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VOICE OF THE CUSTOMER
=Information required for providing values (products and services)

relevant to and best satisfy customers_in order to achieve the

desired outcome, short-term and long-term.
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What info?
What context?

Insights. 0 NEEDS
Expectations O WANTS
0 PREFERENCES |

VOICE F THE CUSTOMER

required for providing values (products

and services) relevant to and best satisfy (Customers

in order to achieve the desired outcome, short ter

Who? Why?

L
and long-termy. [ Mean?
~ What? How? What? |




VOICE OF THE CUSTOMER What is your }

desired outcome?

=Information required for
providing values (products and
services) relevant to and best
satisfy customers,_in order to
achieve the desired outcome,
short term and long-term

DESIRED
OUTCOME

DESIRED
OUTPUTS

|

What is your J

)

desired outputs?
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Influencing technologies
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1. Artificial Intelligence (AI)
2.5G Network

3. Automation

4. Medical Upgrade

5.Digital Debit

6. Mid-Market Tech Growth
/.Mobile Commerce

8.No Newspapers

9. Reskilling Human Workforce
10.Personal Profiling

https://www.createlcom.com/future-technology-trends-in-2020/




1. Artificial intelligence (AI) and machine 14. Autonomous vehicles.

learning. 15. 5G.
2. The Internet of Things (IoT). 16. Genomics and gene editing.
3. Wearables and augmented humans. 17. Machine co-creativity and augmented
2020-2030 4. Big Data and augmented analytics. design.
Technology Trend 5. Intelligent spaces and smart places. 18. Digital platforms.
(The 25 Technologies That 6. Blockchains and distributed ledgers. 19. Drones and unmanned aerial vehicles.

Are Driving The 4th

) ) 7. Cloud and edge computing. Cloud computing | 20. Cybersecurity and resilience.
Industrial Revolution.)

8. Digitally extended realities. 21. Quantum computing.

9. Digital twins. 22. Robotic process automation.

10. Natural language processing. 23. Mass personalization and micro-moments.
11. Voice interfaces and chatbots. 24. 3D and 4D printing and additive

12. Computer vision and facial recognition. manufacturing.

13. Robots and cobots. 25. Nanotechnology and materials science.

https://www.createlcom.com/future-technology-trends-/
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From World Economic
Forum

https://www.weforum.org/agen

da/2016/03/21st-century-skills-
future-jobs-students/

Exhibit 1: Students require 16 skills for the 21st century

21st-Century Skills

Foundational Literacies Competencies
How students apply core skills How students approach
to everyday tasks complex challenges

1. Literacy ‘ " S,%"?S‘fé“éﬁ‘r‘é?r%

@ 8. Creatjvity
@ 9. Communication
@ 10. Collaboration

2. Numeracy

& 3. Scientific
literacy
4. ICT literacy

g 5. Financial
literacy

6. Cultural and
civic literacy

Lifelong Learning

Note: ICT stands for information and communications tachnaology.

Character Qualities
How students approach
their changing environment

11. Curiosity
. Initiative

. Persistence/
grit

. Adaptability
. Leadership

. Social and cultural
awareness



https://www.weforum.org/agenda/2016/03/21st-century-skills-future-jobs-students/

The
4C's
of 21st Century Skills

AKA: Learning Skills

1. Critical Thinking

T U

Finding solutions
to problems
2. Creativity

Thinking outside
the box

3. Collaboration

Working with
others

4. Communication

Conveying
1deas

¥ < Applied Educational Systems
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WORLD ECONOMIC COMMUNITIES
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Thailand - 2020
ramid.net Population: 69,799,977
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THAILAND NATIONAL 20 YEAR STRATEGIC PLAN
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* , : : . Budgeting Reform
TUNIUIUSENA * Leading through Strategic Funding

*  Empowering

®* Autonomy with Accountability

®* Modern Management Agencies

* Flow and Collaborative Networks

®* Policy and Process Innovations
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UN’s SDG

Lessen role of UN in other fields
US vs China

ASEAN

Unstable Thai government
New National strategic plan
New policies of the Ministry o
Education, Science, Research, and Innovation
(MHESI)
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STEEP

O Global warming / its effects
O Natural food chain

O Changing climate

O Water supply

O Plastic garbage

O New law related to single use
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Digital

Digital Network
Internet of things
Cloud

3-D printing

Al

AR/VR

Robotics
Biotechnology
FinTech
Blockchain

Other NEW technologies

Q Shift of world GDP contribution
O Growth of China

O Sources of Energy

O New level of Globalization

O Banking system

O Thailand’s weakening economy

I
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EXIST?

* WHY WE
|

{ What ‘value’ (benefits) are we giving? }

\/
ROLES OF ACADEMIC INSTITUTES

UNLNAIFANTUATAN N

—
MISSIONS WUGRAA

What we do?

HOW ?
(nagNd STRATEGIES)

g Why? For What? For Whom?

J




Question 1

&0 Undns (Tuauaa) lasuaslsannnumineae

WHAT DO STUDENTS RECEIVE

FROM SPENDING 3-6 YEARS AT UNIVERSITIES ?

Al i

COMPETENT
GRADUATES




Question 2

Tas'laTudsgla2adannNaIIuINE
WHO BENEFITS FROM UNIVERSITIES’S RESEARCH OUTPUTS?

lasaauUNnun1sINe

WHO PAY FOR THE COSTS OF RESEARCH ?
1in'ludexne

WHY DO THEY PAY?

NEW KNOWLEDGE



Question 3

1as (A9)165udss1aMiannusnisIznng
WHO MAY BENEFITS FROM ACADEMIC SERVICES' ?

NAUAAKIVUTLIatUNIanuAIas s tns1zayls

WHAT BENEFITS OR VALUES DO THEY EXPECT?
WHY ‘MIGHT" THEY WANT THOSE VALUES FROM UNIVERSITIES ?

AAIaLls annusnNIs
3271115 A
gantun1s@nEn
grunsauau ey

J

12311U uazauan

WHAT VALUES
(ACADEMIC
SERVICES) WHICH
RECIPIENTS
APPRECIATE

CORPORATE BENEFIT

-x'mrwvmg

_ ACADEMIC SERVICES == =

© gesina  SOCIETY
‘9/ PUBLIC BEN
TS
r 4 & Y
A 4
: 1 g n
Al
b4 1
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Workshop Group 4

lugarun1salidtuuazauan dnstddautdasunn
LaYIIALEY a0 UNITANET AITWRIUILUARINT
naNle dule twszasls

Which areas should organizations wish to develop
their human resources (management and
employees)? Why?
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FORMS OF CUSTOMERS' VOICES
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VOICE

NO VOICE
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AayaannsFuAsaly lasulse o
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A1aU

Aaldua

ANIRITIAANUAALIAY / survey
avsaenilungu / focus group
wqﬁﬂssu/ behaviors

g91n6 / observations

10 wNalsgiiuanuninala

11. 1iasaviaau / complaints
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I need this document. ] ‘ What are my choices ? ]
/

I don't like .. because ...

-
My constraints
are ... )

I prefer ... ]

VOICE OF CUSTOMERS | | Whatis beter”
v’ Belief ? Inspiration ? Motivation ?
v' Need ?
v Wants ?
v' Desires / Preferences ?
v Wish ?

v' Constraints ?

v" Reasons / rationales ?

v" Emotions ?

v" Choices

v' Risk? / Trade off ?

v Influences / Influencers ?




VOC

= ==

MOTIVATIONS

ATTITUDE/BELIEF

nat are t
nat are t

nat are t

NEEDS

WANTS

PREFERENCES

AFFORD

e ‘needs),
e ‘needs),

e ‘needs),

he ‘wants/, t
he ‘wants’, t

he ‘wants’, t

1 How to encourage

DEMAND — “‘demand”
[ How to differentiate the

product/services

ne ‘preferences’ for education service ?
ne ‘preferences’ for research ?

ne ‘preferences’ for academic services?




/e Wish? I

» Aspiration?

« Motivators?

* Fear?

« Conditions/co

\ nstraints? /

PREFERENCE
AINUAU
AAUNINAIN

WANTS
AINUGAINTT
CREXSTERININY)

NEEDS
AU iy
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Same/similar
PREFERENCES Same/similar

EXPECTATION

Same/similar

Same/similar MOTIVATIONS
NEED/ WANTS

CUSTOMER GROUPING a@nauan@n

- /\ﬂ EFFECTIVE J

RELEVANT, COMMUNICATION

APPROPRIATE
PRODUCT/SERVICE
S )




-LISTEN AND RESPONSE
TO VOICE OF CUSTOMERS
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« Need?
« Want? (desires)
 Preference?

O
%I}sights j q
O

What voice? |

« Wish?
« Aspiration?
Motivators?
e Fear?

« Conditions?

VOICE OF THE CUSTOMER




/e Wish? I

» Aspiration?

« Motivators?

* Fear?

« Conditions/co

\ nstraints? /

PREFERENCE
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VOICE FOR RESEARCH

From government and government research granting agencies
(20 Year Research Strategic Plan)

nas3donazudaAnssuiu191n Supply Side n1s3duna-udnnssuiu191n Demand Side
(moulongydve) (moaulongUs:=inF aaulenddunu nauleongionsu)
Aove3duidudu 9 21s:n1s3duiSouinnj q Adaiou
(Fragmented Research Projects) {Integrated Research Agendas)
(10uFRonAN) (ystunisiuovrisou)

Something in Everything
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Everything in Something
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VOICE FOR RESEARCH
From national statistics
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VOICE FOR RESEARCH
From common world issues
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VOICE

FOR ACADEMIC
DEVELOPMENT
DESIGN

OR ACADEMIC
SERVICES

From World Economic
Forum

https://www.weforum.org/agen

da/2016/03/21st-century-skills-
future-jobs-students/

Exhibit 1: Students require 16 skills for the 21st century

21st-Century Skills

Foundational Literacies

How students apply core skills
to everyday tasks

Competencies

How students approach
complex challenges

1. Literacy . St

@ 8. Creativity
@ 9. Communication
@ 10. Collaboration

2. Numeracy

& 3. Scientific
literacy
4. ICT literacy

g 5. Financial
literacy

6. Cultural and
civic literacy

Lifelong Learning

Note: ICT stands for information and communications tachnaology.

Character Qualities

How students approach
their changing environment

11. Curiosity

. Initiative

. Persistence/
grit

. Adaptability

. Leadership

. Social and cultural
awareness



https://www.weforum.org/agenda/2016/03/21st-century-skills-future-jobs-students/

TODAY AND FUTURE SKLLS st

MANAGEMENT : MEMORY
DIGITAL LITERACY O ...

OBJECT
DRIVES o




Using advanced
Technology




ol

TODAY AND FUTURE SKLLS Virtual Rea.lity

Using advanced
Technology

3-D printing
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TODAY AND FUTURE SKLLS
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TODAY AND FUTURE SKLLS AND VALUES

Global Values and Global Culture
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VOICE OF THE CUSTOMER
LEAD TO

O BETTER PLAN/STRATEGY ngunaqmﬁﬁﬁn’h

Q BETTER QUALITY AauaIwinanInannaIsneiu1agsdgqe

O MORE RELEVANT asdA1u6290159NANINAANTN

3 NEW AND BETTER PRODUCTS / SERVICES waasausilnidilni

O NEW CUSTOMER BASE (NEW CUSTOMERS) an@ntwl
Q COST OTIMIZING ansiuny twszann1sgatdalinsean
O REDUCE RISKS aamnuLdeaaiun1saane

— =

0O CUSTOMER RETENTION $nw=1an@n wWinausindsauusus

BRAND / PRODUCT / SERVICE LOYALTY o
O MORE REVENUE / NEW SOURCES OF REVENUE saerlgitAndu
O BUSINESS SUSTAINABILITY a2 uvéu




, add-ons,

and features, price,

Serve your customers with Red
logistics educe

what they

Create and WHY VOC 7
e fldselaandadingls

and solutions

Design effective

Increase leading to business

sustainability



EXAMPLE OF TEACHING AND LEARNING

4 .
Customize products, W
- services, add-ons, and
Serve your customers with R, (17
what they logistics Reduce
Risks

d Knowledge
Q Professional Skills | Create and
O Essential skills evaluate new

[ Social skills concepts, ideas,

d Learning skills and solutions
0 Opportunities o

WHY VOC ? Design effective
ﬁﬂiziﬂ?jﬁa ti‘]\)vls' Communication

L \

Increase Growing customer base,
customer leading to business

retention sustainability
Y, N

e




EXAMPLE OF TEACHING AND LEARNING

/
Customize products,

services, add-ons, and
features, price, logistics
Reduce

\/ Risks
Create and evaluate WHY VOC ?

|
deas, Design effective

and solutions ﬁﬂ‘igiﬂ?jﬁa Ei’l\')vl'i Communication

= /—/\\ — >

Serve your customers with what
they really need

<
New Curriculum Model

o New courses ggg{g;s:r Growing customer base, leading
© Nev: kl‘éowl\lledgek-” e to business sustainability
conten EW SKIIIS
/ - AN J

o New ways of teaching
/ learning
New initiatives




EXAMPLE OF TEACHING AND LEARNING

Curriculum/

, add-ons, i O Q Content

and features, price, O Courses / practices
logistics Reduce Q Study environment

Risks O Extracurricular
d Social activities

C d eval ?
n;aazzszepi:iz:;z,ﬁﬂw"{'\f VOC o
W LAUUAENN

and solutions
Growing customer base,
leading to business
sustainability

with what they really

[ Serve your customers
heed

Increase
customer
retention




EXAMPLE OF TEACHING AND LEARNING

Serve your customers with
what they really need

Create and
evaluate new
concepts, ideas,

\and solutions

WHY VOC?
U9l

115y

Increase
customer
retention

-

Customize products,
services, add-ons,
and features, price, | reduce

logistics Risks

Growing customer A

base, leading to
business

sustainability

Design effective

1 How'to effectively
reach students

0 What messages to
communicate

O What approach

d What mean / media

d When ? By Whom;




EXAMPLE OF TEACHING AND LEARNING

Customize products,
services, add-ons,
and features, price,

\I;gostics ) A
/Create and WHY VOC 7

evaluate new De5|gn effectlve

concents, ideas, | NUTLLaAUA r.no“l Communicati

Kand solutions

Reduce

Serve your customers with
what they really need

Increase Growing customer base,
customer leading to business
e sustainability o Outdated knowledge /

skills

o Graduates’ learning skills /
ability to cope with constant
changes in the future.

o Lessen number of students,

leading to financial issues.
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VOICE OF CUSTOMERS

\ 1
PROCESS ... favnN1svintnaayls
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VOICE FOR RESEARCH

From government research granting agencies
(20 Year Research Strategic Plan)
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VOICE FOR RESEARCH

From government and government research granting agencies
(20 Year Research Strategic Plan)
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RESEARCH DEVELOPMENT

v Understand ‘Demand’.

v Focus on high ‘Impact’ research

v" Build expertise

v Create / Use of Big Data / appropriate
technology

v" Utilize collaboration

O Basic research
O Academic Impact
A Social Impact
0 Economic Impact

I will
I will research
I will research| | research whatever
whatever my | | whatever my benefit the
research team| | grant country or
I will research I will research are interested | | agencies the world

whatever I am |in want (For =

whatever my . : W
I will research professor want interested in /’ Cla /Econo
whatever I mic benefits)
want .

Grad student ~ Academic
Grad school  PhD Student researcher
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Feb 27, 2018 - In 2018, the education market is set for digital disruption like never before. ... a global
teaching service that enjoys a valuation of $1.5 billion and ...

7 Global Trends in Education in the 21st Century | Learning, Teaching ...
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Sep 8, 2010 - 7 trends that are oocurring around the globe in education at the primary, secondary and
tertiary levels, as well as in adult education.
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CONSUMER INSIGHTS

A consumer insight: "A non-obvious understanding
about your customers, which if acted upon, has the
potential to change their behavior for mutual benefit".

Laughlin, P (2015) "Holistic Customer Insight as an engine of growth", Institute of

Direct & Digital Marketing (IDM) Journal of Direct, Data & Digital Marketing Practice Vol
16 Issue 2



https://link.springer.com/article/10.1057/dddmp.2014.59

CONSUMER INSIGHTS

A customer insight, or consumer insight, is an interpretation of
trends in human behaviors which aims to increase effectiveness of a
product or service for the consumer, as well as increase sales for mutual
benefit.

Consumer Insights is a field that focuses on analyzing market research
and acting as a bridge between Research and Marketing departments
within a company. Commonly referred to as CI, it is the intersection
between the interests of the consumer and the features of a brand or
product.

Its main purpose is to understand why the consumer cares for the
brand/product/service as well as their underlying mindsets, moods,
motivation, desires, aspirations, that motivates and trigger their attitude
and actions.



https://en.wikipedia.org/wiki/Customer_insight

OBTAINING CONSUMER INSIGHTS




CONSUMER INSIGHTS
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LISTENING TO VOICE OF CUSTOMERS

CUSTOMER GROUPS/ PURPOSES OR METHODS WHEN /
SUBGROUPS TYPE OF INFORMATION HOW OFTEN

High school students Attitude and behaviors Focus group /Survey / Social
media /

High school teachers Opinions about students Interview / Social Media /
Survey

Parents Expectation and concerns Casual talk / Focus group

Current students Retention / Reference Observation / Panel

discussion / Survey / Live
chat / Social media / NPS

Graduates Expectation Focus group / Survey / NPS
Alumni Experiences Focus group / Social media /
Survey

Employers Graduates Interviews
Government offices Research requirements Interviews

Policies
Private organizations HR requirement Interviews /

HR competency Survey

. development l




CUSTOMER RELATIONS
COMMUNICATIONS
CUSTOMER RELATIONS MANAGEMENT (CRM)

&

LOYAL CUSTOMERS




safunis@nuinazdasnsayls d ﬁr"@%m*{[hﬂs & '
/—mrm!;s MR EINN
0 jpimEaesu 2w IEe aumaaw)\
/ \ Samavitalpiin

o mauglvns@nninanIn A e e IAGANBATUAACTIES
o Amefianansd NfiAugAIw piauls
mmff;m y e 0 EFeuauEa 2-4-5 d Tk
' Aozl IuN waradnsailwan o~ = =
O AEKIFATUN Bavarnatinanmsa auuls msESuw Suyansag
BEUNTHAUNTAUNIN
. o a1 UIAUSTNRINUITEALAY —
"5 4 | o dd‘ a =" 'QH,‘.; -. - e .
o Aweliuasanis Naldey i WilnATas
vauginuanay 1aa511in9u XX % =i
' 0 AAvsI 2 seman ? s ?
Q Sster/mass Aaumsliss
o R o B e 1 1 e e 2 i [ 0
mn\';[% gﬁm1xﬁuﬁﬁﬁmu1%w AT
erulmfiis
Q suysvisTeaEsE
aanifu/aay - E%"?&"'"I‘iﬁ“ _ _ Sndnw
Q &lWﬂ%ﬁ%Wlﬁ%l!’%&l%I‘iﬁ&l ﬁf%am‘;[% 210

AFBUUDLNEAIIRLTU TGS
WALELLUBATUL BT La el

‘g




CRM gaunann Customer Relatlonshlp Management #3ataeanin ANTUINIg
ANATFUWUT qjaﬂﬂamsaswommauwuﬁnnanm Tagnstadinalulaiuay
17 Tdumainsatviinannis

CRM “sgniinanldunnfeduizas q 1fiaeunannanuiuduauag 55006
dsgnniindugonnn asuavdusuuseduluaasiituiuandfontvinugu
ﬁ;iﬂ’aax‘ma\‘iwlﬂ'lEl'lll61‘551/1'1'351/]38&5’10@1’)13Jwa°h1%LLﬂQﬂﬂ']au’wu'lvlﬂéjﬂ'ﬂﬂJ
TNANA TUNFA

vhuanauas CRM fulilatiuifiasuanisunawasnisusnisanaiLvinguy el
fosndenisiiudayanafinssulunisldinauarausasnisaagne anniiu
avihaayamatunienyiuarldbitAadss TamilunsWaunndn savivsa
U35 lddsulaunalusunisians duihvinagavinaaasniswaiun
CRM Ada msuddauannudinaldgnisiiluandiaaan‘l

https://th.wikipedia.org/



https://th.wikipedia.org/wiki/%E0%B8%A3%E0%B8%B0%E0%B8%9A%E0%B8%9A%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%AB%E0%B8%B2%E0%B8%A3%E0%B8%84%E0%B8%A7%E0%B8%B2%E0%B8%A1%E0%B8%AA%E0%B8%B1%E0%B8%A1%E0%B8%9E%E0%B8%B1%E0%B8%99%E0%B8%98%E0%B9%8C%E0%B8%A5%E0%B8%B9%E0%B8%81%E0%B8%84%E0%B9%89%E0%B8%B2

CRM ‘mmmmﬂmmaanm imﬂausaummmamtaua mmmamao mmaumn‘lumnﬁaamamsmma
ma\‘mmswmsm'mnmumaumsmmumnzrmaonnanmm‘lumu Front-Office uag Back-Office

Tuaay mawuauanmumnwu wauaanmtwmutsaﬂ | ua‘"wumaum'smmuaamjnmaumu ﬁ'a'ﬂQ
Q']L]JNGIEOQQM'ILMQTHT&HGHH IT MLMJJ']”BINN'IBIHUN‘NH mu
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- Client/Sever 13a Host-Based
- Network and Remote Access
- Size of the Application
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RESPONSE TO CUSTOMER PRINCIPLE

B Deliver what you have promised

Customers’ insights
Customers’ Objectives
Customers’
Expectations

Customers’
suggestions




SATISFACTION EVALUATION

Feedback of
the
performance

IMPROVEMENT
ACTIONS



OVERALL GENRAL SATISFACTION
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MEASURING CUSTOMER SATISFACTION: ARE YOU ASKING THE

e MEASURING
=i (LS TOMER
2k SATISFACTION

ARE YOU ASKING THE RIGHT QUESTION?

MEASURING CUSTOMER SATISFACTION AND #CX: ARE YOU ASKING THE RIGHT QUESTION?




HANDLING COMPLAINTS

Rooms for
Improvement




Customer complaints are
good for your business

Helps to learn from the mistakes

Identify the gaps in your services

dHelps to understand customers in a better way

QTurn dissatisfied customers into your brand
ambassadors

AGives information of competitors




u
7 0 /O of complaining customers will do business with you again

,II

if their issues get resolved!

So, take Customer Complaints positively !

60 60




RESPONSE TO CUSTOMER PRINCIPLE

Customers’ complaints

»

1. Express appreciation

2. Identify / acknowledge the problem.

3. Find facts,

4. Plan for corrective action or solutions, then
communicate back to customers.

5. Analyze the case, plan for prevention

6. Analyze customer satisfaction




HANDLING COMPLAINTS

*

Express Identify Investigate AnaIyze,
o : . customer’s
Appreciation Find facts solutions further for : D
: : satisfaction in
For feedback / communicate prevention o
this issue
JndauiAlTsE e
Un'li'led@dnitasgut
Ussiauilalu

viagsiu




FISH BONES — CAUSE OF PROBLEM DIAGNOSTIC TOOL

Use any kind of ‘framework’ to help understand possible causes of the issue.
This example case, use ‘resources’.

Machine Materials Method/Technology = Man R UNAITILTY

(Hardware) (input (process, know-how)  (human error) nlulafadtnsgnt
Usziauilgmlu
STHRIET!

Management Partnership Information Money

(Other related  (miss-informed)  (financial factor)
causes)
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VOC IN ACTION
AND
USES OF VOC




Use Systematic VOC
VOC database
Shared value about ‘customers’.

Prepare
fou-ndatlon d Develop curriculum
(Mindset) QO New sources of revenue

[ New academic services

A Increase number of students

[ Increase number or amount
of research grants

A Increase impact of research.

A Increase roles in national

VOC

Which policy making.
groups / 4 etc.

Which
technique

/ tools




APPLICATION OF VOC

dMarketing (Revenue Generation and
Communication)

JProduct / New Product Development

JOperation Development




MARKETING

VOC

= ==

MOTIVATIONS

ATTITUDE/BELIEF

nat are t
nat are t

nat are t

TooL #1> DEMAND

NEEDS

WANTS

AFFORD

PREFERENCES

e ‘needs’, t
he 'needs’, t

e ‘needs’, t

he ‘wants/, t
he ‘wants’, t

he ‘wants’, t

= GENERATE REVENUE

1 How to encourage

DEMAND — “‘demand”
[ How to differentiate the

product/services

ne ‘preferences’ for education service ?
ne ‘preferences’ for research ?

ne ‘preferences’ for academic services?



MARKETING =» GENERATE REVENUE

TOOL #2 FRAMEWORK FOR REVENUE GROWTH
EXISTING PRODUCTS NEW PRODUCTS
N
|—
UINTLAN - ANATNRNLAN
ARIALAN § . U3n15 1
1% [ a =
NFAINRULAN B 5
5 7
&
= =3 ﬂ E =3 1
UINITLAN gg o 30 Tn
RIS < anA1NAN T
anAngulnd i NAASUA/ TN 19Tl

INCREASING RISK




MARKETING =» GENERATE REVENUE

SUPPLY VIEW

TOOL #3 MARKETING MIX PRINCIPLES
DEMAND VIEW

VOC
DEMAND Product/
RELAVANCY SERee

Communi

cation and
Promotion




MARKETING MIX

DEMAND RELAVANCY

Q uangns/Ian1saunTRau
WU A59ANUANUGDINTT
ADIFIAN UATLATHSAITIU

AUAR Product/
O TantduazHauian asedu Service

ANy dunagelafusylaami

(Uszwind/1an/angd11nssu) Communi

NRUUFUUNUIRE cation and
O 38nsuagNausnisiznnIg Promotion

ATINUIRNNUTERHIA LAY
U Tdgn1swWeuun

SUPPLY VIEW

DEMAND VIEW




MARKETING MIX

Q Total costs siunusIn Tunslal
usNg

Q Value Tvigauaaglsunnsu _ d,
O Continued costs siunuaatiiag

A Differentiation LeinedaNANIILADAN

Aue aev'ls d Worth anuruan
d Reliability/Quality ﬂmmwamtau
O Other value creation / value add Product/

NRTULARALAN AU Service

| Communi el O JAccessibility n1512i789

Q Clear message &a&132iaLau cation and J/ Convenience AU&YAIN
Q Inspired / Motivated 3913 Promotion Tun1sldusnng
Q Reliability/ Believability 0 Continuity AusaLilay

Liadfiale




SOURCES OF REVENUE Q Higher sales volume
O Higher-price Product Mix

d New higher-value applications

O Optimize costs / Cost saving

A Price increase (competitive?)
O NEW PRODUCTS (higher priced)

_ . .
LA ﬂlmtazm“l,s

O GAIN SHARE IN EXISTING MARKET
O Products Mix (More of Higher Price Products)
O More distribution coverage
O More users base (number of consumers)
O More/New Higher-value applications
O More uses (applications) | |
O More usage (use more often) #3a Duplicate A'la (LANAINUE)
O UTILIZE RESOURCES / ASSETS
O NEW PRODUCTS
O NEW MARKETS

O DIVERSIFICATION




GENERATE REVENUE

VOC

@ Products Mix (More of
Higher Price Products)

O More distribution
coverage

O More users base

(number of consumers)
O More/New Higher-value

applications

O More uses
(applications)

O More usage (use more
often)

O Use of existing
resources

=

NEW MARKETS  EXISTING MARKETS

EXISTING PRODUCTS NEW PRODUCTS

INCREASING RISK

NEW MARKET VOC
O New geographic market
O New group of customers
O New applications

d Licensing /Franchising

VOC

MSIH ONISYIHIMI

New Product Concept

New Product Ideas:

a
a
a
a
a
a
a
a

DO

Existing customers
Market Trend

New Knowledge

New technology

New ingredients/New
materials

New Process Tech.
Core competency
Brand Synergy / Brand
association / Brand
perception
Competition
Partnership




ML

Expected outcome

Revenue from education

Expected outputs

Higher number of students /
Learners

QUESTIONS

VOC

oo 0oopo0

Who? Potential learners?
Need?

Wants?

Preference?

New Behavior?
Motivation ?

Where ?

Partnership?

MARKET PENETRATION

EXISTING PRODUCTS NEW PRODUCTS

MSIH ONISYIHONI

)
=
w
X
[
<
=
o
-
l—
@
P
i
)
=
w
¥
[
=
=
=
w
z

INCREASING RISK

Updated current service,
both content and approach.
New curriculum design
Proactive recruitment/
Communicate (marketing)
Offer existing courses to
other faculties or other
universities

Different channels of
knowledge delivery — online
Repackage selective courses
for new groups of learners
New research topics based
on new context, new issues
Collaboration research




MARKETING 3 GENERATE REVENUE

TOOL # 5 (NEW) PRODUCT CONCEPT DEVELOPMENT

KEY ELEMENTS IN PRODUCT CONCEPT
1. Selected consumer insights /
VOC

inspiration _?_electczgl contsum(;r insig;1ts or inspiration ...
0 .... (target customers
g' 'I\I;Ia;?keettcsuestgqngﬁg/ consumers Product X is ..... (market segment) ...
' g o : Which offers ..... (product differential advantages

4. Product proposition (offered benefits) benefits) ....(Consumer benefits)
5. Consumer benefits as a result of Because ... (reason why)

product benefits Propose feature ......
6. Differential advantages / uniqueness
7. Rationales to support claim Cr. Kotler
8. Features




ML

Expected outcome

Revenue from education

Expected outputs

Higher number of students /
Learners

Questions | \/(DC

O What's new?

O What's attractive ?

O Need? Change?

d Want? Change ?

O Preference?
Change?

NEW PRODUCTS

EXISTING MARKETS

7
[
i
X
4
<
=
=
i
z

EXISTING PRODUCTS NEW PRODUCTS

INCREASING RISK

MSIY ONISYININI

New Product Ideas:

(@) O O O O O O O

W=

NOo vk

&0

Existing customers

Market Trend

New Knowledge / New technology
New ingredients/New materials
New Process Tech.

Core competency / Expertise

Brand Synergy / Brand association /
Brand perception

Partnership

Competition

Online courses

215t Century Skills courses
New knowledge (technology /
materials / Process)
Case-base (New teaching)
Short courses of LLL
Consultancy Service

New Curriculum (replace old
ones)

New research topics




ML

NEW MARKETS

Expected outcome

1. Offer same education
service in new
geographic areas,
utilizing same brand

. Offer different
repackaged courses to
new groups of people

Revenue from education EXISTING PRODUCTS  NEW PRODUCTS

Expected outputs

EXISTING MARKETS

Higher number of students /
Learners

Questions | \/(OC

Q NEW Potential users? 3. Licensing the
d Where? curriculum or some

g ﬁonge?xaant? REREESIESISS selected courses
eed: ¢

Preference?
(J Motivation ?

MSIH ONISVYIHOINI
N

NEW MARKETS




MARKETING => GENERATE REVENUE

TOOL #4 INTEGRATED MARKETING COMMUNICATION
O Advertising message
O Creative approach
O Newsletter _ O Communication tools
CORPORATE OBJECTIVES O Website(s) Q Public media
O Facebook(s)
O Line Account
COMMUNICATION
coscres ST, e
T
COMMUNICATION / \
STRATEGY Q Exhibition
O Conference

O Open house O Symposium
Q Campus tour _ O Meeting

O Student camp Q Talk Series
O Research Assistantship




OPEN HOUSE (BRAND / SERVICE EXPERIENCES)

Harvard

Harvard South Asia Institute Student Event
ks R R -

"

www://college.harvard.edu

. piringm?nds

Employability Quantified

Students, parents and counselors are cordially invited
to a program about undergraduate education at
Harvard University.

Please join

e Maxwell Dikkers
- Senior Admissions Officer
AN Harvard College

Mr. Dikkers will address issues of particular concern to international

d lying to Ameri iversities. Topics to b d
e e GRANT (OPPORTURITIES
study in the U.S., campus life, costs and financial aid. There will be a 0 P E N H 0 U S E

question and answer period after the slideshow.

Please note that this information session is intended only for students seeking information about the
undergraduate program at Harvard. For information about gradaute study at Harvard, please consult the main
university website: https://www.harvard.edu/schools T H U R s DAY, JA N UARY 26 y 20 1 7
CGIS South, S250, 1730
Saturday, May 12, 2018 Cambridge Street, Cambridge MA

From 4:00 to 6:00 pm

Come hear about SAl Summer Funding opportunities from past SAI grant recipients. Learn about
the various types of grants, the application process, how to write an appropriate budget for a sum-

TUNISIA OFFICE mer in South Asia, and enjoy some delicious South Asian food.
CENTER FOR MIDDLE EASTERN STUDIES Deadiines
HARVARD UNIVERSITY Summer 2016 February 15, 2017

3rd Floor- Immeuble Slim
Rue de I’Euro- Lac II - Tunis

ADMISSION FREE -

Contact: +216 71 194 418 -- cmes_tunisia@fas.harvard.edu

hitp://southasiainstitute. harvard.edu/
Twitter: @HarvardSAl | Facebook: HarvardSAl




E Students | Harvard University » +

<« C @ https://www.harvard.edu/students w @ eror @@ O
Faculty Staff Students Alumni Parents Visitors Media
About Harvard Admissions & Aid HARVARD Schools On Campus
Gazette News Events UNIVERSITY Visit Give

Students

Faculty University-wide Student Resources

staff The following links provide University-wide resources for all Harvard students. If you are a
SHicents prospective student, please see Admissions & Financial Aid.

Alumni

Parents » Academic Calendar by School

Visitors » Admissions & Financial Aid

Mediz + Commencement

Course Catalog

Directions and Parking




Harvard College
e Main Website

@ Students | Harvard University X +

< C & https//www.harvard.edu/students
Faculty Staff Students Alumni Parents Visitors Media . Ad mISSI Ons
About Harvard Admissions & Aid ey Schools e Aca d emics
Facult University-wide Student Resoul - 1A
y y  Financial Aid
- The following links provide University-wide resources for all Hary .
Students prospective student, please see Admissions & Financial Aid. e Stu dent I—Ife
Alumni
L]
Parents » Academic Calendar by School Stu dent RE‘SU Urces
isi » Admissions & Financial Aid o -
i o » Advising & Counseling
Media « Commencement
* Course Catalog e Handbook for Students
 Directions and Parking
» Harvard University Health Services e Map of the Cam puUS
» Harvard University Information Technology
- Harvard Mobile Apps e Student Perspectives
« Harvard University Police Department L.
» Harvard University Student Financial Services (including VA and . |—|V| N g at H drvd I'Cl
¢ Human Resources
« Libraries
e Museums
« Sustainability v




Continuing Education Harvard School of Dental Medicine
e Main Website e Main Website

e Student & Alumni Affairs Office e Students

e Calendar e Academics

e Registration Guidelines e Admissions

e Tuition & Payments e Financial Aid

* Degree Programs e Scholarships

 Course Offerings  Directory

e Exams, Grades, Policies « DMD Program

e Directory e Advanced Graduate Education Programs

e Financial Aid e PhD in Biological Sciences in Dental Medicine




KEEP CONNECTION }

COMMUNICATION TOOLS WITH ALUMNI

LEADERSHIP

H HBR.ORG ? MAY 2013 HER.ORG V I ! JULY-A wa Y | mE B HERORG § GCTOBER 2005
‘ l eawares | Sl ol BN W e N B OB oo gy i
arvar The Limits of Harva rd Four Paths to Business Harva rd oy o i
Social Influe ‘Companies Do
Sinan Aral

Karan Ghratra and Serguel Metesslne

‘ . . o Global,
A e with Andy
92 spottight 104 The HER Interdsw 43 Mow 1 08 it
In Search of the Lenove CEO On Making
Next Big Thing Yang Yuanging on arrots !-’0
Aninterview with the uture

Ware Andreessen PCs I seffrey Dunn
Ramanna

TURN A

GREAT
IDEA

INTO A

GREA
BUSIN

“Lean” is changing everything you know
about starting a new venture eace 63

1413 Caso Study 42 Trwsllllf-u_ . . 133 Case Study

The Unmanageable Tl'u.: Crisis in . Is the Promotion
Star Performer Retirement Plannin g Worth the Price?
Abhishek Goel Robert €. Merton

. mrPE Ll
The New Basics of co o BE PARANO o
o DISRUPT o ENT
0 TOWARFORTA"
[ ]
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STUDENTS' EXPERIENCE

AaNTIU
Aayu NEW STUDENTS
gauav
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Listen /

OPERATION DEVELOPMENT i VOC
ol Symptoms =
VOCREEEEN 1] [ VOC

1. Listen / Observe the issues d Knowledge

2. Obtain relevant information / 8 2 d Principles

3. Identify the problem and ISSUE-BASE Q) Conceptual skills
possible causes of the problems
or opportunities for ;1 OPERATION = Nl
improvement DEVELOPMENT

4. Analyze / Consider the case

5. Identify DESIRED OUTPUT / \ 6 4 /
OUTCOME and solution options
and rationales (pros/cons) Secicion . . A”_‘Z'yzih

6. Make decision / approval e

g. 'IIE'akle act:tlons / communicate S Solution “ 0 Knowle dge

. cvaluate options Q Principles

d Thinking skills
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