customer service in higher education

customer service in higher education plays a critical role in shaping the experiences of students,
faculty, and staff within academic institutions. As colleges and universities become increasingly
competitive and diverse, the demand for effective support services has never been greater. High-
quality customer service in higher education not only enhances student satisfaction but also
contributes to retention, recruitment, and overall institutional reputation. This article explores the
multifaceted nature of customer service in this sector, examining its importance, key components,
challenges, and best practices. Additionally, it delves into the integration of technology, the role of
staff training, and emerging trends. The comprehensive overview will provide valuable insights for
administrators, educators, and service providers seeking to improve their customer service
strategies in higher education settings.
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The Importance of Customer Service in Higher
Education

Customer service in higher education is essential for fostering positive relationships between
institutions and their stakeholders. Students, as primary customers, expect responsive, empathetic,
and efficient service throughout their academic journey. Faculty and staff also benefit from quality
support services that enable them to perform their duties effectively. Institutions with strong
customer service frameworks often experience higher student retention rates, increased enrollment,
and better alumni engagement. Additionally, excellent service contributes to a positive campus
atmosphere, promoting collaboration and satisfaction among all community members.

Impact on Student Retention and Success

Effective customer service directly influences student retention by addressing concerns promptly
and supporting academic and administrative needs. When students feel valued and heard, they are
more likely to continue their education at the institution. Support services such as advising, financial



aid assistance, and mental health resources are critical touchpoints where customer service plays a
significant role in student success.

Enhancing Institutional Reputation

Higher education institutions that prioritize customer service often enjoy enhanced reputations.
Positive word-of-mouth from satisfied students and staff can attract prospective students and faculty.
Furthermore, accreditation bodies and ranking organizations increasingly consider customer service
quality as a factor in their evaluations, making it a strategic priority for institutions.

Key Components of Effective Customer Service

Delivering outstanding customer service in higher education requires a combination of clear
communication, accessibility, responsiveness, and personalized support. These components ensure
that stakeholders receive timely and relevant assistance tailored to their unique needs.

Clear and Transparent Communication

Providing accurate information in an understandable manner is fundamental. This includes
everything from course registration procedures to financial aid policies. Transparency reduces
confusion and builds trust between the institution and its customers.

Accessibility and Availability

Services must be accessible both physically and digitally. Extended office hours, multiple
communication channels, and user-friendly online platforms contribute to greater accessibility,
accommodating diverse schedules and preferences.

Responsiveness and Timeliness

Prompt responses to inquiries and issues demonstrate respect for customers’ time and concerns.
Delays can lead to frustration and dissatisfaction, undermining institutional credibility.

Personalized Support

Recognizing and addressing individual needs enhances the service experience. Tailored advising,
customized academic plans, and culturally sensitive interactions exemplify personalized approaches
in higher education customer service.



Challenges and Barriers in Customer Service Delivery

Despite its importance, customer service in higher education faces several challenges that can
impede effectiveness. Understanding these barriers is crucial for developing strategies to overcome
them.

Resource Constraints

Limited budgets and staffing shortages can restrict the scope and quality of service offerings.
Institutions may struggle to maintain adequate support levels during peak periods, such as
enrollment seasons.

Diverse Stakeholder Needs

Higher education serves a varied population, including traditional students, adult learners,
international students, faculty, and staff. Meeting the distinct expectations and cultural differences
of these groups requires flexibility and cultural competence.

Complex Administrative Processes

Many academic policies and procedures are inherently complex, creating potential confusion for
customers. Simplifying and streamlining these processes while maintaining compliance is a
persistent challenge.

Technology Integration Issues

While technology can enhance service delivery, inadequate or outdated systems may hinder
efficiency. Technical glitches and lack of user training can frustrate both service providers and
recipients.

Best Practices for Enhancing Customer Service

Implementing proven strategies can significantly improve customer service experiences in higher
education institutions. These practices focus on proactive engagement, continuous improvement,
and stakeholder involvement.

Establishing Clear Service Standards

Defining measurable service quality standards helps set expectations and guide staff performance.
These standards should encompass response times, communication protocols, and service delivery
methods.



Implementing Feedback Mechanisms

Regularly collecting and analyzing feedback from students and staff enables institutions to identify
strengths and areas for improvement. Surveys, focus groups, and suggestion boxes are common
tools for gathering input.

Fostering a Customer-Centric Culture

Creating an institutional culture that values customer service encourages employees at all levels to
prioritize positive interactions. Recognition programs and leadership commitment are effective ways
to embed this culture.

Continuous Training and Professional Development

Ongoing training ensures that staff remain knowledgeable about institutional policies, best
practices, and communication skills. Professional development opportunities contribute to higher
service quality and employee satisfaction.

Utilizing Multichannel Communication

Offering multiple points of contact, such as phone, email, live chat, and social media, provides
convenience and caters to different preferences. Coordinated communication across channels
ensures consistency and efficiency.

e Clear service standards

e Regular feedback collection

e Customer-centric organizational culture
e Continuous staff training

e Multichannel communication strategies

The Role of Technology in Customer Service

Technology has transformed customer service in higher education by enabling faster, more efficient,
and accessible support. Digital tools facilitate communication, streamline administrative tasks, and
personalize services.



Online Portals and Self-Service Platforms

Many institutions offer online portals where students can register for classes, access grades,
manage financial aid, and find resources independently. These platforms reduce wait times and
empower users through self-service capabilities.

Customer Relationship Management (CRM) Systems

CRM software helps institutions track interactions, manage inquiries, and provide personalized
support. By consolidating data, staff can respond more effectively and anticipate customer needs.

Chatbots and Artificial Intelligence

Al-powered chatbots offer 24/7 assistance for routine questions, freeing human agents to handle
more complex issues. These tools improve responsiveness and provide instant support around the
clock.

Data Analytics for Service Improvement

Analyzing customer service data enables institutions to identify trends, measure satisfaction, and
optimize resource allocation. Data-driven decision-making enhances service quality and operational
efficiency.

Staff Training and Development for Customer Service
Excellence

Investing in comprehensive training programs is essential for equipping staff with the skills
necessary to deliver exceptional customer service in higher education. Training fosters
professionalism, empathy, and problem-solving abilities.

Communication Skills Training

Effective communication, including active listening and clear articulation, is vital for understanding
and addressing customer needs. Training often includes conflict resolution and cultural sensitivity
components.

Knowledge of Institutional Policies and Resources

Staff must be well-versed in academic regulations, financial aid, campus services, and technology
platforms to provide accurate information and guidance.



Scenario-Based Learning and Role-Playing

Practical exercises help staff practice handling diverse customer interactions and develop
confidence in managing difficult situations. Role-playing promotes empathy and adaptability.

Ongoing Evaluation and Support

Regular performance assessments and coaching ensure continuous improvement. Providing access
to updated resources and peer support networks sustains service quality over time.

Emerging Trends and Future Directions

Customer service in higher education continues to evolve, driven by technological advances,
changing student demographics, and shifting expectations. Understanding these trends is critical for
future readiness.

Increased Personalization through Data

Leveraging big data and analytics allows institutions to tailor services more precisely to individual
student profiles, enhancing engagement and satisfaction.

Expansion of Virtual and Hybrid Support Services

The rise of online and blended learning models necessitates flexible customer service options that
accommodate remote students and asynchronous interactions.

Focus on Mental Health and Well-being

Customer service increasingly includes support for mental health, recognizing its impact on
academic performance and overall student experience.

Integration of Omnichannel Communication

Seamless integration of various communication channels ensures consistent and efficient service
delivery, meeting customers where they are most comfortable.

Emphasis on Diversity, Equity, and Inclusion

Institutions are prioritizing culturally competent service practices to address the needs of diverse
populations and promote equitable access to resources.



Frequently Asked Questions

What are the key challenges of customer service in higher
education?

Key challenges include managing diverse student needs, ensuring timely communication, handling
high inquiry volumes, integrating technology effectively, and maintaining personalized support.

How can higher education institutions improve their customer
service experience?

Institutions can improve customer service by implementing multi-channel support, training staff in
empathy and communication, utilizing CRM systems, gathering regular feedback, and personalizing
student interactions.

Why is customer service important in higher education?

Customer service is important because it enhances student satisfaction, supports retention and
recruitment, fosters positive institutional reputation, and contributes to overall student success.

What role does technology play in customer service for higher
education?

Technology enables efficient communication through chatbots, online portals, CRM systems, and
self-service tools, allowing institutions to provide timely and accessible support to students and
stakeholders.

How can higher education institutions handle student
complaints effectively?

Effective handling involves active listening, timely responses, clear communication, offering
solutions or alternatives, documenting issues, and following up to ensure resolution and student
satisfaction.

What are some best practices for training staff in customer
service in higher education?

Best practices include role-playing scenarios, cultural competency training, regular updates on
policies, emphasizing empathy and active listening, and providing resources for continuous learning.

How does personalized customer service benefit students in
higher education?

Personalized service addresses individual student needs, increases engagement, improves academic
support, builds trust, and contributes to a more positive and supportive learning environment.



What metrics can higher education institutions use to
measure customer service effectiveness?

Institutions can use metrics such as student satisfaction surveys, response and resolution times, Net
Promoter Score (NPS), retention rates, and feedback from focus groups or service evaluations.

How can higher education institutions balance automation
and human interaction in customer service?

Institutions should use automation for routine inquiries and data management while ensuring human
interaction is available for complex, sensitive, or personalized support, maintaining a balance that
enhances efficiency and empathy.

Additional Resources

1. Delivering Excellence: Customer Service Strategies for Higher Education

This book explores effective customer service techniques tailored specifically for colleges and
universities. It covers best practices for engaging students, faculty, and staff, emphasizing the
importance of responsiveness and empathy. Readers will find actionable strategies to enhance
satisfaction and improve institutional reputation.

2. The Student Experience: Enhancing Customer Service in Higher Education

Focused on the student perspective, this book examines how institutions can create a welcoming and
supportive environment. It highlights the role of customer service in student retention and success.
Practical examples and case studies illustrate how personalized service impacts the overall
educational journey.

3. Building Bridges: Communication and Customer Service in Universities

This title delves into the communication skills essential for delivering high-quality customer service
in academic settings. It addresses challenges such as managing diverse populations and resolving
conflicts. The book offers tools for fostering collaboration and understanding among university
stakeholders.

4. Customer-Centered Campus: Transforming Higher Education Services

This book advocates for a shift toward customer-centric models within higher education institutions.
It provides frameworks for aligning administrative services with student needs and expectations.
Readers learn how to implement cultural change that prioritizes service excellence across
departments.

5. Service Excellence in Higher Education: A Guide for Staff and Faculty

Designed for both faculty and administrative staff, this guide outlines principles of outstanding
customer service. It emphasizes the importance of professionalism, active listening, and problem-
solving in day-to-day interactions. The book includes tips for handling difficult situations with grace
and effectiveness.

6. Innovative Approaches to Student Services in Higher Education
This book showcases creative and modern approaches to student support services, integrating
technology and personalized care. It discusses how innovation can improve efficiency without



sacrificing quality. Case studies highlight successful programs that have enhanced student
satisfaction.

7. Empathy and Engagement: Redefining Customer Service in Academia

Focusing on the human element, this book stresses the role of empathy in providing exceptional
service to students and colleagues. It explores techniques for active engagement and building trust
within the academic community. The author argues that empathy is key to fostering a positive
campus culture.

8. Managing Customer Expectations in Higher Education

This title addresses the challenges of balancing institutional policies with the diverse expectations of
students and families. It provides strategies for clear communication and setting realistic goals. The
book helps administrators navigate complex situations while maintaining customer satisfaction.

9. The Future of Customer Service in Higher Education: Trends and Technologies

Looking ahead, this book examines emerging trends and technologies shaping customer service in
universities. Topics include Al, self-service portals, and data-driven decision-making. It offers
insights on how institutions can adapt to meet evolving student needs in a digital age.
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customer service in higher education: Elevating Customer Service in Higher Education
Heath Boice-Pardee, Dr. Emily Richardson, Eileen Soisson, 2018-06-04 Elevating Customer Service
in Higher Education provides an in-depth guide by three practitioners with decades of combined
experience in the higher education and hospitality sectors. Our authors are deeply embedded in
customer service initiatives and have certified hundreds of higher-ed professionals at Academic
Impressions' customer service trainings and on-campus workshops. In this guide, our authors will
walk you through: Core service competencies Strategies for supporting frontline staff in enhancing
customer service Examples of customer service scripts for dialogue, phone, voicemail, and email
Detailed guidelines for creating physical environments on campus that facilitate better service
Worksheets and tools for auditing policies and practices that impact customer service Tips for
cultivating faculty and staff buy-in Examples of exemplary customer service initiatives at other
colleges and universities REVIEWS Elevating Customer Service should be read by every
administrator who cares about retention and service excellence. - Neal Raisman, N. Raisman &
Associates In today's competitive market in higher education, a partnership between academics and
customer service is key to attracting and retaining students. This handbook shows practitioners how
to enhance service excellence while maintaining academic integrity. - Bill Destler, President
Emeritus, Rochester Institute of Technology How refreshing and encouraging it is to read a book
about customer service on today's college campuses. The reality is higher education today is rapidly
changing and models of leading a university are significantly altered in todays environment.
Customer service can no longer be viewed as a negative concept on our campuses. Rather, such
service is mandated today in whatever form one wishes to call it. Students, parents, employers, and
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college employees are demanding it. Implementing such measures that change a campus's culture
may mean the difference between those colleges that survive and those that do not. The foundations
of quality service discussed in this book should be mandatory reading for all college administrators. -
David DeCenzo, President, Coastal Carolina University This insightful book provides a step-by-step
guide to assess, evaluate, and implement strategies to improve the effectiveness of any department
or division within the academy. The authors provide valuable information and a workable template
to enhance the student experience on campus and ultimately improve retention, and recruitment
efforts in an era in which colleges and universities are fiercely competing to attract and retain
students. - Jim Pillar, Associate Vice President of Housing, Monmouth University This really made
me think about our office environment and how we can work toward improving not only the student
experience but the front-line staff experience as well. It truly is a practical guide with relevant
activities and things to consider. - Kerri Wilson, Director of Off-Campus Living and Community
Partnerships, Rutgers University-New Brunswick

customer service in higher education: Creating a Service Culture in Higher Education
Administration Mario C. Martinez, Brandy Smith, Katie Humphreys, 2023-07-03 Service delivery is
part and parcel of every higher education professional’s job, both to improve service to students and
to each other as “internal customers”. Until now higher education professionals have had to rely, for
their professional development, on books and training designed for the business sector. This book is
the first to specifically address the needs of higher education professionals across a wide range of
administrative functions within college and university environments. It is designed for administrative
staff and management, ranging from professionals working in centralized functions such as student
affairs and enrollment management to those working as advisors or in career centers, whether in
community colleges, four-year institutions, or for-profit institutions.Each chapter applies customer
service principles to scenarios that are relevant to higher education. The book begins by engaging
the reader to define service and identify the external and internal customers who are recipients of
that service. It then maps customer interactions into a series of steps and offers departments and
individuals a tool to maximize the customer experience. Additional chapters address customer
expectations, creating a service culture on your campus, and managerial influences on staff service
delivery. Creating a Service Culture in Higher Education Administration is a complementary book to
the online customer service and management training resources at softskillspros.com.

customer service in higher education: Business Practices in Higher Education Mark A.
Kretovics, Erica Eckert, 2019-10-08 The new edition of Business Practices in Higher Education helps
readers understand the true nature of higher education and appreciate how the academy effectively
incorporates business practices into everyday work lives. The authors apply business concepts and
models and explain how they can be leveraged to improve the overall efficiency and effectiveness of
higher education institutions. Useful examples from a wide range of institutions—including small
private college, large public universities, and community colleges—address macro-level higher
education and student population issues, while also addressing micro-level issues for individual
institutions or students. Business practices are critical to the academic, student affairs, and
administrative sides of higher education. This book offers aspiring higher education and student
affairs professionals an understanding of the fundamental business practices of colleges and
universities. New in this edition: Updated coverage of current practice and research New chapters
on accounting, strategic planning, and fundraising End-of-chapter questions for discussion

customer service in higher education: The Power of Retention Neal A. Raisman, 2008
Academic customer service is not just a legitimate concern but a necessity for colleges and
universities. Building on the lessons outlined in 'Embrace the Oxymoron', the author takes the next
steps with more solutions, how to's, research and formulas to assure college retention, enrollment
and financial success.

customer service in higher education: The Business of Higher Education John C. Knapp
Ph.D., David J. Siegel, 2009-10-22 At a time of great economic uncertainty, The Business of Higher
Education looks at the pros and cons of colleges and universities taking a more business-like



approach to fulfilling their missions. How can colleges and universities navigate their way between
shrinking commitments and the increasing expectations of their students? Does the answer lie in
taking a more business-like approach? This extraordinary resource considers the costs and benefits
to both public and private institutions and to society when academe embraces business models for
improving cost-efficiency, marketing, hiring practices, and customer service. Bringing together a
diverse team of contributors from the academic and business worlds, The Business of Higher
Education offers 35 essays in three volumes. The first volume explores issues of leadership and
culture, the second focuses on management and fiscal strategies, and the third volume takes up
issues of marketing and consumer interests. Throughout, the work balances the contrasting
perspectives of those within the academy and those outside of it, as it considers whether higher
education and the public interest are ultimately helped or harmed by the application of business
methods to essential academic functions.

customer service in higher education: Personalising Library Services in Higher
Education Elizabeth Tilley, 2016-05-06 In an economic climate where cuts are becoming the norm,
a boutique library service may seem a contradiction. In some academic libraries the trend is still
towards centralisation programmes or offering generic services. However, the student as the
customer now has an even greater vested interest in the learning process as their financial
commitment increases and they are demanding better services. Personalised library services are
tailored with a specific clientele in mind and will provide the enhanced service demanded by today's
students. These services need not cost more money; but they do require inventive and
customer-facing staff. They celebrate and promote collaborative ventures along with excellent
communication and marketing. This book unpacks the boutique model and is full of practical advice,
supported by a unique set of case studies reflecting international practice including Australian,
American and Russian and UK library services.

customer service in higher education: Rebuilding Support for Higher Education Paul L.
Gaston, 2024-08-01 This book provides a palette of practical strategies that higher education
leaders—administrators, faculty members, academic advisors, and the like—can apply to the task of
rebuilding support. Once closely associated with the common good, higher education is now
regarded principally as a benefit for individuals. As a consequence, support for colleges and
universities has declined dramatically over the past 50 years, having serious implications for both
public and private institutions. After summarizing the erosion of public funding, acknowledging
examples of “self-inflicted damage,” and proposing tactics for improvement, this book suggests how
to engage natural allies and advocates of higher education, describes three key priorities that every
higher education leader should pursue, and emphasizes the importance of maintaining rigorous and
conspicuous transparency. Offering a clear-eyed account of this widely lamented issue and
innovative approaches for addressing it, this book is essential reading for new, seasoned, and
aspiring leaders in higher education.

customer service in higher education: Marketing Higher Education Paul Sergius Koku,
2022-07-15 This book provides a comprehensive and accessible guide to marketing Higher
Education institutions, discussing how universities are service providers and how education is a
service, both of which need to be defined and marketed together. Unlike the current offering
available on the subject, this book provides a uniquely applied approach, linking the theory of
marketing practice to the Higher Education sector through real life case studies and examples. Each
topic is covered in depth, including marketing segmentation, pricing, location, brand management,
internationalization, and expansion. Overarchingly, the book considers how to develop and promote
the university as a product and as a brand. Two case studies from real life universities in a broad
range of locations are provided at the end of each chapter, alongside questions to aid understanding
and application. Holistic and practical, Marketing Higher Education is an ideal guide for academics
and students studying services marketing, Higher Education management and leadership, and
marketing in the public sector. It will also be an invaluable resource for professionals working in
Higher Education administration looking to develop their skills and understanding of marketing and



brand building.

customer service in higher education: Higher Ed, Inc. Richard S. Ruch, 2003-08-11 Winner
of the 2002 Alice L. Beeman Research Award for Outstanding Writing about Communications from
the Council for Advancement and Support of Education Among higher education institutions in the
United States, for-profit colleges and universities have steadily captured a larger share of the
student market. A recent trend at for-profit institutions is the coupling of job training with
accredited academic programs that offer traditional baccalaureate, professional, and graduate
degrees. Richard Ruch, with administrative experience in both the nonprofit and for-profit sectors of
higher education, takes us inside these new for-profit institutions, describing who teaches there,
who enrolls and why, and how the for-profits are managed and by whom. He analyzes their different
structures, services, and outlook on higher learning and training, and explains in detail how they
make profits from tuition income. In Higher Ed, Inc., Ruch opens up the discussion about for-profit
higher education from the perspective of a participant-observer. Focusing on five providers—the
Apollo Group (the University of Phoenix); Argosy Education Group (the American Schools of
Professional Psychology); DeVry, Inc. (DeVry Institutes of Technology); Education Management
Corporation (the Art Institutes International); and Strayer Education (Strayer University)—he
conveys for the first time what it feels like to be inside this new kind of American institution. He is
also candid about the less attractive aspects of the for-profit colleges, including what those who
enroll may give up. As Ruch makes clear, the major for-profit colleges and universities offer a
different approach to higher education—one that may be increasingly influential in the future.

customer service in higher education: Consuming Higher Education Joanna Williams,
2013-01-17 Reflects on the link between constructing students as consumers and the purpose of
higher education, and the implications for student identity and learning.

customer service in higher education: Creating a Service Culture in Higher Education
Administration Mario Martinez, Brandy Smith, Katie Humphreys, 2023 Service delivery is part and
parcel of every higher education professional's job, both to improve service to students and to each
other as internal customers. Until now higher education professionals have had to rely, for their
professional development, on books and training designed for the business sector. This book is the
first to specifically address the needs of higher education professionals across a wide range of
administrative functions within college and university environments. It is designed for administrative
staff and management, ranging from professionals working in centralized functions such as student
affairs and enrollment management to those working as advisors or in career centers, whether in
community colleges, four-year institutions, or for-profit institutions.Each chapter applies customer
service principles to scenarios that are relevant to higher education. The book begins by engaging
the reader to define service and identify the external and internal customers who are recipients of
that service. It then maps customer interactions into a series of steps and offers departments and
individuals a tool to maximize the customer experience. Additional chapters address customer
expectations, creating a service culture on your campus, and managerial influences on staff service
delivery. Creating a Service Culture in Higher Education Administration is a complementary book to
the online customer service and management training resources at softskillspros.com.

customer service in higher education: Higher Education in the United States James ]J. F.
Forest, Kevin Kinser, 2002-06-21 Surveys the changing landscape of American higher education,
from academic freedom to virtual universities, from campus crime to Pell Grants, from the Student
Privacy Act to student diversity. In the years following World War II, college and university
enrollment doubled, students revolted, faculty unionized, and community colleges evolved. Tuition
and technology soared, as did the number of first-generation, minority, and women students. These
changes radically transformed the American system of postsecondary education. Today, that system
is in trouble. Its aging professoriate prepares for retirement, but low academic salaries can no
longer attract the best minds to replace them. A flood of corporate dollars funds commercial
research, but money for basic research—the seedbed of American scientific preeminence—has dried
up. Colleges and universities also face heated competition with for-profit education providers for



students, faculty, and external financial support, along with the costs of providing remedial
education to growing numbers of students who are unprepared for postsecondary education. Higher
Education in the United States provides a comprehensive analysis of these issues and others that
scholars and practitioners of higher education study, discuss, and grapple with on a daily basis.

customer service in higher education: Customer Service in Academic Libraries Stephen
Mossop, 2015-10-06 The term 'customer service' is not new to the academic library community.
Academic libraries exist to serve the needs of their community, and hence customer service is
essential. However, the term can be applied in a variety of ways, from a thin veneer of politeness, to
an all-encompassing ethic focussing organisational and individual attention on understanding and
meeting the needs of the customer. For customers, the library's Front Line team is the 'human face'
of the library. How well they do their job can have a massive impact on the quality of the learning
experience for many students, and can directly impact upon their success. The importance of their
role, and the quality of the services they offer, should not be underestimated - but in an increasingly
digital world, and with potentially several thousand individuals visiting every day (whether in person
or online), each with their own agendas and requirements, how can the library's Front Line team
deliver the personal service that each of these individuals need? Customer Service in Academic
Libraries contributes to what academic libraries, as a community, do really well - the sharing of best
practice. It brings together, in one place, examples of how Front Line teams from libraries across a
wide geographical area - Hong Kong, Australia, Turkey and the United Kingdom - work to 'get it
right for their customers'. Between them, they cover a range of institutions including
research-intensive, mixed HE/FE, private establishments and shared campuses. All have their own
tales to tell, their own emphases, their own ways of doing things - and all bring their own examples
of best practice, which it is hoped readers will find useful in their own context. - Discusses 'customer
service' in a library setting - Translates 'management theory' into useful practice information -
Examines building relationships, meeting customer needs, and marketing and communication -
Provides examples of practical experience grounded in recent, transferable experience

customer service in higher education: Strategic Brand Management in Higher Education
Bang Nguyen, T.C Melewar, Jane Hemsley-Brown, 2019-02-13 University branding has increased
substantially, due to demands on universities to enrol greater numbers of students, rising tuition
fees, the proliferation of courses, the growing 'internationalization' of universities, financial
pressures, and reliance on income from foreign students. As higher education continues to grow,
increased competition places more pressure on institutions to market their programs. Technological,
social, and economic changes have necessitated a customer-oriented marketing system and a focus
on developing the university brand. This book is unique in providing a composite overview of
strategy, planning, and measurement informed by ground-breaking research and the experiences of
academics. It combines theoretical and methodological aspects of branding with the views of leading
exponents of branding in different contexts and across a range of higher education institutions.
Expert contributors from research and practice provide relevant and varying perspectives allowing
readers to access information on international trends, theory, and practices about branding in
higher education. Readers are exposed to the critical elements of strategic brand management, gain
insights into the planning process of higher education branding, and gain a solid understanding of
the emerging research area of branding concepts in higher education. Advanced students, and
researchers will find this book a unique resource and it will also be of interest to brand practitioners
in both education and public sector markets.

customer service in higher education: Digital-Age Innovation in Higher Education Gary
Natriello, 2021-04-15 Digital-Age Innovation in Higher Education recounts the creation,
development, and growth of an innovation unit within a major university. This single case study
follows the development of the EdLab at the Gottesman Libraries of Teachers College, Columbia
University, which was charged with developing new services and products at a time when digital
technologies were markedly beginning to impact the sector. The major steps taken - recruiting staff
in key skill areas, developing projects, collaborating across organizational lines, securing resources,



delivering new services, and more - are covered in detail, illustrating the opportunities and
challenges presented by innovation mandates in long-established organizations with stable
operations and traditional academic values and practices.

customer service in higher education: Short-term Counselling in Higher Education
David Mair, 2015-11-19 As demand for counselling from students across Higher Education (HE)
increases year on year, counselling services are continually seeking to explore creative ways of
working under the pressure that results from this rise in client numbers. One of the most frequent
responses to increased demand is limiting the number of sessions that individual students may have.
Until Short-term Counselling in Higher Education, there has been no text which provides a
contextual, theoretical and practical input to this evolving way of working. This book explores
constructive ways of providing very short-term counselling within a Higher Education context. Using
case-studies, and employing up-to-date statistics from the sector, the book gives readers a clear
understanding of the nature of the professional challenges, and offers ways of addressing these,
including managing waiting lists, developing policies to facilitate timely intervention, and
understanding the limitations of what short-term therapy can offer. Short-term Counselling in
Higher Education explores the implications of working in Higher Education counselling services in
this very short-term way, and as such it will be an essential resource for counsellors, heads of
counselling services and student services managers in Higher Education, helping to find ways of
delivering effective short-term interventions within existing counselling services.

customer service in higher education: Examining Higher Education Institutions' Services to
Veterans United States. Congress. House. Committee on Veterans' Affairs. Subcommittee on
Economic Opportunity, 2014

customer service in higher education: Higher Education at Risk Sandra Featherman,
2023-07-03 Sandra Featherman believes that colleges are in denial about the severity of the threats
to the current model of higher education.Based on her own experience as a president, as a trustee,
and as a board member who has worked in private and public universities - and on interviews with
the presidents of major institutions - she offers both a trenchant analysis of those threats and clear
prescriptions about the painful but necessary decisions that colleges need to make to ensure they
remain viable, accessible and affordable, and deliver a high-quality education.Sandra Featherman
considers higher education to be at a game-changing moment. When markets don’t function well -
as is the case with today’s college marketplace with offerings that cost too much and return too little
- it opens the door to new types of suppliers, who offer new ways of providing what students are
looking for, particularly the increasing cohort of mature, working students. In the face of new
competitors - for-profit education companies, technology start-ups, and foreign universities vying for
international students - trustees and senior level administrators are generally stuck in a traditional
ethos and with decision-making processes unsuited to these times. They know what used to work,
and find it easier to follow old ways than to make the difficult transition to new ways of delivering
education.She lays out a strategy: that emphasizes the centrality of students and how to provide
them with the most effective learning environment; that is clear-eyed about focusing on the core
missions, and abandoning practices that constrain or impede them; and that requires constant
self-monitoring to learn from and act upon what works. She offers a blueprint for redesigning
institutions, for paring away what is unnecessary and cost ineffective, and for adopting the best
technologies, all in the service of developing meaningful degree programs at an affordable price,
and widening access for under-represented groups. She ranges over the implications of budget
decisions, accreditation, and MOOCs; addresses government regulation and tuition costs; presents
promising new models; and concludes with 11 key recommendations that should be heeded by all
higher education administrators and trustees.

customer service in higher education: Lean Six Sigma For Higher Education: Research And
Practice Jiju Antony, V Raja Sreedharan, Ayon Chakraborty, 2020-07-13 Lean Six Sigma is one of the
operational excellence methodologies that has been widely adopted in manufacturing, service and
healthcare sectors. There are few articles discussing Lean Six Sigma in the Higher Education



context. This book is a collection of articles carefully edited by three academics and practitioners
who are based in the Higher Education sector. The book contains state-of-the-art literature review
articles, empirical studies, emerging trends on Lean Six Sigma in Higher Education and case study
related papers.Lean Six Sigma for Higher Education caters to students, researchers and academics
who are interested in understanding the rudimentary concepts of Lean Six Sigma. It also covers the
challenges and barriers in implementation and sustenance of this powerful operational and service
excellence methodology.

customer service in higher education: Quality Management Implementation in Higher
Education: Practices, Models, and Case Studies Sony, Michael, Karingada, Kochu Therisa,
Baporikar, Neeta, 2019-08-02 Although initially utilized in business and industrial environments,
quality management systems can be adapted into higher education to assess and improve an
institution’s standards. These strategies are now playing a vital role in educational areas such as
teaching, learning, and institutional-level practices. However, quality management tools and models
must be adapted to fit with the culture of higher education. Quality Management Implementation in
Higher Education: Practices, Models, and Case Studies is a pivotal reference source that explores
the challenges and solutions of designing quality management models in the current educational
culture. Featuring research on topics such as Lean Six Sigma, distance education, and student
supervision, this book is ideally designed for school board members, administrators, deans,
policymakers, stakeholders, professors, graduate students, education professionals, and researchers
seeking current research on the applications and success factors of quality management systems in
various facets of higher education.
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