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[ŜǘΩǎ ŘƛǎŎǳǎǎ

1. How to determine what performance measures are 
appropriate for your organization

нΦ ¢ƘŜ ΨƻǇǘƛƻƴǎΩ ƛƴ ǘŜǊƳǎ ƻŦ ǇŜǊŦƻǊƳŀƴŎŜ ƳŜŀǎǳǊŜǎ

оΦ ²ƘŀǘΩǎ ƛƴǾƻƭǾŜŘ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ϧ ƛƳǇƭŜƳŜƴǘƛƴƎ ŀ 
meaningful measurement system



Questions driving measures

ωWhat are you doing?

ωHow well are you doing it?

ωHow do you know how well you are doing it?

ωHow can you demonstrate to others how well you 
are doing it?



The real question

What difference did ñitò make?

What difference did the program make?

éthe service make? 

éthe library make?



Underlying assumptions

ωAsserts that few (public) libraries have a 
άŎǳƭǘǳǊŜ ƻŦ ŀǎǎŜǎǎƳŜƴǘέ

ςDifficult and complex

ςMost measures indicate past performance

ςNo cause-and-effect relationship between 
measures

ςPerformance measures quantitative, but 
library outcomes are largely qualitative

Measuring for Results: The Dimensions of 
Public Library Effectiveness, Joe Matthews, 2004



Underlying assumptions

ωάaƻǊŜέ ƛǎƴΩǘ ƴŜŎŜǎǎŀǊƛƭȅ ōŜǘǘŜǊ

ςIn fact, it clouds the issue and the message

ωCommunication requires conversations

ς¢ƘŜ ŦƛǊǎǘ ŎƻƴǾŜǊǎŀǘƛƻƴ ǎƘƻǳƭŘƴΩǘ ōŜ ǿƘŜƴ ƳŜŀǎǳǊŜǎ ŀǊŜ 
presented

ωSome measures may be for operational purposes, 
and some may be for strategic, stakeholder purposes
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Making information available to the desktop

Providing competitive intelligence information

Conducting research on users' behalf

Providing training on search/use of information

Managing internal content

Analyzing research results on users' behalf

Helping locate information/experts

Research staff working on project teams

Managing a portal or intranet

Integrating content into work processes

Providing an alerting service on selected topics

Managing a physical library and print collection

Evaluating and purchasing content sources

Staffing a reference desk, call center, etc.

Consultation on organizing information

Providing customized information products

Document delivery

Managing external content

Information architecture

Copyright compliance

Other

Providers

Users

Most Valuable Information Roles (Users vs. Providers)

Perceptions of Value

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



Most Important Attributes of Information Resources 
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Overall relevancy of the information

Timeliness of information

Ease of use/access

Provision of the most current information available

Easy to do business with

Respected in the industry

A provider of relevant and actionable information

Depth of coverage

Easy to interact with

Overall cost-effectiveness

A trusted advisor in the marketplace

On the leading edge of the information marketplace

Usability/user interface

Services that I will reuse the next time

Overall value of decision support

Update frequency

Breadth of coverage

Frequency of delivery

Services that I would recommend to others

Integrates new technologies for delivery of information

Includes value-added analysis

Medium/format

Visible in the marketplace

Bundling of components/packaging

Relevance of information (94%)

Timeliness (93%)

Ease of use/access (93%)

Access to most current 

information (93%)

Perceptions of Value

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



Value of Information to Organizations
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I know where to store info

I know how to integrate info into my workflow

Info is easy to access once I find it

I have a good understanding of what is available

I have access to high quality content

I know how to manage proprietary documents/data

It is easy to find info I use to make daily decisions

Info helps me make strategic decisions

Info is easy to find

The info I need is effectively integrated into my workflow

Quality/credibility/accuracy is clearly discernable

I have had adequate training on how to search for/use info

Info is timely/frequently updated

Info saves me time

It is easy to find info I use to make critical, high-risk decisions

There are effective processes in place for sharing internal info

Info pros are deeply integrated into my org's business processes

Info helps me save money

Info helps me generate revenue

Perceptions of Value

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



1. Promote vs. defend value-driven benefits

2. Knowledge is the bridge between information and action

3. Evolution, not revolution

4. The ñsuiteò spotðappealing to corporate executives

5. The ñLò word

Five Key Findings

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



Positioning the Profession

Bottom-line benefits
Bottom-line benefits

Knowledge-sharing

Creating competitive 

advantage

Knowledge-sharing              Competitive advantage

Benefiting

the bottom line

Critical assets

Vs.

Strategists

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



SLA Research: 

Key Messages for the Professional to Use

Knowledge Sharing

Information professionals are 

accountable for gathering, organizing 

and sharing the right information for 

the best decisions.  Information 

professionals further create a culture 

of knowledge sharing by educating 

colleagues on the best use of 

information sources.

Critical Assets vs. Strategists

Information professionals should be 

positioned as critical to the 

decision-making process rather 

than decision-making leaders. 

C-levels made it clear they value 

information professionals as critical 

assets who turn information into 

actionable, reliable intelligence. 

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



SLA Research: 

Key Messages for the Professional to Use

Competitive Advantage

Information professionals ensure 

organizations have the right 

information, insights and trends to 

make good decisions and gain 

competitive advantage.

Bottom-line Benefits

Information professionals save 

organizations time and money by 

providing value-added intelligence 

that is accurate, reliable and 

relevant.  We deliver expert 

information to our organizations in 

a timely, accessible and convenient 

manner.

SLAôs Alignment Project
http://www.sla.org/content/SLA/alignment/index.cfm



Meaningful measures

ωMatter to you & to your stakeholders

ωDemonstrate that the services are making a difference

ωFocus attention on what is being done & what is most 
important for the organization 

ωAre critical for managing, planning & decision-making

ωAre organization-dependent & must be connected from 
strategic directives to employees  



Focus for tonight

To initiate ideas and provide a framework for 
developing a meaningful measurement system that 
focuses on your value, and enables strong planning 
& decision-making for you, your function and all 
employees.



We not only need to measure things in new ways but we 

also need to measure new things.

Sherrie Schmidt, Arizona State University

We manage what we measure.



Common language

ωStakeholders
Those who can put a stake of support under your 
organization or a stake of destruction through your 
organization
ÅSuperiors

ÅFunders

ÅConstituents or market

ÅClients & potential clients

ωClients, patrons, users

ωPerformance measures or indicators, metrics

ωProducts, services, programs



Measurement systems

!ǊŜΣ ōȅ ŘŜŦƛƴƛǘƛƻƴΣ ōŀǎŜŘ ƻƴ ŀ άōŜƎƛƴƴƛƴƎέ ƻǊ ƳƻƴƛǘƻǊǎ 
results against an agreed-to objective



Learnings from others

ωNo one magic measure

ω{ǘǊƻƴƎ ŎƻǊǊŜƭŀǘƛƻƴ ōŜǘǿŜŜƴ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎǳŎŎŜǎǎ 
and:

Åclarity of purpose

Åability to understand its culture

Åa well-designed performance measurement system that fits that 

culture

ωά±ŀƭǳŜέ ƛǎ ŎǳǎǘƻƳŜǊ ƻǊ ǎǘŀƪŜƘƻƭŘŜǊ ŘŜŦƛƴŜŘ
ÅDefinition is dynamic

ÅIt is two-dimensional: economic & psychological

ÅIt is relative to alternatives



An effective performance measurement 
system:

ωGauges how well your strategies are progressing

ωCƻŎǳǎŜǎ ŜƳǇƭƻȅŜŜǎ ƻƴ ǿƘŀǘ ƳŀǘǘŜǊǎ Ƴƻǎǘ ǘƻ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ 
success
ς¦ƴŘŜǊǎǘŀƴŘƛƴƎ ǿƘŀǘΩǎ ōŜƛƴƎ ŀŎŎƻƳǇƭƛǎƘŜŘ ǊŀǘƘŜǊ ǘƘŀƴ ƻƴ ǿƘŀǘΩǎ 

being performed

ωGives you a common language with staff and management

ωSpecifies owner, unit of measure, collection frequency, data 
quality, targets, and progress

ωIs valid

ωIs verifiable, to ensure data collection accuracy



What are your current measures?

ωhow do you track how well a service or operation is doing, 
on a regular basis?

ςUsage statistics?

ςReturn on investment?

ςBalanced scorecard?

ςLogic model?

ςImpact statements?

ςCustomer Satisfaction?

ςPortfolio Review or Assessment? 

ςCost Benefit Analysis?

ςWeb Business Metrics?



Usage Statistics

ω²ŜΩǾŜ ƭƻƴƎ ǘǊŀŎƪŜŘ άƘƻǿ ƳǳŎƘέ

ωWe also need to look at differences:

ÅPeaks?

ÅDips?

ÅSwitches?

ωWhat are these statistics really telling us?

ςAnd not?

ωAre they highlighting where 

we should dig deeper?



Customer Satisfaction

ωUsed to identify the level to which the 
service/products you provide are satisfactory to the 
user ςƻǊ ƳŜŜǘǎ ǘƘŜ ǳǎŜǊΩǎ ŜȄǇǊŜǎǎŜŘ ƴŜŜŘǎΦ

ωTends to focus on existing products and/or services

ωUsually measured through surveys



Portfolio Review or Assessment

ωUsed to understand how each patron segment uses, 
valuesŀƴŘ άǇŜǊŎŜƛǾŜǎέ ȅƻǳǊ ǎŜǊǾƛŎŜǎ ϧ ǇǊƻŘǳŎǘǎ

ωFocus in on the identification of those services that 
need to be continued ςstopped ςeven started

ωUsually gathered through survey, group or individual 
interviews



Cost-Benefit Analysis

Å Stresses the benefits associated with 
an activity

Å Developing the cost data relatively 
straightforwardé.
ï developing a benefit value difficult but 

certainly not impossible

Å Most frequently focuses on time or 
money saved for the user, or 
opportunities pursued

Å Glen Holt; Dr. Charles McClure



Return on Investment

ωCalculation comparing the cost 
data (budget, user time spent, 
other direct costs, etc.) with the 
financial benefits (user time 
saved, savings in consolidated 
buying, etc.)

ωWhen the financial benefits 
outweigh the costs, a positive 
ROI is demonstrated.



ROI: Outsell Example

41% 54% 4%

67%

46% 47%

31%

7%

2%

0% 20% 40% 60% 80% 100%

Saved time

Saved money

Generated revenue

Yes No Don't Know

% of

Instances

Average

Impact

67% 12.6 

hours

46% $300

41% $10,000

Impact of Using the Library
Copyright 2003, 

Outsell, Inc.



Balanced 
Scorecard

Customer Perspective

How do we look 

to our clients?

Goals      Measures

Financial Perspective

How do we look to 

our funders

or stakeholders?

Goals      Measures

Innovation Perspective

How can we improve 

& create value?

Goals      Measures

Internal Perspective

What must we 

excel at?

Goals      Measures

Kaplan & Norton



Benefits of Scorecard

ñéa clear understanding of what drives value within your 

area and what doesnôtéééé.

éé..greater insight into senior managementôs strategic 

plans

éé.and a better knowledge not only of the strategic role 

you play within the organization but how you can 

enhance that role and sit at the decision-making tableò

Joseph DeFeo, Measuring What Matters.

Industrial Management, v.42,n.3, May 2000



Balanced Scorecard: Example

ά¢ƘŜ ǘŜŀƳ ƭƛǾŜǎ ōȅ ǘƘŜ .ŀƭŀƴŎŜŘ {ŎƻǊŜŎŀǊŘΣ ǊŜǾƛŜǿƛƴƎ ǇǊƻƎǊŜǎǎ 
in-depth on a quarterly basis. There is a single point of 

accountability for each item on the scorecard, & performance 
ǊŜǾƛŜǿǎ ŀǊŜ ǘƛŜŘ ǘƻ ǘƘŜ ǊŜǎǳƭǘǎΦέ

Mary Lee Kennedy

1. Measure progress towards strategic direction in 
business plan & communicate progress 

2. Develop & fund training & professional 
development program

3. Prioritize work deliverables, investments, & 
processes 

4. Clearly articulate & manage customer 
relationship program



Balanced Scorecard at UVa Library 

Å Metrics

Å User Perspective
ïHow well is the library meeting 

the needs of our users? 

Å Internal Process Perspective
ïHow do the library's internal 

processes function to efficiently 
deliver library collections and 
services? 

Å Finance Perspective
ïHow well are the library's 

finances managed to achieve our 
mission? 

Å Learning/Growth Perspective
ïHow well is the library positioned 

to ensure that goals are met in 
the future? 

..\..\..\Desktop\BSC07Tally.pdf
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
http://lib.virginia.edu/bsc/metrics/all0607.html
..\..\..\Desktop\university of virginia balanced scorecard.html


Learning from Others - Websites

ωbƻ ƭƻƴƎŜǊ ǾŀƭǳŜ ΨƘƛǘǎΩ

ωMeasure of site usage depends on the purpose of 
drawing traffic there in the first place

Åñwhat stats are mission-critical, & why?ò

ωMeasures must be considered during planning not as 
an after-thought

ωMetrics are not a report card



Learning from Others

ωNorthumbria Conference ςbiannual - proceedings 
ωSamples:

ςService quality & effectiveness (LibQUAL+) 

ςIdentify cost-drivers & develop cost-benefit studies 

ςDetermine best practices in operational or technical 
services areas

ς/ƭŀǊƛŦȅ ƭƛōǊŀǊƛŜǎΩ ǊƻƭŜ ϧ ǾŀƭǳŜ ƛƴ ǊŜǎŜŀǊŎƘ ǇǊƻŎŜǎǎ ϧ ƛƴ 
learning outcomes

ςDefine usage measures for e-resources & (includes 
institutional outcomes) 





Logic Model

ωPopular in non-profit sector & increasingly in 
libraries

ω.ŀǎŜŘ ƻƴ άƭƻƎƛŎŀƭ ƭƛƴƪǎέ ϧ ǎƻǳƴŘ ƳŜŀǎǳǊŜƳŜƴǘ 
model

ωLogical links
ςIFthe library ensures current, reliable information for 

project teams, THENǘƘŜ ǇǊƻƧŜŎǘ ǘŜŀƳΩǎ ŘŜŎƛǎƛƻƴǎ ǿƛƭƭ ōŜ 
based on the best information available

ςIFthe information professional ensures current, relevant 
ŎƻƴǘŜƴǘ ƛǎ Ŝŀǎƛƭȅ ŀǾŀƛƭŀōƭŜ ƻƴ ŜƳǇƭƻȅŜŜǎΩ ŘŜǎƪǘƻǇǎ THEN 
ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ǿƛƭƭ ǎŀǾŜ Ϸ· ƛƴ ƭƻǎǘ άƘǳƴǘέ ǘƛƳŜ




