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2. ASAIUUNNANELITLULAZANAINENDU LALNIIIRRANTATUAZUINISY (Student
and Other CUSTOMER Segmentation, and Program and Service Offerings)
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2. ASAIUUNNANELITLULAZANAINENDU LALNIIIRRANTATUAZUINISY (Student
and Other CUSTOMER Segmentation, and Program and Service Offerings)

(2) N1sIRHangmAsILazUIN159 (Program and Service Offerings)
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(1) Objective
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Integrated Voice Of Customers (VOC)

Call Monitoring

Complaints &
CRM Data

Surveys &
focus groups
155U AN !
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ﬁ\j L& ﬂ\j Voice Of The Customer

Online Listening

< Customer Requirements & >
Performance Gaps
Improvement : T
Project Pipeline
Opportunities |::> J >

y y
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e NUBANI
e ANTANEN
e s¥aUlSYaNed, Yaudiandnwn
o AUARNS
e 3¢l
e UTTLANKNRIU
° LLUAINU

e 1150153210N5
e 15sLANUEZNNS

e

=

voLuavin : Globalwebindex

NISHUIgIUanA

IVUIKUIKUN=dSUSSNAVaTIST?

annaus=sns

(wr1, 918, 10l
MSANE, 9718W)

vouawnANSsSsuy
w
(WOANSSUNISIUIE
[ggon, Mslaua na:

vouanfuns
KS93MINYM
(onwaule, nousau,
uAaNNIW)

desiemsrinuala:usSuUsy

fumsnanuanguitirune

awnsniwuAnenwiknussie
iU sonAviuna:mils

fmunlfisnaosdoansyounwinu
saifiulioyaiosinst:HlFihund

1971:=NEUANAUWURRN
18U IvAIDad JKIA Us:zinA

. N .k
nruawuniunasiglouun
IAnuUs:ansnaw

desemsrimuanauidnung
nnsaatnlAdus:ansnw

AAuARIUAoUIlasEINg
wn#ANssu DAoWANALINNG

gnsionsusSulssluunuinin
SNdIWeIaNAUSBINS

TulAassulunisivatuws:
nasnusgruanmluiawIzieN=og

wnAnssuvasgnAIUasuIUay
oYmannIoan

nisaatnlidus-ansnmwnhin
dwdweanimansou WA
vavayaidian igu gnAnfolns
nSofaudodisatnls

YINFAONISHMUANAUAR
1o Nindugosunue




Customer Segmentation (NLB)

MLEB Strategic Outcomes

Delighting Customers by segments EE.E.E Future Requirements

Fun with Tots

i = = Engage through
10,000 Fathers Reading * online community
Junior Reading Club » »

Programme zones in libraries made available as
study areas in response to the need for more = :u:

- O rtunities for
space for students. PP

intaracton
Teenagers : ) 3
Verging All Teens (VAT) at Jurong Regional & 2 through virtual
Library. and physical means
Pseudo Book Club X *
Read! Singapore X *

= Continuous
Learning communities - Taxi Sifu Chinese

Reading Club, Read to Lead for adults * ®
interested in self-improvement,

learning
= Parsonal Growth

= Professional &

Collaborations eqg. With Marriage Central at JRL
» e Career

o WRL
e Enhancemeant

515 Reference Service (researchers and adults) w




Customer Segmentation (NLB

(na)

Res=archers

Quiet reading rooms at standalone and regional

libraries

Senior Reading Club

Large Print materials at QUPL and TPPL

Music 5G at MLB (a national repository of
Singapore music)

Asian-centric collection at LKCRL

Centres of Excellence at LKCRL: Arts and
Heritage collections.

Mewspaper SG: A digital archive of current and
historic Singapore and Malaya newspapers

published from 1831, enabling patrons to

retrieve full-text news content via the Internet.

Local History service: Launched in Aug 2008,

this service aims IO Drovicle resSourncss On
genealogies and family histories that are
Agia=-caentric.

= Accessibility to
services and
learning resources

= BasicIT
competence

* [ndependent

* Research
cormmunities

e Arccessto local
heritage resources
in all formats

* On=time
information &
intelligence




Customer Segmentation (NLB) (61a)

MNMLB Strategic Outcomes

Delighting Custormmers by segments Future Reqguirements

Audioc Book collection (in four languages, fiction

= Acgui di
and non-fiction) e || quire reading

skills and lifelong
Disadvantaged | Project Deliver Me x x reading habits
Molly x x = Accessibility 1o

KideREAD = - library services

driven Programming Strategy

Segment-driven library programmes for children

i ® |Library as a social
(Bounce), young people (Vibes), seniors (Life),

leaming space for
Cthers adults {(Simply, Fast Forward) and subject- uariuu-sgni::he
driven programmes such as Heritage, Business
e

or language-based ones (Paarvai for Tamil; Ex
Libris for Chinese and Arena for Malay)

Table &.1_2: Service Offerings by customer segmentation

MNMote -

Strategic Outcome 1 (S01) @ Information and knowledge services powering a competitive economy
Strategic Outcome 1 (S0OZ) - Preferred stop for Asian Content and Collection Services
Strategic Outcome 1 (S03) - Libraries as Social Learning Spaces

Strategic Dutcome 1 {(505) : Professionalism and Collaborative Culture

1
1
Strategic Outcome 1 (SO4) - Self sustaining learning communities
1
1

Strategic Outcome 1 (S0O8) @ Services Excellence
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e NIFINIANUHNANUAUANAT LIUEUINANTNALAINNANFAT/ LN
UNAUDNLNRNZHN uasiianausd1aunlaatau 1aulagnal way
ARNA FINTITANNLAAFIIANNALUY UFaLNITURIRIANTAY T

1321131 Points of Difference, Wow Factors #3a Killing Features

e aaudnEaUsNLARLIuIALIUNSTa Unique Value a13siudy aauAi
NNAT AT (ﬁﬁomaLﬂuﬂmmﬁﬁ’um”aahﬂﬁ (intangible value) 12y

ANusEnfnindian Hunaausuludoan)




ASLUIUNITAUUAKANGOS/UaNS

(1) saeiiisnsnsddscdnsma lunisAnuanINGaINISA@auaa9
anAnaznaln (Customer & Market Requirement) s niunangnsg
LLAZLUINIT KUY

. savfinszununsaundasuasanedia (aa 3.10)

. in153AEYiANNGRINTURIRNAITIR §1N1TaAIANITAIAINNGRINTT AN
AAWIIRIAUUDIANAIURLARAA LAAEINIAGAY WU TaatawIzatnvfdina
AN ULFIAUAINANFATURZUINITNNIUIZRIAUIRANAIUREARA

2

WU TadUTUNANTAAAY aanULUU LRIFINIUIANTIUGAIUNINFAT LLAZUTNNT




ATLUIUNTANUUANINFAT/UINS

- anald Kano’s Analysis lunisitasigvidiayailaannnisdisiagnan iavanues
aandnwaweivilu Dissatisfier, Satisfier, wag Delighter d9agvinlvivinuizinlanusasnis
AaganAItaLaudu

. analdn153esEd Point of Parity wag Point of Difference 1aadisiaanngnan tia
AuIINQnAIIRALRsTAA1aENlS

« axlduulfa Design Thinking dAumanuaanivandl aavintdu Customer Persona
aZUINNILAIIEY Pain/Gain #inu Value Proposition Canvas

. favtdanldiEn 1SRN RNAULZUNURIAIANT wiTidAruida aadnwaeAiduaiy
siavnIsuadanAILaraann Niilunadnsannnaisiwssviazaasfininuuiuen




Kano’s Analysis

IExecution
Poor

Satisfaction
Very}ll-llgh Excitement
1 (Delighters)
Performance

(Satisfiers)

S Execution
" Very Good}

Threshold
(Basic Expectations)

\ 4‘;_

Satisfaction
Very Low

The KANO Model in Action

 Features the user perceives as
unusually high value
* Can achieve disproportionally

high satisfaction.

e Satisfaction and
dissatisfaction in line with
availability / performance

¢ The better the performance,
the more satisfied the user.

1.00
E Delighter
‘S
& O HIGH positive
g CS coefficient
v O LOW negative
5 CS coefficient
g
:.I; A h
ﬁ b ] r
"
g Indifferent Basic
<]
E O LOW positive O LOW positive
) CS coefficient CS coefficient
2 O LOW negative O HIGH negative
= CS coefficient CS coefficient
g
v
0.00 Negative Customer Satisfaction Coefficient -1.00

¢ Elements which the service
user does not consider
important

e Little value placed on
these service features.

—)

e Service features taken
for granted as essential

¢ Huge dissatisfaction if
missing or poor performance

+ Only limited satisfaction if
available or performed well.




N3LUIUNNTANNUAUINFHT/UINT (3/4)

E

Disequities/
future equity!?

Customer View

Company (You)

F

Customer

In the customers'
eves, what are

White space:
What are unmet

vour points ot

! difference!

needs and values!

B

D

The Swamp

What are puint:l _
of parity?

competitors’
points of
difference!

Competitors

Disequities/
future equity?

Strategic Insight in 3 Circles

“Point of Parity (PoP)” waz “Point of Difference (PoD)”
“afiauguavluaaiinilu vasuanenvluaniiandrzau”
Usglad Aa MalilusudgINITanIAALaUADIALL2ITUY
AOEINATTULGRENAY LazihuninaaA IiAugsAauay

Atay wadWaluRITulitniiani'le




ATLUIUNTANUUANINFAT/UINS

(2) faviinszuunIsnatun1sNIRNULINAAMUKUAKANEOS/
Uan1sNATTULINIS TUAAIALATARNANATNAIAUUNL'TLY “The

right product to the right market at the right time”
e lflughunflsuasnisununisaala (wHudfiidnisuasasdns)

e AISANTVAVININITSAEIAANALAN ANSALNLAANALAN AN

1N aIn Ty




ANTATNUANANFAT IIUIALUALLITN1I2NS

Product-Market
Strategy

Existing
Markets

New
Markets

Existing Products

Market Penetration
Strategy

@ More purchase and usage from
existing customers

@ Gain customers from competitors

€& Convert non users into users

Market Development
Strategy

© New market segments
© New distribution channels

©® New geographic areas

New Products

Product Development
Strategy

© Product modification via
new features

@ Different quality levels

© "New" product

Diversification
Strategy

© Organic growth

® Joint ventures

© Mergers

O Acquisition/take-overs

\.r__ —
I"|_|_|-|_r'I
=




NISMKUQKANIQAS VIUDVUUAUSMISIBINIS

1) rangasuas
uSniIsUoouu

2) SOUSDOU

SLAS1:KRUDIYA
asautnAMyuDN

3) sSOusdOU
SlAS1KRUDYA
aisautnANMeiu

6) wauulkandas
usSNIstK

5) 3tAs1zKaaQ
LAWISYU N
Nauou

4) SPP: 31As1:h
Kangas usMs

7) Us:snduwus
lLa:NIsaanQ

8) andunIs

9) damw
Us:=ldunWa




Standardisation i

Stakeholders’
Needs

Graduate
Competencies

Learning
Qutcomes

ANTANUUANRNF AT

Curriculum

Learning &
Teaching

' 4

External review Vision and goals
Program accreditation Program outcomes
Review Design Curriculum map
Program
Outcomes
Assess Implement

Program structure
Formative evaluation Course design
Continuous improvement Co-curricular experiences




Product Development

6) Product

1) Idea Generation
Development

5) Business
Analysis

2) ldea Screening

3) Concept
Development and
Testing

4) Market Strategy
and Development

7) Test Marketing

8)
Commercialization




3.2 AMNENNUYBIANAT (Customer Engagement)

2.AN9AURIANUNINATA AN TUNvnala
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3.2 AHENWLYBIANAT (Customer Engagement): aa1Uui3sn 15081905 lun1sa379

%4

ANENNUSUAsLATNET9UsEAUNTITiUaIdiTaUILazZaNAINENEY (45 AZULY)

]
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AaNATNANAY (Student and Other CUSTOMER Experience)

ee

n. Uszauniselvasmiseouna

(1) A13IANISAIMNTNNUS (Relationship Management)
seiufiisnisadelslunisasisnazdannisAaaNRUsSAUiSaunazanAINgNd
ao1uuiisn1sagelsluSessalus
o 310TmusTIHBIANTNA IS EULAZgNAINGNAHINTY
o IANIIUALLFINTITNATNANWAUADIFN1UR
. ma‘uauaam'mm”mmmazﬁﬂﬁmﬁaﬂ'iﬂmwmmw'i?mmQ”L%aw,l,azgﬂﬂ”wmjNguﬁl%uﬁiazﬁ'aoﬁﬁ

NI TWANNBENUAD U



n. Uszaun1saivasgfiaunazanAINaxaY (Student and Other CUSTOMER Experience)

9

(2) nMsLaag Ltaznﬂsaﬁ’uauuu”l,%'ﬂuuasgn ”'majmu (Student and Other CUSTOMER Access and Support)
ﬂﬂ'I‘U‘u&l?5ﬂ139910131uﬂ'13?1'391ﬁ§?!’ JgULLAS aﬂﬂ'lﬂﬂ&lauaﬂﬂqiﬂﬁUﬂuﬁqsﬂulﬂﬂLLau
FUNTAUUAUUIINTATUY

NssUInNISHasNalnd1AudRNuaNa19Aka 9 lsluLAazNg NS EW NgNgnAIEW LazdIuaae (*)

LY q Q
a [=|

an1UwAIEN130819l9lwN13
o ABMIAIINABINITHAZAIINANANIIZDINITEULAZINAINGND LNBTUNITARUABUIINFD1U
e dneManANEBINISAINa1IlUgNNARLAzYNNIEUIKAISTLARIFasAUNIsaERUaywRai lUUUBR

(3) N199AN15Y8389438U (Complaint Management)
amﬁ’ua’i%%msashavls‘lumsé’mmsﬁ’a%’aal,%smmnN”L%eml,l,azanﬂ”'maiugu
amuumamﬁaEn\‘i"[,'ﬁ‘l,%ﬂ'ml,ﬂ”l%a'ﬁaaL'ﬁ&l%amwumwLLa «{UszAnSua 38n1579na1N A

mwmaamaamiamm ﬂamﬂma% nauABNIag19ls danUnNIEn15a819l5lwn15IAT1ZRE RS DS 8
LLaz‘inmiﬂumﬁmﬂm'al,wafmm'ﬁmaamﬂmwmLU%‘L%m'ﬁﬂaaﬂmaiama%‘mamﬂm

(4) mMsl#Ruusssu (Fair Treatment)

N3EUIUMSLESHATINUSEAUNTRiYasEiSauLazan ”'mfcg:u'é:u gorasuwazyinlisiulalaadels

u
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2. MSAURIAMANING LILAZAIHNYNNUDBILLTIULALANAINGNAU (Determination
of Student and Other CUSTOMER Satisfaction and ENGAGEMENT)

Auewala maulaiewala uazAtulNWY (Satisfaction, Dissatisfaction, and ENGAGEMENT)

sadufiismsadielslunsAunmnaionwala analddowals wazanugnwuasiiseu
Ll,aa:gﬂﬂ”'lﬂaiugu

FBnnswaniiianauanseivadelsdmsuusasngagiien naugnA1an wazdunain (*)
d0n1UnnINaa1InIsn1sAnrIANNewela annldionela uazanarniwluaiwnisadials

aotuiisn1seaghelslunssrunnasswnaisafuanaionalazasgiSeuwuazgnAngua
Wisuifisuiuanafonalafifisesndugudsuazanufonalafifidosantuin Hefindngss wazusnige 7
ARIEARINY



ASUIUNTITEINY LATINNTITANUIUWUSALYINAT
3.2a(1)

o tilNilszava

e AN3AUNT AVAA laungivandl 5INNY nshvanAITuadalnduun wagin

Wilaguntsnatatiiai (Acquire Customer and Build Market Share)

e NNFINEQNAT FIIANNNINA TR wazvitlanAtilamINAINKIY LA

Lﬂum's%’m:ngmgnﬂ”w"lu”ﬁum (Retain, Satisfy and Delight Customer)

e MANANUANE LaTANUKNARUNRIQAANTFaNSNFAT UFNNT LALAT

gu@1 (Brand) twWaugnagrunauanal (Increase Customer Engagement

and Brand Loyalty)




AszUNUNTAGILEIUatNgL Tl uszul

. MsATMUALZUARtaUATALAY

e 1N5UNAANARTRULNAAIUYNAT ARG ALY UTENAUAITININRENE UWHUITUAU

Q

ANTARIA LRTAANITANUFUNUTAUFNAN

e 4N15ARVINUNUINULAZAINUATIEN1TT AL LA T2 ALAU SIUNITNITA UL KU

gadn1stusazlidatau 1y g§ruttdiaala 5186 Iruuana1tnid anunenala ansn

nNsAYAtIAYANA dnRs1N1sdac dnsnnlsuansia aufliaNudnsaalusus

e uazfinsnauisyiiunamnuaida wiauduiihvung uasquy twanduunliuilge

Q Q/

ARENDLLULARZIENTTIUNATVINARIALRY “dulazaanIsANNFUNUSAU]NAT” TUll

Usz&nanadvg du'lil




ANsLRanIan s lritnuNsau (1/2)

e TWinumugin AnssuvnuaniiaTaurauuasrdldsenanatnaynasg I niuanAILay
aaIaLaARAaNKIa Ll wazdFuillaulinuiyan gaandadnunaitnszimudadnig
LALANUATAKIIUDILLARLNRN

e TunsannAILaZETIAINNNINaTIALanAT sadlalselandannmNuEaINITUAY

ANNAIANTIAAIRNAT MALUAAININATRIAATSLTIUgNET (Customer Life Cycle) ag
alguisarvnaans wagignislunisasrvanuguiusduanal laaseduninu

dadn1stusazaivaInladfudiu

e AAUGAANNAANT LALLALNUNBaUNALATUTUNITVINRRIALAZEFIIANURTUWUS AL
anA LNaUuLLvu 13auy LazWmMuUINIT1iNnaI6




ANTLRANNARANBURZIDNITLULKNZRY (2/2)

° NMNINUMIUNIZUIUNNT ATATIAY

« A5¥UIUN1S (Process) Nyvindianutntdadiandalu devinlulandnsauain

AUATNELNLENA wazanA lasuusn1snindssnulandtaumd

« yaa1ns (People) Nlviuansaraimuassuilgla yotduanuiuldan

ANAIU3A L1

1
o al

e .mATUlRE (Technology) Minungan Hussd@naaw (dunidfian Wusaga

SEEERY AT
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Q/ o

AL IIANITAIANITANUITUN UL

e Feau'luaananisiiu
- RNALAY
- anA1 First Class, Business Class

* Hotel Loyalty Program

- Complementary Meals

e NMIRYIAULLEAU
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n1322a Wi aunaranAINIUAUANITa I UAUANTAULNEA
arauAIsIULIUUINNAIANS 3.2n(2)

e AnualvfipFufinuauntnLau
. Ruduuaziinngiayasissunaniiluanusainisuatqandiuaznain AaaIURINAL
scfiunisas WwWalthuRasadnuailuusnisusassnsnazlnsatiuguuane

e aanLmuusmsauuauu"lummsamauauaommmaamsuavmmmmmwaaanm ‘1/]\‘]11,1
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www.columbiaroad.com

CUSTOMER JOURNLEY MAP

Example of an online grocery store

STAGE AWARENESS CONSIDERATION DECISION DELIVERY & USE LOYALTY & ADVOCACY

CUSTOMER
ACTIVITIES

CUSTOMER
GOALS

3.2A(2)
ANTL2NHIURY
SULRUUN LT

EXPERIENCE

BUSINESS GOAL

........... sessesssarsenssasrrnnann

ORGANISATIONAL
ACTIVITIES

............................. e s v e B T B A s e ey

Hear from friends, : Compare & evaluate : Add groceries to : Make an order : Recelve or pick up : Contact customer : EnJoy groceries : Order again and/or @ Share

see offline or online @ alternatives 5 shopping cart : : on order . service : : order more : experience

ad, read from : : : : : : : :

newspapers : : H : : : :

No goals ¢ Find the best solution ¢ Find and select ¢ Order effortlessly : Receive or pick upan : Get help if ¢ Have the right : Repeat good i Share feelings,

at this point : to buy food : products easily, : : order effortlessly : problems appear, ¢ and good quality in- : customer : give feedback
: : getinspired : and when needed ¢ request for refund : gredients i experience :

Word of mouth,
| E somal

o= &

Food products,
: packages, other
: materials

— : Website, app, : Delivery service,

traditional media, : website I= : order confirmation  : packing, messages

social media ¢ brick & mortar store, ‘J ¢ email t (email, SMS, phone
: social media D : : call)

Word of mouth, : Word of mouth,

) : ) : ) P o L equiesefort hapyy ¢ : : P : 5
Interested, curious i Requieseffortbutexdted Exated : ‘Payment is painful : when received Frusirated : Satisfied 3 This s easy” : T have to share this’

Increase awareness  : Increase number ! Increase shopping : Increase online i Deliverontimeand i Increase customer i Make products i Increase retention : Turn customers
and interest : of website visitors : cartvalue & : sales and : minimise the delivery : service satisfac- : to match : rate and order ! into advocates,

: : conversion rate : conversion rate : window : tion, minimise : expectations : value and/or : turn negative

: : : : : waiting time : i frequency ! experiences into

: : positive

............................. eiesiatieesustastaseei iateuntuaieteseeeteaE e NNt se et st ke et eseeseste st testestestesnitnttntesiasts

Number of ! New website Shopping cart Online sales, : Ontime delivery : Customer service ¢ Product ! Retention rate, : Customer
people reached visitors : value, t conversion rate rate, average success rate, reviews order value and : ! satisfaction

' : conversion rate ¢ delivery window ¢ waiting time : : frequency

Create marketing i Create marketing : Optimise grocery : Optimise online : Picking & : Organise ¢ Develop products i Target marketing, : Manage feedback
campaigns and : campaigns and : shopping experience : purchase funnel, : delivery i customer & product range : make re-ordering i and social media,
content both offline  § content both : : order handling : i service : i easy, upselling and/  : develop sharing /
and online, PR ! offline and online : i or cross-selling { inviting possibilities
Marketing & 1 Marketing & : Online development, : Online development, : Warehouse, : Customer : Product : Marketing, : Customer service,
Communications : Communications : Customer service : warehouse, logistics ~ : logistics  service : development, : online : online

: : : : : : purchasing : development : development

TECHNOLOGY
SYSTEMS

CRM, analytics, : CRM, analytics,
marketing automation, : marketing automa-
ecommerce platform : tion, ecommerce plat-
: form, social media

i analytics

CRM, analytics,
: vendor management
system, PIM

: CRM, analytics, CMS, : CRM, analytics,

. ecommerce platform, : order & delivery

¢ PIM, inventory system, : system, marketing
+ marketing automation : automation

{ CRM, analytics, CMS,
: ecommerce platform,
: PIM

CRM, analytics,
: CMS, marketing
: automation

CRM, analytics,
programmatic
buying platform,
social media

: CRM, analytics,
: help desk,
¢ fticketing system, chat




Journey Map aadeLaeu
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Touch Point
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NS:UDUMSOQMSUDSDVISyUYDLINA 3.2 (3)

» lunscdnwana KéoNMuUIMsaa1alsun3 Service Failure surhikanmSovisou
DVANSD:ADVIISENSATUS:aNSWatunisdamstoSoviSauntiadu (Service
Recovery)

» $09a: 90 vovanAMNIUWOWD D:lUKOUNAULIBDFUMKEDIBUSISEN
. uciSoza: 85 vovanMAUWOWDlD D:nNJULBDEY KINUs:LAUAIWTWDTD KiDUD

SovlSyuUyDLWINLUT [Asunisunlvogvd

» msdamsvosovissusvidukiviunagnsnv:asivus:aumsaindua:asonAIuNnwu

nuanAmMmKINlasuMmsuniuoeva
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¢ MKUQRSUNQBDUNBALDU
e JuusMmuKgaduasunBaUUMSLATUTDSDVISHUUDVANA
e Jnalnua:3snmsiunmsaacmuAIudItSouovMsunludosSovIisuu

e UNMsMuruUQGDIQUa:IUKUISTUNISYANISUDSOVISYU 1BU ADIUSDALSOIUNS

Qouduovua:unly AIUWOWD(DUDVINACDNMISUNTUTDSDVISYU NMSNAUIBDEIUDY
anNANLAESDVISYU

o TMsAaMuUWaaWSMWSOUUDLMSUATUTDSDVISYU TMsthdoyanlAuIdIASI:ALWD
AINMOUDOAULA:UENINANDNVDVANS
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n1sdHuanitlusssu 3.2n(4)

. vinatv'lsliiand19®ninld5un1sdiiciniiuassn aaam Customer Journey way Customer Life

Cycle

e ANNMTANEEUSTAANWLINNATFIUNSUFASTIVIN I anA1En I a5 un s TR Tusssy
- AMTRINDAUAUNINANTIANTIANE
- L fatatdrauudiag
- NANFATUARLUSATAT AN

AR UALAEANULR AW A5IA5T 1ElusTsu

Asannstauuaziasadsaulisings

AsuAvaandvaNLiuantiula uazrlauaausauanlunisualailaymn

fianudatau aselilasenn Tusela Widayaniiuase Litlaiie
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« J1A1%Y Customer Journey aadvinu tRaAUMIANULRaINa1vINTUgnA1TdN N
Litilusssu

e« MNTUANUANIATFIULENNS

e Hnausuwitnaulvifinnasgrulunstriusnisnarfiviorivanudserviulauasiilu
§95U

e ARMULLAZIANADELNIRINLEUD
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NS:UDUMSAUKIADIUWOWDD ADUTUWOYWDD Uas
ADIUWNWUYDLINA 3.2V

* AovT38Mmstumsus:idunAsounaunNnnau Tastddsmsitnuizaudinsuud

a:ndu roghvdatliovuazdovsoundatou

» AovooNUUU3SMIsUs:LIDU AMIKIAJoyaasaulnd Aawisatludinsii
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N
1+ Ne?

o n = 9IUDUAIDII0NAD0NS

n
N = 9qu2UuUs=v1ns

e = MAaGIAadUID0N1ISUS=UIUA1

N = 500, e = 0.05, n = 500/(1+500(0.05)"2) = 52.25
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SSNMsAUKIADIUWOYWD(D (NLB)

Segment Mechanisms determining customer
satisfaction

Adult » Customer Satisfaction Survey
* SMU ISES
e PS21Mystery customer audit
* QSM
* Meet the customer session

* Focus groups

Pre-schoolers, * Done through parents using
Children the above channels

QOutcomes of customer satisfaction survey

e Self service as a preferred service
delivery channel

= CSS highlighted the need for improved
physical access to collections and
services. This was addressed through
OPAC clean up project.

* Increased emphasis on digital and new
media

* CSS results indicate poor physical
conditions of the children’s collections.
Increased weeding and refreshing the

collections followed this.
* Promotion of reading

* Programmes for family

NMsUNUtBUs:Tlasu




SSNMsAuKIADIUWOWD(D (NLB) (0D)

Young People

Researchers and

Businesses

Seniors/

Disadvantaged

Customer Satisfaction Survey
Qsm
P521Mystery customer audit

Focus groups

Customer Satisfaction Survey

for researchers

Qs

PS21Mystery customer audit
Focus groups

Customer Satisfaction Survey

Qsm
PS21Mystery customer audit

Creating social learning spaces.

Increased demand for digital, interactive
and new media. This lead to gaming
focus for Serangoon Public library after
a successful public trial at Jurong
Regional Library.

Introduction of comics into collection
Preservation and accessibility to
Singapore heritage

Improved online contents for researchers

Introduce ways to help seniors to cope
with self-service and IT based library

offerings through literacy workshop for
senior as well as outreach programmes

for seniors.

Homebased services (Deliver me) to the

disadvantaged
Mobile service for the disadvantaged

Audio books for seniors and
disadvantaged

KidsRead programme for disadvantage
children and setting up online portal

NMIsUNUBsUs:Tasu

Table 4.3.1: Mechanisms to detarmines customer satisfaction
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7.2 NAAWSHA1UANAT (Customer Results): HAAWSNTIALHUNTS

Arun1ssjatiugnAluatnels (80 Azuuw)

]
U

N. HAANWSAIUNIS{LUUELTEULAZaNAINENEY (Student and Other CUSTOMER-Focused RESULTS)

a

(1) mwﬁawaﬁlwaeci’l,%emuauaﬂﬂ”'ma'ugu (Student and Other CUSTOMER Satisfaction)
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(2) mwanmlaamsemuauanmnaawu (Student and Other CUSTOMER ENGAGEMENT)
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Matrix of Expected Results: Item 7.2
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Student Satisfaction by Academic
Program and Key learnings

Satisfaction With Support Services

Satisfaction With
Curriculum/Instruction

Satisfaction With Complaint
Management

Curricular/Extracurricular Student
Engagement

Alumni Survey
Practicum/Internship Satisfaction
Employer Survey Results

Alumni donation

Grant Agency’s Satisfaction with
Research Program Elements

Stakeholder’s Satisfaction with
Research Project Elements

Scientific Community Satisfaction
Collaborating Universities” Satisfaction
Industry Partners’ Satisfaction

Organization’s awards/recognition for
service outcomes.

Community Overall Evaluation




We are

what we repeatedly do.

Excellence,

then, 1s not an act,

but a habit.

~ Aristotle

MAY THE FORCE BE
~ JWITHYOU +

Thank You
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