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[bookmark: _Toc236218147]Section 1: Introduction

Customer experience refers to how a customer perceives their contact with an organisation across different points of interaction.  Meyer and Schwager (2007) explain customer experience as the customer’s internal response to direct and indirect contact with an organisation.  This means it is not limited to whether a service is technically delivered.  It also includes how easy, helpful, reliable and personal the service feels to the customer.  Shaw and Hamilton (2016) argue that customer experience extends beyond practical interactions and includes emotional, psychological and subconscious responses.  This suggests that organisations need to consider how customers feel throughout their journey, rather than focusing only on service outcomes.

Customer experience is closely linked to customer value.  Woodruff (1997) defines customer value as a customer’s assessment of how well a product or service helps them achieve their goals.  In an NHS setting, value is rarely measured in financial terms alone.  Users may judge value through the time saved, ease of access to evidence, quality of support received and confidence gained from using a service.  As a result, understanding customer value requires organisations to consider both service outcomes and the experience of obtaining them.

The aim of this report is to critically analyse the factors that influence SBUHB Library and Knowledge Service's ability to maximise customer value.  The report examines customer value, customer centrality, customer relationship management (CRM) and customer experience before exploring customer loyalty, buyer-seller relationships and quality processes.  Throughout the report, theory is applied to the NHS library setting to evaluate how effectively the service meets customer needs and where opportunities for improvement may exist.

[bookmark: _Toc236218148]Section 2:  Understanding Customer Value 

[bookmark: _Toc236218149]2. 1 Defining Customer Value

Customer value can also be divided into desired value and perceived value.  Desired value concerns what the customer expects before using a service, while perceived value reflects their judgement afterwards (Woodruff, 1997).

This distinction matters because the library may believe it is offering a good service while the user judges it differently.  For example, a student expecting a quick OpenAthens solution may perceive low value if communication is unclear, even when the issue is eventually resolved.  Clear explanations and realistic timescales can improve perceived value, even where delays occur.  This appears to show that customer value is shaped not only by the service outcome but also by the experience of accessing it.

[bookmark: _Toc236218150]2. 2 Creating Customer Value

Customer value is often presented as the difference between the benefits received and the costs incurred by the customer (Woodruff, 1997; Zeithaml, 1988).

Customer value can be expressed as:

Customer Value = Benefits − Costs

In commercial organisations, costs are often financial. Zeithaml (1988) argues that customers assess value by weighing what they receive against what they give up.  Within SBUHB Library and Knowledge Service (LKS), costs are more likely to involve time, effort, uncertainty or access barriers.

LKS creates value when it lowers these barriers and helps users reach the right information at the right time.  Literature searches, article supply, OpenAthens support and database training all support this.  The model needs careful use in an NHS context, though, because value here is not measured through profit.  It may appear instead through time saved, better evidence , staff learning and support for patient care.

[bookmark: _Toc236218151][bookmark: _Hlk231997757]2. 3 Four Categories of Customer Value 

Almquist et al. (2016) expand the idea of value through their Value Pyramid, which identifies functional, emotional, life-changing and social impact value.  Functional value is created when a service helps users complete practical tasks.  In SBUHB LKS, this may include article supply, database access, KnowledgeShare evidence updates and literature searching.

Emotional value may come from reducing anxiety for staff or students who feel unsure about searching for information.  Life-changing value can be linked to professional development, such as supporting a student or member of staff to complete a course.  Social impact value may show in better use of evidence in patient care.  These categories are helpful because they show that value reaches beyond a single transaction.  They were developed largely from consumer markets, though, so they need adapting for NHS services, where value is often professional, educational and public in nature.


[bookmark: _Toc236218152]2. 4 Measuring Customer Value

Measuring customer value in the SBUHB LKS is not straightforward.  Activity measures such as article requests, OpenAthens registrations, literature searches, training attendance and KnowledgeShare profiles offer useful evidence, but they tell only part of the story.  A single literature search that saves a clinician several hours may create more value than several routine enquiries.

Kumar et al.’s (2010) Customer Engagement Value framework broadens value beyond direct service use.  It includes customer lifetime value, referral value, influencer value and knowledge value.  This fits NHS library services because value may grow through continued use, recommendations, feedback and professional networks.

[bookmark: _Toc236218153]Section 3: Customer Centrality and Customer Needs

[bookmark: _Toc236218154]3. 1 Customer Centrality

Customer centrality means putting users’ needs and experiences at the centre of service decisions (Shah et al., 2006).  Blythe (2009) says organisations need to understand their users and respond as their needs change.  Woodruff (1997) also links value to helping people achieve what they came for.

In the LKS, different users need different kinds of support.  A consultant may need a detailed literature search for a clinical decision.  A student may need simple help with OpenAthens.  Literature searching, article supply and KnowledgeShare all need to reflect those different needs across Morriston, Singleton, Neath Port Talbot and Cefn Coed.

[bookmark: _Toc236218155]3. 2 Understanding Customer Needs

Understanding customer needs starts with a careful look at the request itself.  What a user asks for and what they truly need can be two different things.  Nicholas (2000) separates wants, needs and demands, and sets out the parts of an information need, including its subject, its purpose and the depth of detail required.  This matters in daily practice.  A request for anything on diabetes rarely stays that broad once we talk it through.  The real question tends to surface around a patient group, an intervention and the evidence the user can act on.  Woodruff's (1997) point that value comes from helping users meet their goals applies here the service may add most before any searching begins.

[bookmark: _Toc236218156]3. 3 Customer Segmentation 

Segmentation groups users by shared characteristics so a service can match its support to what each group needs.  Smith (1956) introduced the idea, describing a varied market as a set of smaller, more uniform groups.  The LKS works the same way, mainly by role.  Clinicians need in depth searches tied to a clinical decision.  Students need help building their own search skills and reaching full text through OpenAthens.  Managers and administrative staff tend to want current awareness and short summaries for service planning.  Grouping users like this lets a small team send its limited time where it does the most good and helps in handling demands across the four sites.
[bookmark: _Toc236218157]3. 4 Critical Evaluation of Customer Centrality

Blythe’s (2009) model assumes that services improve by giving customers what they want.  In an evidence service that only goes so far.  A clinician may want a quick answer, while a sound literature search needs time to find and assess relevant evidence.  Customer centrality can therefore involve managing expectations as well as responding quickly.

Shah et al. (2006) argue that customer centricity depends on culture, structure and processes.  The model also says little about competing user groups, where time given to one request may delay another.  This changed my own view of good service.  I once treated speed as the main measure of value, but a short discussion about the user’s real need can be worth more than a rushed search.  In this setting, customer centrality requires professional judgement as well as responsiveness.
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[bookmark: _Toc236218159]4. 1 Customer Relationship Management

Customer relationship management involves building useful relationships with users over time (Payne & Frow, 2005).  It brings together staff, processes and technology rather than relying on software alone.

In the LKS, repeat contact helps staff understand what users need and how they prefer information to be presented.  KnowledgeShare alerts can also keep users connected with new evidence between requests.  These regular contacts can turn a one-off enquiry into an ongoing working relationship.

[bookmark: _Toc236218160]4. 2 Customer Relationship Lifecycle

The customer relationship lifecycle can move from initial awareness to regular use, longer-term engagement, or eventually disengagement (Payne & Frow, 2013).  Within the LKS, people may first become aware of the service during staff induction, through colleagues, via OpenAthens, or after speaking with library staff.

A positive first experience may encourage users to return and use other services, including training, KnowledgeShare and literature searches.  Ongoing support can build trust and encourage repeat use (Buttle & Maklan, 2019).  Use may change as staff move roles, face heavier workloads or finish studying.  

[bookmark: _Toc236218161]4. 3 Customer Engagement Value

Kumar et al. (2010) argue that customers create value through continued use, referrals, influence and shared knowledge.  This fits the LKS because its value often continues beyond one request.

Customer Lifetime Value can be seen in staff who return for literature searches, borrowing or training.  The term is less suitable in the NHS, where people may change roles or leave.  Referral, influencer and knowledge value are also hard to measure because ALMA records activity, not informal recommendations or feedback.

The model is useful.  The LKS needs measures based on service reach, time saved and support for patient care rather than income.

[bookmark: _Toc236218162]Section 5:  Customer Experience, Satisfaction and Loyalty 

[bookmark: _Toc236218163]5.1 Understanding Customer Experience 

Customer experience (CX) refers to the overall impression users form through their interactions with an organisation (Lemon & Verhoef, 2016).  In the LKS, this includes staff support, literature searches, training, study spaces, resources, and digital services such as OpenAthens and KnowledgeShare.

Each interaction shapes how users view the service.  Positive experiences may encourage repeat use, while poor experiences may reduce engagement (Lemon & Verhoef, 2016).  Feedback, engagement and service use should therefore be considered alongside usage data.

[bookmark: _Toc236218164]5. 2 Customer Satisfaction versus Customer Loyalty

Customer satisfaction and loyalty are related but different. Satisfaction shows whether a service has met expectations at a specific point, while loyalty refers to continued use and support over time (Kotler et al., 2022).

In the LKS, a user may be satisfied with a literature search or training session but not become a regular user.  Others may use services often because they are convenient or required, rather than because they feel loyal.  This means satisfaction scores and repeat usage should both be considered when evaluating service performance.

[bookmark: _Toc236218165]5. 3 Loyalty Matrix 

The Loyalty Matrix links customer satisfaction with continued service use (Blythe, 2009). Satisfied Stayers are pleased with the service and continue using it.  Happy Wanderers are satisfied but use the LKS only when a work or study need arises.  Hostages may use the service because no practical alternative exists, while Dealers are neither satisfied nor committed and may stop using it.

The model helps explain why repeat use does not always represent loyalty.  Within the NHS, behaviour may also be shaped by workload, changing roles, site access or study commitments. These categories should therefore be viewed as temporary patterns rather than fixed types of users.

[bookmark: _Toc236218166]5. 4 Emotional and Rational Decision Making

Users choose library services for rational reasons, such as access to reliable information, literature search support and training.  Emotional factors also matter.  Trust, clear communication and confidence in staff can encourage users to return (Morgan & Hunt, 1994).

[bookmark: _Toc236218167]5. 5 Kano Model Analysis

Kano et al. (1984) group service features into basic, performance and excitement factors.  Basic factors are things users expect, such as study space, working computers and access to resources.  Users may not comment when these work, but they notice quickly when they fail.  Performance factors include the speed and quality of literature searches, while a useful KnowledgeShare alert may act as an excitement factor by bringing an unexpected article to a user’s attention.

I have seen the effect of basic factors at the enquiry desk.  One user could not access their work on an open access PC.  I logged a call with the Information Technology department, and the issue was fixed.  The working PC was a basic expectation, but the support provided helped prevent a poor experience.

The model shows that not every service improvement affects users in the same way.  However, the categories may vary between user groups.  A quick response may please one user but be expected by another who is working to a deadline.  The LKS therefore needs regular feedback to understand what different users expect from the service.
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[bookmark: _Toc236218169]6. 1 Buyer-Seller Relationship Theory 

The Buyer-Seller Relationship Theory focuses on building long-term relationships with customers rather than only looking at single transactions (Christopher et al., 2002).  Strong relationships can improve satisfaction, encourage repeat use and create more value for customers (Grönroos, 2017).

In the Library and Knowledge Service (LKS), these relationships are built through literature searches, training, research support, and enquiry services.  Positive interactions can help users feel more confident in the service and encourage them to return (Payne & Frow, 2013).  However, changing expectations, workload pressures and limited resources mean the LKS must regularly review its services to keep meeting user needs (Kotler et al., 2022).

[bookmark: _Toc236218170]6. 2 Trust in Customer Relationships

Morgan and Hunt (1994) argue that trust is at the centre of customer relationships.  In the LKS, trust develops when users receive accurate information, clear advice and confidential support.  Some users rely on the service for literature searches, while others need a quiet place to study or a PC to complete work, ESR training or coursework.

The theory does have limits in an NHS library.  Most users do not have another library service they can easily use, so repeat visits may come from a lack of choice rather than loyalty.  This links to the Hostages group in the Loyalty Matrix, where customers remain with a service even when the relationship is weak.

I notice trust most when something goes wrong, such as a delayed search, a broken PC or no study space being available.  Being honest, explaining the problem and keeping the user updated can help protect the relationship.  Parasuraman et al. (1988) also argue that reliability shapes how users judge service quality, which leads into Section 7.

[bookmark: _Toc236218171]Section 7:  Quality Processes and Meeting Customer Requirements 

[bookmark: _Toc236218172]7. 1 Understanding Quality

Quality refers to how well a service meets user needs and expectations (Juran, 1988).  In the Library and Knowledge Service (LKS), it can be judged through accuracy, relevance, accessibility and response times.  Users also expect helpful staff, reliable resources and suitable study facilities.  As needs differ across user groups, quality should be reviewed regularly.

[bookmark: _Toc236218173]7. 2 Juran Trilogy 

Juran (1988) divided quality management into planning, control and improvement.  Planning identifies user needs and designs services around them.  Control checks performance against agreed standards, such as literature search response times. Improvement uses feedback and service data to make changes.

The model gives the LKS a clear process to follow.  Its success depends on reliable feedback and enough staff time to act on the findings.

[bookmark: _Toc236218174]7. 3 Garvin's Eight Dimensions of Quality

Garvin (1987) identified eight dimensions of quality: performance, features, reliability, conformance, durability, serviceability, aesthetics and perceived quality.  In the LKS, performance relates to accurate information, while features include training, books, computers and OpenAthens support.  Reliability concerns consistent service, and serviceability refers to resolving enquiries quickly.

Aesthetics may apply to the library environment, while perceived quality concerns the service’s reputation.  Durability is less relevant to an information service, showing that some parts of Garvin’s model fit the LKS better than others.


[bookmark: _Toc236218175]7. 4 Total Quality Management (Ishikawa, 1985)

Ishikawa (1985) argued that quality is everyone’s responsibility.  Total Quality Management encourages teamwork, staff involvement and ongoing improvement.  In the LKS, staff can review feedback, discuss recurring problems and agree practical changes.

Frontline staff often notice problems first.  However, the approach may be less effective when workloads are high or suggestions are not acted upon.

[bookmark: _Toc236218176]7. 5 Deming's Quality Principles

Deming (1986) argues that quality depends on the whole system and cannot be judged solely through individual performance.  He also warns against relying too heavily on output figures. In the LKS, loans, footfall, registrations and training attendance show activity.  They do not show whether users received a good service.

His approach also changes how problems are viewed.  A delayed literature search may result from staff shortages, high demand or the need to cover four library sites.  These wider pressures can affect the service.

The approach has limits.  Continuous improvement requires time, management support and the ability to act on feedback, which may be difficult for a small team.  Deming’s ideas came from manufacturing, and some parts do not fit an advisory library service neatly.

I previously saw a delayed or limited search as something I had done wrong.  Deming’s systems view helped me consider the wider causes.  This thinking supports the Plan – Do – Study - Act (PDSA) cycle proposed in Section 8.



[bookmark: _Toc236218177]7. 6 Evaluation of Current Quality Processes 

The LKS currently monitors service activity through people counters, footfall, loans, OpenAthens registrations, training attendance and enquiry data.  These measures can support decisions about staffing, opening hours and resource allocation.  However, they do not show whether users received the right information, saved time or applied the evidence in practice.

Juran’s (1988) approach suggests that quality measures should reflect user requirements rather than service volume alone.  The LKS could combine activity data with brief feedback following literature searches, training and complex enquiries.  Response times, completion rates, user comments and examples of service impact could then be reviewed across the four library sites.

Current processes are useful for monitoring demand, although they are less effective at showing outcomes and consistency.  A mixed approach would provide clearer evidence for improvement while remaining realistic within current staffing pressures.




[bookmark: _Toc236218178]Section 8:  Recommendations

The LKS should pilot a three question feedback form after literature searches, training sessions and complex enquiries at one site for three months.  Questions should ask whether the service met the user’s need, saved time and supported their work or study.  Results should be reviewed alongside footfall, loans, registrations and training data.

Shared service standards should also be agreed across the four sites.  These could cover response times, progress updates, confidentiality and communication during delays, while allowing flexibility for complex requests and staff shortages.

A short introduction to the LKS should be included during staff induction and through existing internal communication channels.  OpenAthens, KnowledgeShare, borrowing, study spaces and search support should be promoted.  New registrations, enquiries and feedback could be reviewed after six months.

These actions could be tested through the Plan – Do – Study - Act (PDSA) Cycle and reviewed twice each year.


[bookmark: _Toc236218179]Section 9:  Conclusion

This report has looked at customer value, experience, relationships and service quality within the SBUHB Library and Knowledge Service.  Overall, users seem to value dependable information, approachable staff, easy access to resources and support that arrives when they need it.  A positive experience can encourage trust, satisfaction and continued use of the service, although experiences are likely to differ across user groups and library sites.

The LKS already offers a wide range of useful support, including OpenAthens, KnowledgeShare, training sessions, study spaces and literature-search services.  Even so, there is room to improve. Clearer promotion, more regular feedback and shared service standards could help create a more consistent experience and provide stronger evidence of the service’s impact.  By continuing to review user needs alongside service data, the LKS can make realistic improvements while recognising current staffing and resource pressures.




[bookmark: _Toc236218180]Reference List

Almquist, E., Senior, J., & Bloch, N. (2016). The elements of value. Harvard Business Review, 94 (9), 46-53. https://hbr.org/2016/09/the-elements-of-value

Blythe, J. (2009). Principles and practice of marketing (2nd ed.). South-Western Cengage Learning.

Buttle, F., & Maklan, S. (2019). Customer relationship management: Concepts and technologies (4th ed.). Routledge. https://doi.org/10.4324/9781351016551

Christopher, M., Payne, A., & Ballantyne, D. (2002). Relationship marketing: Creating stakeholder value. Butterworth-Heinemann.

Deming, W. E. (1986). Out of the crisis. Massachusetts Institute of Technology, Center for Advanced Engineering Study.

Garvin, D. A. (1987). Competing on the eight dimensions of quality. Harvard Business Review, 65 (6), 101-09.

Grönroos, C. (2017). Relationship marketing and service: An update. Journal of Global Scholars of Marketing Science, 27(3), 201-208. https://doi.org/10.1080/21639159.2017.1318666

Ishikawa, K. (1985). What is total quality control? The Japanese way (D. J. Lu, Trans.). Prentice-Hall.

Juran, J. M. (1988). Juran on planning for quality. Free Press.

Kano, N., Seraku, N., Takahashi, F., & Tsuji, S. (1984). Attractive quality and must-be quality. Journal of the Japanese Society for Quality Control, 14(2), 147-156.

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing management (16th ed.). Pearson.

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S. (2010).  Undervalued or overvalued customers:  Capturing total customer engagement value.  Journal of Service Research, 13(3), 297-310. https://doi.org/10.1177/1094670510375602

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Harvard Business Review, 85(2), 116-126. https://hbr.org/2007/02/understanding-customer-experience

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing, 58(3), 20-38. https://doi.org/10.1177/002224299405800302

Nicholas, D. (2000). Assessing information needs: Tools, techniques and concepts for the Internet age (2nd ed.). Aslib.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40.

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship management. Journal of Marketing, 69(4), 167-176. https://doi.org/10.1509/jmkg.2005.69.4.167

Payne, A., & Frow, P. (2013). Strategic customer management: Integrating relationship marketing and CRM. Cambridge University Press.

Shah, D., Rust, R. T., Parasuraman, A., Staelin, R., & Day, G. S. (2006). The path to customer centricity.  Journal of Service Research, 9(2), 113-124. https://doi.org/10.1177/1094670506294666

Shaw, C., & Hamilton, R. (2016). The intuitive customer: 7 imperatives for moving your customer experience to the next level. Palgrave Macmillan. https://doi.org/10.1057/978-1-137-53430-9

Smith, W. R. (1956). Product differentiation and market segmentation as alternative marketing strategies. Journal of Marketing, 21(1), 3-8. https://doi.org/10.1177/002224295602100102

Woodruff, R. B. (1997). Customer value: The next source for competitive advantage. Journal of the Academy of Marketing Science, 25(2), 139-153. https://doi.org/10.1007/BF02894350

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end model and synthesis of evidence. Journal of Marketing, 52(3), 2-22. https://doi.org/10.1177/002224298805200302



[bookmark: _Toc236218181]Appendix A
[bookmark: _Toc236218182]Customer Engagement Value Framework

Figure A1
Customer Engagement Value Framework
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Note.  From “Undervalued or Overvalued Customers: Capturing Total Customer Engagement Value,” by V. Kumar et al., 2010, Journal of Service Research, 13(3), p. 300.
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Table B1
Application of the Kano Model

	Kano Category
	Meaning
	Example


	Basic needs
	Expected features that cause dissatisfaction when missing
	Working computers

	Performance needs
	Satisfaction rises as performance improves
	Faster search responses

	Excitement needs
	Unexpected features that create extra satisfaction
	Tailored evidence alerts



Note.  Based on Kano et al.  (1984)
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