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The library is the temple of learning, 

and learning has liberated
more people

than all the wars in history
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Library impact at FedUni – now
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Library impact at FedUni – now
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Library with a fresh-air learning pad :: 
TU Delft :: The Netherlands
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Source: http://www.mecanoo.nl/Projects/project/27/Library-Delft-University-of-Technology?t=0



Wilmeth Active Learning Centre, the library 
at its heart :: Purdue University :: USA

8

Source: https://www.purdue.edu/newsroom/releases/2017/Q3/wilmeth-active-learning-center-to-offer-advanced-learning-environment.html
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Impact stories you know… 
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Value Creation – 4 A’s of Marketing
1.  Acceptability

2.  Affordability

3.  Accessibility

4.  Awareness
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Value Creation – 4 A’s of Marketing
1.  Acceptability

Functional – expected features, reliability, performance
Psychological – appearance, popularity, brand appeal

2.  Affordability
Economic – resources to be paid
Psychological – willingness to pay, value perceived relative to the cost

3.  Accessibility
Availability – supply well meets the demand
Convenience – obtaining and using are easy

4.  Awareness
Product knowledge – attributes/benefits known, prompted to try
Brand awareness – positive perception, continue to use



Today’s masters of Value Co-Creation*
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DHL couriers – developed advanced drone delivery in Europe
https://youtu.be/luc7KkCFKWY

IKEA – inviting disruptive entrepreneurs / University collaborations 
/ product ideas
https://co-createikea.com/

Lego – submit a product idea / enter a contest / openly vote
https://ideas.lego.com/#all

* Complete Co-Creation is the “transparent process of value creation in ongoing, productive collaboration with and supported by all relevant parties, with end-
users playing a central role

Source: Pieters, M., & Jansen, S. (2017). The 7 Principles of Complete Co-creation. Amsterdam: BIS Publishers.
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Who cares about library value and impact?
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The storytellers…
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