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Figure 1: Utah Valley University (UVU) Public Service, Grand Wash Canyon, Capitol Reef NP 
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1.0 Executive Summary 
 
As recipient of the 2017 Maurie Pawsey Schneider Electric TEFMA Scholarship, I was privileged to 
attend the 2018 APPA Conference in Washington DC and conduct a study tour of North American 
tertiary education institutions. The task of the study tour was to investigate the viability of ‘public value’ 
as a means for Facilities Management departments to communicate the benefits they deliver to staff, 
students and the local community. During the tour I spoke at length with institutions about how they 
operated, how they interacted with their communities, what values their activities generated, were 
performance indicators in place, and how they communicated internally and externally. The result was 
I found departments creating a wealth of value for their communities, whether it was recognised 
externally or not. Not one institution was using public value as a model for their communications, but 
what this report demonstrates is the evidence is there if we want to use it.  
 
 

Figure 2: Berol Lodge, UW-NPS Research Station, Grand Teton NP 
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2.0     Introduction 
2.1 About the Author 

I have worked at USC for 9 years within the Facilities departments, most 
recently as USC Capital & Commercial’s Project and Communications 
Officer. During this time, I have been responsible for all departmental 
communications, data collection and reporting. This has given me an 
understanding of all areas of facilities management, particularly capital 
project planning and delivery, retail, sport, event services, dining, and 
field station management.  
 
 

I first became aware of the concept of public value whilst studying for my Masters in Communications. 
It was through this academic study that I considered how the concept could be practically-applied to 
the tertiary education sector, and specifically to facilities management as a means to communicate the 
benefits we produce for not only the university community but wider society as well. Consequently, I 
produced a Public Value Model for USC Capital & Commercial which earned a High Distinction and 
formed the foundation on which I approached this research.  
 

2.2             Objectives 
I was awarded the 2017 Maurie Pawsey Schneider Electric TEFMA Scholarship to attend the 2018 APPA 
Conference and investigate whether public value could be applied to facilities management (from here 
referred to as Facilities). There were therefore three objectives to 
my research: 

1. visit a range of institutions to ensure inclusive results; 
2. recognise and collect evidence of public value in Facilities 

activities; and 
3. identify where Facilities can increase its public value 

creation. 

Upon completion of these objectives it will then be determined 
whether public value can be utilised to assist us in meeting our 
university’s goals and celebrate Facilities’ activities and 
contribution to our communities.  

 

Figure 3: Kate, Yellowstone NP 

Figure 4: UVU Capitol Reef Field Station, Capitol Reef 
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2.3          The Study Tour 
The study tour involved visiting twelve universities across ten states in just under a month during July-
August 2018. As the focus of the research was public value it seemed appropriate to concentrate on 
institutions which are publicly-funded. However, Columbia University and Johns Hopkins University 
were included upon recommendation as, despite being private institutions, both are focusing on their 
relationships with their local communities.  

As university Facilities departments can have responsibility for such a diverse range of campus 
activities, other organisational units were also included in the tour. The result of expanding the 
research net and embracing as many varied conversations as possible, is a report that is relevant to a 
range of beneficiaries across the university sector. 
 

The institutions and departments visited as part of the study tour were: 

• University of Wyoming 
o University of Wyoming-National Parks Service Research Station 

• University of Utah 
o Campus Recreation Services 

• Utah Valley University 
o Capitol Reef Field Station 

• University of California, Merced 
o UC Merced Yosemite and Sequoia Field 

Stations 

• University of California, Berkeley 
o Facilities Services 

• Columbia University 
o Facilities and Operations 

• Johns Hopkins University 
o HopkinsLocal 
o Special Advisor to the President on 

Economic Affairs, Office of the President 

• University of Virginia 
o Facilities Management 

• College of William & Mary 
o Facilities Management 
o Auxiliary Services, including Dining, Tennis Center and Conference Services 
o Strategic Initiatives and Public Affairs 

Figure 5: Graduate Charlottesville, University of Virginia 
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• University of North Carolina at Chapel Hill 
o Facilities Services 
o Carolina Center for Public Service 
o Campus Recreation 

• University of Georgia 
o Facilities Management 
o Recreational Sports 
o Public Service Outreach including the State Botanical Garden of Georgia 

• University of Alabama 
o Facilities and Grounds 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 6: Study Tour map 
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3.0     Public Value 
3.1  Overview 

Broad definition 

The term ‘public value’ can refer to the following: 

• the value and various benefits a public 
organisation contributes to society; 

• a model for organisations to define, measure 
and communicate the value of the goods and 
services it provides to their publics; and                                                

• a public management ethos or system of 
professional ethics.  

How is public value determined? 

Public value is contested. The individual is entitled to hold views of what they value for themselves and 
for society. However, this may be different from what the public, as a collective, view as valuable. 
Universities, as public institutions and sites of learning, are therefore pivotal in teaching people how to 
reconcile these views and become civic-minded citizens. 

How is public value created? 

Public value is created by finding a ‘fit’ between the organisation and the external environment in which 
it is operating – not just to satisfy external demands, but to respond to them in a value-creating way. 

Why measure public value? 

It is a truism that ‘you get what you report’. Reported measurable information plays a fundamental 
role in determining which activities receive attention from decision-makers, and consequently, which 
activities do or do not receive resourcing. Therefore, the nature, availability and quality of data used in 
reporting play a decisive role in achieving desired outcomes.  

Public value as strategic performance management 

The public value approach was developed in 1995 by Professor Mark Moore at the Harvard Kennedy 
School of Government to help public organisations communicate their accountability to the tax-paying 
public, just as private companies are accountable to their shareholders. However, whereas company 
shareholders are usually just interested in the financial bottom-line, the economic value of the 
company, public institutions are meant to do more than turn a profit, they are meant to contribute 

Figure 7: UGA Chapel, University of Georgia 
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meaningfully to society as well. Consequently, more was needed to be done to capture those public 
benefits and so public value has become a model of strategic performance management in government 
and not-for-profit agencies. It allows organisations to identify and report through performance 
indicators, the effort and effectiveness of an organisation’s ability to achieve optimum value in the 
utilisation of public resources. 

Types of value 

Importantly, this approach recognises that public value has several dimensions and that value can take 
numerous forms, such as: 

• economic value e.g. cost-effectiveness, value for money or stimulation of economy; 

• environmental value e.g. appreciation of the 
environment and sustainability; 

• moral value e.g. fairness in distribution of public 
benefits and obligations, justice in the operations of 
publicly-funded agencies; 

• political value e.g. implementation of policies of a 
governing body and the satisfaction of legislative 
requirements; 

• social value e.g. activities that reflect collectively 
desired ends, inclusion and cooperation; 

• cultural value e.g. activities that concern broad 
cultural norms, or those of a specific group such as 
indigenous populations or a sporting team; 

• historical value e.g. the preservation of the connection 
with the past; 

• aesthetic value e.g. activities that affect the public’s 
enjoyment or appreciation of the environment or life generally; 

• spiritual value e.g. activities that provoke enlightenment, understanding and insight; and 

• symbolic value e.g. objects as repositories or conveyors of meaning. 

The Strategic Triangle 

Professor Moore characterises public sector activity by three key inter-related aspects that form a 
Strategic Triangle: public value (Task Environment); Operational Capacity; and legitimacy (Authorising 
Environment). Each influence and is influenced by the others, as demonstrated in the following 
diagram: 
 

Figure 8: The Wren Building, College of William & Mary 
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Figure 9: Strategic Triangle, Government of South Australia 

Authorising Environment 

The Authorising Environment is where an organisation gets its legitimacy and support so that it can act 
upon and produce changes in the public domain. This legitimacy requires transparency concerning, for 
instance, the organisation’s: 

• relationships with funders, employees, volunteers, students; 

• involvement of the public/university community in service planning, delivery and evaluation; 

• relationships with government/university regulators; 

• reputation in the media; and 

• credibility in civil society. 
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Operational Capacity 

The Operational Capacity of an organisation is what it needs to deliver the services or goods that 
produce public value. This can include not only staff, budgets and assets, but also partnerships, 
suppliers and the guidelines in which it operates.  

Task Environment  

The Task Environment consists of the various phenomena organisations aim to have effects upon or to 
produce changes within; it is where public value is generated. For a university this includes the staff, 
students, visitors and tenants, as well as the local populations, businesses and external organisations.  

The Value Chain 

The creation of value happens over time and so should 
be measured across a ‘value chain’. This value chain 
consists of: 

• inputs – staffing levels, funding amounts, assets, 
legislation, etc.; 

• activities – services provided, building 
programs, volunteer hours, etc.;  

• outputs – projects completed, revenue, user 
feedback, asset deprivation, etc.; and  

• outcomes – student attrition rates, community 
engagement, economic impact, etc. 

So, when reporting on departmental performance, data 
should be captured at each stage of the activity, not 
just at its immediate conclusion.  

 

3.2            The Five Key Principles 
To ensure that each component of the public value framework is considered and identified within an 
organisation, I simplified the academic framework into five key principals:   

1. Credibility  

This can be found by looking at an organisation’s Authorising Environment and Operational 
Capacity. As an organisation, even if you create value, without trust, credibility and legitimacy, no 
one is going to believe what you say or respect what you do.  

Figure 10: Low Library, Columbia University 
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2. Public Engagement 

Public engagement is necessary to have an impact in the Task Environment and for Facilities 
departments this is engagement with the university public, the staff and students, and the general 
public/local community.  

3. Consideration of the full spectrum of value 

The performance of a department should be assessed on more 
than just its budget sheet. Therefore, identifying what social, 
cultural, heritage and environmental value it creates as well, is 
key to capturing all the benefits produced in the Task 
Environment.  

4. Data Collection 

If a department is not measuring its activities, it cannot know how 
well it is doing, nor will it get the resourcing it needs if it doesn’t 
have the data to back up its requests. Data should also be 
collected along the value chain to capture the short-term gains of 
an activity, and its long-term benefits.  

5. Communications Strategy 

A department’s performance needs to be communicated for not only transparency, but also to 
boost staff morale and promote its achievements to the university and local communities. The 
more people exposed to a department’s work, the more chance there is of garnering their 
appreciation and support.   

 

3.3             Facilities Management Application 
Professor Moore originally applied public value to the Arts, particularly Performing Arts Centres (PACs), 
which can suffer from the perception of being large, expensive to run, insular, and elitist. So, by 
replacing PACs with universities, and then looking at the current climate of federal funding caps and 
abolishment of capital project grant schemes, it appears universities might be facing a similar image 
crisis. In essence, the government is not seeing a return on the tax payers’ investment.  

Therefore, to find out how North American universities produced public value, I transferred the five 
key principles into five key questions that could be applied to facilities management departments.  

Figure 11: George S Eccles Student Life 
Center, University of Utah 
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1. What does your department look like? 

To find credibility, I needed to ask who the department reported to, how is a departmental culture 
created, are procedures transparent, is the leadership visible in the community, and what 
partnerships are needed for work to be accomplished.  

2. How do you engage with your ‘publics’?  

For community engagement, I asked whether the department engages communities through such 
activities as decision-making, philanthropy, or even just by hosting public events. 

3. What social, cultural, heritage, economic and environmental benefits do 
you produce? 

To identify the full spectrum of value, everything a department does needs to be considered. For 
example, Facilities do not usually organise social events, but it does create and manage the spaces 
where social relationships happen. Facilities is the custodian of the tangible cultural artefacts of its 
university, and probably has more impact in the local economy than any other department. It is 
also Facilities’ responsibility to put many sustainability initiatives into practise. So, there is already 
a huge range of value-creating activities that Facilities is involved 
in.  

4. How do you measure your performance? 

Data collection can take many forms so how does the 
department measure how well it is doing? Are there any KPIs or 
are surveys conducted? Are any programmes used to collect this 
data and then how is data evaluated and how often?  

5. How do you communicate about your activities? 

A communications strategy can have many channels or just some 
key devices, such as annual report or social media. Does the 
communication style have to change depending on the audience 
and through what avenues can communities give feedback? 

 
As part of this research, I asked each of the universities I visited these questions in the form of a 
questionnaire that can be found in Appendix A. Not all questions were able to be answered or were 
relevant to all institutions, but by keeping the communication consistent, there was more likelihood 
the data would be comparable and pertinent to pubic value.  

Figure 12: The Senate, Sequoia NP 
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4.0     Findings 
Due to the large amount of data collected, I have not 
attempted to provide a summary of the public value I found 
by institution. Rather, I have extracted the good practice, 
lessons learned, and the opportunities presented by the 
research and summarised under the key principles.  By doing 
so, I hope to provide a set of ideas that can be easily applied 
to any university department and reflect any number of 
situations.    

4.1 Credibility 
Trust, credibility and legitimacy are essential for a 
department to create public value and can be fostered 
through six avenues.  

4.1.1  Understanding the Authorising Environment  

Understanding who provides the department with legitimacy and what the relationship is can help 
target communications and increase the scope and effectiveness of operations. Also, when pressure is 
felt from one Actor, support can be garnered from a different Actor e.g. if the university leadership 
seek to cut funding for a project, support can be sought from the student body to proceed. Additionally, 
every department needs a champion in the university’s leadership and this is a way to identify them. A 
typical Authorising Environment for a Facilities department can be found in Table 4.1 
 

Authorising Environment Actor Nature of Relationship 

University Leadership & Council/Board or Regent/Board of Visitors 
Resources 
Funding 
Influence 

University Committees esp. for capital works Resources 

University staff and students 
Reputation 
Respect 
Influence 

Federal Government 
Funding  
Accreditation 
Publicity 

State Government 
Funding  
Auditing 
Publicity 

Local Councils or Counties Publicity 

Figure 13: Amelia Gayle Gorgas Library, University of 
Alabama 
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Influence 

Community organisations Strategic partnerships 
Publicity 

Philanthropists  
Funding 
Publicity 
Reputation 

Lessors/landlords 
Reputation 
Strategic location 
Commercial opportunities 

Professional organisations e.g. TEFMA, APPA or OBFS Expertise & mentoring 
Reputation 

*Table 4.1 

4.1.2  Departmental culture 

A department’s staff are its most important asset and its champions. All the universities I visited 
employed their own staff, out-sourcing only to supplement existing resources during high-volume work 
periods or for specialist skillsets. Consequently, whether there is a staff of three or over a thousand, 
wages are usually a department’s highest cost, so the time and resources spent ensuring staff are engaged and 
have a positive attitude is well-justified.  Evidence I found of strong departmental cultures included: 

1. Instilling of professional conduct 

a. When a department has a high-level of service and professional conduct, it becomes 
more difficult to outsource. I heard of multiple instances where out-sourced services 
returned to Facilities on the request of building occupants as they were not satisfied 
with the customer service skills and loyalty of the private contractor.  

b. Discourage the complacency that can develop when the department is the sole provider 
of services. Rather have the ethos that business must be won every day.  

2. Investment in professional development 

a. Allocate time and funding for staff to develop 
themselves professionally if it helps them carry 
out their work.  

b. Permit staff to attend conferences and 
workshops to learn from peers, network, and 
represent the university.  

c. If there is a lack of funding or resourcing, 
training can be on-the-job or through in-house 
programmes. 

Figure 14: Bell Tower, UNC Chapel Hill 
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d. Base training on nationally-recognised toolkits through relevant organisations such as 
APPA or TEFMA and adapt them to serve specific circumstances.  

e. Do not neglect training in leadership and softer skills, even reading, writing and English 
language, which are important in any role. This also provides an opportunity for students 
to provide the training; building that connection.  

f. When delivering training ensure it stretches the individual through activities such as a 
research project or final presentation.  

3. Staff recognition and awards 

a. Give staff recognition by having faith in them to work independently. It creates a culture 
of trust and empowerment that keeps staff satisfied in their positions.   

b. Survey staff and find out what they are thinking, listen to feedback, and action it. When 
staff see an outcome, they become invested in the activity.  

c. Promote from within the department even with 
open competition. Recognise the talent in the 
team.   

d. Establish a formal reward and recognition process 
at the departmental level which can then filter 
down and be encouraged amongst peers as well.  

e. Prizes for good work could be on offer as an 
incentive e.g. tickets to see university sports 
teams, invitation to attend events, workshops, 
etc.  

f. If unions allow, an adjustment to salary based on 
merit could motivate staff productivity. Even if small, everything counts.  

4. Regular communication within the department 

a. This is especially important when staff are not co-located and might operate quite 
independently but report centrally.  

b. Regular face-to-face meeting schedule within teams and at least one opportunity each 
year for the entire department to meet.   

c. Quarterly learning opportunities on various topics might bring staff from different work 
areas together and promote collaboration.  

d. Create a culture of openness by sharing non-confidential meeting minutes and invite 
staff outside of a regular meeting to attend and talk on an activity relevant to the group.  

Figure 15: Johns Hopkins University 



 

 

17 
 

5. Regular social opportunities 

a. Petition for funding to organise an annual event or, if not possible, work with what time 
and money you have available.  

b. Celebrate your achievements at the end of the year together to boost morale.  

c. If university-wide social events are organised, give staff leave to attend, even if just over 
their lunch hour.  

d. Include opportunities for cultural enrichment and embracing differences.   

6. Engagement outside the department 

a. Increase face-to-face interaction between staff and the rest of the university. This can 
be through meetings or through encouraging attendance at university events, including 
student activities.  

b. It is easy to become siloed so establish 
communication and collaboration between 
departments.  

c. Encourage staff to be members of their own 
professional affiliations. These may not be directly 
involved with work but give the staff member 
credibility outside their role.  

d. Attend conferences by a variety of organisations, 
covering a wide range of topics to increase 
departmental exposure in different fields.  

e. When a university is in an expensive area, schemes that help staff live in the local 
community facilitate a connection to the campus and a respect for the community that 
supports the university.  

f. Create opportunities for the families of staff to become involved in the department e.g. 
daughters at work day, spouses invited to events, etc.  

4.1.3  Transparency 

Transparency builds trust that the department is open and honest about its activities and its business 
processes. If communities are not communicated with, it provides an opportunity for incorrect 
information to fill the void. This can not only tarnish reputations, but wastes valuable time and energy 
issuing the truthful response. When mistrust exists in the eyes of the public, and it is a historical legacy, 
then it is the responsibility of every staff member to do what they can to alleviate suspicions about the 
university. Methods I found that increase transparency were: 

Figure 16: Facilities Services, UC Berkeley 
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1. Policies and procedures 

a. Ensure the department has documented processes that can be referenced in 
communications.  

b. Procedures manuals, design guidelines and other standards should be published either 
publicly or on a platform accessible to the university community. 

c. Base procedures on national or international guidelines to lend credibility to methods 
and are more easily defendable if questioned.    

d. Carry out work according to a plan approved by university council committees i.e. get a 
plan and stick to it. 

e. If operating under a charge-back system to building occupants for services, Service Level 
Agreements (SLAs) and communicated standards are vital in establishing consensus of 
service and invoicing.   

2. Fair and unguarded approval and planning processes 

a. Communicate planning priorities e.g. building envelope, safety, roofs, etc.  

b. Start planning process early so less disappointment from lack of funding and opportunity 
for more inclusive catchment of projects.  

c. Provide proformas for new initiative proposals so people understand what information 
and documentation they need to provide.  Make the process of submission easy.  

d. Combine document submissions with face-to-face meetings to establish that all 
requirements of the initiative are captured and considered.  

e. If there is not a formal university approval process, 
ensure there are at least timeframes available and 
explanations on why certain initiatives are approved 
and others not.   

f. Build in 2% of the construction value into the budget 
of a new building to cover the future maintenance 
operations. That way occupants know the full on-
going cost of the project.  

3. Present open forums 

a. Be transparent about your current activities in front of 
interested attendees. This could be what research is 
being conducted, what capital works are coming up, 
etc.  

 

Figure 17: Education Lab, Jerome L. 
Greene Science Center, Columbia 

University 
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4. Hire students 

a. Hiring from within the university community shows the department has nothing to hide. 

5. Embed departmental staff across the campus 

a. When services are decentralised on a large campus, these staff are the face of the 
department and can development good customer service relationships with building 
occupants and communicate processes more easily. Universities noted that there can 
be a perceived inequality of workload between zone staff which might cause discontent. 
However, they found that the upsides outweigh any downsides.  

6. Share information 

a. Share best practice and lessons 
learnt with peers and community.  

b. Become a repository of information 
for the university and the public. 
This establishes the department as a 
trusted custodian of data that can 
assist others.  

c. Hold open comment sessions on 
projects. Have the drawings 
available for a specified period and 
allow input and collaboration on the 
plans. 

4.1.4  Innovation 

Fostering an innovation culture means responding to staff feedback and ideas constructively. It also 
demonstrates to the Authorising Environment that a department is always thinking of ways to improve 
its services and create more efficiencies. This could mean: 

1. Encouraging looking for efficiencies, finding creative ways to address needs with limited 
resources, and trying new ideas.  

2. If university funding is unavailable, submit proposals via other avenues such as grant 
schemes.  

3. Being adaptive to changes in leadership, agile and able to refocus attention quickly.  

4. Reviewing new trends in the sector and introducing ideas from industry. 

5. Taking the lead on social issues that are progressive and equitable.  

Figure 18: Natatorium, Ramsey Student Center, University of 
Georgia 
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4.1.5  Leadership 

The department’s leadership is often the public face of a division and its values imbued in that person/s. 
When a leader is perceived as inspiring, strong and fair, it instills confidence amongst their staff and 
trust by the public. Qualities of good leadership I found require that person to: 

1. Be active in the community 

a. This is especially important if the department is 
based some distance from the main campus. 

b. Visit staff work areas and meet them on a more 
personal level. 

c. Present talks to the local community and 
answer their concerns. 

d. Have membership of community and business 
organisations. 

e. Provide mentorship to students. 

2. Attend events to represent university amongst peers 

a. Attend conferences and workshops on behalf of the university. 

b. If the leader has other roles in the university e.g. an academic, build networks in 
discipline areas and use them to promote the department. 

c. When attending peer events, be honest as it is a chance to solve problems together. 
Acknowledge that everyone is usually in the same boat. 

3. Be the main face of the department  

a. Present to staff and students on relevant topics.  

b. Be responsible for the health of the lines of communication and the external 
relationships of the department.  

4. Voice ideas  

a. Be open about the direction of the department under your leadership. 

b. State your interests and your goals openly. 

c. Be different things to different people; be the pivot of the department. 

5. Be authentic  

a. Be accountable for the actions of the department. 

b. Always be honest with your staff and Authorising Environment.  

Figure 19: UVU Public Service, Grand Wash 
Canyon, Capitol Reef NP 
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c. Have a reputation as approachable. Otherwise you may not be informed of issues until 
it is too late and will not get opinions that offer improvement.   

4.1.6  Partnerships 

Partnerships are a form of risk management that a department can use to increase its credibility and 
create a network of support, problem-solving and mentoring. The maintenance of healthy and 
productive partnerships does however take an investment by all parties, so a clear understanding of 
what the goals of the relationship are must be clearly articulated. Advice offered by the universities I 
visited and factors to consider when trying to sustain beneficial partnerships were: 

1. Ensure there is a written agreement in place, whether it be cooperative or an SLA 

a. Any agreement should define the 
relationship, the scope of works, and 
the roles of each organisation to 
manage expectations.  

b. Keep the agreement transparent and 
open. 

c. Review the agreement regularly to 
ensure it is working for all parties.  

d. If one partner is the lead organisation, 
respect that authority.  

e. These documents will protect the 
relationship if the personalities involved 
or political climate changes.  

2. Conduct joint activities to expand public engagement 

a. This ensures each partner contributes and shares its information. 

b. Be clear about the activities and methodologies of the partner to reduce reputational 
risk. 

c. When working together present a united front so the end user experience is 
professional, and they are not passed between people. There should only be one face 
to an activity even if the partners have different missions.  

d. Attendance at joint meetings with communities and at each other’s events can 
demonstrate a healthy relationship and exposes each partner to the other’s Task 
Environment.  

Figure 20: UW-NPS Research Station, Grand Teton NP 
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e. Partners co-presenting or speaking to staff and students together builds confidence in 
the partnership.  

3. Ensure the partnership builds capacity  

a. Partners with similar goals might do work for you in return for access to resources.  

b. Share people, information and research to the mutual benefit of the partners.  

c. Expand the definition of a partnership to include 
public relationships. For instance, those with: 

i. the local community i.e. town/gown 
interactions;  

ii. utility companies; 

iii. local authorities;  

iv. emergency services; and 

v. like-minded organisations that build 
networks of influence. 

d. When partnering with a for-profit company 
exercise caution to ensure staff and students are not used solely to maximise 
commercial business profit. Instead formulate the public-private relationship as one 
that will grow resources for both the university and community e.g. apprenticeship 
schemes.  

e. Look for new types of partnership. For instance, the ‘anchor institution’ development 
has been around a long time and some universities are now looking for the next 
initiative.  

4.2 Public Engagement 
Public engagement can take many forms and although it can sometimes be perceived as an imposition 
on already-strained workloads, the rewards are manifold. Of course, creating the opportunities to 
engage does not mean the public will necessarily participate, however these activities are meant to 
evolve as different ideas become relevant and others redundant.   

4.2.1  Philanthropy 

Philanthropy is an avenue for the public and especially alumni to engage with a university. It is also a 
form of partnership that often directly affects a university’s ability to deliver capital projects and 
initiatives. This engagement therefore needs careful management to ensure Facilities can meet current 
needs and be able to operationalise projects. Philanthropy, however, can be seen as the “gift that keeps 

Figure 21: Jerome L. Greene Science Center, 
Columbia University 
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on taking’, by usually only covering 25% of budgetary needs and rarely providing 100% funding of a 
new capital project. Universities I visited tackled this problem in short-fall of funding and tried to be 
proactive in planning by: 

1. Being preemptive with what facilities will be funded 

a. It is unusual that Facilities get what they need or want from philanthropy so provide a 
priority list of critical needs for the university.  

b. Facilities is not usually consulted on how a 
building will operate so design and 
technical standards at least help ensure the 
facility will function as part of the portfolio.  

c. If being built by a third-party, establish 
upfront what documentation will be 
needed to operate the facility e.g. as-built 
drawings, manuals, warranties.  

2. Offering opportunities for recognition 

a. Rather than a building named after donor, 
sponsorship of a seminar series or a plaque 
opens philanthropic prospects to a wider 
audience.  

3. Providing advice 

a. During budget planning, be prepared with costings upfront so there is more data to 
support building programmes.  

b. Provide technical support on new projects and initiatives.  

c. Work with donors so the gift is used in a manner meaningful to them. 

4. Looking for ways the department can drive philanthropic donations 

a. Carry out departmental funding drives for smaller projects and ensure the public know 
where the money has been spent. If they see the benefit of a few dollars, they will most 
likely donate again.  

b. Use lectures as an invitation for the public to come onsite and find out what initiatives 
need funding.  

c. Apply for funding grants from other resources e.g. federal or state programmes.  

d. Any staff member, especially the leader, can help secure donations through event 
attendance and being responsible for the promotion of the university.  

Figure 22: President's Mansion, University of Alabama 
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e. It is more difficult for younger 
universities to attract philanthropic 
donations, so engage and petition 
tax payers instead.  

f. Local residents are a potential 
source of donors if feel well-
treated by the university, so the 
department should play an active 
role in ensuring residents remain 
positive towards the campus.  

g. Increase the department’s 
reputation by hosting fundraising events that 
are not for capital projects but create student bursaries. Create opportunities for staff 
to give back to students, especially students employed by the department.  

4.2.2  Community Engagement 

Public services and institutions work best when people are engaged with them. Additionally, involving 
the community builds its capacity and the trust it has in the university.  There is, however, a fine line 
between building interest and being too popular in terms of managing community expectations about 
a university’s facilities. Therefore, examples of community engagement activities I found that managed 
this relationship were: 

1. Hosting events 

a. Provide public seminars or lectures on topics that may interest the wider community. It 
also provides an opportunity for leadership to introduce other speakers and be open 
about activities. These can be free or cover cost of food but should be accessible to as 
many people as possible.  

b. Create events around spaces that the public do not usually have access to. This can 
create excitement whilst managing access to the site.  

c. When hosting an event provide food or entertainment so it feels social and makes 
people more comfortable. 

d. Hire out facilities for non-university events such as festivals, weddings and concerts, 
exposing the campus to a wider audience.  

e. Manage or have input into external event organisation so that they do not negatively 
impact campus operations. Have a seat at the table.  

Figure 23: Old Cabell Hall, University of Virginia 
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f. When the campus is open to the 
public, offer to man booths and give 
tours as custodians of the campus 
and show pride in the facilities on 
offer to prospective students.  

g. Find ways to use facilities 
differently to create diverse types 
of engagement e.g. dive-in movie 
nights, art installations, blood 
banks, national travelling events, 
etc.  

h. If a space or facility is under-utilised, 
it may be suitable for staff retreats at a discounted price.  

i. Although visits by other institutions may not benefit the staff and students directly, it 
will build the university’s reputation in the eyes of its peers.   

2. Consultation  

a. Strive to have input from a variety of stakeholders during decision-making; make the 
process equitable.  

b. Include the public in decision-making and the university’s planning processes, especially 
master planning e.g. create a public advisory group on certain initiatives. 

c. Engage students in the design of their spaces to generate ownership of physical spaces.  

d. Certain facilities will only be approved if 
the students want them so provide ways 
for them to tell the department what 
they want. Use the student union, 
student leaders and student groups as a 
means of accessing their opinion.  

e. Use partners as vehicles for feedback and 
consultation. 

3. Employment 

a. During peak periods have daily tours of 
the campus conducted by students.  

b. Find activities that could use volunteers 
and offer them to students and 
community members.   

Figure 24: The Dome Room, The Rotunda, University of Virginia 

Figure 25: Fruita, Capitol Reef NP 
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c. Investigate if there might be any commercial opportunities to university operations e.g. 
the campus grounds may be able to cultivate honey or produce.  

d. Do not overlook the important role your current staff play in students’ lives and the 
support network they provide to them. Many students will appreciate familiar friendly 
faces that they see every day on campus and these will be Facilities staff.  

e. Employing students is an effective way to promote the department through word of 
mouth. Students can help with safety checks, semester break maintenance, training or 
administration.  

f. When employing students, develop all 
their skills e.g. team work, customer 
service, etc. not just the content 
knowledge to do the job.  

g. Engage with students through their 
disciplines by offering up projects that 
can count towards credit e.g. app 
development, marketing, computer 
science, etc. The department is then 
provided a resource and the student gets 
real world experience.  

h. Deliver apprenticeship schemes that offer 
the local community another option to 
attending college. Be a blue-collar and 
white-collar institution and service the 
whole community.  

i. Look into partnering with organisations that help people trying to transition into the 
workforce such as those who might be visually impaired, been out of work for some time, 
etc.  

4. Education  

a. Engage with retirees through continuing education programmes that are specific to the 
work done by the department e.g. horticulture, maintenance, etc.  

b. Open facilities up for use by schools to develop a connection with the university. Exposing 
children to different types of jobs and research may inspire them as well.  

c. Communicate the historical and aesthetic aspects of the campus. Do not suppress a 
shameful history but find ways to acknowledge it and celebrate how far the university 
has come.    

Figure 26: State Botanical Garden of Georgia, University of 
Georgia 
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d. Offer an advice service to students and staff e.g. a dietician in Dining, or a horticulturalist 
from Grounds.  

e. Have campus facilities included in curriculum for visits by schools and youth 
programming.   

f. If the public are not permitted onto site, then look at ways to make visits educational e.g. 
have disadvantaged youth visit or holiday programmes. Advertise these activities 
through partners and media so that there is exposure even if attendance is restricted.  

g. Do better than legislative requirements on issues such as equality and educate the 
community to drive societal change.  

5. Support the community 

a. Find common ground with the public on gripes that the university can help with e.g. 
congestion or cleanliness of neighborhood. It will foster support from locals. 

b. To manage public access to the campus, provide a dedicated public space e.g. a people’s 
park, hiking trails, mountain bike tracks, etc. These areas can be treated and operated 
differently. 

c. Provide services that support the community and, if possible, for free. This can be a 
token of good will and an opportunity for students to train onsite.  

d. In times of emergency, open the campus doors to emergency services.   

e. Carry out fire mitigation and flood management in the vicinity of the campus. Protect 
local communities. 

f. Make donations to charities and have 
fundraisers for students or other causes. 
The prize could be a stay at a university 
field station or something else related to 
the campus.  

g. Create opportunities for commercial 
enterprises to be situated on campus if 
they benefit the mission of the university 
e.g. research partners want to be located 
near the intellectual capital of faculty. 
These may also drive innovation in the 
workplace. 

6. Community Service 

a. Permit staff time-off for community service. 

Figure 27: UVU Public Service, Grand Wash Canyon, 
Capitol Reef NP 
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b. Promote a service ethos that the university is there to serve the needs of the State and 
work with local communities through mutual reciprocity.  

c. Find avenues for staff to join students on disaster recovery, etc. and work together 
outside the university.  

d. Broaden the vision of what service entails and find diversity in the ways people can serve. 
Evidence shows women are more service-orientated, whilst men prefer more event-
based activities.  

e. When conducting service projects in-house, involve students and be visible in the local 
community. It is great publicity for university and students learn through public service. 

f. Have outreach openings for staff and 
apprentices to work in communities 
so as to be seen to grow resources 
where there is a lack of specialist 
trades. 

g. Even when it seems like ‘No good 
deed goes unpunished’, continue to 
engage with and nourish the 
communities surrounding campuses. 
Historical distrust of a university can 
be overcome within generations.  

4.3 Spectrum of Value 
Thinking about a department’s activities across the spectrum of value is not always an easy task. In 
identifying value with the insitutions I visited, we broadened the scope of discussion to include not just 
measurable indicators of value, but ways that could maximise value-generation. Consequently, the 
result is not an exhaustive list of values, but rather an overview of our key deliberations.  

4.3.1  Social Value 

Social value is about creating a stock of social capital that can be used by the community to draw upon 
and invest elsewhere. Social values are therefore the glue that binds communities and encourage trust, 
tolerance, integration and cohesion across the diverse university population.  I found a department can 
create social value through: 

1. Providing the spaces for social interaction 

a. Communal spaces within field stations, housing, study, dining and recreational areas, 
are built to enable interaction. This is especially pertinent to those students who 

Figure 28: Ramsey Student Center, University of Georgia 
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commute and must spend a lot of time on campus 
between classes/work. It is also essential for staff 
to be able to sit and meet outside of the 
workplace during breaks.  

b. Consider if facilities can have an element of fun to 
them to engage with students.  

c. The better the facilities, the more likely students 
are to stay on campus and develop socially. There 
is also a correlation between student success and 
how long they spend on campus. 

d. Create spaces and opportunities for students to 
learn outside of lectures and expose them to new 
scenarios e.g. outdoor spaces or hands-on 
learning. It builds confidence and resilience to try 
new things. 

e. Not all social interaction has to be face-to-face so use apps, online platforms and social 
media to create online communities around your activities.  

2. Incorporating a social element into activities to develop social skills 

a. Try and include a social aspect to events hosted by the department e.g. wine and 
cheese, prizes, etc.   

b. If the university provides student outdoor 
expeditions, consider taking staff on them as 
well.  These are an opportunity for social 
interaction but also learning a new set of 
skills outside of the normal environment. 
Staff may also discover new things about 
each other which could breakdown any 
barriers.   

c. Internally, ensure new employees meet the 
management team on their first day and get a 
chance to interact socially. The new staff 
member may not work with everyone 
but to know each other builds a departmental cultural bond.   

d. Encourage student and staff participation in public life by becoming familiar with the 
community outside the university and embracing the social aspect of service. This can 
be through organising volunteer events and/or employment.  Through activities such as 

Figure 29: Remembrance Wall, University of 
Virginia 

Figure 30: Outdoor Adventures, University of Utah 
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intermural and club sports, students learn to be part of a team, winning and losing, 
managing money and organisational skills. Facilities needs to support these activities 
and consider having staff participate in their own team sports.  

3. Ensuring equity in access  
a. Social value cannot be created at the exclusion of others so ensure facilities are 

accessible to all visitors and provide activities that are inclusive e.g. many accessible 
sports prove as popular with able-bodied students as those it was designed for. 

4.3.2  Cultural Value 

Cultural value gives people a sense of identity.  It is not however just about the promotion of ethnic 
diversity, but also the creation of a university identity. The campus and its stock of tangible and 
intangible cultural capital is key to a student or staff member identifying as a member of the university 
community. Ways in which I found universities promoting cultural value are: 

1. By ensuring respect and tolerance is practiced 
by staff 

a. Promotion of a departmental culture of 
equity and respect for cultural 
differences creates a strong and 
resilient team. Celebrate the 
differences and welcome the sharing of 
ideas and beliefs.  

2. As custodian of tangible cultural artefacts 

a. Maintenance of landmark buildings and 
facilities. These landmarks might not be 
archeologically important but significant to a moment in history e.g. the free speech 
movement.  

b. Conservation of natural phenomenon. These could be a species found on campus, the 
surrounding ecosystem, or even something that might otherwise be taken for granted 
e.g. the night sky. 

3. As propagators of the intangible markers of the university culture  
a. Support activities that generate school spirit e.g. university sports team home games 

prove popular occasions for staff and students to get together.  

b. Disseminate the songs or sayings of the university through departmental 
communications. 

Figure 31: Fremont Petroglyphs, Capitol Reef NP 
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c. Recognise the university’s history and its 
attraction to students and parents e.g. 
legacy students.  

4. Through creating the campus as a particular 
place  

a. This is especially relevant if staff and 
student do not come from or live in the 
area. 

b. Have continuity of style and use the same 
materials, furniture and fittings to make 
people feel at home on campus. Light-up 
buildings at night to make people feel 
safe.  

c. Give satellite campuses some characteristics of the main campus so those students 
connect to the university culture visually.  

d. If building styles are different then look to other aesthetics, such as the grounds, being 
the connective tissue to a campus. 

e. Design buildings to reflect the place e.g. use colors that reflect the scenery or name 
spaces after other physical places that people would associate with the local area.  

f. Incorporate the university emblem in the facility design so a visitor would know they 
were on campus the whole time. This can also be done by using the university colors in 
signage and fit-out.  

g. Use student art work/photography/ideas in 
offices, teaching spaces and common spaces 
to give students pride and ownership of the 
campus.  

h. Maintain facilities and invest in how the 
buildings look on campus to demonstrate a 
the university’s pride in the campus.  

i. When the natural landscape is the most 
significant aspect of a campus, design the 
buildings to have as little impact on the 
environment as possible. An association with a 
place might not be through the buildings but 
what surrounds them.   

Figure 32: Bryant-Denny Stadium, University of Alabama 

Figure 33: Colors of Utah, George S Eccles Center, 
University of Utah 
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5. Recognising that identification with the university does not stop at graduation 

a. Find ways to care for alumni who want to maintain their connection to the university 
e.g. maintenance of a university-run aged care facility, etc.  

4.3.3  Heritage Value 

When universities have notable buildings or occupy places that are historically-significant there is an 
additional value placed on their facilities. Heritage value is therefore intrinsically important to the 
university and often local and international communities as well, so should be valued on its own terms 
within operations and maintenance planning. I found the heritage value of a university’s assets could 
be promoted through: 

1. Conducting open and consultative planning 

a. Publish a separate independent 
maintenance plan for heritage 
infrastructure as it usually requires public 
oversight.  

b. Ensure the priorities of any project are 
clear to ensure critical eyes are informed 
and onboard e.g. maintain building 
envelope and keep people safe.  

2. Inclusion of natural heritage 

a. Do not overlook the historical importance 
of the grounds and landscape and ensure 
they are also preserved to the same 
standard as the buildings.  

3. Keeping historic buildings in use  

a. Creates ownership by community.  

b. The campus should be a living museum.  

4. Welcoming tourism 

a. Promote the historic value of the buildings under the department’s care to as broad a 
range of groups as possible.  

b. Having tourism on the campus attracts support for its maintenance so welcome the 
public and open the facilities without affecting operations as a university.  

 

Figure 34: Historical legacy, College of William & Mary 
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4.3.4  Economic Value 

When a university is the beneficiary of public funding, the institution is accountable to the public and 
under scrutiny of how that money is spent. Market value, measured through financial statements and 
budget sheets, has long been used to monitor this spending and judge the success of a department. 
However, when looking at economic value, a department’s impact in local economies is just as 
important and requires a more considered approach to how a department engages with business. 
Ways in which I found universities maximising their economic value were by: 

1. Supporting the local economy 

a. Define “local” for the university. It may be 
different for each institution depending if they 
are a remote, suburban or urban campus.  

b. Strategise your approach to capture building, 
hiring and buying locally.  

c. Use local suppliers where cost effective and 
promote the companies used. Local 
contractors also tend to have better 
knowledge of the area and have developed 
relationships over time to become trusted.  

2. Communicating procurement strategies 

a. Conduct open tender projects so the public is aware of them and advertise locally in 
newspapers. 

b. Set targets of contractors at time of tender e.g. at what percentage does the university 
want companies to spend locally, hire locally, or engage with minority or women-owned 
businesses. Ask tenderers how they will try and hit your goals and communicate it as a 
priority to the university. 

c. Uphold financial arrangements the university may have in place with certain suppliers 
to maintain good business relationships.  

d. Universities have the ability to drive price and quality so try and create your own 
economy and expectations. 

e. Communicate goals to partners and hopefully expand the network of businesses 
adopting the university’s principles.  

3. Applying rigor around economic impact 

a. Think about the community in which you want to have impact and focus on that area. 

Figure 35: Old Well, UNC-Chapel Hill 
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b. Hire staff from certain post codes to have an impact on employment (but be mindful not 
to publicise where a person has been hired from in case it is perceived they didn’t get 
the role on their own merit and are just a quota).  

c. Look at money and time each company spends on a project.  

d. To determine locality of a business, find where it pays taxes. 

4.3.5  Environmental Value 

Universities are renowned as leaders in environmental responsibility and sustainability with many using 
their campuses as open laboratories and reserves to converse the environment or change it for the 
better. Environmental value can be about award-winning initiatives but is also about creating value in 
particular environments and recognising that place matters, from the campus grounds to the health of 
the planet.  I found environmental value can therefore be generated by: 

1. Investigating implementation of sustainability initiatives that are common in the sector, 
including: 

a. recycling; 

b. solar; 

c. composting; and  

d. energy management.  

2. Adapting initiatives to suit the campus 

a.  If renewable energy is not cost-effective or 
suitable for the buildings and campus, 
investigate options off-site e.g. buy energy 
from large solar farms, off-set forestry, etc. 

b. Facilities should be a testing ground for 
new initiatives and ideas. 

3. Involving the university community and partners 

a. Many universities have communal gardens, but to have such an activity contribute to 
the campus, perhaps partner with a farm and work it with interns and staff volunteers 
to produce food for dining on campus. 

b. All staff should be involved in identifying and developing initiatives as it takes everyone 
to make practices real.  

c. Teach responsibility. Ask people to clean up after themselves and understand their 
impact by reducing their consumption.  

Figure 36: UVU Capitol Reef Field Station, Capitol 
Reef NP 
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d. Students can get involved with identifying 
new initiatives through activities like 24-
hour competitions. This is where students 
have 24 hours to come up with an idea and 
a panel awards a prize. It is not a drawn-out 
process so doesn’t impact on study. 

e. Sustainability is important to many students 
so target where their interests lie. Facilities 
can give presentations and meet students, 
have representation on committees, and 
work together on projects they develop. 
Embrace the teaching and research 
elements of your initiatives. 

f. Students may also choose to put a tax on themselves ($3-$20 per semester) to secure 
funding for sustainability initiatives. At some universities, this has created a fund which 
can loan money for activities and act as a donor opportunity.   

4. Concentrating on the campus grounds and ecosystems 

a. Conserve and maintain reserves to protect wild spaces and the animals within them. 
These spaces are an asset for the community and future generations. 

b. Be strategic in grounds planning, communicate the priority areas, and exceed 
expectations e.g. if a tree falls down, plant five more.  

c. Let the grounds become a living laboratory by testing species eradication or using native 
plantings to inform the public about the natural environment.  

d. Do not underestimate the impact a university’s grounds have on prospective students. 
I heard repeatedly that families make up their minds within 10-15 minutes of walking 
onto a campus if the student is going to attend there. Even before they have met anyone 
or been inside a building. 

5. Publicising indicatives and achievement  

a. Sustainability is most effective when it is visible so include initiatives that are seen by 
many even if small e.g.  solar bins which save money on cleaning as the bins tells cleaners 
when it is full. 

b. Make sustainability data as accessible and visible as possible as it can be a major 
determining factor for a student’s decision on enrolling at that university.  

c. Apply for national certifications and awards to guide the recognition and data collection. 

Figure 37: UW-NPS Research Station, Grand Teton NP 
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4.4 Data Collection 
Public value cannot be understood nor fully-described without developing the measures and collecting 
the data that would allow it to be recognised if it was produced. These indicators of public value need 
to not only capture the spectrum of value but also its generation along the public value chain (as 
described in 3.1) i.e. those benefits that are immediate and those that accrue over time. By utilising 
data that is already being collected, and then reframing it within the public value terminology, the 
process will be less burdensome on staff and reporting requirements. Data I found that could be used 
to measure public value and the methods of its collection include:  

1. Scrutinising inputs  

a. professional development hours;  

b. staffing levels and resources; 

c. number and type of 
partnerships; 

d. publicly available data about 
enrolments, NP visitors or 
population characteristics; 

e. MOUs that define performance 
and goals; and 

f. internal performance indicators 
if there are no external versions. 

2. Measuring activity 

a. BMS data for energy consumption and carbon emissions;  

b. Space utilisation as a predictor of future needs; 

c. participation figures, bed nights/user days of a facility; 

d. number of collaboration activities; 

e. number of work orders and time taken to complete them;  

f. time spent on each building; 

g. quality of workmanship or service delivery; 

h. frequency of return business; 

i. number of web visits, registrations and access taps;  

j. Google analytics;  

Figure 38: The Wren Building, College of William & Mary 
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k. which students are using facilities through booking process; and 

l. conversations and visits through tabling. 

3. Evaluating outputs 

a. Capture where visitors are coming from e.g. locality/organisation and why. 

b. Number of research papers written as a result of using a facility and collection of a 
summary of the research before publication (which can take years).  

c. Monitor status of plant and animal species to determine the health of overall 
populations. 

4. Determining long-term outcomes  

a. Investigate a correlation between the services the department provides and a student’s 
GPA, retention or what a graduate does after university. 

b. Conduct post-occupancy surveys twelve months after a project is complete so staff and 
students have time to settle in. Put a hold on changes for six months after practical 
completion as costly opinions may change once the facility has been in use. 

c. Attempt to measure well-being. This may require cross-departmental collaboration to 
find the data but is a chief concern in the current climate. 

5. Using the data collected to improve services and facilities  

a. Data lends support to claims and future projections rather than relying on anecdotal 
evidence. 

b. Develop meaningful yearly goals that support the department’s mission and are 
sustainable and achievable, rather than strategic long-term ambitions determined at the 
institutional level.  

c. Discuss the data regularly e.g. 
at monthly manager meetings, 
so the department can be 
more agile in its responses and 
improve results quickly.  

d. Collect data that is reflective of 
the department’s activities but 
find out what is important to 
the Authorising Environment 
and use it in communications 
with them.  

Figure 39: Sequoia NP 
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e. Use the data collected to partake in national benchmarking schemes or for award 
applications. 

f. Inform upcoming projects through a lessons-learned process.  

g. Offer the data to support obtaining philanthropic donations. 

6. Collecting data through existing processes 

a. Software already in use will usually have reporting mechanisms.  

b. Conduct surveys via: 

i. large-scale periodic projects that encompass all a department’s activities;  

ii. limiting feedback to a 3 or 6-question survey on completion of every work 
order/activity/project/programme; or 

iii. another department’s survey process e.g. Housing can offer good maintenance 
and dining feedback.  

c. Mandatory student learning 
outcome surveys for student 
staff enable credit to be 
awarded.  

d. Check-out and evaluation 
forms for facilities provide 
immediate feedback and 
highlight maintenance needs. 
Paper forms get a higher 
response rate than electronic 
as have to be completed 
immediately post-
activity/occupancy. 

e. A work order system that is accessible to all captures as much information as possible. 
By opening access, it also empowers everyone to take notice of things broken or need 
doing.  

f. Performance, Planning and Review (PPR) processes are a vehicle for staff evaluation and 
feedback. 

g. If an independent performance evaluation is preferred, a third-party can be employed 
so the reporting is not self-interested and more reliable and honest.  

 

Figure 40: Pavilion IV, Academical Village, University of Virginia 
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4.5 Communications Strategy 
For a department to strengthen its ability to better deliver services, achieve outcomes and secure 
funding, it needs to communicate its public value. It is not only what is said, but also how and to whom, 
that is important in championing a message and a communications strategy works best when it takes 
on a multi-pronged approach. The key communications methods used by the universities I visited and 
comments on these techniques were: 

1. Word of mouth 

a. This is still the most effective means of disseminating negative and positive responses 
about a facility or service.  

b. Student staff and their opinions are important to a department’s reputation for student 
community communication.  

c. Face-to-face interaction between department staff and the community through zone 
manager relationships or following up on work orders generates trust. 

2. University website 

a. For making documents available to the public e.g. newsletters, guidelines, policies and 
annual reports. 

b. For introducing staff so there is a face to put to an enquiry. 

c. For publishing results and dashboards. 

d. As a site for historical records that might be useful to the public. 

3. Email and mailing lists 

a. Although staff intranets might be 
available, email is still the most 
effective means of reaching staff 
and students, especially faculty.  

b. Mailing lists compiled of interested 
individuals help target information.   

4. Social media 

a. For the quick dissemination of 
information either through a 
central communications unit or via 
the department’s accounts. 

Figure 41: Core Strength Training Area, George S Eccles Center, 
University of Utah 
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b. Visual platforms such as Instagram and Snapchat are surpassing Facebook. 

c. Creates an online community that students connect with easily and a space where they 
are more comfortable to provide feedback. 

5. Printed materials 

a. Even with a move away from printed materials, there are still opportunities to provide 
leaflets and brochures on services especially at tabling and in new student packs.  

b. Hardcopies of newsletters available to the local community in public spaces are also a 
good tool for engagement.  

6. Develop communication guidelines and plan dissemination of information  

a. The department’s values and mission should 
be included and repeated. 

b. Pair the medium and the language with the 
message e.g. formal for reports, informal for 
social media.   

c. Repeat messages and overcommunicate to 
get your point across. 

d. Provide an author or person to contact 
about the message. Hiding behind a generic 
title invokes mistrust.  

e. Adapt the communication to the location. If 
internet access is limited, find alternative 
means e.g. SMS, posters, printed materials. 

f. Provide opportunities to give feedback by recipients and publicly detail how that 
feedback was actioned.  

7. Communicate about all departmental activities 

a. Celebrate the successes of the department and the kudos staff receive. 

b. Notify communities of works clearly and in advance so less chance for misinterpretation. 

c. Use a combination of methods to appeal to a wider audience, even if it is the same 
material slightly adjusted across multiple platforms.    

d. Produce succinct versions of longer documents that highlight the key facts and use 
infographics. Appeal to a time-poor visual target audience.  

e. Even if the university leadership does not read the reports, send them anyway as a 
marker of credibility.   

Figure 42: United States Capitol, Washington DC 
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5.0     2018 APPA Conference 

The 2018 APPA Conference was held from 3-5 August in Washington DC. A wide range of sessions were 
on offer and I chose to focus on those that might be most relevant to my research. Key learnings from 
each session were: 

1. ‘Facilities Performance Indicators meets Big Data: The exciting future of APPA’s FPI 2.0’, Ted 
Weidner and Erik C. Backus, Purdue University.  

a. 868 institutions have reported through the 
FPI. 

b. Use data to back-up your decisions. 

c. Information can be pulled from existing 
institutional and national sources. 

d. Understanding trending over time is key to 
predicting demands. 

e. Help tell your story by group data, defining 
the parameters and choosing which 
institutions you would like to compare 
with.  

2. ‘The Facilities Services Experience & Student Success’, Michelle Frederick, American University. 

a. Engagement is next level up to satisfaction. Engaged staff = engaged customers.  

b. Employees are the most valuable asset to an organisation: 

i. invest in employees to learn and grow; 

ii. give 360-degree feedback – what you need from staff and what staff need from 
you; 

iii. leadership need to know their staff and engage them in decision-making; and 

iv. need consistent and open lines of communication.  

c. A ‘service experience’ is not created in a day. It is an ongoing, evolving process.  

d. A personal experience makes you feel like a person and promotes trust and credibility. 

e. Disfunction will impact student experience. 

f. Organisations driven by purpose and values out-perform comparable companies who 
are not.  

Figure 43: Lincoln Memorial, Washington DC 
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g. Repeat the message to create transparency. To retain a message, we need to hear it 13 
times.  

h. Use the data you collect, otherwise people will stop giving feedback.  

3. ‘Weaving diversity and inclusion into workplace culture’, Robin Everhart, Cintas Corporation. 

a. Diversity is about understanding similarities and valuing differences among individuals. 

b. Inclusion is realising the advantages that come with appreciating and leveraging the 
talents of individuals regardless of differences.  

c. We cannot assume the customer will have the same needs and functions as ourselves 
but there will always be a common ground.  

d. Research shows diverse teams out-perform non-diverse teams.  

e. Facilities is the first sales pitch of the campus. 

f. How people feel when they come onto a campus for the first time is key for prospective 
students and their parents. If it looks like you are not taking care of facilities, the parents 
will think you won’t take care of my child.  

g. You want your employees to show up because they make the campus better and that 
they create the sense of place.  

h. Markers of success are: 

i. positive feedback; 

ii. communication increases overall; 

iii. turnover of staff falls; 

iv. attract better talent; and 

v. staff want to better themselves.  

4. ‘Seriously, It’s Not What You Think It’s Actually 
More’, Direna Cousins, APPA.  

a. 86% of Generation Z are on social media.  

b. Facebook has the most users worldwide 
with 2.2 billion and is favored by older generations, whereas Instagram and Snapchat 
have younger users. 

c. Need to monitor what gets the most reaction from followers and communicate in as 
human way as possible.  

d. Use hashtags and social media influencers to expand your audiences.  

Figure 44: Washington Monument, Washington DC 
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e. Visual is key.  

f. People want to see what their peers are doing so use students in your social media 
communications.  

5. ‘Facilitating Student Success’, Jeff Marcinkowski and Rence Meredith, Grand Valley State 
University.  

a. Employing students can: 

i. bridge the generation and communication gap between faculty/staff and 
students; 

ii. provide an environment for intellectual growth and mentorship; and 

iii. further a student’s problem-solving skills, promote teamwork, leadership and 
help them build relationships.  

b. Once students are on campus, aim to try and keep them there.  

c. Student employees help recruit the next generation of students from their schools.  

d. Student employment allows university staff to concentrate on the critical jobs whilst the 
students can do jobs that have a longer timeframe for completion e.g. changing 
lightbulbs, painting, cleaning, etc.  

e. Have one no-call, no-show policy. If a student does not turn up a second time, they do 
not come back.  

f. Make students part of the 
training and recruiting of 
their peers.  

g. Host events that get staff 
together and even raise 
money for the student staff 
to carry out community 
service.  

 

 

 

 

Figure 45: Lloyd Hall, University of Alabama 
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6.0 Conclusion 
Throughout my study tour and the APPA Conference I found that the challenges we face in Australia 
are international. Lack of funding, the threat of out-sourcing, and being at the mercy of changing 
internal and external political climates, all pressurise our working environments and strain our 
departmental cultures. So, could public value help Facilities Management? I believe so. Public value 
generation involves just five key actions: 

1. Credibility  

• Be present – it is easier to disregard someone 
you have never met. Be transparent, be open 
and build relationships. 

2. Public Engagement 

• Find public engagement avenues – listen to 
the public. Yes, this is not usually a priority for 
Facilities, but we are accountable to them. If 
we create the avenues, we then manage the 
process. 

3. Consideration of the full spectrum of value 

• Look at everything you do – we are so busy 
doing our jobs, we don’t realise all the value 
we are creating for our staff and students. We 
need to capture our entire worth.  

4. Data Collection 

• Collect the evidence – begin with a baseline. If we can’t substantiate our claims, then it 
affects our credibility. 

5. Communications Strategy 

• Communicate – Yes, sometimes it feels like no one is listening, but we need to do it 
anyway. We have to celebrate our successes and admit our set-backs.  

Public value is not an expensive, grand, revolutionary idea. Staff will still come to work and do the same 
job, but the reasons why and the impact of their actions, are magnified. The value created becomes 
exponential. Then if we capture that value, measure it, document it and then report on it, we will have 
the evidence we need to secure the funding, resourcing and recognition we deserve.   

Figure 46: Hickman Natural Bridge, Capitol Reef NP 
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8.0 Appendix A 
Public Value Questionnaire 
These questions are categorised and phrased to identify the elements of public value methodology that 
would already exist in your organisation.  
 
Some questions will not apply, others you may choose not to answer, or we do not have time to cover. 
That is absolutely acceptable. I will be grateful for whatever information you can provide.  
 
To assist with thinking about these questions, please imagine the following words in these contexts: 

Public - A public is the community of potential beneficiaries. This includes current university staff and 
students and all whose lives are in some way touched by the organisation, including wider society.  

Community – Refers to both the university population and the local populations to the campuses.  

Culture - Here Culture has multiple meanings: a work or organisational culture; an identity, either as a 
member of the university community or as a citizen; or as a marker of ethnicity/heritage.   

Operating Capacity – This is what the department needs to be able to deliver the services or goods 
that produce public value. This can include staff, budgets, assets, partnerships, suppliers and the 
guidelines in which it operates.  

Authorising Environment - The Authorising Environment is where an organisation gets its legitimacy 
and support. For the department this could be the University Executive, students, staff and State and 
Federal Governments. 

Questions 
1.0 About the department 
The creation of public value starts with the people, resources and processes in the department’s Operating 
Environment.  The conduct of the department, its ethics, and its commitment to a mission of service is key to 
securing the trust of the public. 

1. How many staff are there in the department? 
 

2. Is everyone in the department a university employee or do you outsource any services?  
 

3. How is a departmental culture created and fostered?  
 

4. How does the department invest in its staff e.g. through education, training, awards, etc?  
 

5. Are the department’s processes and procedures transparent?  
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6. Is department’s leadership visible and active in the community? This can be personally, or through reports 
and publications.   

 

7. How does the department prioritise projects and initiatives? Is there a formal process of approval?  
 

8. Are there any examples where the department has lead, rather than responded, to an opportunity? 
 

9. Does the department have an innovation culture i.e. trying to do more with less, doing things differently, 
etc?   

 

10. Is the department actively involved with APPA e.g. benchmarking, workshops, conferences, etc?  
 

2.0 Partnerships  
Partnerships can expand the impact of the department’s activities and reduce risk to the organisation.  

 

1. Does the department have any partnerships/joint ventures with other departments or external 
organisations? These can be exclusive or have the department play just a minor role in the partnership.  

 

2. In any partnerships, has department ever experienced complications in expectations e.g.  a university is 
not just about profit, decision-making can take much longer, etc?  

 

3.0 Philanthropy  
Philanthropy is a form of partnership that often directly affects our ability to deliver capital projects and future 
operations so requires careful management.  

1. Does the department have any philanthropic relationships e.g. donations for capital works, scholarships, 
etc? 
 

2. If yes, 
a) has the relationship ever been found a burden?  
b) do these relationships add extra reporting work? 

 

3. How much of the department’s funding comes from philanthropic donations? 
 

1. Is the department involved with the philanthropic process? For instance, is the department involved in 
deciding what spaces are needed, how the end facility will operate so it is not a financial burden, etc? 
 

4. Does the department carry out funding drives itself e.g. online funding platforms, BBQs, etc? 
 

4.0 Community Engagement 
Public services and institutions work best when people are engaged with them. Involving the community builds 
its capacity and the trust it has in the university.   

1. How does the department engage with the wider public e.g. through hosting public service events, 
volunteering, etc? 
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2. Does the department work with or in any disadvantaged communities?   
 

3. Does the department ever partner/engage with the public in goal-setting, planning and decision-making 
processes? If so, how?  

 

4. Does the department facilitate any activities not directly involved with university life?  
 

5.0 The Public Value in the department’s activities  
5.1 Social Value  
Social values are the glue that binds communities and encourage the trust, tolerance, integration and cohesion 
across the diverse university population.   

1. Which of the department’s activities provide the most opportunity for social interaction? 
 

2. Does the department promote intergenerational equity i.e. cater to all ages? If so, how?  
 

3. Does the department deliver any services via apps or online platforms?  
 

4. Do any of the department’s activities encourage student participation in public life?  
 

5. With modern technology and online teaching methods, there is less need for students to be on campus. 
Does the department have any activities or ideas on how to overcome this and create a vibrant and ‘sticky’ 
campus where students want to spend time?  

 

5.2 Cultural Value  
Cultural values give people a sense of identity. The campus and its stock of cultural capital is key to a student or 
staff member identifying as a member of the university community. 

1. Does the department support cultural diversity in its activities, internally and in the wider communities?   
 

2. What does the department help generate and preserve what might be used as tangible and intangible forms 
of identity of the university e.g. preservation of a landmark building, sustainability ethos, etc?    
 

3. Does the department work with any indigenous peoples?   
 

4. Do any of the department activities help students and staff strike a balance between their private desires 
and public aspirations as members of the university community e.g. organise clean-up drives, community 
garden, etc?  
 

5.3 Socio-Cultural Values  
Socio-cultural values capture the more intrinsic importance of an asset or activity; for something to be valued on 
its own terms and not for solely its economic impact. These are commonly associated with the arts but can be 
used to describe architecture, sustainability or grounds for instance.   
 

5.3.1 Heritage Value 

1. Does the department have a capital maintenance plan?  
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2. Does the maintenance and renovation of the heritage infrastructure differ from non-heritage assets? If so, 
how?  

 

3. The maintenance of heritage can suffer from underfunding, how does the department ensure it has 
enough money?  

 

4. Is the value of the department’s heritage infrastructure acknowledged by the public, both internally and 
externally? 

 

5. Is the department custodian of any natural heritage?  
 

5.3.2 Symbolic Value 

6. Do any of the department’s projects or activities have symbolic value? 

5.3.3 Spiritual Value 

7. Do any of the department’s projects or activities have spiritual value? 

5.3.4 Aesthetic Value 

8. Do any of the department’s projects or activities have aesthetic value?  
 

5.4 Economic Value  
Market values, as a tangible quality, have made them the dominant indicator of overall benefit to many people. 
However, economic value can also capture non-market values which identify instances where individuals are 
willing to allocate resources to protect their existence even when they may not intend to use them.  

1. Does the department look at the amount and type of work happening in the local economy and its 
relationship to the University? 
 

2. Does the department use local businesses e.g. suppliers, consultants and contractors? 
 

3. Does the department prioritise minority-owned/operated businesses? 
 

4. Does the department provide any free goods and services to the public? 
 

5. Does the department produce any positive benefits for third-parties not directly involved with the 
university?   

 

6. Does the department produce any negative costs for third-parties not directly involved with the 
university?   

 

5.5 Environmental Value  
Value is created in particular environments so there needs to be recognition that place matters. Many universities 
use their campuses as open laboratories and reserves to conserve the environment but also change it for the 
better.  

 

1. What are the department’s most successful sustainability initiatives e.g. renewable energy, etc?  
 

2. Does the department have sustainability initiatives that are more symbolic than effective? More about 
starting the conversation and intellectual stimulation, than achieving financial gains?  
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3. Does the department partake in sustainability award schemes? 
 

4. Does the department have any conservation activities? If so, how are they measured?  
 

5. Do the campus grounds reflect any particular principles – native plantings, local plants, representative of 
State?   

 

6. Does the department try and integrate the campus environment into the surrounding suburbs/city e.g. 
‘permeable’ buildings, transport links, public pathways, etc?    

 

6.0 Performance Indicators  
We cannot understand and describe fully what is meant by public value without developing the measures that 
would allow it to be recognised if it was produced. Indicators need to allow for individual and wider community 
benefits, immediate benefits and those that accrue over time. The collection of data should also not burden staff, 
but consider what data is already available.  

1. What kind of performance indicators does the department have in place? How were these set? 
 

2. If the department has any partnership arrangements, are there a set of performance indicators attached?  
 

3. Internal performance measures can set goals to motivate and guide staff in the department. These also 
allow for more objective and production discussions about issues and problems. Can you identify any the 
department has in place?  

 

4. How do staff/students/community give feedback on the department’s activities? 
a) Via email 
b) Survey 
c) Feedback via the website/staff and student portals 
d) Other 

 

5. Are visitor experience and preference analysed in any other ways e.g. attendance figures, webpage visits, 
etc?  
 

6. Does the department look at the diversification of users/clients through socioeconomic characteristics 
(race, age, gender, attitudes, etc.) of patterns of use?  

 

7. To report on the department’s performance is any data sourced from: 
a) Quantitative data that is publicly available e.g. Bureau of statistics? 
b) Quantitative data publicly available but at level of university e.g. enrolment figures? 
c) Quantitative data from other sources e.g. APPA? 
d) Qualitative documentation about a particular subject matter e.g. focus groups? 

 

8. Does the department measure activities that extend outside of the department into other university 
divisions or organisations?  
 

9. Does the department measure its impact in the community e.g. number of public events, media stories, 
retail figures, presence of complementary businesses, etc? 
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10. Does the department conduct ongoing evaluation of its activities, just in line with benchmarking timelines, 
or only at the end of a project?   

 

11. How does the department estimate demand on an asset and predict future demand trends?  
 

12. Does the department ever use contingent valuation surveys which employ willingness-to-pay and 
willingness-to-accept protocols and hypothetical spending as a metric for measuring value?  

 

13. Does the department measure flow-on analyses which consider the value of financial contributions by 
comparing them to the state of affairs that would have existed had they not been made (such as with a 
one-off event)?  

 

14. Are there any the department activities that there is no data for at all?  
 

15. Likewise, does the department have data on an activity that is not analysed or reported?   
 

16. What software or systems does the department use to help with reporting?  
 

17. Does the department publish its findings? 
 

7.0 Communications  
Communication practises are key for public value to strengthen the department’s ability to better deliver services, 
achieve outcomes, and secure funding. It is not only what is said, but also how and to whom, that is important in 
championing the department’s message. 

1. What are the department’s current communication methods? 
 

2. How does the department consult with its publics? Does this change if it is an internal or external 
audience?  

 

3. What has been found to be the most effective communication methods to reach: 
a) students; 
b) staff; 
c) local community; and  
d) the department’s Authorising Environment – University Leadership, Government, etc? 

 

4. Does the department adapt the language of its communications depending on the medium or audience?  
 

5. Does the department have any common vocabulary in its communications?  
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