attract engage retain building long term student relationships

0:06
All right.

0:07
Welcome everyone to the Global APP Summit and this session Attract, engage, retain building long term student relationships.

0:16
A little bit of housekeeping to get us started.

0:20
We're so glad you're here.

0:22
Please put your questions in the Q&A tab at the top right of the chat box.

0:27
At the end of the session we'll get your questions to our speakers and you may use the chat box if you have any technical problems and a member of the WSCT team will be on hand to help you this session.

0:38
Session will be recorded and we'd love to hear your feedback at the end.

0:43
Let's introduce our guests.

0:46
1st we have Barat Ratur.

0:50
Barat is a certified WSCT wines and spirits educator and Co founder of the course provider Barrels and Beyond based in the United Arab Emirates.

1:01
He also holds diploma in Single Malt Whiskey from EWA.

1:07
Education has always been Bharat's passion and he enjoys the opportunity it provides to connect with people.

1:14
Welcome and thank you for joining us.

1:16
Thanks a lot to Brianna for having me as well.

1:19
Really an honour to be here sharing the same stage with Jessica Yes and Jessica Skelly.

1:24
Jessica is the founder and President of Commonwealth Wine School in Cambridge, MA, where she merges A lifelong passion of teaching with deep wine expertise.

1:35
She holds the WSCT Diploma, is a Certified WSCT Educator, and has earned both the Certified Bordeaux Educator designation and the title of Italian Wine Ambassador.

1:46
After a successful career as a math and science teacher, Jessica established Commonwealth Wine School to cultivate an inclusive learning community that welcomes everyone from curious enthusiasts to seasoned professionals and champions excellence in wine education.

2:01
Welcome, Jessica.

2:03
Hi, Good morning.

2:04
Well, good morning from Boston anyway.

2:05
It's a pleasure to be here.

2:06
Thanks for having me.

2:07
Of course, and I'm Brianna Burns.

2:10
I have a master's in business administration and marketing and consumer behaviour, and I support providers as a WSETAPP Development Manager for the Americas, where we continue to advocate for lifelong learning and global drinks education.

2:24
I hold the WSCT Diploma in Wine and spirits.

2:27
OK, let's dive in.

2:30
Today, we are going to explore ways for AP PS to reach candidates and how to maintain their interest in your business, which will encourage repeat enrollments and create WSCT ambassadors, helping you to reach even more candidates.

2:47
We begin with reaching candidates.

2:49
Step one is to reach out to and attract candidates.

2:53
AP PS can do this in many ways.

2:55
Here are some ideas in the categories of free to low cost, low to medium cost, and high cost.

3:03
Free to low cost meaning to you the APP.

3:05
e-mail marketing with E newsletters is still one of the best ways to reach customers.

3:12
E-mail marketing is where subscribers who want to learn more about your business sign up to receive E newsletters.

3:19
These newsletters can sell your services or provide content to engage candidates.

3:26
Partnerships with universities, drinks associations, drinks companies like makers, distributors, retailers, bars, restaurants, and competitions are all another great opportunity to reach candidates at a low cost.

3:40
To learn more about partnerships, make sure you check out the recorded session from David Martine and Alex Takata titled Partnership Power, Reaching New Students and Markets.

3:51
And lastly, WSCT artwork and brochures are free for AP PS to use.

3:56
Plus we have case studies and customer success stories for B to B partnerships that will help you as well.

4:03
And I'm going to put this in the chat, this link in the chat so you can more easily find.

4:10
Let's see if I can get this in here.

4:20
So we can get that link to you perfect.

4:28
We're low to medium cost for APP's.

4:30
We're kind of including representation at local events to remote classes, food and beverage events and fessels are just they've just taken off.

4:39
They're everywhere these days.

4:40
So you can really take advantage of this low to medium cost opportunity to reach your candidates, especially in your local market.

4:50
Offering current students or potential students free or low cost tastings is also a good way to get Kenneth into the door.

4:58
Often $10 tastings are low enough to get people to you while making sure they show up and are truly engaged in your content.

5:08
Higher costs for AP PS includes paid advertising, social media ads, using influencers to spread your message, and events and award sponsorships, trade shows and competitions which often reach high profile audiences.

5:23
Businesses of every size can utilise these resources to increase lead generation, like attracting candidates.

5:31
Jessica, tell us about a successful method of reaching candidates that you use.

5:37
Yeah, I mean, I would say for us, this of course has to be multifaceted, right?

5:42
We have to first of all, find people where they are and, and our, you know, our school, Commonwealth Wine School, we have all of the WSAT programmes, we have all of wine, we've got all of sake, we've got all of spirits, we've got all of beer.

5:56
So our potential clients truly are everywhere.

6:01
They're in the trade, but they're also, you know, in the public.

6:04
And so we have to find people where they are.

6:07
So the first thing I would do, I would say is that, you know, our most successful outreach is of course, word of mouth, right?

6:17
Happy, happy clients of ours, happy students of ours go out and tell people about our school.

6:23
We're lucky enough to be in the midst of a real big university town.

6:28
We're in Cambridge, MA, so we're surrounded by Harvard University, MIT is right down the street, Boston University's right across the river.

6:36
And so we have a very educated local population that is interested in beverages, especially in wine, but but also the other beverages.

6:47
And so the question is this, how do we go out and find them?

6:50
So we do this a few different ways.

6:52
So first of all, in terms of local activities, we're very, very involved in our local community.

6:59
I'm involved with the Harvard Square Business Association, so I'm networking with other businesses extremely locally to us.

7:06
But we also engage with, as Brianna had said, sort of local fairs and activities.

7:12
You know, we have major events in Harvard Square like Oktoberfest.

7:16
We have major wine events across the city and the state like the Boston Wine Expo and we really make sure that we are present in all of these places so that locally this is just in Boston.

7:28
I will say our school is also in San Francisco and we're online everywhere.

7:32
So this is just sort of the local things that we do.

7:35
The other thing that we do locally in terms of trying to engage the trade, and this comes down to a somewhat free experience for us, although nothing, nothing is ever exactly free is we host a lot of trade tastings and part of that is networking through different regions, producers that we've met all around the world, local organisations, you know, local trade groups that are responsible for larger trade representation as wine makers come into town, as producers come into town, as maybe distributors have a big push.

8:13
We are place that they call to host events and host trade tastings because they know that we can pack a room full of people in the trade, restaurant tours, buyers, educators, you name it.

8:27
And so we do a lot of outreach that way and we try to then gain inroads into the local trade as well that way.

8:36
Then as Brianna said, this is a much higher cost for us.

8:39
But yeah, the big conferences are everywhere.

8:42
You know, there's some come, we just came back from tech some, which was a really great experience for us, but it was, in fact, very expensive.

8:49
You know, it means flying to Texas.

8:50
It means paying for a booth.

8:51
That means being there and staffing at paying for hotels.

8:55
But for us, it's really important because we're trying to, you know, have a national presence and have people really know where we are.

9:03
And then of course, there's the really obvious stuff that does cost money, but I really don't think you can have a successful business here or anywhere, especially if you are largely online without online advertising.

9:17
So of course, we advertise through Google, we advertise through Instagram.

9:21
But most importantly, we really maintain a very robust mailing list.

9:26
We have a couple mailings that go out to targeted audiences.

9:30
We use MailChimp, but there are others around the country and around the world sort of talking about upcoming classes, both WSAT and non WSAT classes that we do, trade tastings, special offers that we have for our WSAT students.

9:46
So all of these things we just try to be present without being overly saturating and annoying in terms of people's e-mail boxes.

9:56
But all of those things for us has allowed us to have, I think tremendous growth and with any luck sort of take us into the future.

10:04
Wonderful.

10:05
And and how do you measure some of those methods?

10:09
Yeah, I mean some we do and some we don't.

10:11
I mean that the most obvious way to measure success is by looking at your bottom line, right and and revenue.

10:18
It's a challenging market.

10:19
It's challenging right now in the United States for a number of reasons.

10:22
It's challenging right now around Harvard University for a number of reasons.

10:26
And so we notice both growth in terms of how many places we're selling in terms of you know, number of students spots in class either in person or online and also revenue and sort of where we have to be about to balance that out economically and and meet people where we are.

10:47
So revenue is the first thing obviously that we look at, but you know, if you have a programme that you're using, like a mail programme like MailChimp, you can see a lot of metrics in terms of who and how many people are opening which links.

11:02
And then of course you can see are those links being clicked?

11:05
Are people actually purchasing both for our website and, and MailChimp?

11:09
We could see that.

11:11
We could also see what times of day people like to open things and, and prefer, you know, to pay attention.

11:17
And of course, through Google Ads, you know, they have a pretty robust set of analytics that you can look at to see who's clicking on what, you know, what are, what are the words and phrases that people are looking for in different parts of the country.

11:34
And we could see that also through Instagram.

11:36
I think it's a little, it's much less of a science through Instagram, but I think that's just also more of a presence.

11:42
The other thing, though, I will say in terms of outreach and reaching people with social media is not so much what we put post that we try to post lots of things like quizzes and what's coming up, but what our students post when they're at our school, you know, or when they're doing something online, we really try to repost that so that their networks can see, OK, they're working with us and they're having a great time and, you know, and they're doing something so awesome.

12:10
Thanks for that.

12:11
Sure.

12:12
And Brad, do you use different methods for reaching candidates for different target audiences?

12:16
And if so, what are some of those examples?

12:22
Well, see, so first of all, as I'll also resonate with one point with the Jessica is the word of mouth publicity.

12:29
We, when we started the company, we knew what and who we wanted to deliver.

12:34
I mean, unfortunately in the country where I'm based, we certainly do not have the luxury to do the marketing as far as the alcohol is concerned, right?

12:41
You just cannot go straight and do these.

12:42
Also, we certainly have to trickle ourselves into the market as far as the promotions and the sponsored posts are concerned.

12:49
But I would say 99% of the work which we do is actually remarked publicity.

12:55
That's one of the most important tools of marketing is because our main customers are our students.

13:02
And once they have a better experience, they can share it with their colleagues.

13:07
So we encourage them to, you know, open to any questions or anything on any experience.

13:12
And then based on that, they certainly help us.

13:14
And we, as I said last time as well, we have about 99% of the retentions and one of the most important tools and I feel like the life is very busy.

13:23
So everyone uses a smartphone and the most important social media which they use is the WhatsApp.

13:29
So we kind of have a community which is grouped together where we do a lot of stuffs for our guys and which we internally also do it rather than promoting it outside.

13:39
So these are guys are the ones who really promote our courses and our all our all other activities which takes place in battles and beyond.

13:48
So what's up?

13:48
Marketing is something very, very important for us.

13:51
Yes, we also do e-mail marketing.

13:54
But again in the e-mail marketing, what happens is on a daily basis, you get a lot of junks as well.

13:59
So sometimes these emails can also be overlooked.

14:03
And now apart from it, what we also do to try and engage with the guests as I call the customers as guests, it's just the hotel terminology which I don't call my students as customers.

14:16
They are a guest for me.

14:18
So every time when we get a list of the students who really show interest, so we make a list and then out of all the, let's say we've got about 30 students and 15 joints.

14:28
So we don't forget about the 15th.

14:29
For me, what is more important is the 15 which are joining, but what about those 15?

14:33
What are they doing?

14:35
Where are they going?

14:36
You know, and one of the most important thing which we advise and beyond follow today is less technology which means if if you go to my website and if you see I do not have any chat bot.

14:48
I have never believed in having a chat bot because you really want to have any human interaction and, and in today's world, that's, this is what misses a lot.

14:59
If you have to speak to any customer care agent for a telephone complaint or something, you really have to be patient for 45 minutes.

15:08
And looking at that experience, we realised that the hoteliers, because our major market is hoteliers, 99% of them is just hoteliers and hoteliers is a very different, very busy species.

15:20
So we aim at speaking to every single person on a personal basis.

15:26
So when we get a query, we just, it just doesn't get triaged into a particular department.

15:31
So let's say if someone wants to do a wine, why they want to do a wine, that's more important.

15:37
And then if they want to do a wine, what they're going to do after that.

15:40
And if someone wants to do level 2, what they're going to do after that.

15:43
So that helps us to understand the market that this is exactly what they want.

15:48
Someone who's a bartender and if he wants to do a Level 3, I make sure that I speak to that person to understand what has expectation.

15:54
Then when the guests get these kind of services, they really start to believe that the organisation they are dealing with is, is really something very different because it just doesn't happen too often in the market.

16:06
And and it is it is a difficult process because because every single person gets a personalised service.

16:12
So I would say what's the marketing is the most important thing which we do and one of the biggest one is our mouth to mouth publicity.

16:19
Our students are our brand marketers as I always call them that they are the brand ambassadors of barrels and beyond.

16:25
And yeah, Instagram, one of the major important tools which we use is the LinkedIn as Jessica and you would agree with me on this that LinkedIn is a very major important tool today.

16:36
So we do a lot of stuff on the LinkedIn highlighting these students achievements and you know, I think gathering sort of a community together.

16:47
And when other people see this, they also get inspired.

16:51
So we have to just initially push ourselves to to get the guest.

16:56
And once they get and once they knock at our door, we know what they want and how far can we achieve their expectations.

17:05
Yeah.

17:05
And certainly it is difficult to achieve 100%.

17:08
Yeah.

17:08
And but yeah, I think this is how I would say we also go to the wine shows.

17:12
I mean, I generally don't go to the wine shows, I'll be honest with you.

17:16
Yeah.

17:16
It's just, I just don't get to taste wines.

17:19
It's just I have to meet so many people, right.

17:23
So, yeah.

17:23
But we go, we encourage the students sometimes if there's any, like we were very much engaged into the whiskey exhibition, which happens.

17:30
So we organise the bartending competition as well.

17:33
We also help the students.

17:34
So, you know, there's a lot of benefits we also try to provide to the hoteliers.

17:38
They can come, they can see something new happening, and then they can see that there is a lot of passion behind how we deal with them and in the end, the other ones who really help us.

17:46
So one person will hear and then he will share it with 10 people.

17:49
I mean, of course, if we do bad, those 50 people will get to know faster than they're doing good.

17:54
Yeah.

17:55
But we, but I think we just work on our people management and I think that's that's just work for us.

18:01
Yeah.

18:01
Perfect.

18:02
That's very interesting to hear about some of those, those methods that I hadn't quite really thought of.

18:07
But as we move on, a lot of what you've just said is going to kind of play into to our other topics today.

18:14
So that's really useful information.

18:15
Thank you for both of you for your responses.

18:19
I'm going to look at some 2025 global data on where most leads come from, just across industries.

18:27
And this is from Databox in conjunction with Secret Sushi Marketing Agency.

18:31
And you know what, from what we've heard from from both of you, I think we can see some of these recommendations really play into the global data.

18:39
This one is specifically for B to B or business to business lead generation.

18:44
So organic search being at the top of the search engine page, paid search with ads, content marketing and and blogging, e-mail marketing and paid social being the top five.

18:56
B to C or business to consumer is really not too different as far as the data is concerned.

19:00
Content marketing is ranking as the most effective, followed by e-mail lists, paid search, paid social and influencer marketing.

19:08
We're going to talk a bit more about content marketing as well, but as we kind of already have touched on a little bit, once we've created awareness and attracted a candidate, we want to nurture that candidate.

19:20
And this is really what Bharat was was touching on.

19:23
We want to nurture that candidate to keep them engaged and coming back for more.

19:28
And eventually we want them to make that purchase, right.

19:32
We can do this most effectively by feeding curiosity, increasing engagement and collecting data.

19:39
Feeding curiosity is content marketing.

19:42
It's the extras, those blogs, those tastings, those micro sessions, public classes, videos, podcasts, etcetera.

19:50
The list goes on.

19:52
And we know that by feeding curiosity and building trust in your knowledge base and content, candidates are more likely to convert and make a purchase with you.

20:01
You've really made them want to learn more, and you both do that quite well.

20:06
In order to nurture candidates effectively, you also have to increase engagement with them, and it's exactly what Barat was touching on.

20:13
Understand what type of candidate they are.

20:16
And adjust your communication frequency so overall, increased communication with multiple touch points as you just heard will always make a student feel more comfortable, seen and supported.

20:28
And for some extra, extra examples, welcome letters, follow up exam emails, next step emails for surveys, support automation all the way to those networking events with students and alumni, and praise and recognition when students pass exams.

20:44
And we'll get to more about that as well.

20:47
Lastly, businesses have to know how a student has found you, where and how did they hear about you, what were their considerations when making a purchase?

20:56
And this insight will really help you to generate and nurture candidates efficiently with both your time and your money.

21:03
So Jessica, tell us So what kind of content marketing you use?

21:08
I mean, Oh my goodness, so much.

21:10
I mean, I, I also, I think it's so important what Burat said about making sure, you know, there's so many ways to market.

21:19
Like we said, there's conferences, there's, you know, there's e-mail, there's WhatsApp, there's LinkedIn, there's Instagram.

21:26
But the fact of the matter is, is that these are pretty hard courses and and the the one-on-one interaction can't be underestimated regardless of where people are.

21:39
So you know, we're a National School, it's a big country and I would say international, right?

21:43
We have students everywhere, but we're based in San Francisco, we're in Boston, we're in northern New England, etcetera.

21:50
And we have wonderful and a diverse group of instructors that have so many different specialties.

21:58
And we really do lean into our instructors wherever they are.

22:02
So if they're in person, you know, building the one-on-one relationships with the students, understanding why the students are there and where they're going, you know, and what they need in order to succeed.

22:15
Same, same thing in all of our in person classes.

22:18
But I would say it's really important to do that online as well, you know, to have one-on-one interactions between our instructors and our students.

22:29
You had mentioned all of these emails.

22:31
You know, we have a dedicated colleague who's fantastic at reaching out constantly to students and being available to answer questions about what people need to do next, because this is a complicated process.

22:46
You know, obviously WSCT is founded as a, as a British country and there are as a bit British educational institution and, and there's a lot of navigating that that's that's not necessarily culturally obvious and, and people need to feel recognised and understood and we need to know where they go.

23:09
And so in terms of marketing, yes, there are all of these things that we spend lots of money on and to try to highlight our students and pay attention to them.

23:18
But really the most important thing that we can do is meet them where we are and meet them where they are and make sure that they have somebody to talk to and somebody to help them be successful and then provide everything that they need in order to be successful.

23:32
Does that answer your question so much, Brianna?

23:34
I'm not really, really sure.

23:36
I mean, I think we talked about, you know, the Google and the Instagram stuff in general.

23:41
But yeah, kind of, I mean, overall, are you using any, are you blogging?

23:48
I know you sent out any newsletter and I I get that.

23:50
So I look at that and I see all the, the great content in there.

23:54
And so that really, really plays into that.

23:57
Is there anything else that you might be doing videos or anything like that to help?

24:01
Kind of we do, we have we have like a weekly video quiz that we put on Instagram, on YouTube, on LinkedIn and on Facebook, you know, that we just try to engage people with sort of fun quiz action about regions, about great varieties, sometimes about, you know, spirits questions.

24:19
So we try to be not just advertising, you know, because who needs to see another ad all the all the time, but really educational.

24:27
I mean, that's that's why we're here.

24:29
We want to be a school, so we do do that online, but we also really do lean into our wonderful instructors to not just have word of mouth content, but as they are teaching a course, as they're posting and as our students are taking a course and they're posting, we really try to highlight everything that they tag us in to reach their networks and to and to emphasise, you know, our, our absolutely wonderful teachers and instructors from from all over the world.

24:59
So, yeah, excellent.

25:01
And regarding increased engagement, tell us about a candidate's journey from registration through to taking a course kind of regarding those engagement touch points that I that I know you, you do, we're having a little trouble hearing you.

25:23
Is your mic still on?

25:36
Can you hear me now?

25:36
Oh, there we go.

25:37
Yep.

25:38
OK, great.

25:40
So in terms of the increasing engagement, first of all, what we do is once before we start the course, we actually bring all of them together in a group as the as, let's say if you've got about 15 students in a group for a WCT Level 2 wines course, let's say.

25:52
So we all bring all of them together.

25:55
We make a group and we try to cascade all the information from the WhatsApp only.

26:00
And before we start the course, we at least tell them that, you know, these are the important chapters you have to go through with and these are the important learnings we have to do.

26:08
And these are the most important things which will be covered And so and so did.

26:12
So at least they get a kind of fun curiosity that OK, I mean, see, I'll be honest with you.

26:17
I mean, in terms of if, if we see at the wine experience, these things really matter a lot, especially in the place where we are.

26:25
Because what happens is most of the time, like the kind of an experience I used to have it in 2011 and 12 that OK, you are paid and you are ready to join and that's it.

26:33
So you come into the school, you put your books and you start taking the lessons, right?

26:37
And then someone runs you through a PowerPoint and that's it.

26:40
And as I keep on saying, the Battles and Beyond is not a PowerPoint company.

26:43
This is a company where everyone comes together.

26:47
Now, even if you look at all the courses which are taught at Battles and Beyond, I actually taught by my students.

26:53
And the reason behind it is because they bring a lot of passion so they could connect with the guys.

26:57
So we share a lot of these informations in advance.

26:59
So they kind of get a lot of curiosity and then that they are going to have some good amount of experience.

27:07
And apart from it, what we also do is on the day of the courses, we try and engage them in terms of the quizzes and give them an online quiz at the same time.

27:16
And the someone who would open a bottle of wine nicely or because as I said, my major chunk of my market is Italians.

27:22
So we try and focus on that elements right?

27:25
And apart from it, we give the lesser for second week.

27:27
If we run a course, we pick up someone from the audience and say, OK, could you tell us something a little bit more about Pinot Noir?

27:34
How can you make it so and so forth, right.

27:37
So we try and develop the confidence as well.

27:40
And of course, we order some sort of a gift or something like that.

27:42
So that's how we try and feed the curiosity, increase the engagement.

27:47
And besides this, we give them a lot of opportunities to be a speaker in our sessions as well.

27:54
Like say we're 28th of July.

27:55
We just finished five years of baths and beyond and if you happen to go to the social media and check, we did a lot of stuff for our community.

28:03
We get, I think about more than 200 people that day and we had a session on tequilas, we had a session on whiskeys, we had a session on bartending.

28:11
Every single session, if you remove from that equation was done actually by my students.

28:17
So they get an opportunity to be a part of organisations and they get more confident.

28:22
They get mould into a different way so they become more confident to speak in front of the guests.

28:27
And imagine what if, if I get a feedback that you had a great teacher who was actually my student, you see, I feel proud and people could see that three years ago he was sitting on the same place where I was before.

28:40
So these kind of things really, you know, increases their confidence.

28:44
And in the end it comes back to us only as a gratitude, you know.

28:48
So this is how we try and keep the curiosity and engage everyone together besides the graduation ceremonies, which we always do.

28:56
Yeah.

28:56
Congratulations on on five years.

28:58
And wow, what a inspiring kind of story behind how you do keep students.

29:04
I mean, saying that students are like leading your classroom.

29:06
That's just, I just think it's so amazing.

29:08
It's great to hear that you really, you include them so much and you make them feel empowered as well.

29:13
It's amazing.

29:14
So thank you.

29:16
OK.

29:17
And Speaking of that, encouraging repeat enrollments is certainly something all AP PS are striving to achieve.

29:25
So let's discuss how CLV or customer lifetime value plays a role as well as candidate satisfaction.

29:31
So something we've already touched on, candidate satisfaction, where we'll talk about a little bit longer and more in the future as well.

29:39
But first, let's get to customer lifetime value because I think it's such an important thing to know about and something that not everyone is aware of.

29:49
What is customer lifetime value?

29:51
Well, CLV measures the total revenue a business can expect from a single customer over their entire relationship.

29:58
So this figure helps businesses to identify high value customers and tailor their marketing and sales efforts to these customers and improves their profitability.

30:08
CLV is essential for focusing efforts on the most engaged segments of your customer base and fostering that long term loyalty.

30:19
Why is increasing it important?

30:21
Well, businesses need to know their customers pretty well.

30:25
COV shows where to focus your resources.

30:28
According to the latest Salesforce State of Sales report, 42% of sales leaders cite recurring sales as their top revenue source.

30:38
So keeping these customers, these profitable customers, happy and engaged should still be a top priority and should always be a top priority.

30:47
This metric drives decisions and across teams.

30:50
Understanding your customer's lifetime value helps you to make smarter choices for your business.

30:55
You can predict future revenue and strategize for growth.

30:59
And by increasing a customer's lifetime value, you can tailor your services to meet their needs.

31:05
This boosts that loyalty that Barat has already touched on and reduces the chances they'll leave.

31:12
The calculation is an well, there's a few calculations, but the kind of more simple one is the average revenue you expect from a customer multiplied by the average length of time of time a customer remains with you, subtracting out your costs associated with support and services.

31:31
Candidate satisfaction.

31:34
Ron, I'm going to have you go, go kind of go over sort of what you've just talked about a little bit, but will you please share?

31:40
It could be either your personal story or a student's story, you know, without saying their name of their education journey through levels or across our beverage subjects.

31:51
So you basically want me to talk about entire student registration process, Not the registration, but more, maybe more about like how you chose to move across subjects or through levels or how a student, maybe you've heard of some feedback from a student And they were like, well, this is what made me want to go to spirits to sake to to beer, or this is what made me want to go through all the levels of spirits say, OK, great.

32:21
See, so I'll talk about the candidate satisfaction.

32:23
So probably it might cover quickly everything.

32:25
See how, how I see things is one of the most important things is the money when it comes to the courses.

32:35
So now when we started the company, we, we, we drafted every single point and, and we said that, OK, because there's, there's too many people doing the same thing.

32:43
How can we be different?

32:45
And then we came down to a point and we said, listen, these courses are not cheap.

32:48
I mean, especially in the place where I belong, where I'm based, certainly not cheap.

32:52
Cheap wines are certainly not the cheapest things in this country.

32:55
So we said let's do one thing is let's remove the money aspect from the course, which means if if we to go to the trade, the most important thing is the money, why not?

33:04
We take the worry of the money out of their life and focus on their learning.

33:08
And once this happens, the students will automatically feel satisfied with the way how we are dealing with them.

33:13
So let's say for an example, if someone owns about $1000, which is still a lot of money here, I'm talking about dharams, but I'm just doing a calculation for my fellow colleague Jessica.

33:22
So let's say if it's the $1000.

33:25
So we say OK, you know what you can do is you just pay us a $50.00 to do your registrations and then you can split that into 4 instalments without paying an interest on it.

33:34
Yeah.

33:35
So with this way what happens is the student get to plan their finances plus they can focus on the studies as well.

33:43
That was the most important decisions which we took and that really helped them to actually enrol for the other courses as well.

33:50
Now that also does not mean that if they are able to do level 2 wines, they can do the same with the level 2 spirits as well.

33:57
Then what happens if the amount goes to up and in that way in that place where I come in picture and I sit down with these students personally, I've just released these results with the Level 3 guys and I got a wonderful feedback is because it's such an expensive course.

34:10
So we say OK, listen, you know what, you really wanted to achieve this.

34:14
We ask you what you want to do.

34:16
So if someone says OK, I can pay in six months, I said OK, we'll give you 7 months, no problem.

34:20
But what we want to you to achieve is to pass that course and we will be there right behind you to support.

34:26
I've got students who have probably done every single thing with me is because I understood that fact that money is such an important part is I removed that worry because when I did my Level 3, of course, I'll be honest with you, I couldn't send money back home for two months.

34:40
So now I think that's what I felt that, you know, and balance and beyond is a purpose driven company.

34:45
We didn't start the companies because we wanted to make the money.

34:48
I mean, I love when people say, oh, but you're making a lot of money.

34:51
But you know, I mean, this is just, it comes with the pox.

34:54
Money flows in the process and that is one of the most important point that the students can really think of their career, they can invest into it.

35:03
And now like I have a wonderful candidate with Abraham, have so many candidates who have done every single thing and now he's doing his diploma because somewhere he really got inspired that there was something which we removed and that was the money part.

35:16
And this is what I felt personally is one of the most important satisfaction you can give.

35:21
And I'll just quickly touch on the another point.

35:24
And I think it really makes a lot of sense for me as a business is, is, is I saw a video about Jeff Bezos where he says that if you look at the customer behaviour, there is two things which will never change in 10 years time.

35:36
Is the question which the customer will ask is how cheapest I can take get this and how faster I can get this product.

35:44
So we focus on not only to the price, but also to make sure that the guy gets the perfect service, including the delivery of the books, which I used to do it when I started Battles and Beyond.

35:57
Of course, now we've got another company.

35:58
So you see that kind of a satisfaction is really because I wanted to be treated like that, but I never had an opportunity where if someone could really help me with that.

36:06
So we removed that aspect and that really helped the students.

36:09
And that's one of the most important point I'd see is I could sit with them and do their financial planning with them.

36:17
And I think for me, this was the biggest point.

36:20
Yeah, excellent.

36:20
Thank you so much for sharing.

36:23
I think overall it's, it's important to think about kind of your own path between levels or subjects and think about what made you want to move up those levels or focus on a different drinks category.

36:37
And then thinking about those motivations and transferring those to actionable steps for your candidates.

36:44
And it's essentially what you just described, which I think is such a powerful point that really you could ask, you know, you kind of internalise your own experience and then try to figure out how you can do that better for your students.

36:59
And then if you, you know, most of us, I would say, are in the industry.

37:02
So if you need a enthusiast perspective and just say, ask one of your enthusiasts students, you know, a student that's not in in the wine spirits Bureau or sake industry and kind of think about what ask them what their motivations were for joining a course.

37:18
And then once you've gathered some responses, you can really tailor your marketing towards not only your own path between levels or subjects, but also other other people, other students that are in different situation as yours to kind of tailor that marketing as well.

37:33
So I think that's, that's amazing.

37:36
I think candidate satisfaction also stems from really doing more for the students learning journey, which so many examples have already been stated already.

37:45
And here I'm speaking more about the added value from Etps, our educator training programme, games, memorization techniques, active learning as we always want from our educators and practise and mock exams and so on.

38:03
Jessica, can you talk about a few of your methods added value in the classroom or I mean, it could be a virtual class if you do that as well, but just different added value methods that you utilise.

38:15
Yeah, of course I would love to, I, I definitely want to speak to that and I'd love to pick up on what Barat said because you know, in the end, yes, of course these are businesses, you know, we have started businesses.

38:28
But the other thing we have started, and I would say more importantly, what we've started is we've started schools, you know, and when you have a school, it's not just, it's not like a bank, it's not, it's not a cash register.

38:41
You're not, you're not, you're not selling clothing to people.

38:45
You're selling to clients who are already curious, interesting, creative people who want to learn something.

38:56
I mean, you're, you're helping them become who they're going to be, right?

39:02
And that, that's what we do as teachers.

39:03
And that, and that's what our mission is as a school is to help people, not just achieve a degree or achieve A qualification.

39:13
We want to help them become who they're going to be and to set them up for success.

39:20
I mean, I think Bharat is exactly right.

39:22
We have to see who, who are our students, where do they want to go and, and what are the stumbling blocks to getting there.

39:30
I think Bharat coming up with payment plans is brilliant.

39:35
We, we've done the same thing.

39:37
We've also really searched high and low.

39:39
And thank you WSET for helping us with this for scholarships for, for our students.

39:45
And then the question is what else can we offer our students, not just so they can complete the programme, but so they can move forward either through taking other courses or through advancing their career or just by becoming the person that they want to be.

40:00
So our goal, our goal is to get them everything that they need while realising we can't learn information for people.

40:09
And, and there's, there's always this balance, right?

40:11
But I think.

40:13
People would love all their handheld all the time.

40:15
Some people would like their handheld all the time, but the fact of the matter is we can't learn for them, but we can provide absolutely everything that they need in order to move forward.

40:28
So the first thing is yes, payment plans and scholarships.

40:32
The second thing is just what do you need?

40:35
Maybe outside of the material provided by WSET so that students can really thrive.

40:42
1 is, and we've touched on this already, an important relationship with the school and with the instructor.

40:48
We are here for you.

40:49
We're available.

40:50
We can talk.

40:51
We're real humans, right?

40:52
We're a school.

40:53
We're not a bank.

40:55
That's the first thing.

40:57
The second thing is, is that for us, all of our students, we've created our own online platform.

41:03
And this isn't, this isn't because we like or or don't like other online platforms that are available.

41:11
It's because we want to have a relationship with the student and we want to be able to measure their success as the, as the course is progressing.

41:21
So for our students who are in person, for our students who are online, all of them get access to our online platform.

41:28
So what have we done with that?

41:29
Well, we've recorded all of the lectures of all of the, of all of the classes.

41:35
We've provided them quizzes so that they can measure their retention, their knowledge throughout their learning.

41:43
We provided activities for them so that they can practise tasting, so that they could practise writing theory questions.

41:50
And then of course, we have instructor interactions with them so that we can give them feedback on all of that and have messaging and have community.

41:57
Barat talked about making sure that all of their students have a WhatsApp community.

42:03
All of our students have an online platform community so that they can connect with each other.

42:08
If they all live in Alabama, then they can get together in Alabama and create a tasting group.

42:14
Or if they're all over the place, they can get together online maybe and have a tasting group.

42:19
We've also worked with other providers to who have excellent learning platforms to make sure that our students have access to those learning platforms that are engaging, that are fun, that maybe have maps involved, that are interactive, that have online flash cards.

42:37
We've done all of that.

42:39
We've also created all of this in an app so that as students are, you know, riding the Bart in San Francisco or the TEA in Boston or just on a long car ride from, I don't know, Tennessee to Minnesota, then they could listen to all of the lectures, you know, through the app and everything is downloaded.

42:56
And I think that's the point is really saying, OK, our students are, are paying a lot of money for the service.

43:03
And I just don't think that we can overstate really how expensive these programmes are for so many people.

43:11
There's there's no educational scholarships, you know, nationally or statewide for the kind of programming that we have.

43:19
Some companies do help some people in the trade, but otherwise it's a major financial commitment for a lot of people.

43:25
And they're trying to advance their lives and change their lives meant much of the time.

43:30
And so the question is for us, how can we get them everything that they need so that they're successful and so that they want to keep coming back and studying with us.

43:42
And, and then that's a major goal for us.

43:43
We want to celebrate them, celebrate their achievements and help them be who they want to be once the course is over.

43:52
We definitely want to have and we try to maintain networks with them, community with them, whether it's in person or online, but networking with them.

44:00
So that if somebody comes to me and says, hey, I'm switching my job from finance and I want to get into the wine industry.

44:07
Do you know anybody, you know, we maintain a pretty active jobs board nationally, you know, so that I mean, we could call people up and, and help people be who, you know, who they're going to be.

44:17
And, and I take a lot of, I take that very seriously, helping people from all walks of life who don't even necessarily look like they should be.

44:28
We're traditionally represented in the wine industry to really make inroads and be successful in the wine industry.

44:34
That's why we're there.

44:35
We are a business, but we're not here because we're a business.

44:39
We're here because we're a school.

44:41
Wonderful.

44:41
Thank you.

44:43
There's actually another great session as well that you can join from the educator development team entitled Empowering Your Educators Training for Excellence.

44:54
So make sure you check out that session as well, not entitled, just titled Empowering your Educators.

45:02
Yeah.

45:02
And Canada's satisfaction can really translate into incentives like vineyard visits or industry training as well as discounts and get togethers and prizes.

45:13
And I'm going to Borat, I'm going to ask you about that in just a moment, but we are going to just touch on our last point, which is to create WSET ambassadors.

45:26
So Ambassadors, we've kind of mentioned this word before, just overall people who just really find your APP amazing or they find WST courses amazing, whatever it is, they are going to tell others about your business and attract more candidates for you.

45:45
As we've already mentioned at the beginning of this session, word of mouth is highly effective.

45:50
It's incredibly persuasive as a tool.

45:53
So when candidates trust you, they'll tell their friends, family, colleagues, anyone.

45:59
I mean myself, I was just telling everyone when I started taking wine courses, I, I loved it so much.

46:04
I was so excited about it.

46:06
So creating ambassadors does take time and effort, but the return on investment is worth it as you will continue to gain candidates without even really trying.

46:16
It's really a testament to to you and to creating those students that just are so, so excited.

46:24
So overall, the tools we've discussed today, utilising resources, increasing engagement, adding value, and all the way through to satisfaction, you too can create WSCT ambassadors for your APP.

46:39
And we've gone over so many, You know, Jessica and Barack, thank you so much for everything you've shared today.

46:44
I think that's such a wonderful point to put our students first and really kind of create these ambassadors that then in turn help your business overall.

46:55
So our last point here, I, I would just going to ask Bharat to share how you create ambassadors for barrels and beyond and also touch on any of those discounts and prizes.

47:06
And as you can see from this photo, get togethers that you put on.

47:11
Great, great.

47:12
This was a great, Oh man, I know this was the Scotch W1 as well.

47:17
This was a crazy evening.

47:21
I still remember 175 litres of wine.

47:24
The guy told me.

47:25
I still remember this one.

47:28
Good.

47:30
Now what?

47:30
What do you want me to speak?

47:31
How do we engage with the guys?

47:33
Yeah, you know, what are what is this picture showing and how do you put on your different get togethers?

47:39
How do you work with alumni's and, and really make people feel like they've they've accomplished something as far as delivering certification or, you know, badges or anything like that?

47:50
Oh, great.

47:50
Yeah, Thank you so much.

47:51
Yeah, that, that, that was really great and so nice of you.

47:54
I like that picture even.

47:56
Great.

47:56
So, so how do we do it is see, first of all, I think I'll pick up one extra point from Jessica and I would like to highlight quickly on that as well, is why did we add so many qualification?

48:09
First of all, I think a lot of people do not really realise what WSCT is all about.

48:13
I'll be very honest with you.

48:14
If this is a very important qualification, absolutely so important today, but if you really go through the every single line of the textbook, you will really find so much great stuff in that.

48:28
Now I was a wine man, I got changed into a spirits man.

48:33
Cara is responsible from WCT and of course Liam is also responsible equally for that because I love that subject.

48:39
It's beautiful.

48:41
Now when I do something, I always look into it.

48:43
What kind of change I can bring into my community by taking this course?

48:48
I always look into the return of investments of what I do.

48:51
As you said, I'm a diploma and a single malt whiskey.

48:53
I did.

48:53
It is because of course I love the beverage.

48:56
And I take a leap of faith from a Steve Jobs court, which he says that people actually don't know what they want to take it unless you really give it to them that this is something they can really have it.

49:06
So when we started with the wines and I said, no, you know what?

49:09
We can really do something more.

49:10
We can fill up those gaps and this graduation, I remember we had student who did Level 3 wines with me when most of them are in the centre.

49:20
We have the same student who The Who did the Scotch whiskey course with me and I think the same student who also did the level 2 spirits with me and I know these guys very well.

49:29
Right now in the centre.

49:30
If you see there are a lot of ladies out of them, most of them are my educators who were actually the students.

49:37
So now what happens is when these kind and I have also understood one thing very clearly in my career is your success does not only belong to you.

49:47
It actually belongs to a lot of people who come together to make it successful.

49:51
I don't even know if balance and beyond is really successful, but we really want to go further.

49:55
And I when when someone asked me is what's your success?

49:58
But then I said, if you really want to see the success, see the success of my students and you'll get to know how far we all have come now in these kind of graduation ceremonies, we, we bring them in, we present the certifications.

50:10
We, we play a lot of games.

50:12
We also give a lot of gifts as well.

50:15
And it's one of the most important things which I personally feel bring the community together is that because these guys, this new generation really wanted to be identified, recognised, and they want to show to the people that you know what?

50:27
This amount of hard work I've done, I've chosen to take a leap of faith and go in this direction.

50:32
And now with this, it really builds a lot of confidence for them.

50:35
And as I said, this is a purpose driven company.

50:39
If you look at the logo in the front as well, battles and beyond, we hired a proper logo designer whom I've never seen, but this guy has done a tremendous work.

50:48
So this company actually belongs to the hospitality professionals because a lot of hard work of the winemaker and a distiller goes into the barrel but actually it takes the shape of a bottle which is sold by the hotel staff.

50:59
So you see these amount of hard work we have done together.

51:03
Most of them are thinking of doing an APP in Sri Lanka.

51:07
I'm not so sure if they will but of course if they have my support, I'm sure they will be.

51:11
I get engaged a lot with them.

51:12
My job at Bells and Beyond is to make sure that these guys get a personalised, not just the experience, but if this is the right direction they are going.

51:21
My wife gets involved a lot.

51:23
My wife has done a series for so many people on a personal basis is because they know that how great she is.

51:29
Other guys, they, they talk to each other and they say if this is the way you want to go, you should at least speak with Mr Bharat because maybe he can tell you something.

51:37
So these kind of activities we bring people enjoy.

51:39
And I always tell them that you you're going to pay me for the wine right now, but you're going to take our money back in the graduation ceremony if you pass because, you know, you want to come back.

51:48
And I remember this evening very well.

51:50
I remember that guy says 175 litres and I said no, not possible, 150 people.

51:56
So yeah, these kind of activities we do, they share their feedback, their pictures, goes on the social media and others also get to inspire, you know, get inspired with these kind of things that I also want to take the same route.

52:08
What this guy is taking.

52:09
I always tell sea barrels and beyond is a Google.

52:13
We will show you the direction.

52:15
You only have to walk that path and these kind of activities, people have found a lot of jobs in these communities.

52:22
They found the soul mates in these communities, right?

52:26
So, so, so there it really brings a lot of people together, you know, and I think this is really important that your relationship shouldn't finish once the student finish up the course.

52:36
You have to find what's next, what's next, because, you know, we all have to move forward.

52:41
Most of them.

52:42
I know that if you see the gentleman sitting right next to me in the white jacket, he has started his YouTube video channel as well.

52:48
So you see, you somehow inspire people and, and I mean, this is how, why?

52:53
And we build this company together.

52:55
So yeah.

52:55
But we keep the everyone together and enjoy, have fun.

52:58
We've got these nice, beautiful folders where we can put the certificates in.

53:03
So yeah, I mean, I really can't talk much about it.

53:06
So I think success belongs to each one of them and not just me and WSCT as well.

53:11
I'll be honest with you.

53:12
But you guys have been so supportive, especially Alex, Liam and Cara.

53:16
I'm not saying that they didn't tell me to say that, but I want to be honest that, you know, they were equally supportive.

53:22
Without them, we wouldn't have come that far, you know?

53:26
So you say, yeah, I think this is really important.

53:29
I do the housekeeping for them.

53:30
I collect the certificates when they get drunk.

53:32
Yeah.

53:33
But you see a business which only makes money is just a business.

53:38
The bells and beyond is not a company who who just works, you know, on the money.

53:42
So yeah, we've come very far.

53:44
We are very happy that we could manage and do these kind of community events for these guys, you know?

53:50
Yeah, thank you so much for sharing that is it is very empowering to to hear you talk about your students and to hear and to see them in these this photo, it's just great.

54:02
Well, thank you so much, Jessica.

54:04
I'm going to give you a moment if you would like to make any final comments at all.

54:10
I mean, I guess there are so there are so many things that we could say and and talk about.

54:16
It's been a pretty comprehensive discussion in terms of how we reach out to people, how we engage with them, how we help them be successful and how we continue to to keep them, I guess as part of our programmes.

54:32
And while there are so many things we can be doing and we aren't doing enough, right, there's, there's just never enough staff, there's never enough time, there's never enough money to to do everything that we would like to be doing.

54:45
I think if all of us pay attention to the fact that we just need to be student centred and make sure our students are happy and engaged and make sure our teachers are happy and engaged and our staff is happy and engaged, then we'll create a community that people will want to be part of.

55:04
And it certainly sounds like Barat has done that.

55:06
And we try to do that at Commonwealth White School too.

55:09
Yeah, absolutely.

55:10
Yeah, very well said.

55:11
I mean, across the board, it's not just candidates, is it?

55:13
It's like you said, it's staff.

55:15
It's it's everyone, everyone, when they're happy and they're they're engaged and they, you know, they want to either spend more money with you or spend more time with you.

55:24
And you know, overall that increases profitability, but also community overall.

55:30
So wonderful.

55:31
Thank you so much.

55:32
Thank you to to all of our apps for joining and participating and, and and watching.

55:40
Please complete the feedback poll that is in the polls tab above your chat box.

55:45
Thank you to Burrows and beyond Barrett and to Commonwealth Wine School Jessica for joining in the discussion today.

55:52
Everything you said was so invaluable and I really appreciate you taking your time to to speak with us.

55:58
This session will be available to watch on demand from the programme tab in the lobby.

56:03
Just click on show past sessions.

56:06
Thank you so much.
