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t Know, Ask: The Art and Ureft of Survey Development and Analysis

Fo' {,branans surveys can be invaluable in both the corporate and academic world. A survey
can demonstrate whether the Hbrary is meeting the needs of its users, if a facility needs more
resources and if the libravy is proving beneficial to an organization. However, to get an
accurate understanding of these things, a librarian must know how to conduct a survey. Gloria
Dinerman helps with this, by showing librarians how they can put together a useful survey.

Benchmarking--Measuring and lomparing for Continuous Improvement

One of the best ways to iearn is by watching others. And, as Sue Henczel explains,
benchmarking can be a great way for librarians to monitor libraries outside of their
organization, as weil as other departments within their organization, to see where they may
be succeeding or failing. However, before beginning such an ambitious project, it is
necessary to follow Henczel's advice and know what you are benchmarking against.
Otherwise, your benchmarking effort could be for naught.

Ahead or Behind the (urva..,

Someone had suggested to Information Outlook that benchmarking might be a dying topic.
That doesn't seem to be the case. This month, Nikki Poling talked to three special hibrarians
to see where they stand on the issue and how the process of benchmarking 1s perceived
these days. It seems they all agree—there is always room for improvement, for all of us.

Which Way Uo You Want to Sevee Your (ustomers?

Ask any bJsmesspersm and they will tell you the key to keeping customers is providing
excelient service. Dinesh K. Gupta and Ashok Jambhekar not only agree with this statement,
but they think it is especially important in the library world. This menth Gupta and
Jambhekar discuss the importance of aggressive customer service, its vaiue and how
information professionais can excel in this critical area.

A Yestim Wy L0 the Non-Stereotypical Librarvian

Sandra Kitt is a high-energy gal. From working at the American Museum of Natural History's
astranomy tibrary, to writing over 20 fiction noveis and teaching a course in creative
writing, Kitt requires activity. She stands to break the librarian cliché by which so many
information professionals are often branded. This month, Nikki Poling delves into this SLA
member’s personat life to illustrate the intrigue and excitement the Special Libraries
Association proudiy embodies

Executive Qutlosk

42 Strategic Learning
Another “Traditional” Year Learning the Skilis Needed to Assess and
Benchmark
Copyright Corner
Digitat Library Projects and Copyright 44 {ommunications
The Telecommuting Trend: Is it For You?
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o
Greetings:

Two years ago, when Donna Scheeder started her term as SLA president, she
began her inaugural remarks with a brief review of some asscciation history
and the changes SLA had gone through since 1909. Donna’s point was to
remind us all that in the Special Libraries Association “change is our tradi-
tion.” That being the case, it looks as though we’ll be in for a VERY “tradi-
tional” year over the next 12 months.

We may have the opportunity to change our bylaws based upon a vote by the
entire membership later this summer. As I write this in early May, the proposed
bylaws revision is on its way to all members as we prepare for a discussion and
vote during the Annual Business Meeting on June 12, in Los Angeles. A
positive vote in June and the mailed ballot will result in a2 number of changes
for the association.

Regardless of what happens with the bylaws, we will conduct another search
for an executive director in the coming year. Appointments to the search com-
mittee have not been finalized, so I am unable to list them here. However, as
sgon as the full committee has been formed, word will go out over a coupie of
channels so I suspect many of you will know who is on the committee long
before you read this. Any “new hire” signifies change for an crganization, and
I can assure you no one is more interested than vours truly to know what will
result from this search.

This next year should also see some developments with our current branding
initiative. After some initial missteps, we are looking forward to a productive
partnership with Creative Project Management as they work with us on our
branding effort. There are numerous changes possible from the rebranding of
SLA. Over the next few months, as some of those possible changes become more
concrete {as alternatives, not final decisions], you should look for opportunities
to make your views known to the board and your chapter and division leaders.

there are other areas of the association where change will be initi-
ated during the next year, but there will be opportunities to look at those later.
For now, a focus on bylaws, the ED search and branding shouid keep us fully
engaged. Yes, it does iook like another “traditional” year for SLA.

With the support of all of you, I am looking forward to working with the board of
directors and headguarters staff as we all face the challenges of the year ahead.

Bitf Lok

Biil Fisher, SLA Presiden




Gloria Dinerman is president and founder of The Library
Co-op, Inc., a national library service and consulting
corporation specializing in projects and automation
assignments where customization is essential to success.
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IN THE GOOD OLD DAYS BEFORE THE EXTENSIVE USE OF AUTOMATION,

when a survey was mailed out, an expected rate of return was about five percent of the targeted group. More extensive

articipation was a pleasant surprise, Even with surveys that include seif-addressed stamped envelopes and phone

calls as follow-up reminders, a return rate of 25 percent was an accomplishment.

Today, with desktop computers now standard in every
office, online surveys produce a far higher percent of
responses. This leads to a more accurate analysis of the
data received.

Although survey construction is customized to the envi-
ronment of the institution or corporation needing the
information, there are a few general commonalities that
apply to ail surveys, regardless of the entity requesting
the data.

« Precision of the wording is vital to getting the correct

! information. “Have you ever used the library?” is much

. too wague. “Do you use the library regularly?” is aiso

| too vague. Try this:

- Do you generally use the library:
once a month Q once a week O
less than once a month

every day 3

¢ to find out what type of material is being used the most
or least;

¢ io find out what your users need/want;

¢ to find out if your service has been satisfactory;

e to find out where you can expand your service;

¢ to justify the need to retain an information center;

e to justify your budget;

€ to justify the need for additional personnel;

¢ 10 justify the need to weed out old material that is no
longer relevant {o the company or institution;

¢ to justify the need for expansion;

¢ to guestion whether or not your information center
should become virtual; and

¢ tg question whether or not vour budget should be
reallocated.

The survey can be beneficial to librarians in both aca-
demic and corporate settings.

¢ “Do you usually find the information that you need?”
. is not as precise as:
i Do you generally find the informatior. that you need:
in a print source (3 in anon-print source 3 online 3
s The most accurate information comes from:
Internet sources aggregated databases O
professional journals 3
State the Purpose
In order to get precise information, the purpose of the
survey should be stated to the respondents at the top of
the survey form.

The foilowing examples reflect some of the reasons a
library may warnt to conduct a survey:

The Lorporate Survey

With more and more end-users doing their own research;
with online taxonomies getting more expansive and user-
friendly; with less corporate space being reserved for hard
copy; with corporate accountants constantly looking for
ways to save money—it becomes clear that corporate li-
braries have to justify their existence with hard proof that
they are essential to the corporate structure. One of the
more successful ways of proving the need for an infor-
mation center is by having the library users respond to a
survey that not only stresses their reliance on the library
services, but also the importance of having professionals
on staff. A survey of this type should be done before any
administration formulates plans to eliminate the infor-
mation center. In most cases of downsizing, the librarian
is the last to know that the job is being downsized and
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because of this gap in communication, it is prudent to
have information on hand that confirms the importance
of the library.

Corporate personnel are extremely busy and do not have
the patience to respond to any guestionnaire that takes
more than five minutes to complete. ¥ the survey is too
lengthy, the respondent may give up in the middle and
invalidate the whole questionnaire.

Here are some sample questions:

Are your reference inguiries responded to in a timely
manner?
Always 0 Generally @ Sometimes O Never [

Do you request an anglysis of the retrieved information
by the librarian?
Yes 3 No Q2

= Do you request an abstract of the retrieved information?
C Yes L3 No

If an abstract is reguested, is the written material pre-
sented concisely and correctly?
Always 3 Generally 2 Scmetimes & Never 2

- Does giving vour research problems to the librarians save
. you time?
i Yes O No UG
v Do you feel the information center is cost effective for
the corporation?
Yes 3 No 3
If your company did not have a research center, you
would get your information from:
Using Internet yourself U
Using aggregated databases yourseif
Using reference materiel in the public library &
Other professional colieagues O
Qo

- Is the librarian alert to new search techniques and new
aggregated databases?
Yes @ No U

This type of questionnaire gives you a foundation {c prove
the value of your work. Your superviser should be pre-
sented with an analysis of the results along with the de-
partments that responded and the number of people within
the department who responded. These statistics are easily
analyzed using an Exce! spreadsheet, but any spreadshest
program shouid be able to produce the guantitative resuits.

Academic Surveys
An academic institution can bave many libraries and many

depariments, special collections and archives. The most

information sutiosk

Cunder 18 3 1940 3 4160 U

" Under $3CK per year U

needed information is coordinated with the professors who
want the students o have reference material relating o
their classes. If the availability of these references is not
adeguate to satisfy the research requirements of the
courses, then everyone involved becomes dissatisfied.

To find out if the iibrary is adequately serving the needs
of the university, some institutions regularly put a ques-
tionnaire at the checkout or reference desk, asking:

Did you find your material?
Did the librar-
ian dssist

Are the library
hours ad-
eguate for
vour sched-
ule?

Are you al-
ways, or al-

SELECT YOUR ANALYZING
DATABASE

B

you? bt
Did you use reg
print SELECT YOUR INQUIRY OR §
SQUrces or THEME e
electronic g
sources? CONSTRUCT YOUR QUESTIONS  J=3d
&

£

bl

[ 2]

[l

Ld
@

PRETEST THE SURVEY

CONDUCT THE SURVEY

most aliways

., ENTER COMPLETED D/
abletc geta
computer

B put TALIY THE RESPONSFS
when you i
i it?
need it : INTERPRET THE RESULTS

Have you
ever gotten
material
through in-
terlibrary
loan? Did it come in a timely manner?

Do you use our special collection material? What

WiitE

OUR CONCLUSIONS

subject?
If your library uses self-checkout after hours, does it cut
down on the loss of material?

Demographic information is more imporiant in an aca-
demic survey than in a corporate one. The main compo-
nents of demographics are age, ethnicity, education and
economic level. Age and economic level are always given
ir ranges, i.a.:

Gver 60 E} 7
$30K-$50K per year
$51K-$75K per year 3  Over $75K per year O

The outstanding difference between the results of a cor-
porate library survey and an academic library survey is
that in a corperaie survey, the resuits may have a éi-
rect effect on your iob retenticn. The bettom line of a
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corporation is pulsating with income figures and the H-
brary is a cost factor. In a university, the measurement
of service is taken by depth of resources and response
time. Academic iibrarians get a lot of attention from ven-
dors because of their buying power.
From Library Journal {9/1/01}, “Moving from Books o
Bytes,” by Andrew Richard Albanese:

“LJ’s 2001 survey—which gathered data from a bal-
anced sample of libraries at research institutions, uni-
versities, four-year colleges and juriior colleges nation-
wide—once again reflects the considerable spending
power of academic libraries. In 2001, the median
materials budget for o university ibrary was roughly
$565,000 compared with $174,000 spenit by four-year
colleges and $68,000 for junior colleges. Universities
added 6,831 new monographs on average; four-year
colleges added 3,095 new titles and two-year schools
added 1,643. In contrast, the more than 120 institu-
tions comprising the Association of Research libraries
{ARL ) operated with budgets closer to $6 million than
$660,000.”

Norne of the above would be known without the use of a
survey. And as seen in these statistics, the purpose of the
survey was (¢ show the differences in the library expen-

ditures in various types of institutions. You do not fin
that type of comparison in corporate libraties.

DA

In the academic library, the preparation of the survey is
geared to whether the institution is interested in statis-
tics in relation to internal procedures or external com-
parisons. Rarely is an academic survey constructed with-
out the assistance of a committee. Academicians like to
think as a group and each decision is arrived at by con-
sensus. Sometimes the commitiee gets bogged down in
minutia and it subverts the progress of the finished product

%‘ieievame of Statistics
- What is the number of regular patrons {employees who
use the library once a week or more)? If one person
from a 12-member department responds, it is less mean-
ingful than if five members from a nine-member de-
partment respond.

+ You want to know the percentage of favorable or very
favorable comments, by department and by the total
number of respondents

© You want to know if there are any weaknesses in your
service.

« Is your collection relevant to the product or services of
your company or has part of the collection become ob-
solete?

¢ Are you responsive to the needs of the researchers and
are they providing you with changes in focus or preduct
line that will allow you to regularly improve your services?
Do vou offer training and orientation to new employees?

information cuticek

Since the Internet is expandmg in its number of available
sources and since it has become more user-friendly, have
your reference requests been:

Increasmg 3 Decream Ag Z} ‘\Jo d-;-erenc& 0

| ¥f yes, by how much?
D 10% 3 20% 3

Maore than 20 % 3

If you plan 1o use the survey in a formal presentation, it
is suggested that you format it using a split screen. The
ieft side of the screen will show the guestions and the
right side will show the totals of the answers. The final
set of screens can be converted into graphical results.

The single most serigus chalienge for the corporate
librarian is convincing the budget managers not only to
acknowledge the restuits of the survey, but aisc to act
upon the conclusions drawn from the responses.

Without the benefit of administrative support it is not
iikely that any credence will be given to the results. This
administrative support nas to be developed early in your
reer, Every compliment, every credit, every award, every
letter of commendation should be brought to the atten-
ticn of the supervising staff persen that has anything to
do with the future of the library. A survey can prove ypur
worth, but only you can open the channels for actioﬂ

Wrap-lp
While surveys can be very helpfui, it is impertant you
remember some key points before diving in.

1t is recommended that you conduct a pre-testing or sam-
pling of your survey using a total of 10-15 percent of the
respondent pool. This is to ascertain that both the deliv-
ery methods and the database are working correctly. The
unexpected problems that surface can be corrected be-
fore the survey is actuaily conducted.

Since the survey should be kept short {10 questions
maximum], the person creating the survey should write
iﬁ sfmg’ie sentences and ask for enly cone item of

iformation per question. Evaluation is even more im-
pertant than the writing itself, and responses must be
guantifiable.

i you follow these rules, your survey can be very vaiu-

ble because surveys give objective responses to subjec-
tive guestions. There is no right or wrong response—ijust
an assessment of a condition that already exists. How-
ever, these opinions have a basis of fact and stand to serve

as a foundation for improved staffing, increased coliec-
tion and evaluation of existing facilities. It is very diffi-
cult to judge ourselves in an objective lght without scme
statistical support. &)
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Benchmarking for Success

13

WHEN DRGANIZATIONS WANY TO IMPROVE THEIR PERFORMANLCE, THEY BENCHMARK.

They compare and measure their policies, practices, philosophies and performance against high-performing organizations

anywhere in the world. The process of benchmarking is used to identify useful business practices, innovative ideas,

effactive operating procedures and winning strategies that can be adopted by an organization to accelerate its own

progress by ensuring quality, productivity and cost improvements. In other words, benchmarking involves investigating

how things are done elsewhere and where they are done differently or better, to see whether a group could adapt the

processes of another organization to improve their own processes.

Libraries have traditionally used external comparative
benchmarking studies to measure themselves against others
in order to justify their existence or prove their value and
support their case for maintaining existing levels of staffing
or funding. These studies were invariabiy based on statis-
tics gathered and shared for the purposes of measuring
how they rank with other libraries {Gohlke, 1998). Libraries
have aisc employed internal benchmarking methodologies
to measure the “value” they confribute to their organization
and compare this against what is contributed by other
departments, divisions or information providers.

One of the primary aims of a special librarian is to ensure
the service they offer contributes significantly to the suc-
cess of the organization and is as good as it can be. To do
this, a librarian must utilize internal and external
benchmarking processes to measure performance and
identify possible areas of improvement.

2

Defining Benchmarking

There are many similar definitions of benchmarking, most
of which fit neatly in two groups—those that inciude
implementation of the findings and those that do not.
Jane Foot’s definition is widely cited in library literature,
yet it’s a definition that does not incorporate the imple-
mentation of the identified best practices. On reflection,
I reaiized many of the benchmarking case studies I had
read were focused on the identification of the benchmarks
and the measurement and comparison process, while very
few foilowed through to the process of adapting best prac-
tice to improve a process.

Foot (1998) defines benchmarking as the process of com-
paring vourself with others—measuring your service’s
processes and performance and systematically compar-
ing them tc the performance of others in order to seek
best practice. It enables the identification of areas where

improvement is possible, how it might be achieved and
what benefit it might deliver. Other definitions include
the implementation of best practice to improve a process
beyond the benchmark performance such as that used
by Partnership Sourcing {1997).

Christopher Bogan and Michael English {1994) and Gerald

Balm {1992} clarify some of the associated terms:

s A benchmark is a fixed point, target or standaré against
which you can be measured.

® A benchmarking partner is any group or organization
that is used for comparison.

e« The highest performer in a benchmarking partner-
ship is considered the best practices organization (i.e.,
the one that has the most efficient and effective prac-
tices in place}. The goal of benchmarking is to im-
prove performance by adopting the best practices of
benchmarking partners.

e Performance indicators are used for measuring per-
formance and monitoring progress against set targets.

Types of Benchmarking

Benchmarking can be done within your organization or
externally, with other organizations. Internal berichmarking
is a comparison of similar operations within your organi-
zation, while external forms of benchmarking include
competitive benchmarking (a comparison with your com-
petitors) and functional benchmarking (a comparison of
methods with organizations who have similar processes in
a different industry) {Hinton, Francis and Holloway, 2000).

Data benchmarking measures and compares inputs and out-
puts of a process against a benchmark to assess performance.

Process benchmarking analyzes a sequence of activities
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and compares them with similar functions in best
practice organizations.

T
reslo

el

stovical Development

Although benchmarking has been used as 2 management
tool for many years, it experienced resurgence in the early
1980s due to the Total Quality Management {TQM) move-
ment, in which benchmarking was inherent as a means
of ensuring quality
improvements. Its fo-
cus was on account-
ability, performance
measures, best prac-
tice and the rational
use of resources—all
issues of interest to li-
brarians and the orga-
nizations that fund
and support the ser-
vices,

Since the mid-1980s
librarians have seen
benchmarking as hav-
ing two distinct pur-
poses: 1o demonstrate
how their services
and gverall perfor-
mance rank against
those of other simi-
lar libraries {external
benchmarking); and
to measure the value
of their contribution
within their crganiza-
tion, as cempared
with that of other in-
ternal divisions and
information services
{internal
benchmarking}. In Australia, special libraries {particu-
arly those in the government sector} were the earliest
exponents of external benchmarking methodologies, us-
ing their informeal networks to identify suitable
benchmarking partners.

They shared statistics and details of processes and ser-
vices with each other io demonstrate to their organiza-
tions that their performance is as good or better than
similar libraries, or conversely that they require a higher
level of support from their organization to perform as
well as others. This type of comparison was often used to
highiight inadequate resources {usuaily staffing}, tech-
nology and/or funding.

The early 1990s saw libraries refocusing on their respon-
sibilities to their organizations and becoming more con-

information

“Those who go it glone gre doomed fo
perenninily reinvent the wheel for they

do not learn and benefit from others,

{Bogan and Engiish, 1984}

cerned with internal benchimarking processes that enabled
them to measure their perfcrmance in comparison with
other parts of the organization. This was {and still is}
done to justify the existence of the library when faced
with threats suck as downsizing or outsourcing, and to
demonstrate the value of the contribution made by
the library to the organization’s success. Internal
benchmarking can demonstrate how the library’s
pericrmance renks
against that of other
departments or divi-
sicns, and against
competing internal
information ser-
vices.

s

Toward the mid-139Cs
librarians underwent
major changes in
their service focus as
they struggied to deal
with the incorpora-
tion of electronic con-
tent and the associ-
ated social, legal and
technological issues
reiated to access,
delivery, user expec-
tations and licens-
ing. This led to a re-
newed emphasis on
benchmarking and
performance mea-
sures as librarians
were being asked to
provide additional
services with the
same or minimally
increased rescurces.

In 1996 the Special Library Association’s special report
Competencies for Special Librarians in the 21 Century
was released, which incorporated knowledge and ap-
plication of benchmarking in a number of the com-
petencies. The fact that benchmmarking is inherent in
the SLA competencies resulted in a renewed interest in
benchmarking and its uses and benefits. Major issues
became “how o benchmark?,” “what to benchmark?” and
“who tc benchmark with?”

it wasn’t until 1998, with the development and release of
IS0 1162G Library Performarnce Indicators, that Hbraries
had a list of performance measures that they could apply
to their benchmarking processes {o maintain the consis-
tency previously missing from the majority of
benchmarking projects. The performance indicators are
grouped inte user satisfaction, public services and tech-
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nical services, A revised ISO 2789 Library Statistics was
released in 1999, with the revision of the 1991 standard
being closely coordinated with the development of 150
11620. 150 2789 covers how tc count libraries, librarians
and items for inchusion in statistics related to library pro-
vision and services.

s of Benchmarking

Those who have participated in benchmarking projects have
identified a significant number of benefits for both the
library and the library staff. These include:

e More efficient and effective processes

¢ Improved performance and customer service

s Increased competitiveness

o Increased utilization of resources

Improved levels of management support

¢« Better and faster decision-making

¢« More efficient and effective marketing

Accelerated change and facilitated change manage-
ment

* Improved professional relationships

Support for strategic goals of the iibrary, which in
twrn support the goals of the organization

s Proof of library’s value to the crganization

Fz”mi'@ amﬁ Probiam

Comy
Benﬂhmarkmg re-
guires collaboration,
either with other
groups within the or-
ganization in the
case o¢f internal
benchmarking or
within other organi-
zations in the case of
external benchmarking. This is often difficult when
potential external benchmarking partners are also
competitors, as “commercial sensitivity” often pre-
vents them from revealing details of their processes.

andard Date Collection Methods - Methods for
collecting data are not consistent or standardized,
therefore the comparisons made may not be as valid as
they rnay appear to be. Also the boundaries around the
processes being benchmarked must be clearly defined.

irenrnent - Continuous measurement
and comparison does not easily reflect changes such
as pew competition, new technology and inflation
rates, etc., unliess these are incorporated into the data
coliection processes when they become apparent.

® Heiiance - There is a danger of becoming reliant on
benchmarking rather than seeking inventive or inno-
vative process improvements. When over-used, it can

“The process of benchmarking is used
to identify useful business practices,
innovative ideas, effective operating

procedures and winning strategies...”
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perpetuate a culture of “sameness” and stifle creative
thought that is needed for the development of new
ways of doing things.

* Ressurces - Benchmarking requires a significant com-
mitment of resources such as time, people, money,
etc., without any guarantee that there will be a cost
benefit. The costs may outweigh the tangible ben-
efits, as many of the benefits achieved through
benchmarking are intangibie.

® Identifying Partners - Identifying potential benchmarking
partners is difficult. Sufficient information must be
known about the processes used by each partner to
be sure that there will be benefits in measuring them
and comparing them.

® The Peopls Facior - Often the adaptation of a process

is not successful, as its success was dependent on the
skills and expertise of those using it in the initiating
environment. It is important to recognize and under-
stand where processes are successful due to the syn-
ergies of the group or teamn using them as against
where quality is inherent in the process itself.

*  Inanprs Benchmarking the pro-
cesses that you have
ascertained as being
strategically impor-
tant to your organiza-
tion is important. Be-
ware, however, of
benchmarking pro-
cesses that are not stra-
tegically important just
because you think that
someone else may be

doing them better than you.

riate AA.\M,\P tation -

* Inngvaiive and Efficient Processes - Benchmarking is
less useful to those who have established innovative
and efficient processes that have been developed for
their unique environment. It can, however, be very
useful for those who are struggling with inefficient
and uneconomical processes and who are locking for
better ways of doing things.

* Best Practice - Best practice is not ailways appropriate.
Best practice can be unique to an environment or situ-
ation and will not adapt successfully to a different
environment. Take into account the people using the
process and the relationship between that process and
others before making a decision to change.

beveloping A Benchmarking Proress
There are many books, amcles ana papers aboiit the de-

velopment of a benchmarking process, and the most con-

july 2002
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sistent message appears {o be that the process must be
rigorous and well planned. Suggested stages include:

* Plan what you are going to benchmark, how, with
whom and for what purpose. As with any other
project, planning is the most critical stage because
inadequate planning and preparation can cause a
project to fail. Plan your resource allocation {who will
do what, how and who will pay for it) and decide
which processes will be benchmarked and why.

s Define your process and identify all of the inputs to
the process, the cutputs and the customers. Define
the boundaries of your process.

e Flowchart your process - inciude inputs, activities,
fiow indicators, decisions and outputs.

= Identify problems in the process and their possible
causes. Use the expertise of the staff wheo actuaily
perform the activities, as they have the rnost in-depth
understanding of related issues.

e Develop vour metrics (how vou will measure} and
identify significant gualitative data that is important
to the process.

s Coilect data - measure your process.

e Compare colliected
data with benchmark
pariner.

s Identify areas for im-
provement.

¢ Formulate recommenda-
tions and an implemen-
tation plan.

¢ Implement improve- . s
ments. improvemenis.

{hoosing Processes to Benchmark

Choosing what to benchmark can be as important, if not

more so than choosing a benchmarking process or part-

ner, because it wiil impact how usefu! the resuits are to
the organization. A useful list bave been developed by

Catherine Cassell, Sara Nadin and Melanie Older Gray

{2001} who suggest that the processes chosen for

benchmarking must be:

e related to critical success factors for success;

s processes that are currently causing troubie;

s processes that are important o your customers and
which are not performing up to expectations;

¢ in areas where the competitive pressures are impact-
ing the most {e.g., price, flexibillty, products);

s processes that have the greatest potential for differ-
entiating vou from the competition; and

¢ processes that are not in transition.

Surcesstul Bane King
Some tips for successf it benchmarking include:

e Aligning benchmarking projects with strategic objec-
tives {critical business issues that have high pay-offs and
are aligned with organizational vaiues and strategy}

¢ Following a rigorous process {planning, analysis,

information ou

*There is & danger of becoming reliant
on benchmarking rather than seeking and use me

inventive or innovative

impiemenfation and review}
* Benchmarking the processes and not just the outputs
¢ Choosing an optimal benchmarking partner
¢  Committing to implementing the changes regquired
¢ Understanding your organization and its culture so
that you are adopting the most appropriate changes
in the most appropriate way
¢ Understanding the lmitations of benchmarking
Lurrent Trends snd Projects
Current benchmarking lterature focuses on the elecironic
environment and how libraries and information services
are delivering e-content; how they are managing user ac-
cess, licensing and authentication; and how they are view-
ing performance standards and guality management is-
sues in the elecironic environment. All have government
support funding and are based in the academic and
public itbrary secters.

One major benchimarking effort is the EQUINCX PROJE

http://equinox.deu.ie). EQUINCX is a project funded
under the Telematics for Libraries Programme of the Eu-
ropean Commission.
This project ad-
dresses the need of ali
libraries to develop
thods for
measuring perfor-
mance in the nei-
worked, electroni
environment, along-
side the traditional
performance mea-
surement, and to operate these methods within a frame-
work of qguality management.

BrOCEess

EQUINOCX has resulted in a number of ‘spin-off’ projecis
designed to measure and monitor service quality. For ex-
ample, in January 2000 the London Business School Li-
braty commenced a program of internal benchmarking
2s 3 means of moniioring service guality. Performance
indicators used were chosen from those emanating from
the EQUINOX PROJECT.

Spin-off projects include:

ARL {Academic and Research Libraries) E-Metrics
Project

Twenty-three ARL member Hbrarles, plus the Library of Con-
gress, are collaborating in this study to determine how to
develop statistics and performance measures ihat address
the delivery of networked information: resources and services,
The primary objective of this project is to find ways to gather
consistent and comparable data to evaluate elecivonic ix
formation services {htip://www.arl.org/stats/newmeas/;.

The Mcllure/Beriot Project

The McClure/Bertot Project (sponscred by the U.S. Depari-
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ment of Education) involves the development of 11.8.-wide
performance measires and national core statistics for elec-
tronic networked-based services offered by public libraries.

The JUSTEIS Project

The U.K.-based JUSTEIS Project aims to provide the in-
formation and tools to identify the current use of elec-
tronic information services and to forecast areas of growth
in British higher education. This would enable JISC (Joint
information Systems Comumittee} to plan for new services,
network enhancements and other areas of investment.

Although these projects are focused on academic and
public library sectors, there are elements of their cut-
comes, for example the processes (planning, data collec-
tion, analysis or the metrics) that can be used success-
fully within special libraries.

#Benchmarking in Special Libraries

The greatest benefit of benchmarking for the special li-
brary is to discover what others are doing that you could
use to add value o your services and strategic processes,
Librarians in corporate, government, health and other
speciail libraries {including academic faculty Hbraries} can
use internal and external benchmarking to improve their
processes and prove their “value” to their organization.

Before a special library embarks on & benchmarking
project, it is critical that its strategic processes are identi-
fied—those processes that actually coniribute o the
achievement of its goals and objectives, The boundaries
of those processes must be clearly defined so that accurate
comparisons can be made with benchimarking partners.

To demonstrate how important the boundaries are, take
for example, a library that defines its acquisitions process
as inclusive of resources acquired for the organization
but not retained within the library. A potential partner
may define its acguisition process as exclusive of those
resources. Difficulties arise when comparing these pro-
cesses, as one has a much broader scope than the other
and is considerably more compiex.

Once the processes and their boundaries have been de-
fined and you are investigating what others are doing
and how they are doing it, it is important to understand
that not all “best practice” is appropriate for your situation.
Best practice in one environment is not always best practice
in another, as the situation is different, the people are
different and most importantly the relationship with othe

processes may be different. Take care that you don't adapt
processes that are not entirely suitable for you situation.

Is anything that you are currently doing innovative and
unique? I so, you will be unlikely to {ind benchmarking
partners for these processes. It will, however, demonsirate
these processes as being unigue.

information outinok

The key to benchma*kir-g is to see what is being done
differently and to have the ability to assess the value of
those differences to your library.

hie pitfalls and probiems associated with benchmarking
are many and varied, and most will impact the success of
a benchmarking project if not fully understcod. ¥ used
correctly and for the right reascns, benchmarking can
resuilt in improved productivity impacting competitive-
ness, internal and external relationships, support net-
works and resources. &}

and Further Beadiy
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Not only does the benchmarking process help an organization understand where they stand with their competitors, it

can alse build valuable relationships amongst information professionals. Do you know where your organization stands?

Are you making use of best practices? Nikki Poling posed questions to three special librarians fo see where organizations

‘stand in defining and implementing the benchmarking process today.

Roger Strouse of Outsell, Inc.

¥: How would you
define benchmarking?

< I think it is us-
ing a standard set of attributes ic
compare multiple organizations tc
each other. In the case of libraries,
those attributes are types of services
being offered, how the function is
changing, how much the library might be spending per
user, or how much staff they have per customer. I think
it’s a framework for comparing different operations.

: Do you think benchmarking is a dying topic?

: Qutsell is a Hitle bit different, in that we provide the
service of benchmarking for our clients. Qutsell constantly
receives requests for benchmarking data, which is why I
thought it was so interesting that you asked ‘Is
benchmarking a dying topic?” Quite to the contrary, we
find that our clients ask for a lot of benchmark data—
both operational benchmarks (stuff like budgets, staff
ratios, budgets per user)}; and the more qualitative bench-
marks {(trends in the services offered, trends in the infor-
raation center function itself). I see people using a lot of
benchmarking, so I would not say it was dying. Particu-
larly, the larger organizations are using it rather heavily.

: How would you say the members of SLA do or could
use benchmarking?

. 1 see information centers benchmarking themselves
in order to get ideas for operational best practices, also to
rationalize their information spending and their staffing-—
just all their activities, in order to understand how the
function is trending, to find out what new services and
products are being offered. Information managers want

to understand how they stack-up to other organizations.
They want to know, ‘Is my information center ahead of
the curve or behind it?’

1 think information professionals also use benchmarking
to find new ideas and unique services. Participating in a
benchmark survey allows you 1o find out what others are
doing that might be innovative. But probably the real
‘meat and potatoes’ of benchmarking is the staffing and
budgeting information that helps managers rationalize
their spending to executives.

Another major use of benchmarking can be applied when
an organization has multiple libraries at different sites
and they want to compare the consistency and quality
between the different libraries. Or it can be helpful for
planning purposes or for integrating mutltiple sites (like
in a merger).

Also, when organizations are considering opening a brand
new information center, they might use benchmark data
to get a level set about what it will cost, how it will work
or what type of services it should offer.

w7 Is there anything that has changed over the years as
far as collecting benchmarking data?

%#: I think the principles are the same, but what has
changed is the information gathered. The function of
librarianship has changed so much that maybe a
benchmarking study now may include things like ‘how
much do you participate in Web development for your
organization?” The functions that are benchmarked now
have changed. But benchmarking is still about objectively
comparing yourself to other organizations.

2: If an information professional really had nro idea of
where to start with a benchmarking study, where could
they begin?




24

: You could rely on secondary information—for in
stance, reading articies on other libraries, using SLA re-
sources or doing some informal petworking by callin
other libraries/companies/crganizations that are compa-
rable. Then there are formal methods, such an engaging
a research firm tc put together a study with multipie par-
ticipants, using surveys, phone interviews and the stan-
dard questionnaire. There is definifely a spectrum, from
two librarians chatting, all the way through a full-blown
study done by an outside research firm.

David Shumaker of the MITRE {arporation

; 1 How would
you define berichmarking?

define it as comparing your orga-
nization with other organizations
and learning from the comparison.

That can involve process
benchmarking, which you can do
with an entirely different type of

organization from your own, to adopt a process in which
their techniques can be applied to a process of your own.
Another kind of benchmarking can be done with like
organizations to compare service levels, budget, staffing,
etc. I would divide it intc those two areas.

“: How often do you evaluate?

< We’ve actually done a couple of exercises within the
past year.  think itis good to do it reguiariv especially if
you want to compare services and iike organization
Maybe there is a consortium of institutions that have
something in common and they can share their
tion regularly.

informa-

Would you say benchmarking is dying?

No, I don’t agree with that. Benchmarking is one
{but not the only} source of geod ideas and informaticn
for the kind of continuous improvement that I think we
all have to be engaged in.

: What would you say are the benefits/downfails of
benchmarking?

:: We've talked about the goal-directed process of
benchmarking, and how it can be used to track iike orga-
nizations in order to get an idea of where yvour own group
stands overall. Besides the specific actions you might be
able to take as a result of benchmarking, you are also
building relationships. Those relationships can be calied
on for all kinds of unexpected things. Being connected to
cthers with common professional interest is how we en-
rich what we do. Benchmarking is a way of getting con

information

nected and staying connected—it has somewhat intan-
gible and unpredictable benefits.

On the downside, from time o time I have heard the criti-
cism that benchmarking may limit your own creativity,
since you are adopting something somebody eise already
thought of. It’s not the kind of groundbreaking innova-
tion that you would have if you came up with somethin
truly original. And while that is true, ] don’t think that is
2 reason not to benchmark. I think it’s great to be inngo-
vative and break new ground, but you're not going ic be
able to do that all the time. And if that is ail you are
trving to do, you may end up reinventing the wheel.

Since every organization is different too, you can’t ai-
ways assume that everything is going to work the same
in yours. You have to adapt good practices to your owzn
circumstances.
: Do you think there is competition inveived ir
benchmarking?

: I have been in situations where organizations don’t
want to share what they have with others, because they
have the competitive advantage. You: have to be sensitive
to that and know where to draw the lines. The issue of
competition is obviously different for nonprofits than it
is for firms in the for-profit sector.

Annette Gohike of Library Benchmarking
International

How would
ine benchmarking?

: 1o me,
bezcamar king is a process of lock-
ing at how you are getting work
done and then deciding if you
have a problem area. The probiem
area identified may be based on
customer or executive feedback,
or new edicts that come from upper management or for
whomever you are working. The next step is 1o go out
and find other libraries or entities that perform the same
process, and compare their process and resulis {o yours,
especially if they are doing i differently and getiing bet-
ter results. You will probably need to compare with sev-
eral others to decide who has the “best practice.” You
can decide whether 1o adopt what they are doing exactly,
or to adapt it in your Hbrary.

: Would you say benchmarking is dying?

: 1 don’t think benchmarking is dying, nor should &,
especiaily in the corporate world. It’s probably easier to
launch benchmarking studies in the privaie secior, where



there may be more purpose and reward. My feeling is
that scme public libraries—as part of municipal govern-
ment—are looking at benchmarking to measure perfor-
mance, prove value and cut down on costs. I believe Dr.
James Matarazzo has reported in at least ore of his stud-
ies that most of us—after we graduate from library
school—~continue to do things the way we learned them
(until it’s 35 vears later and we are still doing things the
same way). Librarians, for whatever reason, in the pub-
lic, academic and government sectors, don’t have the pres-
sure to move forward and streamline (or measure} how
they perform or “do business.”

Benchmarking is definitely still alive and well in Austra-
lia, England and in the corporate sector in many other
countries. In the United States, I think there are ‘pockets
of progress’ where librar-
ians are benchmarking.
This is especially true in
medical libraries. The
Medical Library Associa-
tion has taken the lead in
developing a database of
critical information that
can be used by medical
librarians for
benchmarking purposes. Quality processes, including
benchmarking, is driven by the 1994 accreditation stan-
dards issued by the Joint Commission on Accreditation
of Healthcare Organizations, which significantly affects
the management of information, and in turn, medical k-
braries. I found in Southeast Asia, where I recently taught
a series of benchmarking workshops last September, that
there was a strong concern about the viability of
benchmarking. It was repeatedly expressed that if there
ig not an immediate reward {increased funding, special
recognition) or threat within the library work environ-
ment {the loss of funding or staffing), then it would be
difficult to encourage or force a benchmarking effort. I
strongly believe there is room in all types of libraries—
academic, public, government and special—for planned
erformance improvement efforts using the benchmarking
process and I base that opinion on 40 years of working
in, directing and evaluating library services. I think that
guality expectations will grow in direct proportion to the
valiue of informaticn services provided by librarians.

: Are there any problem areas you can identify in
benchmarking?

. 1 think there will always be both real and perceived
problem areas associated with change and learning new
processes, especially now. Librarians are absolutely over-
ioaded with change and working under a time crunch.
They are constantiy challenged to increase their knowl-
edge and experience bank. Where in the busy workday is
a librarian supposed fit a benchmarking study—especially
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since it can take a considerable time commitment? Some-
where between new library services, more demanding
customers, implementing new automation tools or cop-
ing with the burgeoning Internet? Yet it is the “crises
mode” that demands new solutions—and many proac-
tive librarians have been finding those solutions for years.
They “borrowed” creative solutions from colleagues “on
the fly” rather than using the more formal “benchmarking
process.” Besides time, benchmarking usualily requires a
commitment of money from within the library budget or
in addition to it. Funds may be used for personnel to
help with the study, communicetions with and travel to
visit selected partners.

Tunne! vision {TV) is often the most tenacious obstacle
toc overcome. People with TV frequently believe that
they don’t need to “im-
prove.” They can also be
identified by their fre-
gquent answer, “Because
I've always done it this
way,” when asked why
they do a task the way
they do it. Supervisors of
TV personnei will need
some charm and cha-
risma, lots of patience and persistence, boundless energy
and encouragement if they are to achieve benchmarking
success.
X¥: If a librarian is just starting out the process of
benchmarking, where would you tell them to start?

331 Find out what benchmarking is all about and then
determine what goes into quality or how quality is de-
fined. Select a work process that you know needs im-
proving—identified from either your crystal ball, intu-
ition or from lots of complaints. You want to select a work
process that can be studied in a reasonable amount of
time. Benchmarking is a process that should be completed
in about four to six months. You have to know where
your resources to benchmark are coming from and what
you want to accomplish—your purpose. When you have
all of that in focus, then you are ready to conduct and
implement a successful benchmarking study.

How often would you say benchmarking needs to be done?

A7 Tt is a continuous process, it's like total quality man-
agement—you never finish improving. Let’s say you fin-
ish your study in six months, then you need toc imple-
ment the improvement in three to six more months. When
you are finished, you may lock for another process to
improve, but you will still be looking at the one you just
completed to make sure that is still a “best practice” and
that you don’t slip back into oid habits. There’s always
room for improvement. &

july :




Dinesh Gupta is the assistant professor and head of the Department of
Library and Information Sciences at Kota Open University in Kota, India.

Ashok Jambhekar is chief librarian at the Vikram Sarabhai Library, Indian
Institute of Management, and head of the National Information Centre
on Management (NICMAN) in Ahmedabad, India.




27

®

[ ]
m'mc%
F.@v:\sv

!-:

e Importance of Customer Service

®
L]
e
L]
L]
®
&
®
®
L]
®
@

»s E

"

5

]

pe
H
oy

e

o

- ESSENT RYILE 1

But soma librarians could be accused of poor services to customers. The development of customer-oriented services

%,
ot

skills net only aliows the library to put forward the services offered as effectively as pessible, but alsc test its
services and facilities against users’ needs and wants. Thus, the library needs to re-examine the ways in which it
serves its users. A good service is of little benefit tc the community if it is not made available in the most effective
way. Part of this strategy will involve the careful presentation and packaging of services and facilities offered to give

both the best individual service, and at the same time, a clear and effective message about the total library services

to customers.

Libraries
they offer a collection for consultaticn by a body of pecple,
with a catalog as a key to the collection. Librarians have
aisg generally been people who have wished to be of ser-
vice to the community, though in a less direct way thasn,
say, social workers.

have always been services, in the sense that

But “service” has come to connote a
of activity than consulta-
tion, which requires littie

more positive kind

A uood service §
direct effort on the part of i
the library. Even catalogs s e vve g a d
n be passive-basic and g COmMImUnILY
author-designed with users ]
in mind, accessible by avaiiable in the

a variety of elements,
capable of generating selective printouts, while also be-
ing interactive. Thus, the service is the access to books
and information and the advice and assistance that staff
provides to users. Whatever the mechanism may be for
the dehvery of services to users, “we must see that it is
delivered on time, as per the specifications of the users,
in the quantity theyv required—no imore, nc less—in the
packaging they preferred, at the place they need it, in a
courteous, helpful and proper manner. This is all important
{believe it or not}, and serves as the essentials behind
‘service mindedness” Developing a ‘customer service
cultare’ by embracing all these objectives, is the hall-
mark of any organization which is prepared to invest the
effort it takes to be successful” (Gupta and Jambhekar, 2001).

All libraries might claim to be service-oriented, but, in
fact, are they service-oriented? Is their approach to serv-
ing customers proper? How good are their services? And,

to what extent do they serve their customers? These are
the questions every LIS manager needs to respond to while
making decisions about the customer service in his/her
library. A library’s organizational success may depend
on these responses.
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Many authors have commeﬁted about the ;mportance of
customer service in library and information services.
There are very pragmatic reasons, including “quality” and

“accountability,” that

o gl 33 B i, e fo g it Ci
g of Hitle benefit in make it necessary for
looking at information
AT P services in terms of cus-
i i1 s not made tomer service. High
standards of customer
most effective Way." service create higher

visibility for the infor-
mation service unit. It is this enhanced visibility that will
lead to better positioning in the organization, If the ser-
vices are good, the unit will also be perceived as good.
As managers of various departments come to recognize
how good the information unit can be in providing the
products and services they use for their work, they will
encourage others to avail to the services of the unit, and
word will spread throughout the organization. Incorpo-
rating high standards of customer service into information
services has to do with the conduct of those who are
successfully serving the unit. it goes without saying that
satisfied users come back for more services, and as these
numbers grow {satisfied customers who are also com-
mitted to success for the information unit itself), a group
of them may evolve into an uncfficial support group for
the information unit. They become, without knowing it,
advocates or political sponsors, for the information service
unit. As questions of vitality, expertise and/cr authority
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of the specialized library or information unit come up,
these people are available, ready and willing to empha-
size the value of the information unit to the organization
or community. There are four essential motivating fac-
tors that drive us to excel in the delivery of information
services and preducts, and the information service man-
agers who succeed recognize the value of these in the
work he/she does (5t. Clair; 1993}

The VALUE of the service is determined by our
users. If we cannot provide therz with what they need
for their success, something is wrong.

%
A

(%]

Wwe want “REPEAT BUSINESS”—1o bring
customers “back for more.” The more customers use
the iibraries services, the larger the role will become
fer your organization.

Being SERVICE-ORIENTED should be at the
cere of our profession. i we do not like being re-
sponsible for the provision of information services of
the highest quality, perhaps we are in wrong business.

The WORK of the information service unit sup-
ports the overall mission of the organization,
which provides its support. When that primary roie
becomes muddled or weakened, it is time for a re-
evaluation of what we do.

b
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cal and inseparable part of do-
ing business in libraries, which we provide through user
services, circulation services, readers’ advisory services
and reference services. However, guality service goes
beyond these. Most of these piay a part in customer ser-
vice, but fall short of the ‘whole’ Customer service re-
guires entirely interiocking each network which contrib-
utes to the weli-being of the organization and then meet-
ing the mission and the service vision. More closely, the
services of the Hbrary can be divided into two: the “front
office” and the “back office.”

Front office procedures are those experienced by the
customers. in some instances, they represent & very
small portion of the total iibrary and information
strategy. For instance, in a pubiic Hbrary the extent of
personal contact between the customer and ihe library
employee is limited to use of reading room facilities,
giving replies tc some gueries, pointing out the location
of the information sources, etc. In libraries the customer
is exposed to physical facilities and t¢ numerous per-
sonnel—ranging from circulation clerk to stacking area
staff and the reference assistance to the media adviser.
Due to the importance of the relationship between the
service provider and consumer, guality of customer ser-
vice is increasingly being viewed as a key to the total
service strategy. Recognizing the importance of such

information

interactions for cusicmer satisfaction, it can be said,
“Customer service is the task... that invelves interac-
tions with customers in persen, by telecommunications
or by malil. It is designed, performed and communi-
cated with two goais in mind—operaticnal efficiency
and customer satisfaction. Essentially it embraces ail
perscnnel whose iobs bring them inte contact with
customers on a routine, as well as on an exceptional
basis. Such personnel become part of the overall prod-
uct, even though their jobs may have been defined in
strictly operational terms. Hence the need to balance
operational efficiency against cusicmer satisfaction
(Lovelock, 1991}.”

Customer service is about more than just asking vour
cusiomers what they need or sending out surveys ic
determine customer satisfaction. Customer service is
about streiching to give more than the customer expects.
It’s about providing vaiue-added service without bein
asked. It’s about putting vourself in the piace of that cus-
tomer and thinking like a customer! Each of us should
know what our customers expect before they know it, If
yOou can, go a long way toward traly satisfving their needs.
If you can make satisfaction a regular habit, you can make
your customers aiiies in the battle of budgets, respect or
any other needs you might have {Bender, 1999},

The delivery of service must be timely, accurate and with
concern and courtesy. One may ask why these elements
are important. The answer is: all services are intangible
and are a function of percepticn. As such they depend on
interpretations. In addition, and perhaps mcre lmpor-
tantly, service by definition is perishable—if left unat-
tended, it can backfire on the organization. This relates
dirvectly to the acronvin “COMFCRY,” which signifies the
importance of service {Caring, Cbservant, Mindfui,
Friendly, Obliging, Responsible and Tactful). These char-
acteristics are the most basic atiributes of cusiomer ser-
vice; without them, there can be no true service of any
kind {Stamatatis, 1957).

® “Caring” shows that, indeed, you are very much in-
terested in what the customer has o say. You rmay
spend time with the customer {6 find out his/her real
needs, wantis, expectations, etc.

e You must be “observant.” Iz most cases wher
dealing with service-related items, observations may
contribute to satisfying the customer more than
direct communication. Pay attention to body lan-
guage and mannerisms. If necessary, read between
the lines. Always try to be gne step ahead of the cus-
tomer. Anticipate his/her action. Actively listen tc
what the custorcer is communicating, as well as—
and perhaps more importantly—what he/she is not
commaunicating.



OCLC Metadata Contract Services, your contract cataloging solution, lets you
add the staff expertise you need at a price you can afford. Providing
conversion, cataloging and physical processing for materials in atl
bibliographic formats and many languages, OCLC’s contract cataloging
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You must be “mindful.” Remember that you and your
organization exist to satisfy the customer. Without
the customer’s need, you do not have a ich nor does
the organization have a service to provide, The customer
has a choice, and as such, if you or yaur organization
does not recognize the urgency, the sensitivity, the
uniqueness, the expectations and the influence that
the customer has, you will not be successiul in satis-
fying the customer.

You must be “friendly.” Friendliness does not mean
being a pest. Offer guidance and information, and let
the customer know you are there for help. If you have
to, provide feedback to help the customer make his/
her decision. If you do provide feedback, be truthfu

You must be “obliging.” Patience is the keyword when
a customer may be making up his/her mind while
talking with you. You
are serving as the
guinea pig for the
customer’s decision
As such, accommo-
dating the person may
make the difference
between a satisfied and
dissatisfied customer. It may make the difference
between a sale and a walkout. When obliging the cus-
tomer, do not hesitate to educate the custemer as well.
You must be “responsible.” You are the expert. The
customer is looking to you to provide the appropriate
information in a ciear, concise and easy-to-understand
manner. However, the strategy may backfire. What
you are trying to accomplisk is the development cf 2

relationship where your expertise can indeed help the
customer.

You must be “tactful.” In any service crganization and
in any service delivery, there are going to be prob-
lems between you and the cusiomer. Do not panic.
Tactfulness is the process through which the con-
fiict may be resolved. Your focus is to satisfy the cus-
tomer, and as such you should try to identify th
probiem, analyze it and then resolve it in the most
expedient way. Being tactful does not mean that
you have to give in to the customer all the time. Act
in a professicnal manner, be composed and com-
municate to the customer in a way that is not threat-
ening or demeaning. Be willing to listen and exchange
information with the intenticn of resolving the con-
flict. Being tactful means presenting the facts and
information in a nice manner. It means listening
patiently It means thinking before s“eaking. It
means listening to customers without interrupting.
Remember nature also has the same message {i.e.,
there are two ears and one mouth).

There are basicaily five categories of customer service
{Khera, 1997). One may need to ask, “Into what category
does cur organization fall?” The categories are:

Miserable Cusiomer Service: The employee actually
goes out of his way to irritate the customer and makes
the buying experience pathetically unforgettabile.

Careless and Unconcerned Customer Service: In this

cenario, the emplovee is indifferent to the customer’s
needs. He/she could not care either way whether the
customer buys or net. Here the attitude resonates,
“take it or leave it

Anticipated Customer Service: Where the customer
gets what is expected—no more, no less. Every cus-
tomer has some expectation of product/service, cour-
tesy and price when t:ley g0 o
make a purchase. Based on the
fraatmeqz customer receives,
the organization gets labeled.
The guestion is, “Is it good
tc get labeled?” It is if the label
is good.

Competent Customer Service: In order to understand
what is competent customer service, we must under-
stand that the employee sheould have skills and a
desire to serve customers. It is not UnCOmMON {0 see
many organizations train their staff in customer sey-
vice skills, such as greeting cusiomers, shaking hands,
saying “piease” and “thank vou,” smiling and so on.
These courtesies are very important. But unless we
have a true desire to serve the customer, how long
can a person keep a fake smile on his face? Besides,
people can see through a facade. If 4 smile is not sin-
cere, it is irritating. There has ic be substance gver
form, net form over substance.

[

3 :-7‘
Femi (])

Exceptional Customer Service: It is an organization’s
responsibility, ¥t is a mutually profitable relationship.
It is organizaticnal commitment to do whatever it
takes to make the buying experience delightful for
the customer by providing added value products or
services. It is the delightful experience that brings
the customer back. Any experience that is enjoyable
ill be one customers want to repeai. it is the
added value that breeds loyalty, Exceptional cusiomer
service inciudes competence and courtesy. When a
ustomer makes a purchase, he/she has actuaily pur-
chased the right to be treated with courtesy and to
be provided with competent service. In order to pro-
vide excepticnal cusiocmer service we must recognize
customers’ needs and expectations. There is a dif-
ference between customer service and customer
satisfaction. Customer service is from the provider’s




s from the

o

point of view, whereas satisfaction
customer’s point of view.

The selection of service will have a vital impact on the
overall performance of employees, management and the
organization as a whole.

Gy

sers are described varicusly, such as:

Users are those for whom information systems are
created.

A user is the king around whom all the activities of the
library reveive.

L&I Centers exist to meet the needs of all its users.

e A user is the focal point of all information activities.
L&I Centers ave worthless without users.

®

The above de-
scripticns are
very broad-
based and im-
ply that every
L&l Center
must develop infrastructure, resources and services to
fulfil information needs of every individual user or user
group. The purpose of an L&I Center is defined by the
needs of users, and the success of that service is deter-
mined by satisfaction or delight of users {Gupta, 1996}.
The “User is the King” attitude also recognizes the fact
that it is important to keep in mind a user’s lifetime
value to the organization, rather than tc lock at the
value of one transaction. However, even libraries do
not consider giving users service on a continual basis—
they see every visit by a user in a transactional manner.
To assess the service approach of a library, the follow-
ing are key questions that every LIS manager needs to
ask their staff:

¢ How do you rate the quality of service you offer?

e Are customers happy with the level of service vou
provide?

* Do you find the service component of the library diffi-
cult to manage?

e What are your customer’s views about the service of
the library?

¢ Are you aware of the poor or good services you pro-
vide to customers? What attempts have you made to
improve or benchmark the service?

s Is your service user-friendly? Is it convenient to the
customers?

¢ Do customers have clear expectations from your library?
Do you know what they are?

* Do you have a promise for your customers? How do
you plan to meet if2

¢ Does every function in the library see itself as contrib-
uwting to customer satisfaction?

“The dellvery of service must be thuely, accurals and

with concern ang courtesy.”

31

» is the concept of internal customer satisfaction work-
ing in your library? Is it measured?

The response from your library to these questions largely
enunciates the approach used tc serve your customers.
There could be a number of areas in which there is steeper
development in vour library, because more and more
information is available on the Internet and online ser-
vices. But, relatively, this is a more leisurely, lagging and
limping improvement when it comes to services. Goodson
(1997} has expressed his worries over such a move. To
him, “Librarians are in great danger of being cut out of
the loop completely—not because they think theyv no
longer need us. Why not? We have tried for years to
convince them that this is true, that they can do it all
themselves—and with many resources available as
close as their home computers, I can assure you that
these are
what they
will use—
not  be-
cause they
are the best
materials
for their needs, but simply because it’s convenient. The
unique thing about librarians is that we are trained not
only to find information and organize it, but also to
evaluate its quality. But we have consistently abdicated
these responsibilities in misguiding attempis to make
libraries more and more self-service. Again, as the avail-
ability and access to information technology escalates,
librarians have less and less time left to show peopie what
we really can do for them. We are well on our way to
extinction if we don’t start changing the way we do things
and fast.”

The Nead For s Fresh Look

Tomorrow’s new services and ideas will come from ac-
tive investigation about themselves, their fields, their
libraries, and most importantly, the users they serve. Un-
fortunately, the traditional and extensive surveys many
libraries employ reveal nothing about the individual
user’s needs or the services that may be cffered. Most of
the time individual users remain invisible. Is it the right
way to understand the user and their needs? Or could
there be any alternative to such a system, which helps
us to properly recognize these needs in order to meet
them exceedingly? A strategic fecus on customer service
can act as an effective tool in helping libraries to ac-
complish their mission of serving users in an improved
way. All products for which every library strives to pro-
vide access must be served with a customer “service”
attitude, to offer a total value proposition to every in-
dividual customer. We must start providing good services
to customers, because customers do not know what good
service is—auntil they do not get it. And good service adds
value to library resources. &;
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This month Assistant Editor Nikki Poling picked the mind of one librarian and SLA member, Sandra Kitt, to find out

what our members are doing in their free time.

Sandra Kitt had always imagined she’d grow up to ilius-
trate children’s books, but she never suspected she would
be writing fiction for adults one day.

Born and raised the eldest of four children in New York
City, Kitt followed her dream of illustrating to City Uni-
versity, where she obtained her bachelor’s in fine arts.

Eventually, she did do some illustrating, working on
cards for UNICEF and designing two books with the late
scientist Dr. Isaac Asimov.)

Kitt worked part-time during undergrad at the American
Museum of Natural History’s astronomy library, and was
emplcyed after graduation at a small advertising agency.
After a few years, she decided to return to City University
to pursue her master’s degree and halfway through her
program the museum director offered Kitt a position as
head Hibrarian at the astrenomy library. Although she
didn’t have much knowledge of astronomy, Kitt did know
how to manage the collection, so she accepted the posi-
tion as a second career to her artwork.

“Y enjoyed the fact that people came to me for help. And
1 found that I enjoyed helping them, that’s the most sim-
plistic level of it,” Kitt said. “That is how it began, just
functioning in the library to help people.”

Kitt found the research aspect of the library profession:
fascinating. It challenged her and she welcomed the in-
vitation. She considered herself an “information detective.”

“The challenge was always, ‘Can I find the answer to this
guestion?’ I became very determined that I could always
have an answer,” Kitt said.

With the feeling that she needed to learn more, Kitt en-
roiled in classes at the Hayden Planetarium with the staff
astronomers. She attended lectures given by guest speak-
ers and wound up meeting the likes of Carl Sagan, Isaac
Asimov, John Wilford Noble and many of the astronauts
frem the Apolio mocn missions.

“As I took on more responsibility, I als¢ became much

more innovative in developing programs, services and
ideas that would better help me to find information for the
public—and better help them focus their attention,” Kitt said.

But Kitt’s piate was still not full. In 1981, an idea popped
into her head and she sat down to write.

“I didn’t tell anyone what I was dcing, because I didn’t know
what I was doing. For the most part, I was entertaining
myself. I just had this neat idea,” Kitt said. “I wanted to explore.
So I would go home in the evenings and just work on it.
But six weeks later, I had a 500-page manuscript.”

Since Kitt had never considered writing before, she really
had no expectations of getting published. But her ideas kept
coming and after spending a year and a balf churning
her thoughts on to paper, she had produced three manuscripts.

“I had all these ideas that were coming reaily fast, and I
said, “Well, you know, maybe some of this is really legiti-
mate, maybe it’s publishable’ ”

Ironically, the year that she finished her third manuscript,
Kitt saw an article in the New York Times about a woman
named Vivian Stephens who was starting a new line of
books in New York for Harlequin Enterprise, the world’s
largest and oldest publisher of romance novels based in
Canada. Kitt called Stephens, introduced herself and ar-
ranged a meeting.

“I knew nothing about publishing, so she gave me a crash
course and explained what she was Iooking for,” Kitt said.
“At the end of meeting she said, “Why don’t you send me
two of your three books and let me take a look at them.
Sc I did and she bought both of them. 1 sold two books
(‘Rites of Spring’ and ‘Adam and Eva’} in a matter of a
week—without the benefit of an agent.”

When Kitt sold “Adam and Eva,” she became ihe first
ever African American to publish with Harlequin, while
also going on to design a few books for them. But she
became frustrated when publishers began branding her
a romance writer.
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“When I began writing, if you were 3 female writing sto-
ries with a romance, you were a romance writer. There
really weren’t many options,” Kitt said.

As her writing career was getting off the ground, Kitt re-
mained active as an artist and was still working in the
library. By the time she s0ld her third manuscript {“All Good

Things”) to DoubleDay in 1983, she was “off and running.”

“I found that { was doing a number of firsts at the time
{especially in women’s fiction},” Kitt explains. “I was one
of the first writers who wrote from the female and male
point of view. And I also diversified the population in my
books. Very few books at the time were ethnicaily diverse,

By now, she was becoming antsy—creatively speakin

In 1995 she produced a book that Harleguin passed on,
giving her the opportunity to go to a bigger house, Penguin
Putnam. The book, The Color of Love, wouid end up be*’ng
Kitt’s most pepular work. It is currently in its 5th printing
and has been optioned twice for film {once with HBO
and the second time with z production company in L.A).

“The Color of Love was my break out book from romance
to more mainstream-type books. Twenty-five books later, it
is stili the one readers consistently tell me is their faverite
book. I was very pieased with the way it turned out.”

Kitt found that as she continued writing, Ber stories grew
much larger and she began doing intense research.
“Interestingly encugh,” Kitt said, “This harkens back t¢
being a librarian.”

She went from helping other people, to having to do her
own research for specific projects. “I just LOVE the research,
the process of exploring a subject and finding informa-
tion,” Kitt said. “One of my favorite technigues of research
is interviewing peopie, interviewing experts in their field.”

By being “iotally invoived and immersed” in her sub-
jects, this research technique aliows Kitt tc “give the voice
of authenticity” to her characters. Through interviews with
NYC fire Marshals and police officers, FBI agents, Navy
Seals, divers, weathermen, doctors, journalists and one
young woman inflicted with sickle cell anemia, Kitt not
only creates the complete character, but as she says, “
am also learning an awfuil lot.”

Her latest book, She’s the One, was teleased just one

onth before the September 11® terrorist attacks. The
story featured a library director as the heroine and a New
York firefighter as the hero. Also touching on her iden-
tity as a librarian, Kitt has produced a piece featuring en
antiguarian book restorer as the heroine. But now she is
trying to find a way to incorporate her work at the as-
tronomy/astrophysics library inte a story. One individual
suggested a murder mystery.
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Kitt laughs, “And we'll call it ‘Murder in the Stars’ or
something.”

In addition to her writing career and work at the library,
Kitt teaches a publishing/creative writing course at a New
Jersev college. She insists, “Every person has at least one
gocd stery in them, because we ail come from interesting
and unique family backgrounds and situations.

For those who have & hidden interest in writing, Kitt
suggests keeping a journal and writing every day. “This
gets vou into the habit of paying attention to your feel-
ings, emotions and insights on things. You become a
much better cbserver of the world around you, because
that is what a writer is—someone who c¢bserves life
and people.”

itt derives many of her storv ideas from newspapers,
magazines or stories she may see on the news or in movies,
She alsg asks a lot of “what-if’ questions io get her started.

“I aiso cover spcial issues,” said Kitt. “I have written about
surrogate motherhooed, abandoned children, race relations,
race identity, interracial/class differences and relation-
ships iy to s*r"cture the story sg anyone reading it
will get something out of it.”

After spending more than 20 vears at the American Mu-
seum of Natural History, Kitt doesn’t plan to give up any
of her careers. She continues as a director of library staff
for the museumm, still works in the astronomy/astrophys-
ics departroent and writes in her spare time. The thought
of becoming a full-time writer has crossed her mind, but
Kitt has three reasons for not leaving her day job.

“] really Hke being a librarian, I really love what I do,”
said Kitt, “I have been reluctant o Iet if go, because it
has been such a satisfying career. A lot of very, very good
friends have been made through SLA and as a member of
the association and being a library professional, I have
always loved those contacts. I've always found librarians
to be very open, friendly, generous pecple and that’s a
society I have always really enjoyed.”

The second reason: the unsredictabiiiiy of the publishing
industry. “Just because I am successful this year, doesn’t
mean I wiil be next yecr,” Kitt said.

“And the third thing is, I am the kind of person that re-
ally needs tc be around people. I need to have the con-
nection both intellectually and emotionaily,” Kitt explains.
“Contact is what gives me story ideas. To cut myseif off
and just write would be a disservice to myself as a writer.

Sandra Kitt will remain a lbrarian bv day, a writer by
night and a testimony to the non-sterectypical life lbraz-
ians do lead. &
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Digital Library
Projects and
Copyright

by Laura Gasaway

Today both academic and special
libraries are creating digital iibrar-
ies and archives. Digital projects
generally have twg goals: 1) io pre-
serve library material; and 2} to
make the materials available to us-
ers both near and far.

Whether the library confronts copy-
right problems in developing these
projects depends on the ownership
of the copyright, the status of the
work and at least somewhat on the
distribution of digital copies. Some
digital products are for preservation
only {the digital versicn is not made
available to users}, while the scle
purpose of other projects is to pro-
vide increased availability, Some
digital library proiects involve :)ublie:
domain materials in which the in-
stitution or organization has a sig-
nificant interest. Since this material
is not protected by copyright, the
library is free to make the digitized
public domain work availabie on an
intranet or on the Web. Other digi-
tal library projects involve digitizing
unpublished archival materiais such
as letters, diaries and manuscripts.
Frequentiy, a Hbrary will not have
obtained the copyright in the deed
of transfer when the artifact was
received. While the library or
archive may often own the only copy
of a work, unless the copyright
holder specifically transferred the
copyright along with the item, the
institution does not have the repro-
duction and distribution rights.
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The Digital Millennium Copyright
Act gave libraries the right to make
up to three copies of an unpublished
work for preservation, security or
deposit for research in another
library. One of these copies may be
digital {17 U.8.C. § 108{b} {200C})
However, a digital copy of a copy-
righted, unpublished work made

under this section may not be made
available to the public cutside the
premises of the library or archives,
and thus may not be distributed via
the Web.

At the end of 2002, 2 huge number
of unpublished works will enter the
public domain. Works that were in
existence on January 1, 1978, and
which remain unpublished through
the end of 2802, wiil enter the public
domain at the end of December 31,
2002 or life of the author plus 70
vears {whichever is greater}. Within
a few months, there will be no copy-

i problem with making many of
‘heee works availeble on the Web,
because they will have entered the
public domain. If the library or
archives does not hold the copy-
right, then before digitizing the work
and making it available o the pub-
lig, the library should seek permis-
sion of the copyright holder The
author holds the copyright or if the
author is deceased his/her heirs will
hold the copyright. ¥ the library or
archives has made a significant
effort to locate the author or the
heirs but has been unable to do sc,
it could decide to assume the risk of
Liability and make the digital work
availabie.

There are also oider published
materials in which libraries and
archives have an -nterest for add-
ing to digital library collections. The

work may be out of print but still
under copyright. The library must
either request permission from the
copyright owner to digitize such
works or be willing fo assume the
risk for digitizing the work and mak-
ing it available to users. A copyright
nolue is Jess likely to grant permis-
sion for digitizing a work still pro-
tected by copyright if it has any in-
terest in either reprinting it or bring-
ing out 2 new edition of the work,
including a digital version. On the
otzzer hand, it is often difficuit to lo-
cate the copyright holder if the pub-
tisher of the work has disappeared
or gone out of business,

The 1998 Copyright Term Extension
Act added a new subsection {h} io
section 108 of the Act, which was
intended to reduce the effects of the
20-year term exiension. It provides
that during the last 2C years of 2
work’s term, a library, archives or a
nonprofit educational institution
may reproduce, distribute, display

or perform a work in either facsimile
or gigital form ¥ certain conditions
are met. The library must first
determine By reasonable investiga-
vion that: {1} 2 copy of the work
cannot be obtained at a reasonable
price; and (2) the work is nio longer
subject to commercial expleitation.
This can be determined by con-
tacting the copyright owner, who
provides notice that neither of these
two conditions exists. The staiute
contains no restriction on making
such work available on the Web.
The exemption does not apply to any
subsequent uses by users other than
the library eor archives tha! makes
the investigation. So, each library
or archives that wants to digitize
such a work must conduct its own
investigation.
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Evidence-Based
Research: Its Role in
Developing the DPHY
Strategic Plan

by Karen Xreizman Reczek

What is Evidence-Zased Research

(¥BR}?

One thing is certain, this is a topic
that goes by many names—evidence-
based medicine, evidence-based de-
cision-making, evidence-based prac-
tice, etc. In a nuishell, EBR aims to
achieve the appropriate balance of
sound theory and relevant empirical
evidence to make decisions.

The Pharmaceutical and Health
Technology Division’s (DPHT) Stra-
tegic Planning Committee set cut to
do just that—apply evidence-based
research to the development cf the
division’s strategic plan. The division
wanted a road map to follow, in order
to ensure that we were meeting
merber needs and providing growth
for the future.

“As a profession which has the ability
to manage the literature of research,

librarianship is uniquely placed to
medel the principles of evidence-
based practice, not only as they apply
to other disciplines which we serve, but
also as they apply to our own pro-
{essional practice,” Ann Ritchie said
in the December 1999 issue of incite
Magazine (btip://www.alia.org.au/
incite/1999/12/appraisal.htmi}.

What Did We Do?

The first step in the process was to
gather some empirical evidence. We
needed to survey our members. The
committee examnined model surveys/
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division surveys for ideas, while also
reviewing literature on designing
effective surveys. The division board
provided input on the survey instru-
ment. One member recommended
inchuding questions on the division’s
strengths and weaknesses and the
potential opportunities and threats.
Once finalized, the survey was
mailed ig all division members. The
goals of the survey were io:

Gather useful information on:

s Whe are we professionally

¢ What we do in SLA

¢ What we do in our division

= What we want/need out of our
division

Understand these demographics io

asszst us in:

® Targeting our programs

¢ Determining whether we should
CO-SPONSOT Programs

¢ Understanding what topics should
be offered in our programming

¢ Evaluating the services the PHT
Division provides

s Planning to meet the specific
needs of the membership

While only a small sampling of sur-
veys were returned {91 out of 816—
a mere 11 percent), they depict a
broad cross-section of the division
and seem representative of what we
believe o be the demographic char-
acteristics of the division as a whole.
The survey results were then tabu-
lated {charts and graphs were created)
and comments were compiled. All
and ail, this was gquite an arduous
task. The results were then posied
on the division Web site.

Now, the real work had to begin. The
committee needed to analyze the
data and ask the ever-important
question, “So what?” Alfter analyzing
the data, the committee realized we

had more unanswered questions
than when we staried! We agreed that
we needed more “evidence” {g sup-
port our theories. Our concern was we
were lacking a siatistically represen-
tative mumnber of responses from divi-
sion members in management positions
and in non-pharma companies, We aisc
discovered that many of the re-
sponses we received needed further
:m)bmg which couldn’t be accom-
plished via a mail survey.

Our nexi step was to conduct {ocus
group interviews. Each committee
member chose five division members
{manv in senior level management
position} 1o contact directly. Every
effort was made to provide a cross-
representation of health care indus-
tries and geographies. The resulis
were phenomenai! This time we had
managed to get at the heart of the
issues and receive excellent feedback
that would serve as the foundaticn
for developing our sirategic plan.

However, we didn’t stop there! The
cominitiee spent time reviewin
SLA's strategic plans as well as the
strategic plans available from other
divisions and chapters. Once com-

pleted, we drafted the plan. The draft
plan was then sent to the PHT Board
for validation and comment. In June,
the plan was presented to the divi-
sion membership at the Annual Busi-
ness Meeting in Los Angeles.

Was 1T Worth the Effont

You beti The guicome sf this iabor-
intensive, vear-and-a-half process
was an evidence-based strategic
plan, which cleariy addresses divi-
sion member needs and concerns. As
the incoming 2002/2003 DPHT
Board assumes oifice, they will have
a well-grounded pian by which to
guide their decisions.

Strategic Planning Committee mem-
bers included: Sean DeNora, Novartis
Pharmaceuticals Canada; Bernadette
Ewen, Aventis Pasteur {PHT Division
Chair}; Stephanie Fitch, Deloitie &
Touche; and Karen Kreizman Reczek,
MTL-ACTS {Committee Chair}.
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strategic
learning

Learning the Skills
Meeded to Assess and
Benchmark

in collaboration with
LICT and SL4

ez; rz' fhen

in today’s economic conditions, gar-
nering and brokering information
has become a valuable skill. The true
value of information is undeniabie.
Understanding and implementing
measurement and communication
strategies will continue to be criti-
cal to the success of information
professionals in all organizations.
You must be capabie of managing
information and understanding how
to measure its value within your
organization.

To heip shorten the learning curve,
we are pieased io introduce the Library
Assessment and Benchmarking Institute
{LAB 2002) in Monterey, California,
USA, from September 13-17, 2002. The
institute, presented in partnership
with S8LA {Special Libraries Associa-
tion}, Federal Library and Information
Center Committee {FLICC) and ARL
{Association for Research Libraries!,
will provide you with practical strate-
gies for measuring and commumcatmg
the value of information.

A. Parasuraman, professor and
holder of the James W. Mclamore
Chair in Marketing at the University
of Miami, will discuss the applica-
tion of user-centered models for as-
sessing service quality, such as
SERVQUAL, TRI {(Technology Readi-
ness Index}, and e-8Q (Electronic
Service Quality}. Grounded in the
Gap Theory of Service Quality, the
SERVQUAL survey instrument was
developed for the for-profit sector in
the 1980’s by the marketing research
group of Parasuraman, Zeithami and
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Berry. The TRi is an insirument de-
veloped to help companies gain an
in-depth understanding of the readi-
ness of their customers to embrace
and interact with technology.

The conversation on day two will
focus on the ARL LibQUAL+™
project, a large-scaie, online user-
based assessrent of multipie meth-
ods of listening to clients. It is the
only total market survey tocl devel-
oped for ibraries. Colleen Cook, ex-
ecutive associate dean, Texas A&M
University Libraries, and Bruce Th-
ompson, professor & distinguished
research scholar, Texas A&M Univer-
sity will provide an overview of the
LibQUAL + ™ project.

in addition, the institute will also
present guidelines for designing and
administering complementary or al-
ernative surveys that may be used
with samples or selected subsets of
ctients. For those who want to gather
direct input on individual clients’
needs, the principles of structuring
and conducting focus groups will
also be covered.

The institute will cover means and
methods for measuring what is being
done on your intranet Web site—
both the use of public domain
Internet resources and the use of the
licensed commercial databases that
the information center has made
available. In the case of “free” Web sit

activity, it will explain what infor-
mation you can giean by using moni-
toring software and how to under-
stand the reports they produce.

When it comes io commercial online
databases, knowing what data to re-
guest from your vendor in order to
understand your cents’ usage is vital.

Other technigues to be presented by
the imstitute are “the Balanced

Scorecard” and benchmarking. The
institute will help you develop a cul-

ure of assessment that can lead {o
better-focused information resource
management {or your company,
agency or department.

In sunmmary, ask yourseif if you have
the skilis needed tg assess and
benchmark the information that you
provide your organization. The
s,mp e fact that you're reading this

lumn makes that point mute.
Vou ve demenstrated an interest and
taken an active role in making learn-
ing happen. We hope that yew’i con-
sider joining your colleagues for LAB
2802. Remember, SLA’s Strategic
Learning Team supports you as you
work 1o garner these skills.

s Don’t miss your chance o
participate in the Library As-
sessment and Benchmammg
Institute {LAB 2002} at th
Monterey Hyatt Regency i
Mouterey, California, USA. For
more details or pricing infor-
mation, visit www.sla.org. Of
course, you can alse contact
SLA’s Strategic Learning
Team at 202-939-3679 or
learning@sia.org for details.

» Participate in “New Ways of
Listening to Library Users:
Tools for Measuring Service
Quality” an ARL/SLA work-
shop with A. Parasuraman and
the LibQUAL+™ Team. The
sessicn will be conducted on
September 27-28, 2002, at the
Association of Research Li-
braries in Washington, D.C.
For details, wvisit htip://
www.arl.org/libgual/events/
lsten/index2.hitml
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The Telecommuting

Trend: Is it For You?
by Anthony Blue

Since the mid- io late ‘90s (which seems
like a decade agc), many organiza-
tions implemented telecommuting
policies as an added benefit for their
employees. With the marvelous ad-
vances in technoiogy (Internet, e-
mail and fax), putting in a full day’s
work without leaving the comfort of
your own home became a reality,
especially for those of us who are
not fortunate enough to have a job
within walking distance. There are
many benefits to working out of your
home; however, it may not be right
for you. The following is a list of pros
and cons to help you decide:

Pro

* You have free reign over your
work environment.

Lo

¢ You must be highly motivated
and seif-disciplined to get go-
ing in the morning.

Pro

¢ There is no daily commute or
traffic to deal with. You will
save money on transportation
and repairs to your car.

fon

¢ 1 honestly searched for a dis-
advantage and could only
come up with.... Youmay need
to get out of the house. (But
you can always {ake a walk.}

Fin

® You can work in shortsand a
T-shirt.

fon

o The relaxed atmosphere can
be very misleading and
hinder your production.

information vutinak

Pro

s MNgo one is looking over your
shoulider and guestioning
YOUr every move.

Lon

» No one can visualize your work
ethic either. This is iricky be-
cause it may depend on how you
are judged at the office. Percep-
tion is reality in some cases.

Pro

& You can write off a small por-
tion of yvour home office ex-
penses on your taxes.

fion

e Anviime you can save money
with Uncle Sam, there is no
disadvantage. However, you
have to be able to keep good
records just in case he calls.

Pro

e If you are married or have
children at home, this type of
work situation can be espe-
cially convenient for you.

on
This arrangement can also be
a hindrance to your work
production if you spend the
majority of your time dealing
with family issues.

Pro

e You can set your own schedule
and work arcundg it.

fon

® Your home is your office, so you
have to find a refuge from work.

Fro

* Your production increases be-
cause there aren’t 3s many dis-
tractions {phones, co-workers,
meetings).

{on

*  You miss outf on projects and
brainstorming sessions with
your co-workers.

e Vou don’t have o deal with
the strains of office politics.

s You lose the camaraderie with
your ¢o-workers because of a
lack of face time.

Working from heme Rhas advan-
tages and disadvantages. The situ-
ation has to be the right one. 8tart
out telecommuting once or twice
a week to determine if it’s an ideal
situation for you. Keep in mind,
when vou telecommute, you will
be subjected to a different type of
scrutiny from your co-workers. Is
it right for you? Who knows! I you
decide to try it out, remember that
vou should always maintain a
presence at the main office. Once
in a while do a luncheon with your
boss or co-workers 1o let everyone
know how everything is going.
Attend non-work related funciions
in grder o maintain scme connec-
tion with your office even if you
are not there. Treat your work area
at home as if it you are at the of-
fice. Set work and lunch hours and
cut out any distractions.
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inmagic, Inc., Announces
Betty Eddison as a 2082
inductee to SLA Hall of Fame

Inmagic, Inc., has announced Betty

Eddison {a co-founder and chair
as a 2002
inductee to the SLA Haill of Fame.

emeritus of inmagic, Inc.}

Eddison was one of three induct

at SLA’s 93" Annua! Conference in
Los Angeles. Eddison was honored
for a number of lifetime achievements,
inciuding her comumitment to SLA, her
contributions to the information pro-

fession and her vision for its future,

Eddison co-founded Inmagic in 1983
and since then has beern in leadership
roles to provide its customers with
the tools and information necessary
to fit their needs. Prior to Inmagic, she
co-founded Warner-Eddison Associates,
Inc., an information management

consulting company.

A former chair of SLA’s Library Man-

agement Division, Eddison holds a
bachelor’s degree from Vassar College
and a master’s degree from the
Simmons College Graduate School of

Library and Information Science.

chapter
&divisic

Exchange Club Recognizes
Cheryl Hansen

On May 17, 2602 the Exchange Club
of Naperville {(IL) presented its Erv
Kendzora Book of Golden Deeds
Award to Cheryl Hansen. The award
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is named after the club’s founding
and honors individuals and
groups who exemplify volunteerism
by continuously donating their thne,
talent and energy to help those in need.
Hansen has a iong history of
volunteerism with several Napervilie
organizations. Several vears a3go, she
began volunteering with the Greater
DuPage MYM (Meld Young Moms},
a nonprofit organization that pre-
vides community-based support for
adolescent parents and their famiiies.
Hansen is als¢ an active member at
Knox Presbyterian Church, where
she has taught Sunday school, Prime
Time and volunteered as the direc-
s Youth Club. in

addition, Hansen volunteers onge a

tor of the church’
year at a2 homeless shelier and for
three years has served as Market Day
Chairperson raising funds for High-
lands Elementary School in Napervilie
Bansen currentiy serves as secretary
for SLA

will become chair of the division in

Engineering Division. She
June 2003. Hansen alsc volunieers
cn the Awards Comumitiee for the

Science-Technology Division.

{raig Named Inaugural
Recipient of Marion E.
Sparks Award for
Professional Development
Cory Craig, chemistry librarian at the
UC Davi
gineerm

vis Physical Sciences anc En-

Library, has been named
the inaugural recipient of the Marion
E. Sparks Award for Professional
Development, established by SLA’s
Chemistry Division. The award is
designed tc recognize ambitious new
members of SLA and assist them with
their career growih. An honorary cer-
tificate and check for $1,000 was pre-

sented to Craig in June at the

division’s annual business meetin

in Los Angeles.

Rhode Island Chapler
Treates Alice Brendel Award
v of SLA has

al awazrd to com-

The Rhode Isiand Chapte
established an ann
memorate the prefessiona‘; decication
and caring spirit of former Chapter
Secretary Alice Brendel, who died in
1991. After thoughtful consideration
ané consultation, the commitiee se-
iected Christopher Motts for the first
place award and Dan Memmaic for
the second place award. Motta and
Memmelo were nominaied for their
excelient work by Tony Stankus, a

TI0T 7

professor at the URI GLIS school.

Motta received a $2,58 check and a2

ent membership

complimentary stu
for this vear. He currently works at
MetLife Auto & Home as a subroga-

ton specialist,
Memmaoio received a complimentary

student membership for this year. He

currently works in the computer field.

indy

Yolunteer Librarians Head
to Honduras and Soutd
Africa

The Worid Library Partnership
{WLP). a nonprefit organization
dedicated to building global under-
standing by promoting literacy, learn-
ing and access io information, will
be hosting twoe Inform the World
{ITW} proj
duras (June 9 - July 9} a
Africa {Juiy s - 5}
e World programs will tra

jects this summer in Hon-
and South
August i5}. The
Informt

professicnal librarians

and plac
from around the world in order to

conduct practical service projects



determined by the needs of their South
African and Honduran host libraries.
Previcus ITW volunteers have trained
librarians in basic skills such as how
to inventory, weed, repair and catalog
books. They also used their knowledge
and creativity to help librarians reach
out to and meet the needs of their com-
munities. Volunteers have painted
murals, taught workshops, made dis-
play boards, produced publicity fly-
ers and pamphlets, and helped clean,
brighten and re-organize libraries.
They have worked on projects rang-
ing from creating a bookmobile to
training students to work in their

own iibraries.

WLP believes that libraries empower
individuals and enrich communities
and they advocate for sustainable,
community-based libraries in devel-

oping areas of the world.

Libraries Buillding
Communitiss

In Rochester, New York, 450 librar-
ies in the five-county area
{Livingston, Monroe, Ontaric, Wayne
and Wyoming) are flexing their al-
truistic muscles and coliaborating on
a project called Bibliobuild.

Bibliobuiid is the firsi-ever Habitat for
Humanity house in the United States
to be funded and constructed by li-
brary employees, friends and sup-
porters., The project, affiliated with
the Flower City Habitat for Human-
ity program, will result in a new
reader-friendly home for a deserving
family, complete with bookshelves,
books, a computer and library cards

for all family members.

The funding phase of Bibliobuild
began in November 2001 and contin-
ued through the spring of 2002, with
the goal of raising $56,000 for con-
struction costs. Construction began
in the spring and a completion date
is set for October 2062. In the tradi-
tion of Habitat for Humanity, the
home will be scld at no profit/no
interest to a family in the Rochester
area. The family will provide 500
hours of “sweat equity” on the
project, building their own home or
that of another family’s.

For more information on the Bibliobuild
project, visit www.biblicbuild.org.

Longtime SLA Fellow and
Member James Matarazzo to
Retire

Longtime SLA Fellow and member
Dr. James Matarazzo, dean of Simmons
College GSLIS, will retire August 31,
2002. Matarazzc has served as both
dean {for the past eight years), assis-
tant dean {for the preceding 14 years)
and has been a member of the
Simmons faculty for 33 years.

In 1968, there were six faculty
members and just two support staff
to serve fewer than 300 students
enrolled in the GLIS program at
Simmons College. Today there are 17
faculty, 10 staff and enrollment has
doubled. A new site for the GLIS pro-
gram is currently under construction
at Simmons, including state-of-the-
art facilities, technology laboratories
and faculty offices.

Matarazzo will continue teaching courses
at Simmons. His primary research
interest lies in the genesis, success rate

and decline of corporate libraries.

Art Taylor Retives

Art Taylor recently retired from the

47

U.S. Army Corps of Engineers, where
he hiad worked since 1988. Taylor
was in charge of the Corps’ technical
library from 1988 to 1990, and again
from 1997 to 2001. During the in-
terim, Taylor was associated with the
St. Louis Cooperative Administrative
Support Unit {CASU), a government-
wide program that encouraged agen-
cies to share the labor and expenses
of similar administrative services.

Taylor has been a member of SLA
since 1984, serving in various capaci-
ties, most notably as president for the
1994-95 term. His committee as-
signments have included publicity
chair, government relations chair,
program committee and local chap-

ter communications.

n

emoriam

SLA Member Margaret Mary
Missar Passes Away
Margaret Mary Missar, a member of

SLA since 1984, died of congestive
heart failure on April 18, 2002.

In 1998 Missar and her husband,
Charles, founded Missar Asscciates,
a research library and consulting firm
in Washington, B.C. From 1979 to
1989 Missar worked as a research
contractor with Gale Research Com-
pany. Missar also did work with
Omnigraphics, Inc., of Detroit from
1989 until her retirement in 1999.

Missar was a member of the SLA DC
Chapter since 1984, as well as the
News and Social Science Divisions.
She worked on the Publisher Relations
Committee from 1992-94 and also
served on the Retired Members Cau-
cus from 1999-2001. Missar leaves
behind her husband of 40 years, two
sons and three grandchiidren.

july 2002
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Society of Indexers
Conference 2002

July 16-18

Cheltenham, UK
www.socind.demon.co.uk

Amevican Association of Law
Libraries

Annual Meeting

July 20-24

Griando, FL, USA
www.aalinet.org/

The International Federation of
Library Associations

and Institutions {IFL&}

General Conference ané Council
August 18-24

Glasglow, Scetland
www.ifla.org

The Society of American

Axchivists

2002 Annual Meeting

August 18-25

Birmingham, AL, USA

www.archivists.org/conference/
index.htmi

Seplember 2047
Library Assessment and
Benchmarking Institufe

(143 2002)

September 13-17

Menterey, CA, USA

& 2 South Atiantic
Regional Conference
September 22-24
Ashevilie, NC, USA
www.sla.org/caiendar

WebSearch University

September 23-24

Ariington, VA, USA

www.websearchu.com/
schedulede.him

SLA's Virtual Seminar

September 25

2:00 p.m. — 3:00 p.m.

New Ways of Listening to
Library Users: Tools for
Measuring Service Guality
ARL/SLA Workshop
September 27-28
Washingion, D.C., USA
www.ari.org/H uqua‘i /
events/listen/index2.him!

A Y A S T A Y-

WebSearch Univeysity
QOciober 22-23
Chicago, 1L, USA
www.wepsearchu.com/
schedulech.himi
KM Werld 2002
Gcteber 25-31
Santa Clara, CA, USA
www.infotoday.com

SLA's Virtual Seminar
Gceiober 30

2:00 p.m. — 3:00 pom.
a.org/content/Events/
distance/virtsem2002/

WWW.

index.cfm

Movember 2002
American Society For
Information Science &
Technology {ASIST)
November 18-21
Philadelphia, PA, USA

WWW.qSlS.GIg

YebSearch University
November 19-20
Dalles, TX, USA
www.websearchu.com/

scheduledal.itmi

December 2002
LA's Virtual Seminar

December 4

2:00 p.m.

www.sla.org/content/Events/

distance/virisem2(002/
index.cfin

I you have any events you would tike added to
this page. s-mail us a1 magazine@sla.org

* Conference at which

€3 SLA-Hosted Conferences

SLA will be exhibiti
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