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The University of Queensland 

• Founded in 1909 

• 56,000 courses 

• 370 programs 

• 4 campuses 

• 6 faculties  

• covering all disciplines 

• 8 institutes 

• Ranked in top 100 internationally; & top 3 in Australia 

• 2013: 48,716 students (11,475 international) 

• Most overseas students from: China, Singapore, Malaysia 

• 7,000 staff 

 



The University of Queensland Library 
 

• Largest library in Queensland 

• 15 branches, including new off-site warehouse 

• One of the largest libraries in Australia 

• E-preferred policy since 2010 

• 1,000+ online databases 

• 30,000+ multimedia items 

• 1.2 million ebooks 

 

• Over 2 million print volumes (journals and monographs) 

• Extensive manuscript, microform and pictorial collections 

• Is digitising unique collections (inc. UQ theses) 



IMPETUS 

 

• Planning days, late 2012  

• No usual % budget increase 

• Ubiquity of Google (a “non scholarly tool”) 

• Digital disruption – focus on spaces 

• No longer rely on being the University’s ‘heart’ 

 

• A slippery slope? 

• How to prove value? Via current statistics? 

 

Why UQL is investigating value 



GOALS 

 

• Be more strategic 

• Prevent future budgetary erosion in an increasingly 
competitive UQ environment 

• Exploit Library’s Point of Difference (to Google) 

• Determine if statistics collected could prove value 

• Empower Library staff 

• Communicate Library value in the language of the UQ 
Executive 

 

 

 

 

Why UQL is investigating value 



Thanks to: Sue McKerracher, CEO, ALIA 



Concepts & 
frameworks 



UQ BUSINESS SCHOOL COURSE: Strategy in Action 

 

Integration logic 

Execution logic 

 

 

CUSTOMER-CENTERED 

 

 

Generic value disciplines 

Customer value proposition 

Strategic conversations loop 

Concepts & frameworks 
Overview 



Concepts & frameworks 

GENERIC VALUE DISCIPLINES 

 

Leading Edge 

• Product or service leadership (e.g. Apple) 

 

 

Low Total Cost 

• Operational excellence via economies of scale in the supply chain 
(e.g. Bunnings) 

 

 

     Customer Support 

• Customer intimacy via relationship building and tailored services 
(e.g. UQ Library) 



Concepts & frameworks 

CUSTOMER VALUE PROPOSITION 

 

A clear customer need 

 

Who 

What 

How 



Concepts & frameworks 

STRATEGIC CONVERSATIONS LOOP 



1. Sensemaking 
 

 external 
 internal 

 



Sensemaking (external) 



Sensemaking (external) 

 

 



Sensemaking (external) 



Sensemaking (external) 



Sensemaking (external) 



Sensemaking (internal) 



1. UQL QUALITY & ASSESSMENT ADVISORY GROUP (QuAAG) 

 

Quantitative data audit (hard) (volume)  

– Statistics collected 

– Tools 

 

 

Qualitative data audit (soft) (feedback, surveys) (quality) 

– Regular UQ or UQL surveys 

– 2014 Ithaka survey responses 

– Reviewed Genie Wishes from 2013 strategic planning process 

 

 

Sensemaking (internal)  



2. UQL PROJECT BOARD 

 

Used literature review & UQBS frameworks: 

• Identify UQL value enablers 

• Map UQL value enablers to UQ KPIs for 2014-2017 

 

Discussed findings re: suitability for value communication, with QuAAG 

 

Sensemaking (internal)  



UQL QuAAG: DATA AUDIT 

 

• 200+ sets of figures collected monthly 

• 12 tools (serious flaws in 2) 

• UQ Library staff – unclear on use/ why collected 

• Patchy collection following 2010 realignment 

• Internal workflows, and external reporting 

• Some could demonstrate value enabling by UQL 

• 10+ surveys 

 

Sensemaking (internal) 
Findings 



UQL PROJECT BOARD: VALUE AUDIT 

  

• Identified 9 customer groups 

• Itemised 71 ways UQL enabled value to customers 

 

• Determined UQL’s Customer Value Proposition (CVP) 

• Confirmed that UQL’s CVP supports UQ’s Mission and Vision 

 

Mapped results to 30 draft UQ KPIs 

 

 

Sensemaking (internal) 
Findings 



Sensemaking (internal) 
Findings 

9 CUSTOMER GROUPS 
 

•UQ Executive and other senior staff 

•Researchers and higher degree students 

•Teaching academics 

•Undergraduate students 

•Alumni 

•Hospital staff 

•Community 

•Cyberschool 

 

Plus: ‘all customers’ 

 



Sensemaking (internal) 
Findings 

CUSTOMER GROUPS MAPPED TO UQL VALUE ENABLERS 



Sensemaking (internal) 
Findings 

UQ Library enables value through the provision of: 

 

Quality collections, spaces, and tailored services that 

meet UQ's information needs in order to execute its 

vision of knowledge leadership for a better world 

UQL’s CUSTOMER VALUE PROPOSITION 
Who, What, How 

 

'The University of Queensland positively influences 

society by engaging in the pursuit of excellence 

through the creation, preservation, transfer and 

application of knowledge…’ 

and contributes to UQ’s mission: 



Sensemaking (internal) 
Findings 

UQL VALUE ENABLERS MAPPED TO UQ KPIs 
 



2. Choosing 
 



Choosing 

16 UQ KPIs SELECTED 



STATISTICS – LIBSTATS TABLES 

Choosing 



3. Doing 
 



PROJECT OUTPUTS SO FAR 

 

• Created statistics’ tools portal on Library wiki 

– Lists, describes and links to tools 

– Notes strategic use (to promote staff understanding) 

• Rebuilt 2 faulty collection tools 

• Partnered: added value questions to UQ surveys (2 areas) 

• Identified gaps in statistics collecting – emerging areas (digitisation, IR) 

• Communicated early findings to UQL staff and UQ Executive 

• Evaluated new dashboards/ tools to visualise and communicate UQL value 
enabling 

• Piloted value question in 2 faculties 

• Continued to collect statistics 

Doing 



Doing 

STATISTICS PORTAL - TOOLS (WIKI) 



PILOT: VALUE/IMPACT QUESTION 

What value does UQ Library provide to you? – sample responses: 

An invaluable service to the school is assisting with the Electronic Course 
Profiles each semester and organising the reference material. Both staff 
and students really appreciate this, since we now have links and updated 
issues for all references, making them easy and convenient to find. 
(Professor, Veterinary Science)  

 

The literature search service encourages clinicians to incorporate evidence 
into their daily practice by simplifying the process of engaging with library 
search systems (Clinical Educator, Social Worker) 

 

This support has not only enabled busy therapists to gain timely access to 
evidence, it has also increased their confidence in searching databases to 
obtain high quality research. (EBP Coordinator, Occupational Therapy) 

 

Issues for librarians: Fear of leading the witness (bias); F2F discomfort 

 

Doing 



IN PROGRESS/ NEXT STEPS 

• End project & operationalise: understanding and communication of value 
becomes everyday work 

• Develop a comprehensive ongoing communication strategy (UQL, UQ) 

• Decide on an infographical performance summary or dashboard 

– Confluence wiki 

– JISC’s RAPTOR 

– Springshare’s LibAnalytics Insight 

– PQ Intota Assessment 

– EzPaarse or Kibana Elasticsearch 

– Google Analytics 

• Address gaps identified in potential value enablement (surveys) 

• Create baseline of statistics at end of 2014 

• Focused research by two librarians with statistics Masters – personal 
indirect value-in-use study? 

 

Doing 



4. Revising 
 



• Dry & time consuming, but rewarding 

•  All libraries must focus on value in this Time of The Merchants 

• Have a person dedicated to value work – time in between regular work 
hard to find: very focused 

• Involve and support library colleagues 

• They collect the statistics 

• Need to understand why 

• Need to weave value enablement into daily consciousness, and feel 
confident 

• Invest most time in Sensemaking phase, before ‘Doing’ 

• What do you hope to demonstrate/ achieve? 

• Use a framework 

• Partner outside library 

• Use success stories in 1 area to promote activities in other areas 

Final thoughts 



Thanks to: Sue McKerracher, CEO, ALIA 



ARL Library Assessment Conference 

Creaser, C. & Spezi, V. 

ISO/DIS 16439:2014 

Jantti, M. (University of Wollogong) – Value Cube, Marketing Cube 

Marshall, H. 

Matthews, J. 

Northumbria International Conference on Performance Measurement 

Oakleaf, M. 

Poll, R. 

Tenopir, C. - LibValue project 

Town, J. S. 

 

Two appendices in paper (bibliography & economic studies) 

Key readings 

m.pugh@library.uq.edu.au 


