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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

ÅWhat are you doing?

ÅHow well are you doing it?

ÅHow do you know how well you are doing it?

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



The real question



Underlying assumptions

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

ïDifficult and complex

ïMost measures indicate past performance

ïNo cause-and-effect relationship between 
measures

ïPerformance measures quantitative, but 
library outcomes are largely qualitative

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



Underlying assumptions

ÅάaƻǊŜέ ƛǎƴΩǘ ƴŜŎŜǎǎŀǊƛƭȅ ōŜǘǘŜǊ

ïIn fact, it clouds the issue and the message

ÅCommunication requires conversations

ï¢ƘŜ ŦƛǊǎǘ ŎƻƴǾŜǊǎŀǘƛƻƴ ǎƘƻǳƭŘƴΩǘ ōŜ ǿƘŜƴ ƳŜŀǎǳǊŜǎ ŀǊŜ 
presented

ÅSome measures may be for operational purposes, and 
some may be for strategic, stakeholder purposes



Perceptions of Value
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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)

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

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

- positioned as critical to the decision-

making process

- C-levels made it clear they value 

information professionals as 

critical assets who turn information into 

actionable, reliable intelligence

- create a culture of knowledge sharing

by educating colleagues on the best use of 

information sources.

-save organizations time and money

by providing value-added intelligence

that is accurate, reliable, on time and 

relevant. 

-the right information, insights and trends 

to make good decisions and 

gain competitive advantage.



Meaningful measures

ÅMatter to you & to your stakeholders

ÅDemonstrate that the services are making a difference

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

ÅAre critical for managing, planning & decision-making

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



Focus for tonight



Common language

ÅStakeholders

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

ÅClients, patrons, users

ÅPerformance measures or indicators, metrics

ÅProducts, services, programs



We need to measure in new ways & we need to 
measure new things

We manage 

what 

we measure.



Learnings from others

ÅNo one magic measure

Å{ǘǊƻƴƎ ŎƻǊǊŜƭŀǘƛƻƴ ōŜǘǿŜŜƴ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎǳŎŎŜǎǎ ŀƴŘΥ
Åclarity of purpose

Åability to understand its culture

Åa well-designed performance measurement system that fits that 
culture

Åά±ŀƭǳŜέ ƛǎ ŎǳǎǘƻƳŜǊ ƻǊ ǎǘŀƪŜƘƻƭŘŜǊ ŘŜŦƛƴŜŘ
ÅDefinition is dynamic

ÅIt is two-dimensional: economic & psychological

ÅIt is relative to alternatives



Learning from the Websters

ÅάIƛǘǎέ ŀǊŜƴΩǘ ŀ ǾŀƭǳŜ

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

ÅάǿƘŀǘ ǎǘŀǘǎ ŀǊŜ Ƴƛǎǎƛƻƴ-ŎǊƛǘƛŎŀƭΣ ϧ ǿƘȅΚέ

ÅMeasures must be considered during planning of an e-
environment not as an after-thought

ÅMetrics are not a report card

ÅMetrics are a means to an end

ÅThe goal of metrics is action

ÅWhat action will you take as a result of knowing this?



Measurement systems

Are, by definition, based on 
ŀ άōŜƎƛƴƴƛƴƎέ ƻǊ ƳƻƴƛǘƻǊǎ 
results against an agreed-
to objective



An effective performance measurement system:

ÅGauges how well your strategies are progressing

ÅCƻŎǳǎŜǎ ŜƳǇƭƻȅŜŜǎ ƻƴ ǿƘŀǘ ƳŀǘǘŜǊǎ Ƴƻǎǘ ǘƻ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ 
success
ï¦ƴŘŜǊǎǘŀƴŘƛƴƎ ǿƘŀǘΩǎ ōŜƛƴƎ ŀŎŎƻƳǇƭƛǎƘŜŘ ǊŀǘƘŜǊ ǘƘŀƴ ƻƴ ǿƘŀǘΩǎ 

being performed

ÅGives you a common language with staff and management

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

Å Is valid

Å Is verifiable, to ensure data collection accuracy



What are your current measures?

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

ïUsage statistics?

ïReturn on investment?

ïBalanced scorecard?

ïLogic model?

ïImpact statements?

ïCustomer Satisfaction?

ïPortfolio Review or Assessment? 

ïCost Benefit Analysis?

ïWeb Business Metrics?



Usage Statistics

Å²ŜΩǾŜ ƭƻƴƎ ǘǊŀŎƪŜŘ άƘƻǿ ƳǳŎƘέ

ÅWe also need to look at 
differences:

ÅPeaks?

ÅDips?

ÅSwitches?

ÅWhat are these statistics really 
telling us?

ïAnd not?

ÅAre they highlighting where 

we should dig deeper?



Customer Satisfaction

ÅUsed to identify the level to which the service/products 
you provide are satisfactory to the user ςor meets the 
ǳǎŜǊΩǎ ŜȄǇǊŜǎǎŜŘ ƴŜŜŘǎΦ

ÅTends to focus on existing products and/or services

ÅUsually measured through surveys



Value Assessment

ÅUsed to understand how each client segment uses, valuesand 
άǇŜǊŎŜƛǾŜǎέ ȅƻǳǊ ǎŜǊǾƛŎŜǎ ϧ ǇǊƻŘǳŎǘǎ

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

ÅUsually gathered through survey, group or individual 
interviews

application
value


