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ABSTRACT 

The purpose of this study was to appraise the prevailing status of user relationship 

management (URM) practices in university libraries of Pakistan. The focus was on 

probing the perceptions of head/in-charge university librarians towards the importance of 

URM practices, strategies and mechanism and tactics used by libraries to increase strong 

and mutual beneficial relationship with user. Moreover, correlates of URM perceptions 

among head/in-charge librarians’ personal and academic characteristics, and prevailing 

URM practices and tactics with universities categorization were also explored. 

This study adopted cross-sectional survey methods research design based on 

quantitative data collection. A planned with open ended questionnaire was emailed to the 

head/in-charge librarians of HEC recognized universities in Pakistan.  

The results have demonstrated that head/in-charge librarians considered URM is 

very importance for their library and its users. The study revealed that current status of 

URM practices (user focus, organizational focus, user feedback management) is in the 

adolescence phase while, information technology infrastructure is inadequate for absolute 

implementation of URM programmes and strategies. The report exposed that majority of 

URM tactics and activities used for strengthen library- user relationships are practicing 

by university libraries.  

The outcomes indicate that URM perceptions are directly correlated with 

university head/in-charge librarians’ personal and academic characteristics. In addition, 

URM practices are linked with universities types and geographical locations. No 

significant differences were found in the URM activities based on the proposed 

categorization of university libraries. 
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This study has numerous practical and theoretical contributions about URM for 

policy maker in the field of information management and libraries. It also motivates top 

management of universities and head/in-charge librarians to execute URM system in 

libraries for their survival and better image. The results enlighten head/in-charge 

librarians and library employees to be effective, proactive and successful performers for 

user satisfaction, retention and loyalty.  

Keywords: User Relationship Management, University Libraries, Head/in-charge 

Librarians, Pakistan. 
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Chapter 01 

INTRODUCTION 

1.1 Overview 

The first chapter describes the report covers background and highlights 

importance of the study. It also comprise literature of user relationship management in 

libraries, problem statement, research goals and objectives, research questions, research 

hypothesis, rationale and significance, definition of terms, limitations and delimitations 

and finally organization of this report. 

1.2 Background of the study 

Throughout business history, customers are focus of the organizational strategies 

and planning. The business community retained their customers by extending personal 

relations with them. Even in the modern age, building and maintaining strong and 

lifelong relationship with the customer is the foremost priority of all successful 

organizations in the world (Agnihotri & Bhavani, 2018). With the nature of competitions 

in the business environment today, the marketing emphasis changed dramatically from 

becoming "product-centred" to "customer-centred" (Parvatiyar & Sheth, 2001; Bose, 

2002; Vargo & Lusch, 2008; Morrish et al., 2010; Avilova et al., 2015; Habel et al., 

2020).The emphasis has also shifted from mass marketing to customized marketing, or 

one-to-one communication (Cravens & Piercy, 2009; Peppers & Rogers, 2017). It has 

also been shifting supply chain management's prevailing mindset to service principles, 

value co-creation, value propositions, operational services, networks, market 

environments, and learning opens up several study possibilities and techniques to 

maximize organizational performance with better value for customers (Slater & Narver, 
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2000; Gummesson, 2002; Donaldson & O'toole, 2007 ; Luschet al.,2010). A large 

number of emerging business organizations claimed that customer satisfaction, retention 

and loyalty was their ultimate goal and they were striving for customer care and mutual 

benefits (Teixeira et al., 2014; Wan 2015; Chung et al.2015; Bhakane, 2015;  Irshad et 

al., 2017; Othman & Isa, 2015; Makudza, 2020). Even the non-profit organizations, from 

a few last decades are coming up with the same strategy to build direct and long term 

relationship with customers to broaden customer base and improve their image (Waters, 

2011). Their paradigm shift from a push strategy to pull strategy and customers were 

considered the focal point of the business (Herlin & Pazirandeh, 2012).  

Libraries around the world played a vital role in the acquisition, organization, 

storage, preservation and dissimulation of knowledge and information, as well as in 

economy of the countries (Soroya et al., 2014; Rubin, 2017). Libraries maintain a 

valuable archive of culture that can be passed on to succeeding generations in fulfilling 

this role (Huanwen, 2013). In this relationship between the past, the present and the 

future, libraries are an important link. Libraries ensure the information is maintained and 

made available for further use, whether the intellectual record is found in books or in 

electronic formats (Idrees & Rehnan, 2009; Shukla et al., 2013). Libraries give 

individuals access to this information and they need to work, play, study, and rule 

(Olarongbe et al., 2013).  Despite of both internal and external influences, global libraries 

were evolving rapidly. The most famous expression that the real king is the customer is 

valid even for the library business (Kim & Aggarwal, 2016; Eski, 2020). Today libraries 

are facing severe competitions and challenges in this era of information explosion. 

Threatening, efficient and alternate sources of information are compelling libraries to 
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come up with new competitive advantage to retain and augment their customers’ base 

(“customer” is referred to as “user” in library perspective) (Fouad& Al-Goblan, 

2017).They must embrace new tactical business competition dynamics for their survival 

to stay strong before information flood (Bahader, 2014). The idea is to work directly with 

the users, to learn more about them and to tailor services according to their needs, 

preferences and desires which may be named as “Users Relationship Management 

(URM)” in the case of libraries, especially university libraries (Bahader, 2018).  

When millions of organizations understand the value of being customer focused 

in today's global market, they adopted Customer Relationship Management (CRM) as 

their core business strategy (Wu, 2008). Customer Relationship Management (CRM) is 

basically a set of methodologies supported by technology framed to handle the customer 

by combining all organizational resources into high interactive and responsive manner 

(Jarvinen, 2016). CRM is a matter of handling customer knowledge to best understand 

and support them (Rahimi, 2008). It is an umbrella concept that places customers at the 

core of an organization. It also includes continuing use of sophisticated details regarding 

existing and future clients to predict and react to their needs, and relying on a 

combination of business processes and information technology (IT) to explore customer 

knowledge and address questions like “who are the users?”,  "what are they doing?”, and 

"what are they like?” (Harbo & Hansen, 2012; Becker, 2019). Through this effective 

usage of knowledge and information technologies (IT), the organization will deliver its 

clients a variety of products, customized services, and cheaper pricing, while at the same 

time gathering information from internal and external sources and utilizing it to create a 
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single view or profile of users for the target marketing in the web environment 

(Karakostas et al., 2004; McGuire et al., 2009). 

The notion of customer relationship management is not only applied in business 

and services sector organization but also in all types of non-profit organization as well 

(Hans& Gupta, 2013). Services sector organizations tried to build close relationship with 

customer to know about their liking and disliking (McGuire et al., 2009). Organizations 

of today changed their mindset and diverted from product centred approach to customer 

centric approach (Liedtka et al, 2007; Kim et al., 2012; Avilova et al., 2015). 

Organizations such as banks, Insurance, airlines, hospitals, telecom firms, hotels and even 

churches pioneered to introduce customer relationship strategies, practices, and 

mechanism. The banks set up customer interaction units to interact with key customers 

and get benefits in the form of enlarged income through condensed risk, enhanced 

communication skills and boost customer satisfaction and loyalty (Hafeez & Muhammad, 

2012; Yilmaz et al., 2018).  Airlines  developed regular services for loyal customers 

(Jambhulkar, 2013; Farooq et al., 2018), and offer lowest charge of tickets and even 

giving complimentary tickets to customers (Chelliah & Munusamy, 2011), the telecom 

firms designed customized services for important customers and offered different SMS, 

call and internet packages to strengthen their customer base (Shaar, 2015; Dubey& 

Srivastava, 2016) and the hotels introduced personal services for regular customers to get 

advantages of high profits, customer loyalty and Satisfaction  (Amoako et al., 2012; Liat 

et al., 2014). The advent of information and communication technologies  opened up new 

avenues for information users to fulfil their needs (Uddin, 2011; Patel, 2013). It is a 

proven fact that libraries always focused to provide excellent services to the users but 



5 
 

now they have to be flexible enough to customize their services as per flux desires of 

users (Yoo‐Lee et al., 2013; Kwak et al., 2019).  There is crucial need for library to 

maintain everlasting, permanent and mutual beneficial relationship with customers and 

user relationship management is key strategy for it (Bahader, 2014). Without holistic 

approach of URM, libraries cannot  hit the target of their mission and their existence may 

be at stake in this competitive environment (Wang, 2012). This idea assumed in 

researcher the enthusiasm and compassion to select this topic for research and to study on 

this important factor of user relationship management in the university libraries. 

1.3 Users Relationship Management in Libraries 

The notion of user relationship, user based marketing and user-centred approach 

was not new for academic libraries. In order to satisfy the growing user needs, operation, 

organization, facilities, services, and networks of the libraries must be fine-tuned. The 

thought began during the last quarter of the 19th century in the minds of librarians, as 

Green (1876) indicated that reference librarians would have four objectives: educating 

customers about the roles and services of the library, and how to utilize them; answering 

questions from customers; having patrons find appropriate reading material; and 

introducing the library to the wider community. In other terms, the library has a 

responsibility to the society it represents, and must respond quite efficiently to the user 

requirements. To Green, users should feel comfortable in their local libraries and 

librarians should make this better by interacting regularly with customers and 

personalizing their service to each user. Similarly as the British author Macfarlane(1989) 

notes in his book library administration published in 1898: “This ideal presupposes the 

zeal and sympathy which incite to study and research, with which must be combined the 
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care for detail and the firmness of character that belongs to the efficient man of business” 

(p.5). Ranganathan (1931) presented five laws for library science and presented shop 

analogy for library professionals to render the operation more accessible with a business 

perspective and appeals for all types of libraries to recognize that they are businesses, not 

just a human cause. He stated while the reputation of a shop depends heavily on the 

resourcefulness, personal awareness of the items in the store and a sense of eagerness to 

support the shop's customers, the quality of the library service depend heavily on the 

library staff's head and heart. He claimed that users want the same quality as customers. 

To him: The library now has to establish the new shop methods. It is accurate that it 

might not be feasible in a great many libraries to have enough assistants only standing 

around for anyone to come in. We will keep a positive mindset and express discourtesy 

on no account.   

However, the formal CRM strategy was transmitted in libraries, like many other 

managerial and services methodologies from business world. It is positive sign of 

libraries to welcome new concepts and trends facilitating their users. The whisper of 

CRM in academic libraries was heard in late 90s. A lot of literature has been published 

on the topic representing its importance. Cooper et al. (1998), explored needs and 

expectations of remote library users and find that employees of academic libraries now 

work with remote users (both students and faculty) with unique features, needs, and 

expectations of their own. Library personnel need to better understand users and their 

needs in order to facilitate user satisfaction and retention, as well as encourage users to 

meet those needs. Wang (2007), conducted a study on CRM in academic libraries and 

found that libraries are in the stage of infancy in terms of CRM implementation. The 
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study takes it as a challenge to aware libraries about CRM functions for future needs. 

Siddiqui (2013), wrote that CRM will help libraries to have in-depth insight of their users 

and what they and how to fulfil that needs. The better you may understand your users the 

more responsive you would be. Khan (2015), narrated that for the implementation of 

CRM six key factors should be aligned for it, namely (i) CRM should be part of libraries’ 

strategic plan (ii) incorporated in service quality (iii) leadership must have vision for 

CRM and support it (iv) staff must be skilful enough (v) culture of libraries must be CRM 

supportive (vi) technological resources must be latest. Idrees (2007), conducted a case 

study on CRM on user perspective in academic library and concluded that library users 

are pleased and satisfied from professional staff because they are helpful and behave well 

while library non-professional staff is fairly cooperative, required training and 

rectification. He suggested user orientation and marketing of library resources and 

services. Bahader et al. (2018), conducted a study on URM on university libraries and 

concluded that there were no proper URM practices in the university libraries of Khyber 

Pakhtunkhwa and Islamabad; however some activities like email and face to face 

communication, presentation in library orientation, user feedback and complaint system 

are in practices. They propose that the URM consciousness campaign should be 

introduced among library staff, university top management and users, URM programmes 

must be supported by strengthened university library infrastructure and collaboration, and 

libraries can implement software especially integrated library systems (ILS)  capable of 

handling URM activities. Library schools in Pakistan must introduce URM course as part 

of curricula. 
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Library and information professionals, faculty and students are the major 

stakeholders of URM practices. Therefore, they must acknowledge its significance in 

order to initiate and develop URM strategies and programmes in academic institutions. 

URM understanding is essential for head/in-charge librarians to recognize the importance 

of URM knowledge to prepare them for imparting URM tactics and programmes in their 

libraries. Many studies founded that CRM strategies are important for their organization 

survival and supported development of CRM practices. A study of Durrah et al. (2015), 

reported that all aspects of CRM have beneficial impacts on hospital image, appearance 

and patient satisfaction. Torres et al. (2007), conducted study about CRM among 

agribusiness firms and concluded that CRM practices have helpful  and valuable in 

retaining long-term customer partnerships, establish a reputation for honesty with clients, 

provide value for buyers, improve competitiveness, gain advantage over competition in 

the marketplace, maintain existing customers, build shared confidence with clients, grow 

market share, gain new customers, raising customer loyalty, customizing services with 

stakeholders, minimizing customer dissatisfaction, recognizing customer purchasing 

behaviours, and improving product and service efficiency. The study of Mohamad et al. 

(2014), suggested that CRM activities, practices, customer focus and marketing 

relationships lead to better organizational performance and success. Research 

demonstrated by Richards and Jones (2008), and said that CRM improves the opportunity 

to pick successful customers; integrates customer selection across channels; improves 

selling quality and effectiveness; customizes advertisement messages; customizes client 

goods and services; and improves pricing strategies. Grant (2004), found that CRM 

enhanced users’ satisfaction in academic libraries. The study concluded that users’ 
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information management can be used to increase their satisfaction level. Jamali et al., 

(2013), published the findings of his study narrating CRM is an effective tool to 

ornament users satisfaction in e-environment in libraries. Faed et al., (2014), founded that 

high standards for quality services, lack of user-employee relationships, lack of attention 

to user needs, an external communication gap between library and users, lack of attention 

to improving the performance of employees, etc. were causes of dissatisfaction among 

users of university libraries in Bangladesh.CRM has direct significant effect on corporate 

image, service quality, customer values, customer satisfaction, and customer loyalty 

(Kurniati et al., 2015). Academic libraries in Pakistan need to provide customized 

products and services to stockholders to enhance user satisfaction, loyalty and retention. 

Good service qualities, user values, library image, user satisfaction, and user loyalty are 

the key survival factors for libraries in the age of information explosion and these library 

values are strongly supported by URM. This wave of change is a continuous struggle to 

embrace new strategies, user relationship and technologies for the “survival of the 

fittest”. 

The above discussions and quite a large number of studies in the literature show 

the importance of the topic. The gap in literature is so heavy that you could find very 

minimal literature in the Pakistani context which deals with the above mentioned topic. 

The gap in the research is creating a remarkable problem in the future planning of 

academic libraries which is basis of survival.  

The study of the URM and its practices are of utmost importance. Otherwise, the 

libraries are already under threat of decreasing and losing of users and other sources of 

information as alternate to libraries are developing day by day. The only solution to the 
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problem is to conduct a comprehensive study which may be helpful for Pakistani 

university libraries to look into future for their survival. This study would not only be an 

innovative addition in the existing body of knowledge but also indicate the future 

strategies to the library planners.  

This study focuses primarily existing condition of URM practices in university 

libraries and head/in-charge librarians’ perceptions about URM in the changing scenario 

of the present information era. It also aims to study the basis of URM activities which 

strongly encourage and intensify library-users bond. Adding to that, the study highlighted 

gap between the users and the library give recommendations to bridge the hole.  

1.4 Statement of the Problem 

Today, the world has dramatically transformed into a global village. Gaining and 

retaining of the current and potential users and making them satisfied and loyal is the 

utmost priority of every organization and university libraries in Pakistan has no exception 

(Bahader, 2014). To prevail over high challenge in the libraries, academic libraries need 

to build up solid relations with users to make them satisfied and loyal (Khan & Kamal, 

2015).  University libraries should focus continuously on building relationship with their 

users and get advantage over competitors (Xu et al., 2002).  With lacking of proper 

URM, libraries are less aware of the user service demand, user pleasure or displeasure 

and seem to be incapable to accomplish their expectations. Application of CRM in 

academic libraries will assist in developing a stronger and longer relationship with users 

and maximizing use of library services and resources (Keshava et al., 2015). 

The rapid growth of internet and information superhighway linked to information 

technology, different sources are available to library users to quench thirst of their 
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knowledge. Library users are more knowledgeable, informative and aware about 

information and its sources; and their expectations and information needs, desires, choice 

of various products and services are increasing day by day and users are more demanding 

today. Users are reluctant to make compromises on library resources, products and 

service quality. Libraries are losing and shrinking users regularly and their image is low 

and vague. Therefore, building mutual beneficial, collaborative, solid and everlasting 

bond with users seems to be the one of most practical ways to keep track of their 

changing expectations and appropriately influencing them.  

Today’s libraries need to focus regularly on user (customer) value perception, 

requirement and necessities to make possible user retention, satisfaction and loyalty 

which are the major outcomes of URM. Therefore, in order to overcome challenges and 

competition in libraries, building strong and customized one to one relationship with user 

and make them happy, satisfied and loyal is a demanding area faced by libraries these 

days. Despite URM being an important area of study and development, an acute gap in 

literature in Pakistani perspective exists. This research attempts to find out university 

head/in-charge librarians’ perceptions about URM significance, current status of URM 

practices, activities and mechanisms in the university libraries of Pakistan. It will be a 

pioneering comprehensive study on the topic in Pakistan. 

1.5 Research Objectives 

The study was designed to serve the following objectives: 

1. To examine the perceptions of university head/in-charge librarians about different 

aspects of User Relationship Management (URM) in Pakistan. 

2. To investigate the prevailing URM practices in university libraries of Pakistan. 
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3. To determine the status of prevailing URM activities in university libraries of 

Pakistan. 

4. To find out the differences in the URM perceptions based on the head/in-charge 

librarians’ personal and academic characteristics. 

5. To identify the differences in the URM practices based on the proposed 

categorization of university libraries of Pakistan.  

6. To determine the differences in the URM activities based on the proposed 

categorization of university libraries.  

1.6 Research Questions 

The following are the research questions that were supposed to be answered by 

this study: 

1. What are the perceptions of university head/in-charge librarians in Pakistan about 

different aspects of URM? 

2. What are the prevailing URM practices in university libraries of Pakistan? 

3. What is the status of existing URM activities in university libraries of Pakistan?  

1.7 Research Hypothesis 

Based on the study's objectives, the researcher came up with the following 

hypothesis: 

H1:   There is a significant difference in the URM perceptions based on Pakistani 

university head/in-charge librarians’ personal and academic characteristics. 

H2:  There is significant difference in the URM practices based on the proposed 

categorization of university libraries in Pakistan. 
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H3: There is significant difference in the URM activities based on the proposed 

categorization of university libraries in Pakistan. 

1.8 Rationale and Significance of the Study 

The main ingredient of success in the organizations is to make their users 

(customers) pleased, satisfied, and delighted, resulting in customer loyalty. It will be only 

possible through customer centric approach i.e. identification of users; recognizing and 

using their likes and dislikes; and creating strong one-to-one relationships with them 

(Tseng & Piller, 2011). Libraries need to acquire and retain the current users satisfied as 

well as attracting the potential users. If library cannot build up and maintain positive 

relationship with their users, it is difficult for them to survive in the age of information 

superhighway and competitive atmosphere and get competitive advantages over 

competitors (Papic & Primorac, 2014). The most important area for libraries, these days, 

is to make their clients satisfied and faithful. Libraries depend on long term friendship 

with their patrons as the user grows, usual use of libraries and its information resources 

also increases, so library goals and objectives are eventually achieved. 

Academic libraries facilitate university's curriculum, teaching and learning, and 

research activities. It is also an energetic collaborator in producing students, scholar and 

researchers who are knowledgeable and lifelong learners. Academic libraries need to 

make strong and long relationship with the teachers, scholars, students and staff and to 

stay effective, making them satisfied and motivated. It becomes very crucial for academic 

libraries because happy and satisfied users boost up library wealth and image. Pleased 

and loyal patrons also suggest library use to their loved ones, friends, colleagues and 
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class fellows through mouth referencing and that result into increasing user base (Sing & 

Khan, 2012). 

A critical review of libraries literature in Pakistan indicates that URM practices 

and its proper execution have been ignored in the libraries sector that also includes 

university libraries of Pakistan. The researcher developed his interest and found that the 

research study would be of much importance to be performed to discover head/in-charge 

librarians ’ perceptions and prevailing status of practices, mechanism, and tactics about 

user relationship management (URM). Results of this study are of great use for library 

sector. The finding of this study is also helpful in enhancing URM application in 

libraries. This research study is also beneficial for university libraries to make their users 

satisfied and loyal to come up to competition. It also serves as an essential source of 

information that illustrates their respective users' switching intentions. The study reduces 

the cost of the of different library technical and nontechnical services through effective 

and efficient URM system. This research is beneficial for library administrators and 

professionals alongside university administrators to better understand the needs, wants, 

demand, likes and dislikes of library users. 

1.9 Conceptual Frame Work 

A theoretical framework is a comprehensive set of rules, realities, and principles 

that the research is conducted around. The researcher is led to the conceptual framework 

by the theoretical framework. As a result, the conceptual framework is employed in order 

to arrive at a particular conclusion.  

In order to achieve the objectives of the study and to provide answer to the 

research questions, the study used survey research methodology. A quantitative approach, 
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non-experimental and co-relational research design with a survey questionnaire has been 

adopted.     

The researcher developed a conceptual model for the “User Relationship 

Management Practices in University Libraries of Pakistan” to understand the phenomena 

of the current problem.  

This model has seven independent variables that are “gender, age, professional 

experiences, academic qualification and level of URM awareness of the head/in-charge 

librarians, and type, category, and geographical locations of universities. While 

dependent variable is URM.  This model measures the URM perceptions, current status 

of URM practices and activities. It also reflect significance differences in URM 

perceptions based on personal characteristics of head/in-charge librarians and  URM 

practices, and URM activities based on  categorization of universities.  
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CONCEPTUAL FRAME WORK 
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 Figure 1.1: Conceptual Frame Work Model  

Gender 

 

 

Academic 
Qualification 

 

Age 

 

Experience 

 Level of 
Awareness 

 

 

User 
Relationship 
Management 

 

 

 

 

 

 

 

Type of 
University 

Geographical 
Locations of 
University 

Category of 
the University 

Gender 

 

 

Academic 
Qualification 

 

Age 

 

Experience 

 Level of 
Awareness 

 

 

U
R

M
 Perceptions 

U
R

M
 Practices 

U
R

M
 A

ctivities 



17 
 

1.10 Definitions of Terms 

Within the context of the proposed research, there are some concepts that must be 

identified. Here are the operational meanings of such concepts: 

Customer Relationship Management/User Relationship Management: 

“The strategic use of information, processes, technology, and people to manage 

the customer or user’s relationship with your organization across the whole customer life 

cycle in order to improve customer acquisition, customer loyalty, and customer 

portability (Kincaid, 2003)”. 

University Library: 

“A university library is a part of a university set-up. Therefore, it exists to serve 

the objectives of its parent organization. Every library programme must support 

university’s total programme. In other words, a university library should aim to advance 

the functions of its university. It should reflect the character of the school (Kumar& 

Sharma, 2010)”. 

University Librarian: 

“A librarian who works in university library in a position that requires at least first 

class master degree in Information Management/Library and Information Science”. 

Head Librarian: 

 “A librarian, in-charge of a university library” 

1.11 Limitations and Delimitations  

The concept of URM is very recent in Pakistan and the URM activities in 

university libraries are not very general. Therefore, information regarding URM provided 

by university head/in-charge librarians can be restricted. To some degree this restriction 
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is reduced by selecting only the head/in-charge librarians. In fact, respondents might even 

be likely to overestimate their URM practices and activities. In addition, the respondents 

might also be likely to overstate their URM practices due to the ethical obligation to 

pursue activities aggressively. The research is limited to the opinions of the head/in-

charge librarians of public and private sector universities in Pakistan. The research will 

not reflect the perspectives of other stakeholders such as the management, faculty, and 

library users. 

1.12 Organization of the Study  

This study is structured into five chapters. References and appendices are 

provided at the end.  The first chapter describes the report and covers background and 

theoretical framework, the problem statement, research goals and objectives, research 

questions, rationale and significance, limitations and delimitations of this report.  

The second chapter discusses the literature relevance to the current status, 

theories, models, programs and application of URM. The analysis also reveals the gap 

this study seeks to fill in the past literature. 

The third chapter describes research design, methodology, instrument creation, 

target population, data collection and analysis techniques applied in this report.  

The fourth chapter addresses the analysis of data obtained from population 

through structure questionnaire cross-sectional survey method. In addition, it also 

identifies the findings of the research obtained and analyses the relevance of the study 

through a review of findings on URM perceptions and practices in existing literature.  

Chapter five offers a brief description, conclusions and recommendations for 
future research. 
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Chapter 02 

LITERATURE REVIEW  

The purpose of this study is not simply to make the reader aware of CRM 

techniques and technologies in customer relationships. The more optimistic aim of this 

study is to help readers understand how important and essential customer relationship 

management is in running every successful organization. Thus, the most important asset 

of an organization is that of its customers, and given the new and evolving technological 

capabilities for identifying, evaluating and maintaining the relationship with each of those 

customers in order to succeed, an organization must concentrate on actively increasing 

the value of the customer base (Peppers & Rogers, 2004). Therefore, only by maximizing 

awareness of customer expectations, desires and behaviour, which includes establishing a 

constant conversation with consumers and utilizing the information and insight obtained 

at each customer touching point can the competitive advantage for any organization be 

achieved (Payne, 2012). It is worth noting that developing the right relationship with 

customers is not the marketing department's temporary task, rather it is an ongoing 

process that allowed the entire organization to be active. That refers to non-profit and for-

profit, large or small, public or private types of organizations (Peppers & Rogers, 2004). 

The situation can be tougher when thinking of implementing the CRM concepts in 

academic institutions, while the education sector has unique goals and faces growing 

client service issues. Added to this the fact that the education sector organizations can not 

choose the people they serve, they are oblique in order to serve all the customers banging 

their doors. The process of segmentation and targeting which considers essential 

ingredients for the marketing strategy of business sector firms is not accurate. This study 
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will assess the implementation of the CRM concepts in the academic institution libraries 

in Pakistan. Linking the working area of university libraries, the main objectives of this 

study are, head/in-charge librarians ’ perceptions about URM important, status of 

prevailing practices of CRM, and activities to strengthen relationship between users and 

libraries in order to achieve customer acquisition, satisfaction, retention, brand image, 

and decreasing customer's departure. The following sections have been created to 

ascertain the concepts and development on the selected topic reviewing relevant literature 

on this subject. 

2.1 Introduction to Customer Relationship Management (CRM) 

In the mid-1990s the word "Customer Relationship Management" emerged in the 

salesperson culture of information technology (IT) and the practitioner community. It's 

often used to identify customer solutions based on technology, such as Sales Force 

Automation (SFA). The terms ' relationship marketing' and CRM are often used 

interchangeably within the academic community. CRM is more widely used as a 

technology solution, however, and has been described as "information-enabled 

relationships marketing". Many academic researchers and practitioners have tackled 

customer relationship management in the field of marketing and information systems. 

CRM is a novel concept still; its promising future is receiving growing attention. 

Researchers are not unified in CRM recognition but for the explanation the difficulties in 

deciding on one meaning for CRM because CRM means different things to different 

people depending on their academic background and their perception of CRM. The new 

technologies allow large businesses to become more customer-oriented, because they 

have better access to their customers' data. CRM is becoming more important as the 
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markets are made more competitive by globalization. The modern CRM advances, 

however, based on this technology, is not just software that promises growth in sales and 

profits when implemented. Instead, CRM is a holistic approach, offering perfect 

assimilation to any market area that affects the customer. It's a customer-focused business 

philosophy backed by people, business processes, and technology. CRM consists of three 

single words, representing one concept:- 

2.1.1 Customer 

A customer is a person purchasing goods or services from a store or business 

(Oxford English Dictionary, 2009). One who buys a product or service is called a 

customer. Any user who uses the information centre (library) sources, products and 

services, does not need an authorized borrower. Buy and leave customers, so it can be 

easy to say that since the company can sell its product or offer its services, it is a good 

organization. Actually, it's not that easy to say because almost all businesses rely on 

regular clients purchased so if customers don't return what happens then? Hence, 

businesses need to recognize all of their customers ' touch points. The majority of 

customers choose those organizations which offer the best services through their touch 

points (Dyche & O'Brien, 2002). The globe is evolving rapidly and power is moving 

from seller to buyer, so that customer awareness is the key factor in any business's future. 

It is critical and important for customers to understand what they think of the goods, 

services and organization brand, companies providing these products and services 

(Gebauer & Kowalkowski, 2012). Therefore, if clients have a good experience with any 

organization through its different touch points, they have not only used more of the 

organization's products and services, but also become volunteers for promotion (Tseng, 
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2016). Therefore the contact points of consumers with your organization are the most 

important areas where organizations need to concentrate more. Moreover, most 

companies do not have full customer information; hence these organizations lose the 

most important competitive advantage over their rivals. Bagram (2010), stated that 

university/degree awarding institutes libraries have therefore begun to develop and 

improve their relationships with their users to obtain detailed information about users. 

2.1.2 Relationship 

Defining relationships is a hard job and often avoids defining relationships at the 

academic and realistic levels (Bagozzi, 1995). In operational terms, a number of episodes 

consist of the partnership and the purchase of a service two times represents a minimum 

requirement of collaboration (Hellier et al., 2003). Similarly there is a relationship when 

a series of customer-organization interactions occur (Gummesson, 2011). Relationships 

play a vital role in the everyday and professional lives of humans, e.g. choosing 

occupations, engaging in work etc. Bagram, (2010), stated that in general, people make 

major life decisions based on their relationships with organizations and individuals. 1) It 

shows clearly on the basis of the above parameters that there is dedication on both sides, 

both on the organization side and on the side of its customers. 2) Organization 

accommodates consumers in the best possible way. 3) Trust between the consumer and 

the company exists on both sides. 4) Customer- and organizational groups value each 

other.5) Customers and organization have love. 6) Meaningful contact occurs between 

the organization and clients, such as verbal and non-verbal communication. 7) The 

organization prioritizes its customers and tries with organization to take care of the 

different interests on its customers. 8) Organization tries to support their clients and if a 
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client has a strong relationship with their organization, they endorse their organization as 

well as the mouth relationship etc. Lastly, organization aims to help its clients meet their 

long-term goals. 

2.1.3 Management 

Organization seeks to expand their customer bases and concentrate on keeping 

and raising their best buyers. Considering that the cost of retaining customers is 

considerably lower than that of attracting new ones, it is critical for customer 

management and customer relations (Kim et al., 2016). Therefore, it is an opportunity for 

organization to actively track the relationship to create trust with its customers. 

Management offers an internal forum for promoting the relationship's organizational 

manifestation. 

2.2 Definitions of Customer Relationship Management (CRM) 

In these days, customer relationship management is the buzzword for businesses. 

CRM provides quick and cost-effective customer services, greater customer loyalty, and 

increased customer retention in the end. All of this is done in the expectation of 

additional profits and sales. According to the priorities of the organization, it is possible 

to accomplish them by recognizing and fulfilling the needs and wishes of the customers. 

CRM is a system which identifies targets, acquires and retains customers ' best results. It 

incorporates all sub-systems, among other items, to keep a database of customer 

interactions, purchase, and technical support. This database assist the firm recognize 

customer needs to improve the partnership efficiency (Rababah et al., 2011). 

CRM is a technique for interacting with customer relations from business 

perspectives. The strategy addresses how customer relationships can be developed and 
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enhanced from a profitability perspective, based on individual customer needs and 

potential. The fundamental of CRM is that all marketing and management practices 

should be focused on creating mutually beneficial collaboration relationships with 

customers and other partners in order to be successful and profitable (Gengeswari et al., 

2013). 

CRM is the incorporation of customer emphasis in marketing, sales, logistics, and 

accounting, i.e. in all aspects of the process and management of the organization. CRM 

are the practices that an organization carries out to find, attract, obtain, grow and 

maintain ever more loyal and valuable customers by providing the right products or 

services to the right customer at the right time at the right way and at right cost (Dhman, 

2011). 

• Berry and Linoff (2011), point out that CRM is a management strategy to 

generate profits by concentrating on the share of wealth of costumers, rather than 

on market share.  

• Blattberg (2003), indicates that CRM is a business strategy that aims to reduce 

prices, increase business productivity by maintaining loyal customers and 

demonstrate the lifetime value of a customer (CLV). 

• Kalakota and Robinson (2000); Bull (2003); Chen and Popovich (2003), claimed 

that CRM is the approach of profit making by integrating business process with 

technology, knowing customers, and controlling and sustaining their 

relationships. 
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• According to Swift (2001), CRM is an innovative way for the identification and 

influencing of customer behaviour through constructive communication to 

optimize customer acquisition, loyalty, and productivity. 

• According to Peppers et al., (1999), CRM can be seen as a one-to- one 

communication and relationship management program, relating to a single and 

key customer depending on what the customer says and what else is learned about 

that client. 

• DaSilva and Rahimi (2007), propose that any CRM program aims to function 

effectively by integrating the fields of marketing and information technology in a 

collaborative effort to reach the consumer market and attracting prospective 

customers.  

• According to Kotler (2001), CRM is the mechanism that tackles all aspects of 

customer commitment, developing customer awareness, establishing customer 

relationships and increasing their understanding of the organization and its 

products and services. 

• Greenberg (2002), said CRM is a wide-ranging organization mentality, strategy, 

and collection of business processes and strategies aimed at attracting, 

maintaining, and supporting customers. CRM requires the organization meeting 

the marketing, advertising and customer service business process. 

• According to Buttle (2001), CRM is a systematic method and mechanism of 

recruiting, maintaining and working with selected clients to create competitive 

value for the company and the customer. CRM is about developing and 
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maintaining long-term, mutually beneficial relationships with consumers of 

strategically important clients. 

• Morrel and Philonenko (2001), said CRM is not merely a technology solution. It 

is a strategy that continually shifts and requires a change in mindset away from 

the conventional business model of internal concentration. CRM is a business's 

approach to its customers, enabled by significant investment in resources, people, 

technology and business processes. 

• According to Jamal and Naser (2002), CRM will offer transparency, integrity, 

exchange of information, flexibility and sensitivity to complaints from customers, 

which will all add up to more satisfied and loyal customers. 

• According to Bahader (2014), CRM is not just about contact centre solutions, 

mail, web pages or automation of sales staff, but CRM is an organizational 

operation that emphasizes the creation, management and enhancement of 

productive relationships with users and partners. It is the mutually beneficial 

business strategy for recognizing and influencing user behavior, desires and 

preferences through a sequence of significant interactions to enhance user 

acquisition, user satisfaction, user loyalty and control user departure.  

From the above mentioned definitions it is concluded that customer relationship 

management (CRM) is a mix of methods, techniques and technology used by 

organizations to monitor and evaluate customer interactions and data throughout the 

client lifecycle, with the goal of strengthening customer service relationships and 

assisting in customer retention and increasing sales growth. CRM programmes gather 

customer information through various channels, including business-to-company contact 
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points, including the website of the organization, email, live chat, direct mail, marketing 

materials and social media. CRM systems can also provide comprehensive personal 

information about customers, purchase history, buying habits and complaints to 

customer-facing employees. CRM is an automated information system used in an 

organization to organize, arrange and track pre-sales and post-sales operations. CRM 

covers all aspects of opportunities and customers trading, including call centre, sales 

force, communications, technical support and field service. CRM's primary objective is to 

maximize long-term growth and productivity through better understanding consumer 

behaviour. CRM aims to provide more effective feedback and better integration in these 

areas in order to better gage the return on investment (ROI). In a nutshell customer 

relationship management is an approach to managing a relationship between a business 

and actual and future clients. It uses data mining on the experience of consumers with a 

firm to strengthen business relationships with customers, focusing specifically on 

customer satisfaction, faith, loyalty, retention and ultimately increasing sales growth and 

profits. 

2.3 The Origins of CRM 

Customers have always been a major concern of companies around the world. 

From a marketing perspective, consumers are viewed as the core of the operations of an 

organization. This significance was reflected in the growing need for business 

organizations to incorporate customer information and awareness to create close 

corporate and partnerships with their customers (Parvatiyar & Sheth, 2002). CRM aims to 

increase the importance of the consumer interest of an entity by turning the actions of the 

company into a consumer-based approach (Al-Alawi, 2004; Singh & Sahin, 2015). 
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Searching through the history of CRM, it is found to have developed from the market of 

Sales Force Automation (SFA), which was born from contact management (Almotairi, 

2010), which was brought forward in the 1980's. The main purpose of contact 

management was to provide salespersons a place to store such details, such as their 

customers ' addresses and contact numbers. Jackson (1985), put forward a concept for the 

"Relationship Management." It helps people take a fresh step for marketing theory 

research. "Contact Management" evolved into "Customer Care" in the early 1990's, 

which includes Call Centre and Data Analysis Support. Gartner Group initially put the 

"Customer Relationship Management" into a marketing concept until 1999, and then the 

CRM became a complete set of management theory system (Zhang, 2011). Plakoyiannaki 

and Tzokas (2002), stated that practitioners and researchers suggest a customer 

relationship that led to the emergence of CRM. 

2.3.1 Rising of Relationship Marketing (RM) 

The R stands for relationship in CRM. A Relation is composed over time of a 

series of episodes among two parties. The growth of relationship marketing since the 

1990' has been one of the most important marketing trends (Chattananon et al., 2008).  

RM originated in the 1980s as a famous new paradigm, partially because of a change 

from customer acquisition to customer retention (Chakravorti, 2006). Relationship 

marketing recommends giving more attention to long-term revenue success and other 

advantages or client satisfaction (Heffernan et al., 2008). While, Relationship marketing 

has been heralded as a successful tool to retain, sustain and improve costumer 

partnerships (Palmatier, 2008). Thus transactional marketing aims to enable the sale and 

attract potential clients (Osman et al., 2009), or is for attracting consumers, rather than 
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keeping them (Ward & Dagger, 2007). Relationship marketing described by Zinkhan 

(2002) a strategy to create, sustain and strengthen long- term customer and other 

stakeholder’s alliances. On the other side, Copulinsky and Wolf (1990), characterize 

relationship marketing from a different viewpoint with focus on the position of IT as a' 

method where the key tasks are to build a database of current and prospective customers, 

to target these customers utilizing distinct and customer-specific knowledge regarding 

them, and to determine the life-time value of each particular customer and the expenses 

on building and maintaining relationship with them.  Referring to the abovementioned 

concepts, RM may also be named' one-to-one marketing, which transfers the emphasis on 

transactions to relation or from sales on relationships with actual clients. The costumers 

of the 20th century want to be individually remembered by being aware of and acting on 

their likes and desires. To incorporate the concept of relationship marketing in practices, 

organization must recognize customers with whom they want to develop and sustain a 

partnership, differentiate each consumer from his particular interests and desires, 

communicate with them so that they can enhance the understanding of their clients and 

eventually improve the customization of each customer's goods and services. CRM is an 

automated information system used in an enterprise to organize, schedule and monitor the 

activities of pre-sales and post-sales. All facets of dealing with prospects and clients, 

including the call centre, sales force, marketing, technical support and field service, are 

covered by CRM. Primary objectives of CRM are to boost long-term growth and 

profitability through a deeper understanding of the behaviour of customers. In order to 

better measure the return on investment (ROI) in these fields, CRM aims to provide more 

accurate input and better integration (Buttle & Maklan, 2019). 
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2.4 Types of CRM 

Several scholars have given varying opinions on which categories are better used 

for CRM. Reynolds (2002), for instance, introduced three separate forms of CRM in her 

book, i.e. operational, analytical, and collaborative CRM. Minna and Aino, (2005,) also 

describe and presented these three types of CRM in his work. Similarly, Dyche '(2002, 

p.13), stressed operational and analytical CRM further in his research. Buttle (2004, p.4) 

introduced strategic CRM as a fourth form of CRM in his book most recently, though. 

The latest fifth form of CRM, “Showroom CRM”, is highlighted by (Al-Homeryet al., 

2019), in addition of strategic CRM, Organizational CRM, Analytical CRM and 

Collaborative CRM other types of CRM. Showroom CRM is a holistic business system 

that includes the structure of the other forms of CRM. Simply speaking, almost all kinds 

of CRM are relevant as they both shared aim of effectively implementing of CRM within 

the organizations. 

2.4.1 Strategic CRM (customer- centric approach) 

Buttle (2004, p.3), described strategic CRM as a top-down approach that sees 

CRM as a central customer-centric market strategy aimed at attracting and retaining 

productive customers.  Plakoyiannaki and Tzokas (2002), clarified that it represents a 

long-term goal of trying to build and provide value to customers as CRM serves as a 

basic business strategy. Lin and Su (2003) stated that Strategic CRM provides the ability 

to utilize market awareness and generate value for clients, which eventually lets 

companies identify which fulfill the demands of current and prospective stakeholders. 

Payne and Frow (2005), indicated that, in Strategic CRM, an essential purpose is to 

match the wider market approach with customer approach. They recommend that an 
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analysis of market strategy challenges such as organizational vision and marketplace and 

profiles of rivals will help a company build a Strategic CRM that is coherent vis-a-visits 

its own sense. Customer management is for the convergence of consumer groups with 

relationship management approaches and customer portfolio research management 

practice (Turnbull & Zolkiewski, 1997). The seven key relationship approaches for 

established segments: beginning a relationship, re-relationship, improving the 

relationship, maintaining the relationship, refining the relationship, wins the relationship 

and finishing the relationship (Buttle, 2004). Organizations commonly aim to create 

products that they consider can more easily or reliably fulfil clients’ expectations and 

desires than competitive services. The benefit the company earns in the profit 

development cycle is return on investments. Customer Lifetime Value (CLV) is a 

criterion that can be used to calculate potential benefit for the customer over a given 

period of the transaction. 

2.4.2 Operational CRM (business systems and processes enabling CRM) 

Buttle (2004), described operational CRM as a CRM insight which works on 

major automation programmes within the sales, marketing and service functions of the 

front office. Operational CRM automates organizational procedures by pinning 

advertising, communications, and support roles on a regular basis through a variety of 

customer points of contact and networks. Sales force automation introduces technology to 

the control of business operations to increase selling efficiency by enhancing the 

efficiency and consistency of the knowledge flow and enhance internal collaboration 

between the sales force and administration (Speier & Venkatesh, 2002; Harrigan et al., 

2008). Tan et al. (2002), states that marketing automation uses marketing process 
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technologies to support businesses optimize their marketing systems. Likewise, business 

automation allows companies to optimize their business activities, mostly with the goal 

of increasing user loyalty by speeding up request and input procedures through multiple 

channels of interaction. Operational CRM's ultimate goal is to enhance the reliability and 

efficacy of customer service systems, personalize user relationships, strengthen 

organizational responsiveness to customer demands (Xu & Walton, 2005), and increase 

the frequency and accuracy of knowledge flows inside the enterprise and between the 

company and its external employees and partners. Payne and Frow (2005), figure out that 

channel alignment is a major incentive for certain adoption of the Operational CRM 

framework. The method of multi-channel incorporation aims to maintain continuity and 

good quality in the user experience through interaction and transaction networks. Chan 

(2005), clarified that the operational CRM data consists of interpersonal data from front-

line client touch points, such as purchases, surveys, client requests and other consumer 

communications. Xu and Walton (2005) indicated that organizational CRM data often 

occurs in contact centres and is generated from the practices of contact management. 

Fayerman (2002) concluded that data from back office activities, such as human 

resources and accounting, could be required to work efficiently in operational CRM. 

2.4.3 Analytical CRM (knowing your customers) 

Buttle (2004), described analytical CRM as a bottom-up perspective that focuses 

on smart customer data mining for strategic or tactical purposes. Payne and Frow (2005), 

propose that analytical CRM applies to the knowledge management processes that 

circulate around customer experience, selection, processing, and review of customer 

details. Knoxet al. (2003), clarified that this knowledge processing mechanism assists the 
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policy formulation phase by supplying details on the business dynamics that can be 

utilized to improve client strategies, as well as aiding in the demand creation process, 

assessing client lifetime value and creating innovative products and services. Analytical 

CRM utilizes technologies to capture, archive, coordinate, view, transmit and take 

advantage of customer information. Customer details will be evaluated in order to 

establish customer accounts and incentives that will be provided to the touch points and 

networks for successful operating CRM implementations (Payne, 2006). Iriana and Buttle 

(2007) and Herschel (2002), described many applications of analytical CRM including 

stakeholders’ segmentation analysis, consumer competitiveness analysis, "what if" 

analysis, real-time tracking and triggering of incidents, campaign management, and 

personalization. Doyle (2002), proposed other computational methods, such as study of 

user perceptions and behaviour, modelling to forecast client behaviour, customer 

relations management, customized customer relations, responsive management and 

convergence to assess the optimal mix of consumers, goods and modes of 

communication. Gebert et al. (2003), concludes that data warehousing and data mining 

tools are common application technologies of analytical CRM. Analytical CRM 

programs will raise sales in several areas, such as by cross-sell and up-sell promotions, 

forecasting which customers are more likely to purchase, finding high-value buyers, 

improving brand recognition and increasing user, satisfaction, faith and promotion. Core 

success factors for the adoption of the Analytical CRM program were described as 

management control through the exchange of customer knowledge (Xu & Walton, 2005) 

and good coordination between marketing and customer care and services (Herschel, 

2002). The absence of an organized customer perspective, inadequate customer 
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knowledge, failure to respond promptly on customer information (SAS, 2002), and lack 

of understanding of the potential value of Analytical CRM (Xu & Walton, 2005) have 

been described as factors for failure to successfully incorporate Analytical CRM 

programs. 

2.4.3 Collaborative CRM (communication and collaboration with customers) 

Collaborative CRM is somewhat distinct from other forms. It's designed to 

promote collaboration through the employees as well as with key partners such as 

vendors and distributors (Payne, 2009). Collaborative CRM is the concept used to define 

the technical and organizational collaboration of typically independent organization in the 

supply chain in order to recognize, maintain, keep and grow clients more profitably 

(Kracklauer et al., 2004). In Collaborative CRM, organizations different divisions, such 

as: advertising, technical assistance, and promotions, etc., exchange all knowledge they 

obtain from communications with their customers. For example, clients input and 

suggestion during a technical assistance session, might inform communications personnel 

of goods and services that could be of concern to the consumer. The aim of this 

partnership is to increase customer service efficiency with a view to growing client 

retention, faith and loyalty (Search CRM, 2007). Minna and Aino (2005) and Adebanjo 

(2003), clarified that to create online communities, establish business-to-business 

costumer exchanges and personalize services; a collaborative CRM framework is mainly 

used. Collaborative CRM improves customer services & communication. Some 

customers prefer email contact, others like social media, over - the-phone, face-to-face or 

physical latter contact. You can integrate data from all of your contact networks with 

unified CRM, and link your call centre activities to your other operations, creating 
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communications that exceed any particular department or team role. Collaborative CRM 

lets you form a client's detailed profile and their best practice preferences. You will meet 

them via the network they want, empowered with up-to-date information, a sure-fire way 

to keep customer satisfaction and turnover down. Getting knowledge around client 

engagement in one location makes the organization wiser. Team leaders should be able to 

view each case file in real time. There is a decrease in the need for face-to-face sessions, 

and mistakes and layoffs are phased out, thereby reducing services costs too.  

2.5 CRM Models 

Establishing a CRM program is a dynamic operation. Many versions of the 

development (implementation) of the CRM management models and their composition 

are discussed bellow as suggested by various authors.  

• Dwyer, Schurr, & Oh (1987), Evans & Laskin (1994), Wilson (1995), Reichheld 

(1996), Future Lab Business Consultancy (2003), Curry and Kkolou (2004), 

Lindgreen (2004), Atos Origin Group (2007)  begins CRM model from the 

planning level, i.e. evaluating the situation at an organization, defining policy, 

direction, priorities and objectives.  

• Evans and Laskin (1994); Wilson (1995); Parvatiyar and  Sheth, (2001), created 

CRM models that include four phases of the process, consisting of four 

subsystems  such as (1) Customer-relationship creation process (2) Relationship 

administration and administration process (3) Relative assessment process of 

operation (4) Evaluation or enhancement process of CRM. 
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• Reichheld (1996), CRM model. The following seven elements are included in this 

model:  (1) Policy (2) Procedures (3) Expertise (4) Community (5) Organization 

(6) Methods of measurement and (7) IT. 

• Oligvy One/Qci (2001), CRM development model structure consist eight basic 

elements such as (1) Study, assessment of the current situation (2) Project 

planning (3) Technologies (4) Employees and organization (5) Processes (6) 

Customers' management (7) Measurement of performance and (8) Experience of 

customers. 

• Winer (2001), CRM process is divided into the following elements in respect to 

marketing: (1) Developing customers database (2) Database review (3) Review 

and decisions for customer selection (segmentation) (4) preference of customers' 

(5) Establishing relations with selected customers (6) Results and (7) 

Measurement of progress in the CRM programme. 

• Gartner, Inc., (2001), The Gartner’s competency model consist eight building 

blocks of CRM (1) CRM Vision (leadership, place in the business, proportion of 

value) (2) CRM technique (objectives, divisions, successful interaction) (3) 

Respected- Customer experience (requirements for comprehension, requirements 

for tracking, satisfaction vs. competition, acting on feedback, customer 

interaction) (4) Organizational collaboration (culture and structure, knowledge of 

consumers, abilities and skills of employees, benefits and rewards, internal 

coordination, partners and suppliers) (5) CRM processes (customer life cycle, 

management of knowledge) (6) Details about CRM (data analysis, market studies) 
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(7) CRM Technology (application, design IT infrastructure ) and  (8) CRM 

Metrics (value, retention, satisfaction, loyalty, price to serve).  

• Plakoyiannaki and Tzokas(2002), model with eight CRM key components such as 

(1) Establishing a corporate culture conducive to customer focus, learning and 

creativity (2) Making customer satisfaction a core component of the planning 

process and business strategy (3) Collecting and transforming consumer 

information to help make strategic and operational decisions (4) Appreciating, 

defining and fostering the development, dissemination and use of information 

within the organization (5) Developing clear market categories and portfolios of 

consumers (6) Defining, designing and producing the plan for value (7) As part of 

the value proposition, using campaign and channel management and  (8) At each 

point of the process, evaluating performance to navigate decision making.  

• Institute of Direct Marketing (2002), presented following elements for 

implementation of CRM for example (1) Investment (to invest subject to the 

benefit of the customer) (2) communication (to enhance the relationship between 

stakeholders of all kinds) (3) Reputation (To be an ethical and trustworthy 

partner) (4) Suitability (to serve each customer in the community appropriately) 

(5) Value (first, to produce a service or an item's long-term value, and later, 

tactical value) (6) Contacts (Relationship management for all possible contacts) 

(7) Imagination (to consider and to shape the imagination of the client) (8) 

Cognition (to assess a customer and to know him) (9) Technology (to know and to 

apply technology perfectly) and  (10) Intermediation (Answer to a customer, staff 

or organization).  
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• Chen and Popovich (2003), CRM implementation model consists of Technology, 

Processes and People.  

• Croteau  and Li (2003), addressed important CRM model success factors for 

example (1) Perceived operational and strategic advantages (the more executives 

understand and accept the relative advantage of a particular technology, the 

greater the chances of effective implementation) (2) Top management support 

(the higher the buy-in, the more probable the initiative 's success) (3) 

Organizational readiness (requires a considerable amount of financial help, 

advanced IT and technical skills) (4) Knowledge management capabilities (the 

capacity of the company to collect, manage and distribute authenticated customer 

information , products and services in real time) and  (5) Effect of CRM (the 

actual benefits earned by organizations through the CRM initiative).  

• Future Lab Business Consulting (2003) the hexagonal star model is provided 

composed of (1) Policy (2) Procedures (3) Structure (4) Manpower (5) 

Technology (6) Operation and (7) Management.  

• Buttle (2004), considered three key perspectives on the CRM model (1) Strategic 

(CRM top-down view that recognizes CRM as a key customer-centric market 

strategy that seeks to attract and maintain profitable customers) (2) Operational 

(CRM perspective based on large automation initiatives such as operation 

automation, sales force automation or marketing automation) (3) Analytical 

(CRM bottom-up perspective based on smart mining of consumer data for 

strategic or tactical purposes).  



39 
 

• Johnson (2004), include factors for the development of a CRM strategy such as 

(1) Each customer is a specific personality, so it is important to evaluate his / her 

needs and characteristics (2) Modelling of current and future segments of 

operation (3) Creation of discounts and acts for the most valuable customers with 

a view to paying attention and providing discounts (4) Reform of the 

technological activity of a business to ensure better collaboration between a 

company and its customers.  

• Sinet al. (2004), model presented four basic elements of CRM (1) Focus on a 

main customer (2) CRM structure and organization (3) Knowledge / data 

management (4) Technology-based CRM.  

• Peppers and Rogers (2004), CRM IDIC model consist (1) Identify (identify your 

clients as individuals-and make them believe that you know them) (2) 

Differentiate (differentiate the clients from the company by their importance to 

the organization and by their needs) (3) Interact (interact with clients in 

accordance with their beliefs and needs) (4) Customize (customise the goods and 

services according to the needs of customers). 

• Payne and Frow (2005), model covered five primary cross-functional processes 

defined by CRM procedures. (1) A method of strategy formulation (needs a dual 

emphasis on the corporate strategy of the company and its customer strategy) (2) 

A process of value creation (transforms the outputs of the development process of 

strategy into programmes that both generate and produce value. The three main 

elements of the process of value development are (a) determining what benefit the 

company should offer to its customers (b) determining the value that the company 
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will obtain from its clients (c) maximizing the lifetime value of segments of 

suitable customers. (3) A multi-channel method of integration (takes the company 

plan and value development process outputs and converts them into consumer 

value-adding activities) (4) A method of knowledge management (related to the 

storage, storage and use of customer data and information from all customer 

contact points to produce customer insight and marketing responses). (5) A 

process of performance appraisal (covers the critical task of ensuring that the 

strategic goals of the company in terms of CRM are implemented to an adequate 

and reasonable standard and that a foundation for future progress is established). 

• Kuprys (2005), considered that four measures will be taken to improve and 

reinforce the relationship with customers: (1) Identification of individual 

characteristics, customer desires (2) Modeling of actual and future purchases (3) 

Development of strategic objectives and goals beginning with projects that is 

most profitable (4) It is important to reorganize the operation of the organization 

in order to establish stronger ties between the organization and a client.  

• Atos (2007), CRM cycle process consists (1) Phase of planning (strategies, goals, 

target setting) (2) Communication process with clients (3) Information collecting 

process and (4) Review of information obtained. 

Summarizing views of multiple scholars, the Gartner Competency CRM model 

shows that in order to be effective, businesses require competencies in eight core areas of 

the CRM program. The CRM mission, CRM philosophy, continuously respected 

customer experience, organizational collaboration, CRM systems, CRM knowledge, 
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CRM technologies and CRM measurements are eight core competencies as describe 

below in details:  

1. CRM Vision: Productive organizations demonstrate inspiring leadership, create a 

market place over rivals with established requirement-based value propositions, 

personify the brand and communicated 

2. CRM Strategy: A good organization would realize how to transform the target 

market into an opportunity by delivering a customer value proposition. It will 

include goals, categories and clients, and determine how services are to be utilized 

in interactions. 

3. Consistent Valued Customer Experience: This requires ensuring that the ideas 

provide value for the customer and the company, maintain the optimal market 

place and are reliably implemented through channels. 

4. Organizational Collaboration: This means changing attitudes, structures, and 

practices to insure that staff, stakeholders, and vendors are collaborating together 

to fulfill the commitment. A sound change management approach is crucial to 

maintaining end user adoption of emerging practices and technology enabling. 

This means changing attitudes, structures, and practices to insure that staff, 

stakeholders, and vendors are collaborating together to fulfill the commitment. A 

sound change management approach is crucial to maintaining end user adoption 

of emerging practices and technology enabling. 

5. CRM Processes: This area involves the management of the customer life cycle 

and the analysis, planning and knowledge management processes. 
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6. CRM Information: Quality data is collected and used to support business 

processes in making decisions. 

7. CRM Technology: Successful businesses leverage data and information 

management, customer-facing applications, and support CRM-enabled IT 

infrastructure and architecture. The antiquated infrastructure and inefficient 

procedures find it difficult to meet customer needs. 

8. CRM Metrics: It is necessary to monitor performance and failure of both internal 

and external CRM initiatives. Businesses must gradually begin to recognize the 

core aspects in their product proposition and service quality that actually 

influence customer loyalty as the customer sees it. At the same time, they can 

identify areas where they deliver on customer requirements and can thus save 

costs without effecting satisfaction and loyalty. 

The study used by Yim et al. (2004) and Sine et al., (2005), model because these 

two main studies were conducted to define key components of behaviour and attitude that 

underpin effective implementation of CRM in response to the operational issues of CRM. 

Prior to that, no systematic attempt was made to classify the behavioural dimensions on 

which CRM can be assumed to exist. These two studies were conducted respectively by 

Yim et al. (2004) and Sin et al. (2005), and both studies benefited from the notion put 

forward by (Crosby & Johnson, 2001; Fox & Stead, 2001; Ryals & Knox, 2001; Day, 

2003; Kotler & Armstrong, 2004). The successful implementation of CRM requires four 

key areas: strategy, people, technology and processes, and that superior customer-related 

capability can only emerge when all of these four work together (Yim et al., 2004; Sin et 

al., 2005). As a consequence, both Yim et al. (2004) and Sin et al. (2005), found CRM to 
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be a multidimensional concept composed of four key relational dimensions: Customer 

Focus (CF), CRM organization (CRMO)/organization through CRM, Knowledge 

Management (KM), and CRM related IT infrastructure. The conceptualization of CRM as 

a system consisting of these four elements is consistent with Kincaid (2003, p. 41) view 

of CRM as "the strategic use of information, processes, technology, and people to 

manage the customer relationship with your company (marketing, sales, services, and 

support) over the entire customer life cycle." It is also captured as "based on the premise 

of integrating people , processes and technology infrastructure throughout the value chain 

to better understand and deliver customer value and organization as well" in analysis of 

CRM (Kim et al. 2004). 

Sin et al. (2005), model proposes four aspect groupings: (1) user (customer) 

characteristics, (2) knowledge / data processing (customer information), (3) CRM 

framework (organizational architecture, organizational responsibilities, origins, human 

resources, etc.) and (4) IT infrastructure are CRM substantiation. This model is useful for 

this study because Pakistan is a developing country and URM perceptions, 

implementation and practices especially in libraries are in the preliminary stage. 

Therefore, with the help of this model researcher tried to pin point the current scenario of 

URM in academic libraries because Sin et al. (2005), scale of CRM performance is 

accurate, reliable, and generalizable in services industries. 
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Figure 2.1: Four elements of CRM Model (Sine, Tse, & Yim, 2005) 

2.6 Significance of URM 

URM understanding is essential for head/in-charge librarians to recognize the 

importance of URM skills to prepare themselves for imparting URM tactics and 

programmes in their libraries. Many studies have been conducted around the world on the 

significant of CRM in different organizations. In general, these studies found that CRM 

strategies are important for their organization survival and supported development of 

CRM practices. According to Swift (2001), organization will obtain a lot of benefits from 

implementing CRM. He notes that the advantages are popular in all of the fields’ such as 

low cost of hiring customers, there is no need to gain too many clients to ensure a high 

turnover, Sales prices lowered, greater productivity for customers, and increased 

retention and customer loyalty. Richards and Jones (2008) established a quantitative 

model for CRM value drivers and defined seven key benefits (1) increased capacity to 

reach successful customers (2) optimized channel offers (3) increased quality and 

effectiveness of the selling force (4) individualized marketing messages (5) personalized 

products and services (6) improved efficiency and effectiveness of customer service and 
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(7) improved pricing.  Adhikari and Balaram(2010), recommended that with the correct 

implementation of CRM in organization, we are able to incorporate and simplify several 

processes in customer services in distribution, communications and other functions that 

communicate with an organization. Because CRM systems use the information system, it 

will allow companies to re-orient themselves as a top market strategy through customer-

focused services.  

The results of study conducted in Thailand hospitals indicate that CRM's four 

dimensions i.e. doctor concern, staff concerned, convenience of the care process, and 

facilities  have a huge effect on organization image, brand identity, client satisfaction and 

customer loyalty (Laohasirichaikul et al., 2011). A study conducted by Goyal (2011), in 

hotel industries and concluded that maximum benefits obtained from CRM practices was 

increase customer satisfaction and beneficial for organization, while enhances lifetime 

value of customers were low. Abdullateef et al. (2010), suggested positive relationships 

exist between CRM scopes, perceived level of service, inbound first call resolution and 

caller satisfaction. A study conducted by Durrah et al. (2015), and concluded that all 

aspects of CRM have beneficial impacts on hospital image, appearance and patient 

satisfaction. The study of Mohamad et al. (2014), suggested that CRM activities and 

practices have a major positive impact on the success of organizations. Similarly, the 

results revealed that improved customer focus and marketing relationships lead to better 

organizational performance. Research demonstrated by Richards and Jones (2008), and 

said that CRM improves the opportunity to pick successful customers; integrates 

customer selection across channels; improves selling quality and effectiveness; 

customizes advertisement messages; customizes client goods and services; and improves 
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pricing strategies. The findings of this study show that higher profitability, cost savings, 

customer satisfaction and loyalty and a positive effect on the overall success of the 

organization in the long term were the key goals and benefits of CRM initiatives in 

organizations (Amofah & Ijaz, 2005). 

Catalan-Matamoros (2012), confirmed in his research that if a bank focuses its 

activities on satisfying customer needs, the proportion of customers leaving the bank will 

be reduced by up to 25% and the cost of acquiring new customers will also be reduced 

over the long term. Laketa e. al. (2015), concluded that CRM improve sales and benefits 

in the following manner such as increasing customer retention and growth capability; 

increasing cross-selling capability; brand loyalty creation and improve profit; maximizing 

client value; and increasing company competitiveness. They further recommended that 

CRM helps in gaining new consumers, enabling customers to work more directly with the 

organization, educating customers about the range of goods, facilities and means of 

contact with the intention of raising revenues or reducing losses. Shanks et al. (2009), 

concluded that CRM helps in better management of business relations, procedures, 

customer support, employee role, improved efficiency, enhanced capacity to react to 

consumers in real time, strategic level, client segmentation, contact channel management, 

research, customer behaviour monitoring and predicting, customer loyalty, and 

operational results. They divided advantages of CRM system at operational, tactical and 

strategic level. At operation level improved management of customer data, improved 

management of process, strong client experience, empowerment of the workers, 

enhanced productivity and enables real-time reactivity to patterns; at tactical level 

encourages segmentation of the business, encourages main customer management, 
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increased distribution management, better monitoring, forecasting and prediction; and 

while at strategic level of management helps enhanced consumer loyalty, improved 

market efficiency, increased value-added alliances, and enhanced innovative use of CRM 

program. A study conducted by Milovic (2012) and Nunes et al. (2017), in agricultural 

organizations about CRM and concluded that by successfully implementation, CRM 

improved sales; increased profitability; increased expansion of products; increased 

customer satisfaction and loyalty; increased satisfaction of employees; decreased costs; 

increased current customer base in times of economic uncertainty; and increased 

opportunities for new customers. Chen and Ching (2004), suggested that electronic CRM 

have both tangible benefits and intangible benefits for any business organization and 

these tangible benefits are improved sales and competitiveness, faster processing speed, 

decreased internal costs, increased staff morale, decreased advertisement costs, better 

customer retention levels, Safe brand expenditure with optimum returns and while 

intangible benefits are Enhanced consumer loyalty, good word-of - mouth, better 

customer support, efficient sales procedures, stronger communication management, 

enhanced market segmentation scope and performance, acute customer targeting and 

profiling, improved customer awareness and response.  Torres et al. (2007), conducted 

study about CRM among agribusiness firms and concluded that CRM practices have 

helpful  and valuable for agribusiness organization in retain long-term customer 

partnerships, establish a reputation for honesty with clients, provide value for buyers, 

improve competitiveness, gain advantage over competition in the marketplace, maintain 

existing customers, build shared confidence with clients, grow market share, gain new 

customers, distinguish products / services from competitive, growing revenue of existing 
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customers, raising customer loyalty, increasing customer happiness with products / 

services, customizing products / services with stakeholders, introducing innovative 

market products / services, minimizing customer dissatisfaction (i.e., billing / invoice 

conflicts, product returns / exchanges), exchanging information with customers, 

decreasing direct selling costs, anticipating changing market demands, recognizing 

customer purchasing habits, improving product and service efficiency, and customized 

product / business programs. 

2.7 Components of CRM  

 Two main studies were conducted to define key components of behaviour and 

attitude that underpin effective implementation of CRM in response to the operational 

issues of CRM. Prior to that, no systematic attempt was made to classify the behavioural 

dimensions on which CRM can be assumed to exist. These two studies were conducted 

respectively by Yim et al. (2004) and Sin et al. (2005), both studies benefited from the 

notion put forward by (Crosby & Johnson, 2001; Fox & Stead, 2001; Ryals & Knox, 

2001; Day, 2003; Kotler & Armstrong, 2004). The successful implementation of CRM 

requires four key areas: strategy, people, technology and processes, and that superior 

customer-related capability can only emerge when all of these four work together (Yim et 

al., 2004; Sin et al., 2005). As a consequence, both Yim et al. (2004) and Sin et al. 

(2005), found CRM to be a multidimensional concept composed of four key relational 

dimensions: Customer Focus (CF), CRM organization (CRMO)/organization through 

CRM, Knowledge Management (KM), and CRM related IT infrastructure. The 

conceptualization of CRM as a system consisting of these four elements is consistent 

with Kincaid (2003, p. 41), view of CRM as "the strategic use of information, processes, 
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technology, and people to manage the customer relationship with your company 

(marketing, sales, services, and support) over the entire customer life cycle." It is also 

captured as "based on the premise of integrating people , processes and technology 

infrastructure throughout the value chain to better understand and deliver customer value 

and organization as well" in analysis of CRM (Kim et al. 2004).  

Next, an overview of the key elements and successful factors inherent in it, and 

the logical details of each of these components of CRM, is discussed.  

2.7.1 Customer Focus(CF) 

The main theme of the CRM construct's "Customer Focus" (CF) component is 

adherence to the needs of selected valuable customers by providing customized products 

or services that meet their needs and expectations. Drienhart and Gregoire (1993), Zwick 

et al. (2008), Lemon and Verhoef (2016), have described CF as a personal commitment 

of an employee to provide outstanding customer care. An essential factor for the 

organization to be truly customer-focused is the fact that it provides value to the 

customers; As Payne and Frow (2006), suggested an essential factor that can enable the 

organization to be fully customer-focused is to embrace a cross-functional strategy in the 

way that it provides value to its customers. In such strategy, cross-functional processes 

and resources provide a vital means of connecting the enterprise with its clients, rather 

than focusing on split, uncoordinated individual inputs from organizational roles, as 

claimed by Webster (2002). As suggested by Baker (2012), these processes should be 

informed and powered by key performance objectives based on consumer expectations. 

The philosophy of marketing stimulates initial customer interest and former scholars see 

customer focus as the most fundamental component of customer relationships. Since the 
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marketing principles allow the organization to look forward, a customer-focused 

enterprise is more likely to be involved in long-term business growth than in short-term 

profits (Ramayah et al., 2011). Growing competition and declining client loyalty also 

contributed to the introduction of ideas based on maintaining customer strong partnership 

(Talet, 2012). Similarly, Stone et al. (2019), recognizes that CRM encourages companies 

to establish comprehensive management systems for targeting and investigation and this 

tends to dramatically improve new enterprise. Customer Focus includes creating ties 

between client needs (Bergman & Klefsjö, 2010; Baxter, 2012), customer service and 

customer satisfaction (Gebert et al., 2002; Hanif et al., 2010), and engagement, retention, 

commitment and loyalty of customers. This would allow consumers to stay longer, buy 

more often, new clients are easier to attract, and thereby increase the long-term value of 

the brand. Throughout this sense CRM organization and its architecture are essentially 

guided by a theory of CF which streamlines the organization's operation into a process of 

value-adding. 

2.7.2 Organizational Focus (OF) 

CRM as an organizational strategy is client profiling, identifying and forecasting 

consumer preferences, dividing clients into segments, one-to-one communication 

evaluating client purchasing habits, and recognizing who buyers are, where they are and 

what they need (Camilleri, 2018). Such approach is essential for decision taking to attract 

and please clients with respect to appropriate strategies. CRM also helps insure that 

managers have exposure to sufficient knowledge during their customer interaction, 

meaning that managers can be properly prepared to make the best choices in reaction to 

customer needs. When profitable customers are recognized, organization may start 
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developing long-term mutual beneficial relationships with clients by engaging in two-

way communication (Deb, 2014). Changing customer-appropriate experiences and 

communication is extremely critical to establishing and sustaining partnerships. There are 

a number of possible means of interaction and communication, including direct market 

communication, face-to-face communication and indirect market communication via 

telephone or internet. It establishes an ongoing relationship as the business connects with 

each other and the client leading in a win-win situation (Brito, 2011; Parida et al., 2013). 

An organization is dependent on its employees to receive and store clients’ information, 

data and knowledge. The organization often depends on its workforce to use recorded 

customer data, implement innovative methods based on internal information research and 

thereby enhance customer experience (Shang & Lin, 2010; Zerbino et al., 2018). 

Employees play a leading role in fostering and maintaining healthy partnerships with 

users, and it is important that they are active in and dedicated to the CRM program and 

inspire them to meet the suggested goals (Mendoza et. al. 2007; Rafiki et al., 2019). 

Organizational focus creates constructive momentum to accomplish strategic targets for 

an organization and has proved to be essential to CRM success (Almotairi, 2008; 

Suntornpithug et al., 2010). A literature review shows that organizations that place 

greater emphasis on cross-functional teams; motivational empowerment of staff and 

training; risk-taking / innovation; commitment; customer-focused culture; adaptability; 

exchange of information; orientation of learning and knowledge management; established 

set of departments with unique roles and responsibilities; interdepartmental integration; 

and management involvement are key indicators for successful CRM initiatives as 

mentioned by (Rahimi & Gunlu, 2016). Organization staff is responsible for carrying out 
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day-to-day operations and are actually communicating with clients, so they need to be 

persuaded and encouraged, since they are the ones who can use the CRM technology 

infrastructure (Rahman et al., 2018).  In their study, Zerbino et al. (2018), have stated the 

value of communication and interaction in organizational culture and ensuring that all 

employees understand the significance of implementing customer-focus practices in order 

to execute CRM successfully. CRM entails an internal change that directly impacts the 

heart of the business which demands transparent engagement, first by top management, 

and across all stages of the organization.  Top management must persuade employees of 

the advantages and future consequences of the plan and become the key promoters of 

CRM, as well as pass on encouragement and dedication to other levels of the company 

(Alshourah et al., 2018). Organizational focus helps the organization to continuous 

enhancement, increased communication, development and training of employees, 

development of products & services, creating customer centred firm, enhancing skills of 

decision making, getting advantages over competitors’, and having increased business 

value. 

2.7.3 Customer Knowledge and Feedback Management  

Customer knowledge/information has been regarded as a vital organizational 

resource, allowing an organization to improve its customer relationship and gain a 

sustainable competitive advantage. An organization can't be customer centred without 

understanding customer needs (Croteau & Li, 2003; Shi & Yip, 2007). The understanding 

of customers plays a key role in CRM. Organizations may use it to create and strengthen 

their client relationships (Zahay & Griffin, 2004), and It helps businesses to gain a 

competitive edge in the market (Sin et al., 2005). In addition, effective CRM is focused 
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on the efficient transformation of customer data into customer knowledge (Plessis & 

Boon, 2004; Stringfellow et al., 2004). The awareness of recognized customers must be 

public and communicated through the organization (Ryals & Knox, 2001), although 

knowledge’s potential arises when it is communicated within the organization’s multiple 

functions to fulfill current clients and their predictable needs. Knowledge management 

helps a business succeed by creating stronger client relationships which has a positive 

impact on the efficiency of an organization (Sin et al., 2005; Yim et al., 2005; Alrubaiee 

et al., 2015). Therefore, they need to acquire new information about their clients, 

discover and use their current knowledge, and distribute this knowledge within the 

organization in order for companies to remain competitive. In general, several studies 

have examined a positive relationship between knowledge management, market 

efficiency and financial performance (Mills& Smith, 2011), customer satisfaction 

(Abdullateef, 2011), customer loyalty (Bhakane, 2015) and customer retention 

(Akintunde & Akaighe, 2016). 

2.7.3.1 Types of Customer Knowledge. Based on the content and 

communication styles, customer information can be split into three groups: 

2.7.3.1.1 Knowledge about Customers. Knowledge about customers is acquired 

by an organization with the goal of knowing and approaching its clients (Gebert et al., 

2003; Nejatian et al., 2011). These procedures are generally initiated by an organization 

to get corporate visibility into the need and desire of growing client. It applies to profiles 

of customers, a database of purchase transactions (Davenport, 2001; Verhoef, & Lemon, 

2013), Sales quantities, competitiveness, buying habits, duration, mood and desires of 

customers (Park & Kim, 2003; Salomann et al., 2005; Linet al., 2006) and background, 
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perceptions, requirements and specifications of customers (Gebert et al., 2003; Linet 

al.,2006). 

2.7.3.1.2 Knowledge for Customers. Knowledge for customers is needed to meet 

the information needs of the customers (Gebert et al., 2003). These processes are 

specifically initiated by an organization with the goal of offering information to help and 

improve the perception of its goods and services provided to customers (Hasanian et al., 

2015). This is a requirement for helping and assisting clients in their business, purchasing 

process and influencing the expectations of consumers regarding the price of goods and 

services (Woodall et al., 2014; Tseng& Wu, 2014). "Knowledge for customers" requires 

knowledge about goods and services, markets and distributors (Guchait et al.,2011), 

knowledge for customers’ preferences (Sanayei & Sadidi, 2011) and organizational 

awareness data which customers interpret as valuable (Park & Kim, 2003). 

2.7.3.1.3 Knowledge from Customers. Knowledge from customers is the 

information that clients have regarding the problems they are involved in purchasing 

relevant to the goods and services (Garcia-Murillo & Annabi, 2002). This knowledge 

resides in customers, and therefore organization should pay more attention than two other 

types. Certain processes are primarily initiated by customers and require a transition of 

knowledge from the client to the organization, such as appropriate feedback frameworks 

(Gebert et al., 2003; Salomann et al., 2005). This includes awareness of the products and 

services utilized and interpreted by clients, customer complaints, grievances and requests 

(Österle, 2001; Garcia-Murillo & Annabi, 2002; Vasileiou &Rowley, 2003; Park & Kim, 

2003). 

2.7.4 Information Technology Infrastructure (ITI) 
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Information Technology and Information System play a significant role in CRM 

growth (Bahrami et al., 2012; Kincaid, 2003). As suggested by Ngai (2005), they serve 

an encouraging and promoting function in creating an infrastructural framework that 

facilitates the CRM initiative within the enterprise by handling the data needed to 

recognize clients. The IT supporting function involves maintaining a database as well as 

an associated hardware and software infrastructure that will well allow the organization 

to better service its customers (Mahmoud et al., 2017). The developments in IT allow 

companies to capture, preserve, interpret and exchange knowledge about clients in ways 

that significantly improve their capacity to react to individual clients’ needs and thus, 

winning and retaining clients (Croteau & Li, 2003). Payne and Frow (2006), point out 

that the role of IT is increasingly critical in allowing organizations to handle one-to-one 

relationships with potentially large numbers of clients and in helping to establish better 

customer relationships. They draw attention to the fact that today's organizations have a 

variety of database, data processing, and data analysis tools at their fingertips, as well as 

increasing number of so-called CRM systems, allowing vast volumes of customer data to 

be captured and constructively processed, viewed, and exploited. Such a leveraging 

impact of IT is exemplified by the potential of CRM systems to provide validated user 

trend data to decision-makers, build forecast models, and efficiently tailor and distribute 

value products to particular users (Peppard, 2000; Vrechopoulos, 2004; Yim et al., 2004). 

The end result will be improved consumer growth and higher retention levels for 

customers, which boosts business performance. CRM applications take full benefit of 

technology advances with their ability to collect and analyze client pattern data, i.e. 

interpret customer behavior, develop predictive models, respond to customized 
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communication in a timely and efficient manner, and deliver product and service value to 

individual clients. Use technologies to "maximize customer interactions," businesses are 

able to build a 360-degree perspective of clients and benefit about prior relationships and 

maximize potential ones. Innovations in network connectivity, client / server networking, 

and software for market intelligence are leading influences in creating CRM. CRM 

systems offer customer data warehouses at a fraction of the expense of traditional 

network architectures. CRM programs collect, archive, manage and spread information 

about consumers in the organization. Effective information management plays a crucial 

role in CRM. Knowledge is essential to product tailoring, business creativity, integrated 

client opinions and customer lifetime value estimation. For CRM programs, data 

warehouses, enterprise resource planning (ERP) frameworks, and the Internet among 

others are key infrastructures (Chen & Popovich, 2003). 

2.7.4.1 Data Warehouse Technology. Data warehouse is a data centre. Data 

warehousing turns the associated data of clients into customer intelligence to identify the 

actions of the clients (Adamson, 2012; Prakash & Prakash, 2018). Most of the advantages 

of CRM data warehouse are: a) accurate and quicker access to details makes it easy to 

respond to customer requests b) avoid duplicate data and weed out bad data c) through 

rapidly collecting, monitoring and drilling data, consumer trends, performance analysis 

and retention models (d) improved data management and data processing techniques for 

more routine reporting (e) measuring current value and predicting potential value for each 

client (Injazz & Popovich, 2003). 

2.7.4.2 Enterprise Resource Planning (ERP) Systems. ERP acts as a solid 

foundation when CRM helps to integrate front and back office software in order to 
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preserve the client partnership and to keep loyal clients. ERP applications combine with 

customers and retailers all practical aspects of the company (Injazz & Popovich, 2003).  

2.7.4.3 Internet. Through utilizing the Web, customers can access the companies 

anywhere and wherever, thereby setting the way for a changing lifestyle service paradigm 

(Injazz & Popovich, 2003). 

2.7.4.3 Telecommunications and Digital Technologies. CRM needs social 

media to serve customers better, build support, enhance customer experience, and help 

customers through their networks of preference and work with customers (Morgan, 

2014). 

2.7.4.5 Computer Language Programming and Software.CRM execution 

made on Service-Oriented Architecture (SOA), allowing them for more innovation 

(Brummel, 2010). Today we have modern knowledge type such as charts and graphs that 

they produce through visual profiling programs. CRM will take their leverage. CRM 

should take their benefit. In CRM implementations, computer language programming 

allows more flexibility devices, such as information management systems, business 

intelligence systems (Persson, 2004). 

2.7.4.6 Technologies for Data Analysis. There are various forms of technologies 

for data analysis in CRM; two primary ones are:  

2.7.4.6.1 Online Analytical Processing. OLAP gathers data from repositories 

which are interrelated in one or more ways, such as the venue. Through their degree of 

access to the database, clients may then get a more comprehensive view of the data 

(Persson, 2004). 
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2.7.4.6.2 Data Mining. Data mining can extract information from a customer's 

data utilizing different ways. Data mining helps CRM discover client behavior and 

buying habits identify market segmentation and find potential clients. So organizations 

may anticipate the needs of customers and through the happiness of clients. The 

consequence is trust in organization, and loyal customers (Haran, 2005). 

2.7.4.7 Computer Telephony Integration (CTI). Users can not just provide 

details but even collaborate with the businesses. Computer Telephony Integration is a 

technique that blends electronic technologies with the telecommunications networks. 

Interactive Voice Response (IVR) and Automated Call Delivery (ACD) are two 

characteristics of this program. Automated Call Delivery includes how to route a message 

and IVR is customer-based routing (Persson, 2004). 

2.7.4.8 Other Factors. Software development allows CRM to render user-

friendly apps, innovative forms of ads and also helps to enhance the reliability of CRM 

applications.  

2.8 Studies about CRM/URM in Libraries 

The following sections discuss the selected literature on URM in libraries in 

various geographical locations of the globe. 

2.8.1International perspective of User Relationship Management in Libraries 

(1) Nwachokor and Okeke (2020) conducted a study on CRM practices among 

library managers in academic libraries in Delta State. The findings of the study revealed 

that respondents performed two out of the four CRM practices namely customer 

segmentation and customer interaction but did not practice customerization of products or 

services and customer lifecycle management. Moreover, CRM activities will be aligned 
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with information technology, human resources and processes. It was also assumed that 

these university libraries did not completely accepted user orientation philosophy and 

most definitely will not please their clients. It was also suggested that university 

librarians and management will continue to work towards strengthening user 

relationships through the adoption of CRM strategies, review of already rendered 

programs or services and the usage of CRM technology to enhance efficiency. 

(2) Chelakand Khasseh (2019) explored “the factors affecting performance 

improvement of public libraries based on customer relationship management” and 

founded that there is a linear relationship between CRM factors (proper process 

organization, information management, and technology) and library performance 

improvement. In other words, in the improving level of library service and performance, 

customer relationship management elements seem to play a significant role. 

(3) Stokić et al. (2018), report found the possibilities for the application of the 

idea of Customer Relationship Management (CRM) and digital technology in public 

libraries in developing countries and the degree of understanding among librarians about 

the concept of CRM and their readiness to embrace the concept of CRM in libraries. 

Results of the study showed that most of the respondents’ librarians are acquainted with 

the CRM concept. However, in these three developed countries i.e. Serbia, Montenegro 

and Bosnia and Herzegovina libraries are not utilizing CRM or smart technology to 

strengthen ties with stakeholders. This study also measures users’ satisfaction with public 

library products, services, facilities and relationships in those three countries. 

(4) Fouad and Al-Goblan (2017), conducted survey on “Using customer 

relationship management systems at university libraries: A comparative study between 
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Saudi Arabia and Egypt”. The results of the study revealed that there is a lack of clarity 

of the CRM concept for the participating employees. Most university library employees 

are convinced that the CRM systems are necessary and have the right environment for 

CRM systems university libraries in Egypt and Saudi Arabia. A significant proportion of 

participants consider that obstacles exist for the execution of CRM systems in university 

libraries. The challenges to Egypt's university library include primarily the lack of 

funding for CRM and the lack of technology and software solutions; and the appropriate 

CRM personnel are crucial to Saudi university libraries. 

(5) Edalatiyan et al. (2017), study the human resource perspective on the strategy 

and implementation of CRM in Iranian university libraries. The results depicted that the 

degree of understanding of librarians with CRM is high and the need of implementing 

and using CRM is very reasonable. 

(6) Badwan et al. (2017), conducted study on adopting technology for customer 

relationship management in Higher Educational Institutions and concluded that all the 

attributes that is  people, processes and technologies for students were significant, which 

are the main ingredients of CRM, while the websites presented all the characteristics the 

theory addressed when students were able to use these characteristics, if given. The 

introduction of e-CRM has also been will contribute to user success, engagement, 

profitability and high service efficiency, and students will be considered as customer. 

(7) Leligdon et al.(2015), recommended that viewing libraries as business 

organization, with clients as customers, allows us to take advantage of business practices 

to enhance user satisfaction. Creating a comprehensive plan to create long-term user 

relationships will solidify library support by interacting with all stakeholders and users to 
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enhance their library experiences, especially with can funding scarcity and pressure on 

proving value. In order to apply the CRM framework, academic libraries could have to 

shift their paradigm, but the concept outlined here offers the opportunity to show full 

value to all users and stakeholders and to improve the activities of academic libraries 

thereby. 

(8) Khan and Kamal (2015), suggested that Libraries needs to identify strategies 

to automate processes, leverage money, enhance programs and provide users with timely 

service. At the core of library operation and growth are the wishes and desires of users. 

Library managers are conscious of user interest trends and are willing to hear the 

expectations of users. Library managers should understand that they are not just 

custodian of information centres but they are information professionals, suppliers and 

producers. Library managers in university libraries of Bangladesh perform and implicitly 

such services and facilities to the library users. Now is the time to use essential CRM 

tools when academic libraries distributing information and knowledge facilities for users. 

The library can misunderstand the service requests of its users and cannot meet reader 

expectations without the appropriate CRM. The CRM system could be implemented in 

academic libraries by collecting resources, building a relationship between library 

employees and users and proper management of resources and services.  

(9) Vojinović and Kovačević (2014), in his report discuss social media concepts; 

how and why educational institutions are using this tool for online marketing campaigns. 

This study introduced model, which includes a procedure required to achieve student 

relationship management and recommended constant listening and monitoring of 
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students' needs and desires, carrying out results-based exercises and constantly 

developing internet marketing strategy is required. 

(10) Papi and Primorac (2014), study analytical insight into the value of 

introducing of customer relationship management (CRM) into libraries. This study 

concluded that the readiness level for e-CRM in Croatian academic libraries is poor. 

Further he considered eight areas are important to implement e-CRM in libraries that 

is:(1) user contact, (2) user friendly system design, (3) library and public relations 

information, (4) affective engineering, (5) library products and services marketing, (6) e-

service extension and enhancement, (7) superior quality of service and (8) interaction 

with prospective potential clients. 

(11) Siddiqui (2013), conducted study on “CRM in university libraries in present 

era” and concluded that in today's electronic environment, CRM is critical for libraries to 

compete effectively. The more efficiently you use your customer information in order to 

fulfill their needs, the more value and image your library will have. The successful 

librarianship route requires you to understand the requirements and preferences of your 

customers and to achieve customer satisfaction with CRM. 

(12) Jamali et al. (2013), evaluate and measure management relationship levels 

with users in e-libraries; they have developed a valid and reliable procedure. In addition, 

the study tries to find ways to meet the expectations of users’ in university libraries of 

Yazd as a guide for improving their services. They studied CRM different factors related 

customer need factor, communication factor and information. The findings indicate that 

library administrators in the public library Yazd University need to improve users’ 

satisfaction through the CRM method. The further this approach is seen, the greater the 
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happiness and satisfaction of virtual library users. Ultimately, this study concluded that 

improvements that are not based on customer preferences can lead to certain interruptions 

in the demand chain which will lead to high risks for users, in particular if this process is 

not carried out in due course. 

(13) Petal (2013), suggested that librarians seek to incorporate CRM as a system 

for creating public resources to address individual needs. The question is not how similar 

or different the detail of their services is. Importantly, the development of good user 

relationships has contributed to changes in the service level of their libraries as 

demonstrated by their core clients. Throughout the demanding environment brought on 

by the widespread knowledge technology networks, information explosion and greater 

demands, the libraries have to follow CRM principles and frameworks to pledge their 

user satisfaction. No other career has been affected as a librarian by new technology. 

Since more information is accessible on the internet, top management believes that the 

role librarians will perform explicitly because they have access to it. New librarians of 

the current century continue to embrace modern technologies to be our catalyst rather 

than our eclipse. Since the introduction of commercial internet based on information 

services, libraries are under threat to reorganize relationship with their clients and CRM 

deployment one of the ways out could be. 

(14) Wang (2012), conducted study on “development of a service framework for 

library users from customer relationship management perspective” and incorporates the 

idea of the CRM viewpoint into the area of library and information science with success. 

The significant concepts developed by this experience include a marketing strategy 

designed to enhance the performance of the library and guidance to maximize user 
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satisfaction. These ideas were used mainly in the area of business management but not in 

the field of libraries. In this study it was recommended that library users should be treated 

as "customers" who seeks pleasure from library. This study suggested that libraries must 

leverage and incorporate recent advances in technology to serve their task of ensuring 

access to knowledge to address the needs of the users. In reality, users are customers, so 

libraries need to develop contact with them to understand their needs and challenges to 

use library services. Library guidance and instructions in the modern world cannot be 

overlooked and ICT emergence. 

(15) Lwu-James (2011), conducted study on “effective motivation of 

paraprofessional staff in academic libraries of Nigeria” and reported that an employee 

satisfaction, commitment and cooperation are the product of a motivated employee. 

These are the factors that make an important contribution to the organization's success. 

Weak encouragement for workers at work has a negative impact on parties’ workplace 

for actions such as protesting, boycotting, bullying, lockout, poor team spirit, lack of 

ambition, lack of commitment, errors and high turnover of employees. The para-

professional workforce must be able to interpret correctly, establish a realistic 

understanding of them and be ready for optimum work performance. They are also 

responsible for finding relevant and effective workshops, conferences, seminars and 

formal educational programs where they can obtain training. 

(16) Siriprasoetsin et al. (2011), investigates and analyzes factors influencing 

customer relationship management (CRM) practices in Thai academic libraries. The 

results of the analysis suggest that variables which have important effect on CRM 

practices in academic libraries were: (1) CRM expertise and awareness of library 
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personnel and library administration leadership including knowing and appreciating 

customer relationship-focusing quality of service is essential to library success (2) 

organizational culture and engagement (3) Processes in customer care (4) customer 

service systems, and (5) library services and communications networks. Some other 

significant aspects may involve embracing and encouraging the usage of CRM by the 

library, the clear goal and purpose of using CRM in the strategic library plan, knowledge 

and comprehension of library personnel regarding CRM practices, user needs, and habits. 

The customer process management component involves the documentation and 

identification of client records, user review and evaluation, specific customer services, 

planned customer services and ongoing customer experiences. The factor technology 

supporting CRM comprises digital technology, computer technology, and operations 

supporting technology. Specific networks such as a service counter and self-circulation 

program and indirect channels such as telephone, calls center, fax, personal site, library 

web, and social networking applications can be the outlets for library resources and 

communication factors. 

(17) Kaur and Singh, D. (2011), carried out study on customer service analysis 

for web users of academic library and results show that library users have comparable 

issues in the web atmosphere as those of the conventional library. They are concerned 

that library provides technological assistance online and support to find and use 

knowledge or information. There is a tremendous interest for reference services with 

focus on the electronic library characteristics. Another essential requirement is that 

feedback can be provided so that the library will quickly respond. This survey also 

includes some guidelines i.e. top management commitment; educate employees and staff; 
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make clients known; address complaints; and be trustworthy; to mange top class user 

services on the web environment for academic libraries.   

(18) Saludin and Tan (2010), report analyzes the quality of service offered to its 

customers by Multimedia University Library (MMUL) Malacca by comparing customer 

satisfaction levels and evaluating the value and efficacy of the MMU library's customer 

complaint management system. This study offers following recommendation for 

continuous improvement solutions: problems can be overcome by offering the requisite 

preparation for each advanced skill and by recruiting more trained staff; efficient 

communication with staff and users by the regular organization of communication 

workshops in which employees may be introduced and trained with the latest skills 

required and uptrend concerns relevant to the needs and satisfaction of the users. The 

workshop should concentrate on topics like courtesy, friendliness, preparation, 

responsiveness and so on; Malacca library can incorporate or enforce a framework for the 

treatment of grievances, or simply to provide a Customer Relationship Management 

(CRM) strategies. The Voice of Customers (VOC) may be defined for continuous 

improvement by providing a structured complaint management system; data warehouse 

and mining technologies could be used to integrate different data, to identify useful 

trends, and to classify individual users or even key users; the library should use a time-

based strategy to boost timeliness in the delivery of service; Key Performance Indicator 

(KPI) framework and a Standard Operating Procedure (SOP) method could be 

implemented; continuous progress and monitoring should be prepared and updated; and 

MMU library should implement modern complaint response techniques comprising of a 
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comprehensive customer database to increase service efficiency and identify the 

customers ' desires and wishes. 

(19) Vasileiou and Rowley (2010), studied regarding e-book marketing and 

promotion and the implementation of e-book services and academic library marketing 

and make conclusion that none of the libraries had a community mobilization campaign 

relevant to e-books, but, on the other hand, most respondents were able to refer to a 

variety of resources used to sell e-books and others had plans to enhance their 

promotional efforts. 

(20) Kiran (2010), explored the quality of academic library services experience 

by academic staff. It also attempts to assess the impact on the work and perceived level of 

satisfaction of library services in universities. The findings show that the quality of 

library facilities is perceived by academic staff to be just above average. Library 

personnel are considered friendly and willing to support library users. Academic 

employees think that their teaching, learning and research have a positive impact. There 

was a sufficient measure of overall satisfaction with the library services, products and 

facilities. 

(21) A study was carried out by Umar (2010),  to examine the application of 

customer relationship management in selected university libraries in North Western 

States of Nigeria and concluded that current awareness services, information and referral 

service, Internet services and exhibition and displays where the major information 

services provided by the selected university libraries. It was discovered that personal 

contacts, complaint boxes, notice boards and newsletters were the common form of 

media used to connect with customers, and inverters, TV, e-mail was only used in 
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Kashim Ibrahim Library while mobile phone, website, webpage and telephone (landline) 

respectively were not used in the university libraries studied. It was found that there is no 

significant difference in the type of CRM strategies adopted by university libraries to 

determine their customer satisfaction. This study concludes that application of Customer 

Relationship Management (CRM) selected university libraries has significant influence 

on information service delivery. This study recommended the need to step up efforts to 

attract and maintain the client base of university libraries through the provision of quality 

information services, recruitment of skilled library personnel, regular communications, 

continuous monitoring of customer needs and the use of short Message Service (SMS) 

facilities.  

(22) Perng et al. (2009), conducted study on Conceptual Framework of Library 

Reader Service from Customer Relationship Management Perspective and concluded that 

a problem will be needed for the development of a comprehensive CRM model. Many 

libraries provide a variety of activities (remote access to various databases at the same 

time, linking smoothly to the tools of databases, picking preferred outlets and e-

directories, saving searches and documents and generating email reminders etc.) with a 

view to providing customers with reliable, efficient and productive services. Many 

libraries build a system of information in the standpoint of the library itself (library 

automation, online and digital database, book selection, etc.); but they didn't know what 

the customer required. The library does not have a link and relationship with clients. 

Moreover, most libraries have limited resources to be used for the development of 

services, so that an important issue will be how to effectively allocate resources. CRM 

applications are becoming particularly relevant for library managers in order to learn 
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more about their actions, desire, value and needs. Librarians should know that they are 

not just the knowledge archive, information workers, providers and developers. Creating 

fresh and current information for all libraries today is a huge task. 

(23) Wang (2007), studied on “introducing CRM into an academic library”. This   

case study illustrates the significance of addressing inexperience in the management of 

CRM application in academic libraries, the need to identify challenges in organizational 

communication and to gain competence in external consultancy procurement due to the 

absence of those skills in certain areas. The results reveal that the main challenge with 

introducing a CRM framework in academic libraries is to increase internal awareness of 

the functions and technologies that are now being offered, update library employees 

about how these functions and features work, and explain the multiple roles performed by 

the automation system, online reference service, and the CRM system. CRM 

implementation ought to resolve cultural issues, as well as resolving the fears and 

anxieties that library employees may have about the system's use. It may be a long 

method to incorporate and support the CRM framework and its application. Therefore, all 

the library employees members should be encouraged and rewarded for making them feel 

engaged and empowered. 

(24) Broady-Preston et al. (2006), conducted study on University Library of 

Malta 2003-2004 and the University of Coventry, Lanchester Library, 2005-2006 and 

customer relationships management (CRM) were studied between the library employees 

and their users. The findings have shown that CRM is a valuable tool for assessing 

university libraries' perceived interest. In the new business world, librarians not only have 

to recognize and satisfy their users ' expectations but also to engage effectively with their 
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users if the academic libraries has the true market value. In order for CRM to succeed, 

good communication techniques are necessary. Information skills and/or new systems 

training for library employees and their users are critical element in a CRM approach. 

(25) Dlamini (2006), examines user care services and strategies in academic 

libraries of KwaZulu-Natal tertiary. The results of the study indicate that the university 

libraries provide sufficient products and services to library users and they are happy with 

the accessible knowledge resources. This indicates a phenomenon – the library users are 

largely happy with information products and services, even if the user support program is 

insufficient and a department / individual / committee accountable for user care is not in 

place. Essentially, the results show the absence of relevant methods and strategies in 

relation to user satisfaction in these academic libraries. However, the reputation of 

academic libraries is weakened by the unavailability of the suitable methods or strategies 

for user care. This study further suggested that academic libraries are not exempted from 

the eight principle of Batho Pele regarding user care and values, which include: 

consultation; service standards; redress; equal access to services; courtesy; information; 

transparency and openness; and Value for money. This study attempts to bring into action 

in university libraries user care approaches and the eight principles of Batho Pele. In 

general, university libraries in KwaZulu Natal and South Africa, will win the hearts of 

users as satisfied clients are returning. 

(26) Sen (2006), conducted study and defines the market orientation concept with 

regard to the library business. The results of this exploratory study were market 

orientation is a term which professional librarians see as useful. Library managers 

describe market orientation in the same way the term is described in the literature on 
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management. They are improving their comprehension of the idea and concept. This 

study also suggested that library service managers do need to pay attention to gathering 

and exchanging information within their institutions to develop and facilitate inter-

functional co-ordination efficiently. Library managers need to change from an ad-hoc 

approach to information exchange into a systematic framework for knowledge and 

information building and better on collaboration and communications. 

(27) O’Connor et al. (2007), conducted study on to concentrate on the concept, 

significance and functions knowledge innovation culture (KIC) of library, its contributing 

factors and some strategies for its growth. Findings of this study are the KIC of libraries, 

a kind of value, actions and institutional structure that gains comparative edge and 

sustainable development of libraries through knowledge building. This kind of culture 

has many roles and is a distinct kind of conventional library culture. Some factors, such 

as environment, resources and business, could affect KIC’s development. Therefore, 

libraries need to establish atmosphere that facilitates knowledge innovation, enhance staff 

confidence and cooperation, construct a kind of learning community, form knowledge-

based team management, enhance human resource development, and foster knowledge 

innovation talent to build library KICs. 

(28) Manjunatha and Shivalingaiah (2004), conducted study on user’s perception 

about service quality in academic libraries and find that user satisfaction and perception 

on service quality depends on the degree to which the products or services of the libraries 

meet user expectations. The efficiency of the service and accessibility of service 

employees are top priorities for users. They want the library to have good resources and 

quality services. Understanding users ' preferences on the dimension of service quality 
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will show their preferences and reduce service quality gaps. Better customers' words of 

thanks would carry more faithful library users. This assures the honesty, the self-

confidence and the dedication of library employees to serve clients. The study also 

suggested that service quality management is not a fashion but a top management 

commitment to continuous improvement. Libraries need to obtain leadership skills in 

order to encourage our library employees to offer their users timely services and to allow 

good use of the technologies to deliver planned services on time. 

2.8.2 User Relationship Management in the Pakistani Libraries 

Libraries around the globe have the greatest impact on any country's research and 

development. For instance, libraries provide products, services and resources to various 

public and private sectors educational institutions for their development. The Planet today 

is a global village and virtually every organization is confronted by high competition and 

there is no exception to the library sector. Globalization has brought the libraries 

imagination and innovation, as well as new challenges in doing business. To remain 

competitive or in some cases to survive in the market, libraries must respond quickly to 

these global challenges. 

Since we know that the actual king or boss is the user, it is also very true for the 

libraries. It's the user who decides what you should be doing and how you should be 

doing it, not the libraries. It is therefore important to build a comprehensive user database 

in order not only to know the evolving needs and wants of users, but also to enable 

libraries to use the database of their users to predict their future needs and wishes. 

In Pakistan, libraries are doing their hardest to excel and offer better services than 

their competitors. Therefore, libraries are concentrating on new communication 
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approaches and enhance value added relationships with their users. The advancement of 

new communication channels, the internet, online services and technology can easily 

show that the libraries are changing rapidly. Pakistani libraries try to provide the right 

user with the right information, in the right way, at the right time and at a low price. 

Developing countries like Pakistan, technology and infrastructure available in libraries is 

not adequate to meet current URM requirements and lifestyle.  

 According to Bahader (2014), the mechanisms of user relationship management 

in libraries of Pakistan are still in the development stages and are not completely 

functional because there is a lack of financial resources, a lack of training for library 

personnel, a lack of information technology infrastructure, lack of knowledge of CRM 

and a lack of top management involvement and commitment. However, most university 

libraries have set up little automation tools and technology infrastructure so that the 

employees can more thoroughly consider the needs and preferences of their users and 

remain active at the same time. A very few study were found in Pakistani libraries 

context regarding URM. 

(1) The study of Bahader et al. (2018), about user relationship management 

(URM) in university libraries of Khyber Pakhtunkhwa and Islamabad concluded that 

university head librarians agree that URM practices in libraries culture are useful for 

uplifting goods and resources and conducting a variety of URM activities, but the head 

librarians do not have a thorough understanding of the theory and practice of URM. They 

try to contact the users and coordinate new members with orientation programmes and 

"presentation" was the primary method for acquainting new members with library 

products, facilities and procedures. Libraries use various tactics to hold themselves closer 
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to their users and the highest used activity to motivate users was “appreciation letter”, 

used by 31.4 %, which was very low. "Face to face" and "e-mail" strategies have been 

used by most libraries to connect with users, while telephone calls, class orientation, 

through letters, broadcast were not being used properly.  Majority of academic libraries 

do not have a suitable system for user feedback. They used "ask a librarian" and e-mail 

(40.0 per cent) each. However, the remaining feedback system was marginally used, such 

as the suggestion / complaint box, survey, complaint register, help desk, orientation, user 

conversation, and library webpage. A large number of libraries use "meeting with 

complainants" and "trying to satisfy user requirements" to resolve complaints from users. 

It has also shown that, from top to bottom, there is no system of accountability, everyone 

prefers the swing of time and lacks the basic morality of life. It is worth noting that this 

study used the term user relationship management rather than customer relationship 

management as in library environment user is widely used in the literature rather than 

customer. Therefore, the term user relationship management is the most appropriate term 

for investigating the customer relationship management. 

(2) Bahader (2014), found that the majority of the library staff in the university 

libraries of Khyber Pakhtunkhwa and Islamabad was trying their best to fulfill 

information needs of every user. They were always showed welcoming behavior, trying 

to care, serve and help users regarding the proper use of library services. Library personal 

strives to increase the culture user care, user satisfaction and library's well wishers. They 

are quite efficient in problem solving and giving priority to key users and also ensure the 

privacy of users’ personal information.  
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(3)  Khan and Bhatti (2012), conducted a study to examine the attitude of librarians 

and LIS school scholars at Bahauddin Zakariya University of Multan and Islamia 

University of Bahawalpur towards the use of social media in library marketing. Findings 

showed that the attitude of the respondents were positive; a majority agreed that the use 

of social media is important to catch online users' interest and helps in the sharing of 

information and distance learning. The participants suggested that Face book, Wikis, 

LinkedIn, Twitter, YouTube and online groups be used to advertise various library 

products and services. They founded that inadequate training facilities, lack of 

information, theft of privacy and identity, slow Internet speed and electricity failure are 

issues in the use of social media to market library resources and services in libraries in 

Pakistan. They suggested training for social media use, and recommended that libraries 

build social media page for full library services utilization. Study also advises that 

libraries build their marketing strategy to use social media for news and service alerts, as 

well as fast updates to web users and raising funds. 

(4) Khan, Bhatti and Khan (2014), conducted study to examine the students' use 

of central library resources, services and facilities at the University of Peshawar. The 

results show that most users were visiting the library to review course books, search 

reference materials, and to access unpublished information. Most respondents reported 

the library was offering successful services. They were pleased with the lighting system, 

ventilation facilities, reading tables and employee conduct. However, the lack of e-

resources, insufficient collection and inadequate physical facilities were the key problems 

with the efficient use of library products and services. 
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(5) A study conducted by Bhatti (2008), to examine interpersonal relationships 

between students-teachers-librarians; and student attitudes towards library personnel, 

library services, and user education programmes in Pakistan's university libraries. The 

study indicates the slightly negative attitude of the librarians towards relationships, but 

surprisingly the responses of the students and teachers suggest a much more positive 

perception of the library staff support and accessibility. Most written responses from the 

students point to more supportive interpersonal relationships than suggested in the 

literature. In some cases, verbal responses show aggressive attitudes towards library 

employees. It is shown that interpersonal relationships are not as deceptive as seen in the 

literature and in the qualitative study of expert opinions, but there is still more to be done 

by strengthening interpersonal relationships to increase the meaning and significance of 

the educational use of the library. It considers the factors influencing good interpersonal 

relationships such as: lack of formal training, cooperation and adequate working 

conditions seem crucial to the positive interpersonal attitude. 

(6)  A study by Idrees (2007) concluded that Dr. Muhammad Hamidullah Library 

Islamic Research Institute Islamabad, professional library staff is highly cooperative, 

inspiring and optimistic with users. Users of libraries were generally satisfied with library 

products, services and interaction between staff and were not satisfied with the 

organization and arrangement of library materials.  This study also suggested that user 

orientation, promotion of library services and products, proactive procurement strategies, 

staff training, inter library loan and virtual reference services and some other facilities be 

needed for better library services and user satisfaction and loyalty.  
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(7)  Khan (2006), conducted a study to examine students ' understanding of the 

reference librarian and how they approach them for university library services at 

Peshawar. The survey indicates that there is a direct connection between the attitude of 

the librarian and the awareness of the student in using the library services and receiving 

the information needed. 

2.9 Conclusion 

The researcher has done his best to compile all available literature on user 

relationship management (URM) in libraries and include it. The review is concluded as 

follows: 

1. Different studies in general marketing viewpoints have been carried out on CRM. 

These studies were conceptual as well as empirical, covering different dimensions 

and successful CRM variables. 

2. Some studies on CRM / URM were carried out in libraries that covered areas of 

its acceptance, successful factors of implementation, problems in the execution of 

URM and how URM could be deployed in libraries etc. 

3. Literature shows the lack of systematic and thorough research to cover all aspects 

of URM and to find various URM strategies and activities used in libraries.  

4. No research on user relationship management (URM) in libraries was conducted 

in Pakistan, except for a preliminary case study conducted by Idrees (2007) and 

Bahader (2014), at Khyber Pakhtunkhwa(KPK) and Islamabad Capital Territory 

(ICT) University Libraries. 
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5. Some studies have been performed in libraries of Pakistan covering only certain 

URM elements, e.g. user satisfaction, employees’ attitudes towards users, user 

and staff relation, training of library staff, social media application in libraries etc. 

6. This is the age of innovation and with respect to the present situation and 

organizations will survive being able to improve themselves. Accordingly, 

libraries in Pakistan now need to figure out what to serve, who to serve, when to 

serve, how to serve and how to be different in order to make profit. Libraries in 

Pakistan need to distinguish themselves by introducing value-added services, 

offerings and building long-term user relationships through more personalized 

products and services, improved value offerings, tailored services and increased 

accessibility. Academic libraries also need to recognize users and services that 

will be most beneficial and target users with products that are better tailored to 

their needs and serve the user with great efficiency. Academic libraries need to 

find ways to increase user satisfaction, contributing to greater user loyalty. The 

researcher thus felt a big demand in library and information science literature to 

fill the gap, in customer relationship management (CRM) while in library set-up 

user relationship management (URM).  A comprehensive study that could sketch 

a notable sample size of libraries in Pakistan in terms of understanding, 

perception, knowledge, significance of URM among university head/in-charge 

librarians, and prevailing URM practices and strategies in Pakistan's university 

libraries was urgently needed. 
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Chapter 03 

RESEARCH METHODOLOGY AND PROCEDURES 

The study was planned to find out the status of user relationship management 

practices in university libraries of Pakistan. The focus was on to study the perceptions of 

university head/in-charge librarians towards the importance of URM,  prevailing URM 

practices (user focus, organizational focus, user feedback management, and information 

technology infrastructure), and activities that are currently in progress to strengthen 

library-user relationship. Suggestions from the university head/in-charge librarians 

regarding URM strategies to be adopted for the effective implementation of URM 

programmes are also obtained.  This chapter depicts the research blueprint, 

methodologies and research design employed for this study, including development of 

research instruments, target population, data collection, data analysis techniques used in 

the study.  

3.1 Research Design 
 

Quantitative and non-experimental research approach was applied in this study 

with cross-sectional survey and self-administrated questionnaire. To study large 

population areas, survey research method is the most preferred and beneficial for data 

collection. Cross- sectional survey method is used for quantitative research strategies, 

qualitative research, or both strategies in which both data can be analyzed quantitatively 

using descriptive and inferential statistics (Saunders et al., 2009). Cross-sectional survey 

is often used to describe and explore human behavior, by learning more about what is 

going on in a specific population and researchers are better able to understand the 

correlations between such variables that might occur (Singleton & Straits, 2009). The 

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4601897/#A9
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design was suitable for this study as the focus of the study was to determine and explain 

the status and relationship (Fraenkel & Wallen, 2006; Cristina, & Petru, 2017). Cross-

sectional survey has been found healthy to explore whether the relationships of the two 

variables (i.e. URM perceptions relationship with head/in-charge librarians personal and 

academic characteristics; and URM practices relationship with categories of universities) 

exist or not. This method has been used in studies such as Naveed (2016), Erfanmanesh 

et al. (2014a), and Dossajee et al. (2016), successfully.  Therefore, this design was used 

in this research to accomplish the objectives of the study. 

3.2 Research Method 

The survey approach was used to perform this analysis on the basis of a cross-

sectional quantitative research design. Self-administrated questionnaire was used as a 

technique for data collection. A descriptive survey was the most popular and effective 

research approach used in previous studies (Bhatti, 2010; Connaway & Powell, 

2010; Baro & Keboh, 2012; Connaway & Radford, 2016;  Tseng, 2016; Easterby- Smith 

et al., 2018; Ghazizadeh et al., 2019; Stokić et al., 2019).  Therefore, in this report, this 

approach was used to achieve the study's objectives. 

3.3 Tools for Data Collection 

 For this purpose, a structured, mainly close ended questionnaire, with one open 

ended option was created and sent to the target population. A questionnaire is considered 

economic, comfortable for respondents, quick and convenient to implement, and can 

cover any part of the issue relevant to problem instrument for data collection. It also 

accommodates a huge community spread across a wide area. There are no time limits on 

the questionnaire; respondents can take their time to complete it at their own leisure. It 
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collects quantitative data that is simple to interpret and analyze. The results are solid, true 

accurate, and fit to generalize results (Gay et al., 2009; Skinner et al., 2016). Therefore, it 

was decided to use the questionnaire methodology in this report for data collection. 

3.3.1 Questionnaire Development  

The survey questionnaire was developed using comprehensive literature analysis, 

tested by experts and a pilot study conducted.  

3.3.1.1 Literature Review. A systematic analysis of applicable literature was 

conducted to understand the complex theoretical and functional implications of the 

research. Different URM strategies, practices, factors and aspects such as perceptions and 

significance of URM, URM practical aspects i.e. User Focus, Organizational Focus, User 

Feedback Management, IT Infrastructure, and activities carried out by libraries to 

strengthen URM, types of URM, URM models, URM successful factors  etc were 

searched.  

The study used by Yim et al. (2004) and Sine et al.(2005), model and both studies 

benefited from the notion put forward by (Crosby & Johnson, 2001; Fox & Stead, 2001; 

Ryals & Knox, 2001; Day, 2003; Kotler & Armstrong, 2004). The successful 

implementation of CRM requires four key areas: strategy, people, technology and 

processes, and that superior customer-related capability can only emerge when all of 

these four work together (Yim et al., 2004; Sin et al., 2005). The conceptualization of 

CRM as a system consisting of these four elements is consistent with Kincaid (2003, p. 

41) view of CRM as "the strategic use of information, processes, technology, and people 

to manage the customer relationship with your company (marketing, sales, services, and 

support) over the entire customer life cycle." It is also captured as "based on the premise 
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of integrating people , processes and technology infrastructure throughout the value chain 

to better understand and deliver customer value and organization as well" in analysis of 

CRM (Kim et al. 2004). 

 As a consequence, both Yim et al. (2004) and Sin et al. (2005), found CRM to be 

a multidimensional concept composed of four key relational dimensions: Customer Focus 

(CF), CRM organization (CRMO)/organization through CRM, Knowledge Management 

(KM), and CRM related IT infrastructure. Finally the researcher used Sin, Tse, and Yim 

(2005) model for the development of main part of research instruments that is URM 

practices and this  model proposes four aspect groupings: (1) user (customer) 

characteristics, (2) knowledge / data processing (customer information), (3) CRM 

framework (organizational architecture, organizational responsibilities, origins, human 

resources, etc.) and (4) IT infrastructure are CRM substantiation.  

3.3.1.2 Draft Questionnaire. After review of the literature, a preliminary 

questionnaire outline was planned. Many of the questions were taken from questionnaires 

that were used effectively in previous studies i.e. Hiebeler et al., (1998), Seth, (2001), 

Sheth, 2001),  Dyche´, (2002), Sin et al., (2006),Torres Jr et al. (2007), Jay et al., (2007), 

Almotairi (2010), Siriprasoetsin et al., (2011),  Das, (2012), Parvatiyar  and Verma, 

(2013), Bavarsad and Hosseinipour (2013), Bahader, (2014), Shojaei (2015),  etc 

conducted in this field. 

 The questionnaire's preliminary draft was updated several times to combine 

similar questions and statements and to shorten their size on the basis of expert opinions 

of the supervisors. This exercise culminated in a two sections draft instrument. Section 

one concerning with three parts (URM perceptions, URM Practices & URM activities) 
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with facets/attributes, while section two contains 08 questions to collect demographic 

information of respondents &universities for cross tabulation. McMullan (2005), Sin et 

al. (2005) and Ullah (2015) used a similar approach in their questionnaire creation 

exercises.  

3.3.1.3 Expert Scrutiny. The initial draft instrument was sent to a panel of 10 experts 

(Appendix A) for review so that the face and content validity of the instrument might be 

established. The panel consisted of four members of the LIS faculty, three faculty 

members of the Management Sciences, three library experts who are actively involved in 

URM activities at their libraries. All of the experts had doctoral degree (PhD) except one 

expert who was currently a Director of the Knowledge Resources and Research Support 

Services and pursuing his doctoral degree. All these experts were at top level of their 

careers. Expert panel members suggested many changes to improve the survey 

instrument. These recommendations are as follow:  

 1. Modification of all statements which deal with the perceptions of head/in-

charge librarians about the importance of URM in libraries because they do not match 

with the prescribe scale.  

 2. Suggested that some statements’ ranking should be on Strongly Agree to 

Strongly Disagree scale instead of existing (Poor to Excellent). For example: statements 

Nos.: 1.2, 1.3, 1.4, 1.6, 1.12, 1.13, 1.14, 1.15, 1.16, etc. Another option may be to change 

the wording of the statements. Moreover, he also advised changes of numerals of the 

scale that is (0-3) to (1-4). He also makes grammatically correction and revision of the 

some statements. He recommends asking about the provision of URM policy at 

Organizational level, and provision of trainings for staff for URM. 
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 3. Arise some serious issues in questionnaire and addresses the objectives. He 

pointed that objective "V” and “VI” are not correct. the statements should replace as “To 

identify the differences in the indexing of URM practices based on the proposed 

categorization of university libraries of Pakistan” instead of “To find out the differences 

in the index of URM practices based on librarian’s personal and academic variables.  

Similarly objective statement  “To determine the differences in the indexing of URM 

activities based on the proposed categorization of university libraries’ as an alternative of  

“To find out the differences in the index of URM practices activities based on librarian’s 

personal and academic variables. 

4. Prepare questionnaire on Google Docs, if questionnaire is divided into different 

parts, write the heading of each part. How you justify these four likert scale as three scale 

items(fair, good, excellent) is positive while one is negative and he advised some changes 

in demographic data.) 

5. Other experts give recommendations about the grammar, scale, technical terms, 

duplication of statements, and betterment of the instrument. 

All the changes recommended by the experts’ panel were discussed with 

supervisor and incorporated all the essential and significant suggestions as directed.  

3.3.1.4 Pilot Testing. The revised questionnaire accepted by the panel of experts 

was validated in a pilot study utilizing 5 percent of the overall population of university 

librarians, other than study respondents. To gain their permission for participation in the 

pilot study, the researcher reached the participants via phone or e-mail. The questionnaire 

was submitted via e-mail, along with a cover letter (Appendix D) to all participants who 

were requested to participate (Appendix C). In case of late answers, an e-mail alert was 
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sent to the participants. The pilot research produced a response rate of 100 per cent. The 

revised questionnaire was modified in reaction to pilot study participants. They also 

described some technical terms used in the questionnaire which needed to be described in 

popular language. They advised to change some phrases, replaced some words in popular 

words, grammar correction, duplication of statements, spelling errors, and full name of 

abbreviations. The pilot study resulted into two sections getting the final sample 

instrument (Appendix E). Section one contained six questions divided into three parts: 

Perceptions of university head/in-charge librarians towards the importance of URM; 

prevailing practices of URM; and activities to be adopted by libraries to strengthen 

library-user relationship. Section two obtained required demographic information 

regarding: (a) University: types, category, locality, and (b) librarians: age, gender, 

academic qualification, professional experience, and level of awareness about URM. For 

cross-tabulation, the demographic information was to be used. A cover letter (Appendix 

F) was attached to each questionnaire that introduced the study, its relevance and the 

researcher. 

3.3.1.5 Scale Used. To understand the views / perceptions of the respondents, the 

4 and 5-points Likert / Numerical rating scale were used.  

3.3.1.6 Validity. To estimate the reliability between the items, Cronbach's alpha 

analysis was carried out. Responses of pilot study participants were entered in the 

Statistical Package for Social Sciences (SPSS). Cronbach’s alpha value of total 

statements is 0.95 (α = 0.95), while for individual constructs used in the questionnaire 

survey are listed in Table 3.1 and the results allowed that the instrument is trustworthy 

and reliable for the conduct of study because in general researchers found Cronbach's 
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Alpha of 0.70 or higher reasonable determinant of the reliability of an instrument 

(Connaway & Powell, 2010). 

Table 3.1  
Reliability Results of the Pilot Study  

S.N. Questions Reliability         
Co-efficient 

Number of 
Statements
/ Items 

1. To illustrate the following statements on the given 

scale, please rate your perceived level of 

importance of User Relationship Management 

approach 

0.97 29 

2. The following statements deal with User 

Relationship Management practices. Please 

carefully read each statement and indicate the 

degree to which you agree or disagree with the 

scale given. 

0.96 43 

3. Which of the following activities perform in the 

library is currently doing or planning to do for 

Users Relationship Management? Please mark the 

appropriate options given against each activity 

0.94 32 

4. Cronbach’s Alpha’s value for overall statements 0.95 104 

 

3.4 Study Population 

There was a list of 193 academic universities and degree awarding institutions’ 

libraries, both public and private, recognized in general and specialized categories (i.e. 

agriculture/veterinary, engineering & technology, medical, business education, computer 

science & IT etc.) available on the website of Higher Education Commission (HEC), 

Pakistan (Appendix G). HEC is a regulatory body of universities and degree awarding 

institutes in Pakistan. It was decided to conduct a census of all the head/in-
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charge/manager librarians of central libraries of the universities and degree awarding 

institutes recognized by HEC till December 2018 were the target population of this study. 

3.5 Data Collection 

The questionnaires were circulated via email to all members of the population 

along with cover letter and 10 filled questionnaires from the participants were received. 

Email addresses of the non respondents were obtained from the official websites of 

universities/DAIs and questionnaire was sent through their official web sites and they 

were asked to return the completed questionnaires within two weeks. Only 30 self-

completed questionnaires were received by the researcher through this effort. 

3.5.1 Follow Up 

The mailing was accompanied by telephonic follow-up calls, e-mail messages and 

regular visits to the non-respondent participants to speed up the cycle of data collection 

and ensured improved responsiveness. When the population of non-respondents was 

approached, some of them were found who had not received a questionnaire due to one 

reason or the other. Some had lost or failed to fill out the questionnaire. The researcher 

sent a further copy of the questionnaire by email to certain respondents. 

The above-mentioned strategies were utilized for follow-up which resulted in 

positive and successful outcome. As a result, 73% completed questionnaire were 

received, which was considered an acceptable response rate for data analysis 

3.6 Data Analysis  

After collection and compilation, data was updated and cleaned to ensure 

reliability as suggested by Alwin (2007: Rubin & Babbie, 2016). In addition, 
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questionnaires were reviewed for comprehensiveness and consistency of the answers. 

The completed questionnaires were further reviewed to ensure precision, clarity and 

compatibility with other data. Missing values were allocated a neutral value. To simplify 

entry the coding numerals were applied to the answers as suggested by Kothari & Garg, 

(2014).  The Statistical Package for Social Sciences (SPSS) software version 20, 

descriptive, and inferential statistics were used to evaluate each aspect of the study's 

quantitative data (Green et al., 2000).  

3.6.1 Descriptive Statistics 

 Descriptive statistics such as frequencies and percentages have been used to 

evaluate data on demographic factors and the characteristics of specific questionnaire 

facets. For Likert scale questions, mean scores and standard deviations were also 

measured, and ranked. The statements/items were ranked from the highest to the lowest, 

based on the respondents' mean score. Mean and standard deviation are the most 

frequently mentioned statistical measure for defining data distribution. 

3.6.2 Independent Sample t-test 

This test was used to assess if the libraries from universities / institutions in the 

public and private sectors varied significantly in URM practices and activities for each 

attribute. Similarly, differences based on gender of population were also found. For 

significance, the standard of α= 0.05 was used. The value of t-test and significance (p 

value) has been recorded for each statement / item. 

3.6.3 One-Way ANOVA 

One-Way ANOVA test was used to evaluate the average mean score if the 

libraries of academic institutions categorically (general, agriculture/veterinary, 
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engineering& technology, medical, business education & computer science & IT) and 

geographically (Islamabad, Punjab, KPK, Sindh, Baluchistan & AJK) differed 

significantly from each other. Similarly, university head/in-charge librarians ’ 

professional qualification (MLS/MLIS/BSLIS, MPhil, PhD) and level of awareness about 

URM (Fully Aware, Aware, Partially Aware, Not Aware) differ significantly from each 

other. For significance purposes the standard alpha values (P= 0.05) was used. F-value 

was reported and its significance level. When a significant difference was observed, the 

post-hoc test of one-way ANOVA was then examined to determine the significance 

difference between all possible pairs. 

3.6.4 Person’s Correlation Coefficient 

Person’s correlation is a methodology for analyzing the relation between two 

measurable, constant variables, for example, age and experience. The correlation 

coefficient (r) of Pearson is a calculation of the strength of the association between two 

variables. If the relationship is not continuous the correlation coefficient will not be 

determined. Pearson’s Correlation coefficient was applied to measure relationship 

between perceptions of university head/in-charge librarians’ age and professional 

experience. The criterion of 0.05 and 0.01 was used for significance purpose. The value 

of Pearson’s correlation coefficient and significance (p value) for two tailed test has been 

recorded for each statement / item. 

3.7 Chapter Summary 

This chapter outlined the methodological approach the researcher had embraced 

for performing the existing study. Quantitative and non-experimental research approach 

was applied in this study with cross-sectional survey and self-administrated 
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questionnaire. Required data were collected from the university head/in-charge librarians, 

recognized by HEC till December 2018. The questionnaire was designed on the basis of 

previous research. A panel of specialists evaluated it for content validity, and head/in-

charge librarians of university libraries checked it as a pilot. The questionnaire was sent 

to the head librarians of all 190 recognized university libraries in Pakistan via e- mail. 

This report used SPSS for results analysis. 
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Chapter 04 

 ANALYSIS AND INTERPRETATION OF DATA 

The purpose of this study was to find out university head/in-charge librarians ' 

perceptions about the importance of user relationship management, discover current user 

relationship management practices and to investigate current activities/tactics carried out 

in university libraries of Pakistan. It will strengthen user relationship management in 

academic institutions of Pakistan. Survey method was applied for data collection. Data 

was collected from the heads of the libraries of universities or degree awarding 

institutions in Pakistan, established till December 2018 and recognized by Higher 

Education Commission of Pakistan. List of the Universities and degree awarding 

institutions are shown in the Appendix G. A standardized questionnaire, consisting 

primarily of close-ended questions, was used to collect data. This chapter reports the 

results of this study which includes demographic information of respondents, analysis 

and interpretation of collected data. A structured questionnaire comprising two parts; part 

I having06 questions about URM perceptions, practices and tactics and part II having 08 

questions regarding demographic information of the participants was designed to perform 

a cross-sectional survey after comprehensive literature review, expert scrutiny and pilot 

testing. 

4.1 Survey Response Rates 

  The questionnaire was originally sent to 193 library managers, working in the 

universities/DAIs of Pakistan through their e-mails and whatsApp numbers. Initially, 30 

questionnaires were returned out of 193. The initial e-mail response was augmented by 

followed-up through telephone calls, e-mail messages and used references to speed up 

and increase the response rate. After these efforts One hundred and forty (140) complete 
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filled questionnaires were received from respondents’ and the response rate was (73 %). 

It was noticed that no qualified librarians were working in some of the libraries of 

universities / DAIs, during the follow-up process; clerical staff managed these libraries 

under the supervision of faculty members. Top management of Sindh province does not 

grant permission, therefore, some head librarians are snubbed to participate in the study. 

Some questionnaires were not properly filled and requested to the respondents to fill it 

again. Therefore, total 140 operational responses of head/in-charge librarians were 

analyzed.  

4.2 Demographic Information of the participants  

The participants were requested to provide the required demographic information, 

i.e. age, gender, academic qualification, level of awareness and type of university, 

category, and locality.  This data was required to prepare a respondents profile and also to 

be used as independent variables for answering research questions. The descriptive 

statistics (frequencies and percentages) for demographic data were calculated using cross 

tabulation. The participants' comprehensive demographic profile is presented and 

discussed in the tables as under. 

4.2.1 Age of University Head/In-charge Librarians  

Table 4.1 indicates that age of the university head/in-charge librarians with up to 

30 years was 9 (6.4%). In range of 31-40 was 59 frequency and (42.1%).In range of 41-

50 was 48 frequency and (34.3%).While in range of 51-60 frequency was 21 and (15.0%) 

and more than 61 years has frequency 3 and (2.1%). It shows that the majority of 

university head/in-charge librarians ’ ages were laid in range of 31-40 which was 42.1% 
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and followed by 41-50 range which was 34.3% in years. While only (2.1%) respondents 

were belong to more than 61 years of age group. 

4.2.2 Gender of University Head/In-charge Librarians 

Table 4.2 indicates gender wise position of university head/in-charge librarians 

belong to university/DAIs. Out of the 140 respondents, 112(80%) were male and 

28(20%) were female librarians. It means that majority of respondents were male. 

Table 4.1 
Age of the University Head/In-charge Librarians (N=140) 
Age  Frequency Percentage 
up to 30 years 9 6.4 
31-40 59 42.1 
41-50 48 34.3 
51-60 21 15.0 
61 years or more 3 2.1 
Total 140 100.0 
 

Table 4.2  
Gender of the University Head/In-charge Librarians (N=140) 
Gender  Frequency Percentage 
Male 112 80.0 
Female 28 20.0 
Total 140 100.0 
 
4.2.3 Academic qualification of University Head/In-charge Librarians 

Table 4.3 describes academic qualification of respondents and most of the 

participants were 82(58.6%) having sixteen years of education BS/MLS/MLIS, followed 

by those having M Phil degree (n=51, 36.4%). Only Seven 7(5%) respondents had PhD 

in Library and Information Sciences. This means that the bulk of the participants' 

academic qualification was BS/MLS/MLIS which is 58.6%, the highest and followed by 

36.4% M Phil and only 5% having PhD qualification. 

4.2.4 Total professional experience of University Head/In-charge Librarians 
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Table 4.4 indicates total professional experience of the respondents, indicating 

that up to 5 years was 18(12.9%), in range of 6-10 was 24(17.1%), in range of 11-15 was 

32(22.3%), while in range of 16-20 was 28(20.0%), in range of 21-25 was 25(17.9%)  

and more than 25 years was 13(9.3%). It shows that majority of the respondents’ 

professional experience lies in range of 11-15 which is 22.9% and followed by 16-20 

which is 20.0% in years.  

Table 4.3 
Academic qualification of the University Head/In-charge Librarians (N=140) 
Academic qualification  Frequency Percentage 
BS/MLS/MLIS 82 58.6 
M Phil 51 36.4 
PhD 7 5.0 
Total 140 100.0 
 
Table 4.4 
Professional Experience of the University Head/In-charge Librarians (N=140) 
Professional Experience  Frequency Percentage 
up to 5 years 18 12.9 
6-10 24 17.1 
11-15 32 22.9 
16-20 28 20.0 
21-25 25 17.9 
26 years and more  13 9.3 
Total 140   100.0 
 

4.2.5 Level of Awareness towards URM Perceptions of University Head/In-charge 

Librarians  

Table 4.5 indicates that the level of awareness of the respondents about URM was 

25 (17.9%) fully aware, 81 (57.9%) aware, 29 (20.7%) partially aware and 5 (3.6%) not 

aware. It shows that majority of the participants’ were “aware” about URM which is 

57.9% followed by “partially aware” that is 20.7% respectively. Only (3.6%) respondents 

dot aware about URM. 
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4.2.6 Types of the Universities/ Degree Awarding Institutions 

Data in the Table 4.6 shows that out of 140 population, 91(65%) belonged to 

public sector and 49(35%) to private sector universities/DAIs respectively. It shows that 

majority of the respondents belonged to public sector universities/DAIs in Pakistan that is 

(65%). 

Table 4.5  
Level of Awareness of the University Head/In-charge Librarians (N=140) 
Level of awareness about URM Frequency Percentage 

Fully Aware 25 17.9 
Aware 81 57.9 
Partially Aware 29 20.7 
Not Aware 5 3.6 
Total 140 100.0 
 

Table 4.6 
Types of Universities/DAIs (N=140) 
Type Frequency Percentage 
Public sector 91 65 
Private sector 49 35 
Total 140 100.0 
 

4.2.7 Category of the Universities/ DAIs 

As per the collected data, shown in the Table 4.7,universities/DAIs that belong to 

general category are 74(52.9%), agriculture/veterinary sciences are  8(5.7%), engineering 

and technology are 27(19.3%), medical sciences are 21(15%), business education are 

7(5%), and computer science & IT are 3(2.1%) respectively. It shows that majority of the 

respondents belonged to the general category universities/DAIs i.e. 52.9% followed by 

19.3 % of engineering and technology and 15.0% of medical sciences correspondingly. 

The lowest response rate of universities was belonging to business education and 

computer science & IT and their percentages are 5.0% and 2.1% respectively. Because it 
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is obvious that the number of universities related to business education and computer 

science & IT fields are less as compare to others universities categories. In Pakistan a 

large number of universities are in general field.  

4.2.8 Geographical Locations/ Area of the University/ DAIs 

The Table 4.8 represents the geographical area of the university/DAIs and shown 

that majority of the respondents belonged to Punjab province i.e. 44(31.4%) followed by 

35(25%) of Sindh, 32(22.9 %) of Khyber Pakhtunkhwa, 18(12.9%) of Islamabad Capital 

Territory, 6(4.3%) of Baluchistan, and 5(3.6%) universities/DAIs respectively. 

Table 4.7 
Category of Universities/DAIs (N=140) 
Category of University/DAIs Frequency Percentage 
General 74 52.9 
Agriculture/Veterinary Sciences 8 5.7 
Engineering & Technology 27 19.3 
Medical Sciences 21 15.0 
Business Education 7 5.0 
Computer Science & IT 3 2.1 
Total 140 100.0 

 

Table 4.8 
Geographical Area of University/DAIs (N=140) 
Geographical Areas Frequency Percentage 
Punjab Province 44 31.4 
Sindh Province 35 25.0 
Khyber Pakhtunkhwa Province 32 22.9 
Islamabad Capital Territory Region 18 12.9 
Baluchistan Province 6 4.3 
Azad Jammu & Kashmir Region 5 3.6 
Total 140 100.0 
 

4.3 Findings of the Study 

In the following sections, the study findings are summarized as mentioned in the 

survey instrument. A number of questions and statements were included in each section.  
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4.3.1 Perceptions of University Head/In-charge Librarians towards the Importance of 

URM (RQ1) 

This section sought to answer the first research question of this study, i.e., what are 

the perceptions of head/in-charge librarians working in university libraries of Pakistan 

about different aspects of user relationship management? A list of 29 statements about 

URM importance in libraries was presented to the respondents in the questionnaire. Each 

URM statement was followed by a 5-point Likert scale (1= Not important at all, 

2=somewhat important, 3= important, 4=very important and 5= extremely important). 

The respondents were asked to pick one of the attributes for their library to express their 

opinion on the significance of certain attributes of perception. The perceptions of 

participants about each attribute were presented in the form of mean (µ), standard 

deviation (SD) were ranked from highest to lowest according to the mean score. In case 

of a tie, attributes with the low standard deviation were ranked higher shown in Table 4.9. 

 The results indicate that the composite mean score (µ) of all attributes of 

perceptions of university head/in-charge librarians in Pakistan towards URM significant 

is (3.74) i.e. µ=3.74 which are near to “very important” value in the given scale. This 

result suggests that perception of respondents towards URM significance in libraries is 

“very important”.  This result indicates that university head/in-charge librarians in 

Pakistan are very keen about the user care. They know the importance of the users and 

having tremendous desire to accomplished their needs and desire as per demands and 

request. The respondents are trying their best to make happy and faithful users towards 
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library brand. They give priority to sustaining the long-term users’ relationship and also 

getting users’ feedback about library services, facilities and products and resolve users’ 

complaints in time. 

Table 4.9 also shows the result of individual statements and the facet “resolve 

users’ complaints” which has the highest mean score of (04.02),  followed by 

“Improvement of usage of library resources and services” has mean score (4.00), and 

followed by“ Improvement of service quality”, with  mean score is (4.00). It indicates 

that only three statements that have mean score more than or equal to four value of the 

scale. While the remaining twenty six attributes are mean score are less than four value of 

the scale.  

The fourth and fifth facets of perceptions are “Address users' problems” and 

“Creating user friendly environment” having their mean scores of (3.94) and (3.91) 

respectively. These two facets are also close to 4th value of the scale. 

Next at sixth position, the attribute “Marketing of library resources and services” 

got mean score of (3.89).The question at seventh position is “Strengthening of users' 

satisfaction”. It has (3.88) mean score and the attribute at eight positions is” 

Enhancement of the library image”. Its mean score is (3.86). It is followed by “Getting 

users' feedback” with mean score is (3.83) and statement lies at ten positions 

“Advancement of information technology” with mean score is (3.82). The three attributes 

having equal mean score of (3.81) are “Generating conducive environment for learning in 

library”, “Give honour to users' wants, needs and preferences” and “Attraction of new 

users” respectively. The eight attributes of perceptions got mean scores in the range of 

(3.89 - 3.81). It shows tendency towards 4th value of the scale.  
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The attributes that come at14th position is “Adoption of user-centred approach in 

library” with mean score of (3.76) and followed by the statement “Improvement of 

efficiency, skills and worth of library employees” having mean score of (3.74). The next 

three attributes are, “Orientation programs for the new users”, “Enabling the users two 

way communication” and “Order to increase employee satisfaction” have equal mean 

score of  (3.71).The Five statements of perceptions get mean scores in the range of (3.76 - 

3.71). It also shows inclination towards 4th value of the scale. 

The statement that comes at 19th positions is “Improvement of users' retention” 

with mean score of (3.66). Similarly, attributes twenty and twenty one position in rank 

are “Design/development of users' need based resources and services” and “Sustaining 

the long-term users' relationship” having equivalent mean scores of (3.64). The next, two 

statements, “Development of library community” and “Enrichment of mutual benefits of 

library and its users” having identical mean scores of (3.61), and followed by 

“Development of users' loyalty” with mean score of (3.61).  It indicate that only six 

attributes obtain mean scores in the range of (3.66 - 3.61). 

The attributes at 25th position is “Retaining of existing users”. It achieves mean 

score of (3.59).Only one facet is existed in the range. The next, two attributes at twenty 

sixth and twenty seventh positions are” Giving users' potential for Life Time Value to 

library” and “Enhancement of user base” with identical mean score of (3.49), followed by 

“Increments of valuable users” with mean score of (3.47). The last attribute of librarians’ 

perception about importance of URM is “User selective approach”. It has mean score of 

(3.36). These results describe that university head/in-charge librarians are very 

enthusiastic about URM importance in libraries. 
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Standard deviation (SD) of all the statements are positive and majority of facets 

SD are below 1.0 that SD<1.0.  It indicates that more of the population date is clustered 

about the mean. However, some attributes have SD more than 1.0 that SD>1.0.  It shows 

that the population date is more spread out. It showed that the respondents have been not 

clear about the concept of those statements.  These facets are as “Address users' 

problems” , “Enhancement of the library image”, “Advancement of information 

technology”, “Adoption of user-cantered approach in library”, “Orientation programs for 

the new users”, “Enabling the users two way communication”, “Development of library 

community”, “Enrichment of mutual benefits of library and its users”,  and “Giving users' 

potential for Life Time Value to the library” respectively. 

Table 4.9  
Mean Score of Respondents’ Perceptions about Importance of URM (N=140) 
Rank 

User Relationship Management is Important in………. Mean SD 

1 Resolve users' complaints 4.02 .844 
2 Improvement of usage of library resources and services 4.00 .898 
3 Improvement of service quality 4.00 .917 
4 Address users' problems 3.95 1.020 
5 Creating a user friendly environment 3.91 .941 
6 Marketing of library resources and services 3.89 .953 
7 Strengthening of users' satisfaction 3.88 .993 
8 Enhancement of the library image 3.86 1.033 
9 Getting users' feedback 3.83 .936 
10 Advancement of information technology 3.82 1.061 
11 Generating a conducive environment for learning in library 3.81 .966 
12 Give honour to users' wants, needs and preferences 3.81 .951 
13 Attraction of new users 3.81 .944 
14 Adoption of user-cantered approach in library 3.76 1.015 
15 Improvement of efficiency, skills and worth of library 

employees 
3.74 .985 

16 Orientation programs for the new users 3.71 1.068 
17 Enabling the users two way communication 3.71 1.063 
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18 Order to increase employee satisfaction 3.71 .916 
19 Improvement of users' retention 3.66 .903 
20 Design/development of users' needs based resources and 

services 
3.64 .990 

21 Sustaining the long-term users' relationship 3.64 .968 
22 Development of library community 3.61 1.071 
23 Enrichment of mutual benefits of library and its users 3.61 1.001 
24 Development of users' loyalty 3.60 .872 
25 Retaining of existing users 3.59 .966 
26 Enhancement of user base 3.49 .948 
27 Giving users' potential for Life Time Value to the library 3.49 1.135 
28 Increments of valuable users 3.47 .999 
29 User selective approach 3.36 .858 

Overall, URM Perception 3.74 0.73 

Scale: 5=Extremely Important; 4=Very Important; 3= Important; 2=Somewhat 
Important; 1=Not important 

4.3.2 Current Status of URM Practices in University Libraries (RQ2) 

The survey instrument included four questions to answer the second research 

question: “What are the prevailing URM practices in University libraries of Pakistan?” 

(User focus, organizational focus, user feedback management, and IT infrastructure). A 

list of 44 statements of URM practices in libraries was presented to the respondents in the 

questionnaire. Each facets was followed by a 5-point Likert scale (1= Strongly Disagree, 

2= Disagree, 3= Neutral, 4=Agree and 5 = Strongly Agree). The respondents were asked 

to select one of the given scales to express their opinion towards the statements for their 

library. The opinion of respondents is presented in the form of mean (µ) and standard 

deviation (SD).It was ranked from highest to lowest according to the mean score.  

4.3.2.1 User Focus. Mean score (µ) and standard deviation, were calculated for 

overall “user focus” and as well as its sub-statements to examine prevalence. Higher 

average scores suggested higher “user focus” levels in URM practices seen in (Table 

4.10). The mean score (µ) for the overall “user focus” is (3.83) which is close to the 4th 
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value of scale that is “agree”. It shows that university libraries in Pakistan are 

concentrates to satisfied users and focuses to increase number of users. University libraries 

are emphasize to retain precious users, understand individual users’ desires and struggle to 

pleasure their users. These results suggest that university libraries give full attention to 

users care, preferences and satisfaction. 

In order to know about the sub-facets of “user focus”, the element that has highest 

mean score of (4.17) in the questionnaire is “Library concentrates to satisfy users”, 

followed by “Library focus to increase number of users” with a mean score of(4.16) and 

the attributes that is at third position is “Library emphasizes to retain valuable users”, its 

mean score is (4.00).It point out that only three statements that have mean score more 

than or equal to four value of the scale. While the remaining seven facets are mean score 

are less than four value of the given scale. 

From the questionnaire, the fourth attribute is “Library understands individual 

users’ needs”, the mean score of this facet is (3.94). At fifth position, the question 

“Library strives to delight library users” has the mean score (3.92). 

 Next, at sixth position comes, “Library provides customized services to the 

users” its mean score is (03.77).  

The seventh question “Library strengthens the emotional bonds with users by 

wishing them on important occasions” receives (03.64) mean score.  At eight position 

comes the question “When library finds that users would like to modify a product/service, 

the departments involved make concerted efforts to do so” has mean score (3.63).It has 

been ascertained that at ninth position comes question “Library customizes users’ 

interactions to optimize value and loyalty”. It has (3.56) mean score and the last one, is 
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“Library involves users in tailoring and designing library products and services” with 

mean score of (3.53).  

The only single fact that is “Library strengthens the emotional bonds with users 

by wishing them on important occasions” having standard deviation greater than 1.0. 

While three facets i.e. “Library provides customized services to the users” with 

SD=0.924, “When library finds that users would like to modify a product/service, the 

departments involved make concerted efforts to do so” with SD=0.932, and “Library 

involves users in tailoring and designing library products and services” with SD= .925 

are close to 1.0. It indicates that majority of the statements date are clustered about the 

mean.  

The mean score of the attributes are in between (4.17) the highest and (3.53) 

lowest. Majority of facets mean values are less than (3.94) and only three facets mean 

score are equal or above (4.00). All user focused statements were ranked in descending 

order and the detail is given in the Table 4.10 as under: 

Table 4.10 
Mean Score of Respondents’ about User Focus in URM Practices (N=140) 
Rank User Focus Attributes Mean SD 

1 Library concentrates to satisfy users 4.17 .813 
2 Library focuses to increase number of users 4.16 .867 
3 Library emphasizes to retain valuable users 4.00 .960 
4 Library understands individual users’ needs 3.94 .807 
5 Library strives to delight library users 3.92 .866 
6 Library provides customized services to the users 3.77 .924 
7 Library strengthens the emotional bonds with users by 

wishing them on important occasions 3.64 1.04 

8 When library finds that users would like to modify a 
product/service, the departments involved make concerted 
efforts to do so 

3.63 .932 

9 Library customizes users’ interactions to optimize value and 
loyalty 

3.56 .858 

10 Library involves users in tailoring and designing library 
products and services 

3.53 .925 

Scale: 5=Strongly Agree; 4=Agree; 3=Neutral; 2=Disagree; 1= Strongly Disagree 
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4.3.2.2 Organizational Focus. Mean score was calculated for overall 

“organizational focus” and as well as its sub-statements to examine occurrence. 

Descriptive statistics such as mean, standard deviation, for overall “organizational focus” 

and each of its sub-statements were shown in Table 4.11. The mean score (µ) for the 

overall “organizational focus” was (3.50) which is in between 3rd and 4th value of scale 

that is “neutral” and “agree”. However, it partially consider close to 4th   value of the scale 

that is “agree”. These results suggest that University top management encourages staff to 

provide best users’ services and provides variety of users’ facilitation channels for 

communication with users. Top management strongly encourages building up friends of 

library community, provides resources and facilitates to develop URM system, training of 

library staff and thinks that URM is key to survive in the current competitive globe. 

Table 4.11 indicated results of the sub-statements of “organizational focus” and 

measured the first attribute of organization focus is “university top management 

encourages staff to provide best users’ services” having mean score of (3.75), followed 

by “university provides variety of users’ facilitation channels” with mean score of (3.73). 

The two attributes of organizational focus got mean scores in the range of (3.75 - 3.73). It 

shows tendency towards 4th value of the scale.  

The third statement is “university top management strongly encourages building 

up friends of library community” with mean score of (3.63). The element stands at fourth 

position is “university top Management provides resources for URM” having mean score 

of (3.61). The next, attributes having mean (3.61) is “university top management 

facilitates library to develop URM system”. The three attributes of organizational focus 

obtained mean scores in the range of (3.63 - 3.61). It shows inclination towards 4th value 
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of the scale. The sixth statement is “University staff is trained enough to practice URM” 

with mean score (3.55), seventh and eight attributes are “University top management 

thinks that URM is key to survive” and “university provides skillful staff for URM 

execution” with mean scores of (3.44) and (3.44) respectively.  

The 10th, 11th, and 12th attributes having mean scores (3.36), (3.18) and (3.15) are 

“employees performance is measured and rewarded based on meeting user needs and on 

successfully serving the users”, not only “library employees are resistant and hesitate to 

implement URM in library ®” but “university top management is also resistant and 

hesitate to implement URM in library®”.  

The three facets that is “Employees performance is measured and rewarded based 

on meeting user needs and on successfully serving the users”, “Library employees are 

resistant and hesitate to implement URM in library ®”, and “University top management 

resistant and hesitate to implement URM in library ®” of organizational focus obtained 

mean scores less than (3.40) which are slightly above neutral value in the given scale and 

while two facets that is “University structure diligently revolves around URM”, and 

”University provides skilful staff for URM execution “ mean score are equal to 3.44.It 

means that university top management is not committed with proper execution of URM 

in libraries. Standard deviation (SD) of the above three facts is also more than one i.e. 

SD> 1.0. While five facets that is “University top management encourages staff to 

provide best users’ services” with SD=.983, “University top management strongly 

encourages building up friends of library community” with SD=.947, “University staff is 

trained enough to practice URM” with SD=.924, “University top management thinks that 

URM is key to survive” with SD=.978, and “University structure diligently revolves 
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around URM” with SD=.923.  It shows that the population date is more spread out and 

respondents have no similarity regarding above mentioned statements. It implies that the 

university's top management is unconcerned about the value and correct implementation 

of URM in libraries. The details are given in the Table 4.11 as under: 

Table 4.11 
Mean Score of Respondents about Organizational Focus in URM Practices (N=140) 
Rank Organizational Focus  Attributes Mean SD 

1 University top management encourages staff to provide best 
users’ services 3.75 .983 

2 University provides variety of users’ facilitation channels 3.73 .855 
3 University top management strongly encourages building up 

friends of library community 
3.63 .947 

4 University top Management provides resources for URM 3.61 .895 
5 University top management facilitates library to develop URM 

system 3.61 .894 

6 University staff is trained enough to practice URM 3.55 .924 
7 University top management thinks that URM is key to survive 3.53 .978 
8 University structure diligently revolves around URM 3.44 .923 
9 University provides skilful staff for URM execution 3.44 1.04 
10 Employees performance is measured and rewarded based on 

meeting user needs and on successfully serving the users 3.36 1.11 

11 Library employees are resistant and hesitate to implement URM 
in library ® 3.18 1.15 

12 University top management resistant and hesitate to implement 
URM in library ® 3.15 1.11 

Scale: 5=Strongly Agree; 4=Agree; 3=Neutral; 2=Disagree; 1= Strongly Disagree 

4.3.2.3 User Feedback Management/User Knowledge Management. Mean 

scores and SD were calculated for overall “user feedback management” as well as its sub-

statements to study happening. Table 4.12 revealed that mean score (µ) for the overall 

“user feedback management” is (3.75) which is next to the 4th value of scale that is 

“agree”. These results suggest that university libraries in Pakistan are seriously and 



107 
 

regularly collect user feedback about library products and services, and gives absolute 

attention to user complaints and problems. 

In the same way, mean score and SD of the sub-attributes of “user feedback 

management” calculated and shown in Table 4.12. The attributes “library welcomes 

user’s complaints” with the mean score of (4.20), and “when any user has a problem, our 

library shows a sincere effort to solve it” mean score of (4.14) stand first and second 

respectively.  

In third position of the attribute “users are encouraged to give feedback about 

library performance” with mean score of (3.95) and it follows the element “Library has 

trained and empowered frontline staff” with mean score is (3.93).   

The next, at fifth, sixth, seven and eighth positions are “Library has trained and 

empowered frontline staff”, “Library reviews user’s complaints periodically”, “Library 

always gets feedback from right user, at right place and right time” and “Library formally 

communicates user’s feedback to all library employees” having their mean score is 

(3.86), (3.74), (3.74) and (3.71) respectively. 

Statements that come in ninth, 10th and 11th positions are “Library seriously 

takes users feedback for its resources and services on regular basis and responds 

accordingly”, “Library has effective recovery strategy for any services failure” and 

“Library ignores user’s complaints (r)”.  Its mean scores are (3.67), (3.59) and (3.57) 

correspondingly. The last two attributes are “Library has formal feedback and complaints 

management system” and “Library has proper punishment system on user’s complaints” 

with mean scores of (3.54) and (3.05) respectively. 
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Standard deviation (SD) of the majority statements are positive and less than 1.0 

that SD<1.0.  It indicates that more of the population date is clustered about the mean. 

However, five attributes have SD more than 1.0 that SD>1.0.  It illustrate that the 

population date is more spread out. It showed that the respondents have no similarity 

about the practices of those statements.  These facets are as “Library reviews user’s 

complaints periodically”, “Library has effective recovery strategy for any services 

failure”, “Library ignores user’s complaints ®”, “Library has formal feedback and 

complaints management system”, and “Library has proper punishment system on user’s 

complaints” respectively. The details are given in the Table 4.12 as under: 

Table 4.12 
Mean Score of Respondents’ about User Feedback Management in URM Practices 
(N=140) 
Rank User Feedback Management Attributes Mean SD 

1 Library welcomes user’s complaints 4.21 .875 
2 When any user has a problem, my library shows a sincere 

effort to solve it 4.14 .853 

3 Users are encouraged to give feedback about library 
performance 3.95 .924 

4 Library addresses real time quires and requests 3.93 .887 
5 Library has trained and empowered frontline staff 3.86 .983 
6 Library always gets feedback from right user, at right place and 

right time 3.74 .970 

7 Library reviews user’s complaints periodically 3.74 1.035 
8 Library formally communicates user’s feedback to all library 

employees 
3.71 .916 

9 Library seriously takes users feedback for its resources and 
services on regular basis and responds accordingly 3.67 .940 

10 Library has effective recovery strategy for any services failure 3.59 1.011 
11 Library ignores user’s complaints ® 3.57 1.194 
12 Library has formal feedback and complaints management 

system 3.54 1.109 

13 Library has proper punishment system on user’s complaints 3.05 1.062 
Scale: 5=Strongly Agree; 4=Agree; 3=Neutral; 2=Disagree; 1= Strongly Disagree 
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4.3.2.4 Information Technology Infrastructure (ITI). Mean scores and SD 

were calculated for overall “information technology infrastructure” as well as its sub-

statements to calculate phenomenon. Table 4.13 shows that mean score (µ) for the overall 

“ITI” is (µ =3.46) which is near to the 3rd value of scale that is “neutral”. These results 

suggest that university libraries in Pakistan have not appropriated information technology 

infrastructure for execution of URM programs and mechanism which is alarming signal 

for academic libraries in the modern technological era. 

In order to identify mean scores of the all sub-statements of “ITI” result is shown 

in Table 4.13 and it indicates that the attributes that has highest mean score of (3.59) in 

the instrument is “Library possesses good information system infrastructure”. It’s 

followed by “Library possesses good telecommunications infrastructure”. It has mean 

score of (3.51).  

The third facet in position is “Library possesses an information system that is 

integrated across several functional areas”. Its mean score is (3.49). The fourth, fifth and 

sixth attributes in rank from the questionnaire are “Library possesses the necessary 

infrastructure to capture user data from all user interaction points”, “Library possesses the 

ability to consolidate all acquired user related data in a centralized database”, and 

“Library Possesses information technology that allows for one-to-one communications 

with current users” with mean scores of (3.48), (3.46) and (3.41) correspondingly.  

The elements at seventh and eight positions are “Library possesses information 

technology to acquire user related data in a centralized database” and” Library possesses 

data sharing technologies that enable data access between information systems” with 

mean score of (3.39) and (3.37) respectively. Table 4.13 shows the details. 
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Standard deviation (SD) of the all statements are positive but above than 1.0 that 

is SD>1.0.  It point up that the population date is more spread out. It showed that the 

respondents have no similarity about the practices of those statements. Majority of facets 

mean values are less than (3.50) and only two facets mean score is above (3.50). It 

indicates that of university libraries in Pakistan has been not existed complete 

information technology infrastructure to execute URM system.   

Table 4.13 
Mean Score of Respondents’ about Information Technology Infrastructure in URM Practices 
(N=140) 

Rank I T  Infrastructure Attributes Mean SD 

1 Library possesses good information system infrastructure 3.59 1.099 
2 Library possesses good telecommunications infrastructure 3.51 1.123 
3 Library possesses an information system that is integrated 

across several functional areas 3.49 1.154 

4 Library possesses the necessary infrastructure to capture user 
data from all user interaction points 3.48 1.102 

5 Library possesses the ability to consolidate all acquired user 
related data in a centralized database 3.46 1.121 

6 Library Possesses information technology that allows for one-
to-one communications with current users 3.41 1.093 

7 Library possesses information technology to acquire user 
related data in a centralized database 3.39 1.110 

8 Library possesses data sharing technologies that enable data 
access between information systems 3.37 1.115 

Scale: 5=Strongly Agree; 4=Agree; 3=Neutral; 2=Disagree; 1= Strongly Disagree 

4.3.2.5 Prevailing URM Practices Overall. The composite mean score (µ) for 

the overall “URM practices” is (µ = 3.63, SD= 0.658) and its sub-facets were “User 

Focus” mean score is (3.83), “User Feedback Management” mean score is (3.75), 

“Organizational Focus” mean score is (3.50), and “Information Technology 

Infrastructure” mean score is (3.46) ranked first, second, third, and fourth respectively in 



111 
 

Table 4.14. These results suggest that university libraries in Pakistan are in the 

preliminary stage in utilizing URM. However, Pakistani libraries are focusing on user 

needs and desire to accomplish it. They also try their best about the proper management 

of user feedback and knowledge. An alarming gesture for Pakistani university libraries is 

that they have no appropriate information technology infrastructure for URM strategies 

and practices in the modern technological and competitive globe. 

Table 4.14 
Overall Mean Score of Respondents of URM Practices and its Sub-dimensions (N=140) 

Rank URM Practices Dimensions Mean SD Min Max 

1  User Focus 3.8307 .70394 1.20 5.00 
2 User Feedback Management 3.7462 .69539 1.31 4.85 
3 Organizational Focus 3.4976 .64394 1.92 5.00 
4  IT Infrastructure 3.4625 1.01614 1.00 5.00 

 Overall, URM Practices 3.6342 .65778 1.58 4.81 
Scale: 5=Strongly Agree; 4=Agree; 3=Neutral; 2=Disagree; 1= Strongly Disagree 

4.3.3 URM Activities/ Tactics to Strengthen Library-Users Relationship (RQ3)  

This section was conceived to answer third research question of this study i.e., 

“What is the status of prevailing URM activities in university libraries of Pakistan?” A 

list of 32 activities or tactics was given to the respondents. They were asked to show their 

level of agreement while supporting or offering these activities on a scale of   4-points 

(4= currently doing, 3= planning to do, 2= neither doing nor planning and 1= don’t 

know). The aim of this question was to determine the current status of URM activities to 

enhance the relationship between library and user. These attributes were ranked from 

highest to lowest according to the frequency of responses.  

Table 4.15 shows that a majority i.e. 19 out of 32 activities of URM were ranked 

as “currently doing” by university libraries to strengthen library-user relationship, 10 
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activities were ranked as “planning to do” and 3 activities were at “neither doing nor 

planning” stage. It shows that majority of URM activities were in practice of university 

libraries to enhance user-library bond.  

The details of all activities of university libraries which are at “currently doing”, 

are: “face to face interaction” with percentage of (83.3%), “Display of new arrivals & 

inform to the users” (80.7%), “Orientation for new users” (75.0%),“Special favor to users 

for book lending” (69.3%),“Make telephone calls” (69.3%), “Coordination through E-

mail” (66.4%), “Complaints/suggestions box” (61.4%), “Enhance library timings on 

users’ request” (60.0%), “Users participation in the collection & services development” 

(59.3%), “Immediately acquisition of books on the users’ demand” (58.6%), “Provision 

of conducive learning environment” (57.1%), “Provision of library literature and 

Newsletters” (54.3%), “Ask a librarian service” (50.7%), “Personalized mail” (50.0%).It 

is mentioning that the above all tactics percentage is above 50%. It means that most of 

the university libraries are currently doing these tactics of URM to enhance relationship 

with users. 

Apart of above mentioned activities, some more activities were also ranked as 

“currently doing” by university libraries but their percentage ratio is below 50%. The 

activities are: “Establishment of users’ help desk” (48.6%), “Invitation for 

Exhibitions/Displays”(43.0%), “Manage library tours” (38.6%), “Faculty liaison 

librarian” (35.67) “Users engagement on copyright and book day” (32.9%) respectively. 

In addition, details of all those activities which were ranked as “planning to do” 

are:  “Use of Social Media to enhance users’ contact”¸ was mentioned by (42.1%), “Users 

involvement in library planning” (33.6%), “User’s gift system” (34.3%), “Library book 
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club” (44.3%), “Use of electronic billboards for users’ contact” (49.3%), “Best library 

user award” (52.1%), “Library consortium” (43.63%), “Best users of the 

week/month/year” (48.6%) respectively. Eight tactics are lies in “planning to do” in the 

given scale of activities to make stronger library user relationship. Detailed data in this 

regard has been presented in Table 4.15. 

Table 4.15 
Mean Score of Respondents’ about URM Activities and Mechanism (N=140) 

Rank Activities and Mechanism Currently 
doing 

Planning 
to do 

Neither 
doing 
nor 

planning 

Don’t 
know 

  F (%) F (%) F (%) F (%) 
1 Face to face interaction 118(84.3) 12(8.6) 9(6.4) 1(0.7) 
2 Display of new arrivals & inform 

to the users 113(80.7) 19(13.6) 5(3.6) 3(2.1) 

3 Orientation for new users 105(75.0) 24(17.1) 6(4.3) 5(3.6) 
4 Special favor to users for book 

lending 97(69.3) 22(15.7) 20(14.3) 1(0.7) 

5 Make telephone calls 97(69.3) 22(15.7) 18(12.9) 3(2.1) 
6 Coordination through E-mail 93(66.4) 36(25.7) 9(6.4) 2(1.4) 
7 Complaints/suggestions box 86(61.4) 41(29.3) 9(6.4) 4(2.9) 
8 Enhance library timings on users’ 

request 84(60.0) 27(19.3) 27(19.3) 2(1.4) 

9 Users participation in the 
collection & services development 

83(59.3) 36(25.7) 16(11.4) 5(3.6) 

10 Immediately acquisition of books 
on the users’ demand 

82(58.6) 40(28.6) 13(9.3) 5(3.6) 

11 Provision of conducive learning 
environment 

80(57.1) 45(32.1) 12(8.6) 3(2.1) 

12 Provision of library literature and 
Newsletters  

76(54.3) 38(27.1) 24(17.1) 2(1.4) 

13 Ask a librarian service 71(50.7) 54(38.6) 12(8.6) 3(2.1) 
14 Personalized mail 70(50.0) 43(30.7) 25(17.9) 2(1.4) 
15 Establishment of users’ help desk 68(48.6) 55(39.3) 14(10.0) 3(2.1) 
16 Invitation for Exhibitions/Displays 61(43.6) 47(33.6) 30(21.4) 2(1.4) 
17 Manage library tours 54(38.6) 41(29.3) 39(27.9) 6(4.3) 
18 Faculty liaison librarian 50(35.7) 43(30.7) 36(25.7) 11(7.9 
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19 Users engagement on copyright 
and book day 

46(32.9) 45(32.1) 42(30.0) 7(5.0) 

20 Updating library website as per 
users’ requirements 

52(37.1) 52(37.1) 32(22.9) 4(2.9) 

21 library social network website 52(37.1) 52(37.1) 32(22.9) 4(2.9) 
22 Use of Social Media to enhance 

users’ contact 51(36.4) 59(42.1) 25(17.9) 5(3.6) 

23 Users involvement in library 
planning 44(31.4) 47(33.6) 43(30.7) 6(4.3) 

24 User’s gift system 35(25.0) 48(34.3) 48(34.3) 9(6.4) 
25 Library book club 25(17.9) 62(44.3) 46(32.9) 7(5.0) 
26 Use of electronic billboards for 

users’ contact 18(12.9) 69(49.3) 45(32.1) 8(5.7) 

27 Best library user award 14(10.0) 73(52.1) 44(31.4) 9(6.4) 
28 Library consortium 20(14.3) 61(43.6) 47(33.6) 12(8.6 
29 Best users of the week/month/year 10(7.1) 68(48.6) 56(40.0) 6(4.3) 
30 Occasional messages/wishes on 

Eids, Independence Day, Pakistan 
Day, Birth Day 

44(31.4) 46(32.9) 47(33.6) 3(2.1) 

31 Present welcome cards to new 
members 

18(12.9) 49(35.0) 66(47.1) 7(5.0) 

32 Present flowers to new members 15(10.7) 41(29.3) 76(54.3) 8(5.7) 
Scale: 4=currently doing; 3=planning to do; 2= neither doing nor planning; 1= don’t know 

4.3.4 Relationship Testing Regarding Perceptions and University Head/In-charge 
Librarians Personal and Academic Characteristics (H1) 

H1: There is significant difference in the URM perceptions based on university head/in-

charge librarians’ personal and academic characteristics (gender, age, academic 

qualification, professional experiences and level of URM awareness). 

The questionnaire part related to said perceptions consists of 29 items and to 

determine the significant differences in the perceptions of university head/in-charge 

librarians based on their gender, age, academic qualification, professional experiences 

and level of URM awareness, collected data was analyzed and results have been 

presented in upcoming subsections. 
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4.3.4.1 Gender and URM Perceptions. An independent sample t-test (two-

tailed) was employed for investigating the mean differences in  the index of overall URM 

perception scale with regard to gender i.e. male (n=112) and female (n=28). There was no 

significant difference in the composite mean scores (µ= 3.71, SD=0.736) of male and 

female (µ =3.87, SD=0.741) conditions; t (138) =-1.037, p = 0.301>0.05. Here p-values 

are greater than significant alpha value of .05 for the composite mean score of perception. 

These results suggest that there is no significant difference in the URM perceptions based 

on gender differences where gender is a dependent variable. 

Conversely, the only one statement in which there is significant difference 

between male and female respondents is “Retaining of existing users” (P=0.022<0.05), 

where p-value is less than .05 and the mean score of (µ =3.96, SD= 0.922) female 

respondents is higher than mean score (µ =3.50, SD=0.959) of male respondents. It 

indicates that female respondents have perceived more importance of URM in university 

libraries of Pakistan as compare to male in this single statement. 

4.3.4.2 Age and URM Perceptions. Pearson product-moment correlation co-

efficient was computed to assess the significant relationship between respondents’ age 

and URM perception, thus getting age as a dependent factor. The results in Table 4.16 

indicated the correlation between age and URM perceptions was not found,                           

as p-values >0.05 and 0.01, where [r= .143, n=140, P=0.092], and the statements from 

S.No. 1-17 indicate that there is no significant relationship between age and respondents’ 

perception about URM importance in libraries and where P-values are greater than 0.05 

and 0.01.  
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Conversely, statements ranging at S.No 18-29 (12 out of 29 facets) highlight that 

there is statistically significantly difference between respondents’ age and URM 

perception and the correlation is positive and strong. It means that age is directly 

proportional to URM perceptions. When respondents’ age is increasing the perceptions 

towards URM importance in libraries is also increasing and shown here with “r” and p-

values.  

Perceptions facets that are in correlation with respondents’ age are “Retaining of 

existing users” [r=.184, P=0.029<0.05], “Strengthening of users’ satisfaction” [r=.187, 

P=0.027<0.05], “Development of users’ loyalty” [r= .170. P=.045<.05], “Improvement of 

users’ retention” [r=.207, P=.014<0.05], “Getting users’ feedback” [r= .173,  

P=.041<.05], “Address users’ problems” [r=169,  P=0.046<.05], “Improvement of the 

service quality” [r=.204,  p=.016<.05], “Give honour to users’ wants, needs and 

preferences” [r= .236, P=.005<.05], “Creating user friendly environment” [r=.210, 

P=.013<.05], “Adoption of user-centred approach in library” [r=.279, P=.001<.05], 

“Creating conducive environment for learning in library” [r=.188, P=.026<.05], and 

“Enabling the users two way communication” [r=.247, P=.003<.05) respectively. 

Therefore, there are variations in the mean perceptions of URM values which are relevant 

to age and show that age is clearly correlative to the URM perceptions.  

 Here all p-values are less than 0.05. Thus, the variations in the perception values 

of mean regarding respondent’s age demonstrate that age is correlated to perceptions of 

respondents about the importance of URM in libraries and their relationship is positive 

and strong.  
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Table 4.16  
Correlation of Participants’ Perceptions about User Relationship Management and Age 
(N=140) 

S.No. URM Perceptions Attributes Pearson 
Correlation 

 Sig.            
(2- 
tailed) 

18 Retaining of existing users .184 .029* 
19 Strengthening of users’ satisfaction .187 .027* 
20 Development of users’ loyalty .170 .045* 
21 Improvement of users’ retention .207 .014* 
22 Getting users’ feedback .173 .041* 
23 Address users’ problems .169 .046* 
24 Improvement of the service quality .204 .016* 
25 Give honour to users’ wants, needs and preferences .236 .005** 
26 Creating a user friendly environment .210 .013* 
27 Adoption of user-centered approach in library .279 .001** 
28 Creating a conducive environment for learning in 

libraries 
.188 .026* 

29 Enabling the users two way communication .247 .003** 
*P< 0.05; **P< 0.01 
 

4.3.4.3 Academic Qualification and URM Perceptions. The One-way ANOVA 

(Analysis of Variance) was carried out to test significant differences of mean score based 

on academic qualification of respondents for overall URM perceptions attributes. Twenty 

nine attributes of URM perceptions were tested and founded that there is no significant 

difference in the composite mean value of URM perceptions regarding academic 

qualification of respondents’ shown in Table 4.17. The significant value P=0.233, which 

is greater than alpha-value 0.05 and F-value is 2.213 that is (F(3,135)=2.213, P= 0. 

233>0.05) respectively.  

In addition, there are 19 attributes where mean values of URM perceptions are not 

found significantly different, based on university head/in-charge librarians’ academic 
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qualification. It means that majority of perception facets are not correlated to academic 

qualification of the respondents. 

Conversely, 10 attributes of perceptions, as shown in Table 4.17 from S.No.  20 - 

29 show that there are significant differences in URM perception based on head/in-charge 

librarians’ academic qualification and shown here with F-values and P- values. The 

statements are “Enhancement of user base” (F= 3.50, P=0.017<0.05), “Retaining of 

existing users” (F=2.88, P=0.038<0.05), “Sustaining the long-term users’ relationship” 

(F=4.38, P=0.005<0.05), “Giving users’ potential for Life Time Value to library” 

(F=3.22, P=0.025<0.05), “Strengthening of users’ satisfaction” (F=3.08, P=0.029<0.05), 

“Address users’ problems” (F=5.81, P=0.001<0.05F), “Give honour to users’ wants, 

needs and preferences” (F=3.52, P=0.017<0.05), “Creating user friendly environment” 

(F=4.62, P=0.004<0.05), “Adoption of user-centred approach in library” (F=4.76, 

P=0.003<0.05) and “Enabling the users two way communication” (F=3.48, 

P=0.018<0.05).  

Therefore, there are variations in the mean perceptions of URM values which are 

relevant for academic qualification of respondents and show that academic qualification 

is clearly correlative to the URM perceptions.   

Furthermore, a post hoc analysis using Tukey’s HDS for pair wise comparisons 

showed that the participants having PhD and M.Phil degrees perceived higher importance 

of user relationship management in libraries in comparisons to those having BSLIS/MLIS 

(16 year education).            
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4.17  
Participants’ Mean differences in URM Perceptions based on Academic Qualification 
(N=140) 

S.N. URM 
Perceptions  

Academic Qualification F-
Value 

Sig. 

 

 

BS/MLIS  
82(58.48%) 

M Phil 
51(36.4%) 

PhD 
7(5.0%) 

  

Mean SD Mean SD Mean SD 

20 Enhancement of 
user base 3.47 .980 3.45 .855 4.28 .487 3.504 .017* 

21 Retaining of 
existing users 3.52 1.018 3.58 .853 4.57 .535 2.889 .038* 

22 Sustaining the 
long-term users’ 
relationship 

3.58 .963 3.66 .909 4.57 .534 4.381 .005* 

23 Giving users’ 
potential for Life 
Time Value to 
library 

3.28 1.160 3.68 1.067 4.32 .786 3.226 .025* 

24 Strengthening of 
users’ satisfaction 3.70 1.060 4.17 .865 4.00 .577 3.085 .029* 

25 Address users’ 
problems 3.86 .964 4.09 1.024 4.57 .534 5.812 .001* 

26 Give honour to 
users’ wants, needs 
and preferences 

3.72 .927 3.96 .937 4.14 .690 3.520 .017* 

27 Creating user 
friendly 
environment 

3.81 .872 4.07 .976 4.32 .534 4.625 .004* 

28 Adoption of user-
cantered approach 
in library 

3.60 1.013 4.01 .927 4.28 .755 4.761 .003* 

29 Enabling the users 
two way 
communication 

3.53 1.030 3.92 1.092 4.32 .534 3.484 .018* 

*. The mean difference is significant at the 0.05 level. 
 

4.3.4.3 Professional Experience and URM Perceptions. A Pearson product-

moment correlation coefficient test was applied to assess the significant relationship 

between respondent’s professional experience and URM Perception while having 
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experience as an independent variable. The results in Table 4.18 show that the correlation 

between professional experience and URM perceptions were, as p-values are less than 

0.05 and 0.01, where [r= .212, n=140, P=0.012]. The relationship between participants’ 

URM perceptions based on professional experience is positive, strong and directly 

proportional. When respondents’ experience increases URM perceptions also increase.  

Table 4.18 
Correlation of Participants’ Perceptions about User Relationship Management based on 
Professional Experiences (N=140) 

 
S.N. 

URM Perception Attributes 
Pearson 

Correlation 
Sig. 

1 User selective approach .145 .086 
2 Enhancement of user base .027 .754 
3 Sustaining the long-term users’ relationship .071 .407 
4 Increments of valuable users .043 .610 
5 Enhancement of users’ potential in terms of their Life 

Time Value to library 
.056 .512 

6 Development of users’ loyalty .108 .204 
7 Improvement of users’ retention .127 .134 
8 Increments of employee’s satisfaction .079 .351 
9 Enhancement of the library image .091 .286 
10 Development of library community  .015 .860 
11 Advancement of information technology .113 .184 
12 Improvement of usage of library resources and services .158 .062 
13 Orientation programs for the new users .046 .591 
14 Improvement of efficiency, skills and worth of library 

employees 
.095 .264 

15 Attraction of new users .181 .032* 
16 Retaining of existing users .223 .008** 
17 Strengthening of users’ satisfaction .316 .000** 
18 Getting users’ feedback .227 .007** 
19 Resolve users’ complaints .213 .011** 
20 Address users’ problems .242 .004** 
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21 Design/development of users’ need based resources and 
services 

.199 .019* 

22 Enrichment of mutual benefits of library and its users .168 .047* 
23 Improvement of the services quality .281 .001** 
24 Marketing of library resources and services .167 .048* 
25 Give honour to users’ wants, needs and preferences .275 .001** 
26 Generating user friendly environment .247 .003** 

27 Adoption of user-centred approach in library .325 .000** 
28 Generating conducive environment for learning in library .182 .031* 
29 Enabling the users two way communication .276 .001** 

 Overall, URM perception  .212 .012* 
*P< 0.05; **P< 0.01 

 

4.3.4.5 Level of Awareness and URM Perceptions. The One-way ANOVA 

(Analysis of Variance) was carried out to test differences in averages mean of 

respondents for overall URM perception attributes regarding level of awareness of 

head/in-charge librarians. Twenty nine attributes of URM perceptions were tested and 

founded Table 4.19 that there is statistically significant difference in the composite mean 

scores of URM perception based on level of awareness of respondents’. The significant 

value P= 0.00, which is less than alpha-value (0.05) and F-value is 7.628 i.e. 

(F(3,136)=7.628, P=0. 000<0.05).  Thus, the variations in the perception values of mean 

regarding respondent’s level of awareness about URM express that level of awareness is 

correlated to perceptions of URM importance in libraries.  

Furthermore, a post hoc analysis using Tukey’s HDS for pair wise comparisons 

showed that the respondents were having “Fully Aware” and “Aware” about URM 

perceived higher importance for the need of user relationship management in academic 

libraries as compared to those having “Partially Aware” and “Not Aware”.   
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Table 4.19  
Participants’ mean differences in URM Perceptions based on Level of Awareness N=140) 

URM Perception Attributes 

Level of Awareness  
F- 
value 
 

 
Sig. Fully Aware 

25(17.9%) 
Aware 

81(57.9%) 

Partially 
Aware 

29(20.7%) 

Not Aware 
5(3.6%) 

Mean SD Mean SD Mean SD Mean SD 

User selective approach 3.40 .91 3.49 .853 3.06 .79 2.80 .45 2.57 .056 
Sustaining the long-term users’ relationship 3.76 1.1 3.69 .917 3.44 .95 3.40 1.14 .68 .565 
Development of users’ loyalty 3.76 .83 3.59 .905 3.55 .86 3.20 .45 .66 .579 
Improvement of users’ retention 3.72 .94 3.77 .806 3.44 .98 2.80 1.30 2.63 .053 
Order to increase employee’s satisfaction 3.96 1.0 3.76 .884 3.41 .90 3.40 .55 1.96 .123 
Getting users’ feedback 3.96 .98 3.91 .964 3.58 .73 3.20 1.09 1.81 .147 
Resolve users’ complaints 4.08 .862 4.04 .878 3.89 .77 4.00 .70 .278 .841 
Address users’ problems 3.84 1.21 4.13 .971 3.62 .94 3.40 .55 .57 .057 
Increments of valuable users 3.72 .61 3.61 .929 3.06 1.22 2.20 .84 5.92 .001* 
Giving users’ potential for Life Time Value to library 4.28 .73 3.53 .988 2.82 1.28 2.60 1.52 10.0 .000* 
Strengthening of users’ satisfaction 4.36 .76 3.92 .862 3.65 1.14 2.00 .71 10.1 .000* 
Attraction of new users 4.16 .68 3.92 .877 3.37 1.01 2.60 1.14 7.14 .000* 
Enhancement of user base 3.92 .99 3.55 .836 3.03 1.01 2.80 .84 5.42 .001* 
Retaining of existing users 3.84 .89 3.69 .930 3.20 1.05 3.00 .71 3.13 .028* 
Enhancement of the library image 4.12 .73 4.04 .934 3.20 1.21 3.40 1.34 6.26 .001* 
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Development of library community  4.04 .73 3.74 .984 2.89 1.17 3.40 1.52 6.87 .000* 
Design/development of users’ need based resources 
and services 4.12 .78 3.74 .918 3.13 1.05 2.60 .89 7.48 .000* 

Enrichment of mutual benefits of library and its users 3.92 .75 3.85 .823 2.89 1.14 2.20 .84 13.4 .000* 
Advancement of information technology 3.96 1.13 4.03 .967 3.24 .98 3.00 1.22 5.66 .001* 
Improvement of the services quality 4.32 .85 4.06 .826 3.65 .97 2.80 1.09 5.89 .001* 
Improvement of usage of library resources and services 4.24 .83 4.09 .830 3.58 .90 3.20 1.30 4.62 .004* 
Marketing of library resources and services 4.34 .65 4.00 .866 3.31 .97 2.60 .89 12.1 .000* 
Orientation programs for the new users 4.00 1.29 3.87 .899 3.10 1.08 3.20 1.09 5.20 .002* 
Improvement of efficiency, skills and worth of library 
employees 4.20 .82 3.77 .948 3.37 1.05 3.00 1.00 4.39 .005* 

Give honour to users’ wants, needs and preferences 3.88 .97 4.00 .880 3.41 .90 2.60 .89 6.10 .001* 
Creating u ser friendly environment 4.08 1.03 4.04 .864 3.55 .95 3.00 .70 4.08 .008* 
Adoption of user-centred approach in library 4.00 .96 3.92 .932 3.37 1.05 2.20 .44 7.37 .000* 
Creating conducive environment for learning in library 4.16 .85 3.85 .923 3.48 1.02 3.20 1.30 3.04 .031* 
Enabling the users two way communication 3.92 .90 3.86 .958 3.27 1.27 2.60 .89 4.66 .004* 
Overall, URM Perception  4.00  3.85  3.34  2.91  7.62 0.000* 

*P< 0.05 
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 Here a clear disparity is seen about URM perceptions based on head/in-charge 

librarians’ personal characteristics (age, academic qualification, professional experience, 

level of URM awareness). Thus, it is conclude that is there is significant difference in the 

URM perceptions based on university head/in-charge librarians’ personal and academic 

characteristics (age, academic qualification, professional experiences and level of URM 

awareness). 

4.3.5 Relationship Testing Concerning Prevailing URM Practices and University 

Categorization (H2) 

H2:  There is significant difference in the URM practices based on the proposed 

categorization of university libraries of Pakistan (type, category, and geographical 

location). 

 The questionnaire consisted of four related questions. It is to determine the 

significant differences in the URM practices based on proposed categorization of 

universities i.e. (type, category, and geographical location). For this purpose an 

independent sample t-test, One-way ONOVA, and Multiple (post hoc) comparisons test 

was applied. The results of the above tests were presented in the following subsections.  

4.3.5.1 Type of Universities and URM Practices. An independent sample t-test (two-

tailed) was utilized for examining the mean differences in the index of overall URM 

practices scale with regard to public sector and private sector university libraries. The 

running of a series of t-tests, results were extracted that have been shown in Table 4.20. 

These results revealed that there is no significant differences in the composite 

mean score of URM practices based on types of university and the p-value is greater than 

alpha-value 0.05 that is (p=0.062>0.05), where the composite mean scores of URM 
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practices for private sector is (µ = 3.77, SD = .724) and for public sector is (µ = 3.55, SD 

= .609).  It reflects that mean score of private sector universities is higher than the mean 

score of public sector universities. In general picture, libraries of privet sector universities 

are more slanting towards URM practices as compared to public sector universities. 

It has been ascertained from data that related to correlation for sub dimensions, 

there is no statistically significant difference in the means scores of public sector and 

private sector universities for the sub dimensions of URM practices that is User Focus, 

User Feedback Management, and Information Technology Infrastructure where P-values 

of these sub dimensions were greater than .05  

Conversely, there is statistically significant difference in the mean scores of (µ = 

3.41, SD = .604) public sector and (µ = 3.64, SD =. 694) private sector for the sub 

dimensions of “Organizational Focus”. Where p-value is less than alpha value that is 

(p=0.045 < 0.05).  

Such findings indicate that libraries belonging to private sector universities were 

more oriented towards “Organizational Focus” in URM practices as correlate to public 

sector. It shows that top management of the private sector universities strongly encourage 

staff to provide best users’ services, variety of users’ facilitation channels, building up 

friends of library community, provides resources for URM.  

Private sector universities top management provide skillful staff for URM 

execution and their staff is trained enough to practice URM and to provide better user 

services. In addition, private sector university top management thinks that URM is key to 

survive and trying to revolve library structure around URM. 
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Table 4.20 
Mean Differences in URM Practices based on Type of University Libraries (N-140) 

URM Practices Dimensions Type of Universities t-stats 
(df=138) 

P-value            

 

Public  
91(65%) 

Private 
49(35%) 

  

Mean SD Mean SD 

User Focus  3.78 .625 3.90 .833   -0.955   0.341 

Organizational Focus 3.41 .604 3.64 .694 -2.026 0.045* 

User Feedback Management 3.67 .677 3.87 .716 -1.651 0.101 

Information Technology 
Infrastructure 3.35 1.011 3.67 1.002 -1.795 0.075 

Overall,  URM Practices   3.55 .609 3.77 .724 -1.884 0.062 

*P< 0.05 

4.3.5.2 Category of Universities and URM Practices. One-way ANOVA test 

was conducted and results revealed that there is no statistically significant difference in 

the composite mean scores of URM practices and its sub-dimensions with respect to 

category of universities, where all p-values are greater than .05.  

4.3.5.3 Geographic Locations of Universities and URM Practices. On-way 

ANOVA test was carried out on mean scores of respondents, to know whether there were 

significant differences in overall URM Practices, and its sub-dimensions mean scores 

regarding geographic location of university libraries (Islamabad Capital Territory, Punjab 

Province, Khyber Pakhtunkhwa Province, Sindh Province, Balochistan Province and 

Azad Jammu and Kashmir Region). Table 4.21 results revealed there is no statistically 

significant difference in the composite mean score of URM practices based on 

geographical locations where P-value is greater than 0.05 such as (F=2.090, 
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P=0.070>0.05).There is no statistically significant difference in the geographic location 

of university universities and for  the mean scores of sub dimensions of URM practices 

that is  “User Focus” (F=.898, P=0. 0.484>0.05), “Organizational Focus” (F= 1.820, 

P=0.113>0.05), and “User Feedback Management” (F=1.704, P=0.138>0.05), where p-

value of all facets are greater than .05 that is (P>0.05).  

 Conversely, statistically significant mean difference was found for the sub-

dimension of “Information Technology Infrastructure” (F=3.268, P=0.008<0.05) in 

relation to geographical area of university libraries. Applying Tukey’s post hoc test it was 

exposed that university libraries that belong to Islamabad Capital Territory region were 

having more information technology infrastructural from KPK Province, followed by 

AJK region university libraries.
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 Table 4.21 
 Mean Differences in URM practices based on Geographic Location of University Libraries (N-140) 

*P< 0.05 

URM Practices Geographic  Location of University  
 
Sig. 

 
 

Islamabad 
(N=18) 

Punjab 
(N=44) 

Khyber 
Pakhtunkhwa  

(N=32) 

Sindh 
(N=35) 

 
Balochistan 

(N=6) 

 
AJK (N=5) 

 
 

µ SD µ SD µ SD µ SD µ SD µ SD 

User Focus   
3.87 .260 3.78 .760 3.73 .795 4.01 .722 3.68 .240 3.52 .858 

 
0.484 

Organizational 
Focus 3.54 .420 3.56 .687 3.30 .763 3.67 .581 3.19 .250 3.15 .430 0.113 

User Feedback 
Management 3.85 .509 3.75 .774 3.48 .800 3.93 .591 3.80 .318 3.49 .426 0.138 

IT  Infrastructure 4.04 .538 3.58 1.02 3.16 1.117 3.50 .982 3.00 .987 2.50 .612 .008* 
Overall,  URM 
Practices  3.83 .325 3.67 .738 3.42 .761 3.78 .564 3.42 .396 3.16 .481 

 
0.070 
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 Here clear partially variation seen about URM practices (organization focus, 

IT infrastructure) based on on the proposed categorization of university libraries of 

Pakistan (type and geographical).Thus, it is conclude that is there is significant difference 

in the URM practices (organization focus, IT infrastructure) based on on the proposed 

categorization of university libraries of Pakistan (type and geographical). 

4.3.6 Relationship Testing Regarding URM Activities/Tactics and University 

Categorization of university Libraries (H3) 

H3:  There are significant differences in the URM activities based on the proposed 

categorization of university libraries (type, category, and geographical location). 

It contained 32 activities’ statements. For this purpose independent sample t-test, 

One-way ANOVA, Multiple (post hoc) comparisons test, and Pearson Correlation test 

was applied. The results of the tests are presented in the following subsections. 

4.3.6.1 Type of Universities and URM Activities/Tactics. An independent 

sample t-test (two-tailed) was employed for examining the mean differences in the index 

of overall activities/tactics with regard to public sector and private sector universities. 

The t-test results revealed that there is no statistically significant mean difference for the 

composite mean value of tactics based on types of universities where P-value is greater 

than alpha value that is (P= 0.525> 0.05).  

In addition to this, there is no statistically significant difference in the means 

scores of types universities for the sub attributes of activities, where P-value is greater 

than alpha value (0.05) that is (P>0.05). 

 Conversely, there are two attributes where statistically significant differences 

were found between mean scores of public sector and private sector university libraries. 



130 
 

The attributes are “Immediately acquisition of books on the users’ demand” public sector 

(µ = 3.32, SD = .817) and private sector (µ = 3.65, SD =. 663) alpha values less than 0.05 

(0.01<0.05) and “Ask a librarian service” public sector (µ = 3.32, SD=0.684) and private 

sector (µ =3.65, SD=751) and alpha value 0.001, which is less than 0.05 (p<0.05) 

respectively. The mean score of private sector university libraries are higher than public 

sector university libraries in both attributes. It means that private sector university 

libraries are in better position in these activities as compared to public sector to develop 

and strengthen relationship with its users.   

4.3.6.2 Geographic Locations of Universities and URM Activities/Tactics. 

One-way ANOVA was applied to compare means in activities index of geographical 

location of university libraries. One-way ANOVA results revealed that there was no 

statistically significant difference in the composite mean score of “URM activities” (F= 

.772, P=.571>0.05). Apart from that 29 sub-attributes of activities do not have 

statistically significant difference in the mean scores and their p-values are greater than 

alpha-values (P>0.05).  

Conversely, statistically significant mean differences were found for three 

attributes “Best users of the week/month/year” (F=2.833, P=.018<0.05), “Personalized 

mail” (F=3.492, P= 0.005<0.05) and “Library social network website” (F= 2.528, 

P=.032<0.05) in relation to geographical location of university libraries of Pakistan. 

Applying Tukey’s post hoc test, due to presence of significant differences, revealed that 

Sindh Province university libraries were found to be more oriented to these activities as 

compare to KPK province as they scored higher means. Similarly university libraries of 
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Islamabad Capital Territory were more oriented towards these activities as compared to 

AJK region.  

4.3.6.3 Category of Universities and URM Activities/Tactics. One-way 

ANOVA test was executed on mean scores of respondents, to know whether there were 

any significant differences in URM activities regarding category of university libraries 

(general, agriculture/veterinary, engineering & technology, medical, business education 

and computer science & information technology) or not. The results revealed that there 

was no statistically significant difference among the composite mean score of URM 

activities, where (F = 1.304, P = 0. 266>0.05). Similarly, there were no statistically 

significant difference among the mean scores of majority sub-facets of URM 

activities/tactics, where P-values were greater than alpha values that is (P>0.05).  

Conversely, attribute “Immediately acquisition of books on the users’ demand” 

shows that there is significant differences in category of university libraries groups shown 

here with F-values and P- values. (F= 4.985, P=0.000<0.05). A Tukey post hoc test was 

applied on and found that there is statistically significantly a difference between 

agriculture/veterinary university libraries and general, engineering & technology, and 

medical university libraries groups. The university of general category groups mean score 

of (3.52), engineering & technology category groups mean score of (3.29) and Medical 

category groups mean score of (3.80) is significantly higher than mean score of (2.37) of 

agriculture/veterinary university libraries groups.  It means that general, engineering & 

technology and medical categories of university libraries are “currently doing” this 

activity while agriculture/veterinary university libraries groups are in the stage of 

“planning to do”. 
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In the attribute “Updating library website as per users’ requirements” also 

statistically significant differences exist between category of university libraries 

(F=2.547, P=.031<0.05). A Tukey post hoc test was applied on and found that there is 

statistically significant difference between general university libraries and engineering & 

technology university libraries groups. The mean score of (3.35) of general category 

university libraries is greater than engineering & technology category university libraries 

groups mean score of (2.70). It means that this activity is more at “currently doing” in 

general universities, while engineering &technology university libraries are closer to 

“planning to do” position.  

Similarly, in activity “Coordination through E-mail” statistically significant 

difference exist between category of university libraries groups (F=3.203, P=.009<0.05). 

A Tukey post hoc test was applied on and found that there is statistically significant 

difference exist between medical university libraries and engineering & technology 

university libraries groups. The mean score of (3.80) of medical category university is 

greater than engineering & technology category university groups mean score of (3.25). It 

indicates that coordination through e-mail is “currently doing” by medical university 

libraries while engineering & Technology university libraries are in “planning” stage. 

Here is no significance difference seen about URM activities/tactics based on on 

the proposed categorization of university libraries of Pakistan (type, category and 

geographical locations). Therefore, H3 has been rejected. However, two facets of 

activities have significance difference with type of universities, three facets of activities 

have significance difference with geographical location, and thee facets of activities have 

significance difference with category of universities respectively. Thus, it is conclude that 
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as a whole there is no significant difference in the URM activities/tactics based on on the 

proposed categorization of university libraries of Pakistan (type, geographical location, 

and category). 

4.5 Discussions 
4.5.1 Demographic Information 

4.5.1.1 Profile of the Survey Participants. Out of 140 total respondents, there 

were 112 males (80%) and 28 females (28%). A good number of respondents 59 (42.1%) 

fall in the age group of 31-40 years which were followed by those having age group of 

41-50 years 48 (34.2%) and  age group of 51-60 years 21(15.0%). Only nine (6.4%) 

respondents fall in the age up to 30 years and three (2.1%) respondents had age 60+ 

years. As far as the professional qualification is concerned, most of the participants, 82 

(58.48%) had sixteen years of education BS/MLS/MLIS, which was followed by those 

having M Phil degree 51(36.4%). Only Seven 7 (5%) respondents had PhD in Library 

and Information Science. Majority of respondents 66 (47.2%) had experience of more 

than 15 years which were followed by those having experience from 6-15 years 56 

(40%). There were only 18 (12.9 %) respondents who had professional experience less 

than five years. As for as level of awareness of respondents is concerned, majority of the 

participants, 81 (57.9%) were Aware, which were followed by Fully Aware 25 (17.9%), 

and 29 (20.7%) were Partially Aware. There were only 5 (3.6%) participants who were 

Not Aware about URM important in libraries.  

4.5.1.2 Profile of the universities. Out of 140 total respondents’ universities, 

there were 91(65%) that belonged to public sector and 49(35%) private sector. Majority 

of the universities were belonging to public sector. As for as categories of the universities 

is concerned, the data indicated that 74(52.9%) of the universities were belonging to 
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general category, 8(5.7%) agriculture/ veterinary sciences, 27(19.3%)  engineering and 

technology, 21(15%)  medical sciences, 7(5%)  business education and 3(2.1%) computer 

science &  IT. It shows that majority of the respondents were belonging to general 

category followed engineering and technology, medical sciences, agriculture/ veterinary 

sciences, business education, and computer science & IT   universities. Similarly, 

geographical area of the universities indicates that majority of the respondents were 

belonging to Punjab province i.e. 44 (31.4%) followed by, 35 (25%) of Sindh, 32 (22.9%) 

of Khyber Pakhtunkhwa, 18 (12.9%) to Islamabad Capital Territory, 6 (4.3%) to 

Baluchistan Province and 5 (3.6%) were to Azad Jammu & Kashmir region respectively.  

4.5.2 Perceptions of Head/In-charge Librarians about the Importance of User 

Relationship Management (RQ1) 

The results have been presented in prior sections of this chapter.  The data is 

interpreted and a commentary is made hereby. University head/in-charge librarians are 

expected to plan URM strategies and programmes for their library users as the online 

information expands dramatically. They should be more aware of the value of URM 

activities, processes and techniques. Hence University head/in-charge librarians ' 

perceptions of the importance of URM skills and techniques are crucial to the success of 

URM activities, policies, and implementation programmes. The findings of the survey 

presented in Table 4.9 revealed that the mean score of all 29 attributes was higher than 

three and close to four in the given scale  i.e. (µ = 3.74). It means that head/in-charge 

librarians in Pakistan considered URM is very important for the survival of libraries and 

user satisfaction. 



135 
 

The results of this study are consistent with previous studies which also calculated 

CRM perception on a positive position (Khan and Kamal, 2015; Edalatiyan, Sanatjoo and 

Nowkarizi, 2017; Stokić et al., 2018).  Results differ from the study of (Fouad, & Al-

Goblan, 2017), which referred to lack of clarity of the CRM concepts to the employees of 

university libraries in Egypt and Saudi Arabia. Papi and Primorac (2014), have concluded 

that the readiness level for e-CRM in Croatian academic libraries is poor. It shows that 

library professionals in Pakistan, Iran and Bangladesh are more dynamic and URM 

oriented while in Egypt, Saudi Arabia and Croatian, they are still preschooler.   

Results of the Table 4.9  also perceived that URM perform crucial role to resolve 

users’ complaints, improve usage of library resource and services, improve service 

quality, address users' problems, create user friendly environment, market library 

resources and services, strengthen users' satisfaction, enhance library image, get users’ 

feedback, advance information technology, generate a conducive environment for 

learning, give honor to users' wants, needs and preferences, attract new users, adopt user-

centred approach,  improve efficiency, and skills of library employees. 

The participants also perceived that URM enables library administration to orient 

new users, ensure two-way communication, increase employee satisfaction, improve 

users' retention, develop need-based resources and services, sustain the long-term users' 

relationship, develop library community, enrich mutual benefits of the library and its 

users, develop users' loyalty, retain existing users, enhance user base, give users' potential 

for Life Time Value to library, increment of valuable users and users selective approach. 

It shows that need, worth, importance, and awareness level of URM among university 



136 
 

head/in-charge librarians is crucial and feels that URM is the only way to stay alive in the 

age of information technology. 

The results of this study are consistent with previous studies which also 

considered CRM skills, strategies, and benefits are vital for success of any organization, 

any profession and routine life (Chen & Chen, 2004; Amofah & Ijaz, 2005; Torres et al. 

2007; Richards & Jones, 2008; Shanks et.al. 2009; Goyal, 2011; Laohasirichaikul et al., 

2011; Catalan-Matamoros, 2012; Durrah et al., 2015; Marko et al., 2015; Bahader et al., 

2018). Therefore, the university head/in-charge librarians need to be more educated with 

regards to URM significance, benefits, skills, and manage users’ relationship 

successfully. Hence the study suggests that URM awareness, skills and training is needed 

to be improved among the university head/in-charge librarians and it has become 

essential part of their professional services and career.  

4.5.3 Current URM Practices in the University Libraries of Pakistan (RQ2) 

Results of the survey , as shown in Table 4.14  indicate that URM practices in 

university libraries of Pakistan were in the beginning stage and the respondents were 

inclined towards its two sub-dimensions i.e. user focus and user feedback management 

practices. As for as organizational focus is concerned, the study reflects that top management of 

the university libraries are trying to encourage library personnel to implement URM and thinks 

that URM is key to survive in current competitive era. Information Technology Infrastructure 

is very poor and university libraries are not in the position to execute complete system of 

URM. These libraries are still lacking IT infrastructure in the modern IT period and this 

is alarming situation for university libraries in Pakistan. However, university libraries are 

focusing to satisfy users, emphasize to retain and increase valuable users, understand 
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individual users’ needs, strive to delight their users, provide customized services to the 

users and strengthen the emotional bonds with users. These academic libraries are also 

welcome user’s complaints, always show a sincere effort to solve user problem and 

complaints, trying to managing user’s feedback, addresses real time quires and requests 

and university top management encourages staff to provide best users’ services, variety 

communication channels, building up friends of library community, and facilitates library 

to develop URM system. 

The results of this study are consistent with previous studies in libraries which 

also measured CRM practices, components, successful factors, challenges, strategies, 

mechanism, customer satisfaction and loyalty (Sheng & Sun, 2006; Broady-Preston et al., 

2006; Dlamini, 2006; Idrees, 2007; Wang, 2007; ; Bhatti, 2008; Saludin & Tan, 2010; 

Siriprasoetsin et al., 2011; Wang, 2012; Jamali et al., 2013; Petal, 2013; Siddiqui, 2013; 

Bahader, 2014;  Badwan et al., 2017; Stokić et al., 2018; Chelak & khasseh, 2019; 

Nwachokor & Okeke, 2020). 

The practices of CRM are less understood in Iran's public and private banks 

(Rouholamini & Venkatesh, 2011). A study conducted on an evaluation of CRM 

practices in agribusiness firm by Torres et al., (2007) concluded that CRM has received 

much attention in the agribusiness firma as a management process to enhance 

organization performance, however IT infrastructure is not encouraging and their mean 

score is near to 3.0 in five point rating scale. 

 A study conducted by Abdallah, (2011), on CRM practices on hotels in Ashanti 

Region of Ghana founded that the degree of CRM understanding and hotel orientation 

differs with regard to the four dimensions (key customer focus, CRM structure, 



138 
 

information management, and technology-based CRM). The CRM dimension based on 

technology recorded the lowest orientation level among hotels, and the knowledge 

management dimension recorded the highest orientation level.  

4.5.4 URM Activities/Tactics in University Libraries in Pakistan (RQ3) 

 Data results presented in table 4.15 show that majority i.e. 19 out of 32 activities 

of URM were at “currently doing” position by university libraries to make stronger 

library-user relationship, 10 activities were in a position of “planning to do” and three 

activities were “neither doing nor planning” stage. It shows that majority of URM 

activities were currently performed by university libraries in Pakistan to enhance user-

library alliance and community.  

Activities which were “currently doing” by respondents and got the highest 

percentage are : “Face to face interaction”,  “Display of new arrivals & inform to the 

users”, “Orientation for new users”,  “Coordination through E-mail”, “Special favor to 

users for book lending”, “Make telephone calls”, and “Complaints/suggestions box”,  and 

“Enhance library timings on users’ request”. “Users participation in the collection & 

services development”, “Immediately acquisition of books on the users’ demand”, 

“Provision of conducive learning environment”, “Provision of library literature and 

Newsletters”, “Ask a librarian service”, and “Personalized mail”. Percentage of all above 

mentioned facets were more than (50%). 

Similarly, five activities which were “currently doing” by the university libraries 

but their percentage ratio is below (50 percent). The activities are "The tasks" 

Establishing the support desk for customers", "Invitation for exhibitions / displays", 
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"Managing library tours",  "Faculty liaison librarian”, and “Copyright, and book day user 

interaction” respectively.  

In addition, there were 10 out of 32 activities of URM which were in the   

“planning to do” stage and these tactics are: “Updating library website as per users’ 

requirements, “library social network website” , “Use of Social Media to enhance users’ 

contact”, “Users involvement in library planning”, “User’s gift system”,  “Library book 

club”,  “Use of electronic billboards for users’ contact”,  “Best library user award”,  

“Library consortium”, and  “Best users of the week/month/year”. It is mentioning here 

that percentage of these activities were higher in  “planning to do” as compared to other 

values of given scale but the percentage values of all these activities were less than 50% 

except of one activity. 

In order, the following three activities are “neither doing nor planning” by 

university libraries such as “Occasional messages/wishes on  Eid, Independence Day, 

Pakistan Day, Birth Day etc.”, “Present welcome cards to new members” and “Present 

flowers to new members” respectively. Percentage of these activities were higher in 

“neither doing nor planning” as compared to other values of given scale but the 

percentage values of all these activities were less than 50%. 

The findings are consistent with previous studies, in which different CRM 

activities were also measured (Sen et al., 2006; Torres et al., 2007; Khan & Bhatti 

2014;Umar, 2010; Perng et al., 2009; Bahader et al., 2018). 

4.5.5 Relationship Testing Regarding Perceptions and University Head/In-charge 

Librarians Personal and Academic Characteristics (H1) 
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The results indicated no statistically significant mean difference in the perceptions 

of university head/in-charge librarians about all the statements of user relationship 

management based on their gender as p-values were greater than the alpha value (0.05).  

Table 4.16 indicated that no correlation between respondents age and URM 

perceptions for most of the statements existed as p-values were greater than alpha values 

at 0.05 and 0.01. 

Conversely,  there was a significant but positive relationship exist between 

participants’ URM perceptions based on age for the statement of “Retaining of existing 

users” (P=0.029<0.05), “Strengthening of users’ satisfaction” (P=.027<.05), 

“Development of users’ loyalty” (P=.045<.05), “Improvement of users’ retention” 

(P=.014<0.05), “Getting users’ feedback” (P=.041<.05), “Address users’ problems” 

(P=0.046<.05), “Improvement of the services quality” (P=.016<.05), “Give honor to 

users’ wants, needs and preferences” (P=.005<.05),“Creating user friendly environment” 

(P=.013<.05), “Adoption of user-centred approach in library” (P=.001<.05), “Creating 

conducive environment for learning in library” (P=.026<.05), and “Enabling the users 

two way communication” (P=.003<.05) respectively. In other words, the head/in-charge 

librarians having older ages perceived higher importance for these URM attributes.  

Table 4.17 indicated that there is no relationship between participants’ perception 

and academic qualification. Majority of the statements P-values were greater than alpha 

values at 0.05.  

Conversely, there was a significant statistical relationship existing between 

participants’ perceptions and academic qualification for certain statements as p-values 

were smaller than alpha values at 0.05 i.e. “Enhancement of user base” (P=0.017<0.05), 
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“Retaining of existing users” (F=2.889, P=0.038<0.05), “Sustaining the long-term users’ 

relationship” (P=0.005<0.05), “Giving users’ potential for Life Time Value to library” 

(P=0.025<0.05), “Strengthening of users’ satisfaction” (P=0.029<0.05),“Address users’ 

problems” (P=0.001<0.05F), “Give honor to users’ wants, needs and preferences” 

(P=0.017<0.05), “Creating user friendly environment” (P=0.004<0.05), “Adoption of 

user-centred approach in library” (P=0.003<0.05) and “Enabling the users two way 

communication” (P=0.018<0.05). Furthermore, a post hoc analysis using Tukey’s HDS 

for pair wise comparisons showed that the participants having PhD and MPhil degrees 

perceived higher perceptions of URM importance for their libraries as compared to those 

having BS/MLIS degree (16-year education).  

Table 4.18 indicated that, there was significant positive relationship between 

participants’ professional experience and URM perceptions for overall statements which 

means that the participants having more professional experience also had higher 

perceived importance for these URM attributes. 

Conversely, there is no correlation between participants’ professional experience 

and URM perception for the statements (serial number 1-14) as p-values were greater 

than alpha values at 0.05 and 0.01.  

 Table 4.19 showed that there is a statistically significant difference in the 

composite mean scores of URM perception based on level of awareness of respondents’. 

The significant value P= 0.00, which is less than alpha-value (0.05) and F-value is 7.628 

i.e. (F(3,136)=7.628, P=0. 000<0.05). Furthermore, a post hoc analysis using Tukey’s HDS 

for pair wise comparisons showed that the respondents were having “Fully Aware” and 
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“Aware” perceived higher importance for the need of user relationship management in 

academic libraries as compared to those having “Partially Aware” and “Not Aware”.  

4.5.6 Relationship Testing Concerning Prevailing URM Practices and University 

Categorization(H2) 

The data presented in table 4.20 depicted that the composite mean score of (3.77) 

private sector university got higher than public sector university mean score of (3.55). 

The running of one sample t-test revealed that no significant differences  existed in the 

composite mean score of  participants’ URM practices based on types of university and 

the p-value is greater than alpha-value 0.05 (p=0.062>0.05).   

As far as geographic location of universities is concerned, One-way ANOVA 

results revealed that there were no statistically significant differences in the composite 

mean score of overall URM practices and its sub-dimensions with regard to geographic 

location of university (Islamabad Capital Territory, Punjab Province, Khyber 

Pakhtunkhwa Province, Sindh Province, Balochistan Province and Azad Jammu and 

Kashmir regions). Conversely, statistically significant mean differences were found for 

the sub-dimension of “IT Infrastructure” (F=3.268, P=0.008<0.05) in relation to 

geographical area of university. Applying Tukey’s post hoc test, due to significant 

differences presence, revealed university libraries that belong to Islamabad Capital 

Territory group stood to be stronger in IT Infrastructure from KPK Province as they 

scored higher means and followed by AJK region university libraries respectively.   

In order to, category of universities, One-way ANOVA test was conducted and 

result revealed that there was no statistically significant differences exist in the composite 

mean score of “URM practices” and it’s all sub-dimensions based on category of 
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universities (general, agriculture/veterinary, engineering & technology, medical, business 

education and computer sciences &IT) because their p-values are greater than alpha-

values (P>0.05).  

4.5.7 Relationship Testing Regarding URM Activities/Tactics and University 

Categorization and (H3) 

 The data as shown in table 4.21 indicated that there is no statistically 

significant mean difference for 30 attributes of activities individually and overall based 

on types of universities where all P-values are bigger than alpha value (0.05) such as (P> 

0.05). 

 Conversely, the running of a series of independent sample t-test (two-tailed) 

revealed that there were two facets where statistically significant differences between 

means scores of Public Sector and Private Sector University were found. The attributes 

are “Immediately acquisition of books on the users’ demand” and “Ask a librarian 

service” where alpha values are less than 0.05 that is (p<0.05) and the mean score of 

private sector university are higher than public sector university in both attributes. It 

means that private sector university libraries have performed activities better than public 

sector to strengthen relationship with their users.  

One-way ANOVA results revealed that there was no statistically significant 

differences found in the composite mean score of “URM activities” and geographical 

location of university as resulted  (F= .772, P=.571>0.05).  

Conversely, statistically significant mean differences were found for attributes 

“Best users of the week/month/year”, “Personalized mail” and “Library social network 

website” in relation to geographical location of university of Pakistan. Applying Tukey’s 
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post hoc test, due to significant differences presence, it was revealed that Sindh Province 

university libraries were more URM activities oriented as compared to KPK province as 

they scored higher means and similarly university libraries of Islamabad Capital Territory 

were more URM activities oriented as compared to AJK region respectively.  

On-way ANOVA test was executed and it revealed that URM activities were 

not statistically significant among category of universities as (P = 0. 266>0.05). This 

means that there is no significant differences exist in the mean score of URM 

activities/tactics regarding category of university. 

Conversely, attribute “Immediately acquisition of books on the users’ demand” 

shows that there is significant difference in category of university groups and shown here 

with P- values. (P=0.000<0.05). A Tukey post hoc test results measured that university of 

general category groups mean score of (3.52), engineering & technology category groups 

mean score of (3.29) and medical category groups mean score of (3.80) is significantly 

higher than mean score of (2.37) of agriculture/veterinary university libraries’ groups.  It 

means that general, engineering & technology and medical categories of university 

libraries are closer to the point “currently doing” this activity while agriculture/veterinary 

university libraries groups are in the “planning to do” stage. Similarly the statement 

“Updating library website as per users’ requirements” is also statistically significant 

differences exist between category of university groups as (P=.031<0.05). A Tukey post 

hoc test was applied on and found that there is statistically significant difference between 

general university libraries and engineering & technology university libraries’ groups. 

This activity is on “currently doing” stage by general university libraries while 

engineering & technology university libraries are in “planning to do” phase. Likewise 
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activity “Coordination through E-mail” is statistically significant difference exist between 

category of university libraries groups as (P=.009<0.05). A Tukey post hoc test was 

applied on and found that there is statistically significant differences exist between 

medical university libraries and engineering & technology university libraries groups and 

currently doing this activity by medical university libraries while engineering 

&technology university libraries are in “planning to do” stage.  
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Chapter 05 

SUMMARY OF FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS  

The objectives of this chapter are to summarize key research findings, draw 

conclusions and make recommendations based on this study. It also addresses 

delimitations, limitations and provides recommendations for future studies. 

5.1 Research Purpose 

The purpose of this cross-sectional survey method is to examine the current status 

of user relationship management practices in university libraries of Pakistan and to 

propose methods to incorporate URM practices and programmes successfully in the 

libraries of academic institutions. In addition, this study also finds out perceptions of 

university head/in-charge librarians towards the importance of URM practices, strategies 

and mechanism. Furthermore, the following research questions and hypothesis were 

directly addressed by this study.   

1. What are the perceptions of university head/in-charge librarians in Pakistan about 

different aspects of URM? 

2. What are the prevailing URM practices in university libraries of Pakistan? 

3. What is the status of prevailing URM activities in university libraries to 

strengthen library-user relationship?  

H1: There is a significant difference in the URM perceptions based on university 

head/in-charge librarians’ personal and academic characteristics?  

H2:  There is significant difference in the URM practices based on the proposed 

categorization of university libraries of Pakistan?  
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H3:      There is significant difference in the URM activities based on the proposed 

categorization of university libraries of Pakistan? 

5.2 Research Design and Demographics Information 

Quantitative and non-experimental research approach was applied in this study 

with cross-sectional survey and self-administrated questionnaire. This study used 

structured questionnaire for collection of quantitative data from the university/DAIs 

libraries, established till December 2018, recognized by Higher Education Commission 

(HEC) of Pakistan and Accreditation Authorities in Pakistan. The questionnaire 

comprising 23 questions, divided into two parts was developed after extensive literature 

review, expert scrutiny and pilot testing for conducting a descriptive survey. The 

questionnaire was delivered by online email to head/in-charge librarians of all (193) 

universities/DAIs in Pakistan. Out of 140 total respondents, there were 112 males (80%) 

and 28 females (28%). A good number of respondents (n= 59, 42.1%) fall in the age 

group of 31-40 years which was followed by those having age group of 41-50 years (n= 

48, 34.2%) and  age group of 51-60 years (n= 21, 15.0%). Only nine (6.4%) respondents 

fall in the age up to 30 years and three (2.1%) respondents had age 60+ years. As far as 

the professional qualification is concerned, most of the participants, 82 (58.48%) had 

sixteen years of education BS/MLS/MLIS, which was followed by those having M Phil 

degree (n=51, 36.4%). Only Seven 7 (5%) respondents had PhD in Library and 

Information Science. Majority of respondents (n=66, 47.2%) had experience of more than 

15 years which was followed by those having experience from 6-15 years (n= 56, 40%). 

There were only 18 (12.9 %) respondents who had professional experience less than five 

years. In addition, level of awareness of the respondents’ about URM were 25 (17.9%) 
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fully aware, 81 (57.9%) aware, 29 (20.7%) partially aware and 5 (3.6%) not aware.  As 

for as demographic information of universities/DAIs is concerned, universities that 

91(65%) were belonged to public sector and 49(35%) were to private sector 

universities/DAIs. It shows that majority of the respondents belongs to public sector that 

is (65%); category of universities is concerned - general category 74(52.9%), engineering 

and technology 27(19.3%), medical sciences 21(15%), agriculture/veterinary sciences 

8(5.7%), business education 7(5%) and computer science & IT 3(2.1%) respectively. 

Similarly, geographical location of institutions, 44 (31.4%) belongs to Punjab Provence, 

35 (25%) to Sindh Provence, 32 (22.9%) to Khyber Pakhtunkhwa Provence, 18 (12.9%) 

to Islamabad Capital Territory, 6 (4.3%) to Baluchistan Provence and 5 (3.6%) to Azad 

Jammu & Kashmir region. SPSS was used for data analysis.  

5.3 Summary of Findings 

 In this study, the six research questions have been answered. The following 

sections include significant results on the research questions. 

5.3.1 Perceptions of University Head/In-charge Librarians towards the Importance of 

URM 

 Research question 1 investigates the perceptions of university head/in-charge 

librarians towards the importance of URM in Pakistan. The results have verified that 

respondents consider that only three facets (“Resolve users' complaints”, “Improvement 

of usage of library resources and services” and “Improvement of service quality”) are 

“extremely important” for their library and its users out of 29 facets presented to them in 

the questionnaire. They are an average score of equal to and above four, i.e. (µ=4.00) on 

a 5-point Likert scale (1= not important, to 5= extremely important). However, 
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respondents consider the following aspects of perceptions, "very important," and each of 

them receives an average score of less than four. i.e., µ= 3.95. 

 The statements are (“Address users' problems”, “Creating user friendly 

environment”, “Marketing of library resources and services”, “Strengthening of users' 

satisfaction”, “Enhancement of the library image”, “Getting users' feedback”, 

“Advancement of information technology”, “Generating conducive environment for 

learning in library”, “Give honour to users' wants, needs and preferences”, “Attraction of 

new users”, “Adoption of user-centred approach in library”, “Improvement of efficiency, 

skills and worth of library employees”, “Orientation programs for the new users”, 

“Enabling the users two way communication”, “Order to increase employee satisfaction”, 

“Improvement of users' retention”, “Design/development of users' need based resources 

and services”, “Sustaining the long-term users' relationship”, “Development of library 

community”, “Enrichment of mutual benefits of library and its users”, “Development of 

users' loyalty”, “Retaining of existing users”, “Enhancement of user base”, “Giving users' 

potential for Life Time Value to library”, “Increments of valuable users”, “User selective 

approach). 

5.3.2 Current Status of URM Practices in University Libraries  

In research question 2, prevailing URM practices in university libraries have been 

appraised. The findings of the study have discovered that composite mean score (µ) for 

the overall “URM practices”  is (µ = 3.63, SD= 0.658) and its sub-facets are “User 

Focus” mean score of (3.83), “User Feedback Management” mean score of (3.75), 

“Organizational Focus” mean score of (3.50), and “Information Technology 

Infrastructure” mean score of (3.46) respectively. This means that university libraries are 
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in the preliminary phase of using URM in Pakistan. However, they are focusing on user 

needs and desire to accomplish it. They also strive to satisfy and delight users and 

welcome their complaints and show a sincere effort to solve their problems. Library 

always gets feedback and information from right user, at right place and right time and 

communicates to all library employees for proper management. In addition, top 

management of institutions encourages staff to provide best users’ services, building up 

friends of library community and provides variety of users’ facilitation channels to boost 

up library and user relationship. 

An alarming gesture for Pakistani university libraries is that they are not versed 

with appropriate information technology infrastructure to execute URM strategies and 

practices even in the modern technological and competitive globe. 

5.3.3 URM Activities/Tactics to Strengthen Library-Users Relationship  

In research question 3, the activities/tactics to strengthen library-users relationship 

in university libraries were discovered. The survey results reveal that 14 out of 32 

activities are at the stage of “currently practiced” by respondents in the given 4 points 

scale (1=do not know- to- 4= currently doing). The result of these activities is 84% to 

50% ( ranked from highest to lowest) that is(“Face to face interaction”, “Display of new 

arrivals & inform to the users”, “Orientation for new users”, “Special favour to users for 

book lending”, “Make telephone calls”, “Coordination through E-mail”, 

“Complaints/suggestions box”, “Enhance library timings on users’ request”, “Users 

participation in the collection & services development”, “Immediately acquisition of 

books on the users’ demand”, “Provision of conducive learning environment”, “Provision 

of library literature and Newsletters”, and  “Ask a librarian service”).  
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In addition, attributes (like “Establishment of users’ help desk”, “Invitation for 

Exhibitions/Displays”, “Manage library tours”, “Faculty liaison librarian”, and “Users 

engagement on copyright and book day”) are “currently practiced” but their percentage is 

less than 48 %. 

Activities/tactics that are in the “planning to do” stage and are not being currently 

practiced by the university libraries are (“Updating library website as per users’ 

requirements”, “library social network website”, “Use of Social Media to enhance users’ 

contact”, “Users involvement in library planning”, “User’s gift system”, “Library book 

club”, “Use of electronic billboards for users’ contact”, “Best library user award”, 

“Library consortium”, and “Best users of the week/month/year”). 

Similarly, only three activities, (“Occasional messages/wishes on Eid, 

Independence Day, Pakistan Day, Birthday, “Present welcome cards to new members”, 

and “Present flowers to new members”) are “neither being done nor being planned” by 

the university libraries in Pakistan. 

5.3.4 Correlates of URM Perceptions 

 The following parts include URM perceptions-correlative information. 

5.3.4.1 Gender and URM Perceptions. These results suggest that no significant 

difference exists in the URM perceptions based on gender as the composite mean scores 

(µ= 3.71) of male and (µ =3.87) of female and P-value is 0.301, conditions; t (138) =-

1.037, p = 0.301>0.05. The only single statement “Retaining of existing users” is 

significance where (P=0.022<0.05) and females have a higher perception as compared to 

males. 

5.3.4.2 Age and URM Perceptions. A Pearson product-moment correlation 

coefficient was computed to assess the correlation between respondent’s age and URM 
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perception while having age as an independent variable. There is statistically significant 

correlation in respondent’s age and URM perception in 12 facets of URM perceptions 

where P value is less than .05 (P<.05) such as “Retaining of existing users” 

(P=0.029<0.05), “Strengthening of users’ satisfaction” (P=0.027<0.05), “Development of 

users’ loyalty” (P=.045<.05), “Improvement of users’ retention” (P=.014<0.05), “Getting 

users’ feedback” (P=.041<.05), “Address users’ problems” (P=0.046<.05), “Improvement 

of the service quality” (p=.016<.05), “Give honour to users’ wants, needs and 

preferences” (P=.005<.05), “Creating user friendly environment” (P=.013<.05), 

“Adoption of user-centred approach in library” (P=.001<.05), “Creating conducive 

environment for learning in library” (P=.026<.05), and “Enabling the users two way 

communication” (P=.003<.05) respectively. Therefore, there are variations in the mean 

score of perceptions of URM values which are relevant for age and that age is clearly 

correlative to the URM perceptions. In other words, the perception of URM also 

enhances as the age of university head/in-charge librarians increases. 

Conversely, results in Table 4.16 indicate that correlation between respondents’ 

age and overall URM perceptions are not found, as p-values >0.05 and 0.01, where [r= 

.143, n=140, P=0.092], and sub-statements from serial no 1-17 also indicate that there is 

no relationship. All p-values are greater than 0.05 and 0.01.  

5.3.4.3 Academic Qualification and URM Perceptions. The One-Way ANOVA 

results show that the statistically significant differences exist in the average perception 

score of head/in-charge librarians for ten attributes where P-value is less than .05. The 

Sub-statements are “Enhancement of user base” (P=0.017<0.05), “Retaining of existing 

users” (P=0.038<0.05), “Sustaining the long-term users’ relationship” (P=0.005<0.05), 
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“Giving users’ potential for Life Time Value to library” (P=0.025<0.05), “Strengthening 

of users’ satisfaction” (P=0.029<0.05), “Address users’ problems” P=0.001<0.05), “Give 

honour to users’ wants, needs and preferences” (P=0.017<0.05), “Creating user friendly 

environment” (P=0.004<0.05), “Adoption of user-centred approach in library” 

(P=0.003<0.05) and “Enabling the users two way communication” (P=0.018<0.05). 

Furthermore, a post-hoc analysis using Tukey’s HDS for pair wise comparisons show 

that participants with PhD or M. Phil in comparison to those with BS/MLIS (16 year 

education), degrees perceive greater significance for user relationship management for 

libraries. 

Conversely, results in Table 4.17 indicate that there is no significant 

difference in the composite mean value of URM perceptions regarding academic 

qualification of respondents’ where significant value P=0.233,is greater than alpha-value 

(0.05) and F-value is 2.213 i.e. (F(3,135)=2.213, P= 0. 233>0.05). 

5.3.4.3 Professional Experience and URM Perceptions. A Pearson product-

moment correlation coefficient test was applied to assess the significant relationship 

between respondent’s professional experience and URM perception while having 

experience as an independent variable. The results indicate that the correlation between 

professional experience and URM perceptions exists, as p-values <0.05 and 0.01, where 

[r= .212, n=140, P=0.012]. The relationship between URM perceptions and participants’ 

professional experience is positive, strong and directly proportional to each other. In 

other words, when professional experience of the respondents’ increases their perception 

of URM importance also improves. 
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5.3.4.5 Level of Awareness and URM Perceptions. The One-way ANOVA 

(Analysis of Variance) test results specify that there is a statistically significant difference 

in the composite mean scores of URM perception based on level of awareness of 

respondents’. The significant value P= 0.00, which is less than alpha-value (0.05) and F-

value is 7.628 i.e. (F(3,136)=7.628, P=0. 000<0.05).  It reveals that significant relationship 

exists in composite mean scores of URM perceptions based on participants’ level of 

awareness. Using Tukey’s post-hoc test for pair-wise comparisons it is found that 

participants with “Strongly Aware” and “Aware” perceive higher importance of URM 

perceptions in relation to “Partially Aware” and “Not Aware”. 

In brief, the participants’ age, academic qualification, professional experience 

and level of awareness appear to be correlative to the URM perceptions.  

5.4.5 Correlates of Prevailing URM Practices 

The following parts provide an overview of the data relevant to existing URM 

practices.  

5.3.5.1 Type of Universities and URM Practices. There are no statistically 

significant differences in the composite means of URM practices based on types of 

university where p-value is greater than alpha-value 0.05 (p=0.062>0.05). 

Conversely, there are statistically significant differences in the mean score of (µ = 

3.41, SD = .604) public sector and (µ = 3.64, SD =. 694) private sector universities for 

the sub-dimensions such as “Organizational Focus” respectively (p=0.045 < 0.05). This 

shows that universities of private sector are focusing more on Organizational Focus as 

compared to public sector. Therefore, types of university libraries are correlative to the 

overall URM practices construct.  
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 5.3.5.2 Geographic Location of Universities and URM Practice. One-way 

ANOVA results reveal that there is no statistically significant difference in the composite 

mean score of URM practices based on geographical locations of universities where p-

values are greater than alpha-value such as (P=0.070>0.05) and its sub-dimensions of 

“User Focus” (P=0.484>0.05), “Organizational Focus” (P=0.113>0.05), and “User 

Feedback Management” (P=0.138>0.05).   

Conversely, statistically significant mean differences are found for the sub-

dimensions of “IT Infrastructure” (P=0.008<0.05) in relation to geographical area of 

university. After applying Tukey’s post-hoc test, it is revealed that university libraries 

belong to Islamabad Capital Territory groups are having more developed IT 

Infrastructure from KPK Province followed by AJK region university libraries. 

5.3.5.3 Category of Universities and URM Practices. One-way ANOVA results 

indicate that there are no statistically significant difference in the composite mean score 

of “URM practices” (P=.669>0.05) and its all sub-dimensions attributes where all p-

values are greater than alpha-values (P>0.05). 

In summary, the universities’ types, categories and geographical locations 

occurred to be correlative to the URM practices. 

5.3.6 Correlates of URM Activities/Tactics  

The following sections include summary of current URM tactics and mechanisms. 

5.3.6.1 Type of Universities and URM Activities/Tactics. Independent sample 

t-test (two-tailed) results show that the two attributes “Immediately acquisition of books 

on the users’ demand” and “Ask a librarian service” demonstrated statistically significant 

differences between mean score of public sector and private sector universities, where 
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alpha values greater than 0.05 such as (P= 0.01<0.05) and (P=0.001<0.05) respectively. 

The mean score of private sector university libraries is higher than public sector 

university libraries in both attributes. It means that private sector university libraries have 

performed activities better than public sector to strengthen relationship with its users. 

Conversely, no statistically significant differences are found between composite 

mean scores of public sector and private sector universities regarding activities/tactics 

and sub-facets as p-value (P= 0.525) is larger than alpha value (0.05).  

5.3.6.2 Geographic Location of Universities and URM Activities/Tactics. One-

way ANOVA results reveal that there is no statistically significant difference in the 

composite mean score of “URM activities” (P=.571>0.05) and 29 sub-attributes of 

activities where p-values are greater than alpha-value (P>0.05).  

Conversely, statistically significant mean differences are found for three 

attributes “Best users of the week/month/year” (P=.018<0.05), “Personalized mail” (P= 

0.005<0.05) and “Library social network website” (P=.032<0.05) in relation to 

geographical location of university libraries of Pakistan. Applying Tukey’s post hoc test 

showed that Sindh Province university libraries are currently doing more URM activities 

to enhance library-user relationship as compared to KPK province; similarly university 

libraries of Islamabad Capital Territory are more oriented towards URM activities as 

compared to AJK region. 

 5.3.6.3 Category of Universities and URM Activities/Tactics. On-way ANOVA 

results reveal that no statistically significant mean differences exist in the overall mean 

and its sub-statements mean of activities/tactics based on category of universities as (P = 

0. 266>0.05).  
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Conversely, attribute “Immediately acquisition of books on the users’ demand” 

shows that significant mean differences exist in category of university libraries groups 

such as (P=0.000<0.05). A Tukey’s post hoc resulted that general, engineering & 

technology and medical categories of university libraries are “currently doing” this 

activity, while agriculture/veterinary university libraries groups are in the “planning to 

do” stage.  

The attribute “Updating library website as per users’ requirements” statistically 

significant mean difference exist between category of university libraries groups such as 

(P=.031<0.05). A Tukey’s post hoc test indicates that this activity is “currently doing” in 

general university, while engineering &technology university libraries are in “planning to 

do” position.  

In addition, activity “Coordination through E-mail” statistically significant 

difference exist between category of university libraries groups where (P=.009<0.05). A 

Tukey’s post hoc test showed that such activity is “currently doing” in medical university 

libraries while engineering &technology university libraries are in “planning to do”. 

In summary, the universities’ types, categories and geographical locations appear 

to be correlative to the activities/tactics of URM. 

5.4 Research Limitations 

Some limitations should be considered when analyzing the outcomes of this 

report. This study covered the whole population. This research was limited to the 

opinions of the head/in-charge librarians of universities in Pakistan's public and private 

sectors. It did not reflect the perspectives of other stakeholders such as management, 

faculty, students and other professional staff. This study addressed CRM practices on a 
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scale generated by Sin et al. (2005), who discovered only four elements (user focus, 

organizational focus, users’ feedback management, information technology 

infrastructure) of CRM. Meanwhile, more than four components could be involved in 

CRM practices and other elements could be added. This research is performed in 

university libraries in Pakistan, which are an organization of the research and services 

sector. This means that the generalization of the results of this study is limited to 

university libraries in Pakistan and cannot be extended without further confirmation to 

other markets. 

5.5 Conclusions 

Based on the study results, it draws the following conclusions: 

1. Head/in-charge librarians in university libraries of Pakistan have recognized 

URM to their library and users “very important”, which means that both 

university libraries and library employees need to be properly equipped with 

URM strategies and programmes. 

2. URM practices (user focus, organizational focus, user feedback/knowledge 

management) in university libraries of Pakistan are in their adolescence stage. The 

infrastructure of information technology is inadequate for the complete 

implementation of URM programmes and head/in-charge librarians need to 

execute URM programmes more consistently and effectively. In order to 

incorporate URM approaches into the mainstream curriculum, to teach it at more 

in-depth, and to provide better appraisal, there is a need to establish an 

educational relationship with the faculty of library & information science.  
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3. University libraries in Pakistan are currently pursuing the majority of URM 

tactics and activities to improve and develop good library-user relationships. 

However, proper training of library employees about user care and user 

satisfaction mechanism is required. 

4. URM perceptions are directly associated with university head/in-charge 

librarians’ age, academic qualification, professional experience, and level of 

awareness; as the academic and personal characteristics of respondents increase, 

perceptions of URM value also increases. 

5. URM practices are correlated to the classification and categorization of university 

libraries. Private sector university libraries have concentrated more on 

“organizational focus” than the public sector in URM practices. Islamabad Capital 

Territory university libraries have strong IT infrastructure as compared to KPK 

Province and AJK region. To holistically introduce URM, universities in Pakistan 

need to concentrate on the complete IT infrastructure in libraries. 

6. Activities/Tactics of URM to deepen library-users relationship are not correlated 

with Pakistani universities’ types, geographical locations and categories.  

5.6 Strength of the Study 

As a result of this study identifying university head/in-charge librarians 

perceptions about the major aspects of URM, academic libraries should devote resources 

to employee training and development in order to improve URM familiarity, perceptions, 

and practices and make its execution possible. 
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The findings and conclusions of this study will also aid libraries in better 

understanding URM practices, models and activities in order to improve customer 

satisfaction, retention, trust, loyalty and switching barriers. 

Based on the findings of this study, the researcher is certain that differences in 

URM perceptions and personal characteristics of head/in-charge librarians can assist 

Pakistan's academic libraries in overcoming existing shortcomings about URM and 

improving library value and image. 

The outcomes of this study will assist libraries in forming strong bonds with their 

customers by utilising URM activities and tactics for mutual benefits throughout the 

customer life cycle. 

Furthermore, the findings and recommendations of this research study contribute 

to the improvement of existing URM strategies, practises, and activities in Pakistani 

university libraries. 

These results provided useful insights about URM perceptions and practices and 

could be used as a guide in developing useful directions for student-centered approach  

programs in university libraries. It would help academicians and Institutes/Departments 

of Information Management in designing URM curricula for different academic levels. 

This study has numerous practical and theoretical contributions about URM for policy 

maker in the field of information management and libraries.  

Furthermore, these findings might capture the interests of other researchers to 

conduct more detailed enquiries at other libraries in Pakistan as well as in other 

developing countries. It also motivates top management of universities and head/in-

charge librarians to execute URM system in libraries for their survival and better image. 
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The results enlighten library employees to be effective, proactive and successful 

performers for user satisfaction and loyalty.  

5.7 Recommendations 

Following recommendations are made about the implications for practice on the 

basis of conclusions of the study:  

1. University head/in-charge librarians need a proactive approach to raising 

awareness about importance and value of URM among various stakeholders 

including university top management, library staff, and users.  

2. All academic institutions should formulate a clearly specified user care and 

satisfaction policy. Accreditation agencies like HEC, PEC, PM&DC, NAEAC, 

NBEAC, NCEAC, PVMC may play a crucial role in this regard. 

3. The planners and designers of future library training programmes should include 

some of the URM training needs in the syllabuses, described in this report. 

4. A course on URM of at least three-credit hours may be included in the 

information management/library and information science curriculum at BS level 

in all IM/LIS schools in Pakistan.  

5. In Pakistan, IM / LIS schools and library associations should conduct ongoing 

training, workshops, seminars, and conferences on URM strategies, practices, 

programs, tactics and mechanism, defined in this study. 

6. University libraries in Pakistan should use modern mediums of communication 

for the close relationship with the users like social media, electronic media and 

print media. 
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7. University top management must encourage, provide financial resources and train 

staff for smooth running and implementation of URM.  

8. Users who do not visit library, must be contacted and encouraged to use library 

products and services. For this purpose, different programmes of user orientation, 

leisure, promotional, etc. should be arranged on regular basis.  

9. Complete IT infrastructure, URM software and models should be adopted as per 

market demand.  

10. CRM models may be developed for Pakistani university libraries or such models 

may be opted with some amendments from other pure business CRM models. 

11. For the motivation of staff, incentives, reward and accountability system should 

be designed and implemented for the achievements of URM targets. 

12. An active feedback system should be introduced to improve the URM mechanism 

and continuous improvement of library services. 

5.8 Directions for Future Research 

The following guidelines and recommendations are made for future research and 

investigation based on the findings and limitations of this study:  

1. Similar investigations can be conducted to discover the prevailing status of URM 

practices, strategies and tactics in other types of libraries. 

2. Qualitative studies can be embarked to support the development of URM models, 

programs and software for Pakistani libraries in conjunction with the HEC and 

other accreditation authorities. 
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3. Further investigations should be conducted to determine relationship between 

URM factors and users’ satisfaction and loyalty in Pakistani academic libraries 

perspectives. 
4. Mixed methods should be utilized to determine factors affecting user relationship 

management practices in academic libraries of Pakistan. 
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Appendix B 

COVERING LETTER SENT WITH THE DRAFT INSTRUMENT 

Dear Sir/Madam,  

Subject: Expert Opinion on Draft Questionnaire 

I am conducting a doctoral research on "User Relationship Management Practices 

in University Libraries of Pakistan" under the supervision of Associate Professor Dr. 

Haroon Idrees and co-supervisor, Assist Professor Dr. Asif Muhammad Naveed, 

Department of Library and Information Science, University of Sargodha, Sargodha. The 

study intends to explore the prevailing status of User Relationship Management Practices 

in University Libraries of Pakistan. The focus is on probing the perceptions of university 

libraries leaders about the importance of URM, current practices of URM, and tactics 

currently doing by libraries to enhance library- user relationship. It is assumed that the 

findings will help to introduce and improve the URM programmes, strategies, tactics and 

mechanism in the university libraries of Pakistan.  

A questionnaire has to be prepared to collect data before it is sent to the respondents. An 

extensive literature review has been conducted to prepare the attached draft 

questionnaire. A panel of experts has been selected to review this initial questionnaire. 

You are among one of the experts identified for the said purpose considering your 

personal profile and experience in this area.  

The draft questionnaire is attached for your valued input. You are requested to 

comment on the quality of contents, language, sequence and appropriateness of questions 

for this study in the questionnaire.  
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Kindly return the enclosed instrument duly completed in two weeks' time. I will 

be highly grateful for your valuable feedback/comments.  

Sincerely yours, 

Mir Bahader (PhD scholar at University of Sargodha)  

Library Officer, 

Army Burn Hall College for Boys, Abbottabad  

Cell: 03219820213 

Email: mirbahaderktk@yahoo.com 

Dated: Jan 14, 2019 

 

  

mailto:mirbahaderktk@yahoo.com
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Appendix C 

PILOT STUDY PARTICIPANTS 

1. Mr. Muhammad Ibrar, Ex- Chief Librarian, University of Peshawar. 

2. Mr. Tahir Jan, Assistant Librarian, University of Peshawar. 

 3. Mr. Imtiaz Ahmad Khalil, Assistant Librarian, Abdul Wali Khan University Mardan. 

4. Mr. Muhammad Husain, Ex-Librarian, University of Science and Technology Bannu. 

5. Mr. Sajjad Ahmad, Assistant Prof, DLIS, University of Peshawar. 

6. Dr. Sajjid Mirza, Senior Librarian, Islamic International University Islamabad. 

7. Mr. Murad Ali, Senior Librarian, Ayub Medical College (AMC), Abbottabad. 

8. Mr. Dilshad Hussain, Chief Librarian, Jalal Baba Public Library, Abbottabad.  

9. Mr. Rahim Jan, Assistant Prof, DLIS, Khushal Khan Khattak University Karak.  

10. Sohail Awan, Deputy Librarian, University of Punjab. 
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Appendix D 

COVERING LETTER SENT WITH THE PILOT INSTRUMENT 

 Dear Colleagues, I am conducting a Ph.D. study on “"User Relationship 

Management Practices in University Libraries of Pakistan" under the supervision of 

Associate Professor Dr. Haroon Idrees and co-supervisor Assist Professor Dr. 

Muhammad Asif Naveed, Department of Library and Information Science, University of 

Sargodha, Sargodha. Various initiatives have been taken in the developed world by 

library and information professionals (LIPs) and organizations for the adoption and 

promotion of URM.  Lately this area has got attention of information professionals in the 

developing countries. However, Pakistan has made some progress in this direction. 

Moreover, there is little empirical research about university head/in-charge librarians ’ 

URM practices in Pakistan. This study is very significant with reference to university 

libraries of Pakistan in particular and other academic libraries in general. To collect the 

data in this regard, a questionnaire has been prepared in the light of extensive literature 

review and experts’ opinion. Before its distribution to all respondents it is now being 

pilot tested. Therefore, your response is vital for the further improvement in the attached 

questionnaire. You are requested to kindly complete it, and if necessary, feel free to give 

comments on the separate sheet attached using the serial number of the related questions. 

I assure you that all responses will be used strictly for the purpose of this research project 

and no information will be disseminated to anyone for any other purpose. Kindly send 

back the enclosed questionnaire duly completed by July 15, 2019 to respondent through 

email. I will be highly obliged for your help. 

Sincerely yours, 
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Mir Bahader (PhD scholar at University of Sargodha)  

Library Officer, 

Army Burn Hall College for Boys, Abbottabad  

Cell: 03219820213 

Email: mirbahaderktk@yahoo.com 

Dated: June 28, 2019 

  

mailto:mirbahaderktk@yahoo.com
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Appendix E 

SURVEY INSTRUMENT 

 The Prevailing status of User Relationship Management Practices in University 

Libraries of Pakistan: please read the following text before filling in the questionnaire 

User Relationship Management (URM) is the strategic use of information, processes, 

technology, and people to manage the user’s relationship with your organization 

(marketing, sale, services) across the whole user life cycle for mutual benefits.” URM is a 

management approach that enables organizations to identify, attract, and sustain current 

users at the same time increase retention and satisfaction of valuable users by managing 

relationships with them.  

Email Address: _____________________________________________ 

Part1. Perceptions of University Librarians about importance of User Relationship 

Management (URM) 

Please rate the following statements on given scale to show your perceived level of 

importance of User Relationship Management approach. 

Ser Statements Scale 

1. User Relationship Management is important 
in…………… N

ot
 

Im
po

rt
an

t 
So

m
ew

ha
t 

Im
po

rt
an

t 
Im

po
rt

an
t 

V
er

y 
Im

po
rt

an
t 

E
xt

re
m

el
y 

Im
po

rt
an

t 

1.1 User selective approach      
1.2 Attraction of new users      
1.3 Enhancement of user base      
1.4 Retaining of existing users      
1.5 Sustaining the long-term users’ relationship      
1.6 Increments of valuable users      
1.7 Giving users’ potential for Life Time Value to library      
1.8 Strengthening of users’ satisfaction      
1.9 Development of users’ loyalty      
1.10 Improvement of users’ retention      
1.11 Order to increase employee’s satisfaction      
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1.12 Getting users’ feedback      
1.13 Resolve users’ complaints      
1.14 Address users’ problems      
1.15 Enhancement of the library image      
1.16 Development of library community       
1.17 Design/development of users’ need based resources 

and services 
     

1.18 Enrichment of mutual benefits of library and its users      
1.19 Advancement of information technology      
1.20 Improvement of the services quality      
1.21 Improvement of usage of library resources and services      
1.22 Marketing of library resources and services      
1.23 Orientation programs for the new users      
1.24 Improvement of efficiency, skills and worth of library 

employees 
     

1.25 Give honour to users’ wants, needs and preferences      
1.26 Creating user friendly environment      
1.27 Adoption of user-centred approach in library      
1.28 Creating conducive environment for learning in library      
1.29 Enabling the users two way communication      
 
1.30 Any others (specify please): 
_______________________________________________________________ 

 
Part2. Prevailing Practices of User Relationship Management (URM) 

The following statements deal with URM practices. Please read each statement carefully 

and indicate the extent to which you are agree or disagree using the given scale. 

Ser URM Practices Scale 
2. User Focus 

St
ro

ng
ly

 
D

is
ag

re
e 

   
  

D
is

ag
re

e 

N
eu

tr
al

 

A
gr

ee
 

St
ro

ng
ly

 
A

gr
ee

 

2.1 Library understands individual users’ needs SD D N A SA 
2.2 Library provides customized services to the users SD D N A SA 
2.3 Library strives to delight library users      
2.4 When library finds that users would like to modify a 

product/service, the departments involved make 
concerted efforts to do so 

SD D N A SA 

2.5 Library involves users in tailoring and designing library 
products and services 

SD D N A SA 

2.6 Library concentrates to satisfy users SD D N A SA 
2.7 Library focuses to increase number of users SD D N A SA 
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2.8 Library emphasis to retain valuable users SD D N A SA 
2.9 Library strengthens the emotional bonds with users by 

wishing them on important occasions 
SD D N A SA 

2.10 Library customizes users’ interactions to optimize 
loyalty and value 

SD D N A SA 

3. Organizational Focus 
3.1 University top management facilitates library to develop 

URM system 
SD D N A SA 

3.2 University top Management provides resources for 
URM 

SD D N A SA 

3.3 University structure diligently revolves around URM SD D N A SA 
3.4 University provides variety of users’ facilitation 

channels 
SD D N A SA 

3.5 Employees performance is measured and rewarded 
based on meeting user needs and on successfully serving 
the users 

SD D N A SA 

3.6 University top management strongly encourages 
building up friends of library community 

SD D N A SA 

3.7 University provides skillful staff for URM execution SD D N A SA 
3.8 University staff is trained enough to practice URM SD D N A SA 
3.9 University top management encourages staff to provide 

best users’ services 
SD D N A SA 

3.10 University top management thinks that URM is key to 
survive 

SD D N A SA 

3.11 University top management resistant and hesitate to 
implement URM in library ® 

SD D N A SA 

3.12 Library employees are resistant and hesitate to 
implement URM in library ® 

SD D N A SA 

4. User Feedback Management 
4.1 Library seriously takes users feedback for its resources 

and services on regular basis and responds accordingly 
SD D N A SA 

4.2 Users are encouraged to give feedback about library 
performance 

SD D N A SA 

4.3 Library always gets feedback from right user, at right 
place and right time 

SD D N A SA 

4.3 Library formally communicates user’s feedback to all 
library employees 

SD D N A SA 

4.5 Library addresses real time quires and requests SD D N A SA 
4.6 Library welcomes user’s complaints SD D N A SA 
4.7 Library has formal feedback and complaints 

management system 
SD D N A SA 

4.8 Library has effective recovery strategy for any services 
failure 

SD D N A SA 

4.9 Library has trained and empowered frontline staff SD D N A SA 
4.10 When any user has a problem, my library shows a SD D N A SA 
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sincere effort to solve it 
4.11 Library reviews user’s complaints periodically SD D N A SA 
4.12 Library ignores user’s complaints ® 5S

D 
4
D 

3N 2
A 

1SA 

4.13 Library has proper punishment system on user’s 
complaints 

SD D N A SA 

5. Information Technology Infrastructure 
5.1 Library possesses good information system 

infrastructure 
SD D N A SA 

5.2 Library possesses good telecommunications 
infrastructure 

SD D N A SA 

5.3 Library possesses an information system that is 
integrated across several functional areas 

SD D N A SA 

5.4 Library possesses the necessary infrastructure to capture 
user data from all user interaction points 

SD D N A SA 

5.5 Library possesses the ability to consolidate all acquired 
user related data in a centralized database 

SD D N A SA 

5.6 Library possesses data sharing technologies that enable 
data access between information systems 

SD D N A SA 

5.7 Library possesses information technology to acquire 
user related data in a centralized database 

SD D N A SA 

5.8 Library Possesses information technology that allows for 
one-to-one communications with current users 

SD D N A SA 

 
Any others (specify please): 
________________________________________________________________________ 
 
6.  Activities carry out in the library to Strengthen Users Relationship  

Which of the following activities perform in the library is currently doing or planning to 

do for Users Relationship Management? Please mark the appropriate options given 

against each activity. 

 
Ser Activities Currently 

doing 
Planning 

to do 
Neither 
doing 
nor 

planning 

Don’t 
know 

6.1 Best library user award     
6.2 Best users of the week/month/year     
6.3 User’s gift system     
6.4 Orientation for new users     
6.5 Present flowers to new members     
6.6 Present welcome cards to new members     
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6.7 Provision of library literature and 
Newsletters etc. 

    

6.8 Occasional messages/wishes on  Eid, 
Independence Day, Pakistan Day, Birth 
Day etc. 

    

6.9 Enhance library timings on users’ 
request 

    

6.10 Special favor to users for book lending     
6.11 Immediately acquisition of books on 

the users’ demand 
    

6.12 Updating library website as per users’ 
requirements 

    

6.13 Coordination through E-mail     
6.14 Make telephone calls     
6.15 Use of electronic billboards for users’ 

contact 
    

6.16 Use of Social Media to enhance users’ 
contact 

    

6.17 Personalized mail     
6.18 Ask a librarian service     
6.19 Face to face interaction     
6.20 Complaints/suggestions box     
6.21 Establishment of users’ help desk     
6.22 Invitation for Exhibitions/Displays     
6.23 Manage library tours     
6.24 Users engagement on copyright and 

book day 
    

6.25 Users involvement in library planning     
6.26 Users participation in the collection & 

services development 
    

6.27 Provision of conducive environment for 
learning in library 

    

6.28 Display of new arrivals & inform to the 
users 

    

6.29 Library social network website      
6.30 Library book club      
6.31 Library consortium     
6.32 Faculty liaison librarian     

Any others (specify please): 
________________________________________________________________________ 

Part3.  Demographic Information 

Please fill in the blank fields and tick one of the options given against each question. 

1. Name of University/Institution: ____________________________________ 
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2. Type of the University/ Institution: 
o Public 
o Private   
o Others (Please specify)  _____________________________________ 

3. Category of the University/ Institution: 
o General 
o Agriculture/Veterinary  
o Engineering& Technology                                 
o Medical                
o Business Education                                   
o Computer Science & IT 
o Others (Please specify) ________________________________________ 

4. Provence/Area/Locality:  
o Islamabad  
o Punjab         
o KPK            
o Sindh      
o Baluchistan  
o AJK 

5. Year of Establishment: ______________________________________________ 
6. Total Collection of the Library: 

a. Books & printed material: _________________________________________ 
b. Digital resources (in CD/DVD/ electronic format): _____________________ 

7. Total number of professional staffs in your library (gender): 
Male: ________________  
Female: _______________ 

8. Total number of library staff in your library (including professional, para-
professional and non-professional):  ______________________________ 

9. Designation:  
o Chief/ Head Librarian 
o Librarian       
o Deputy Librarian    
o Assistant Librarian 
o User Services Librarian                     
o Others (Please specify). _____________________ 

10. Gender:             
o Male Female 

11. Age (in years): ____________________________ 
12. Professional qualification: 

o BLIS    
o MLIS        
o BSLIS      
o M Phil        
o PhD 
o Others (Please specify). _____________________ 

13.  Total Library professional experience (in years): ________________________ 
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14. For how long you have been working in this Library? (in years): _____________ 
15. What is your level of awareness about URM?  

o Fully aware  
o Aware  
o Partially aware   
o Not aware 

Thank you very much for your time and support 
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Appendix F 

COVERING LETTER SENT WITH THE SURVEY INSTRUMENT 

User Relationship Management Practices in University Libraries of Pakistan 

Dear Sir/Madam, 

Assalam-O-Alakum,  

I am conducting a PhD research study on above mentioned title under the 

supervision of Dr. Haroon Idrees and Dr. Muhammad Asif Naveed at the Department of 

Library & Information Science, University of Sargodha. “User Relationship Management 

(URM) is the strategic use of information, processes, technology, and people to manage 

the user’s relationship with your organization (marketing, sale, services) across the whole 

user life cycle.”  URM is a management approach that enables organizations to identify, 

attract, and sustain current users at the same time increase retention and satisfaction of 

valuable users by managing relationships with them.  

Please find a self-explanatory questionnaire. I will deeply appreciate your 

participation in the survey by filling up the attached questionnaire as your response is 

very valuable. Please spare 10-15 minutes from your busy schedule for filling this 

questionnaire. Your responses will only be used for research purposes. The anonymity 

and confidential of your data will highly be ensured, Please read and response. 

Thanking you in anticipation! 

Sincerely yours, 
Mir Bahader (PhD Scholar at University of Sargodha)  
Library Officer, 
Army Burn Hall College for Boys, Abbottabad  
Cell: 03219820213 
Email: mirbahaderkhattak@gmail.com 
Date: July 08, 2019  

mailto:mirbahaderkhattak@gmail.com
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Appendix G 

HEC RECOGNIZED UNIVERSITIES AND DEGREE AWARDING 
INSTITUTIONS 

S.N. Locality/Provinces Public Sector 
Universities/DAIs 

Private Sector 
Universities/DAIs 

Total Response 
Rate 

1 Khyber 
Pakhtunkhwa 
(KPK) 

28 11 39 32 (82%) 

2 Islamabad Capital 
Territory  (ICT) 

  15 8 23 18(78%) 

3 Punjab 39 26 65 44(68%) 

4 Sindh 24 27 51 35(68%) 

5 Baluchistan 8 1 9 6(67%) 

6 Azad Jammu & 
Kashmir (AJK) 

5 1 6 5(83%) 

 Total 119 74 193 
140(73%) 

 

1. KHYBER PAKHTUNKHWA (KPK) 
 

S.No.  Universities/Degree Awarding Institutes 

a. Public Sector 

1 Abbottabad University of Science and Technology Abbottabad 

2 Abdul Wali Khan University Mardan 

3 Bacha Khan University Charsada 

4 Gomal University D I Khan 

5 Hazara University Mansehra 

https://www.hec.gov.pk/english/universities/Pages/KPK/Abbottabad-University-of-Science-and-Technology-(AUST)-.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Abdul-Wali-Khan-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Bacha-Khan-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Gomal-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Hazara-University.aspx
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6 Institute of Management Sciences Peshawar 

7 Islamia College University Peshawar 

8 Khushal Khan Khattak University Karak 

9 Khyber Medical University Peshawar 

10 Kohat University of Science and Technology Kohat 

11 Shaheed Benazir Bhutto University Upper Dir 

12 Shaheed Benazir Bhutto Women University Peshawar 

13 Shuhada-e-Army Public School University of Technology, Nowshera 

14 The University of Agriculture Peshawar 

15 The University of Lakki Marwat 

16 University of Buner 

17 University of Chitral 

18 University of Engineering & Technology Peshawar 

19 University of Haripur 

20 University of Malakand Temargarah Lower Dir 

21 University of Peshawar 

22 University of Science & Technology Bannu 

23 University of Swabi 

24 University of Swat 

25 Women University Mardan 

26 Women University Swabi 

27 FATA University Dara Adam Khail 

28 University of Engineering & Technology Mardan 

b. Private Sector 

1 Abasyn University Peshawar 

2 CECOS University of Information Technology & Emerging Sciences 
Peshawar 

3 City University of Science and Information Technology Peshawar 

4 Gandhara University Peshawar 

https://www.hec.gov.pk/english/universities/Pages/KPK/Institute-of-Management-Science.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Islamia-College-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Khushal-Khan-Khattak-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Khyber-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Kohat-University-of-Science-and-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Shaheed-Benazir-Bhutto-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Shaheed-Benazir-Bhutto-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Shuhada-e-Army-Public-School-University-of-Technology,-Nowshera.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/The-University-of-Agriculture-Peshawar.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/The-University-of-Lakki-Marwat.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Buner.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Chitral.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Haripur.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Malakand.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Peshawar.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Science--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Swabi.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Swat.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Women%20University%20Mardan.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Women%20University,%20Swabi.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Abasyn-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/CECOS-University-of-Information-Technology-and-Emerging-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/City-University-of-Science-and-Information-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Gandhara-University.aspx
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5 Ghulam Ishaq Khan Institute of Engineering Sciences & Technology 
Sawabi (Topi) 

6 Iqra National University Peshawar 

7 Northern University Nowshera 

8 Preston University Kohat 

9 Qurtaba University of Science & Information Technology DIK 

10 Sarhad University of Science & Information Technology Peshawar 

11 The Brains Institute Peshawar 

 

2. ISLAMABAD CAPITAL TERRITORY (ICT) 

S.N. Universities/Degree Awarding Institutes 

a. Public Sector 

1 Air University, Islamabad 

2 Allama Iqbal Open University, Islamabad 

3 Bahria University, Islamabad 

4 COMSATS Institute of Information Technology, Islamabad 

5 Federal Urdu University of Arts, Sciences & Technology, Islamabad 

6 Institute of Space Technology, Islamabad 

7 International Islamic University, Islamabad 

8 National Defense University, Islamabad 

9 National University of Modern Languages, Islamabad 

10 National University of Sciences & Technology (NUST) , Islamabad 

11 National University of Technology (NUTECH), Islamabad 

12 Pakistan Institute of Development Economics (PIDE) , Islamabad 

13 Pakistan Institute of Engineering & Applied Sciences, Islamabad 

14 Quaid-i-Azam University Islamabad 

15 Shaheed Zulfiqar Ali Bhutto Medical University, Islamabad 

b. Private Sector 

https://www.hec.gov.pk/english/universities/Pages/KPK/Ghulam-Ishaq-Khan-Institute-of-Engineering-Sciences--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Iqra-National-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Northern-University.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Preston%20University%20Kohat(Admissions%20stopped%20at%20all%20levels%20w.e.f.%20Oct%205,%202016).aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Qurtaba-University-of-Science-and-Information-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Sarhad-University-of-Science-and-Information-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Brains-Institute-Peshawar.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Air-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Allama%20Iqbal%20Open%20University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Bahria-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/COMSATS.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Federal-Urdu-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Institute-of-Space-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/International-Islamic-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/National-Defense-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/National-University-of-Modern-Languages.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/National-University-of-Sciences--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/NUTECH.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Pakistan%20Institute%20of%20Development%20Economics.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Pakistan%20Institute%20of%20Engineering%20And%20Applied%20Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Quaid-i-Azam-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Shaheed-Zulfiqar-Ali-Bhutto-Medical-University.aspx
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1 Capital University of Science & Technology, Islamabad 

2 Foundation University, Islamabad 

3 Muslim Youth University, Islamabad 

4 National University of Computer & Emerging Sciences, Islamabad 

5 Riphah International University, Islamabad 

6 Shifa Tameer-e-Millat University, Islamabad 

7 Sir Syed (CASE) Institute of Technology, Islamabad 

8 Preston University, Islamabad  

3. PUNJAB 

S.N. Universities/Degree Awarding Institutes 

a. Public Sector 

1 Bahauddin Zakariya University Multan 

2 Cholistan University of Veterinary and Animal Sciences, Bahawalpur 

3 Fatima Jinnah Medical University Lahore 

4 Fatima Jinnah Women University Rawalpindi 

5 Ghazi University DGK 

6 Government College University  Faisalabad 

7 Government College University  Lahore 

8 Government College for Women University Faisalabad 

9 Government College for Women University Sialkot 

10 Government Sadiq College Women UniversityBahawal Pur 

11 Information Technology University of the Punjab Lahore 

12 Islamia University Bahawal Pur 

13 Khawaja Freed University of Engineering & Information Technology 
Rahim Yar Khan 

14 King Edward Medical University Lahore 

15 Kinnaird College for Women Lahore 

16 Lahore College for Women University Lahore 

17 Muhammad Nawaz Shareef University of Agriculture Multan 

https://www.hec.gov.pk/english/universities/Pages/Islamabad/Capital-University-of-Science-and-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Foundation-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/MY-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/National-University-of-Computer-and-Emerging-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Riphah-International-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/Shifa-Tameer-e-Millat-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/SSIT.aspx
https://www.hec.gov.pk/english/universities/Pages/KPK/Preston%20University%20Kohat(Admissions%20stopped%20at%20all%20levels%20w.e.f.%20Oct%205,%202016).aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Bahauddin-Zakariya-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Cholistan-University-of-Veterinary-and-Animal-Sciences,-Bahawalpur.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Fatima-Jinnah-medical-University,-Lahore.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Fatima-Jinnah-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Ghazi-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Government-College-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Government-College-University,-Lahore.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Government-College-for-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Government-College-for-Women-University,-Sialkot.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Government-Sadiq-College-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Information-Technology-University-of-the-Punjab.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Islamia-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Khawaja-Freed-University-of-Engineering--Information-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/King-Edward-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Kinnaird-College-for-Women.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Lahore-College-for-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Muhammad-Nawaz-Shareef-University-of-Agriculture.aspx
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18 Muhammad Nawaz Sharif University of  Engineering & Technology 
Multan 

19 NFC Institute of Engineering & Technology Multan 

20 National College of Arts Lahore 

21 National Textile University Faisalabad 

22 National University of Medical Sciences Rawalpindi 

23 Pakistan Institute of Fashion & Design Lahore 

24 Pir Mehr Ali Shah Arid Agriculture University Rawalpindi 

25 Punjab Tianjin University of Technology Lahore 

26 Rawalpindi Medical University Rawalpindi 

27 The Women University Multan 

28 University of Agriculture Faisalabad 

29 University of Education Lahore 

30 University of Engineering & Technology Lahore 

31 University of Engineering & Technology Taxila 

32 University of Gujrat 

33 University of Health Sciences Lahore 

34 University of Okara 

35 University of Sahiwal 

36 University of Sargodha 

37 University of Veterinary & Animal Sciences Lahore 

38 University of the Punjab Lahore 

39 Virtual University of Pakistan Lahore 

b. Private Sector 

1 Ali Institute of Education Lahore 

2 Beaconhouse National University Lahore 

3 Forman Christian College Lahore 

4 GIFT University Gujranwala 

https://www.hec.gov.pk/english/universities/Pages/Punjab/Muhammad-Nawaz-Sharif-University-of%C2%A0-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/NFC-Institute-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/National-College-of-Arts.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/National-Textile-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Islamabad/National-University-of-Medical-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Pakistan-Institute-of-Fashion-and-Design.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Pir-Mehr-Ali-Shah-Arid-Agriculture-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Punjab-Tianjin-Universityf-of-Technology-(PTUT),-Lahore.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Rawalpindi-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/The-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Agriculture.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Education.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Engineering--Technology,-Taxila.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Gujrat.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Health-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Okara.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Sahiwal.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Sargodha.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Veterinary-and-Animal-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-the-Punjab.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Virtual-University-of-Pakistan.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Ali-Institute-of-Education.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Beaconhouse-National-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Forman-Christian-College.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/GIFT-University.aspx
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5 HITEC University Texila 

6 Hajvery University Lahore 

7 Institute for Art and Culture Lahore 

8 Institute of Management Sciences Lahore 

9 Institute of Southern Punjab Multan 

10 Lahore Leads University Lahore 

11 Lahore Garrison University Lahore 

12 Lahore School of Economics Lahore 

13 Lahore University of Management Sciences 

14 Minhaj University Lahore 

15 Namal Institute, Mainwali 

16 National College of Business Administration & Economics Lahore 

17 Nur International University Lahore 

18 Qarshi University Lahore 

19 The Superior College  Lahore 

20 The University of Faisalabad 

21 University of Lahore 

22 University of Management & Technology Lahore 

23 University of Sialkot, Sialkot 

24 University of South Asia Lahore 

25 University of Wah, Wah 

26 University of Central Punjab, Lahore 

4. SINDH  

S.N. Universities/Degree Awarding Institutes 

a. Public Sector 

1 Benazir Bhutto Shaheed University Lyari Karachi 

2 Benazir Bhutto Shaheed University of Technology & Skill Development 
Khairpur Mirs 

3 DOW University of Health Sciences Karachi 

https://www.hec.gov.pk/english/universities/Pages/Punjab/HITEC-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Hajvery-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Institute-for-Art-and-Culture.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Institute-of-Management-Science.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Institute-of-Southern-Punjab.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Lahore-Leads-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Lahore-Garrison-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Lahore-School-of-Economics.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Lahore-University-of-Management-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Minhaj-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Namal%20Institute%20Manwali.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/National-College-of-Business-Administration--Economics.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Nur-International-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/Qarshi-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/The-Superior-College.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/The-University-of-Faisalabad.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Lahore.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Management--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/UniversityofSialkot.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-South-Asia.aspx
https://www.hec.gov.pk/english/universities/Pages/Punjab/University-of-Wah.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Benazir-Bhutto-Shaheed-University-Lyari.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Benazir-Bhutto-Shaheed-University-of-Technology--Skill-Development,-Khairpur-Mirs.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Benazir-Bhutto-Shaheed-University-of-Technology--Skill-Development,-Khairpur-Mirs.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/DOW-University-of-Health-Sciences.aspx
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4 Dawood University of Engineering & Technology Karachi 

5 Gambat Institute of Medical Sciences KairPure 

6 Institute of Business Administration Karachi 

7 Jinnah Sindh Medical University Karachi 

8 Liaquat University of Medical & Health Sciences Jamshoro 

9 Mehran University of Engineering & Technology,  
 Jamshoro 

10 NED University of Engineering & Technology Karachi 

11 Pakistan Naval Academy Karachi 

12 Peoples University of Medical & Health Sciences for Women Nawabshah 

13 Quaid-e-Awam University of Engineering, Sciences & Technology 
Nawabshah 

14 Shah Abdul Latif University Khairpur 

15 Shaheed Benazir Bhutto University of Veterinary & Animal Sciences 
Nawabshah 

16 Shaheed Benazir Bhutto University, Shaheed Benazirabad Nawabshah 

17 Shaheed Mohtarma Benazir Bhutto Medical University Larkana 

18 Shaheed Zulfiqar Ali Bhutto University of Law Karachi 

19 Sindh Agriculture University, Tandojam Hydrabad 

20 Sindh Madresatul Islam University Karachi 

21 Sukkur Institute of Business Administration Sukker 

22 University of Karachi Karachi 

23 University of Sindh Jamshoro 

24 University of Sufism and Modern Sciences, Bhitshah Sindh 

b. Private Sector 

1 Aga Khan University Karachi 

2 Baqai Medical University Karachi 

3 Barret Hodgson University Karachi Karachi 

4 Commecs Institute of Business & Emerging Sciences Karachi 

https://www.hec.gov.pk/english/universities/Pages/Sindh/Dawood-University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Gambat-Institute-of-Medical-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Institute-of-Business-Administration.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Jinnah-Sindh-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Liaquat-University-of-Medical-and-Health-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/NED-University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Pakistan-Naval-Academy.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Peoples-University-of-Medical-and-Health-Sciences-for-Women.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Quaid-e-Awam-University-of-Engineering,-Sciences--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shah-Abdul-Latif-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Benazir-Bhutto-University-of-Veterinary-And-Animal-Sciences-.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Benazir-Bhutto-University,-Shaheed-Benazirabad.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Mohtarma-Benazir-Bhutto-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Zulfiqar-Ali-Bhutto-University-of-Law.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Sindh-Agriculture-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Sindh-Madresatul-Islam-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Sukkur-Institute-of-Business-Administration.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/University-of-Karachi.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/University-of-Sindh.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/USMS-Bhitshah.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Aga-Khan-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Baqai-Medical-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Barrett%20Hodgson%20University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Commecs-Institute-of-Business--Emerging-Sciences.aspx
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5 DHA Suffa University Karachi  

6 Greenwich University Karachi 

7 Habib University Karachi  

8 Hamdard University Karachi 

9 Indus Valley School of Art & Architecture Karachi 

10 Indus University Karachi 

11 Institute of Business Management Karachi 

12 Iqra University Karachi 

13 Isra University Hydrabad 

14 Jinnah University for Women Karachi 

15 KASB Institute of Technology Karachi 

16 Karachi Institute of Economics & Technology Karachi 

17 Karachi School for Business & Leadership Karachi 

18 Mohammad Ali Jinnah University Karachi 

19 Preston University Karachi 

20 Shaheed Benazir Bhutto City University Karachi 

21 Shaheed Benazir Bhutto Dewan University Karachi 

22 Shaheed Zulfikar Ali Bhutto Institute of Science & Technology Karachi 

23 Sir Syed University of Engineering & Technology Karachi 

24 Sindh Institute of Medical Sciences Karachi 

25 Textile Institute of Pakistan Karachi 

26 Zia-ud-Din University Karachi 

27 The Nazeer Hussian University, Karachi 

 

5. BALUCHISTAN 

S.N. Universities/Degree Awarding Institutes 

a. Public Sector 

1 Balochistan University of Engineering & Technology Khuzdar 

https://www.hec.gov.pk/english/universities/Pages/Sindh/DHA-Suffa-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Greenwich-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Habib-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Hamdard-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Indus-Valley-School-of-Art-and-Architecture.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Indus%C2%A0University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Institute-of-Business-Management.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Iqra-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Isra-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Jinnah-University-for-Women.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/KASB-Institute-of-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Karachi-Institute-of-Economics--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Karachi-School-for-Business--Leadership.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Mohammad-Ali-Jinnah-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Preston-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Benazir-Bhutto-City-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Benazir-Bhutto-Dewan-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Shaheed-Zulfikar-Ali-Bhutto-Institute-of-Science--Technology-(SZABIST).aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Sir-Syed-University-of-Engineering--Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Sindh-Institute-of-Medical-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Textile-Institute-of-Pakistan.aspx
https://www.hec.gov.pk/english/universities/Pages/Sindh/Zia-ud-Din-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Balochistan-University-of-Engineering--Technology.aspx
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2 Balochistan University of Information Technology, Engineering & 
Management Sciences (BUITEMS) Quetta 

3 Lasbela University of Agriculture, Water & Marine Sciences Quetta 

4 Sardar Bahadur Khan Women University Quetta 

5 The Bolan University of Medical and Health Sciences Quetta 

6 University of Balochistan Quetta 

7 University of Loralai 

8 University of Turbat 

b. Private Sector 

1 Al-Hamd Islamic University Quetta  

 

6. AZAD JAMMU & KASHMIR (AJK) 

S.N. Universities/Degree Awarding Institutes 

a. Public Sector 

1 Mirpur University of Science & Technology Mir Pur 

2 University of Azad Jammu & Kashmir Muzafar Abad 

3 University of Kotli Azad Jammu and Kashmir Kotli 

4 University of Poonch Poonch 

5 Women University of Azad Jammu & Kashmir Bagh 

b. Private Sector 

1 Mohi-ud-Din Islamic University Nerian Sharif 

 

 

 

 

https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Balochistan-University-of-Information-Technology--Management-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Balochistan-University-of-Information-Technology--Management-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Lasbela-University-of-Agriculture,-Water-and-Marine-Sciences.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Sardar-Bahadur-Khan-Women-University.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/BUMHS.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/University-of-Balochistan.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/University-of-Loralai.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/University-of-Turbat.aspx
https://www.hec.gov.pk/english/universities/Pages/Baloachistan/Al-Hamd-Islamic-University.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/Mirpur-University-of-Science-and-Technology.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/University-of-Azad-Jammu--Kashmir.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/University-of-Kotli-AJK.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/University-of-Poonch.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/Women-University-of-Azad-Jammu-and-Kashmir-.aspx
https://www.hec.gov.pk/english/universities/Pages/AJK/Mohi-ud-Din-Islamic-University.aspx
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