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[bookmark: _Toc1373983586]1. Introduction  
Cambrian Training Company (CTC) is currently the leading work-based learning (WBL) provider in Wales. CTC's main customer focus is the learners and employers. The learners obtain the qualification and gain knowledge and capabilities for the role they are in and where they want to be. Employers come to us for skilled staff through apprenticeship pathways. Effective management of information and knowledge is key within CTC to remain compliant with the Welsh Government and maintain a reputation that prides itself on efficiency. This report will critically examine how CTC leverages knowledge and information management (KIM) principles to enhance the customer experience through structured quality systems, learner engagement, and relationship management. 
In the hospitality department of CTC, there is a team of 18 fully qualified Training Officers (TOs), all of whom have experience and knowledge of the field. Their responsibilities extend to ensuring compliance and engagement standards during learner interactions, including a 61-day meeting cycle and pre-planned sessions with employer involvement for consistent and purposeful employer engagement. Recent updates to learner nomination processes now involve initial assessments by employer managers, alongside monthly employer engagement meetings to review progress and identify learners at risk and how they can help the learners further. These operational procedures contribute to the practical application of blue-sky thinking to ensure a successful delivery and learner completion.
Drawing upon established theories and models of knowledge management, this report will first examine CTC's internal quality processes, evaluating how they contribute to the organisation's knowledge assets and their effective management. This report will then analyse the learner's journey from induction to achievement, map the current processes and assess how CTC addresses customer needs, expectations and satisfactions through its approach to information sharing and support. Finally, the report will critically evaluate the strategies employed to build and sustain customer relationships in a WBL setting, comparing brand loyalty to customer loyalty and reviewing the impact of initiatives such as competitions, personalised 1-to-1 support, and long-term retention strategies from a knowledge-sharing and retention perspective.
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[bookmark: _Toc105753559]2.1 Customer Relationship Management and CRM Systems
Customer Relationship Management (CRM) refers to “all activities, strategies and technologies which companies use to manage interactions with current and potential customers” (Kulpa, 2017, p. 43). WBL, CRM systems are fundamental for training providers, helping them to manage, track and review learner progress and employer involvement. At CTC, CRM serves as an important tool for quality assurance and is the beating heart for knowledge and information.
	CTC's digital CRM system for the Hospitality Department training is Cognisoft Yeti. This system exemplifies how organisational knowledge is both stored and retrieved, offering TOs and managers immediate, live insights into learners and employers across Wales. Having sound knowledge of CRM systems like Yeti allows the team to centralise data and help make key business decisions. For example, Yeti has a "Days since last seen" report which allows TOs to identify learners who are coming up to their 61-day review or have passed. Having this report is crucial for a TO because if the learner is over 61 days, then the learner isn't generating any funding from the Welsh Government. Yeti uses a colour-coding system (green for on-time, red for overdue) to indicate days since the last visit. This visual aid guides TOs in prioritising learner visits. As good as this system is, this data can be misleading. for example, a learner could have been seen, but for whatever reason, the employer or the learner hasn't signed the progress review. If this is the case, the learner's visit won't drop down to 0 days. It is part of CTC standards that TOs don't leave the placement until the progress review has been signed by both learner and employer, but this can be challenging because a learner or employer may have to go back to the floor and in turn will forget to sign the review, and the TO could be going from Newport to Milford Haven. There are examples like this that prove there should be another CRM in place to show that a learner has been seen but the review has not been signed, this way there will be clarity, and it can weed out the learners or employers who are consistently not signing reviews. 
	For quality assurance, it significantly aids CTC in planning processes and provides essential evidence for internal reviews, learner inductions and external audits. All learner details, including visit history, induction status and confidential notes, are securely maintained on a website protected by two-factor authentication, ensuring privacy, accuracy and accessibility of sensitive information. This aligns with modern data security practices crucial for customer data management (Fadina, 2025). Before quality checks, the HBU can generate detailed reports on aspects such as learner engagement and visit frequency, highlighting any areas needing immediate attention. This proactive approach allows the HBU to identify and rectify issues before they escalate.
	The CRM’s integral role in early intervention is a way of using knowledge to solve problems effectively. Should a learner stop contact or show signs of struggling with progress, the system automatically flags this as a risk. This swift, automated alert enables TOs to respond quickly by contacting the learner, scheduling a review, or engaging employers for support in meetings. This support is a key retention strategy in educational settings (EAB, 2025). The system also promotes fairness by identifying learners who may require additional assistance, such as an essential skills tutor, or those with ALN. These timely alerts provide live, actionable information, empowering TOs to manage early completions or facilitate timely program endings when necessary. This is vital for achieving high success rates and deepening CTC’s understanding of learner support requirements, particularly in vocational training (Ijomah et al., 2024). Moreover, CTC provides 24/7 wellbeing support to enhance the emotional value for learners, recognising that holistic support significantly contributes to student retention and overall success (GOV.UK, 2025; UK Parliament, 2025). 
	The nominations report illustrates the streamlined process of data collection and sharing between CTC and its employer partners. While highly beneficial for larger partners, direct access is not universally available; it's primarily for significant, established employers or those inducting over 50 learners annually. These employers leverage Yeti to submit new learner details, including names, locations and contact information. The CRM provides TOs and managers with up-to-date, approved employer information, allowing TOs to be well-prepared. This is particularly advantageous for national employers like Whitbread (Premier Inn), McDonald’s and The Celtic Collection, collectively recognised within CTC as 'Gold employers'. Having these partnerships thrive on clear communication and simplified processes. Even in niche markets like CTC, effective CRM implementation is vital for strengthening such relationships (Accenture, 2020). While access is currently limited, it prompts considerations for extending knowledge sharing to smaller employers, presenting a potential area for future enhancement.
[bookmark: _Toc769466818]2.2 The Juran Model and the Seven Customer Experience Imperatives
For WBL settings, customer centrality focuses on meeting the needs, expectations and goals of the customers, both learners and employers, throughout the learning journey. Blythe (2019) defines customer centrality as placing the customer at the core of every decision and delivery process. For CTC, customer centrality is important in how training programmes are structured to ensure that each learner receives a personalised, meaningful experience while employers remain involved in arranging dates and tracking the progress of colleagues.
	CTC’s key customers have different but equally important needs. Learners typically prioritise flexibility regarding dates and last-minute cancellations, support on qualification and consistency in progress, whereas employers focus on efficiency of the TO, productivity of what is involved in the training sessions, and qualification relevance. TOs are central to making sure these are being met, which ensures a balance between learner satisfaction, employer engagement and compliance with City & Guilds and the Welsh Government expectations.
	One practical application of customer centrality at CTC is the use of monthly review meetings. These meetings include TOs, employers, and line managers and allow all parties to review learner progress, discuss timelines, and agree on actions. These meetings promote mutual understanding by giving all stakeholders a platform to clarify goals and raise concerns. This collaborative approach supports Blythe’s (2019) emphasis on adapting service delivery for each session to maintain the motivation and attention of the learner.
	Another example is during unit selections at induction. TOs work with the employee manager and learner to create a qualification pathway that reflects their position and role. This maintains best practice in personalisation, as recommended by Cambridge Marketing College (2021), which stresses the importance of aligning training content with both functional role and learner aspiration.
	Where learners have additional learning needs (ALN), CTC conducts an ALN briefing early in the programme to determine if any reasonable adjustments are required. If ALN is required, then we can help, such as with extra time on online tests and for completion of qualification, extra one-to-one sessions with the ALN tutor and a structured ALN plan for the TO and learner to refer to. However, it should be noted that not all ALN learners will receive additional time allowances, which reveals a service quality gap that must be addressed. ISO 22458 (2020) recommends that inclusive service providers develop responsive practices to support vulnerable learners, particularly those with neurodivergence or learning disabilities.
	To prioritise customer needs effectively, TOs at CTC draw on models such as the Kano Model and MoSCoW Method. The Kano Model (Noriaki, 2020) helps classify learner and employer expectations into three categories. The first being basic, such as all learners to be seen within 61 days of the last visit, the performance of the learner and their progress and motivation being competitions or extra support. 
	Competitions are held regularly every year for learners from colleges and WBL providers to put their skills to the test to help them strive to be the best they can be. Learners taking part will feel the pressure, but having this experience behind them will give them the motivation and determination to strive further than they may have thought. Employers such as the Celtic Collection and The Grove in Narberth have also found that their companies have grown in popularity because of this. They can put 'award- award- winning chefs' or 'award-winning award- winning service' in their advertisements on social media, which will bring in more profit.
	Having these categories allows CTC to identify where failing to meet basic needs can cause dissatisfaction and demotivation from some learners, while exceeding expectations enhances motivation and loyalty, which in turn helps them to weed out the learners who should not continue and the ones who will want to progress through the ranks. This model helps maintain the quality of service.
	"Clear communication builds trust, one of the seven core imperatives of customer experience" (Cambridge Marketing College, 2021). Managing customer expectations is essential, where learners may misunderstand the time required or employers may expect faster completions. CTC maintains clear and open communication, consistent review meetings and digital CRM alerts.
[bookmark: _Toc896928148]3. Analysing the Customer's Experience
[bookmark: _Toc2013617521]3.1 Mapping the Learner Journey in Hospitality Apprenticeships
“Mapping the learner journey is fundamental to understanding how learning environments support—or hinder—vocational identity and progression” (Hamilton, 2021, p. 87). CTC ensures quality, structure and customer satisfaction throughout the apprenticeship programme. In the Hospitality Department, this journey begins with the learner’s nomination and continues through to completion and potential progression to a higher level. Each stage is designed to meet both learner-centred goals and employer expectations.
	The learner journey begins with being nominated by the employer, usually from the employer manager and after their probation. These nominations are uploaded to Cognisoft Yeti for allocation by the HBU manager. HBUs will then allocate these learners to the appropriate TOs, who then make initial contact and schedule an induction. This induction provides clarity on what is to be expected and the different assessment methods and delivery expectations.
	After induction, the learner will have access to the WEST test, which they must complete within 4 weeks of being on the qualification. This test allows TOs and ESW tutors to identify whether it is just to upskill on AON and COMMs or if essential skills are needed. Following this is a visit for unit selection, involving a three-way collaboration between the TO, the learner and the employer manager. By selecting units with all parties, it provides the TO to offer their advice on which units to select according to credits and mandatory units; having the manager also ensures that the units picked are relevant to their role and responsibilities. The learner may then be referred to an Essential Skills tutor if their initial assessment shows a gap in Application of Number and COMMs or if they have a G or below in Maths and English. This is typically done within 3 months of them being on the qualification, which aligns with research by Rintala and Nokelainen (2020), who argue that “customising learner pathways early in the journey increases retention and progression rates” (p.215).
	For learners with ALN a briefing is conducted during the first month by the experienced ALN tutor and the TO. While this aims to identify areas of support, the ALN assessment comes with challenges. For example, if ALN has been identified, for whatever reason, City & Guilds do not always grant extra time, leading to potential inequalities in learning outcomes. This reflects the concern that Dumitru et al. (2021) highlight: “structural inclusion policies do not always translate into equitable learner experiences” (p. 132).
	The TO's main role with learners is to see them within 61-days and get reviews signed by the learner and employer. Writing these reviews and getting them signed by the employer and the manager keeps the learner compliant and allows CTC to keep the funding from the Welsh government. If the learner is falling behind, discussions with the employer may result in additional support strategies, such as schedule adjustments or additional portfolio assistance.
	Maintaining and standardising this learning journey ensures consistency and allows early identification of risk points. As noted by Hamilton (2021), "Routine mapping provides transparency across the entire apprenticeship cycle, improving both accountability and learner motivation" (p. 90). However, other arguments show that having a structure that has to be followed to the letter can cause repetitiveness and patterning. Melhuish (2019) states, “a pre-defined learning journey may mask the lived complexity of learner trajectories, especially among adults with competing priorities” (p. 154).
	Tensions between standardisation and personalisation are apparent in CTC's Hospitality Department, where learner demographics range in age, background and ability. The learner journey must remain flexible yet compliant, with digital tools like Yeti and Learning Assistant making decisions according to data that is provided by the CRMs and TOs on the ground.
	Finally, learners nearing completion engage in exit planning, always with a form known as Notification of leaving, which includes the learner's decision to progress to a higher level or specialist licence-based training like a personal licence or if they want to end their journey at level 2. This forward-planning aspect reinforces the organisation’s commitment to long-term development and employment success.
[bookmark: _Toc1995158299]3.2 Managing the Customer Needs, Expectations and Satisfactions
The Hospitality Department at CTC effectively manages the expectations and satisfaction of both learners and employers to maintain successful apprenticeship experiences. These groups can have alternate perspectives. For example, learners typically seek personal development, support and a manageable workload, while employers generally prioritise workplace productivity, qualification relevance and timely completion. Having diverse expectations while sticking to a standardised approach requires clear communication, professional empathy and a responsive support model integrated into every stage of the learner journey.
	TOs play a vital role in addressing and maintaining these expectations. Learner needs are usually assessed during induction through discussions about learning support, prior experience and ALN, which help establish a baseline for planning. Employers participate in the unit selection and are informed about compliance requirements during monthly meetings during the qualification. topics of discussion include examples like learners being released for scheduled visits and allocated time off the floor to work on their portfolio. For instance, learners identified with ALN early on do not always receive additional time. This highlights and can create tension between a strict structure and support, suggesting that not all learner needs are fully met within a strict framework.
	To navigate these challenges, Cambrian employs customer prioritisation frameworks like the Kano Model and the MoSCoW Method. In CTC, the Kano model is used to remain compliant and receive clear communication. Meeting portfolio deadlines and demonstrating measurable progress aligns with performance expectations, while offering opportunities such as competitions and Continuing Professional Development (CPD) is likely to create delight and strengthen engagement (Noriaki, 2020). However, there is a risk that an overemphasis on compliance can divert attention from performance and delight factors, particularly for learners who are progressing well but not formally recognised.
	Alongside Kano, the MoSCoW Method provides a system for categorising priorities within resource constraints. Remaining compliant with relevant bodies and sitting in on regular ALN meetings when needed are considered non-negotiable or ‘must-haves’, while tasks such as tailored support or one-to-one coaching sessions are often treated as 'should-haves' depending on capacity. Optional enhancements like industry events or awards and graduations are typically viewed as ‘could haves’ within the MoSCoW framework. While this model supports practical delivery, it creates a perception among learners that certain needs are of lesser importance, depending on how they are categorised and communicated (DSDM Consortium, 2018).
	There are deeper issues within expectation management, the possibility of disengagement when learners or employers feel that their concerns aren't as important as they think they are. Although the 61-day progress reviews offer a formal opportunity for stakeholders to realign expectations, their effectiveness depends on mutual openness and active participation from all sides. Dumitru, Christodoulou, and Lithoxoidou (2021) caution that structured check-ins are only effective when all parties feel confident voicing concerns and proposing alternatives. If a learner feels their challenges are being undermined or employers feel excluded from decisions relating to timely visits, engagement may decline, leading to a drop in motivation.
	In contrast to strict standards for frameworks, some researchers argue for a more flexible, learner-led approach to customer satisfaction in vocational education. While early journey mapping, as explored in Section 3.1, helps standardise experience and reduce ambiguity, this approach may not fully accommodate fluctuating personal or workplace circumstances. For example, adult learners in demanding hospitality environments may face scheduling changes, unexpected personal responsibilities, or seasonal employment patterns that alter their ability to meet deadlines. Without an adaptive approach, these learners may feel increasingly disconnected from both the qualification and the support systems intended to assist them.
	Nevertheless, CTC makes substantial efforts to reconcile these competing needs. By using digital systems to track learner progress and alert TOs to delays, the organisation can intervene before small issues escalate. Regular communication, including in-person and virtual updates with employers, reinforces shared responsibility and promotes mutual understanding. TOs act as intermediaries between learner goals and employer priorities, aiming to sustain satisfaction across both groups.
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[bookmark: _Toc828979891]4.1 Brand Loyalty vs Customer Loyalty in Work-Based Learning
Work-Based Learning (WBL) provider for these qualifications in Wales means that employer engagement and retention are most likely due to necessity over preference. This scenario, where market dominance influences the initial engagement of clients, establishes a form of loyalty that is initially constrained by the limited market choice (Smith & Jones, 2023).
	While this unique market position provides CTC with a foundational level of engagement, it also presents a significant challenge: to engage genuine customer loyalty that goes further than necessity. The objective is to transition from a loyalty by the lack of alternatives to one based on the value, service excellence and benefits provided by CTC. Cultivating true customer loyalty in B2B service industries, particularly where initial engagement might be less about brand choice, necessitates strategies that build authentic preference and sustained partnership (Chen et al., 2024). CTC's commitment to this level of loyalty is evident in its provision of continuous, accessible support for its customers. To ensure customers (learners and employers) remain loyal, CTC offers a 24/7 learner helpline, providing constant access to essential resources and immediate help on their portfolio, learning assistant support and general enquiries. Providing this availability for support is one way to demonstrate dedication to learner success and well-being, enhancing the perceived value of the training program and fostering a stronger emotional connection (Miller et al., 2024). Furthermore, TOs are not confined to traditional 9-5 working hours; they are tasked with tailoring their calendars to an 8-hour workday flexibly. Critically, TOs commonly have their phones accessible outside standard hours, often 24/7, enabling them to address learner questions and provide support, which can then be added to their working hours at the end of the week. The level of accessibility and responsiveness from TOs is a step in the right direction to build trust and reassurance among both learners and employers, moving the relationship beyond a service transaction to a dedicated partnership rooted in continuous support (Garcia & Lee, 2023). CTC's CRM needs to continue to work on these relationships to ensure employers remain loyal due to the perceived quality of training, the responsiveness of support and the positive outcomes for their staff, rather than simply because of the qualification's exclusivity.
[bookmark: _Toc1913322944]4.2 Competitions, Tailored Support, Long-Term Targets and Future Goals to Increase Retention
CTC's CRM strategies extend beyond operational management to maintain employer and learner retention through unique opportunities, tailored support and a forward-looking approach to development. These initiatives are designed to add significant value, fostering deeper engagement and loyalty.
	CTC co-owns The Culinary Association of Wales to host skills competitions for both front of house and back of house, including 'Junior chef of Wales' and 'Welsh Bartender'. CTC self-promotes the competitions through newsletters and social media and encourages learners to participate in these events. These competitions offer a platform for them to showcase their developing skills and provide benefits for employers, as a victory for their employee can be leveraged as a powerful marketing tool. An "award-winning chef", "award-winning waiter", or "award-winning bartender" proves that it directly enhances the employer's brand image and attracts customers, offering a clear return on their investment in training. Large employers, such as The Celtic Collection, willingly host these events, benefiting from their substantial space and capacity to accommodate such high-profile competitions. The involvement in and success at such competitions is a significant factor in boosting learner engagement and positively influencing employer branding and retention (Davies & Griffiths, 2023).
	One main way in which CTC remains loyal to partners is that the learners can structure their qualification and choose their units based on their role. City & Guilds offers a wide variety of different units that the learner will find something they can work with to meet 37 credits. As good as this is, the problem is that the units are outdated where some units ask for evidence of cheque payments, which can be difficult because not all restaurants and hotels accept this form of payment. An alternative to this is that the TO will use an alternative way of assessing this by forming questions to show competency.
	CTC places a strong emphasis on personalised learner support, significantly impacting customer retention. Following a recent Estyn inspection report, which highlighted a deficiency in setting short, medium and long-term targets within learner reviews, CTC has updated its review processes to include this new procedure. TOs now dedicate time during reviews to establish clear and measurable objectives with learners, identifying tasks recently completed and tasks left to complete for the qualification. This encourages learner loyalty by illustrating how far they have progressed and outlining a clear path for future development, providing a sense of direction and achievement. Structured and individualised support, including CTC's 24/7 wellbeing support, plays a pivotal role in learner success and retention (Miller et al., 2024).
	The integration of these elements into CTC’s CRM strategy, from fostering external recognition through competitions to implementing robust, Estyn-informed target-setting practices, collectively reinforces loyalty. Hosting and providing these opportunities, like the competitions and target setting, is another step closer to creating an environment where learners and employers feel invested and valued. These ongoing efforts, supported by the CRM system's capacity to track engagement and progression, form the foundation of CTC's long-term goals for increasing retention and ensuring sustained partnerships in the vocational training landscape.
[bookmark: _Toc315106679]5. Conclusion
The implementation of CRM is central to CTC's standards, KPIs and success within the niche landscape of Welsh work-based learning. Utilising Cognisoft Yeti, CTC moves beyond basic admin tasks to employ CRM as a tool for quality assurance, early intervention and strategic relationship maintenance. The system's ability to provide live data, flag at-risk learners, and streamline compliance processes, like the 'Over 61 days' report, underpins CTC's commitment to high standards and efficient service to maintain its position in the market.
	Critically evaluating CTC's approach to brand versus customer loyalty reveals a nuanced reality. While its exclusive provision of City & Guilds hospitality qualifications in Wales initially positions employers as a "captive" market, CTC does not rely on it. Instead, it works to earn genuine customer loyalty through exceptional service, 24/7 support and competitions. These efforts are vital in transforming and maintaining the relationships, fostering deep trust and commitment from the customers.
	Furthermore, CTC strategically enhances retention through initiatives that add significant value. Collaborations with organisations like the Culinary Association of Wales for competitions not only elevate learner skills but also provide marketing benefits for employers. Adapting the review processes following Estyn's recommendations, which focus on detailed target setting, demonstrates CTC's commitment to providing clear pathways for the learners throughout the learning journey. This approach enhances learner progress and fosters a sense of shared accomplishment, which strengthens loyalty. While CTC's quality is evident, pursuing work-based learning awards could further amplify its reputation and provide value and trust for employers and stakeholders.
	In conclusion, CTC's CRM is vital for the strategic practices and quality of service. It enables the organisation to navigate through a niche market by delivering unrivalled service quality, fostering genuine customer loyalty beyond market necessity and implementing proactive strategies that benefit all customers and stakeholders. The continuous development of the CRM practices, driven by a commitment to excellence and responsiveness to both internal and external feedback, positions CTC to maintain high retention rates and continue its role in developing a skilled hospitality workforce in Wales.
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