the resultant hierarchies of value for e
library service offered the opportunity to compare the values for the respect
customer groups. Over a period of years at Deakin University, a greater number
different customer segments were surveyed than is the case at Nottingham Tr
University. However, to facilitate the comparison of values, only research d
obtained from the same segments (on-campus undergraduate students; and acadet
staff) have been analysed here.

A brief description of the methodology is provided is warranted so as to be a
understand the difference between this and the LibQUAL+™ process.
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Multiple facilitated Customer Value Discovery workshops are held for each unigue

customer segment. At each workshop, participants come from the same basic gr(
(e.g. undergraduate students; postgraduate coursework students; postgradt
research students; off-campus students; international students; etc).

up
ate

In the first part of the customer discovery workshops, the participants use a
workbook sheet to identify and rate, in silence and individually, the irritants that they

perceive about the existing services. This way, the issues are identified but there ig

no

opportunity for “group think” and “one-upmanship” relating to problems experienped

because there is no open discussion of the nritants in the workshop. These comme
are gathered immediately for analysis after the workshops,

Unlike surveys with set questions, there are no preconceived ideas about wha
important to customers. The participants are lead through a visioning exercise, wi
they are asked to imagine a time, three to five years on, when they have been success

nts

is
ere

ful

in their endeavors at university, and they are asked to identify what services, provitled

by the library, which helped them achieve their success. Workbooks are use

to
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Figure 1.

Comparison of university
library value factors
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capture individual thoughts and ideas, and then participants’ tof

issues/values are

captured into thematic sets using an affinity diagram (six sigmg){1], which makes

meaningful lists of similar ideas that resulted from the participants

visioning exercise.

The facilitator then seeks a heading for each theme set from the customers present. The
headings are then keyed into a voting response system and wireless keypads are used

to capture the customers’ responses (votes) by pairing each headin

o/value with all the

others through the forced pair comparison function of the software. This leads to the

identification of the products/services in a hierarchy of importar
value. The result is a defined set of values that inform dec
participants also vote on their perception of current performan
values, giving a gap analysis on importance and performance.

ce Le. hierarchy of
sion making. The
e of the identified




Comparison of University Library Vaiue Factars — England
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The customers defined their own headings for the value and irritant factors at
workshop attended. There were multiple Customer Value Discovery workshops
least three workshops for each segment (undergraduate on-campus student

academic staff) at each university — so facilitated consolidation workshops were h

G
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Figure 2.

Comparison of university
library value factors
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at each university to bring the value and irritant factors together for each customer
segment. Library staff who participated in the Customer Value Discovery workshops
provided an overall heading for each group of values and irritants. As a result, some of
the headings are repetitious where the thematic sets covered the same concept.
However, the headings endeavoured to capture the essence of what the customers were
saving, using the customers terms to describe the service, not how the library staff

Figure 3.
Customer Value Discovery
Process

interpreted the comments. At all times at a consolidation workshor
as to the underlying concepts, the individual comments of t}
Discovery participants was checked for clarification,

Throughout the workshop, library staff participate in the voting
they beheve the customer will vote. In this way, a further gap a
between customer expectations and staff assumptions. This d:
leading cultural change among staff. The aspect of the Custom
process has been covered elsewhere (McKmight, 2006).

Albrecht and Austin (1999) describe value modelling as “a

discovering the critical success factors for any venture by eliciting

group of experts in a structured feedback meeting.” They go on t

,1f there was doubt
1e Customer Value

exercises, voting as
alysis is developed
ta 18 powerful for
er Value Discovery

special method for
views of a selected
sav that it is often

used for customer research where the experts in the feedback meeting are the customers.
Although extensively used in the commercial sector, customer valug discovery, which 18
based on value modelling. has not been widelv used in notfor-profit service
organisations to identify customer perceptions of service excellence.

In both instances (Deakin University and Nottingham Tre
workshops for the two customer segments in the research study w

nt University), the
ere held in the same

period of time. Customer values were ascertained from undergraduate on-campus
students and academic staff at Deakin University in 1999, Customer values were

ascertained from undergraduate on-campus students and

icademic staff at

Nottingham Trent University in 2005. A perceived weakness of the research

methodology 1s the six year gap between the Austrahian and Engl
Discovery workshops. However, the interruption provides a w

ish Customer Value
ndow in which to

compare if there are significant changes in the perceptions of academic hibrary services
over time. As the same methodology and a common facilitator were used in all cases,

the outcomes (herarchies of value and irritation) are comparable.
Figure 3 shows the Customer Value Discovery process.

Customer Value Discovery

Segmentation

&
Study Design

Customer Consofidation

[} Discovery
1 Workshops

Analysis
Workshops
Preparation

| Quick Wins

Note: “Customer” refers to a target group
o bnzyme ternationad (Aust)







