= RSN on

Enhancing Training Quality
Through Customer Service (0CS-1):

Caring for Clients Before, During and After Training

A COLLABORATIVE ACTIVITY ORGANIZED BY:

World B ank Ins titu te ( WBI)/ Uni versity of Su raba ya
The World B ank e

Janary 95 22 Rl Indoesia
WoikstopVelste ww.woldbankagwbiocs1

- % BONSORS
° ®
ORIENC €XPRESS IKONO S
TOURS & TRAVEL SERVICES n ew m ed Ia

INDONESIA KOMPA S Ind Cfood ROME | WASHINGTON

LAMBANG MAKANAN BERMUTU

\‘. aa’ A6 ’
' } n Bal I H tel
Inst. for Capacity Building & Studies Garuda Indonesia Suites d Conference Center TELKOM

ARGENTINA




To survive in today's highly-competitive global marketplace of
learning products and/or training services, educational and training l
institutions will have to (i) improve their quality, (i) offer niche but |
needed products and/or services, and (iii) reach new, untapped
market segments. As training is now a big business, to ensure their ¢
programs' sustainability and financial viability, educational | . -

Training institutions in most countries, especially in the Third
World, face competition not only from local educational insti
They must also fend off the mushrooming of international
training institutions in their own backyard, and compete wi
overseas educational institutions offering distance learning
programs. Especially in time of organizational downsizing
budget cuts, training institutions will have to do "more with ﬁ%ssm or funding from government agencies and 'nternati."l'.n |
In many developing countries, public-sector training institui Yo funding gov genci : pas

10NS & : . . ! :

: " ) ._-donors have now decreased substantially, and an increasing number

also facing tough competition from private or commerciall %
operated training vendors. :

l _!'..|.'

of training participants and/or their companies/organizations are &
contributing significantly the cost of such training. 2 |

To maintain the competitive edge, training institutions will . . . y
: . . . Conceptually, there is a close and direct causal relationship:
continuously need to (i) improve and revise their learner-cgntered . . ; .

. : . - between high quality customer care & personalized client serv
curricula to meet the rapidly changing market needs, (ii) use more

innovate and interactive learning technologies and (iii) app 14 ¢ effectiveness of the (RENfAIg [$1TOBEEE, Shi[ehy [l &

er- : . B
. : : satisfied and happy client (in a comfortable and conducive
based/participatory learning methods, that can increase cQst-; .
! - - : environment where all essential personal needs are taken ¢
effectiveness of the training process. In addition to improving suc

o ) S S and will learn easier, faster andlbatiercontext of
training quality, training institutions must also manage more . o . .
Im r?vmg training quality, excellent customer service is an

strategically the available physical, financial and human ca 2 . . o
: . q%r .of the learning process, and contributes significantly to
resources, as well as professionally and creatively market'their

training products and services to ensure their financial he paallig;)na?n?smemorable B NI XSS Ui,

However, one critical aspect often neglected by training/e(y(r:attional

L . X e , . ategically, it is more advantageous to increase training
institutions in the efforts to improve training quality and increases | o .

. : . . = . nstitutions' competitive edge through better quality custome
their business competitive edge is in providing quality customer

service. Historically, in years past, most educational institu LD BB EEUIES EENE7 BT st L I (o (AT OvIng

ns, . . . . )
including in-service training centers, either did not need too{ erk‘g{ammg SRENL) CLIEES NG TS AEE ST

. . T m%r investment necessary for improving customer service

or offer client service due to a supply-constraint situation (J.€... . . o X o N

L Hasically in changing the “mind-set” and/or “attitudes” of the

more demand than supply) or a subsidized/contracted training, ..~ | . .
: . o -~ Institution's management and training staff, and to “unlearnec
business (i.e., training programs were funded, subsidized of . >, o " .
e . certain “poor-practices” which are not sensitive and conducive
commissioned by donor agencies, governments, etc.). : . . L
learner-centered actions and client-oriented activities. N

Thu§, actual Ie? rners yvere SEJelor [prenieias! il guei ClI’nS tt%r(’re“?:rompetitive global training market of the 21st century, itis =
service as the “real” clients were the government or donor :

e - : . not&nough for training institutions to only provide high quality
agencies' decision makers. The economics of educational.a . . X sk
- . . instruction or technical contents delivery. Poorly managed training
training programs had changed considerably in recent years..., .. . . .
Institutions, which do not properly market their training programs
and provide quality customer care and personalized customer “* ;
service before, during, and after training, are unlikely to survive.
Only by providing training clients and their employers with a*
memorable “total” learning experience which exceeds their . 2
expectations, can we expect such satisfied customers to become

our “repeat” clients.

As part of institution/staff capacity building, this workshop is
offered as a collaborative learning opportunity for training
executives/managers and practitioners to discuss

concepts/methods for creative customer service and personali
client care applicable to training institutions and services/prog

ThisQCS-1 Werkshopisaninititive supparted by the WorldBank Institute (WABI)'s
Knowledge Uilization through Learning Technologies (KULT) program




OBJECTIVES

1. Sensitize and advocate the need to provide client oriented services and learner-
centered activities which will enhance the effectiveness of training process and make
learning easier. — T A
2. Facilitate sharing and peer-based learning among training managers & practition i & |
based on their experiences and best practices in providing customer service befo 2 (.’ S~
during and after training which can improve training quality and increase training : :
institutions' competitive edge. ""
3. Review and discuss the state-of-the-art in quality customer care strategies and
personalized client service principles through a variety of structured learner
centered activities. —
4. Provide participants with practical know-how and skills to apply such methods for
improving customer care and client service activities in their own training programs.

EXPECTED LEARNING OUTCOMES

1. Participants will be able to identify the rationale for; and basic pusicipies of
care and client service in training as tools for improving training quality and
increasing training institutions' competitive edge. _n

. Through peer learning and case-illustration methods, participants will have |dent|ﬁth.
and learned important generic lessons and best practices, based on their actual g
experiences, in developing and implementing customer care and client service
activities before, during and after training.

. Participants will have demonstrated the ability to select and apply relevant quali !
customer care principles and personalized client service methods by developing 87
proposed or improved customer service strategy/plan which can enhance their
training programs quality and competitive edge.

INTENDED BENEFICIARIES

This practical and peer-based learning workshop is intended for training

executives/managers and educational planners/practitioners from higher-educational

institutions/universities as well as non-degree and in-service training institutions. In this /“""'!5"2""" B ==
6-day workshop, participants are expected to participate in structured learning activities —-

during which they will identify and discuss relevant principles and methods of customer

service in training. Participants will be involved in a "learning application" practicum to

share their proposed strategies and plans for improving customer care and client service

activities in their respective training institutions or programs. .

TRAINING DESIGN

This QCS-1 Workshop will employ the following methods:

(a) Through peer-based learning methods, participantsomildaamdther the
types and nature of customer care and client service problems/issues or challeng
they presently face, and share practical lessons learned and best practices from ,;\’,
their experiences. :

(b) Using “real-life” case-illustrations method, participants will systematically and
critically analyze relevant customer care principles and personalized client service
methods applicable for improving training quality and increasing training institutions'
competitive edge.

(c) Summary presentations on the State-of-the-Art in quality customer service "know:
how" will be made by experienced marketing & customer service experts and trai
practitioners.

(d) Hands-on, practical, tasks-oriented exercises, incl. "learning applications" practlcum ".;‘ -
sessions, will provide participants with the opportunity to select and apply relevant
concepts and methods in developing their own proposed strategies/plans for
improving customer service activities in their training programs and/or institutions.

(e) Participatory and group discussion methods will help participants discuss, review, and _
critique, each other's ideas and proposed customer care strategies and client se
improvement plans.




VENUE COST

Radisson Bali Hotel Workshop fee will be US$ 1,350 inclusive of Wor
Jalan Hang Tuah 46 materials, morning & afternoon snacks, and lunc
Sanur 80228, Bali, INDONESIA Workshop sessions). In addition, participants are
Phone(62-361) 281-781 expected to pay for their own airfare/transportatig
Fax: (62-361) 281-782 board and lodging costs. A special, discounted h
E-mailmice.bali@radisson.co.id of US$ 45 (incl. breakfast, tax and service chargg
www.baliparadise.com/radissonbali room/night has been offered exclusively to works
participants by the 4-star Radisson Bali Hotel wh
one of the Workshop sponsors, and where the Q
Workshop will be held. The minimum suggested
allowance is about US$ 15/day.

The following cancellation fee will be assessed:
(a) 2 weeks prior to workshop starting date: US$
(b) 4 weeks prior to workshop starting date: US$

<« The Radisson Bali’s swimming pool.

INT ERNATIONA LSOCIETY FOR ITQ MEM BER SHI P |vEs
Workshop fee will include a 2-year free membership of the International Society for Impr$M‘ i
Quality (isitQ), a professional and virtual information network of alumni of World Bank's Kno
Utilization through Learning Technologies (KULT) Program-initiated workshops to facilitate p
sharing of training know-how and experiences. For more information, visit: www.isitQ.org

CERTIFICATE

Participants who have completed satisfactorily all workshop activities and assignments

Workshop Completion Certificate which will be jointly awarded by the University of Surabaya and WorId A
Bank/WBI. The Radisson Bali's guest room.

AP PLICATION PROCEDURES

As there are only limited seats available, participants will be selected based on their training needs and their specific learning goals
explained in the application form. The deadline for the application submission is: November 30, 2001.
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MO RE INF ORM ATION ON THIS W ORK SHOP AND /OR TO OBTAINT HE APPLIC ATION FORM,
PLE ASE CONTACT :

Dr. Ronny AdhikaryaMr. Eric Wibisono
Senior Training Officer affdR¢d. Manager Director, Office of International Affairs
Knowledge Networks and Distance Learning Division QNB&ily of Surabaya
World Bank Institute (WBI), The World BEmk International Village, Office Building A, Raya Kalirungkut
1818 H Street, NW Surabaya 60293, INDONESIA
Washington, DC 20433, USRhonef62-31) 298-1303; 298-1300
Phone(1-202) 473-0305 Fax: (62-31) 298-1301
Fax(1-202) 522-1492 E-mailewibisono@ia.ubaya.ac.id
E-mail: radhikarya@worldbank.org  olawanto@idola.net.id

For more up-to-date information, please visit the Workshop's Website: www.worldbank.org/whi/gcs-1
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