A Study of Service Quality on the Users' Satisfaction and Reused Intention --an Example of
Da-Yeh University Librsry

goougon

E-mail: 9314340@mail.dyu.edu.tw

ABSTRACT
The primary goal of the academic library includes aiding teaching, research, and to raise the capabilities of research and
development for the university. Therefore, for promoting the academic reputation and lasting development of the university, it is a
crucial issue to support suitable and effective service to the faculty and students. However, the satisfaction and reuse intention from
users’ perspective are always ignored in existing researches. This study proposes a model to demonstrate the relationship between
the service quality of academic library, users’ satisfaction and reuse intention. A questionnaire survey is conducted to understand
the library users’ satisfaction and reuse intention of Da-Yeh University. The results of path analysis indicate that: (1) the collections
of printed publications, circulation and librarians’  services affect significantly the user’ s satisfaction; (2) the librarians’ services
affect significantly the user’ s perception; (3) the circulation and librarians’  services affect significantly the user’ s reused intention;
(4) the user’ s satisfaction and perception affect significantly the users’ reused intention. Moreover, after analyzing the
importance-performance matrix, the result shows that: (1) the better performance items of collections of printed publications services
including of various services project and books, newspapers, magazines, video and audio devices are classified clearly and effectively;
on the other hand, librarians have to improve the speed for purchasing information software, hardware and books; (2) the better
performance items of librarians’  viiiservices including of librarians’  services is familiar with service contents and processes, as well
as operation each item of equipment, and need to make suitable response for the users’ suggestions and criticisms; (3) the better
performance items of circulation services including of inquires borrows record, a reserved notice of books, and an overdue notice of
books, and need to make reasonable manner for overdue books, the quantity and deadline of loan books.
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