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Abstract
[Objective/Significance] Demand has always been critical to enhancing service
quality and standards. Exploring effective knowledge service modalities from
a customer needs perspective holds significant importance for safeguarding the
quality of knowledge services in think tanks and elevating their service levels
and influence. [Method/Process] Through literature review, we summarize the
types of customer demands for think tank knowledge services and the corre-
sponding service modalities. Employing questionnaire surveys, we collect data
from two customer cohorts—government officials and the general public—to
analyze their awareness levels of think tank knowledge services, demand inten-
sity, and preferences for service modalities. Furthermore, we utilize a partial
least squares regression model to examine the relationship between customer de-
mands and knowledge service modalities in think tanks. [Results/Conclusion]
Government officials demonstrate significantly higher awareness of think tank
knowledge services compared to the general public; moreover, government of-
ficials are more familiar with party-affiliated think tanks, whereas the general
public shows greater familiarity with university-based think tanks. The inten-
sity of customer demands for think tank knowledge services, in descending or-
der, comprises talent support, policy research, decision-making consultation,
and public opinion guidance. Customer preferences for different knowledge ser-
vice modalities, from highest to lowest, are public media, public publishing,
offline exchange, and internal cooperation. Additionally, various knowledge ser-
vice demands of customers exert positive and significant influences on different
knowledge service modalities of think tanks.
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Abstract: [Purpose/Significance] Requirement has always been the key to im-
proving service quality and standards. Exploring effective knowledge service
modes from the perspective of client requirements is of great significance for
guaranteeing the quality of think tank knowledge services and enhancing their
service levels and influence. [Method/Process] Through literature review, this
paper summarized the types of client requirements for think tank knowledge ser-
vices and the knowledge service modes of think tanks. A questionnaire survey
was conducted to collect data from two client groups: government employees and
the general public. The survey analyzed clients’ cognition degree, requirement
intensity, and service mode selection intention for think tank knowledge services,
and examined the relationships between client requirements and knowledge ser-
vice modes using a partial least squares regression model. [Result/Conclusion]
Government employees’ cognition degree of think tank knowledge services is
significantly higher than that of the general public. Moreover, government em-
ployees are more familiar with party and government think tanks, while the
general public is more familiar with university think tanks. The intensity of
client requirements for think tank knowledge services, from high to low, is: tal-
ent support, policy research, decision-making consultation, and public opinion
propaganda. Clients’ willingness to choose different knowledge service modes,
from high to low, is: open media, open publication, offline communication, and
internal cooperation. Furthermore, various knowledge service requirements of
clients positively and significantly influence different knowledge service modes
of think tanks.
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Think tanks are policy research and consulting institutions composed of ex-
perts with clear research directions and interdisciplinary backgrounds. Based
on knowledge acquisition, development, utilization, and innovation, they pro-
vide decision-makers with optimal theories, strategies, methods, and ideas for
handling complex problems [1]. In recent years, global think tanks have con-
tinued to develop, with both the number and influence of Chinese think tanks
growing steadily. According to statistics, there were 8,162 think tanks world-
wide in 2018, representing a 4.4% increase from 2017. Among them, China
had 507 think tanks, ranking third in quantity, but only 8 Chinese think tanks
were included in the global top 100 list [2]. Although Chinese think tanks are
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increasingly improving in terms of government decision-making participation,
international exchanges, enhanced cooperation, and the professionalization of
research outputs, they still face shortcomings such as research lagging behind
practical development and decision-making requirements, as well as interna-
tional situations [4], and lack high-quality think tanks with significant influence
and international reputation [3]. Knowledge service modes are important means
and tools for think tanks to conduct policy research and decision-making con-
sultation activities and to establish connections with clients. Exploring effective
knowledge service modes is crucial for ensuring the quality of think tank knowl-
edge services and improving the service levels and influence of Chinese think
tanks. The disconnect between supply and demand is a practical difficulty in
think tank knowledge services [5]. Therefore, this study examines client require-
ments, analyzes differences in clients’ cognition degree, requirement intensity,
and service mode selection intention through questionnaire surveys, and ex-
plores the relationships between client requirements and think tank knowledge
service modes.

1 Research Foundation and Problem Statement
Government and the general public are the two major client groups for think
tank knowledge services [6], with different groups having diverse knowledge
service requirements.

1.1 Think Tank Knowledge Service Requirements

Meeting user and client requirements has always been the primary goal for in-
formation and knowledge services in libraries and information institutions [7-8],
public service agencies [9], and knowledge-intensive service enterprises [10]. Sat-
isfying the needs of decision-makers and the public plays an important role in
enhancing think tank influence [11]. Based on relevant research, client require-
ments for think tank knowledge services can be categorized into four main types:
policy research, decision-making consultation, public opinion propaganda, and
talent support.

Policy research requirements refer to clients’ needs for think tanks to pro-
vide professional, objective, and scientific forward-looking policy research out-
comes. Meeting these requirements is one of the primary functions of think
tank knowledge services [12]. For instance, think tanks need to conduct long-
term international policy research, focusing on long-term development trends
brought about by demographic and technological changes to meet government
strategic needs [13]; through forward-looking research, they can form unique
national governance ideas and development strategies to influence government
decision-making [5]; and by leveraging various policy research outcomes, they
can intervene in the policy formulation process to exert their professional influ-
ence [14].

Decision-making consultation requirements refer to clients’ needs to ob-
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tain policy suggestions, consulting solutions, policy implementation plans, and
evaluation results for specific problems from think tanks. Influenced by the in-
creasing demand for political advice within government and regional differences
in knowledge capabilities, think tanks play dual roles as government consultants
or regional public advocates [12]. Governments increasingly value suggestions
from external institutions such as think tanks, consulting companies, and pol-
icy researchers, with government decision-making consultation systems showing
characteristics of externalization [15-16]. Theoretical research has also found it
particularly necessary for governments to purchase high-quality decision-making
consulting services from social think tanks [17].

Public opinion propaganda requirements refer to clients’ needs for think
tanks to grasp public opinion trends, disseminate policy viewpoints, and guide
social 舆论 through various channels. Governments and the public obtain think
tank knowledge outcomes through appropriate information transmission chan-
nels [14], such as learning about think tank professional viewpoints and research
outcomes from the internet [18]; acquiring relevant policy data, information,
and viewpoints by searching for articles on specific topics published by think
tanks in media or authoritative expert opinions, or through informal communi-
cation channels and relationships with key participants [19-20]; understanding
public opinion trends through think tank outcomes and viewpoints [21]; and
disseminating policy viewpoints and guiding social 舆论 through think tanks’
international communication capabilities and external discourse systems [22].

Talent support requirements refer to clients’ needs to leverage think tank
expert intelligence to carry out practical work and cultivate their own organi-
zational talent. For example, clients need think tank experts to serve multiple
roles as academic researchers, policy-making assistants, entrepreneurs, and me-
dia professionals to obtain various types of professional talent support [23]; by
strengthening connections with talent teams from renowned think tanks such
as the Brookings Institution and RAND Corporation, they can promote the
sharing and dissemination of tacit knowledge [24-26]; and by participating in
multi-faceted talent cultivation programs such as professional degrees, short-
term training, and internship positions established by think tanks, they can
cultivate think tank talent for themselves [27-28].

In summary, client requirements for think tank knowledge services are diverse.
Foreign research typically combines typical case analyses from countries such
as the United States, Canada, China, and New Zealand to examine think tank
functions and roles oriented toward specific client requirements. Domestic re-
search more often employs theoretical analysis and draws on foreign experiences
to discuss the characteristics of think tank client requirements. However, both
domestic and foreign research lack empirical studies on think tank client require-
ments.
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1.2 Think Tank Knowledge Service Modes

To meet diverse client knowledge service requirements, think tanks adopt vari-
ous service modes to establish close connections with government employees and
the general public, deliver knowledge outcomes, and enhance influence. As early
as 2003, foreign scholars began paying attention to think tank knowledge service
modes. For example, A. M. McCright and R. E. Dunlap used website surveys,
information tracking, and research report analysis to discover that conservative
think tanks primarily influence policy-making through publishing literature, de-
livering speeches, sponsoring policy forums and conferences, establishing elite
teams, publishing expert research reports, and attending public activities [29].
A. S. Krymskaya found that establishing strong expert teams and employing
scientific analysis methods can ensure the professionalization of think tank re-
search [30]. X. Zhu categorized think tank roles into three types through survey
research: advisors, academics, and advocates. Advisors generally adopt service
modes such as conducting government-funded project research, participating in
consultation meetings, short-term positions in government departments, and
offering training courses; academics adopt modes such as publishing academic
papers, journal articles, research reports and books, holding academic confer-
ences and seminars, and providing education and training; advocates adopt
modes such as publishing mass media articles, establishing websites, accepting
media interviews, and posting blogs [12,31]. J. D. Kelsrup divided German and
British think tank knowledge service modes into three categories: publishing
(books, reports, journals, policy briefs, etc.), holding events, and media com-
munication (websites, newspapers, etc.), noting that funding sources and media
environments affect think tank service modes [32]. S. Bennett found that health
field think tank knowledge services are driven by government or donor require-
ments, with research reports and briefs as the main outcome forms [33]. Do-
mestic scholars have mainly analyzed service strategies [34] and service models
[35] of different think tank types from a theoretical perspective. Some scholars
have also focused on think tank knowledge service modes. Zou Yian analyzed
successful experiences of foreign think tanks and found that publishing numer-
ous research outcomes (papers, monographs, reports, etc.), holding lectures,
publishing viewpoint articles in newspapers and magazines, and strengthening
personnel training are all important ways to enhance think tank influence [36].
Wan Yi summarized diverse offline communication modes of American think
tanks, including attending government hearings, accepting interviews, and or-
ganizing exchange meetings [21]. Wen Shaobao pointed out that university
think tanks should influence public opinion through decision-making consulta-
tion submission channels, paper media, online media, and other public publica-
tion channels, as well as offline communication modes such as holding forums
and conferences [5]. This study synthesizes relevant research to categorize think
tank knowledge service modes into four types: open publication, open media,
internal cooperation, and offline communication, as shown in Table 1 .

In summary, foreign research has paid attention to knowledge service modes of
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think tanks in different countries, fields, and types, mainly summarizing their
knowledge service modes and influencing factors based on think tank practices.
Domestic research has mainly used theoretical analysis and survey data to ana-
lyze think tank service strategies and development paths from a macro perspec-
tive. However, domestic research still lacks attention to think tank knowledge
service modes, and both domestic and foreign research rarely studies think tank
knowledge service modes oriented toward client requirements.

This study starts from client requirements and uses questionnaire surveys to
conduct empirical research on think tank knowledge service modes, addressing
three research questions:

Research Question 1: What are the client requirements for think tank knowledge
services?
Research Question 2: What are the knowledge service modes that clients are
willing to choose?
Research Question 3: What is the relationship between client requirements and
think tank knowledge service modes?

2 Questionnaire Design and Data Collection
2.1 Questionnaire Design

To explore the proposed research questions, this study designed a survey ques-
tionnaire on think tank knowledge service requirements and modes. The ques-
tionnaire consists of four parts: The first part covers demographic characteris-
tics; the second part examines clients’ cognition degree of think tank knowledge
services and measures their requirement intensity. It begins with a screening
question: “In your work, study, or daily life, have you ever been exposed to think
tank knowledge services?” Those who have never been exposed skip directly to
the end of the questionnaire to ensure data quality. For respondents who have
been exposed, the questionnaire asks about the types of think tanks they have
encountered and uses a 5-point Likert scale to measure their requirement inten-
sity for four knowledge service types, with scores from 1-5 representing “very
unnecessary,” “relatively unnecessary,” “neutral,” “relatively necessary,” and
“very necessary.” The third part measures clients’ selection intention for differ-
ent knowledge service modes, also using a 5-point Likert scale (1-5 represent-
ing “very unwilling,” “relatively unwilling,” “neutral,” “relatively willing,” and
“very willing”), with multiple-choice questions to identify which service modes
respondents have used. The variables and specific items for knowledge service
requirements and modes are shown in Table 2 . The fourth part consists of
open-ended questions to gather respondents’ suggestions on knowledge service
modes for new types of think tanks with Chinese characteristics.

2.2 Pre-test

After questionnaire design, a pre-test was conducted with participants including
one think tank research professor, one think tank expert, and eight doctoral
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students engaged in think tank research and work. They were asked to evaluate
the necessity and usefulness of questionnaire items and the reasonableness of
scale levels. Participants also assessed the accuracy and comprehensibility of
questionnaire content. Based on their feedback, the logical relationships, scale
settings, and wording of questionnaire content were adjusted.

2.3 Data Collection

The survey was conducted online through the Wenjuanxing platform, combin-
ing a “snowball” approach via WeChat forwarding with Wenjuanxing’s sample
service to collect data from government employees and the general public. Data
collection took place from May 9-27, 2019, with 392 questionnaires returned.
After identification and screening, questionnaires with all identical answers or
more than one missing value in the second and third parts were considered in-
valid. Ultimately, 347 valid questionnaires were retained, yielding a recovery
rate of 88.78%.

3 Survey Results Analysis
This study first analyzed descriptive statistics to confirm the rationality of sam-
ple distribution, then conducted reliability and validity tests to assess data
reliability and validity. Based on these analyses, the survey data were further
examined around the three research questions using non-parametric tests and
partial least squares regression models.

3.1 Descriptive Statistical Characteristics

The demographic characteristics of survey samples are shown in Table 3 . In
terms of gender, the number of male and female respondents was similar. The
majority were under 39 years old, with educational backgrounds primarily at
the undergraduate level or below and master’s degree level. Position levels were
mainly intermediate. The sample included roughly equal proportions of govern-
ment employees and general public. Government employees’ positions included
comprehensive management, professional technical, administrative law enforce-
ment, and scientific research categories. The general public came from various
sectors including education, manufacturing, internet, finance, and students. Ge-
ographically, respondents came from 30 provincial-level administrative regions
nationwide, primarily from Beijing (26.2%), followed by Henan (8.65%), and
then Guangdong, Shanghai, Hubei, Liaoning, Hebei, Jiangsu, etc.

To ensure data analysis reliability, except for the analysis of cognition degree of
think tank knowledge services, other analyses used only data from respondents
who had been exposed to think tank knowledge services. The demographic
distribution of respondents who had been exposed to think tank knowledge
services was generally similar to that of all respondents, with the only difference
being in client type, as more general public respondents had never been exposed
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to think tank knowledge services. Overall, the sample distribution was relatively
balanced and representative (see Table 3).

3.2 Reliability and Validity Analysis

To analyze the reliability and validity of this survey sample, reliability and
validity tests were conducted on valid data from respondents who had been
exposed to think tank knowledge services. Reliability refers to consistency—the
degree to which similar methods produce similar results when measuring similar
things [37]. This study tested reliability using Composite Reliability (CR).
Validity refers to the effectiveness of a measurement tool in accurately reflecting
research objectives and results, including content validity and construct validity
[37]. The questionnaire items were primarily based on existing literature and
designed in combination with online surveys of think tanks, thus possessing
content validity. Construct validity was tested through convergent validity and
discriminant validity.

Test results showed that the composite reliability of knowledge service require-
ment variables and knowledge service mode variables all exceeded the critical
value of 0.7, meeting reliability requirements (see Table 4 ), indicating that mea-
surement items for each variable consistently explained the variable. Analysis
results showed that all factor loadings were greater than the critical value of
0.7, and all Average Variance Extracted (AVE) values were greater than 0.5,
indicating satisfactory convergent validity of the measurement model. Discrim-
inant validity reflects the correlation between measurement items of different
variables. The evaluation criterion is that the square root of each variable’s
AVE must be greater than the correlation coefficient between that variable and
other variables. Test results all met requirements, indicating good discriminant
validity of measurement variables, as shown in Table 5 .

3.3 Client Cognition Degree and Requirement Intensity for Think
Tank Knowledge Services

3.3.1 Client Cognition Degree Overall, 64.55% of respondents had been
exposed to think tank knowledge services, indicating a moderate general cog-
nition degree. Between the two client groups, exposure rates were 82.42% for
government employees and 48.35% for the general public. Chi-square test re-
sults showed that government employees’ cognition degree was significantly
higher than that of the general public (X2=42.431, df=1, p<0.001). Specifi-
cally, among government employees, the largest proportion (33.33%) reported
“sometimes contacting” think tank knowledge services, followed by “frequently
contacting.” Among the general public, the largest proportion (51.65%) re-
ported “never contacting,” followed by “occasionally contacting” (see Table 6 ).
Clearly, the general public’s cognition degree is far lower than that of govern-
ment employees.

Examining clients’ understanding of different think tank types, research insti-
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tute think tanks were the most frequently encountered. Comparatively, gov-
ernment employees were most familiar with party and government think tanks,
followed by research institute think tanks; the general public was most familiar
with university think tanks, followed by research institute think tanks. Signifi-
cant differences existed between the two client groups in their understanding of
different think tank types, as shown in Figure 1 [Figure 1: see original paper].

3.3.2 Client Requirement Intensity Based on literature review, client re-
quirements for think tank knowledge services fall into four main types: policy
research, decision-making consultation, public opinion propaganda, and talent
support. To further analyze requirement intensity for various knowledge ser-
vices, this study calculated the average of all factors for each requirement type
as the variable value and conducted statistical tests. Since data on client require-
ments for think tank knowledge services did not follow a normal distribution,
non-parametric tests were applied to verify differences in requirement intensity
between government employees and the general public, with non-significant re-
sults. Therefore, the two groups were combined to compare mean differences
among the four knowledge service requirements.

Mean values showed that intensity scores for all four requirement types fell
between 3.6-3.9, indicating high client requirements for all four types of knowl-
edge services (see Table 7 ). Kruskal-Wallis test results showed significant dif-
ferences among the four types of knowledge service requirements (X2=16.43,
df=3, p<0.001). As shown in Table 7, client requirement intensity for think
tank knowledge services, from high to low, is: talent support, policy research,
decision-making consultation, and public opinion propaganda.

3.4 Client Selection Intention for Think Tank Knowledge Service
Modes

Similarly, the average of all factors for each service mode variable was calculated
as the selection intention value to determine the popularity of various knowl-
edge service modes. Test results first showed no significant differences between
government employees and the general public, so they were treated as one pop-
ulation to calculate differences among service modes. Descriptive statistics are
shown in Table 8 . Overall, selection intention values for the four knowledge
service modes fell between 3.6-4.0, indicating clients were relatively willing to
choose these service modes to obtain think tank knowledge outcomes. Kruskal-
Wallis test results showed significant differences among service mode selection
intentions (X2=12.278, df=3, p<0.01). Clients’ willingness to choose think tank
knowledge service modes, from high to low, is: open media, open publication,
offline communication, and internal cooperation.

This study also investigated which think tank knowledge service modes clients
had used. Over 77% of clients had used two or more knowledge service modes.
Specifically, the frequency of clients having used the four knowledge service
modes, from high to low, is: open publication, internal cooperation, open me-
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dia, and offline communication, as shown in Figure 2 [Figure 2: see original
paper]. Open publication was the most widely used knowledge service mode,
with 42.07% of respondents having used it. Similar proportions had used inter-
nal cooperation (38.90%) and open media (37.75%). The least used was offline
communication (29.97%). Clearly, clients not only have weak selection intention
for offline communication but also use it relatively infrequently.

3.5 Relationship Between Client Requirements and Knowledge Ser-
vice Modes

Based on satisfactory reliability and validity of measurement variables, this
study used Partial Least Squares (PLS) to analyze the relationship between
client requirements and knowledge service modes. The PLS algorithm is a re-
gression modeling method for multiple dependent variables and multiple inde-
pendent variables, suitable for analysis modeling with small to medium sample
sizes [38], meeting this study’s analytical needs. The Bootstrap resampling
method was used for significance testing of the regression model, with 1,000 rep-
etitions. Results showed that client requirements had R2 values of 0.322, 0.352,
0.451, and 0.496 for open publication, open media, internal cooperation, and
offline communication respectively, indicating that client requirements have cer-
tain predictive effects on think tank knowledge service modes. Path coefficients
and significance levels of the research model are shown in Figure 3 [Figure 3:
see original paper].

Table 9 shows specific relationship test results. Clients’ policy research require-
ments positively and significantly influence their selection intention for open
publication, open media, and offline communication, but not for internal coop-
eration. Clients’ decision-making consultation requirements only positively and
significantly influence their selection intention for internal cooperation. Clients’
public opinion propaganda requirements positively and significantly influence
their selection intention for open media and offline communication, but not for
open publication or internal cooperation. Clients’ talent support requirements
positively and significantly influence their selection intention for open media,
internal cooperation, and offline communication, but not for open publication.

4 Discussion of Results
Survey results reveal significant differences in clients’ cognition degree, require-
ment intensity, and service mode selection intention for think tank knowledge
services, with client requirements positively and significantly influencing knowl-
edge service mode selection intention.

(1) Significant differences exist between different client groups in cog-
nition degree and requirement intensity. Chi-square test results show
that government employees’ cognition degree of think tank knowledge services
is significantly higher than that of the general public. Meanwhile, government
employees are more familiar with party and government think tanks, while
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the general public is more familiar with university think tanks. However, for
both client groups who understand think tank knowledge services, no significant
differences exist in their requirement types, indicating that both government
departments and the general public need think tank knowledge services. Yet
think tanks are typically considered as serving government decision-making, and
most of the general public has no opportunity to access or understand them.
Over 20 respondents suggested in open-ended questions that think tanks should
strengthen publicity efforts and improve the openness of their knowledge ser-
vices to allow more people, especially the general public, to understand and
participate in think tank knowledge services. Therefore, strengthening promo-
tion and conducting open knowledge services to enhance public understanding
should be the primary strategy for improving the influence of Chinese think
tanks among the general public.

Regarding specific think tank knowledge service requirement types, clients have
high requirements for all four types, with intensity from high to low being: tal-
ent support, policy research, decision-making consultation, and public opinion
propaganda. Clearly, cultivating professional think tank talent and conduct-
ing high-quality scientific research are the most urgent client requirements and
should be important tasks for think tank knowledge services. Although current
Chinese think tank construction emphasizes policy research, decision-making
consultation, and expert influence, it lacks a sound talent cultivation mechanism
[28] and neglects public opinion propaganda aimed at the general public. It is
recommended that Chinese think tank knowledge services should be grounded in
reality, meeting diverse client requirements by improving the professionalism of
talent cultivation, the forward-looking nature of scientific research, the relevance
of consulting suggestions, and the convenience of public opinion propaganda.

(2) Significant differences exist in clients’ selection intention for dif-
ferent think tank knowledge service modes. Non-parametric test results
show that clients have relatively high willingness to choose different knowledge
service modes, but significant differences exist. The open media mode is conve-
nient and timely, unrestricted by time and space, allowing clients to subscribe
to and access online media or traditional media anytime and anywhere to ob-
tain information and knowledge provided by think tanks, making it the most
preferred knowledge service mode. With the popularization and development
of information technology, service platforms such as official websites, apps, and
social media are receiving more attention from think tanks. Existing research
shows that globally renowned think tanks widely use social media platforms
such as Facebook, Twitter, YouTube, and LinkedIn to conduct policy knowl-
edge services; domestic think tanks mainly use Weibo and WeChat, but the
adoption rate is relatively low [39]. It is recommended that Chinese think tanks
should pay attention to the important role of social media in exerting social
influence [40], combining websites, self-developed apps, social media, and other
platforms to increase online activity and enter the public view in more fields
and platforms [41].

chinarxiv.org/items/chinaxiv-202304.00238 Machine Translation

https://chinarxiv.org/items/chinaxiv-202304.00238


Open publication includes publishing books, journal articles, and professional
research reports. It is the most widely used knowledge service mode in survey
results, and clients also show strong selection intention. Publishing research
outcomes in a formal, authoritative manner is an important channel for demon-
strating think tank research levels and a key indicator for evaluating think tank
influence [42]. Both domestic and foreign think tanks regularly publish various
research outcomes. Foreign think tanks have high openness in their research
outcomes, allowing clients to freely access full texts of research reports and ar-
ticles through open channels, while most domestic think tanks only publicly
release abstracts and tables of contents, resulting in lower openness. It is recom-
mended that Chinese think tanks should regularly publish research outcomes,
share policy research data, innovative research methods, and forward-looking
research results to maintain academic influence and promote knowledge sharing
and cooperation.

Internal cooperation and offline communication require offline interaction be-
tween clients and think tank personnel, involving significant time costs and
numerous participants. Therefore, survey results show weaker client selection
intention for these two modes compared to the former two. However, these
two modes enable close contact between think tank personnel and clients, serv-
ing as important means for close-range communication and knowledge exchange
that facilitate understanding client requirements and direct communication on
specific issues. In practice, cooperative project research, the “revolving door
mechanism,” and talent cultivation programs are important pathways for con-
ducting internal cooperation; academic forums and symposiums are also very
common in think tank knowledge service activities. It is recommended that
Chinese think tanks should further strengthen the depth of internal cooperation
and expand the breadth of offline communication to promote extensive cooper-
ation and exchange among different institutions including governments, think
tanks, research institutes, and enterprises worldwide.

(3) Client requirements for think tank knowledge services positively
and significantly influence service mode selection intention. Partial
least squares model analysis reveals that various knowledge service requirements
of clients positively and significantly influence their selection intention for dif-
ferent knowledge service modes.

The path coefficients of clients’ policy research requirements on think tank
knowledge service modes, from high to low, are: open publication, offline com-
munication, and open media. This indicates that formal, standardized open
publication is the most common mode for meeting policy research requirements,
while offline communication and open media can disseminate knowledge out-
comes to different client groups through direct or indirect means. The Brookings
Institution and other research-oriented think tanks in the United States dissem-
inate their knowledge outcomes through academic forums, official websites, and
social media while publishing research results.

Clients’ decision-making consultation requirements only positively and signifi-
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cantly influence internal cooperation. Because decision-making consultation re-
quirements involve specific problems for which client institutions seek consulting
suggestions and solutions, internal cooperation can help think tanks accurately
grasp client institutions’ problem requirements through close collaboration and
provide effective solutions. For example, the Development Research Center of
the State Council completed 45 research tasks assigned by the Party Central
Committee and the State Council in 2018 through internal cooperation, focusing
on specific issues [43].

Clients’ public opinion propaganda requirements positively and significantly in-
fluence open media and offline communication. The survey found that both
open media and offline communication can promote large-scale information and
knowledge dissemination, with open media primarily targeting the general pub-
lic client group and offline communication mainly targeting government-related
client groups. For instance, renowned think tanks such as the French Institute
of International Relations and the Chinese Academy of Social Sciences hold hun-
dreds of academic exchange activities annually, while well-known think tanks
like the Brookings Institution and the Chinese National School of Administra-
tion release over 10 updates daily on social media platforms, timely delivering
ideas, viewpoints, and knowledge outcomes to clients to promote intellectual
exchange and thereby guide social public opinion and influence government
decision-making.

The path coefficients of clients’ talent support requirements on think tank knowl-
edge service modes, from high to low, are: open media, internal cooperation,
and offline communication. From the perspective of client selection intention,
talent support requirements are closely related to open media, indicating that
think tank experts’ media image is very important for meeting client require-
ments. Think tank experts are key participants in influencing decision-making
[44]. For example, renowned experts from well-known think tanks such as the
International Institute for Strategic Studies and Chatham House in the UK have
established proprietary accounts on Facebook and Twitter platforms to output
multi-domain viewpoints and knowledge to clients, forming online academic net-
works and exerting expert influence. Meanwhile, think tank talent cultivation
programs such as degree programs and short-term training, as well as talent ex-
change activities such as seminars and lectures, are also effective ways to meet
client talent support requirements.

In summary, it is recommended that Chinese think tanks should increase pub-
licity and promotion through various service modes to improve public cognition
and enhance requirement awareness; clarify the roles of different service modes,
emphasize social media application, improve the openness of academic outcomes,
and promote international exchange and cooperation; focus on the diverse and
dynamic requirements of different client groups, select effective service modes
according to their own professional service positioning and target client require-
ments, provide high-quality and high-level knowledge services, and continuously
expand think tank influence.
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Requirement has always been the key to improving service quality and stan-
dards. This study, from the perspective of client requirements, summarized
types of client requirements and service modes for think tank knowledge ser-
vices through literature review, conducted questionnaire surveys among govern-
ment employees and the general public, identified differences in these two client
groups’ cognition degree, requirement intensity, and service mode selection in-
tention, and analyzed the relationships between client requirements and think
tank knowledge service modes. The study found that the general public has low
cognition degree of think tank knowledge services, government employees are
more familiar with party and government think tanks, while the general pub-
lic is more familiar with university think tanks; clients have high requirements
for all types of think tank knowledge services, with intensity from high to low
being talent support, policy research, decision-making consultation, and pub-
lic opinion propaganda; clients also have high selection intention for different
knowledge service modes, from high to low being open media, open publication,
offline communication, and internal cooperation, and various knowledge service
requirements of clients positively and significantly influence different knowledge
service modes of think tanks. These findings have practical significance for
guiding Chinese think tank knowledge service work and provide an empirical
foundation for subsequent exploration of think tank knowledge service develop-
ment mechanisms oriented toward client requirements.

This study has limitations, such as the lack of investigation into the requirement
types and service mode selection intention of potential clients who have “never
been exposed to” think tanks.
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Abstract: [Purpose/significance] Requirement has always been the key to im-
proving service quality and level. Exploring effective knowledge service modes
from the perspective of client requirements is of great significance to guarantee
the knowledge service quality and improve the service level and influence of think
tanks. [Method/process] Through literature review, this paper summarized the
types of client requirements for think tank knowledge services and the knowledge
service modes of think tanks. A questionnaire survey was used to collect data
from two client groups: government employees and the general public. This
paper analyzed clients’ cognition degree, intensity of requirements, and service
mode selection intention for think tank knowledge services, and analyzed the
relationships between client requirements and knowledge service modes of think
tanks through a partial least squares regression model. [Result/conclusion] The
cognition degree of government employees to think tank knowledge services is
significantly higher than that of the general public. Moreover, government em-
ployees have a better understanding of party and government think tanks, while
the general public has a better understanding of university think tanks. The
intensity of clients’ requirements for think tank knowledge services, from high to
low, is talent support, policy research, decision-making consultation, and public
opinion propaganda. Clients’ willingness to choose different knowledge service
modes, from high to low, is open media, open publication, offline communi-
cation, and internal cooperation. Moreover, clients’ various knowledge service
requirements have a significant positive impact on different knowledge service
modes of think tanks.

Keywords: think tanks; knowledge service; service mode; client requirement;
relationship; PLS model

Note: Figure translations are in progress. See original paper for figures.
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Source: ChinaXiv — Machine translation. Verify with original.
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