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Session 2

Understanding Brand
Strategy to make a
difference in your SOM -

vol.1

nagmsMINsIaAIddndessutiunsiannnagnsnsnaumtusus

- Introduction to Marketing arundlafiugnuieafundnnsmsnisnann
Tnglinmsuning 9 veswwnAnwaswtifingn

- Common Misconceptions M3s¥ykazaivseanuilafainuliiald
Tunsduiugsiaadsiifsrdostunisnan onanidesdafianainuas
andulaeeiiveya

- Strategic Aspects of Marketing %’usﬁ’agaL%aﬁmﬁ"mﬁ’uaﬂﬁﬂixﬂawﬁma
g95YDINITARIALAZ AT 1IAIULANFA1IINN1TANTUNITNNNITAAIA
ALUNf

- Brand concept @153 1IAAYEY "UUTUA" WAzANNEIAYYBIMUTUALUYI
virdngsia Manudileiuusudiudaunssanansadsnasionisiuiuas
Auinfvesgnelaegals

- Brand Positioning Strategy L%IGMIEJQF]’NQJLﬁ'EJTKTEJWENQﬂﬁ’]ﬁJUﬁ]qG]LL%Q
Aduendnunivesuitm ﬂﬂﬁﬁ%ﬁaﬂaqmﬁ‘ﬁ’m%’uﬁuﬁmmm Blue Ocean

- Alignment of Marketing Activities aandrlainnagnsiusudifun
LegsfianunsnasramansenuegielidvdAgyseandndmanelasgnsls
Aagaanuaulavegndn warduaiun1sTuBaunsaiuTu

- Consistency in Marketing Effort Lﬁum’mﬁﬁzyﬂmm’maﬁﬂLamaiummwmsnu
ysmsranaileai ez nunamdnvalveuususiudsunsadienasinuly

- Increase Effectiveness and ROl 57N IMNAYNTNITINAIAUILUTUA

v o

auasatlugmsfiadsydnsamlunsiisuninisaainlaedisls




AAnssy

Fanlasu

= [

FayneNgauwdtdmalinanauknuaINnI5amu (Return on investment:

q

v
=

ROI) gevu
laausuazinwelunsiauinagnsnisneiunisusudivszauannudise

ANANITUNIINITNANAVDIBENHUTLANTAN LALNUHNANTENULAETINVDILUTUA

songuilvangla

Session 4

Understanding Brand
Strategy to make a
difference in your SOM -

vol.2
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Session 5
The Art of Handling
Effective Customer

Complaints
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Session 6
Measuring Retail Customer
Satisfaction : How to do it

and why?
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Session 8

Sustainability
Transformation and Impact
Ecosystem Development in

Retail
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Session 9

Understanding Brand
Strategy to make a
difference in your SOM -

vol.3
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Site visit I: Grape King Bio Ltd.
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Site Visit II: Carrefour Neihu Store
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Training Course on Service Quality Management in Retail Industry

Implementing Organizations: China Productivity Centre (CPC) and APO Secretariat

Registration of Participants CPC
08:30-09:00
Venue: Park City Hotel Luzhou Taipei 8F
Opening Session:
Mr. Hung-Mo Lin
Welcome Remarks by CPC Vice President,
China Productivity Center
09:00-09:20 Opening Remarks by APO Secretariat Ms. Mao Sato
Introduction of Resource Persons and Participants Program Officer,
APO Secretariat
Group Photo
Orientation: Ms. Mao Sato
Program Officer,
09:20-09:30 Program Overview APO Secretariat
Introduction to the APO and its activities
Introduction of PRs and Participants
Ice-breaking activity: Dr. Sugumaran Muniretnam
Managing Director,
The objectives of the ice-breaking activity aim to gather | Organisational Excellence
input and to encourage a fully participative session | Consulting
09:30-10:30 among participants to share their expectation of training | Management
’ ’ course on Service Quality Management in Retail Indus- | Puchong, Selangor
try. It is also a platform for participants to share current | Malaysia
retail management practice and to benchmarks for future
in promoting the programme to support the achievement
of the course objectives.
10:30-10:45 Coffee break
Session 1: Introductory of Dr. Sugumaran Muniretnam
Service Quality Management in Retail Industry Managing Director,
Organisational Excellence
This session explores the key characteristics of Service | Consulting
Quality Management of Retail business from an | Management
10:45-12:00 integrated viewpoint with a focus to enhance customer | Puchong, Selangor
' ' service excellence. Discussion in areas for improvement, | Malaysia
various tools and techniques of customer service
excellence that need to be adopted to create a top-notch
customer experience will be shared for continuous
improvement of retail industry’s since it is the fastest-
growing sector of the economy.




12:00-13:30

Lunch Break

6F Restaurant

13:30-14:30

Session 2: Understanding Brand Strategy to make a
difference in your SQM - Vol.1

Session 2 begins by introducing Marketing in general and
discussing some common misconceptions prevalent in
real business practices. The goal is to help participants
gain a clearer perspective on the strategic aspects of
marketing, distinguishing them from mere marketing
executions. The session will also give you a big picture of
“Brand” and take you through a process to clarify your
brand positioning strategy. A clear and winning brand
positioning strategy will be developed by connecting
customer relevance with your company's unique
strengths in an untapped market space (blue ocean).

Equipped with a clear brand positioning strategy, you will
be able to better align your marketing activities, make a
more significant impact on your target customers, ensure
consistency in your marketing efforts, and ultimately
increase your effectiveness, leading to a higher return on
investment (ROI).

Mr. Yusuke Kondo
Chief Brand Consultant,
PIPELINE D G.K.
Tokyo, Japan

14:30-14:45

Coffee break

14:45-16:45

Session 3: [Group Work 1] Step In Customer Shoe

This groupwork will encourage a fully participative
session to understand the practical implications that leads
to excellent customer service management.

It will enhance learning outcomes in Creating a service
centered action plan (SCAT) in customer journey.

Facilitated by

Dr. Sugumaran Muniretnam
and

Mr. Yusuke Kondo

18:00-18:30

Travel to Welcome Dinner Venue
(around 20 mins)

18:30-20:00

Welcome Dinner hosted by CPC

Venue: The Grand Hotel Taipei

Address:

1F, No. 1, Section 4,
Zhongshan North Road,
Zhongshan District Taipei
City

End of Day 1
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Day 2: Tuesday, 05 September 2023

09:00-09:30

Registration of Participants

Venue: Park City Hotel Luzhou Taipei 8F

CPC

09:30-10:40

Session 4: Understanding Brand Strategy to make a
difference in your SQM - Vol.2

Vol.2 will dive deeper into designing a brand strategy that
focuses on customer relevance and product/service
differentiation. The session covers all the key
components of the Brand Strategy Framework, ranging
from customer insights to defining your brand promise
and unique selling proposition, as well as establishing
your Brand character and personality. In addition, it will
provide examples of customer insights and various
angles for positioning to enhance participants'
understanding of how brand strategy is articulated.

Mr. Yusuke Kondo
Chief Brand Consultant,
PIPELINE D G.K.
Tokyo, Japan

10:40-10:50

Coffee break

10:50-12:00

Session 5: The Art of Handling Effective Customer
Complaints

This session will dive deep into the art of creating
meaningful best practice of Why People Complain,
Complaint, Handling skill, Fact Finding Techniques,
Dealing with the Complaint and tools needed to
proactively reduce the number of complaints so that the
relationship with the customer stays intact goal to boost
customer satisfaction solution that increases customer
retention and loyalty.

Dr. Sugumaran Muniretnam
Managing Director,
Organisational Excellence
Consulting

Management

Puchong, Selangor
Malaysia

12:00-13:30

Lunch break

6F Restaurant

13:30-15:00

Session 6: Measuring Retail Customer Satisfaction:
How To Do It and Why?

Retail is the most competitive industry in today's market
and the fastest-growing sector of the economy. This
session will explore the voice of the customer: Measuring
and Monitoring Customer Satisfaction by looking into the
importance of how Retail Stores Measure Customer
Satisfaction and understanding how to track it's KPIs
which drive decision-making on customer satisfaction
metric.

Dr. Sugumaran Muniretham
Managing Director,
Organisational Excellence
Consulting

Management

Puchong, Selangor
Malaysia

15:00-15:15

Coffee break

15:15-17:00

Session 7: [Group Work 2] Handling Customer
Complaints

Group will discuss on case study and Develop a Step-by-
Step Process for Handling Customer Complaints. This
group work will allow team members to get fully involved,
participate, experience, and understand systematic steps
to handle customer complaint by Identifying the problem,

Facilitated by

Dr. Sugumaran Muniretnam
and

Mr. Yusuke Kondo
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Rectify the problem, follow up on the problem & Learn
from the problem from Good to Great!

08:30-09:00

Registration of Participants

Venue: Park City Hotel Luzhou Taipei 8F

End of Day 2
Day 3: Wednesday, 06 September 2023

CPC

09:00-10:20

Session 8: Sustainability Transformation and Impact
Ecosystem Development in Retail

This session is to share the transformation strategy,
challenge and opportunity while transforming a brand
from price image to value one through sustainability
initiations.

Also, through a diverse collaboration internally and
externally, how does an impact ecosystem support the
network stakeholders by sharing resources.

Ms. Marilyn Su

CEO, Carrefour Foundation
Chief Sustainability Officer,
Carrefour Taiwan

10:20-10:30

Coffee break

10:30-12:30

Session 9: Understanding Brand Strategy to make a
difference in your SQM - Vol.3

Vol. 3 is a session comprising both a lecture and a
workshop. The lecture portion covers the evolution of
marketing, from traditional to the new wave of digital,
which includes a paradigm shift facilitated by digital
connectivity, the growing influence of Generation-Z,
customer engagement through the line (online and
offline) of Omni-channel, and the new concept of
seamless customer experiences (CX).

During the workshop part, participants will be divided into
groups and tasked with generating customer insights and
defining brand positioning for a hypothetical business
expansion into other countries. Each group will select a
company or brand and use a simplified brand strategy
framework and knowledge gained from the previous
sessions to articulate their brand positioning.

The obijective is for each participant not only to become
familiar with the framework but also to gather inspiration
for improving their own company/organization's SQM.

Mr. Yusuke Kondo
Chief Brand Consultant,
PIPELINE D G.K.
Tokyo, Japan

12:30-14:00

Lunch break

6F Restaurant

14:00-15:00

Session 10: Malaysia Case Study: Retail Digital
Transformation — From Store to Power Omnichannel

This session will share Malaysia’s case study of retail
store digital transformation leading the way to Superior
Customer Service Satisfaction from Store to Power
Omnichannel. It will explore key characteristics used to
improve customer experience, increased operational

Dr. Sugumaran Muniretnam
Managing Director,
Organisational Excellence
Consulting

Management

Puchong, Selangor
Malaysia
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efficiency, cost optization and better decision-making
capabilities to increase profitability.

15:00-15:15 Coffee break
Session 11: [Group Work 3] Facilitated by
Digitalization — e-Commerce Dr. Sugumaran Muniretnam
and
15:15-16:30 Groups will use SWOT analysis to explore the importance | Mr. Yusuke Kondo
of e-Commerce among Retail sectors as the process to
adopt ecommerce for enhancing their competitiveness.
**Presentation in interaction mode
16:30-17:00 Wrap up of the day, introduction of Site Visit etc Ms. Mao Sato / CPC

End of Day 3
Day 4: Thursday, 07 September 2023

(around 20 mins)

Registration of Participants CPC
08:15-08:30
Venue: Park City Hotel Luzhou Taipei 1F
. - Address:
e Travel to Site Visit | No. 402, Sec. 2, Jinling Rd.,
08:30-09:30 ) :
. Pingzhen Dist., Taoyuan
(around 45 mins) Ci
ity
Site visit I: Grape King Bio Ltd. Mr. Duncan Aitken
Group Sustainability Offier,
Grape King Bio is one of the top health food | Grape King Bio Ltd.
manufacturers in the Biotechnology Industry.
09:30-12:00 They are able to guarantee the highest standards in
product safety, quality and manufacturing. Using the
latest technology available they develop products to help
consumers have healthier lives, ultimately giving hope for
prosperous futures.
Address:
o LE it (T No. 123-1, Sec. 2, Jinling
2SS0 Rd., Pingzhen Dist
(Travel to Lunch Venue around 650 meters) T v . "
aoyuan City
Travel to Site Visit Il Address:
13:30-14:30 (around 50 mins) No. 88, Minshan St., Neihu
Recap of the site visit | Dist., Taipei City
Site visit ll: Carrefour Neihu Store Ms. Dream Lin
Corporate Sustainability
Carrefour has opened more than 100 stores across | Manager,
Taiwan in multiple forms, including hypermarkets, | Carrefour Taiwan
14:30-16:30 supermarkets and online shops.
Carrefour Impact Store, which showcases and sells
products that are environmental friendly, sustainable, and
use reduced plastic.
16:30-17:00 Travel to Farewell Dinner Venue
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Farewell Dinner hosted by APO Address:
18:00-19:30 1F, No.6, Sec.3, Minsheng

Venue: Courtyard by Marriott Taipei Downtown East Road, Taipei City

End of Day 4
Day 5: Friday, 08 September 2023

Registration of Participants CPC
08:45-09:00

Venue: Park City Hotel Luzhou Taipei 8F

Preparation for the CX Improvement Plan All resource persons
09:00-10:30 (National/ Organizational)
10:30-10:45 Coffee break
10:45-12-15 Presentation of the CX Improvement Plan All resource persons
12:15-13:45 Lunch break 6F Restaurant
13:45-15:30 Presentation of the CX Improvement Plan All resource persons
15:30-15:45 Coffee break

Remaining Presentation of the CX Improvement Plan (if

any)
15:45-17:00 Certificates

Ms. Mao Sato
Closing remarks by APO Program Officer, APO
Other administrative matter Secretariat
End of the Program
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Date of Issue

1 May 2023

Project Code

23-CL-08-GE-TRC-A

Title

Training Course on Service Quality Management in the Retail Industry

Timing

4 September 2023-8 September 2023

Hosting Country(ies)

Republic of China

Venue City(ies)

Taipei

Modality

Face-to-face

Implementing Organization(s)

China Productivity Center

Participating Country(ies)

All Member Countries

Overseas Participants 19
Local Participants 6
Closing Date 4 July 2023
This PN supersedes the PN issued on 26 April 2023 (Ref. No. 103)
Remarks due to changes in the Participating Countries from Not Applicable to

All Member Countries.
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Objectives

Understand the importance of service quality for productivity; enhance
skills and techniques for increasing service quality and productivity in
the retail industry; improve customer service skills; and apply best-in-
class practices, tools, and methodologies for retailers across APO
members.

Rationale

The COVID-19 pandemic altered customer expectations and retention
rates, providing an opportunity for retailers to enhance service quality
while offering new products and services to attract clients. Customer
service norms, service innovation, and retail sector in the APO member
economies' efforts to increase productivity will be studied, particularly
those of SMEs.

Background

The pandemic changed how service is provided in the retail industry.
SMEs make up a large portion of retailers in APO members, making the
sector particularly vulnerable to disruptions. Some challenges may
persist in the post-COVID-19 period, including reduced demand due to
economic uncertainty, ongoing health and safety concerns, and need for
investment in digital technology to remain competitive. e-Commerce
sales in the region grew by 63% in 2020, according to a Salesforce
report, indicating that technology can create new retail opportunities.

Customer experience and satisfaction are critical to the success of retail
industry, and service quality plays a crucial role in maintaining customer
loyalty and driving sales. The retailers can adapt to changing consumer
interest in online shopping and remote services and discover new
partnerships and collaborations on face-to-face customer interactions
through introduction of technology in the post-pandemic era. Learning
about techniques to improve service quality, particularly new customer
connections to maximize revenue, will be beneficial for all member
economies.

Topics

Concepts of customer service; Customer relationship management; e-
Commerce and introduction of other technologies to service sectors;
Kaizen and international marketing strategies.

Outcome

Improved understanding of service quality management concepts in the
retail sector, service quality management methodologies and
techniques, customer service skills, and customer satisfaction and
loyalty.

Qualifications

Senior management or representatives of industrial associations or
enterprises in the retail industry; consultants or trainers from NPOs or
firms; and representatives of industrial associations or enterprises in the
service sector, especially retail, providing service-sector productivity
consultancy and training on service quality in the service sector.

Please refer to the implementation procedures circulated with this document for further details.

Dr. Indra Pradana Singawinata
Secretary-General
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