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Organizational Profile

Leadership Integratlon @

Operations

Measurement, Analysis, and Knowledge Management

Core Values and ConceP®

ASOUANISOTUNISIBYS:UU
AS:UIUNISIA: NaawsinIu
Juwusigatiovau

e AzllUUUS:ITUE=ADUSAUFNYNTWYIY
AS=UuduNS (ADLI) ua: waaws
(LeTCl)
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SCORE DESCRIPTION

REACTIVE e No SYSTEMATIC APPROACH to item questions is evident; information is ANECDOTAL. (A)
. et ¢ Little or no DEPLOYMENT of any SYSTEMATIC APPROACH is evident. (D)
0% or 5% ] i : j i : : i : )
¢ An improvement orientation is not evident; improvement is achieved by reacting to problems. (L)
¢ No organizational ALIGNMENT is evident; individual areas or work units operate independently. (I)
EARLY ¢ The beginning of a SYSTEMATIC APPROACH to the BASIC QUESTION in the item is evident. (A)
e The APPROACH is in the early stages of DEPLOYMENT in most areas or work units, inhibiting progress in
10%, 15%, achieving the BASIC QUESTION in the item. (D)
20%, or 25% | ® Early stages of a transition from reacting to problems to a general improvement orientation are

evident. (L)
¢ The APPROACH is ALIGNED with other areas or work units largely through joint problem solving. (I)

DEVELOPING | An EEEECTIVE SYSTEMATIC APPROACH, responsive to the BASIC QUESTION in the item, is evident. (A)
¢ The APPROACH 1s DEPLOYED, although some areas or work units are in early stages of DEPLOYMENT. (D)
30%, 35%, |* The beginning of a SYSTEMATIC APPROACH to evaluation and improvement of KEY PROCESSES is
40%, or 45% evident. (L)
¢ The APPROACH is in the early stages of ALIGNMENT with the basic organizational needs identified in
response to the Organizational Profile and other process items. (I)

MATURE o ANEEEECIIVE SYSTEMATIC APPROACH, responsive to the OVERALL QUESTIONS in the item, is evident. (A)

¢ The APPROACH is well DEPLOYED, although DEPLOYMENT may vary in some areas or work units. (D)

» Fact-based, SYSTEMATIC evaluation and improvement, and some examples of use of best practices,
instances of INNOVATION, or sharing of refinements, are in place for improving the efficiency and
EFFECTIVENESS of KEY PROCESSES. (L)

¢ The APPROACH is ALIGNED with your overall organizational needs as identified in response to the
Organizational Profile and other process items. (I)

50%, 55%,

60%, or 65%

ayuparb, Ph.D., CISA




Effectiveness

<_________

Will it Work?

Input

P —————

Approach

(Systematic)

Process

Efficiency
(use of Resources)

Productivity

(Are we Productive?)

Output

____________________________________

Does it Work?:

+ OUTCOME
Result

PURPOSE

' (Actual) -

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




Effecti
SCHVeness Does it Work?

PURPOSE
PERFORMANCE

Will it Work? OUTCOME
Approach Result Result

(Systematic) (Actual)

e.g., Cost Eff., Quality, Delivery

Approaches Success Rate of Approaches  Result (Target 300 Purchased) FOLUERLEIRGELEY
(Effectiveness) @The End of the Day (Purpose: Total Sales)

= * Door to door sales 3/10 = 30% 15 Visited, => 1 Cust. (6.7%) 100,000 Baht
T .
=3 ° Phone call sales 3/100 = 3% 200 Calls, => 6 Cust. (3%) Target: 150,000 Baht
(m
(w1
il *© Mass Email sales 10/2000 = 0.5% 50,000 emails, => 70 Cust. (0.14%)

To refines Approaches’ Effectiveness: focusing on specific Segmentations
or using NEW Approaches e.g., Facebook, Line (=> TQA: Learning)

Note: For Low Effectiveness Approach, doesn’t mean we ignoring those approaches. To meet PURPOSE, Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




APPROACH

END-WAYS




— EFFECTIVENESS —

IT IS ABOUT PURPOSE & CONTEXT

EFFECTIVENESS —




S=QUWCIUINI1SYaVaVAAS (Score Band)

Management Capability

e
VI =2
— —
Shared Activity Shared Activity
» .
GOAL GOAL

Reacting to Problems Early Systematic
(0-25%) Approaches (30-45%)

* Approach (A)

\* @ - Deploy (D)

s
.
.....

PROCESS * Learning (L)

* Integration (1)

=
—_—

\AAJ

__=_=>
%
__E=>

vv

Shared Activity Shared Activity
GOAL GOAL

Integrated Approaches
(70-100%)

Aligned Approaches
(50-65%)

e Level (L)

O/@\/G)
I I I I * Trend (T)

RESULTS * Comparison (C)

* Integration (1)
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Operations by Design (Education)

Leadership Business Strategy Customers Workforce Org. Structure
« Digitalization Org.
* KM & Innovation
* Learning Org.

» Data Governance

*Finance, Research, and
Academic Performance
Growth

* Exceptional Student Value

»Stakeholder Satisfactions

* Governance Systems
« Agile Systems and
Structure

* Change Management

* Management by
Objectives (OKR)

* Management Systems
& KPIs

* Culture of Excellence

» Workforce
Engagement

* Productive Workplace

« Vision, Mission &
Values Success
Model

* Focus Based Strategy

» Customer Driven Org.
« User Experience Based
Products/Services

v
2
=1
O
7}
o
wv
2
[
a

Foundation

Drive Performance

Operations Leadership Operations Strategy-1 Operations Strategy-2 ‘Operations KM&IT Operations Workforce Operations Org

(O] wv
2 5 * Operations Performance » World Class Research * Hybrid Classroom « Data Governance * High Performance * Process Thinking g *Adequate &
% 2 Management * Best-in-Class Teaching - Lifelong Learning * PDPA & Cybersecurity * Hybrid Workplace * Capability Based Org. ¥/ Optimal
T o * Sustainable + Co-operations & Course * Flexible * Agile or Cross = Setting of
,_,CJ T Development Alliances » Digital Office Workplan/Joint Functional Team -8 Enablers

a *R2R Appointment Program

Feflvirifinmsiuasuuuas (Enablers)

Suppliers & Partners Operational Process ( Capablllty & Capacity) Customers

v " Teaching Research Academic Services *Financial Performance

= v « Material & Information * Cost-effective Products & Services
é 5 «Staff & Know-how IQA Training Student Services . Cus.tomer-driven Quality

2 5 *Assets & Energy *Delivery Accuracy

9]

o [a's

« Capacity & Resource Utilization

Staff Serv. Learning Support Service

Techology @

*Support of Business
& Operations

Operational Excellence

e-Learning AT Hybrid-Classroom

v
>
=]
(9]
v
Q
7
S
v
a

e-QMS System. Virtual Laboratory

e-Library
Asst. Prof. Athisarn Wayuparb, Ph.D., CISA
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FOUNDATION
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WHO ARE YOUR CUSTOMERS?

ACADEMIC

TEACHING RESEARCH SERVICES

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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WHY DO WE NEED TO FOCUSING ON CUSTOMERS?




THINGS CHANGED EVERY SECONDS, SO AS CUSTOMERS

ETVERGLISYEN LI Population Pyramids of the World from 1950 to 2100 Mailing List -

Thailand «
2021 s ©9,950,843

o Male Female Population i 69,950,844

 Aging Society

85-89
20-84
75-79|

70-74

* Birth rate

-
TR % % % R % % T T Y T T % R T T T % T % % T, T % rEducan

6569
80-84

55-50|

YEAR | -5-1 2021 +1+5

|COUNTRY |ABCDEEGHIIKLMNOPQRSIUVWYZ ° D i g ita I Worl d

Tajikistan Tonga

TFYR Macedonia Trinidad and Tobago
hailand Tunisia
imor- Turkey,

Toge T ni

15-19)
10-14
59|

o4

1
8% 8% 10%

14 Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




15

THINGS CHANGED EVERY SECONDS, SO AS CUSTOMERS

LTAVENLINYERIG I Population Pyramids of the World from 1950 to 2100

Thailand v

2021 seanier 09,950,843

Male Female

£5-80

75-78

70-74

25-20

2024|" "N N EEEEENEEEENEE Y jpusEEEEERE

15-10

3.2% 3.0%
EEE NN NN EEE NN EEEEEEEEN EEEEEEEEEEED

10-14 30%

§1UgNA1 U.65

 Aging Society

* Birth rate
reduction

- Digital World

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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2021

100+

©0-24

£5-50

20-84,

T0-74

85-80

THINGS CHANGED EVERY SECONDS, SO AS CUSTOMERS

EOTVEN DRl Rilad Population Pyramids of the World from 1950 to 2100
Thailand v

s 09,950,843

Male oo Female

0.3%'0 1%

0.1 IOZ‘*
03%.0.5%

08%

1.0% 1.3%

1,062,721 1,329,971

e - - - - - - -

PNENEN AN TERKZEY

e _ e
A _ e
azy _ A%

UNEEEEENEEEEEEEEEE R SRR LY

20-24) Y3 U ~
EEEEEEEEEEEEEEEEERER L SEEEEEEEEEERD
0 3.0*_28*
“ 26%¥25*
T T T T T T 1
10% 2% 8% 4% 2% 0% 2% 4% 0% 8% 10%

« franlumain (WwzarIngnay 155 wii)

o luiiyn
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CATEGORY

Slang terms

Social markers

lconic cars

Music devices

Leadership
style

Ideal leader
Learning style
Influence/advice

Marketing

We prefer
proper English
if you please

Age:

World War li

Record player

T\
Controlling
Commander
Formal
Officials

Print (traditional)

BABY BOOMERS

Be cool

Q Peace Groouy
.' L___‘.a" Way out

Maoon landing

Born
Age:

Ford Mustang

Audio cassette

A

Directing
Thinker
Structured
Experts

Broadcast (mass)

GENERATION X

Dude  Ace
Rad As if
Wicked

Born;
Age:

Stock market crash

Holden Commodore

-
-
“l‘

Coordinating
Doer
Participative
Practitioners

Direct (targeted)

GENERATION Y

Bling Funky

? Doh Foshizz
B Whassup?

Born:
Age:

September 11

Toyota Prius

m

Q"
Guiding
Supporter
Interactive

Peers

Online (linked)

GENERATION Z

é Fam

&#& GOAT | Slay
Yass queen

‘ ’ Born

Age:

Tesla Model S

—
—

Spotify

L I
":i/ \
. %
L l
Empowering
Collaborator
Multi-modal

Forums

Digital (social)

GEN ALPHA

lit yeet
hundo oof

m idre

Born:
Age:

Trump / Brexit

Autonomous vehicles

Smart speakers

¢
L

Inspiring

L
|
L

Co-creator
Virtual
Chatbots

In situ (real-time)

" mecrindleresearch
@ blog.meerindle.com.ou

m meerindle
mccrindleresearch

T +6128824 3422 n meerindleresearch

mccrindle E info@mcerindle.com.au ,

W  mcerindlecom.au mecerindlersrch

isarn Wayuparb, Ph.D., CISA




EFFECTIVE ENGAGEMENT

| UNIDEGREES | CHANGING CHARACTERISTICS

— \  Global

x Verbal  Visual z 1in4 1_ir_u3 1in2

Y GENERATIONS

Sit & listen Try & see
Teacher Facilitator
Job security Flexibility

Authoritarian
Curriculum centred
Closed book exams

Books & paper
Doer

Participative
Learner centric
Open book world
Glass & devices
Co-creator

Digital

Social

Mobile

LEADERSHIP CHANGE

Visual

Command &
Control 2
%2
(5
Ulogs

CAN =
MOBILITY

William

Collaboration & Gen Alphas

Contribution f born globally Noah Amelia
Lt 6 1 5 each week Henry Mia
j careers homes |

WORKFORCE OF 2030 e o
= Facebook 000,000,000 i EDII'JII".ters . Q —
m - W C C n fffgf,{,?ic >o — ? billon active © ° u i . ) =

USB fiash i Apple TV Instagram Facebook users Fidget
dives iipeds B Skype Twitter Shair Apple T spinner ™ SmE’T AT
e > Deopoe Whatspo (T gotre BAEy Wt @ﬂ‘ﬁh PETER Tk Tok
MNokia 3310 Myspace L 4 Siri B HEROZ2 o Tesla : .
FoceTime gogle giass Powerwall Fortnite AirPods
YouTube iPhane

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 20m 2012 2013 2014 2015 2016 2017 2018 2019 2020
I | 1 | | | I | |
ke N o id after JK Sang T bue : t The

Planking deibs

Podcast Peeps  Bailout Unfriend  App Cloud Hashtag  Selfie YoLo @  Post-truth Fakenews Toxic

NEW JOBS

ds manage

meccrindle.com.au

M mccrindle
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EFFECTIVE ENGAGEMENT | UNIDEGREES | CH ANGING
x Verbal  Visual z 1ind 1in3 1in2

Sit & listen Try & see v
Teacher Facilitator . Y z G EN EHATI D N S

Job security Flexibility

Authoritarian Participative
Curriculum centred Learner centric
Closed book exams Open book warld TDF EMUJIS
Books & paper Glass & devices [ e—t ]

Doer Co-creator

LEADERSHIP CHANGE

L B
Command &

A sy
% &
Comrol - 2 S
o, W
6Logay pen*
MOBILITY
St al I P
[} ] 4
18 W 6 15 Sk ek

jobs careers homes |

WORKFORCE OF 2030 Z 34%

Facebook L] oo0.000 000 Ir't =
i opens to : .7V il Ve ” . .
USB fiash o . . tha pubhc % stagran acebook sers  # (@ Fidget
W !I Skvne 1

Apple TV !
Pr— Twitter o iPa o Apple i

drives



CATEGORY 3

VISION, MISSIONS,

TO STRATEGIC DECISION

CUSTOMER .
R'I:ElIJ.I#EIE ;ﬁngDESS,S .......... > C AT. | Ee—— ANALYTICS INFD. 0
INSIGHT (2 ) ity |
v
IIIIIIIIIIIIIIIIIIIIIIIII PRODUCTS EEEEEEEE SN NN EEE NN EEEEEEEEN
& SERVICES :
v v
STRATEGIC DIRECTION: OPERATIONS STRATEGIC DIRECTION: MARKETS
A «“Gﬂji\
OPERATIONS 3
MECHANISM pﬁggfﬁ% TARGETED
_ _ & CUSTOMERS
Value Delivery Mechanism SERVICES

(Operating Model)

[3) uivuy

20

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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BUY THINGS, WE KNOW WHAT WE DO GET

TOWER FAN DATA
9 |

NEED, WANT, WOW

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA

AIR FLOW NOISE DEGREES OF FAN

PRODUCT PRICE | (2fromunit) | LEVEL | OSCILLATION WARRANTY | SPEEDS
Otrastimine. | $% 8mph | 68dB 95° 05KWH | jivite 4
B,G?;:fts:,?:: $$$ 6.8mph | 67.2dB 95° .03 KWH P 3
B $$ 6.6mph | 65dB 90° 03KWH | Ayear 8

Lask ' ' ' . 1year
R $$$ 67mph | 635dB 90° .05 KWH ki 3
DysonAMo7 = $$$$$ = 6.3 mph 61dB 700 05 KWH 2 yeol 10
-3 g 0 warranty
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HELPING EMPLOYEES SEE THEIR EFFECT: LEARN & EXPLAIN THE
PURPOSE OF EACH PROJECT/TASK IN TERM OF THE CUSTOMER

Line of Sight Examples

Factory Workers Satisfied Customer

Ensures A great product Increases

efficient without defects positive brand
production  JZ0 gets to customer J=f§ perception to
and product in stock and on benefit employee

quality time and customer

Accurate Relieves cash-
billing and flow pressure to

accounting allow more
saves reS(l)urces ford benefit
company employees an employee and

money and customer customer
resources relationships

Increases
positive brand
perception to

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




BOTTOM LINE

v
CATEGORY 3 TO STRATEGIC DECISION

VISION, MISSIONS, l

CUSTOMER »
FUTURE TRENDS,  +evecene » CAT 21 <« ARAYTICS EFD. o

RELATED BUSINESS

L

PRODMCTS « MISSION ACHIEVEMENT
i EBERVIGES i « FINANCIAL VIABILITY
STRATEGIC DIRECTION: OPERATIONS STRATEGIC DIRECTION: MARKETS Drive revenues; without them, businesses
_«w“\ ,‘cw{\ cannot continue to exist.
MECHANISM ARGETED TARGETED :
_ . P“U[L”“s CUSTOMERS .
Value Delivery Mechanism =
(Operating Model) SERVICES :
I3 vuvs ] A :
..-..-..-.-..-..-.-l.-..-.-l.-..-.-l.-..-.-..-..-.-..:

23 Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




IN EDUCATION

NARN NN TUATUNITANEN

PRODUCTS & SERVICES

TEACHING N R (0 A, E A Py

- INTELLECTUAL .2 o
HEy T\ {H;§ =———>  PROPERTIES —_— WG UINIS ¢
. PATENT

ACADEMIC

SERVICES I Uams: WiAusnn —>  flFusns?

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




ACADEMIC PRODUCTS & SERVICES ARE ABOUT TRUST

NARN NN TUATUNITANEN

PRODUCTS & SERVICES \BONY Llﬁzel%’] (Requirements)

ANMNTITN | LWUBIR

nangmns —

Tasanlogusms ) §lgumiin

(Customer’s Requirements) AoINTANYINIUTA
(Requir_emenls)

TEACHING g

0 FEEDBACK

« INTELLECTUAL o
=P  PROPERTIES — 1ATH11TUINS
- PATENT

ACADEMIC

SERVICES TA1dE5nen —>  TasH1guanIs

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TEACHING

VISION, MISSIONS, I

FUTURETRENDS,  vicove e s CUSTOMER
RELATED BUSINESS " CAT_ z '1 i ANALYTICS INFO. omf
——— INSIGHT | QEETE =
— _ P

4
PRODUCTS

.....................................................

& SERVICES

]
STRATEGIC DIRECTION: OPERATIONS STRATEGIC DIRECTION: MARKETS

ﬂk OPERATIONS ﬂﬁ
MECHANISH il TARGETED
CUSTOMERS
Value Debive ry Mechanism

&
(Oparating Madel) SERVICES

Ormmm

Nangms
Customer Journey

Nangmns
Customer Journey

NANFN3
Customer J’ourney

Nangmns
Customer Journey

PRODUCT OFFERING
CUSTOMER EXPERIENCE

ENGAGEMENT: PRODUCTS &
SERVICES (CORE & SUPPORT),
CRM, BUILD LOYALTY

(3.1) MARKET DATA

—
o
o5

024

Female

uswabehu]

9|19A9 8)17 Jawoisny

lllllllllllllllll

2

0] SJawoisny dasy

DISSATISFIED RESULT:
- Lead to Complaints

- Break Journey (Loyalty?)
Continue with Competitors
Possible of compensation
Reputation damaged
- Higher operating cost

- MISMANAGE COMPLAINTS (Cost a lot of damaged)

- Lack of Trust? > Brand damaged > Loss sales
- Lack of Loyalty > Loss sales
Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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2021

100+

©0-24

£5-50

20-84,

T0-74

85-80

THINGS CHANGED EVERY SECONDS, SO AS CUSTOMERS

EOTVEN DRl Rilad Population Pyramids of the World from 1950 to 2100
Thailand v

s 09,950,843

Male oo Female

0.3%'0 1%

0.1 IOZ‘*
03%.0.5%

08%

1.0% 1.3%

1,062,721 1,329,971

e - - - - - - -

PNENEN AN TERKZEY

e _ e
A _ e
azy _ A%

UNEEEEENEEEEEEEEEE R SRR LY

20-24) Y3 U ~
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“ 26%¥25*
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REFLECTION SHEET




anA1 (CUSTOMERS)

QJQd

oRndSasuaaIRaEesaItag INNGIENST
d01UnsuWaLFg9uasanaT (VOICE OF CUSTOMERS)
MAUNWBILAZA IRLAREAINNATANII2DIHITEW LAz

ANANGNDY TINNIATTIAVIHNANAUS VLT ULLAE
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Product Service Monetary Time
Benefits Benefits Costs Costs
Perceived + Customer I — Perceived
Benefits Value Sacrifice
Relational Image Energy Psychological
Benefits Benefits Costs Costs

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




HOW DO WE MEASURE THE SUCCESS OF CUSTOMER INTERACTION?

Customer Satisfaction Score (CSAT) 60%

First Contact Resolution (FCR) 519

Il

Net Promoter Score 38%
Customer Delight 13%

Customer Effort Score

0% 10% 20%  30% 40%  50% 60% 70%

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




Customer Effort and Outcomes

Easy .-
8
:
i H
°,.
Hard T a3 = 4 H ' 3 H
How likely is the customer to recommend
Recommend

Against

39

For

« A customer is
much less likely
to recommend
the greaterthe
effort thatis
required of
themin thecall

Recommend —

Overall, how easy was it to get the help you wanted today?

easy easy difficult difficult difficult
| | | | | | |

1 2 3 4 5 6 7

m ° % Difficult ° Net Easy Score

How we

calculate
‘net easy’

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




anA1 (CUSTOMERS) (85 AZLLUY)

e f. ms%’uﬂ'esjﬁauuasgﬂﬁ’ﬂmjuﬁu

3.1 AMMNATAKIIYDY Qﬂﬂy"’l (Listening to Students and Other CUSTOMERS)
. 2. N5TILUNNENESIUBAZANAINANTN WAZAISHIARANITIA
(Customer Expectations) et AR
ANSANET 398 LLAZUINIT Y
(40 ﬂ%l,l,uu) (Student and Other CUSTOMER Segmentation, and Program and

Service Offerings)

341 ﬁ’)'luﬁ'lﬂﬂ"i'ﬂlﬂegnﬁ’l (Customer Expectations)

LRARTUY

o v ot < < 13 ar v a <0
Watalonudanszuunisiasans M lunisiunsanm Uszifiuanuianala
wazANNlifanalaragnAt MsiMuANENLAZAIUIDIRNAT UAZEINNTY

ns=UAUNISTIUUALaz1sy usimﬁnﬁmﬁtﬁamuﬂumgné’ﬁuazmmﬂ Tﬂﬂﬁ‘iﬁ&jﬂﬂ&l"lﬂ

WaldzmassumAniauA iy imdlanianumandsasgnaiuaziulgs
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anA1 (CUSTOMERS) (85 AZLLU)

L]

Qs U
3.2 AMANANNKRIBIANAT (Student and Other CUSTOMER Relationships and Support)
o 2. NISARKIAIINRIWE lauazAHENWLYBIiSauLAzZaNATNANDY

o N. ANNANRUSUAZNITIUUAYUELIBULAZANAINANDY )

(Customer Engagement)
(Determination of Student and Other CUSTOMER Satisfaction and ENGAGEMENT)
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building, the active relationship, and a follow-up strategy) Auaa1iwag19ls da1ubAIan 1988191519073
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CATEGORY 3
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FUTURE TRENDS,
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———___INSIGHT

v
STRATEGIC DIRECTION: OPERATIONS
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OPERATIONS
MECHANISM

Value Delivery Mechanism
(Operating Model)

BASIC: OPERATIONS
(PROGRAM/RESEARCH/SERVICES)

3.1 mwmmmwaaanm (Customer Expectations) : ﬂm‘lluad'aﬁmiaﬂﬂal's‘luﬂ'l's
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TO STRATEGIC DECISION

3.1

CUSTOMER

BASIC: LISTENING

CAT 2.1 «-ereeeseess ANEIl.JYSTTIggnIEr?FO. o
| O ] EXPECTATIONS  CURRENTCUST. Market
J—‘-__J,__/ﬂ———’—”' A
:
PRODUCTS llllllllllllllllllllllllll "
& SERVICES ¥

STRATEGIC DIRECTION: MARKETS

BASIC:
NEEDS

TARGETED
PHU%UCTS CUSTOMERS
SERVICES

= Current Customers

m Competitors' Customers
Others

OTHER CUST.

« Parents

« Local Business

* The next school to receive
your students

« Future employers of your

students
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CATEGORY 3 TO STRATEGIC DECISION + Listening
VISION, MISSIONS, * Observe
FUTURE TRENDS,  +ereeeuenes » CAT 2 s AN.EIl_JYSTTIgSMIEI?FO. E)?;JESCE%I]Y:E)T\IS T Viarket

RELATED BUSINESS .
—INSIGHT B 2) doduts e
——— - i .
—_— Actionable
Information

LA BASIC: DESIGN
PRODUCTS

. ......................... & SERVICES :
v ¥
STRATEGIC DIRECTION: OPERATIONS STRATEGIC DIRECTION: MARKETS BASIC:
" OPERATIONS #{" : NEEDS
MECHANISM PaggETCETDS TARGETED
CUSTOMERS
Value Delivery Mechanism &
SERVICES

(Operating Model)

BASIC: OPERATIONS OVERALL m Current Customers
(PROGRAM/RESEARCH/SERVICES) « Listening = Competitors' Customers
* Interact Others

; * Observe
n. N133UN9iTeULaLaNAINENEY (Listening to Students and Other CUSTOMERS) OTHER CUSTOMER
- T W o « Parents
(1) difsunazandnanauniiagludagiy (Current Students and Other CUSTOMERS) « Local Business
. ﬂm'il'i'ua"i"a'ﬁ'nﬁmi'lm'[s‘lun'ﬁ%'uﬂ'a UHaNNWUS (Interact with) uazdoinmAissuLazanAINaNDY « The next school to receive
e i lasnBeasaumaiansav iU 1dle your students
« Future employers of your

students
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Actionable Information

IMMEDIATE &
ACTIONABLE FEEDBACK

QUALITY OF
PRODUCTS &
SERVICES

- STUDENTS &

- TRANSACTIONS

« Journey Stages

OVERALL

-

190006'.

3.1

: :_Aféfgé?g MULTIPLES:
- STUDENT GROUPS
CUSTOMER * Observe - MARKET

SEGMENTATIONS

EXPECTAT'ONS ) CURRENTCUST.|

PPORT

OVERALL

» Listening
e nteract
» Observe

m Current Customers
m Gompetitors' Customers
Others
OTHER CUST.

« Parents

« Local Business

* The next school to receive
your students

« Future employers of your

students
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m Current Customers
m Competitors' Customers
Others

MARKET SEGMENTATION

o9

Wug1WIUN19g5N3 Bottomline aginn19&8u (F9h
ALHUNNGINIADI1TINW)

¢e

PINHU

Segmentation 1UUN19IANANYNA o
1.Focusawuanﬂﬂiumaﬁm(mawmimnuwwiﬂ)a uﬂuﬂﬁo
nﬂﬁwa15nxumuoua¢nuua ANNANAIUNNS TN T

anA1
2.uﬁuwiﬁﬁmrU11unﬂﬁmnuﬂauanﬂwvwaiwlmuﬁﬁoanﬂﬁiu

auNAR .
3. 9ONUWUUUINSLNONDUAUDIBONAHANAN
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Automotive Classes

Sport utility Compact car Sedan D-segment Luxury car Sports car Hatchback Executive car Minivan Pickup truck Mid-size car Crossover
vehicle

HONDA L NISSAN TOYOTA

Neccord TEANA N5uUs Segmentation 1Uuns

MOUAUDIAIHAYADINITUDY
ANATUEIURAIAUY 9

ee
De

siazunuladrlunisanaula

To TIDAY
e NMSIWUSYUNYU WA

» Brand Loyalty

De=S

s NFTUIUNITWAR

* N13MYUA Spec. NSTUIUNIT
WNAB

* Spec IANAUTUNITHER

* NN59ONUUUANIUINNS

bi) % v: == 2 7 - ; 2 > .
MIRAGE G4 MAZDA 3 * NIENLUNYIYLAZNNSAATA
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GOOD SEGMENTATION

1. wanidgsmsviudouriuvasgnen
ALESrd  TEANA CAMRY fiu Segment du
- 2. AINNsUsNITHINsUINMS Y
NTMDUAUDY NUANAINY
(Purpose of Use)

[ Distribution Channel in Thailand ] Fnog1 Segment TunAgsHa Nuns
TrNudAysiaLU1ixY
“
90% 10%
70% 30%
g f g f ' 75% 25%
Colgate | 70% 30%
, 70%  » 30%
PHILIP M(iHlS
SMOOTH 50% 50%
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Route-to-Market

Hypermarket |

Univ. 262 stores, Cov.262, 2 Cust.

Supermarket
- Univ. 423 stores, Cov. 423, 71 Cust.

Perfumery

Univ. 494 stores, Cov. 494 | 2 Cust.

Convenience
Univ. 10,135 stores, Cov. 10,135, 8 Cust

---------------1

WS/C&C 1 * Mom & Pop

Univ. 205 stores, Univ. 360.085 st —
Cov. 205, 124 Cust. _, Univ. 360,085 stores, Cov. 84,

WIS

Univ.5,244 Stores

Cov. 4,905 o
o Minimart

D;%tribumrs : » Univ. 2,440 stores, Cov. 2,440
I---------------l
DKSH A Professional

Univ. 2,260 stores, Cov. 1,695

52

SHOPPERS

Direct
Trade

78.8% Mkt

Indirect
Trade

21.2% Mkt

pI9819 Segment Tun1A§INA NUNIS
TimnuaAysioLUINHNY
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Customization

Customer Centric

Customer Profile
* msUsenauaIn
o Fnunm (mathumil s918)

dunann
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Qutput
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Consumer Decision Tree

C-Store Beverage Consumer Decision Tree

Main Drivers C-Store Beverage

« Thirst Selection
+ Hydration

Through Day

Non-Alcoholic

Enjoyment/
Energy Benefit

=

Main Drivers
* Relaxation
* Good Time
* Functional

Carbonated
Soft Drink

Good Practice 11914 Retail:

NG5 NFIRFUANALIARINNTG
Fnaulaze uaz NNAZIRITUURUALND
ROUAUDYFDNIILRONTogNA1 (Store
Operations)

ToHAYNAIIIAIATYNIN ¢

Perlana {f Perlana Perlanall’erlana ‘,.,'./f 5840

. ey Ty Ty
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MBNQA (2008) Iredell-Statesville Schools

N

=2
o
~

ISS has identified its key stakeholder groups as students,
parents, staff, community, and business.
Core student market includes all children under 18 and under

which further segmented into

» » »

Segment Sub—segment
Former Former students and district alumni.
{
Current *By program: AIG, Regular, EC, ESL. ‘JQ
*By grade: Elementary, Middle, High.qi\
*By demographic: White, Black, Hispanic,
Economically disadvantage.
Prospect |Home school, Private school, Children not vet
@lternative of school age.
education)
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I anstomnation i ' ITE’s Key Market / Customer Segments

 Technical Education
. Ghanges a Nation

ITE's key market/customer segments are defined in Figure 6.1. To date, we have trained
more than 350,000 graduates (almost 10% of Singapore’s total population) under our full-
time and part-time programmes, to propel Singapore’s economic growth.

Figure 6.1: Key Customer Segments

Key Customer Segments Number Per Year

1) Full-time Students « Technical Engineer At least 25 % of annual
GCE‘N'  General Cerificate of Education 'Normal’ (Existing & Potential from  Diploma el Certaey ihnil
Level GCE ‘O’ / Normal e Higher Nitec intake per year, with total
- . E i : enrolment of 25,000
GCE ‘0 General Certificate of Education "Ordinary’ (Academic) [N(A)] / o Nitec
Level Normal (Technical)
GCE ‘A’ General Certificate of Education 'Advanced' [N(T)]
Level
2)Part-time Students e Master Nitec/ Higher Nitec ~ About 19,000 training places
(ITE Graduates or Adult / Post-Nitec / Nitec per year
Learners)
e Others (Short Courses, About 8,000 training places

Train-the-Trainer, Academic per year
Education)

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




CATEGORY 3 TO STRATEGIC DECISION 3 . 1

-
VISION, MISSIONS, CUSTOMER » Listening

FUTURE TRENDS,  .coeerees v CAT 2.1 worsewse PR ORI 1 ) i «
RELATED BUSINESS . ’
St e S EXPECTATIONS PoTENTIALcUST]  Market
B Actionable
nvium ¢ BASIC: DESIGN - FORMER
e AL R —— 5 - COMPETITORS
: & SERVICES i - OTHER
v v POTENTIAL CUST.
STRATEGI{?& DIRECTION: OPERATIONS STRATEGIC DIRECTION: MARKETS BASIC
o A NEEDS
OPERATIONS '4
MECHANISM Paggﬁ[ﬁus TARGETED
o CUSTOMERS

LISTENING ON Students, Customer LISTENING ON EDU. PROGRAMS
Support, Transactions (PRODUCTS), SERVICES
2 al&1alsa OVERALL u Current CUStomerS
BASIC: OPERATIONS ——— N
(PROGRAM/RESEARCH/SERVICES) -« Listening = Competitors’ Customers
. NIFFUNIHLIBULALFNAINGHBU (Listening to Students and Other CUSTOMERS) Others

OTHER CUST. (POTENTIAL)

« Parents

« Local Business

* The next school to receive
your students

« Future employers of your

students
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Figure 6.3: Key Listening Approaches

Surveys/Studies

* Admission (Frontline) Services Surveys
Telephone Services)

(Annual)

* Survey on Preferences & Expectations
of School Leavers (Triennial)

* Student Profiling Surveys (Biennial)

* Student Satisfaction Surveys (Biennial)

« Graduate Satisfaction Surveys (Annual)

* Employer Satisfaction Surveys (Annual)

* Brand Equity Studies (Trnennial)

« Environmental Scanning (Annual)

« Feature Analysis (FA) Model (Annual)

* QOverseas Study Visits

“Account Managers”

* Prospective Students — Marcom Dept

* BOG & Standing Committees
(AACs, SCC)

* Joint-ITE MOE Committee

* College Advisory Committes

* Worldskills Singapore Committee

« Ministerial Meeting with Polytechnics
& ITE (MMP)

+ Trainer Standards
Committee of WDA

Feedback Channels

* “In Focus with CEO" Sessions

* ITE Website

Events & Activities

* Industry Visits/Dialogues/Focus Groups

« Full-time Students — Class Advisors « Student Seminars
("Care Guardian™ System), Student * Principals’ Seminars

Counsellors, College Services Divn

« Part-time Students - Class Supervisors,
CET Managers, College Services Divn

» Graduates — Graduate Affairs Dept,

College Services Divn

« Orientation Programmes

* Expenience ITE Programmes

« ITE Discovery Programmes

* Students’ & Parents' Dialogues

« ITE-MOE School Networking Activities
* Open Houses/Roadshows/Career Fairs

* Principals’ Dialogues
* Discussion with Class Advisors
* Focus Groups (Strategic Planning)

(Sdnowsmwwmny

-suldomSugguﬂonSclnm

« Student Counseling Clinics

» Student Feedback Email Facility

+ Student Feedback Hotline

» Career Services Centre

+ Customer Service Centres & Hotline
* Quality Service Manager Hotline

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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Figure 2: Determining Customer Requirements

WIDE RANGE OF PLATFORMS AND LISTENING POSTS FOR INFORMATION GATHERING

e e

< Internal Analyses, & Profile,
| Public . Preferences of Students/Adult Learners

* Public Perception * National Manpower « Student Profiling « ITE Courses Feature

Studies Council IMTI,MOM, . Academic Advisory  SUrveys Analysis
* STEEP Scanning moLE}IESD.E;:l' Committees * Focus Groups/ * Student Care Centres.
Focus Groups with Employer Surveys Dialogues with Customer & Visit
by « Ministry of Education Students Bt
& SkillsFuture « Trade Associations
*QsM SEndhinos and Professional el * Graduate
[MOE & S5G) Bodies Y Employment Surveys
« Ministry of Manpower * Unions * Student/ Adult * Surveys of
& WorkForce o prospecti
Singapore veys their parents and
§ 5 (MOM & WSG) * Admission Surveys their teachers
Rt * MINDEF * Class Advisors
SWARD
* Ministry of Health
[MOH]

2011 Singapore Quality Award with Special Commendation Wi

S AR Y ' | DISCUSSION AND PLANNING PLATFORMS ¢ |

Executive Committee * College Management Committee
* Academic Council * Academic Management
= Organisational Excellence Committees

Steering Committee « Director of Schools Meetings

| = Sirategic Planning Commitee |

HI-TECH

i by
Development & Care mwm.mm

HI-TOUCH easily to needy
Fe: & « Catered to the different learning needs  Prior learning and work
4 xibility and learning pace experience of adult learners
ccassibiity must be recognised
Value « Qualifications must be recognised and widely accepted
Quall « Delivered by competent teachers, in a conducive environment with quality
iy learning infrastructure and effective student services
HI-TRUST
= Prepare PET students for skills * Prepare adult learners for
deepening and equip them with generic upgrading and renewal needs
Future Needs skills & competencies to develop them

holistically and prepare them to be
career-ready. life-ready and world-ready

CET

Pre-Employment Training (Full-Time
Programme)

Continuing Education & Training (Part-Time

Programme)
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Incorporates market and customer requirements into the

strategic plans

In addition to the Discussion and Planning Platforms described in Figure 2, the information gained through
listening posts and other sources is assessed and considered for use in our strategic and annual planning at

organisational and establishment levels.

Examples of improvements made since 2011 under our Strategic and Corporate Plans to respond to new needs
of customer requirements, in tandem with external trends developments, are shown in Figure 3.

Figure 3: Innovations Arising from Engagement of Customers
and Stakeholders Included in Strategic Plans

MORE RESPONSIVE

« ITE Work-Learn Technical Diplomas
IWLTDs) introduced in 2018 offering a
new paradigm in progression

* Early Admissions Exercise (EAE)
introduced in 2017 intake for
applicants with strong interests
or aptitudes

+ Direct-Entry-Scheme to Polytechnic
Programme [DPP) introduced in 2013
for accelerated admission into Higher
Nitec courses

« Career Cluster Framework [CCF)
introduced in 2014 to train ITE
students for a cluster of related
occupations

« ITE Certificate of Competency (CoC)
introduced in 2017 to cater to PMETs
looking for bite-size training

« Recognition of Prior Learning (RPL)
introduced in 2013, providing a
systematic framework for
assessing the skills, competencies
and job knowledge acquired by
course applicants

MORE CHOICES

* 33 new full-time courses since 2012

« Average of 23 new CET courses
annually since 2011, including new
Certificate of Competency and
Certificate of Achievement courses

* CET courses reprogrammed into
Accessible, Bite-size and Convenient,
to make choices easier for learners

MORE VALUE

* Enhanced Internship Programme
Framework will be incorporated into
all courses by 2020

+ ITE Academy, set up in 2013,
to enhance teaching competencies

* 18 Generic Skills & Competencies
(GSCs) infused into the curriculum to
develop ITE students holistically and
to prepare them to be career-ready,
life-ready and world-ready

* MyConnexion introduced to facilitate
innovative ICT-enabled teaching

+ ITE Endowment Fund set-up and
financial assistance streamlined

+ Authentic Learning facilities which
make learning work-ready

+ Global Education Programme Model
to cross-culturally enrich students
and make them world-ready

* 8-Track Student Development
Framework to allow different focus
based on students aptitude and
preferences

2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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B: Determine
A: OVERALL Segment

« Local Business

* The next school to receive
your students

« Future employers of your

students
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CATEGORY 3

TO STRATEGIC DECISION 3.1 AR
VISION, MISSIONS,
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» Observe
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E
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OPERATIONS # Programs to Current
MECHANISM ARGETED
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SERVICES

- |dentify, Adapt
Programs to enter
new markets, to
2. mifi'hLLunnajaa;j’t%'auskazgnﬁ"ﬂna:us‘u WazMSATHRUA

attract NEW students
(Student and Other CUSTOMER Segmentation, and Progra

A: OVERALL
N5
Expand market

(2) nsamn AN 398 WazUSN159 (Program and Service Offerings)

m Current Customers
« Listening = Gompetitors' Customers
* Interact Others
* Observe
aaniuiiasnisadnelslunisimnisidne 398 wazusnisy L OTHER CUST.
antiuriaeelsluns
o AUNIANNI LT (Requirements) WazAINABINTS (Needs) AIMNITIANTITANGT LAZUTNITY 9 NEITOU - Parents
gnﬂ"msjuﬁu uaEnanA (Customers, markets, product & service offering) ° Local BUSineSS
o fimuA (Identify) uazUSU (Adapt) n1s9an1sAnE aMoruAnANgas 398 uazuinisy ielinauaussanIm e The next school to receive
Aasntsuazinlviviia (Exceed) AnuAAniizasuraznaugiseou nzg'ugﬂﬁ"lgu UaZEIUAATA (muﬁi:q'l’;" your students
TulAsas1909dn9)
« fmuauazUsuUNsIANsAnY Saemuanangns S50 wazuSnis anseadiSouuazandn
ngulnal 9 191zmatnlni wazadrelantalunisaeisaiuduiusiudiZonuazgnAinguiu
luﬁwﬂu (’?) [Enter New Markets, Attract New Customers, Create Opportunities to expand relationships with c

urrent Customer>Loyal Cust.]

« Future employers of your
students
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1) Full-time
Students

iR
AwakD

2) Part-time
Students or
Adult
Learners

Table 6.2: Key Requirements of ITE Customers

Age (17-19 years old)

Secondary school leavers [GCE 'O’,
N(A), N(T)]

Kineasthetic Learners
Technically-inclined

Creative & Enterprising
Street-Smart & Practical

62% from families with monthly
household income of <$2,500

Working Adults / ITE Graduates at least
16 years old

Skilled / Semi-skilled

Specific needs to upgrade for career
opportunities & advancement

Need for quick refresher/reskilling and
updating courses

Need for affordable training

Need flexibility in scheduling

*« o o 00

m Key Profile Customer Requirements

Responsiveness
Relevance
Value

Quality

Care

Responsiveness

Value

Flexibility & Accessibility
Quality
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2019-2020 Baldrige Performance Excellence Framework (Education)

Education Criteria Commentary

This commentary provides brief summaries of the Baldrige Education Criteria for Performance Excellence categories and
items. It also includes examples and guidance to supplement the notes that follow each Criteria item in the Baldrige

Excellence Framework (Education) booklet. For additional free content, and to purchase the booklet, see
https://www.nist.gov/baldrige/publications.




3.1 Customer Listening

Purpose

This item asks about your processes for listening to your students and other customers and determining customer groups
and segments. It also asks about your processes for determining and customizing program and service offerings that
serve your students, other customers, and markets. The aim is to capture meaningful information in order to exceed your
students” and other customers’ expectations.

Commentary

Customer listening. Selection of voice-of-the-customer strategies depends on your key organizational factors. Most
organizations listen to the voice of the customer via multiple modes. Some frequently used modes include focus groups
with students and other key customers, close integration with key student and other customer groups, interviews with
lost and potential students and other customers about their purchasing or relationship decisions, comments posted on
social media by students and other customers, win/loss analysis relative to competitors and other organizations

providing similar educational programs and services, and survey or feedback information.

Actionable information. This item emphasizes how you obtain actionable information from customers. Information is

actionable if you can tie it to key programs, services, and processes and use it to determine the value, cost, and revenue
implications of setting particular improvement goals and priorities for change.

Listening/learning and strategy. In a rapidly changing technological, competitive, economic, and social environment,
many factors may affect students” and other customers” expectations and loyalty and your interface with students and
other customers. This makes it necessary to continually listen and learn. To be effective, listening and learning need to be

closely linked with your overall organizational strategy.




Social media. Student and other customers are increasingly turning to social media to voice their impressions of your
programs and services, and your support for students and other customers. They may provide this information through
social interactions you mediate or through independent or student- and other customer-initiated means. All of these can
be valuable sources of information for your organization. Negative commentary can be a valuable source for
improvement, innovation, and immediate service recovery. Organizations need to become familiar with vehicles for
monitoring and tracking this information.

Social media is both a means of listening to students and other customers and a means of communication, outreach, and
engagement. Effective use of social media has become a significant factor in student and other customer engagement, and
ineffective use can be a driver of disengagement and relationship deterioration or destruction.

Customer and market knowledge. Knowledge of students, student groups, other customers and customer groups,
market segments, former students and other customers, and potential students and other customers allows your
organization to tailor programs and services, support and tailor your marketing strategies, develop a more student- and
other customer-focused workforce culture, develop new educational programs and services, evolve your brand or image,

and ensure long-term organizational success.




anA1 (CUSTOMERS)

3.2 ATNUNNUYBIANAT (Customer Engagement) : amuumsmsamﬂﬂumsasw
m'laq&mwusnuwLsﬂuu,auanmnauauuauﬂsumumwwawa%u,aum'mwnwu

(45 AZLLUN)
N. ANTNAUSUALNITAUUAYUHLIEULAZANAINANDY <) (Student and Other
CUSTOMER Relationships and Support)

(1) N1SAANISAIINTNNUS (Relationship Management)
sanvuiiisnisagnelslunisashe uazdanisanudnnusiugisounasanAngadu
g01UnAISN15081915IHN19IN1IRAIANIBUTZATTNANS §319LAZIANTITAINENNWS AULLIE
LAZgNAINGNDLNE
. GLﬁy[,m”Q”L%EmLLa:Qﬂﬂ”’lﬂa:u?immza%"mdmuﬂmmm
e IANTITUALAINATWAWANWN (Branding)
. %’ﬂmg”l,%smua:gﬂﬂ”'ma:uadiuvﬁ LazaRaIANEBINI AT IiniandnAaAanI luLaazded

NIIETWANAWSAUAN1UW (Customer Life Cycle)




73

‘ USTOM
FUTURETRENDS,  wooovonnw CAT 2,1 wimeesienicnens ANALYTICS N

RELATED BUSINESS e
INSIGHT | QEITE .

A
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; 2.3 ‘ : H ‘ B. DETERMINE SATISFACTIONS,
O ) @) . . . DISSATISFACTION &
Pre-Adm.  Admission Year 1 Year 2 Year3 Year 4 Post-X ENGAGEMENT

Customer Journey

Customer Life Cycle (Education)

' » OTHER cUST. | Parents
« Local Business

 The next school to receive
your students

CUSTOMER ENGAGEMENT can be measured in many ways, « Future employers of your
including: students
» Email open rates

Social media interactions
Time on site

Page views

Brand loyalty increase
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Typical Age

Figure 1: ITE’s Role in Singapore Education’s System

\
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* Marketing Presentations at Schools
* Open Houses/ College Visits
 2-Day Experience ITE Programme

* |TE Electives

 ITE Skills Challenge

* Practical Tests and Interviews
during Intake Exercises

* Matriculation
* Financial Assistance

_T/\ﬁo‘b"’%
Pre-ITE Admissions

RNEY

Figure 4: Holistic Education Journey

‘Hands-on, Minds-on, Hearts-on™ Education at ITE

* Industry Visits and Talks
for Educational Career
Guidance

* CCAs Selection
* EDGE Camp

* Authentic Industry
Projects and
Assignments

¢ Industry and
Community
Engagements

* Participation in Local
and International
Competitions

* Supporting Students during
Internship

* Career Fairs at ITE

* Information and Skills for Job
Search and Career Progression

* Industry Visits and Talks
for ECG

* Preparation for Internship

Year 1 Sem 2
Sem 1

* Graduation

* Alumni and CET Offices
connect with Graduates

* Track Progress in Job
Search, Career
Progression and
Further Learning

* Qutreach to Post-NS
Graduates on
Employment and
Upgrading Matters

+ Generic Learning and Services Delivered
* Weekly CARE Hour by Class Advisors
« Life Skills Modules Emphasising Values and Generic Skills

¢ Dedicated Resources to Strengthen Numeracy and Literacy Skills

. Collaborating with Alumni, Self-Help Groups and Partner
Organisations for Mentoring and Enrichment Programmes

-'n'-‘

‘ 2rATA ‘
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(45 AzUUR)

3.2 Customer Engagement: How do you build relationships with students and other
customers and determine satisfaction and engagement? (45 pts.)

ENGAGEMENT

A

* Parents

* Local Business

« The next school to receive
your students

« Future employers of your
students
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« Parents

* Local Business

« The next school to receive
your students

« Future employers of your

(1) M3IANITAMMNANNUS (Relationship Management)
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a. Student and Other CUSTOMER Relationships and Support
(1) Relationship Management How do you build and manage student and other CUSTOMER relationships?

ENGAGEMENT

A

students
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Multiple Customer Contact Points

We start to win over potential students while they are still in secondary schools, through

designing touch points that are easily accessible and ensure that the ‘Voice of Customer’
is heard throughout students’ life cycle with ITE, even after their graduation. Besides

GCE ‘N’ General Certificate of Education 'Normal'
Level

GCE ‘O’ General Certificate of Education 'Ordinary'
Level

GCE ‘A’ General Certificate of Education 'Advanced’
Level

78

general access channels such as ITE Website, Customer Service Centres (CSCs) and
Hotlines, we have in place ‘contact mechanisms’ for students at different phases of their
academic career.

Before Enrolment. Marcom Officers visit secondary schools to introduce ITE and our
progammes to students and teachers, through a half-day Study Pathways event, a
1.5-day Experience ITE Programme (for Sec 2 and 3 students) and ITE Discovery
Programme (teachers). The three Colleges also organise Open House and
proactively explore new channels to provide customised information, including direct
mailers, quarterly e-newsletter ‘Cheer’ (for teachers), and a new web portal
‘DefiniTEly’ for Schools.

During Enrolment. Hassle-free application by fresh GCE 'N' and 'O' school
leavers during the annual Joint Intake and Admission Exercises through the ITE
Website. At Colleges, course counseling is provided to help applicants make informed
choices about their courses and future.

Adult learners also enjoy the convenience of web application. They can apply at any
of the four Customer Service Centres in the three Colleges and HQ. In addition, they
can call the Customer Service Toll-free Hotlines.

After Enrolment. Once enrolled, we have an established Student Care Framework
(see Figure 6.4) to provide care, guidance, motivation and support to students
throughout their academic life cycle.
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Deputy Chief Executive Officer
(Academic)

D/CGS = Director/College Services

SH = Section Head
CM = Course Manager
DOS = Director of School

Figure 6.4: ITE Student Care Framework
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CLICK

Connect, Look After, Instill, Challenge &
Kindle Framework

In line with the strong care culture, a CLICK Framework (see Figure 6.5) was
formulated in 2010 to reinforce care practices among lecturers. The Framework
encapsulates the unique collective capability of ITE lecturers in caring for and
developing their students, via five caring strategies (Connect with, Look after, Instill
values, Challenge students and Kindle interest).

Adult learners with different needs come under the direct care and guidance of
Managers/Supervisors for Continuing Education & Training (CET) at the Colleges,
where surveys are conducted upon programme completion, to determine students'
satisfaction.

Figure 6.5: ITE CLICK Framework

onnect with stuge
GO e parents 'S

Motivated
& confident
Hearts-on
student
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CUSTO

* Parents

* Local Business

« The next school to receive
your students

« Future employers of your
students

\ElCIa  MULTIPLES

A1: Increase
Market Share

/4

= Current Customers

A1: Branding

= GCompetitors' Customers
Others

A1: Retain, Meet,

Exceed
Expectations

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




CATEGORY 3 TO STRATEGIC DECISION

GCUSTOMER
CATZN ANALYTICS INFO.

VISION, MISSIONS,

o IENCITTTINN

FUTURE TRENDS,  wooovernrnp

RELATED BUSINESS
<

| QEZEm -

i
PRODUCTS
& SERVICES :

PERATIONS STRATEGIC I]lREC}'IﬂN MARKETS

3.2

CUSTOMER

CURRENT CUST.

BUILD 1.MANAGE
RELATIONSHIP RELATIONSHIP

' ¢

A. PROGESS FOR POSITIVE EXPERIENGE

2.ENABLE ...TO SEEK
INFO & SUPPORT

[x]
c
[Z]
—
. (=]

Cystgmer
Journey

¢

¢ + + ¢

Year 1 Year 2 Year3 Year 4 Post-X

LU LU 2 ACCESS & SUPPORT

Customer Life Cycle (Education)

I >
»

O

Admission

ENGAGEMENT

Pre-Adm.

OTHER CUST.

. AMHAHAUTUALNMITUUAYUELIOULALANAINGHNDU <) (Student and Other

CUSTOMER Relationships and Support)
(2) madhfiauazmsaduayudisauLazanAINGHEY (Student and Other CUSTOMER Access and Support)

o daod ' i v o d k3
amuuu'xsn'lsaﬂ'm"ls'lunﬁmel‘lngLiﬂmsavanmnauaummsn FUAUAISHULNARAE

SUMTERUAYUINENIUY
[ so1iuzelvngsnanitanlduinig (support) aehsls aadufinnsavuayuiidAgundifouuay
gnAINguau saunenalanan (means) Tun1sdoansaslsthe 38msaandnfianauansieiuadislsluusas

! o ! 7 ~ dod 1
naw {iSeu ndugnAn wasdmnan (*) aaduiiisnnsedrelslums
 AUMIANIAABINITRANABIISEULASNAINGNEYU Tun135UNT13aRUaYU (Determine customers’

KEY support requirements)
* fNgnam (Deploy) H"numa\‘lmimnm'ﬂ‘ﬂfi‘nnnuu.amnni..mum‘i‘ﬂl.ﬂmﬂmm&]ﬂg]um (AII people and process

involved in customer suppon)

B. DETERMINE SATISFACTIONS,
DISSATISFACTION &

CUSTO

ENGAGEMENT

“ 4

\ElCIa  MULTIPLES

A1: Increase
Market Share

A1: Branding

= Current Customers

= GCompetitors' Customers

Others

A1: Retain, Meet,
Exceed
Expectations

 Parents

« Local Business
« The next school to receive

your students
« Future employers of your
students

A2: Enable Access
Programs & Serv.

A2: Determine KEY
Support Requirements

MULTIPLES

A2: Comm. (Means) A2: Fits to Each
Segmentation

A2: Deploy to Customer
Support (Build Culture)

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA




uu

E B U.S. Department of Education

Student Loans Grants

\GRANTS :

STUDENT LOANS
Get all the information you need to apply for Learn more about grant opportunities,

or manage repayment of your federal applications, and details about grants
student loans. awarded
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« U.S. Department of Education to Establish an Enforcement Office Within Federal
Student Aid

« U.S. Department of Education Approves Wyoming's Plan for Use of American
Rescue Plan Funds to Support K-12 Schools and Students, Distributes Remaining
$101 Million to State

« U.S. Department of Education Approves Michigan's Plan for Use of American
Rescue Plan Funds to Support K-12 Schools and Students, Distributes Remaining
$1.2 Billion to State

« More...
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« FAFSA
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« More...
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Ref: https://www.researchgate.net/figure/Concept-of-In-Joy-Life-smart-tourism-8_figd_269666526
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- Provides ease of access for customers to seek assistance and information to
enhance the customer experience

TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Figure 7: Avenues and Contacts Points

85

An ITE graduate, whether PET or CET,
remains in the ITE family for life. (See
Figure 7 for the multiple touch points
in the different stages of students’ and
graduates’ learning journey with ITE.)

In designing various customer touch
points, we give careful consideration
to the unique needs and expectations
of our customers. With touch points
that are easily accessible, we start to
win over potential students while they
are still in secondary school and
ensure that the ‘Voice of Customer” is
heard throughout the student life
cycle with ITE, even after their
graduation. Besides general access
channels, such as ITE Website,
Customer & Visitor Centres (CVCs),
Student Care Centres at all 3 Colleges

Admissions

Learning at ITE

Learning Pathways * Experience ITE Programme ®
ITE Website » Walk-in Customer & Visitor Centres
Toll-Free Hotline * Seminars for Parents

Talks in Schools ® Seminars for Teachers

Mass Distribution of Admission Booklets to Schools ¢
Online Registrations for PET and CET

Course and Programme Counselling

Walk-in Customer & Visitor Centres

Toll-Free Hotline » Financial Counselling

iStudent (one-stop portal for all e-services) »
myPortal - frequently used services »

Student Care Framework ¢ Class Advisors ¢

Student Care Officers « ECG Counselling *

DISC and Career Profiling * Student Care Hour
Module Lecturers, Section Heads, Course Managers,
Directors of School as contact points

ITE Alumni Association * ITE Graduate Affairs Dept ¢

Career Services Centres » Upgrading and Progression
(WLTD & CET) = Social Media
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Sets performance standards at customer touch points to ensure consistent
service delivery

As an education institution, the customer touch points that matter most are those related to teaching and
learning. ITE's Student’s Satisfaction Rate is derived from a composite of dimensions (such as Teaching
Effectiveness and Quality of Training Equipment) that aligned with the ISO 9001 Quality Objectives for
Curriculum Delivery.

As part of education outcomes, our academic staff also endeavour to build purpose and motivation for
students to complete their education at ITE. As such, the Student Success Rate and, conversely, the Student
Attrition Rate, are crucial as indicators of customer success. Notwithstanding ITE's high Success Rate
compared to international benchmarks, ITE continues to set a high stretch target of 90%. This ensures that
management and staff are continually challenged to focus even on the lowest band of achievers to ensure
they graduate towards a better life and a better future. Between 2012 and 2017, Student Success Rate
increased by a significant 4% points.

In addition, ITE uses customer service standards that are consistent with the WOG, and which apply to customers
and the public alike. These are embedded in the Feedback Resolution Framework. ITE's Service Standards are
shared with all staff in the ITE Knowledge Hub as a Service from the Heart publication epitomising the service
commitment from all ITE staff.

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Expectations -

?

Figure 3: Learner-Centric Business Model

Stakeholders

Management Processes

ITE Heartbeat > Long-Term > Annual Corporate &
(MVV] Strategic Planning Establishment Planning
Brand Management

IS0 9001 for Quality Management for PET and CET

Production of Products & Services Delivery of Products & Services
Curriculum Design & Development Curriculum Delivery Assessment

Key Products & Services

Full-time/Traineeship Courses Part-time/WLTD/Industry-Based Courses
(PET] [CET)

f

Supporting Processes

:

Academic Planning Student Graduate Industry A 5

& Admission Services Affairs Services 4 s

-8

i S

System Centric a3 g

[

Branding & ifocomm sud Facilities Human Resource Financial o

Marketing IT Minansiant B & Talent Planning

Communications 9 9 Development & Budgeting

1SO 14001 for Environmental Mgt System
(IS0 9001 Quality Management, includes Procurement)

Partners /Suppliers

Review & Continual Improvement ¢
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TRAILBLAZER IN CAREER Figure 4: Critical Processes Supporting Teaching
AND TECHNICAL EDUCATION z
' The Academic Quality Committee (AQC) it

provides oversight on academic quality issues,

based on analysis of audit results and inputs on *Corporate Performance Review

process quality reviews from HQ and Colleges. Academic Quality G Performance Review

Assurance sAcademic Management CommitteeSelf-Assessment

ITE's Academic Quality Management System *Feature Analysis

for PET programmes has been ISO 9001-

certified since 2002. Our CET programmes

also attained the 1ISO 9001:2008 in 2011. In  [LULCUELLY *E-Services

November 2017,  ITE's Integrated [Liitl) *ICT-Enabled Learning

Management System has been successfully
recertified and transited to the new ISO
9001:2015 and 1SO 14001:2015 standard for | (- ol
our PET and CET programmes, with no [0l

significant audit findings. The continual series of
internal and external ISO audits ensure
consistently high quality and standard for ITE 1348 *Explore, Equip & Engage
courses across the 3 Colleges under ‘One ITE

System" Special Needs *Counselling, Support & Accessibility, and Employment

*|TE Education & Pedagogy Models
*Talent Development Programme
*Student Volunteer Corp
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Figure 2: Information Systems and Applications to Enhance Knowledge
(‘New’ refers to after 2011)

ACADEMIC & STUDENT SYSTEMS

iStudent

Admission, Student
Records, Exams &
Certification, Student
Financials

| NEW
myConnexion
Online e-learning system
 NEW
myPortal

Student portal to access
all systems

[ NEW_J

Internship Portal

——— [

Knowledge Hub

» Establishment/
Functional Information

+ Circulars/Manuals

* e-Bouquet/
e-Compliments

myHR Portal

Incorporating e-Human
Capital System

| NEW
Student Attendance
Performance System

« Student Attendance
Recording System
(STARS)

* Student Attendance &
Enrolment Dashboard

| NEW
Learning Performance

Analytics - Phase 1

Student Learning Profile
Dashboard

 NEW
Assessment
Management Data Mart

Customer and Corporate
Relationship
Management Systems

Industry Sector Portal

TS e
KRIS

E-filing and Workflow
System

W

ACE

Finance & Procurement
System

CORPORATE SYSTEMS

PRAISE

CCA marking scheme
which looks at students’
Participation,
Representation,
Achievement, Leadership,
Service and Enrichment

=y
elPPT
Student Real Work System
iDeLite

Service Training System

T
CPS

Contract & Payment
System

Building Management
System

InnovaTE/e-TEAM

* Customer Action &
Resolution (CARE)

* |ITE Website &
Facebook

* ITE Alumni Portal

MEIEERRN]

Assessment Management

Data Mart

myHR Portal
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Table 4: Information Dissemination Channels

Target Groups IT-based Platforms Social/Interactive Platforms

Internal » Analytics (Student Attendance and « ITE and Establishment Work Plan Seminars

(within ITE) Enrolment Dashboard, Business  Management Communications Platforms,

(Staff & Unions) Intelligence Reports, Assessment including Staff Events, such as ITE Care Festival,
Management Data Mart and ITE Innovation Fiesta, ITE ExCEL Convention

Automated Attendance Alert System) and ITE Teachers' Day

* Knowledge Hub * Dialogues with Unions
(Establishment / Functional + Focus Groups (on new strategic initiatives)
Information and Circulars / Manuals) « Staff Induction Programmes
* MyHR Portal (e-HCS) * Key Publications and Videos: ITE Innovate
+ KRIS and ITE Trailblazer Brochures, ITE Service
+ Email System and Lotus Notes Handbook and annual ITE Corporate
¢ InnovaTE, eTEAM and iCARE Highlights
+ ITE Website * Posters on key OE Policies
External e iStudent « ITE Prospectus and Publications (eg. infinITE,
(Customers, « iDe’Lite Videos IgnITE and Annual Report)
Stakeholders, « ITE Website « Dialogues with Students and Staff (by
Partners & * Social Media Chairman, CEO and Senior Leaders)
Suppliers (Facebook, Twitter, Instagram) » Experience ITE Programme (for Sec School
and Public) Students)
* School Networking Activities, Open Houses
& Talks

* Media Publicity

¢ Industry Partnership Forums

» Sharing with Visitors to ITE and Foreign
Partners Overseas
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STRT\TEG!:&)I:PE;:::;UPERATIUNS . & . STRATEGIC DIRECTION: MARKETS ‘ c U STO IVI E R
A. PROCESS FOR POSITIVE EXPERIENCE CURRENT CUST. ENGAGEMENT l
BUILD 1.MANAGE K Market
2 ENABLE ...TO SEEK RELATIONSHIP | RELATIONSHIP ’,

INFO & SUPPORT i
3. MANAGE COMPLAINT (DISSATISFACTION) B. DETERMINE SATISFACTIONS,
: DISSATISFACTION & & Guryent.Gustomers . Sat,
e Dissat,

O . . . . . = Competitors' Customers

Pre-Adm.  Admission Year 1 Year 2 Year 3 Year 4 Post-X ENGAGEMENT Others » Engagement

=)
L
m LU LU 2 ACCESS & SUPPORT
A3: Resulted in Higher
_ Sat. & Engage Score

Customer Life Cycle (Education)
> OTHERCUST. |* Parents
* Local Business

I
AS: ReSE%!ZETm? Py & B a3 Gontrol Complaint « The next school to receive
your students

« Future employers of your
students

. APIHTNWNUBLALNITIUUTYUHLTYULALANAINEGNDY ) (Student and Other

CUSTOMER Relationships and Support)
(3) NMsIANTI5P8589 58U (Complaint Management)  Link saunileiiu 3.1 v 2 (Requirements)
sa1iufisdmsadislslunsdanisdasaadeuangiSounazanAnguiu
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legnihiftanele !
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80% o
Resplved 959,
Quickly Retained Of those \thO
complain:
C02r1(1):)/?ain R § 17/20 are
retained = 85%
6% 2
Retained
100 - ‘
Dissatisfied 54% Exit
e Of those who
. 31 |do not complain:
39% Retained
31/80 are
80% "
Do not 61% Exit - retained = 39%
complain
100

In total: Of 100 dissatisfied customers —
48% are retained and 52% exit

Superior Customer Satisfaction and Loyalty:
Engage Customer Satisfaction and Loyalty
ASQ 2010
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Figure 6.7: ITE Customer Resolution Framework

2011 Singapore Quality Awars th

iy i, PN

A WA Process Owner/Class Advisor/ MICSE / M/ICER, in consultation with
Ny e HOE, QSM and HR Divn (for sensitive issues)
' wﬁumm:m [Also refer to ITE Service Recovery Measures (Figure 6.2b-2)|
cases and weekly
for difficult cases 1
(8) Assessment of Feedback for
Improvements (Aggregation Process Owners/Colleges (for Student Matters) & EA Divn
of Foodback) (Quarteriy) for ) PR
(6) Review, Share & Recommend 1

Improvements on Pol
Procedure Changes i mﬁ‘,&:’”m -~
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CATEGORY 3 TO STRATEGIC DECISION

VISION, MISSIONS,
FUTURE TRENDS,  wooovernrnp
RELATED BUSINESS

GCUSTOMER

CATZN ANALYTICS INFO. le'l

MULTIPLES

B1-b: Actionable Info of Sat.,

|
e <

INSIGHT
+

FRODUCTS: . e

& SERVICES H

i
STRATEGIC DIRECTION: MARKETS

STRATEGIC DIRECTION:

__ OPERATIONS

Dissat., & Engagement

CUSTOMER

A. PROCESS FOR POSITIVE EXPERIENGE

BUILD 1.MANAGE
RELATIONSHIP RELATIONSHIP

cusTo i
3. MANAGE COMPLAINT (DISSATISFACTION)

@ B1-a; Effective . .

Admissi . Year 4 Post-X
mission AppI’OaCh in eaCh ‘gar ost

2.ACCESS & SUPPORT

Customer Life Cycle (Education)

I >

CURRENT CUST.

2.ENABLE ...TO SEEK
INFO & SUPPORT

Pre-Adm.

b

Segmentation

L%

. A1SARWIAINAIWE lauazAHENHULBIEISsULAZaNAINEHAY (Determination

u

of Student and Other CUSTOMER Satisfaction and ENGAGEMENT)

(1) Anuwanala anwlanonals WAZAINENWY (Satisfaction, Dissatisfaction, and ENGAGEMENT)
anUuiIBn1sadelslunsAum (Determine)  AmAanala Analdowala uazmuunwu
sasgiiouuasgnAngudy
1815 (determine) L“ﬂfi']ﬁﬁﬂ')’muﬁlﬂﬁi’h‘lfﬁmEl"l\iiiﬁ'm%JULLFia:ﬂtiNQvt%Em NgNgNATIY uazdIu
aaa (*) Msiauazasianmstesuliansammnaiaiansailuldle (capture actionable information) agnels

B. DETERMINE SATISFACTIONS,
DISSATISFACTION & ENGAGEMENT

CUSTO

> OTHER CUST.

ENGAGEMENT

ll\/larket

/4

LA

= Current Customers . Sat

e Dissat,
» Engagement

= GCompetitors' Customers

OVERALL-B

Others

» Parents

* Local Business

* The next school to receive your
students

* Future employers of your
students
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Figure 8: Determination of Customer Satisfaction on
Teaching and Learning

PET CET
Customers Customers

Sub-Indicators Sub-Indicators

¢ Teaching Effectiveness ¢ Teaching Effectiveness
,..,, il M | * Equipment and Facility Quality & * Equipment and Facility Quality
Availability & Availability

* Course Structure & Contents

¢ Student Welfare

¢ Student Development Programmes
* Financial Assistance

e ECG Services

¢ Contact Channels

* College Services

* Safety & Security
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@22ty : Airport service

The customer-experience program was designed to solve an airport's problems
serving travelers.

@ Comfort @ Ease @ Spoed (O Other %
Average customer-satisfaction score (1-10; 1 = lowest; 10 = highest) Q@
10.0
Delig O;H&:room d:?im&ﬁ
86 = ) evalabs
The airport was not eAvai!abiity aricl of
delighting passengers on . qua]_ ity
0.0-= the important drivers of POSSRORUON SO
satisfaction ©) Relevant and timely
85 - journey informaton
8.0 - o ) Entertainment for
Neutral @ - long-stay passengers
75 - Ease of drop-off () = © Finding check-in and
Retail vaniaty Outdocmo Transportation Security
7.0 ini i

B.5 -omp'my - ran(c)m o ooO o © Finding ground

O transportation
6.0 —  Retad total oo For the important &) Check-in process
Displeased Wmd drivers of satisfaction, _ .
55 B ) the airport was only (© Perception of efficiency
bmw @ Food and t meeting expectations and courtesy of TSA
5.0 = | -.!l  @arvers) ©) TSA checkpoint layout
OT P R 1 ' I ' I ! ! ([ Passenger processing
1 2 3 4 5 6 7 8 o 10 11 through TSA

Importance, % of total satisfaction
Source: McKinsey analysis
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Factor 1
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2.ENABLE ...TO SEEK
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b
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of Student and Other CUSTOMER Satisfaction and ENGAGEMENT)
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B. DETERMINE SATISFACTIONS,
DISSATISFACTION & ENGAGEMENT

CUSTO

ENGAGEMENT

ll\/larket

/4

LA

+ Sat,
e Dissat,
» Engagement

= Current Customers

= GCompetitors' Customers

OVERALL-B

Others

B2:
SATISFACTION
AGAINST OTHERS

» Parents

» Local Business

» The next school to receive your
y B2-a: Satisfaction

StUdentS against
* Future employers of your COMPETITORS
students

B2-b: Product &
Services
Satisfaction
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TO STRATEGIC DECISION

OVERALL-C

CATEGORY 3
iy iae s cusTONER | C. USEVOC
RELATED BUSINES‘S T cAT 2‘1 D ANALYTICS INFO. o <

__ INSIGHT

{Ommm 00

‘
1 PRODUCTS Srrrerere sy
& SERVICES i

i
STRATEGIC DIRECTION: MARKETS

C-b: support Operational Decision Making

STRATEGIC DIRECTION: OPERATIONS

3.2 -

CUSTOMER

__ OPERATIONS

A. PROCESS FOR POSITIVE EXPERIENGE

BUILD 1.MANAGE
2.ENABLE ...TO SEEK RELATIONSHIP § RELATIONSHIP

INFO & SUPPORT s RENCE |
- o I\/IAAGE I\/IPLINT (DSSATISACTION)
e

©O @ © e o o
BASIC-A

CURRENT CUST.

Year 1 Year 2 Year3 Year 4 Post-X

LU LU 2 ACCESS & SUPPORT

Customer Life Cycle (Education)

I >
»

Pre-Adm.  Admission

OTHER CUST.

C-a: Built Customer-Focused Culture (All)

A. N5 ldPayaLdeIa89anATULaTAAIA (Use of VOICE-OF-THE-CUSTOMER and Market Data)

an1ﬁ'uﬁ3§n1saei’m‘ls‘lun’rs’lﬁ'ﬁ'aa_»:laLtazaﬂsaumﬂﬂﬁmmaﬂaﬁaagnﬁ’mammm
LI so1iuiiisniseenslslumslddayauazansaumeileainidesaasgnaiuazaais (use VOC, market
data, information) LiR@as 9 TMuEIINNHNUUEITERIREINTY (to built customer-focused culture) wazaHiU

auunisanaulalunisujusinig (support operational decision-making)

B. DETERMINE SATISFACTIONS,
DISSATISFACTION & ENGAGEMENT

CUSTO

ENGAGEMENT l
Market

4 o

+ Sat,
e Dissat,
» Engagement

= Current Customers

= GCompetitors' Customers

OVERALL-B

Others

B2:
SATISFACTION

» Parents

« Local Business
* The next school to receive your

students
* Future employers of your
students

AGAINST OTHERS
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Voice of the Customer at MidwayUSA

Define your Customer: MidwayUSA’s Mission Statement indicates its Customers are retail shoot-
crs, hunters and users of outdoor products.

Mission Statement:
We are an internet retailer of shooting, hunting and outdoor products relying on high-performing, en-
gaged Employees who share our Values and align with our Culture.

Determine Customer Requirements: MidwayUSA surveys Customers to determine both their Key
Requirements and the ranking of those requirements.

2014 G Key Requirements Survey Result
Q3 2014 Rank
2013 Rank Q1 2014 Rank mm Active Loyal Active New Inactive Prospective

Competitive product pricing 1 I 1 1 1 1
Low-cost shipping 4 T 2 2 3 3
In-stock products 3 | 2 4| 3 4 2 2
Product selection s 4 < 4 3 4 6
Festshippinganddelivery 6 A s s 6 7

Identify S of Listening and Li: MidwayUSA uscs many sources,
but most data comes from electronic collection of survey responses and monitoring of social media.
BizRate Active Buyer Survey C :* book € ]

Ivokce: 24118718
oo prices, but bugh shipping charpes!

| have been a long bme midwary customes and | hawe spent housands over
the years but | am gong to stan shopping elewhere due recent changes o
midwarys shippang policy 10 Alasia They have started charging an exara 10

Iavokce 34120721 - Shipping Costs sre excessive.... Tht i one
season 1 don't shop hese 84 mach xmwmmwmisﬁmmwmﬁsmmﬂmn

Aggregate, Align & Distribute Information: Read comments, assign to appropriate Customer Key
Requirements, score and weight for prioritization, indicate the key themes and then send it to the appro-
prialc process OWner.

3 Low 45T Shapong charges 100 high
T Fam, Featue-Fich, Une Fr Webrre
3 Easyro Do Business Wih T2 M2x Poloies - VAT Codes, Uncles Pobzies. Prowding buthdane, survsss
1 Compettivs Product Pricing M 35 MisarysLE Cscounts, Overal high pricesllack of dscourts

T Fast Shipping and Delvery 3 2 3% Toa dow. don't e USPSISurepost

2 Sk Products S 13 Backosdees

Take Action — Process owner should suggest a corrective u:llon or action plan to correct all v u!ld Cus-
tomer issucs, this includes hanges to and Employees. Fi g
1s an excerpt from the MidwayUSA Su-alcglc Plan Summary.

PHEd Re-engineenng < we  Customer Satisfaction 4. Low-cost shipping AD
Competstive Price Benchmarking Process ws  Customer Satsfaction 1. Competitive product pricing ME
Creaton

M and Moni Ensure your Customers agree with the changes you've made by

¢ 2 to monitor perfc

as in step 4 and by continuing to listen
David Boone » MidwayUSA

Just got my second order in since you have implemented Nitro Express shipping
Wonderfull It's the answer to *how do you make a good thing even better?” Thanks,

Larry and MidwayUSAI
For more information:
om
Information is free to share (copy & ided proper is given to MidwayUSA.

w 1USA
l _ Voice of the Customer

150 goor:2008 Registered Since:
2009 & 2015 Reciplent of Baldrige National Quality
Baldrige Performance Excellence Program, Criteria for Performance Excellence
Item 3.1 Voice of the Customer

What is Voice of the Customer?

Voice of the Customer is the creation, collection, storage, use, transfer and
integration of information provided to you either directly or indirectly from
your Customer. All organizations have Customers, they are the primary
sources of revenue for the organization. Understanding their needs, and
their Key Reguirements, is critical to success. Traditional methods of
collecting Voice of the Customer (VOC) information might include survey
responses, complaint forms, and direct verbal feedback. Indirect methods
might include sales, foot traffic, number of new Customers, phone call
volume or other indications of overall Customer activity.

Why is the Voice of the Customer important?
The Customer is the life blood of any organization. Customers want a
ingful satisfying d ip with the izations whom they choose
to interact. Two-way communication is the key to any suu:ess!ul
relationship, therefore it must be the of the relati P you
establish with your Customers. Two-way communication allows your
organization to remain in a changing ensures you
i on your gths and also i ppropri to areas
that need improvement.

How do you design, manage and improve your processes for capturing and
uslncdle Voice of the Customer?

g ging and improving processes is the method organizations
use m reach their goals. Every organization should use its work process
management process to ensure each portion of the VOC process is kept in
alignment with its purpose. The VOC process relies on making sure data
g them? ¢ d from Customers relates to something on which the organization

:an take action. Typically these are the MM To
build a sustainable VOC process an organization should first, identify its Customer(s), then determine its Customer’s Key Requirements,
and finally determine the direct and indirect methods Customers use to communicate with the organization, these are your sources for

Your Customers are telling you how and where to im-

prove, are you really li or are you ig

g to and ing from your C Once the i g sources have been identified, information should be aggregated and
aligned with Customer Key Reguirements. This ali should indi the ‘s biggest opportunities for improvement
and help prioritize for action. Next il the inf ion to the appropri P or person who will take action. After
action has been taken, it is important to undemand the results, so monitor me progress of actions and measure the results. This
process is a continuing cycle. As your organi increasingly meets and ds Customer Key Reguirements, the number of issues
become smaller and smaller. Though as the issues may become smaller, |hev do not always become easier to improve. This process
also takes into changes in the mar and competit As the ment ges, so do £
expectations and Key Requirements, therefore, by keeping the VOC process aligned with the Customer Key Requirements and by
continually benchmarking and soliciting current Key Requirements the process will stay relevant.

Important Definitions:

Customer —An actual or potential user of your products or services.

Customer Engagement —A Ci 's invest: orc to a brand and/or product offerings.
Key Reguirement — A critical expectation of a process.

VOC—Voice of the Customer

ayuparb, Ph.D., CISA




110

MBNQA (2003)

Caterpillar Financial Services

A &5 @:P
o

CFSC {138 Tlun1si3aussuily uazladilssiuadiiain VOC doununn

Listening Approach Customer Group Frequency Method Uses
Users, Dealers, CatBUs,

Surveys Competitions Varies Written and phone surveys 123456
Focus Groups Users, Dealers Asneeded  |RDA Consultant 12534556
Complaint Resolution Users, Dealers, CatBUs |  Daily/Weekly  |Daily input and survey comments 135
TMs and MCs Users, Dealers, CatBUs Daily Individual interaction 123456
Daily Operations Data Users, Dealers, CatBUs Daily Information Systems, Users and Dealer] 1345
Dealer Association Meetings  |Dealers Ongoing  |Face-to-face 123
Nashville Visits Users, Dealers, CatBUs Ongoing  |Face-to-face csl 23456
Cat Industry Councils Users, Dealers, CatBUs | Monthly/Quarterly |CFSC Representative SONT 234
User, Dealer, CatBU Visits by Qg
CFSC Leaders Users, Dealers, CatBUs Ongoing  |Face-to-face p 1234
Customer Express Users Real Time  |Phone, Electroni 1356
Benchmarking Users Ongoing |Face-to-face, Phon&, Stirveys 1345
Customer Relationship Review |Users Annual Face-to-face 3

1.Process Improvement 2.Planning 3.Customer Sat. & Loyalty Relationship Building
4.Product Development 5. Six Sigma 6.Competitive Analysis

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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2019-2020 Baldrige Performance Excellence Framework (Education)

Education Criteria Commentary

This commentary provides brief summaries of the Baldrige Education Criteria for Performance Excellence categories and
items. It also includes examples and guidance to supplement the notes that follow each Criteria item in the Baldrige

Excellence Framework (Education) booklet. For additional free content, and to purchase the booklet, see
https://www.nist.gov/baldrige/publications.




3.2 Customer Engagement

Purpose

This item asks about your processes for building relationships with students and other customers, enabling them to seek
information and support, and managing complaints. The item also asks how you determine student and other customer
satisfaction and dissatisfaction, and how you use the voice-of-the-customer data that you collect. The aim of these efforts
is to build a more student- and other customer-focused culture and enhance student and other customer loyalty.

Commentary
Engagement as a strategic action. Customer engagement is a strategic action aimed at achieving such a degree of loyalty

that the student or other customer will advocate for your organization and your programs and services. Achieving such
loyalty requires a student- and other customer-focused culture in your workforce based on a thorough understanding of
your organizational strategy and your students” and other customers’ behaviors and preferences.

Customer relationship strategies. A relationship strategy may be possible with some students and other customers but

not with others. The relationship strategies you do have may need to be distinctly different for each student group, other
customer group, and market segment. They may also need to be distinctly different in the different stages of students’
and other customers’ relationship with you.

Image or brand management. Image or brand management is aimed at positioning your educational programs and
services in the marketplace. Effective management leads to improved recognition and customer loyalty. Image or brand

management is intended to build students” and other customers” emotional attachment for the purpose of differentiating
yourself from the competition and building loyalty.




Student and other customer support. The goal of support is to make your organization easy to do business with and

responsive to your students” and your other customers’ expectations.

Determining student and other customer satisfaction and dissatisfaction. You might use any or all of the following to

determine student and other customer satisfaction and dissatisfaction: surveys, formal and informal feedback, dropout
and absenteeism rates, student conflict data, complaints, and student referral rates. You might gather information on the
web, through personal contact or a third party, or by mail.

Complaint management. Complaint aggregation, analysis, and root-cause determination should lead to effective
elimination of the causes of complaints and to the setting of priorities for process and program/service improvements.
Successful outcomes require effective deployment of information throughout your organization.

Customers’ satisfaction with competitors. A key aspect of determining students” and other customers’ satisfaction and
dissatisfaction is determining their comparative satisfaction with competitors, competing or alternative offerings, and/or
organizations providing similar programs and services. Such information might be derived from published data or
independent studies. The factors that lead to student and other customer preference are critically important in improving
the delivery of educational programs and support services, creating a climate conducive to learning for all students, and
understanding factors that potentially affect your organization’s longer-term competitiveness and success.
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HAAWSAIUANAT (Customer Results)
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Comparison with the Health Care and Education Criteria

Item 7.2a(2) in the Business Criteria asks, “How do these (customer engagement) results compare over the course
of your customer life cycle ... 2" In the Health Care Criteria, gathering engagement data over the customer’s “life
cycle” may not be appropriate. In Health Care and Education Criteria the question is worded, “How do these
results compare over the course of your patients’ (or students’) and other customers’ relationship with you ... 2"

Item 7.2 looks at the organization’s customer-focused » Customer assessment of access and ease of use
results to demonstrate how well the organization has (including courtesy, professionalism, and
been satisfying its customers and delivering products knowledge when receiving services)

and services that lead to satisfaction, loyalty, repeat
business, and positive referral (engagement).
Top-performing organizations use relevant data
to determine and help predict the organization’s per-
formance as viewed by customers. Relevant data and
information include: * Customer advocacy for product offerings, such
as willingness to recommend (or actually rec-
ommending) the organization and its programs,
products, and services to friends and family

* Awards, ratings, and recognition from customers
and independent rating organizations (however,
the standards or criteria on which the recognition
and awards were based should be clearly stated)

» Customer satisfaction, dissatisfaction, and
engagement

» Retention, gains, and losses of customers and _
customer accounts This Item seeks customer-focused results that go

beyond satisfaction measures because engagement
measures, such as loyalty, repeat business, willingness
to recommend, brand support, and longer-term cus-
* Customer-perceived value based on quality, tomer relationships are strong indicators of current

price, convenience, and service and future organizational success in the marketplace.

» Customer complaints, complaint management,
rapid complaint resolution, and warranty claims

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Satisfaction with Customer Services

a) Counter Services
Customers’ satisfaction with our counter services has been consistently high and above the 90% target
(see Figure 1). ITE's counter staff have also exceeded customer expectations in service attitude, job
knowledge and efficiency from 2012 to 2017, with the exception in Year 2013, where the key registration
period coincided with the big move to Ang Mo Kio for HQ and College Central. There were a high number
of enquiries and walk-ins for courses during intake and matriculation period at College Central, where
the Customer & Visitor Centre had to handle many other walk-in visitors.

Figure 1: Customers' Satisfaction by Service Attributes
(Counter Services)

Satisfaction
Rate

97%97%98% 99%98% 98%
100% 7 939 93% 93%

96%97%97% 98%98%97%

89%89% 89% Target:90%
90%
80%
70%
2012 2013 2014 2015 2016 2017
= Service Attitudes Above Expectations s Job Knowledge Above Expectations
s Efficiency Above Expectations —i—Target

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

b) Telephone Service
Customers’ satisfaction with the telephone service provided by our staff has been on an improving trend,
from 86% in 2012 to 98% in 2017 (see Figure 2). ITE's telephone service had exceeded customer
expectations in call handling and product knowledge almost all the time. With the enhancement of the
iStudent Portal on 2014, the overall experience improved since FY2014.

Figure 2: Excellent Customers'
Satisfaction by Service Attributes
(Telephone Services)

Satisfaction
Rate

100%

99% 99%99% ggo,

100% 97%97%
90%

80% A

70% A

2012 *2013 2014 2015 2016 2017

= Call Handling mmssm Product Knowledge

*HQ & College Central move to new location

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Figure 3: Percentage of Online Transactions Completed (within 15 mins)

Satisfaction
Rate
100% -
95% 96% 96% 96%
90% : Target for
Matriculation: 90%
Target for
Application: 85%
80% *
70%
2012 2013 2014 2015 2016 2017
BN Matriculation completed within 15 mins mmmm Application completed within 15 mins

mmmm Overall Satisfaction Target for Application

Target for Matriculation

Copyright 2021, Asst.Prof. Athisarn Wayuparb, Ph.D., CISA
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TRAILBLAZER IN CAREER
AND TECHNICAL EDUCATION

Public Service Audits

The Minimum Service Standards audit started in Year 2014, focusing on Counter, Telephone and Email
services to assess how well our frontline service fare with the minimum service standards set out by PSD
(PMO). In Year 2015 and 2016, most of the agencies, including ITE, scored around 84%. ITE performed very

well in 2017 surpassing the average of similar agencies (see Figure 4).

o Figure 4: Public Service Minimum Service Standards Audit
Satisfaction

Rate
93%  89% 88% 84% 84% 86% 85% 85% 8a% 91 91% 95%

50%

2014 2015 2016 2017
I |TE mmmm Average of IHLs (ie. 5 Polytechnics without ITE) mmmm Overall Tier 2 Agencies —a—Target

Target: 90%

Copyright 2021
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CUSTOMER SATISFACTION

Transformation in Satisfaction with ITE Education

Te‘é!l‘lﬁ:.‘i.ﬁ'sﬁ‘f&‘a%%ﬁ"" At the end of every study term, our full-time and part-time students give feedback on their

education experience through a Student Satisfaction Survey that focuses on Teaching
Effectiveness (covering Lecturer's delivery, knowledge level and care for students),
learning facilities and equipment. Overall, our full-time students’ satisfaction and part-
time students’ satisfaction have remained high from 2006 to 2010, as reflected in
Tables 7.1a and 7.1b.

Table 7.1a: Students’ Satisfaction with Full-time ITE Education

KPI 2002 2006 2007 2008 2009 2010

Students’ Satisfaction 80% 95% 95% 94% 94% 94%
with Full-time ITE

Education

Target 2 80% 2 90% 2 90% 2 90% 2 90% 2 90%

Table 7.1b: Students’ Satisfaction with Part-time CET Programmes

KPI 2006 2007 2008 2009 2010
Students’ Satisfaction with 95% 97% 97% 97% 98%
Part-time CET

Programmes

Target 2 90% 2 90% 2 90% 2 90% 2 90%

126 vopyrignt 2uz1, AssLrrof. Athisarn Wayuparb, Ph.D., CISA
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Transformation in

Technical Education
Changes a Nation

Table 7.2a: Customer Satisfaction with ITE’s Counter Services

KPI 2006 2007 2008 2009 2010

Customer Satisfaction 93% 99% 99% 99% 98%

with ITE’s Counter

Services

Target = 85% 2 90% 2 95% 2 95% 2 98%
Table 7.2b: Customer Satisfaction with ITE’s Telephone Services

KPI 2006 2007 2008 2009 2010

Customer Satisfaction 79% 84% 87% 83% 86%

with ITE’s Telephone

Services

Target 2 80% 2 80% 2 85% 2 85% 2 85%

Table 7.2c: Customer Satisfaction with ITE’s Web Services

KPI 2006 plilirg 2008 2009 2010

Customer Satisfaction 94% 94% 95% 94% 95%

with ITE’s Web Services

Target > 90% > 90% 2 90% 2 90% 2 90%

.D., CISA




PRODUCT & SERVICE PERFORMANCE

Transformation in
Technical Education

Changes a Nation Student Success Rate

Success Rate is the measure of final training success of ITE's full-time programmes,
taking into consideration student retention from entry point to the attainment of ITE
Certifications. Between 2006 and 2010, ITE has consistently achieved high student
success, with at least 8 out of every 10 students graduating with ITE Certification,
exceeding that of world renowned international educational institutions in the USA,
Australia and the OECD Countries, which ranged from 50% to below 80%.

Graduate Employability
We conduct Annual Graduate Employment Surveys on our full-time graduates who are
new entrants in the labour market, to assess the value of ITE education. Despite the

less-than-buoyant job market in last few years, our graduates were able to secure jobs
within six months after graduation (see Table 7.3). This is strong testimony to the high

market relevance of an ITE education.

Table 7.3: Graduate Employment Rate

2006 2007 2008 2009

Full-time Graduates’ 89% 93% 90% 84% 88%
Employment Rate
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Teo e ion Employers’ Satisfaction
Changes a Nation

The biennial Employers’ Satisfaction Survey also saw strong endorsement on the
quality of ITE's programmes and education system. Consistently, over 90% (exceeding
targets) of employers are satisfied our graduates (see Table 7.4).

Table 7.4: Employers’ Satisfaction with ITE Graduates

KPI 2006 2007 2008 2009 2010

Employers’ Satisfaction 95% 94% 94% 91% 91%
with ITE Graduates
Target = 90% 2 90% 2 90% 2 90% 2 90%
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MARKETPLACE RESULTS

p—

Tetirucal Education Cohort Capture
b Over the last three years, we have consistently met or exceeded the targeted national

cohort capture rate of 25% (of the annual cohort of school leavers) being set by MOE.
Demand for ITE Courses

With the increasing acceptance of ITE as a choice institution, both total full-time student
intake and enrolment have more than doubled compared with 15 years ago (see Tables
7.5a & 7.5b). Both total student intake and enrolment reached record high of 14,490
and 25,620 in 2010, respectively.

'

°”"‘"“""°f°“‘j""‘*'°_'“i“‘""""“ : Table 7.5a: Student Intake
KPI 1995 2000 2005 2010
Student Intake 7,082 10,701 13,819 14,490

Table 7.5b: Student Enrolment

KPI 1995 2000 2005 2010
Student Enrolment 11,860 17,965 23,029 25,620

Brand Equity Index

Since 1997, ITE has commissioned an independent Triennial Brand Equity Study to
establish key stakeholders’ and public perception of ITE vis-a-vis other post-secondary
institutions. The studies have clearly shown that ITE has successfully turned around its
image since becoming a post-secondary institution in 1992, from an overall Brand Equity
of 34% in 1997 to 69% in 2010 (a significant 35 percentage points increase).
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2001 Malcolm Baldrige
National Quality Program Application

STOUT

Student Satisfaction Surveys: Two recent surveys of new
freshmen, conducted by the University of Wisconsin System
Market Research Unit, provide key benchmark data on how
freshmen regard UW-Stout as compared to the other UW
System institutions (figure 7.2-2). Responses below reinforce
the four key student requirements (figure O-4). The scale
changed from 1998 to 2000 survey, so for trend purposes, the
Freshmen Evaluation of Stout Experience: Over 90% of percent better than average are shown. Additional survey data
freshmen rate their overall cducalif_ma]_ c.\'.pcricncc at UW- support these high ralings on the quulily of instruction. On
Stout as good or excellent. This finding demonstrates the NSSE survey (2000), freshmen and senior student

processes that provide “high quality, active learning education L4 2
and instruction,” a key student requirement (figure O-4 (b)). segments rate within 4 percent of Masters I and II and

national comparisons on level of academic challenge.
Freshmen Evaluation of Educational
Experience at UW-Stout UW- UW
Responses of UW System freshmen Stout Key UW- | System Uw % better | % better
B UW-Stout O Masters | & Il ONat! #1 student | Stout best System than avg. | than avg.
100% rank need 2000* 2000 avg. 2000 1998 2000
2 90% Has high job placement rates for graduates X d 75% - 51% +14 +24
© Graduates obtain well paving jobs X d 66% - 49% +7 +17
;C: 0% [ | Programs are well known among employers X a 74% - 56% +7 +18
e 70% 1 Good value for the money b 71% 74% 70% - +1
&  60% - — Offers top-rated, specialized fields of study X b 74% - 68% +5 +6
50% A - | Is well respected for its academic programs a 15% 82% 73% +2 +2
Good Good & Excellent Provides high quality instruction X b 73% - 72% - +1
Has faculty who show concern about students X c 70% - 65% - +5
Source: NSSE Survey, 2000 Source: UW System Market Researchsurvey of freshmen, 1998, 2000 (* UW-Stout Response Rate 39%)
Figure 7.2-1. Freshmen rate their educational experience Figure 7.2-2. UW-Stout continues to be a leader in survey feedback related to mission and continues to demonstrate
at UW-Stout as good and excellent favorable results on other key student requirements compared to other UW System campuses
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Net In-Out Transfer of Students: A behavioral measure of
student satisfaction is reflected in the number of students who
transfer in to Stout. UW-Stout leads the UW comprehensives
in the number of transfers in from Wisconsin technical
colleges. These figures demonstrate the effectiveness of
stakeholder partnerships and reinforce UW-Stout’s mission to
cooperate with other state and national agencies (figure O-1).

| 199899 | 1999-00

Total Transfers-in

UW-Stout 896 (rank #2*) | 799 (rank #2*)

Highest Comprehensive 930 969

Comprehensive Average 700 667

Technical College Transfers

UW-Stout 268 (rank #1%) | 217 (rank #1*)

Next Highest Compreh. 189 170

Comprehensive Average 114 104
Source: UW System Report, 1998-99, 1999-00; * rank of
comprehensives

Figure 7.2-3a. UW-Stout continues to have high numbers
of transfer students

Net transfers-in from all Sources

B UW-Stout O Comprehensives OUW System

1200
1000 1 —
Bm .
Sm -
400 1
200 -
0 - r
94-95 (2 yr) 96-97(2 yr) 98-99 (2 yr)

Number of Transfers-in

Source: UW System Student Statistics
Figure 7.2-3b. UW-Stout continues to have higher number
of transfers than other UW campuses

Would attend again UW- Masters I Nat’l
Stout & 11 Avg. |

First year students 3.40 3.11 3.18

Senior year students 3i15 3.07 3.11

Source: NSSE Survey, 12/2000; on a 1-4 scale
Figure 7.2-4. Students indicate that they would attend

UW-Stout again

UW-Stout 2000-01
Aspects of Comparisons
University
1999- | 2000- [ Public | Nat’l
00 01 (.’ollcgc Sample
Overall 4.03 4.04 | 38R+ | 3.91*
Opportunity for 3.76 3.81 3.65* 38
personal involvement
Attitude of non- 3.68 3.74 3.52* 3.60*
teaching staff
Racial harmony 3.60 3.66 3.66 31.60
Opportunity for 3.55 3.58 3.42* 3.49
student employment
Concern for you as 3.54 3.54 3.39* 353
an individual
Student government 3.41 3.43 3.36 3.40

Source: ACT Student Qpinion Survey, 2000, 2001, 1-5 scale; *

statistically lower

Figure 7.2-5a. Students are more satisfied with the
campus environment than comparisons
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Aspects of UW-Stout Segments 2000-01 Alumni would Attend Again: UW-Stout has a 20-year
WUailiexeliv history of alumni f(l>ll0\v.-up sur\’Cﬁs. hEvcry olhcrfy]clar. 'thc
4 - = campus surveys alumni one and three years followin
__2000-01 Women | Freshmen | Part time graduation. When ssked if they would attend UW-Stout
8;;;::l.lmily = ;;2 ;g; :gg again, figure 7.2-7 shows alumni over 80% consistently
personal involvement ANSWEL:). =5
QL'C'L'?ﬂZ zttart\"fo : e 7 7 Alumni One Year After Graduation
Racial harmony 3.65 3.82 3.67 Would Attend Again
Opportunity for student 3.65 3.58 3.40
cmploym?nt B Undergrad OGrad
Concern for you as an 357 3.73 4.00
individual a 100
Student government 3.49 3.61 3.60 5 a0
Source: ACT Student Opinion Survey, 2000, 2001; 1-5 scale; 2 80 1
* statistically lower §
Figure 7.2-5b. Student segments rate the campus & 1
environment % 601
® 50
Alumni Satisfaction with Instruction: UW-Stout graduates Q\’bb cgob cg?’b /\cgbb g@b
rate the quality of their instructors and courses higher than 0551' P é?' o) cga‘b
. . N N N N N
comparative groups. Responses below emphasize key student
requirement (figure O-4(b)).
Alumni Satisfaction, 2000 Source: BPA Alumni Follow-up Studies (to alumni).
UW- UW | Nat’l Figure 7.2-7. Alumni one year after graduation would
Stout | Syst | Avg. | attend UW-Stout again
Quality of instruction 4.22 4.18 4.10
Quality of program in my major 4.21 4.16 | 4.12
Variety of courses offered 4.04 3.93 3.84
Variety of instructional approaches 4.06 3.82 3.84

Source: Alumni Outcomes Survey, 2000; on a 1-5 scale
Figure 7.2-6. UW-Stout alumni are more satisfied than
UW System and the national average
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Graduates are Prepared

B UW-Stout O Rhode Island

Board of Regents Satisfaction: Members of the Board of
Regents provide informal indications of satisfaction at their
monthly meetings with the Chancellor and the President of
the UW System; formal survey feedback confirms the high
regard this oversight body has for UW-Stout, its mission and
its leadership. Comments were uniformly positive. Members
stated “Stout is outstanding,” and “Srout is....a highly
successful institution with a clear focused mission and
extremely effective leadership.”

100% 7
90% A
80% -
70% 4
60% -
50%
40%
T T ] T T

30% -
1990 1992 1995 1996 1998 2000
grad grad grad grad grad best-
in-
class

% of Graduates Prepared

Source: BPA Alumni Follow-Up Studies (to employers);
Measuring Up (on-line)

Figure 7.2-8. Employers continue to rate UW-Stout
graduates well prepared for their positions
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Board of Regents 2000 2001

Satisfaction with: Rating Rating
Mission appropriateness 3.9 3.9
Student outcomes 3.9 3.7
Leadership 3.9 4.0
Accountability 3.7 3.7
Fulfilling mission 3.7 s

Source: Board of Regents Assessment of Mission; ona 1-4
scale

Figure 7.2-9. The Board of Regents continues to have high
ratings for UW-Stout’s mission, performance and
leadership
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Community Ratings of Customer Service: An integral part
of the continuous improvement process (figure O-6) is the
unit review of support services by the ESURC. This process
involves collecting data on satisfaction from stakeholders
inside and outside the institution. Recent reviews illustrate
the level of top box satisfaction with which members of the
public regard these units.

Community Satisfaction
3 MExcellent @EVery Good OGood
e 100% i ]
2  80% —
: o s
o 30:;3
z i |
= %
8 0% . . : ‘
a
N 5\
A
& & A
4 F & &

Source: ESURC
Figure 7.2-10. Community gives excellent ratings

UW-Stout Recognition: UW-Stout is proud of the recogniton
it has received in the past three years. These awards include:

e In 1999, UW-Stout’s Northwest WI Manufacturing
Outreach Center received an “Outstanding™ Award for
Technology Transfer from the National Association of
Management and Technical Assistance Centers.

e AAUW selected UW-Stout’s STEPS pre-college
program as the 1998 Equity Initiative Award Winner.
The STEPS program is a summer technology and
engineering preview camp for middle school girls.

e UW-Stout received the Datatel Client Recognition
award (2000) and the Partners in Excellence Award
(2001) that recognizes technology partnerships.

=  UW System received the Certificate of Excellence for
the Hesburgh Award (2001). The award honors faculty
development programs that enhance undergraduate
teaching & student learning.

= UW-Stout received the Governor’s Special Minority
Business Award in 2001 for doing 5% of its purchases
with certified minority firms in the 1999-00 fiscal year.

* UW-Stout is a co-recipient of the WI United Residence
Hall Association’s “2001 Large School of the Year.”

* In 2000, the Risk Management office received a
certification of recognition from the Governor for the
“Ideas that Work Program.”
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CHANGE MANAGEMENT: Managing Complex Change

CAPABILITY

| Vision [ ActionPlan BN Skills W Resources [ Capacity P 52 [ Attitude I Gradual Change
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»  Adapted from Knoster, T., Villa R., and Thousand, J. (2000). A framework for thinking about systems change. Restructuring for caring and effective education: Piecing the puzzle together (pp.93-128). Baltimore: Paul H. Brookes Publishing Co.
«  MNanfito, M. (October 21, 2015). Get a Grip on Managing Change: Deploying the Knoster Model for Successful Implementation. www.linkedin.com/pulse/get-grip-managing-changedeploying-knoster-model-michael-nanfito
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