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- KEN  TAYLOR

PERSPECTIVES

This edition of Training Industry Magazine 
challenges us to think broadly about 
program design, and to consider using all 
of the tools at our disposal to revolutionize 
the classroom experience. Classroom 
learning in the corporate context requires 
a lasting and significant business impact 
to justify removing an employee from 
their job to attend training in a face-to-
face environment. These programs are by 
far the most expensive to execute when 
considering employee downtime and the 
total costs of the program. 

I would like to challenge the traditional 
view that we should strive to minimize 
costs when developing these programs. 
The cost of program development is a 

mere fraction of the total investment 
required to make these programs happen. 
Our perspective should be to invest as 
much as we need to get the program right 
and to ensure the program is as impactful 
as possible.

I always find it interesting that as soon 
as we consider classroom learning, we 
immediately think of projectors and 
flipcharts. We should never accept 
“death by PowerPoint” as a fair use of 
our company’s training investments. 
We need to employ everything at our 
disposal to improve learning and enhance 
engagement in our classroom sessions, 
including incorporating video, polling, 
problem-solving, role play and group 
work to encourage collaboration. As 
learning and development professionals, 
we need to consider and leverage the 
fact that nearly everyone has some form 
of access to technology with them at all 
times, even in our classrooms.

It has been a classic assumption in 
the training industry that the reason a 
classroom learning experience is more 

engaging is because the instructor can see 
whether the learners are engaged or not. 
We should challenge that hypothesis, and 
instead, design the program to require 
engagement for the learner to complete 
the class.

Beyond the use of technology to enhance 
the classroom experience, we must 
continue to look for ways to reduce 
employee downtime, shorten programs, 
improve relevancy and empower our 
instructors to maintain consistency, while 
allowing for creativity and storytelling. 
I hope this edition of our magazine 
provides some ideas that can be 
implemented in your next major training 
initiative. Remember, the cost to develop 
the program is important, but the impact 
of not engaging the learner and affecting 
change is much bigger.

As always, please feel free to reach out 
and let us know your thoughts.

Ken Taylor is the president and editor in chief 
of Training Industry, Inc. Email Ken. 
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SHOULD BE TO INVEST 
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What does it take to successfully onboard 
a leader? Onboarding a leader is different 
than onboarding staff who will not 
directly contribute to the strategic 
direction, mission, values and goals of the 
organization. Staff with a straightforward 
job description and reporting chain require 
general organizational information and 
need to feel welcome in the established 
culture. Onboarding a leader takes  
much more. 

The new leader needs to feel that 
ideas are not just welcome but valued. 
The new leader needs to know he or 
she has support in decisions and the 
implementation of change, whether large 
or small, as change always has an impact. 
Team members with strong leadership, 
organizational skills, and influential 
interpersonal skills are in large demand. 
Not only that, but they are expected 
to come into their new organizational 
culture equipped to accomplish more 
with less resources. Finding the right 
person for the job and successfully 
onboarding him or her is a very difficult 
task. It is not easy to find the right 
person for the job, and it is even a harder  
task to find that right person and offer 
him or her a successful experience to fit  
right in.

The benefits of successfully onboarding 
a leader can lead to better team morale, 
productivity, and more cohesive work 
groups across departments. Here are three 
tips to successfully onboard new leaders: 

Expectations must be clear and 
understood. It is imperative to lessen 
confusion and ambiguity with goals 
and expected outcomes. This can be 
accomplished in the form of a work plan, 
goal plan, and/or strategic direction 
outline. Offering the history of the 
organization and where the organization 
wants to be can go a long way. The new 
organizational leader must understand 
his or her role and how that relates to the 
success of the business. There also needs 
to be a reality check that what the leader 
perceives as his or her role, actually is the 
intended role. 

Invest the time. Yes, time is an investment 
with any new hire but a leader hire is a 
different type altogether. This person needs 
to understand the entire organization at 
an enterprise level so his or her decisions 
build connections across the various 
entities of the organization, not isolate or 
inadvertently discourage or negatively 
affect other work groups or departments.

Involve the new leader immediately.  
Give him or her opportunities to 
connect and interact in planning 
meetings, strategic meetings, and goal-
development meetings. Your new leader 
needs to feel immediately involved. 
This can be accomplished by setting up 
conference calls or face-to-face meetings 
so he or she can start to understand 
how decisions have been and will be 
made while introducing him or her to 
key stakeholders. This offers the new 

leader insight into how obtaining buy-
in for decisions and changes can best be 
accomplished. Effective and continual 
knowledge sharing and communication 
will be key to successful onboarding. 

ONBOARDING TODAY

Onboarding a new leader is quite 
different today than even five years ago. 
Successfully onboarding a new leader 
will offer beneficial and positive results 
in a short time. Working out a plan for 
your leader and carving out the time to 
onboard him or her will surprise your 
organization by seeing how quickly that 
leader begins to make significant positive 
contributions to the management team, 
various work groups, departments and 
the overall organization.

THIS ISSUE’S GUEST EDITOR
Kathleen Federici, M.Ed., is the director of 
professional development for the International 
Parking Institute, where she drives creation 
and delivery of all training, continuing 
education and certification initiatives. She has 
20 years of training and education experience.  
Email Kathleen.
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GUEST EDITOR

NEW LEADERS NEED TO 
FEEL THAT IDEAS ARE 
NOT JUST WELCOME 
BUT VALUED.

ONBOARDING
SUCCESSFUL 
LEADERS
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Classroom education emerged in a world 
of information paucity. A minority of 
people could read. Knowledge was held 
by the few and education was deeply 
entwined in the oral tradition. Many of the 
early education models in the West were 
driven by religious texts that were read 
aloud. Memorization was a critical skill. 
Rote learning was the way to get ahead. 
The classroom was a critical tool. 

However, each one of these attributes 
has been turned on its head over the 
past 150 years. We now live in a world  
of information abundance. The vast 
majority of people can read. Knowledge  
is openly and freely available and 
education is a complex process of reading, 
listening, finding, sense-making, sharing 
and doing. Education is now driven by 
government policy and the needs of 
employers. Memorization is only required 
for critical, conceptual elements of our 
work as multi-channel access via the 
Internet and to networks of experts now 
means that “find”’ is a more critical skill 
than “know.”

Yet much of today’s education and 
training in the world of work remains fixed 
to an era long gone. Classroom learning, 
by definition, is separate from the point-
of-use of learned knowledge and skills. 
We know that the closer learning is to 
the point of need, the more effective and 
impactful it is likely to be. 

Peter Senge, author of “The Fifth 
Discipline” and creator of the notion of the 
learning organization, clearly explained 
the situation: 

“A simple question to ask is, ‘How has the world 
of a child changed in the last 150 years?’ And 
the answer is, ‘It’s hard to imagine any way in 
which it hasn’t changed,’ and yet, if you look 
at school today versus 100 years ago, they are 
more similar than dissimilar.”

Exactly the same could be said of adult 
training and development as of child 
education. We may have added some 
technology, better lighting and more 
comfortable chairs, but our organizations’ 
classrooms today have changed very little.

IS THE CLASSROOM STILL RELEVANT?

A fundamental question is whether the 
classroom is still relevant in 21st century 
organizational learning. There is no doubt 
that sometimes learning with others 
in the same room is the best option. 
Face-to-face onboarding programs that 
focus on rapidly building conceptual 
understanding (rather than developing 
knowledge of detailed tasks) will continue 
to be an important use of classroom 
learning until technology delivers much 
better virtual reality environments than 
are currently available.

Classrooms also remain relevant for 
learning through group discussion and 
group problem-solving when people are 
co-located or in close reach with each 
other. The flipped classroom is a good 
example of this, where people come 

together to collaborate and share, and 
where knowledge building has been 
transferred to better channels of delivery.

Apart from the two examples above, it is 
hard to find a situation where classroom 
learning offers an advantage over learning 
in the workplace, via technology, or over 
the water-cooler.

Technology offers huge opportunities for 
social learning, peer feedback, and access 
to information at the point of need. In our 
world of information abundance, Google 
is the largest educational provider on the 
planet. Google needs no classrooms. 

THE NEW CLASSROOM?

Mobile apps are increasingly being 
built and deployed by organizations to 
support workers. One large Australian 
bank already provides its people with 
a full HR suite of apps for their mobile 
phones. Others provide rapid access to 
performance support. 

It’s not difficult to see the large-scale 
development of learning and performance 
tools and services via apps. That future 
world is not far off. Within the next few 
years, mobile apps will be the prime way 
L&D will support learning and capability 
building. The app will then become the 
new classroom.

Charles Jennings is a director of the Internet 
Time Alliance and founder of the 70:20:10 
Institute. He is the former chief learning officer 
for Thomson Reuters. Email Charles. 

CLASSROOM?
NEW

WILL THE

the
APP BECOME

GOOGLE NEEDS NO 
CLASSROOMS.
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I vividly remember the job interview for 
my first corporate training position. As my 
potential employer was talking about the 
responsibilities of the position, she took 
me to the training room of which she was 
extremely proud. It was state-of-the-art. 

The room had five rows of long tables and 
each row had built-in tower computers. On 
top of each table in the row was a monitor 
with a slide out drawer for the keyboard so 
it could easily be tucked away when class 
was over. The instructor’s podium had 
a clear plastic top so that the instructor 
could see the monitor that had been 
placed in the podium and not have the 
view of the student’s obstructed. Behind 
the podium was a huge whiteboard. 

The best part was the fact that through 
a switching device, the instructor could 
display any individual’s monitor on a big 
screen hanging from a corner in the front 
of the room. Since this was over 20 years 
ago, the monitor was huge. It had one 
corner sticking so far down, the company 
had taped foam around the protruding 
corner to prevent taller students from 
banging their heads.

Walk into a modern training classroom in 
2016 and you’ll still have tables with learners 
facing front toward some sort of display 

screen. The tables might be a little roomier 
because they don’t have built-in computers 
or keyboards. Most learners will have their 
own laptops or tablets. In some of these 
modern classrooms, the instructor will be 
able to display a student’s screen with some 
sort of software and perhaps there is a 
smartboard instead of a whiteboard.

So while physically, it may appear that 
classrooms are evolving slowly, there 
are a number of tools accelerating 
the evaluation of learning within the 
classroom. One such tool is the audience 
response system (ARS) where students, 
using a mobile device, can respond to 
questions asked by an instructor and 
all the answers are automatically tallied 
and displayed on the instructor’s screen. 
While the ARS has been around for years, 
the usage has recently exploded. The ARS 
provides instructors with a methodology 
of gaging the knowledge acquisition and 
mood of learners. Many allow for word 
clouds to be created, full sentences to 
be displayed on screen and some even 
provide gamified apps that one team can 
play against another. 

When used correctly, an ARS provides 
more immediate feedback to learners, a 
method for the instructor to monitor the 
progress of the class and a way to engage 
every learner in the classroom rather than 
just the person answering a question. 

But an ARS is not the only evolution to hit 
the modern classroom. Multi-touch tables, 

while not as widespread, are basically tables 
with the tabletop being a computer screen 
with which the learners can interact. This 
means there is no screen acting as a barrier 
between the learner and the instructor 
and learners can simply look down at their 
table to see the information the instructor 
wants to provide. It also gives the learners 
the ability to resize the information.  
The instructor, instead of displaying one 
of the learner’s screens in the front of  
the room can display it on each of the 
tables in the classroom. The interactive 
table surfaces allow for collaboration, 
sharing of documents and information 
and a way to break down the barrier of 
each learner staring at his or her individual 
laptop or tablet. 

And to avoid anyone hitting their head 
on computer monitors, computer screens 
are now so thin, they can be rolled onto 
any surface such as a wall. This means 
interactivity and engagement can occur 
all around the classroom and tall students 
will no longer bump their head on 
dangerous corners. 

At a glance, it may not seem like the 
classroom environment is evolving but, 
upon closer examination, you can see 
that technology is making an impact 
on how instruction is delivered and it is 
continuing to advance.

Karl M. Kapp, Ed.D., is a professor of instructional 
technology at Bloomsburg University and the 
author of six books and the Lynda.com course, 
“Gamification of Learning.” Email Karl.

The

EVOLVING
CLASSROOM

TECHNOLOGY IS  
MAKING AN IMPACT  
ON HOW INSTRUCTION  
IS DELIVERED.
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Mobile technology is transforming how 
we find and share information. Gone are 
the days of waiting to find the answer 
to a question. Now, we can simply pick 
up our smartphones, perform a search 
query, click on one of the results and 
scroll to find our answer. If the website 
proves challenging to navigate, slow to 
download or lacks the information we 
require, we simply move on. 

Google calls these micro-moments. 
They’re the moments when we turn to a 
device—often a smartphone—to take 
action on whatever we need or want to 
know. Micro-moments are critical touch 
points within a consumer’s journey and 
ultimately determine how that journey 
ends. Companies need to anticipate their 
audience’s needs and be there when the 
moment arises.

While this concept is in response to 
marketing and consumer behaviors, 
this strategy can also be applied to 
meeting the needs of today’s learners. 
Learning and development must be at  
the forefront of these micro-moments 
with the appropriate content in hand 
when their learners need it most. L&D 
must win these micro-moments or run 
the risk of employees finding and using 
incorrect information.  

With millennials gaining majority in the 
workplace, analyzing the behaviors of this 
cohort can help us design more effective 
learning solutions. Almost 90 percent of 

millennials have their smartphone at their 
side, day and night. And it is estimated that 
we check our phones 150 times per day. 

With so much information available at our 
fingertips, organizations need to ensure 
learners are receiving the right information. 
Organizations must develop just-in-time 
learning solutions to meet them where 
they are – on their mobile device. 

Videos are becoming an increasingly 
popular and effective way to learn. 
Searches related to "how to" on YouTube 
are growing 70 percent year over year, and 
more than 100M hours of how-to content 
was watched in North America just last 
year. In fact, 67 percent of millennials 
believe they can find a YouTube video on 
anything they want to learn, according to 
a 2015 Google Consumer Survey. 

In today’s mobile world, we can all be 
plumbers, hair stylists, musicians and 
chefs just by watching a bite-sized 
learning video. Preparing to meet the 
needs of modern learners is a challenge 
for all organizations. Learning and 
development must have a plan in place 
to anticipate the needs of learners and 
be there with flexible solutions at crucial, 
defining moments. 

Here are three essential strategies that 
can help you win micro-moments: 

•   Be There. Anticipate the micro-moments 
for learners in your organization, and 
then commit to being there to help 

when those moments occur. This requires 
aligning business goals with training 
objectives to ensure the learning initiative 
delivers the intended outcome.   

•   Be Useful. It’s critical to first assess and 
understand the needs of your audience. 
Having relevant and reliable content 
available to your audience in the moment 
the need occurs enhances the learner 
experience and keeps them coming back. 

•   Be Quick. The mobile experience must be 
fast and frictionless, or else you will lose 
your audience in a matter of seconds. 
The technology should be designed with 
speed and functionality in mind. 

More and more people are turning to 
their mobile phones for guidance in 
both their personal and professional 
lives. With the attention span of 
modern learners shrinking as we speak, 
learning solutions must be designed 
accordingly. Organizations need to make 
a commitment to their learners – to  
be there, be useful and be quick. Learning 
and development must prepare for  
micro-moments or risk leaving their 
learners behind.

Michelle Eggleston, CPTM, is editorial director 
for Training Industry, Inc. Email Michelle.
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L&D MUST WIN THESE 
MICRO-MOMENTS, OR 
RISK LEAVING THEIR 
LEARNERS BEHIND.

MICRO-LEARNING
DEVELOPING

MICRO-MOMENTS
to win those
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TESTING THE WATERS
WITH  MOBILE  LEARNING

BY BETH McGOLDRICK
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Mobile is ubiquitous. People use mobile devices, both tablets and smartphones, to access 
information, stay connected, play games or learn something new. But you don’t often see 
people working or learning something job-related on their mobile devices. In fact, many 
people use mobile devices for everything except their jobs.

 THE WATERS
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Convincing employees to use mobile 
devices to do their jobs better is just a pipe 
dream for many businesses and a frustration 
for both learning professionals and the 
employees themselves. But mobile training 
provides companies the opportunity to 
leverage technology to broaden their reach 
and bring efficiency to their learners.

Often, the reason mobile learning is not 
used is because stakeholders think it will 
cost a lot of time and money. But what 
if there were a way you could enter the 
world of mobile training without spending 
much money, time or human capital? One 
company was able to test the waters and 
embark on a mobile training journey with 
low time and money costs. The journey 
ended in success and has spurred additional 
mobile training options for the company.

IDENTIFYING THE BUSINESS PROBLEM 

In July 2014, the training department for 
an insurance company wanted to create a 
mobile application to help learners easily 
select insurance products based on their 
clients’ needs and eventually learn how 
to make the decision themselves without 
a mobile device. The company’s learners 
are selling advisors who meet with clients 
to discuss their financial goals and how to 
achieve them. Frequently, they need a variety 
of insurance products, but the advisors don’t 
sell them often enough to be familiar with 
the products. Therefore, they may struggle 
to determine the best products based on the 
client’s needs and goals.

The training team had never designed a 
mobile training program before, but they 
conducted a learner analysis and found that 
their learners are mobile, and their need is 
just-in-time learning. They needed to consider 
training methods that included a mobile 
option to reach the learners where they were 
and when they needed the training.

Additionally, through training analysis, they 
knew they wanted to create a decision tree 
program that would guide their learners 
through a series of simple questions to a 
product recommendation. The process would 
be fairly short, one to two minutes, and would 
help the learners not only select a product 
but learn how to select a product. This type of 
mobile training would help learners narrow 
the time from learning to execution and 
eventually save the company money.

DESIGNING A SOLUTION 

The training team knew where they were 
and where they wanted to go. Next, they 

needed to determine how to get there. 
Decision trees and interactive PDFs are a 
great way to start with mobile learning, but 
they can become complicated. The team 
wanted a simple result. Mobile training 
offers bite-sized amounts of training that 
are easy to digest, understand and use.

The training team researched different 
types of existing mobile apps that had 
decision-tree formats, and they contacted 
the people who developed those apps for 
pricing and timelines. They found out that 
it would take approximately $50,000 and a 
minimum of six months after they gave the 
developers a prototype or storyboard. For 
some companies, this price and timeline 
would be no problem. However, the 
training team decided that the stakeholders 
would not agree to trying something that 
expensive with no track record of success.

The training team contacted their internal 
design and web teams to see what options 
were available in-house. They laid out 
the parameters of the tool they wanted 
to create, and the design team said they 
could build an interactive PDF, which the 
web team could make available to tablet 
users. However, they were concerned that 
a decision tree would require a couple 
hundred pages with all of the possible 
options. It could take a long time to build 
and would be very challenging to maintain.

Therefore, the training team went back 
to the drawing board – literally. The team 
was used to creating branched scenarios in 
e-learning programs and hoped they could 
design a prototype that better showed 
what they wanted to develop in a mobile 
application. They took out their storyboards 
and developed a branched learning 
decision tree that demonstrated what they 
wanted the mobile application to do.

They also created a flowchart diagram to 
explain what happened at each decision. 
The decision tree was created from 15 slides 
that brought the learners to their tailored 
recommendation based on their answers to 
pertinent questions. The training team then 
took this decision tree back to the design 
team and showed them one way it could 
work with an interactive PDF on a tablet.

The design team reviewed the prototype 
and determined they could recreate it 
for a tablet audience in two months. 
Since it was an internal department, 
there would be no charge; the only cost 
to any of the departments was time. The 
stakeholders were pleased and supported 
the venture. The mobile training program 
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complemented and enhanced the existing 
training curriculum, which consisted of 
e-learning, virtual learning, social learning 
and instructor-led training.

The training team took the prototype to 
a variety of potential users to test it. They 
tweaked the questions based on what they 
learned from this testing and designed an 
even better product. They gave this updated 
project design to the developers. With the 
new mobile training program, learners 
would receive a simple message that would 
accelerate their skills, speed their decision and 
selling processes, and focus on their needs.

MEASURING SUCCESS
The mobile tablet application was launched 
in late January 2015 and used by almost 200 
users in the first 11 months. For this reason, 
the business partners considered it a 
success. The training team, with stakeholder 
support, then built a second mobile tablet 
application, which used the same decision-
tree format to teach a different topic. It was 
launched in September 2015 and used by 
almost 150 people in three months.

The journey is over. The training team 
reached its destination. Now, they are 
determining the next mobile journey they 
want to take. This time, they may go even 
further and include smartphone mobile 
applications. They are still testing the waters 
and making their plans.

TAKEAWAYS 

Mobile learning is in high demand as we 
enter the future of learning. If your learners 
are using mobile devices, it’s important 

to develop a mobile training strategy so  
you can reach them where and when they 
need training.

Think about the mobile trip you want to take 
and the destination you want to reach. You 
can take a small step into mobile learning 
to test the waters before expending a lot of 
money and energy. Even in a small training 
department, there are ways to implement 
mobile training in a way that is cost-
effective and efficient and will expand the 
reach of your training department beyond 
the walls of your company. Here are some 
takeaways to consider:

 »  Mobile training provides companies the 
opportunity to leverage technology to 
broaden their reach and bring efficiency to 
their learners.

 »  Mobile training offers bite-sized amounts 
of training that are easy to digest, 
understand and use.

 »  Mobile training helps learners narrow the 
time from learning to execution.

 »  With mobile training, learners receive a 
simple message that accelerates their skills, 
speeds their decision and selling processes, 
and focuses on them.

 »  A mobile training program can complement 
and enhance an existing training curriculum 
consisting of e-learning, virtual learning, 
social learning and instructor-led training.

 »  Decision trees and interactive PDFs are a 
great way to start with mobile learning 
without spending a lot of money.

Beth McGoldrick is a product training consultant 
at a Fortune 500 firm. Email Beth.

“ The Mobile Landscape 2015: Building Toward 
Anytime, Anywhere Learning” 

  By ATD Research and i4cp 

This research report will help organizations 
and businesses understand the need for 
mobile learning. With the data presented in 
the report, you will be able to determine if you 
should add mobile learning and put together 
a business case using industry statistics to 
support a mobile training strategy. 

“Go Mobile?” 
  By Katie Kuehner-Hebert 

Not all training is needed just in time or 
can be condensed to a two-minute video 

learners can use immediately. This article 
will help you determine whether mobile is 
a good fit for your organization, based on 
your learners’ need for the training material 
and the way the material is presented on a 
mobile device.

“ e-Learning and the Science of Instruction:  
Proven Guidelines for Consumers and 
Designers of Multimedia Learning” 

 By Ruth Colvin Clark and Richard E. Mayer

This book is the seminal work for instructional 
designers and managers who want to 
design for learners using mobile devices 
and computers. It describes how to design 
effective e-learning based on science.

ADDITIONAL RESOURCES
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What if learning was something 
your people wanted to do, instead 

of had to?

Stale classroom training. Treacherously long videos.  
Platforms that feel old and unpalatable.

We think good people deserve better. You probably do too.

Grovo is a refreshingly different learning company that blends 
microlearning content, beautiful technology, and expert 

hands-on service to teach your people everything they 
need to know, in a way they love.

Learn more at www.grovo.com

https://www.grovo.com/?gref=ACQ_Display_TrainingIndustry_Magazine_Branding_Product_Magazine_0


Most of us send text messages on a daily, if not an hourly, basis in our personal lives – and 
have for many years. Increasingly, many professional organizations are utilizing instant 
messaging applications at the office as well.

Some organizations use instant messaging 
for internal use, to enable their agents to 
communicate more quickly with colleagues, 
supervisors and subordinates about basic 
information and task requests (one of 
the same reasons we often text family 
members or friends). Other organizations 
also use instant messaging applications to 
communicate with clients, potential clients 
and website browsers.

Are instant messaging tools efficient and 
effective means of getting work done, or 
are they merely technological distractions 
that convolute intra-office communication 
processes and waste precious time?

The answer to both of these questions 
is, in one word: YES! The real question 
is: How can we utilize text and instant 
messaging applications to maximize their 

INTO COMMUNICATIONS TRAINING
BY JORDAN R. JENSEN, Ed.D

INCORPORATING 
INSTANT MESSAGING
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practical utility while minimizing the 
collateral damage they sometimes create? 
Additionally, how can managers and 
executives effectively and affordably 
provide necessary training to ensure that 
instant messaging capabilities are being 
properly utilized?

Instant messaging applications have the 
potential to assist you and your organization 
in stimulating workplace productivity, 
maximizing office effectiveness and 
cultivating positive relationships on the job. 
Here’s how.

THE GOLDEN MEAN

The ancient Greek philosopher Aristotle 
suggested that virtue, or “the good,” is 
always located in a balance between 
two extremes: excess and deficiency. The 
philosophy of finding such balance, which 
has since become known as accessing “the 
Golden Mean,” is the secret to success in 
nearly every endeavor in life and at work, 
including all forms of communication.

It is true that too much instant messaging 
(excess) can become a serious problem that 
hinders workplace efficiency, impairs project 
effectiveness and diminishes the quality of 
interpersonal relationships. Likewise, failing 
to utilize this efficient, convenient and cost-
effective means of rapid communication 
(deficiency) can forestall productivity and 
generate avoidable inefficiencies. In short, 
neglecting to utilize instant messaging 
capabilities can impede the overall efficacy 
of office information transmissions. 

To find the Golden Mean of at-work 
instant messaging practices, several basic 
variables must be understood and carefully 
considered. The following questions serve 
as a guideline to help you make smart 
decisions regarding the use of instant 
messaging applications in the office –  
and beyond. 

Before sending an instant message,  
ask yourself:

1.  Is there a quicker and/or clearer way to 
communicate the message at hand?

For example, does the person you intend 
to IM work in the cubicle next to you? Can 
you see her and get her attention without 
leaving your chair? If so, it may be quicker 
to just talk to her in person. On the other 
hand, if your neighbor is away from his 
desk, on the phone or busily engaged in a 
work project, it may be more considerate to 
send him an IM (or email) than it would be 
to interrupt him. 

2.  How many IMs have I already sent  
in an effort to resolve the issue at  
hand without successfully solving  
the problem?

If you cannot effectively resolve your issue 
after the first few IMs, it is often more 
efficient to pick up the phone or speak in 
person to resolve the issue than to continue 
sending messages in a futile (and lazy) 
attempt to resolve it via IM.

3.  Will it take me longer to type a 
description of the issue than it would  
to explain it on the phone or in person?

If the answer is “yes,” pick up the phone or 
talk in person.

4.  Is confusion more likely to arise if I 
communicate via IM?

If the likelihood of confusion is moderate or 
high, talk on the phone or in person. 

5.  What is the likelihood that my audience 
will misunderstand my tone in an IM, or 
even in an email? 

If the likelihood is moderate or high, talk on 
the phone or in person. 

6.  Are there negative, hurtful or bitter 
feelings involved in this situation?

If the answer is “yes,” instant messaging is 
probably a poor tool for communication 
and may create misinterpretations that 
exacerbate existing negative feelings.

7.  Are there negative, hurtful or bitter 
feelings in my past experiences or 
relationship with the person I am 
messaging?

Sending an instant message about issues 
that run deeper than basic informational 
texts or task requests should probably be 
avoided until you can repair the relationship.

8. Am I communicating bad news?

If so, instant messaging is probably a poor 
tool for communication.  

9.  Do I want or need a permanent record 
of this conversation? 

If the answer is “no,” talk on the phone or in 
person. If “yes,” then IM – unless emailing  
or printing a hard copy would be easier 
or more appropriate for securing an 
easily accessed, long-term record of the 
communication exchange.

10.  Have I properly edited the content  
of my IM, including proofreading  
for mechanics (i.e., capitalization, 
spelling, punctuation and other 
aspects of grammar)?

One of the biggest misnomers of the instant 
messaging culture is that many “texters” 
believe they can “let their hair down” when it 
comes to properly editing and proofreading 
their messages.

It doesn’t matter whether you are writing a 
200-page book, a 20-page report, a two-page 
email or a two-line instant message; editing 
and proofreading are vital components 
of effective written communication. Do 
not neglect this important part of the 
compositional process.

THE IMPORTANCE OF TONE

Text or instant messaging is usually the 
easiest, most convenient and most cost-
efficient way to communicate. However, 
ease, convenience and cost efficiency alone 
should not dictate whether or not you opt 
to use this form of communication. Written 
communication of any form technically 
eliminates tone and body language, which 
are the two most prominent variables of 
spoken communication. 

When considering whether you 
should communicate via instant 
message, remember the vital role 
that tone and body language play 
in communication. Technically 
speaking, written language does 
not have any literal tone or body 
language; readers are required 
to interpret the writer’s intended 
tone. Such interpretations are 
inevitably subjective and can 
wreak havoc on the author’s 
intended message. If the tone 
of your message can be easily 
misunderstood or misinterpreted, 
it is usually best to pick up the 
phone or speak in person.

TO IM OR  
NOT TO IM; 
THAT IS THE 
QUESTION
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That doesn’t mean that written 
communication doesn’t carry a tone; it 
does! However, whatever “tone” written 
communication possesses must ultimately 
be interpreted subjectively by whoever 
is reading the message. This added room 
for interpretation increases the likelihood 
of confusion and misunderstandings. 
Therefore, it’s important to think twice 
about communicating in writing.

There are, however, many instances in 
which communication needs are simple 
and straightforward in terms of the 
potential impact on the relationship. For 
example, if I need a copy of a report for 
an upcoming meeting, instant messaging 
would probably be the most efficient and 
effective means of asking my question and 
receiving an answer.

REMEMBER THE RELATIONSHIP

Successful professional communicators 
consider the impact that all communications 
have on relationships. Never forget that 
an IM is a message to a real person, not  
a machine.

Whenever I send a text message, email or 
other written message, I am concerned 
with more than merely what I want to 
communicate or what I want the other 
person to do for me. I am also interested 
in the emotions the communication may 
engender in the message recipient(s).

In relationships – be they personal or 
professional – people typically return what 
you give. Furthermore, over time, people 
tend both to respond to and perform for 
you based on how they feel about you. Thus, 
it is vital to remember the importance of 
showing respect and extending courtesies 
to everyone with whom you communicate.

As such, it is in your interest to remember 
your “pleases” and “thank-yous.” And don’t 
forget to compliment and emphasize the 
positive in the other person and situation. 

When bad news or negative information 
must be communicated, you can sandwich 
the undesirable message as briefly as 
possible between two liberal helpings of 
positivity. When doing so, be careful to be 
both sincere and honest to avoid coming 
across as disingenuous and/or making 
promises you aren’t able to keep.

TRAINING GUIDELINES

When training managers and employees 
in the art of composing effective instant 
messages, the following guidelines can 
serve as helpful aides:

•  Be an example of what you teach by 
modeling the principles in this article in 
your own instant messaging practices. 
Your colleagues and subordinates will do 
what you say in front of your face; behind 
your back, they are much more likely to do 
what they actually see you do.

•  Become familiar with the practices in this 
article and in other works while preparing 
to provide in-house training to your 
colleagues and subordinates.

•  Consider hiring a professional soft skills 
trainer with expertise in instant messaging 
who can facilitate a live seminar or 
workshop on the subject.

•  Conduct in-house trainings based on 
past trainings, workshops, and your own 
research and practice.

•  Provide follow-up trainings and one-on-
one coaching and consulting as needed.

•  Take advantage of informal opportunities  
to remind your colleagues and subordinates 
of the research and practices regarding 
instant messaging.

•  Consider ways to provide positive 
reinforcement for those who effectively 
implement the research and practices  
you have promoted.

•  Create a culture that embraces, practices 
and reinforces effective instant messaging 
practices through training, signage, 
rewards, etc.

Dr. Jordan R. Jensen is the founder and CEO 
of Freedom Focused LLC, a soft skills training 
organization. He is the author of four books, 
including “Self-Action Leadership: The Key 
to Personal, Professional, & Global Freedom.” 
Email Jordan. 
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UTILIZE INSTANT 
MESSAGING 
CAPABILITIES CAN 
IMPEDE OFFICE 
INFORMATION 
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“ TEN TIPS FOR USING INSTANT 
MESSAGING FOR BUSINESS”  
by Monte Enbysk

“ HAS INSTANT MESSAGING  
BECOME MORE ANNOYING  
THAN EMAIL? 5 STEPS FOR  
MORE PRODUCTIVE PINGING”  
by Karen Frankola

“ TWELVE TIPS FOR  
INSTANT MESSAGING  
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by Syndi Seid
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OF USING INSTANT  
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by Kris Maher
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by Matt Simpson
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AS VIRTUAL CLASSROOMS 
BECOME MORE AND 

MORE PREVALENT, THE 
NEED FOR A STANDARD 
SET OF PRACTICES AND 

PROCEDURES FOR 
TRAINING DELIVERY HAS 

BECOME INCREASINGLY 
APPARENT. THE VIRTUAL 

CLASSROOM IS A 
DIFFERENT LEARNING 
ENVIRONMENT FROM 
THE CONVENTIONAL 

CLASSROOM. 

Mixing both the physical and virtual classroom 
together is a challenge to keep everyone 
engaged and focused, oftentimes resulting 
in low review scores. But it doesn’t have to 
be. With some modifications to the way we 
present the program, it is possible to create 
an effective learning environment in a mixed 
classroom of virtual and physical students. 

LACK OF ENGAGEMENT 
Trainers have to be many things: technically 
adept, knowledgeable about their course 
and products, great at working with people 
and, most of all, engaging to the students 
in order to facilitate learning. If the trainer 
fails in any one area, it is reflected negatively 
in the entire course review. Add to that the 
dry and sparse slide decks that comprise 
many of the courses that trainers are asked 
to deliver. The big question is, “How can we 
engage the virtual student more?” 

The lack of student satisfaction is tied to two 
different problems: (1) the limitations of a 
virtual classroom versus a physical classroom, 
and (2) the lack of communicability on the 
part of the student. 

LIMITATIONS OF THE  
VIRTUAL CLASSROOM  

Lack of engagement is the root cause 
of a dissatisfied student, but why is that 
exactly? The virtual classroom and physical 

classroom differ in a variety of ways and, 
oftentimes, the virtual student is missing 
some of these key benefits:

 c  Visual accountability: The trainer can 
read students’ body language to gauge 
whether students are bored, confused, tired  
or happy. 

 c  Commitment to timeliness: A physical 
classroom elicits more urgency  for 
students to be on time, and also helps them 
focus on the content without distractions 
from home or work.

 c  Engagement: A trainer in the physical 
classroom, by his voice, body language 
and movement about the room,  draws 
students’ attention to the slides, demos 
and other training aids. 

 c  Interactivity: Physical students can raise 
their hand and speak anytime. 

 c  Live discussions: The physical student 
can participate in group discussions, 
brainstorming, sidebar conversations 
and help others in the classroom.

LACK OF INTERACTION  
FROM VIRTUAL STUDENTS 
Most virtual students do not speak during 
training sessions, as they are using laptop 
speakers and if they try to use their 
microphone, it gives them feedback. So 

TOOLS
FOR THE MIXED

By Howard Forder, MCSE, MCT, MCITP, A+
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they resort to using the “everyone” chat 
window to type their comments. The virtual 
student’s engagement has now been 
reduced from full visual and audio to just a 
chat window.

Additionally, many virtual students do 
not use a web camera even though most 
laptops and tablets have them. Instead, they 
will use the chat windows to communicate 
for the entire training course. 

TOOLS FOR SUCCESSFUL  
MIXED DELIVERIES 

To enhance engagement in the virtual 
classroom, the trainer and students need to 
use the same interactive resources that live 
classrooms have, including voice, video and 
presence. Here are a few tools to use in the 
mixed classroom:

Virtual Students: 
A comfortable headset with mic. Over the 
ear microphones are preferred, as they help 
eliminate room noises. One popular model 
mutes the mic when swung up out of the 
way. Full Voice Over Internet Protocol (VoIP) 
ensures headsets with mics do not create 
echoes or feedback. 

A software tool to participate. The platform 
should include an “everyone” chat window 
and the ability to private chat to all attendees. 

It should also have moveable windows that 
display the course slides, video of the live 
presentation and attendee list. Learners 
should also have the ability to raise hands, 
participate in quizzes and give iconic feedback 
such as applause and laughter. 

Virtual and Physical Students: 
Additional screens. If there is a digital 
book for the training course, an additional 
screen allows students to have all materials 
accessible at once. 

The Trainer: 
A wireless lapel mic. The mic should be 
clipped to the center of the instructor’s 
chest, not to one side, to avoid the audio 
from fading. There should also be one room 
mic, ideally suspended from the ceiling with 
a wide pickup pattern, or a desktop mic 
pointed at the room. The most effective way 
to manage all your mics is with an inexpensive 
mixer. Two to eight channel mixers can easily 
manage the levels of each mic. 

A webcam. Avoid using a webcam integrated 
into a laptop because the angle is much 
more difficult to manage.  It is best to use a 
free-standing camera pointed toward the 
presentation area. It is also suggested to have 
a separate camera to use while you are sitting 
at the computer to do demos, and a third 
camera pointed at the room to give virtual 

students the ability to see what is going on. 
Your presentation software can pick a camera 
anytime the conditions change. If you want 
two cameras on at the same time, you will 
probably need two computers connected to 
your session.

Spice up your slide deck. Bullet points 
won’t survive. Make your slides engaging by 
adding screenshots, product visuals, icons 
and whiteboard drawings to grab learners’ 
attention. Sometimes one well-placed and 
relevant graphic will do. Conducting live 
demos also holds the interest of learners.

Industry standard software to deliver to 
both the virtual and physical students. 
The goal is to communicate effectively as 
one class. Enable microphones for all virtual 

THE NEED FOR A 
STANDARD SET 
OF PRACTICES 
FOR TRAINING 
DELIVERY 
HAS BECOME 
INCREASINGLY 
APPARENT.

TRAINING INDUSTRY MAGAZINE - SPRING2016  I   WWW.TRAININGINDUSTRY.COM/MAGAZINE 25

http://www.trainingindustry.com/ezine.aspx


students, and let them control their own mute 
button. Promote opportunities for questions, 
interactivity and spontaneous learning. 

A touchscreen for white-boarding. The 
whiteboard is projected in the room and 
virtually. There should be an adjustable 
stand that lets you lay it flat, vertical or 
anything in between. Use your fingers or 
for more precision, use a touch stylus. Make 
use of colors and get to know your white-
boarding software.

SUMMARY

There is room for a standardized improvement 
in the quality of virtual classroom training. 
In most instances, the broadcasting of slide 
presentations is in the format of boring bullet 
points. We are likewise already broadcasting 
audio, albeit from a scratchy and echo 
sounding conference phone or a mic 
somewhere in the room. This isn’t enough to 
engage; only to participate.

Trainers should look to employ unique 
interactive methods to keep the virtual 
student engaged, such as quizzes and verbal 
questions. Beyond this, however, there is a 
need for the correct tools to ensure the audio, 
visual and content are being transmitted and 
acceptable to the virtual learner. By using 
the right tools, your training delivery will be 
met with satisfaction from live and virtual 
students alike. 

Howard Forder is a Microsoft Certified Trainer, 
a freelance contractor and owner of Forder 
Technical Services Inc. Email Howard.

Challenged with a mixed class of 10 
students in a classroom environment 
and 18 students connected by Adobe 
Connect virtual classroom software, 
a trainer was tasked with delivering 
a technical five-day course with the 
expectation of a rating no lower than 
92 percent for the trainer, 85 percent 
for the content and 80 percent for the 
environment (physical and virtual). 

In the past, this same trainer with less than 
an ideal setup received a barely passing 
grade for teaching the same class. She 
previously conducted the course without 
a whiteboard monitor and modified 
slides, and only used a laptop webcam 
and conference phone in the room. Let’s 
examine how she leveraged the right 
tools to enhance engagement in the 
mixed physical and virtual classroom.

The trainer used a wireless clip mic and 
receiver connected to a two-channel 
mixer. The other channel was a room 
microphone on a desk mount. The USB 
output of the mixer fed the presentation 
computer in the room that was also 
connected to the projector. The trainer 
used her laptop as a “student monitor,” 
logged in as a guest so she could see 
what a student sees. She also connected 
a USB headset with mic to the student 
monitor laptop as a backup delivery 
solution in the event of a disconnect 
failure of the main system. She kept that 
headset muted and on standby.

She pointed the webcam at the 
front of the room to broadcast video 
when presenting to the room, using 
the autofocus software for hands-
free management of the camera. An 
additional webcam was clipped to the 
monitor but facing the students during 
lab times. The trainer simply changed the 
webcam source so virtual students saw 
the physical students doing labs, which 
helped to connect both sets of students.  

The trainer connected her portable 
touch monitor to her main system to 
use as her main display and used the 
standard monitor of the main system 
as the staging display. She started the 
software or browsers on her staging 
computer, then dragged them over to 
the touchscreen when needed and back 
again. She also used a capacitive stylus 
for drawing and used the Windows Paint 
program for white-boarding. 

To further enhance engagement, she 
used quizzes at the end of each module 
and a Jeopardy review each morning. 
All students used the “everyone” chat 
window to respond. 

The trainer’s rating for the course was 
98.4 percent. The content rating was 95 
percent and her environment rating was 
92 percent. In her review comments, 
students said they loved the interface, 
interactivity and the trainer. They didn’t 
realize how bad it could have been with 
poor audio, video or slides. 

CASE STUDY 

TRAIN-THE-TRAINER SESSION

MASTERING THE MIXED PHYSICAL AND VIRTUAL CLASSROOM

HAVE A

Most trainers don’t get to see other 
trainers in action and could benefit from 
watching an experienced mixed physical/
virtual trainer. One day is all that’s needed. 
The session should include intentional 
technical difficulties so they can see how 

they are handled, and the delivery of 
the material and examples. Each trainer 
should try a session in front of their peers, 
with some trainers in the classroom and 
others located in other rooms acting as 
virtual students, then switch.

THE GOAL IS TO 
COMMUNICATE 
EFFECTIVELY AS 
ONE CLASS.
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In 1776, artistic consultant Pierre 
Eugene du Simitiere suggested 
the adoption of the U.S. motto 

“E Pluribus Unum” (“Out of Many, 
One”). The original meaning of 

the phrase was that out of many 
colonies rose a great nation. 
However, in recent years, its 

meaning has evolved to suggest 
that out of many peoples, races, 

religions, languages and ancestries 
has emerged a single people and 

great nation, illustrating the concept 
of the melting pot.

The workplace makeup is changing, and 
quickly. According to the U.S. Census 
Bureau, workplace makeup includes gender, 
race, ethnicity, age and religion. There are 
other factors that fall under the category 
of diversity in the workplace, including 
culture, sexual orientation, and physical and 
mental abilities and challenges. In addition 
to these areas, the workplace has a new 
group that is the largest category of the 
overall workforce: the millennials (ages 18 
to 34).

There are many types of diversity indices 
used to measure the makeup of our 
population. For our purposes, we will use 
The USA Today Diversity Index developed 
by Phil Meyer of the University of North 
Carolina and Shawn McIntosh of USA Today, 
who created the Index in 1991. It measures 
the probability that any two people chosen 
at random from a given census area are of 
different races or ethnicities.

In 2010, the chance the next person you 
met was of a different race or ethnicity was 
55 percent. By 2060, the index predicts 
that it will be 71 percent. You may already 
be experiencing this diversity; if not, you 
soon will be.

In the chain restaurant business, we have 
seen a great influx of employees from 
all over the world. In some U.S. markets, 
there are teams in which English is not the 
primary language. It’s important for leaders 
to know when language barriers necessitate 
updating training programs to help the 
trainer and the employee.

THE PRESENT  
AND THE FUTURE 

Let’s take a look at where we currently stand 
on some key demographics and what the 
future holds for those groups:

A DIVERSE
TRAINING

WORKFORCE
BY JEFF DROZDOWSKI
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•  Women currently account for about 47 
percent of the overall workforce. At  
least through 2022, this number should 
remain constant.

•  Currently, about 70 percent of women 
in the workforce have children. While 
projections don’t give a solid number, 
most agree that this number will tick up 
in the not-too-distant future due to the 
increase in single-parent families and the 
makeup of the millennial generation, of 
which over 50 percent are women.

•  Twenty percent of people who are 
considered disabled by the Americans 
with Disabilities Act (ADA) are in 
the workplace. Again, key indicators 
suggest this number will increase in the 
coming years.

•  The average age of the workforce is 
increasing every day, as baby boomers 
are either returning to the workforce after 

retirement or waiting longer to officially 
retire. By 2020, 25 percent of the workforce 
will be age 55 or older.

•  Many companies are adapting to the 
multicultural, multilingual society we are 
becoming. For example, in many locations 
of a national home improvement chain 
store, especially in multilingual areas, 
large signs at entrances identify bilingual 
employees. That way, non-English speaking 
customers can find employees who speak 
their language and are better served.

The need for diversity and inclusion training 
is greater than ever. Each day that passes 
is one more day a company falls behind in 
creating an environment that benefits all 
employees from all backgrounds.

A company that strives to find the best 
people in its industry must appeal to 
those who are looking for work. The 
millennial workforce wants to work in an 
exciting, team-oriented and diverse work 
environment. We can appeal to millennials 
by demonstrating that we value diversity.

An effective diversity and inclusion training 
program starts at the top of any organization. 
Many of the companies that are leaders in 
workplace diversity and inclusion have a 
chief diversity officer and/or department 
of diversity to steer the training programs 
where they need to go. They might also  
have a diversity leadership council to help 
identify specific areas of diversity that require 
special attention.

AN EFFECTIVE DIVERSITY AND INCLUSION 
TRAINING PROGRAM STARTS AT THE TOP.
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Successful diversity and inclusion training 
programs include:

•  An outline of the company’s expectations 
regarding diversity and inclusion during 
the onboarding process.

•  Periodic casual opportunities, such as 
a “Lunch and Learn,” for employees to 
learn about the benefits of diversity  
and inclusion.

•  Continuous online opportunities for 
employees to learn about diversity and 
inclusion at their company.

•  Skill-building classes or labs with subject 
matter ranging from multi-generational 
training to intercultural communication.

•  Community outreach programs in which 
employees enter communities “out of their 
comfort zone” to learn about environments 
different from theirs.

To demonstrate their openness and 
commitment to diversity, organizations  
and training programs must embrace:

•  Integration of differences, focusing on 
strengths while minimizing weaknesses

•  Respecting differences and individual 
talents and ideas

• Embracing what we have in common

•  Striving to reach a goal by working  
as a team

Ultimately, it comes down to the people 
of your company looking past the things 
that make us different (race, ethnicity, age, 
religion, etc.) and embracing the ideas and 
visions of all people. Doing so will make 
your company better.

Our world is changing rapidly. Companies 
that recognize and react accordingly will 
bring in top talent faster and have a higher 
retention rate than those that lag behind. 

The people you interview for positions in 
your company are part of this fast-changing 
world and will quickly recognize if you are 
embracing diversity or simply paying lip 
service to the idea. Don’t fall behind! 

TAKEAWAYS

The speed at which society and the workplace 
are changing can be dizzying. How your 
company adapts will be important in landing 
and keeping top talent and, in turn, keeping 
your company successful and ahead of the 
curve. Key items to keep in mind:

•  Currently, there is approximately a 55 
percent chance the next person you meet 
will be of a different race or ethnicity than 
you. By 2060, that figure will rise to an 
amazing 71 percent.

•  If you don’t adapt, turnover can become 
an issue. Today’s workforce requires a 
diverse makeup, and employees will 
leave a job if those requirements are not 
met. With a workforce average of 25 and 
turnover at 150 percent, turnover can cost 
you $37,000 annually.

•  The millennial generation (born between 
1982 and 2004) is now the largest group in the 
U.S. workforce. Their ideal work environment 
is socially diverse, exciting and team-oriented. 
If their work environment does not meet 
those expectations, they will quickly move on; 
the average millennial currently stays in a job 
fewer than three years.

Jeff Drozdowski is a lifelong employee of the 
restaurant industry and loves training. Besides 
his interest in changes of the work population, 
the subject of diversity training became 
personal to him when two of his children were 
diagnosed with autism. Email Jeff.

BLENDED 
LEARNING 
FOR A MULTI-
GENERATIONAL 
WORKFORCE 
A big challenge to workplace diversity 
is its multi-generational makeup. For 
the first time in history, there are 
four generations in the workplace: 
traditionalists, baby boomers, generation 
X and the millennials. Training in a multi-
generational environment requires a 
blended learning program that overlaps 
the different generational norms of  
the workforce. Blended training means 
creating training programs that appeal 
to the ways the different generations 
learn and helping them understand 
that their conditioned learning style 
is different than the styles of the  
other generations.

CASE STUDY: 
ENHANCING 
ENGAGEMENT & 
UNDERSTANDING
A recent case study published by a leading 
diversity education group described its 
work with a global manufacturer. 
According to the plant’s human resource 
officer, morale, employee engagement 
and overall job satisfaction were in steep 
decline. The diversity education group 
that was contracted to help solve this 
problem developed a training program 
with these vcomponents:

• Individual interviews with employees

•  Focus groups to air differences and  
discuss situations

•  Counselors/trainers who were 
culturally representative of the plant 
and management staff, thereby 
gaining credibility and increasing trust

The intense training increased employee 
awareness and understanding by 
addressing the specific issues and 
concerns raised in the interviews and 
focus groups. Training was well received 
by employees, who felt validated and 
valued. One plant manager stated that 
the training made a huge difference in 
morale, attitude and performance, and 
the plant will continue implementing 
many of the recommended suggestions 
and next steps.
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The terrain of corporate training today still includes the typical delivery options prevalent within the last decade – 
virtual, on-demand, mobile and traditional classroom – but there appears to be no clear plan of integration, operation 
and ability to manage learner and instructor experiences. Demands for programs to meet increased profitability and 
market share growth continue to persist, with training managers facing the extraordinary responsibility of not only 
delivering more with less, but in some cases, dramatically reducing expenses related to development and delivery.

On the flip side are learners and instructors. 
The mobilization of technology has imprinted 
a new paradigm for knowledge consumption. 
Many of today’s learners have turned in their 
spiral-bound notebooks and desktop PCs for 
a laptop or tablet, opting for a more bite-sized 
method to learn and develop skills on the go. 
This poses a challenge to many instructors 
who have not been adequately trained to 
leverage today’s technology or adapt course 
materials and teach in a technology-fused 
learning environment. 

While some companies are trending toward 
offering a blended training approach 
to cross the divide of synchronous 
(traditional instructor-led classroom) and 
asynchronous (traditional online learning) 

there has yet to be a fully-vetted, defined 
model that is trusted and accepted by 
training department leaders, instructors 
and students. Training programs are often 
devised around available resources, budget 
and student schedules with the learning 
environment coming in a distant fourth. 
While on-demand, self-paced training has 
contributed to a significant savings to many, 
student engagement has suffered and non-
completion rates continue to rise. 

It would appear the integration of 
synchronous and asynchronous learning 
environments seem to be a natural 
intersection to provide increased adoption 
and value. But as many have come to 
realize, this is not a common reality for most 

training organizations. The course design, 
marketing, and operational and business 
case drivers are not properly aligned to 
support and/or manage a result that is fast 
enough to support forecasted sales and 
services growth while providing a positive 
learner experience. This is all about to 
change with Next Generation Classroom.

A NEW WAY TO LEARN  
AND TRAIN 

The concept and methodologies of Next 
Generation Classroom (NGC) are not 
new, but the design of the application 
for learning is unique to ensure both 
synchronous and asynchronous training 
complement the learning experience. NGC, 

N E X T  G E N E RAT I O N  C L ASS R O O M
PROVIDING THE ULTIMATE LEARNING EXPERIENCE
BY HUGH McCULLEN

NEXT GENERATION

PROVIDING THE ULTIMATE LEARNING EXPERIENCE
BY HUGH McCULLEN

CLASSROOM
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when properly adopted, allows instructors 
greater opportunities to successfully transfer 
knowledge to learners through both live 
lecture and hands-on breakout sessions 
for increased interaction with content. 
Furthermore, NGC provides a richer and more 
constructive dialogue between students. 

The quest for a better way to learn will always 
return to the most fundamental element 
of success — the learner experience. The 
essential ingredients to an effective learning 
experience are founded on the successful 
integration of:

• Physical and virtual space

• Technology

• Interactive content

• Instructor’s skills

Physical and Virtual Space: NGC harnesses 
and leverages all of the key learning success 
factors. The use of space is combined 
to include both virtual and physical 
proximity. When combined properly, this 
learning environment is more conducive 

to successful knowledge transfer and an 
engaged learner. The opportunity to the 
training organization is faster training time 
to market and improved efficiencies as 
locality and distance no longer have to be 
managed in separate learning modalities. 
NGC thrives upon the mix and use of both.

With an NGC platform, instructors can use 
their native skillset for effective training 
in both the physical and virtual space 
simultaneously. The same proven student-
trainer relationships exist in both spaces 
and the student to student interactions are 
real time and visually based. NGC eliminates 
the “have and have nots” for an equal learner 
experience for all students, regardless of 
location. Learning segregation is eliminated 
in the NGC environment.

Technology: The technology design of NGC 
is simple, but integrates powerful tools that 
work well for in-class and remote learners 
equally. Two-way video conferencing 
technologies with robust communication 
and teaching tools, virtual lab environments 
and digital content delivery systems are 

components of NGC that equalize the 
learning environment for all students, 
regardless of their proximity to the instructor, 
promoting collaboration and providing 
a method for robust interaction between 
instructors and students cross directionally. 

In the past, online collaboration tools 
were designed primarily for business 
communications and were only harnessed 
for training as an afterthought. Those 
platforms are data-centric, with add-on and 
embedded Voice over IP (VoIP), coupled 
with traditional audio conferencing as 
a backup. Accordingly, they were never 
designed for live classrooms combined 
with virtual students to allow for natural 
communications not only between students 
and instructors, but also student to student.  

Interactive Content:  Since we’re leveraging 
the combination of existing training 
delivery methods, much of the content 
developed for a particular mode of learning 
(on-demand, virtual, live instructor-led) can 
be easily adapted and enhanced for success 
in NGC. The modification of content may 

N E X T  G E N E RAT I O N  C L ASS R O O M
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THE QUEST FOR A BETTER WAY TO LEARN WILL ALWAYS 
RETURN TO THE MOST FUNDAMENTAL ELEMENT OF SUCCESS: 

THE LEARNER EXPERIENCE.

involve chunking modules into smaller 
portions, interspersing polls and small 
group breakouts within lessons, and finding 
other creative ways to improve training 
materials so they are more visual and 
interactive. The key is to leverage available 
technology to enhance learner interaction 
with the course content.

True interactive content when harnessed 
in an NGC environment allows for more 
student control of the content experience. 
Oftentimes, in a non-NGC learning 
environment, the content is static and 
shown only in a present and see mode for 
learners. The ability to allow students to 
engage and interact with content, without 
disrupting the flow of the course, is the 
foundation of an NGC environment. 

Instructor’s Skills: NGC provides an 
opportunity for instructors to improve 
their delivery skills. There are various 
certification programs and quick tip videos 
available to bridge the skills gap, but in 
reality, the leap to teaching in a hybrid 
learning environment often involves only a 
few quick pilot sessions to get acclimated 
to the technology, environment and mix of 
localized and virtual students.

For the majority of experienced instructors, 
they already possess the baseline teaching 
skills and those skills are enhanced when 
engaging in NGC delivery. Instructors are 
encouraged in NGC not to change their style 
of teaching, but to evolve it with greater 
focus on interactions with all students and 
awareness of the learning conversations that 
naturally develop between the local and 
remote students. It takes just a short period of 
time in an initial NGC session for instructors to 
realize there is a much greater degree of visual 
interaction and accountability transpiring, 
resulting in the requirement for a more 
focused approach on active participation and 
learning for all students.  

A REAL BUSINESS CASE 
FOR NEXT GENERATION 
CLASSROOM 

The shift to NGC is not only driven by the 
learner experience, it is a result of the 
need to make corporate training better 
from a business aspect. For decades, 
learning organizations have been asked 

to revise their training program plans in 
order to make them more efficient, better 
performing and more economical. 

NGC offers quick returns and recurring ROI for 
the training organization. It is intentionally 
designed to provide a usage-based model of 
expense avoidance to facilitate fast growth 
without the necessity of heavy capital 
investments, human resources or long 
integration cycles. The quantifiable quick 
returns (30-60-90-day realization) typically 
occur in the following areas:

Decreased class cancellations. NGC provides 
students with attendance options for flexible 
location choices that best suit them, whether 
it’s a local or virtual classroom interconnected 
with the instructor-based site. The ability to 
distribute live, interactive training of equal 
learner experience has a high value and 
promotes increased attendance. 

Positive impact on instructor’s effectiveness 
and evaluation ratings. Instructors can easily 
adopt their existing skills with NGC. When 
they embrace the subtle but improved learner 
experience model, instructors are more 
confident in their ability to teach, interact 
and properly evaluate real-time knowledge 
transfer. The improved learning medium has 
a positive impact on both the course content 
and instructor, and it is reflected in higher 
evaluation ratings by students.

Increased market reach, penetration 
and scalability. These three business 
requirements are improved when an NGC 
program is adopted. Time to market is 
improved by the facilitation of training 
delivery into multiple markets, reaching a 
greater number of learners while allowing 
for wide-scale geographic distribution. 
With the use of an NGC platform for 
training, parallel marketing and registration 
activities can be harnessed more effectively 
and efficiently to generate improved results 
that are measurable.

Quick diversification of portfolio offerings, 
enabling faster customized positioning for 
specific programs. Many training portfolios 
are littered with similar courses that 
were developed simply to support the 
use of multiple delivery platforms that 
often confuse learners, and overwhelm 
instructors. An NGC platform allows for 

the consolidation of modalities, which 
supports a quicker diversification and 
faster customization of strategic training 
programs, avoiding the legacy requirements 
for a wide range of interrelated, but 
disconnected training delivery platforms. 

Additional off-podium time for instructors. 
The NGC byproduct of additional off-podium 
time for instructors is not initially anticipated 
by training organizations. Instructors will 
experience and realize that less demand is 
placed on their time at the podium due to 
the ability to teach more students, with less 
cancellations and a decrease in travel and 
prep times. This unseen advantage can be 
quickly harnessed to allow instructors more 
time to develop and enhance their product, 
service and solution knowledge.

SUMMARY 

For decades, companies have tried to cross 
the divide between synchronous and 
asynchronous learning in an attempt to create 
efficiencies, flexibility and convenience for 
learning. The problem isn’t in the technology 
or training delivery itself, but in how those 
components are combined to harness the 
power from each to create the ultimate 
learning experience. Next Generation 
Classroom is about understanding how 
people learn and leveraging existing learning 
models to adapt technologies and delivery 
methods to optimize knowledge transfer. 
It represents an opportunity for learners, 
instructors and learning leaders who are 
striving to develop a more efficient, profit-
centered training organization.

NGC is about re-establishing relationships 
in learning and recapturing the learning 
space in-between, which has immediate 
and long lasting positive financial impacts 
for the overall business.

Hugh McCullen is president of MicroTek, 
where he is responsible for expanding the 
company’s customer services portfolio and 
global presence while accelerating its ability 
to provide best-in-class training solutions 
designed to enhance the learner experience. 
Email Hugh.
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MOMENTS OF NEED
MEETING THE FIVE

High-Impact Sales Enablement through 
Virtual Learning Environments
BY ERIKA ROBERTSON & MIKE CIERI
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“To what degree is my 
organization addressing the 
entire journey performers make 
from the beginning stages of 
learning through the full range 
of challenges that can occur 
at the moment of apply, when 
learners are called upon to 
actually perform?”

When Conrad Gottfredson and Bob Mosher 
posed this question, they likely did not have 
sales force enablement in mind. However, 
it is a question those charged with that 
task should be asking regularly. Enabling 
salespeople presents challenges that are 
not wholly unlike challenges in enabling 
other forms of learning, but it is also unique 
in some ways.

Previously restricted to traditional classroom 
delivery, enablement opportunities have 
evolved to include a holistic virtual 
experience. We can answer the question 
above, while addressing common sales force 
enablement challenges, with Gottfredson 
and Mosher’s answer: the Five Moments  
of Need.

THE CHALLENGES

Travel … Or should we say the lack thereof. 
The more time salespeople spend out of 
the field, the less they are selling. Face-to-
face learning must be deployed judiciously. 
Additionally, it is often the learning 
organization itself that is under a travel 
restriction, limiting delivery mode options 
even further.
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Frequently changing content. How many 
times after an e-learning module has been 
released or a live bootcamp wrapped 
does a company launch a new product, 
necessitating a learning content update? 
This dynamic environment requires an 
agile learning organization to be able to 
recalibrate a single asset, curriculum or 
entire learning plan.

To develop this agility, the learning 
organization must consider the development 
effort, available resources, cost of  
updating content, logistics of delivery, 
and communication with stakeholders, 
among other considerations. Most likely, 
the learning organization has limited  
bandwidth and resources to address all 
these concerns.

Staying true to sound instructional design 
principles. The feverish pace of sales force 
enablement often results in a compromise 
of instructional integrity. This compromise 
might mean eliminating interactivity to trim 
development costs, having instructional 
breadth but not depth, or losing scalability 
and replicability.

A SOLUTION AT THE  
FIVE MOMENTS OF NEED

Remember when virtual worlds like Second 
Life were first considered as learning 
environments? When in order for users to 
learn virtually, organizations had to teach 
them to customize an avatar? When training 
managers had to engage programmers 
to make the simplest of changes to their 
virtual environments?

Virtual learning environments (VLEs) have 
come a long way in a short time. From the 
simplification of the user experience to back-
end design options, learning organizations 
are now able not only to embrace VLEs  
but to genuinely provide performance 
support to meet learners at their five 
moments of need.

 WHEN LEARNING TO DO  
SOMETHING FOR THE FIRST TIME

Through a VLE, the sales force can still use 
onboarding programs, e-learning, live 
webinars, on-demand content, virtual 
means of finding experts or colleagues, and 
other methods of learning something new. 
The difference is that a VLE offers a “one-
stop shop” opportunity. Virtual events, like 
sales kickoffs, limit the time spent out of the 
field. If salespeople need to learn about a 
new solution or product, they can choose 
to use a formal learning curriculum or an 
informal tool such as a video, discussion 
forum or virtual peer network.

WHEN WANTING TO LEARN MORE
If the VLE is for a recurring program, the  
sales force has the flexibility of choosing 
when to access the information. Offering 
just-in-time learning is crucial to supporting 
a sales force. VLEs can offer access to a role-
based learning path, a sales success story or 
a job aid to review before a meeting. Most 
VLEs have a mobile-friendly user experience, 
which expands flexibility even further.

WHEN TRYING TO REMEMBER AND APPLY
VLE content is often geared toward a large 
audience. However, you can leverage the 
tools in these environments to help 

salespeople customize content for their 
specific need. Video and chat capabilities 
allow connections between colleagues  
or experts. For example, role-playing 
could be helpful for account executives to 
practice their messaging before meeting 
with customers.

WHEN THINGS CHANGE

The user-friendly design of VLEs allows 
enablement teams to find the latest  
content quickly and easily. Dynamic, up-
to-date content will keep your sales force 
coming back.

WHEN SOMETHING GOES WRONG 

Virtual options for help include virtual  
office hours with product experts, FAQ 
documents and discussion forums. These 
resources can be structured within a VLE 
and housed in the same location as the 
source content.

Whether it’s a single event or an ongoing 
program, virtual learning environments 
provide a solution that doesn’t just serve 
as a “cool” factor, but also provides true 
performance support for a mobile and 
dynamic learning audience.

TIPS FOR HIGH-IMPACT  
SALES ENABLEMENT 

Make your enablement event-focused. 
While it would be easy to let a virtual 
learning environment morph into just 
another content management system, 
don’t let it. Optimize the dynamic setting, 
tools and opportunities within a VLE. These 

1.

2.

3.

4.

5.

THE FEVERISH  
PACE OF 

SALES FORCE 
ENABLEMENT 

OFTEN RESULTS IN 
A COMPROMISE OF 

INSTRUCTIONAL 
INTEGRITY.
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environments offer design options for both 
event-driven learning and continuous, 
on-demand enablement. Brand your VLE 
by scheduling a quarterly learning day (or 
week) or a bi-annual sales kickoff – or both! 
Keep your learners coming back by offering 
content on demand while launching in 
conjunction with an event.

Give your enablement a theme. The theme 
is an important way to motivate your sales 
force to participate in a VLE, and it’s a fun 
way to connect the assets, environment 
and promotional activities surrounding 
it. A recent example leveraged by a 
global software company was the World 
Cup. Because this sports event resonates 
globally, this theme provided a way to 
connect global customers with World Cup 
graphics, titles, promotional efforts, virtual 
booth designs and more. Some sales 
organizations reward their top salespeople 
with a “club” trip or “Winner’s Circle.” This 
practice also lends itself to a themed virtual 
learning environment. 

Promote your enablement. Rather than 
relying solely on email communications, 
consider a promotional video. Enlist 
executive involvement (for example, via 
cameo appearances) and salespeople 
themselves (by taking on roles in the video 
or playing themselves), and align the 
promotional videos to the theme. Humor 
can be a powerful attention-grabber. 
Embed the video within email invitations 
to the learning event. Create a series of 
commercials as “webisodes,” with the final 
episode only available within the virtual 
learning environment itself.

Gamify your enablement. Keep the 
theme going, and incorporate competition 
between regions or market units. For 
example, you could create a “Learning 
World Cup” in which the region with the 
most participants or completed learning 
assets receives executive recognition and a 
virtual gold medal. Individual participants 
can receive points for each virtual keynote 
attended, asset completed, assessment 
passed or discussion forum participated in. 

Offer prizes for the top participants; iWatches, 
cameras, gift cards and other tangibles can 
keep participants motivated to explore and 
return to the virtual environment.

Many VLE vendors offer gamification 
options, such as leaderboards, that are built 
in to the VLE and customizable. Leverage a 
leaderboard to create a virtual scavenger 
hunt in which participants are awarded 
points for attending virtual sessions, 
accessing virtual content, seeking experts 
in live chats, etc. You can also use apps in 
your gamification approach by enabling 
participants to access their event agenda or 
receive notifications of leaderboard scores 
on the VLE app.

TRACKING IMPACT

Like any other learning opportunity, learning 
within a VLE should be measured. Track 
the sign-ons into the virtual environment, 
attendance of virtual sessions and access 
of on-demand content. Push evaluations 
to participants in the environment or via 
an app to gather feedback at the session, 
program or event level.

Offer traditional knowledge checks by 
linking to an LMS-based web assessment or 
using a gamified design within the VLE, such 
as a “Jeopardy” game, to test knowledge 
of a solution or product. Establish current 
knowledge levels prior to a learning event 
so you can measure knowledge change. 
Take a snapshot of the sales force pipeline 
so you can examine impact over time.

A virtual learning environment can elevate 
a sales enablement organization’s role 
from a static source of solution overviews 
to a true performance support partner. 
VLEs provide the setting and tools to take 
learners on a journey from onboarding to 
just-in-time learning, all in the same high-
impact environment that allows them to 
take control of their own learning at their 
moment of need.

Erika Robertson has been in sales force 
enablement for nine years, eight of them spent 
in the tech space with Cisco, SAP and currently 
with VMware. Mike Cieri is a senior director 
of global customer operations at SAP, with 
more than eight years of marketing and sales 
enablement experience. Email Erika and Mike.

 »  Videos and e-learning content should not 
be more than 10 to 15 minutes in length.

 »  Schedule a live sales panel so sales 
colleagues can share challenges and 
opportunities when closing a deal.

 »  Record a sales success story video,  
and provide on-demand access in a 
virtual booth.

 »  Streamline team members who have 
access to the back-end design and  
loading of content in the VLE.

 »  Decide on a taxonomy for the naming of 
live sessions, recorded events, on-demand 
assets, etc. to ensure consistency.

 »  Most VLEs offer a way to categorize assets 
to make them easier to locate by topic, 
role or speaker.

 »  Cascade the communications. An executive 
sends a message to first-line managers, 
who send it to their teams, decreasing the 
likelihood communications are dismissed.

 »  Align email design to the VLE theme. 
Leverage graphics or embed a promotional 
video to grab readers’ attention.

 »  Timing is everything: Don’t send a barrage  
of communications or schedule virtual  
events at the end of a month or quarter.  
If you expect your sales force to listen,  
don’t send communications when their 
pressure is at its peak.

 »  Provide advance notice and an opportunity 
to check out the virtual learning environment 
before the event. Don’t expect salespeople to 
learn a new platform and new information 
at the same time.

TIPS
CONTENT

COMMUNICATION

DYNAMIC,  
UP-TO-DATE 
CONTENT WILL 
KEEP YOUR  
SALES FORCE 
COMING BACK.
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CURRICULUM
AND CONTENT

LEARNING
DELIVERY

LEARNING
ADMINISTRATION

LEARNING 
TECHNOLOGY

STRATEGIC
SOURCING

Transforming L&D can transform 
your HR strategy more than 
anything else.
While organizations look broadly at HR, it is our belief that training and 
development should be at, or near the top, of your HR transformation 
strategy. If you are seeking to create transformative value from the
investments your organization makes in training, discover how NIIT can 
help you Run Training like a Business. Explore how you can
dramatically improve the e�ciency and e�ectiveness of your training 
capability at www.niit.us/transformHR.

Running Training like a Business.
Enabling the HR Transformation Strategy.

8 in 10
HR Functions are completing 
or will soon undergo an 
HR Transformation. Are you 
one of them?

Source: Corporate Executive Board

http://www.niit.us/transformHR
http://www.niit.com


Have you ever spent hours developing an e-learning 
course, finished it, and thought, “Learners are going 
to love this course! They are going to love it so much, 
they will be motivated to take it. They are going to 
stick with it until the end and feel compelled to take 
it again as flow theory suggests!” If your answer is 
yes, then you have probably already incorporated a 
successful serious game strategy. If your answer is 
no, keep reading.

BUILD A

BY DAN KECKAN

SERIOUS GAME
STRATEGY

SAVE
LEARNERSTHE



IT’S CRUCIAL TO 
TIE YOUR SKILL 
DEVELOPMENT 

TO BUSINESS 
IMPACT.

1.  Start with a needs analysis, 
and make sure you show the 
anticipated business impact.

2.  Create the design document 
with the business impact 
at the top. The design 
document should start with 
a detailed audience profile, 
including demographics 
and learning styles.

3.  A familiar and important next 
step is to develop actionable, 
measurable and specific 
learning objectives that are 
tied to business impact.

4.  Outline the tasks or behaviors 
to be simulated by the learner. 
Make sure they align with 
the learning objectives.

5.  Brainstorm what game 
mechanics will add intrinsic 
value to your simulation.

6.  Qualify the game mechanics 
by asking questions and 
matching them to the 
audience profile, learning 
objectives and content.

7.  Finally, decide on your 
assessment. If you want to 
show any kind of business 
impact, your learners 
must demonstrate skill 
development or behavior 
change. Anything less than 
a Level 3 demonstrates 
ineffective training.

STEPS TO 
CREATE A 
SERIOUS 
GAME 
STRATEGY

Flow theory, as described by Hungarian 
psychologist Mihaly Csikszentmihalyi, is 
the mental state of a person completely 
immersed in an activity or learning event. 
There have been multiple studies on flow 
theory and its relationship to games and 
skill development or behavior change. 
Here, our focus is on serious games, 
which in learning and development is  
the introduction of game mechanics to a 
skill or behavior simulation that impacts 
business objectives.

Let’s explore an example to illustrate how 
to build an effective serious game strategy. 
Imagine you have a customer, Open-
Shut Window Company, which is offering 
window installers a 15-year warranty on all 
new home construction windows as long 
as they use Open-Shut Window Company’s 
products and installation processes.

THE NEEDS ANALYSIS

When developing a serious game strategy, 
start with a needs analysis to understand 
your primary business objective or key 
performance indicators – in other words, 
how will the training impact business?

Sound familiar? It should: Needs analysis is 
where you start when you embark on any 
type of project. It’s crucial to tie your skill 
development or behavior change to the 
business impact that you will measure in 
your post-training evaluation.

In order for window installers to use  
the proper installation processes, they  
must be trained, or Open-Shut Window 
Company will be spending a lot of money 
to fulfill warranty claims – and a lot of 
time fielding the plethora of calls from 
disgruntled customers.

THE DESIGN DOCUMENT

After you have completed the needs analysis, 
it’s time to create a design document, 
which should include an audience profile, 
learning objectives, outline of tasks to be 
simulated, game strategy and assessment 
recommendation. This document will serve 
as your blueprint for the entire project.

Open-Shut Windows’ audience for this 
training is the window installer who 
has a construction background but not 
necessarily a strong understanding of 
proper window installation procedures. 
The audience is made up primarily of males 

between the ages of 18 and 40. They have 
average computer skills, an iPhone and in 
many cases a tablet or iPad. A good portion 
of the audience grew up playing Nintendo, 
Xbox or Playstation. Certainly, this audience 
is ideal for a serious game approach.

You and your customer work on the 
learning objectives, and it becomes obvious 
that the content boils down to a fairly 
straightforward skill-based process, perfect 
for a simulation. At the completion of the 
training, the learner will be able to:

 »  Identify the tools necessary to complete 
the installation of a window in a new home 

 »  Identify the type of window, flashing, 
sealant and foam necessary to complete 
an installation

 »  Demonstrate proper preparation for the 
installation, including precutting of all 
flashing and cleaning of necessary surfaces 

 »  Demonstrate all of the 25 successive tasks 
in the window installation process

An outline of details for the installation 
process is not necessary here. However, it 
is important to point out that based on the 
audience and learning objectives, a serious 
game could be a very effective strategy if 
done correctly.

THE TOOLBOX

Now that you have outlined the content and 
identified a serious game as your learning 
strategy, it’s time to create a short list of 
game mechanics or tools. You will use these 
tools to increase the game’s intrinsic value 
and immerse the learner in the simulation.

Gather your team together for a 
brainstorming session, and draw a picture 
of a toolbox on a whiteboard. Beside it, 
write the names of the tools you can use 
to increase intrinsic value in the simulation: 
theme, story, animation, virtual reality (VR), 
time, points, achievement and competition.
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Here are some helpful questions to 
ask as you decide what tools to 
include in your toolbox:

 »  Does this tool help the learner 
complete the task with a 
higher level of quality?

 »  Does this tool help the learner 
complete the task more quickly?

 »  Does this tool help to immerse 
the learner in the task?

 » Does this tool fit your audience?

 »  Does this tool provide data that 
demonstrates business impact?

 »  Does this tool fit into your 
budget and project plan?

CAUTION

Creating a serious game can impact 
development time. Sometimes, 
it can take up to twice as long as 
developing a conventional course.

SELECTING 
YOUR TOOLS

The theme should be a no-brainer, since the 
window installation process is very visual. 
Some processes are less visual and need  
a theme that may or may not represent  
the content.

In this scenario, creating a story is irrelevant, 
since it’s a first-person point-of-view 
simulation. The learner will install the 
window rather than making choices for a 
fictitious window installer. 

So far, you have placed theme into your 
toolbox and left story out. Next, it’s time 
to consider virtual reality, defined as 
a computer-generated, three- or two-
dimensional simulation of an activity  
or process.

You can use a lot of different tools to create 
this type of game mechanic. However, due 
to budget constraints and ROI projections, 
a two-dimensional computer- and mobile-
based simulation will work just fine in the 
case of Open-Shut Windows Company.

Make sure you list all of the objects and 
scenery that will need to be designed by 
a graphic artist or purchased from a stock 
image company. Since learners will be 
installing windows, you will need to create 
flashing, sealant, foam, a gun, a drill, a level, 
measuring tape, a box-cutter and a pencil. 
You will also need an inside and outside 
wall, window and weather-resistant barrier.

Points and time are often used in serious 
games, and for good reason. They provide 
the learner with immediate feedback and 
rewards based on the quality and quantity of 
their simulation. Points are given based on 
the quality with which the learner attempts 
the steps of the process, and time refers to 
the speed at which the learner attempts the 
steps of the process. In this case, you should 
place both points and time in the toolbox to 
build intrinsic value.

Achievements are useful in serious games in 
which tasks build on each other. They provide 
the learner with incentives for completing 
the tasks. Remember, achievements should 
reflect meaningful motivations. For window 
installers, for example, achievement badges 
might symbolize an apprentice, journeyman 
and master.

Salespeople are often inherently competitive, 
so using a leaderboard within your LMS (if 
you have one) is a no-brainer when creating 
sales courses. Window installers are not 

known for being inherently competitive. 
However, building competitive spirit 
among window installers or among 
window installation companies could be 
effective to encourage the learners to 
return to the game to beat their previous 
scores or their peers’ scores. Points 
and time are great tools for populating  
a leaderboard.

THE ASSESSMENT

Now that you have chosen your tools for 
your window installation game, you are 
ready to identify the assessment you will 
use. Start with questions like:

 »  How will you assess skill development or 
behavior change?

 »  Will your game serve as your learners’ 
assessment? Or will your game help to 
prepare them for an assessment?

 »  What data do you hope to gather that will 
demonstrate an impact on business?

Incorrect window installations can be 
costly. Therefore, learners should play as 
many times as they wish until they have 
experienced success in the game; then 
they can go to a job site and demonstrate 
the proper window installation process. A 
foreman can oversee the process and use 
an online checklist to score the installers’ 
skill development. This Level 3 assessment 
strategy will lead to a more skilled 
installation workforce and therefore fewer 
warranty claims.

More than likely, you will want to abandon 
SCORM for xAPI to gather better data on 
your learners’ experience. However, in this 
particular window installation example, 
it’s not necessary to have xAPI, because an 
online checklist can provide Level 3 data. 

Incorporating a serious game strategy in the 
right project is an open and shut case. You 
will achieve a higher performing and more 
engaged workforce. Your learners will thank 
you for saving them from wasted time. And 
your company will thank you for improving 
the bottom line.

As vice president of e-learning and 
instructional design for Cinecraft Productions, 
Dan Keckan helps organizations get close 
to the skill or behavior to be learned by 
recommending video, e-learning and serious 
games in learning strategies to impact 
business results. Email Dan.
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UNIVERSAL DESIGN 
FOR LEARNING
OUT OF THE CLASSROOM  
AND INTO THE CORPORATE WORLD
DR. DEBBY McNICHOLS 
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ACROSS ALL INDUSTRIES, THERE 
IS A GROWING AWARENESS THAT 
DIVERSITY MATTERS AND IS A 
COMPETITIVE DIFFERENTIATOR. 
AS ORGANIZATIONS REALIZE 
THE VALUE OF A DIVERSE 
WORKFORCE, THEY BEGIN 
IMPLEMENTING A VARIETY OF 
DIVERSITY INITIATIVES.
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The majority of these initiatives address 
inequities in gender and ethnic diversity, 
which are the most visible and easily tracked 
workplace diversities. However, there are 
many other components of diversity. The 
increasingly diverse global workplace 
present learning and development 
professionals with unique challenges in 
designing learning for employees with 
various learning abilities.

DEFINING LEARNING DISABILITIES 

“Learning disabilities” is an umbrella 
term that describes a number of specific 
learning problems. Learning disabilities 
do not diminish overall ability but cause 
difficulty learning and processing certain 
kinds of information or in particular ways. 
People with learning disabilities are not lazy 
and are just as intelligent as anyone else; 
their brains are just wired differently. They 
deserve opportunities to be taught in ways 
that are tailored to how their brains receive 
and process information.

The most common types of learning 
disabilities involve problems with reading, 
writing, math reasoning, listening or 
speaking. Other disorders may also make 
learning difficult. For example, ADHD 
and autism may co-occur with learning 
disabilities, so they are often confused 
with learning disabilities. ADHD (attention 
deficit / hyperactivity disorder) is a brain-
based disorder that results in significant 
inattention, hyperactivity, distractibility 
or a combination of these characteristics. 
People with autism spectrum disorders 
may have difficulty with communication, 
reading body language, making friends and 
making eye contact.

ADULTS AND LEARNING DISABILITIES 

Approximately 15 percent of the world’s 
population, or an estimated 1 billion people, 
live with disabilities. “Learning disabilities” 
is a term often heard in a school-based 
setting. However, the need for awareness 
and management of learning disabilities 
does not end when students graduate: 
Approximately 470 million people with 

learning disabilities are of working age, 
and learning disabilities require ongoing 
support and management in many areas of 
adult life.

People with disabilities experience 
common patterns of discrimination, such 
as high unemployment, prejudice about 
their productivity and lack of access in the 
workplace environment. Yet organizations 
that hire employees with disabilities report 
that those employees have better retention 
rates, lower absentee rates and a high 
motivation to prove themselves.

Learning disabilities are invisible disabilities, 
with the majority of employees choosing 
not to disclose their disability to their 
employer. Only 19 percent of young adults 
with a learning disability report that their 
employers are aware of their disability, and 
only 5 percent report that they are receiving 
accommodations in the workplace.

As the pressure mounts for organizations 
to hire more diverse employees, and with 
many laws and regulations underway 
seeking to improve employment of adults 
with disabilities, the percentage of workers 
with invisible disabilities will continue 
to grow. Curriculum designers need a 
framework to use that can aid in increasing 
the accessibility and flexibility of training for 
all types of learners.

WHAT IS UNIVERSAL DESIGN  
FOR LEARNING?

Universal design is the design of products, 
environments and communication to be 
usable by all people, to the greatest extent 
possible, without adaptation or specialized 
design. Universal design had its beginnings 
in the architectural field. Examples of 
universal design include the curb cut 
originally designed to help wheelchair 
users, which turned out to be helpful for 
parents with strollers, rollerbladers and 
travelers with wheeled suitcases as well.

Universal Design for Learning (UDL) is a 
method for addressing learner variability 
by providing flexible, customizable designs 

TABLE 1
IMPLEMENTATION  
GUIDELINES

•  Vary activities and sources of  
information so that they can be:

 ȗ  Personalized to learners

 ȗ Culturally relevant 

 ȗ Socially relevant

 ȗ  Appropriate for different racial,  
cultural, ethnic and gender groups

•  Design activities so that learning  
outcomes are authentic and relevant.

•  Provide tasks that allow for active  
participation and experimentation.

• Vary the level of novelty.

•  Give choices of tools, technology,  
topics and work environments.

•  Provide feedback that is frequent,  
timely and specific.

MULTIPLE MEANS OF  
ENGAGEMENT

MULTIPLE MEANS OF 
REPRESENTATION

• Provide simple and consistent navigation.

•  Provide the same information through  
different modalities.

•  Provide information that will allow for 
adjustability by the user.

•  Use color with care.

• Illustrate through multiple media.

• Choose fonts carefully.

•  Anchor instruction by linking to and  
activating relevant prior knowledge.

• Chunk information.

•  Provide multiple entry points to a lesson  
and optimal pathways through content.

MULTIPLE MEANS OF  
ACTION AND EXPRESSION

•  Provide learners with choices of tools  
to demonstrate knowledge.

•  Provide alternative means for response,  
selection and composition.

•  Provide multiple means for navigation.

•  Compose in multiple media.

•  Use outlining or concept mapping tools.

•  Provide scaffolds that can be gradually  
removed with increasing independence.

•  Provide differentiated feedback.

•  Ask questions to guide self-monitoring.

•  Provide differentiated models of  
self-assessment strategies.

"LEARNING DISABILITIES ARE NOT A 
PRESCRIPTION FOR FAILURE. WITH THE RIGHT 

KINDS OF INSTRUCTION, GUIDANCE AND 
SUPPORT, THERE ARE NO LIMITS TO WHAT 

INDIVIDUALS WITH LD CAN ACHIEVE."

-Sheldon H. Horowitz, Ed.D., Director of LD Resources,  
National Center for Learning Disabilities
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with the goal of giving all individuals (with 
and without disabilities) equal opportunities 
to learn. The Higher Education Opportunity 
Act of 2008 provided the following definition 
of UDL:

The term “universal design for learning” 
means a scientifically valid framework for 
guiding educational practice that -

(A) provides flexibility in the ways information 
is presented, in the ways students respond or 
demonstrate knowledge and skills, and in the 
ways students are engaged; and

(B) reduces barriers in instruction, provides 
appropriate accommodations, supports, and 
challenges, and maintains high achievement 
expectations for all students, including 
students with disabilities and students who 
are limited English proficient.

Just like universal design in architecture, 
UDL applies the tenets of equal access, 
flexibility, simplicity and efficiency to the 
process of learning. Anne Meyer and David 
Rose developed the principles of UDL using 
cognitive science research. These three 
principles are based on the theory that 
individuals receive and interpret information 
through three primary neural networks:

Recognition Network – Principle 1: 
Provide multiple means of representation 
(the “what” of learning), allowing individuals 
to see, identify and recognize patterns.

Strategic Network – Principle 2:
Provide multiple means of action and 
expression (the “how” of learning), enabling 
individuals to set goals, develop plans and 
act on these approaches.

Affective Network – Principle 3:
Provide multiple means of engagement 
(the “why” of learning), allowing individuals 
to determine which patterns are important. 

From the three principles, nine guidelines 
were developed, creating the foundation of 
UDL. The principles and guidelines provide 
educators and curriculum developers 
a framework for minimizing barriers 
to student learning by incorporating 
alternatives into instructional materials, 
methods and assessment. Table 1(see page 
46) presents just a few implementation 
guidelines for each of the three principles.

To date, UDL has primarily been applied in the 
educational setting. However, UDL provides a 
solution for breaking the one-size-fits all mold 
of corporate learning. UDL research suggests 
that every learner can benefit from the 
greatest possible range of flexible approaches 
that a curriculum can provide.

TRAINING A DIVERSE WORKFORCE 

Few adults identify as having learning 
disabilities, and many adults with learning 
disabilities are not diagnosed. It is therefore 
impossible to determine the exact 
percentage of people who have learning 
disabilities in any organization. However, 
curriculum designers should know that 
a percentage (10 to 15 percent in large 
organizations) of their learners likely have 
learning disabilities.

Most corporate training is designed to 
be a one-size-fits-all solution. In a diverse 
workforce, however, individual variability 
is the norm, not the exception. Training 
budget constraints and a lack of 
understanding of how diverse populations 
learn have resulted in training designed 
for the broad middle, or the imaginary 
average employees, in the organization. 
Learner variability is typically ignored, and 
those employees with different abilities and 
backgrounds are not provided with fair and 
equal opportunities to learn.

CONCLUSION 

While some organizations view employing 
workers with disabilities as a component of 
their corporate social responsibility, others 
are only now beginning to realize the value 
of this largely untapped human resource. 
People who have spent their lives adapting 
to challenges in their environment can 
bring productivity, ingenuity and problem-
solving skills to the workplace.

Universal design is a lens through which we 
can view every aspect of an organization. 
A diverse workforce brings greater 
experience, perspective and sustainability. 
It also means that learning design needs to 
be more diverse to satisfy the wider variety 
of needs and expectations.

The principles of UDL take into account 
the broad range of abilities, age, learning 
styles, languages and cultures prevalent in 
a workforce, placing the burden to adapt on 
the curriculum rather than the learner. UDL 
provides the framework for designing flexible 
curricula that reduces barriers to learning and 
provides robust support to all learners.

Dr. Debby McNichols is a college professor 
and senior instructional designer at SAP.  
Email Debby.

THE NATIONAL CENTER  
ON UNIVERSAL DESIGN  
FOR LEARNING 
Supports the effective implementation of UDL 
by connecting stakeholders in the field and 
providing information about UDL.

THE CENTER FOR APPLIED 
SPECIAL TECHNOLOGY 
(CAST) 
An educational research and development 
organization that works to expand learning 
opportunities for all individuals through 
Universal Design for Learning.

THE UDL  
CURRICULUM TOOLKIT 
Created by CAST, the University of Michigan 
and the Education Development Center, is 
a web-based platform for developing and 
publishing web-based curricula and other 
content built according to the principles of 
Universal Design for Learning.

UNIVERSAL DESIGN  
FOR LEARNING: THEORY  
& PRACTICE (2013) 
Anne Meyer and David Rose, along with David 
Gordon, provide the first comprehensive 
presentations of UDL principles and practices 
since 2002.

UNIVERSAL  
DESIGN  
RESOURCES
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CASEBOOK

Globalization and technological 
advancements are transforming the 
traditional classroom environment. 
Organizations are doing away with the 
hour-long talking-head training sessions 
and the evolution of the classroom has 
become a hybrid of sorts.

Successful organizations are aligning 
their learning initiatives with business 
goals in order to better meet the needs of 
the individual learner. More specifically, 
traditional instructor-led classroom 
training includes various delivery styles, 
learning technologies and modalities 
to better enable the transfer of learned 
knowledge to on-the-job applicability.

Cars.com, a leading online resource for 
consumers to research vehicles, connect 
buyers and sellers, and find quality service 
and repair providers, has revamped its 
training initiative, implementing the 
concept of the flipped classroom. 

After conducting surveys of the sales 
teams to assess the effectiveness of the 
sales training, it was evident that sales  
reps were competent in product information, 
but needed additional support to finalize 
sales. Up until recently, part of the sales 
support team functioned as two separate 
entities, strategic sales managers (SSM) 
and sales training, each facing challenges 
that coincided with the other. In particular, 
the sales team had difficulty applying what 
they learned under two different sources 
of instruction, leading to coaching and 
territorial struggles.

Currently, all sales support from teaching 
the sales teams about product and value 
propositions to helping them execute and 
close deals, have combined as a single 
sales force unit.

“We’ve been really successful at 
embracing each other as one team,” said 

THE CLASSROOM EXPERIENCE
Revolutionizing

By Shina Neo
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Chad Regnier, director of strategic sales 
and training at Cars.com. “We have a 
bunch of really smart people that can 
learn from each other. There’s significant 
transparency both with our internal team 
and with our customers.” 

DEFINING GOALS

Companies looking to keep pace and 
up to date in this digital age understand 
the importance of embracing a learning 
experience that promotes employee 
engagement and on-the-job knowledge 
applicability. Cars.com implemented the 
flipped classroom as a way to encourage 
learners to participate more (80%) than 
instructors (20%). This provides an 
opportunity for learners to attend training 
sessions, prepared beforehand, and ready 
to contribute to the learning experience. 

The organization-wide learning initiative 
establishes goals that revolutionizes the way 
sales training is conducted and executed. 

The primary goals include: 

•  Working as a team toward a common goal

•  Ensuring sales teams are educated and 
can apply what they learned on the job

•  Reducing scrap learning and increasing 
knowledge retention

•  Driving company growth and increasing 
revenue

To achieve these goals, an analysis of 
product lists and training application 
was conducted to essentially see what 
techniques were successful and what 
changes needed to be made.  

“We have seen a lot of success from doing 
the flipped classroom, where you have to 
spend more time prepping and thinking 
about it before you go to class,” said Regnier, 
who believes it’s all about taking your 
practice wings on the range. “When you 
point to product launches pre, and product 
launches post, we started to see a better 
sales pace when we do flipped classroom.”

IDENTIFYING TRAINING GAPS

In the past, SSMs were strictly responsible 
for local market product and sales support. 
There was no one in place to create 
training plans, some of which include key 
performance indicators, sales approaches 
and post-in-market training support. 

Realizing the need to implement a 
training plan, Regnier created a project 
manager role known as the learning 
advisor, something he learned from 
taking Training Industry’s Certified 
Professional in Training Management 
(CPTM) program. The implementation of 
the learning advisor, who has a strong 
relationship with sales and works well 
internally, helps to identify courses to flip 
over. Establishing a holistic plan makes it 
easier to identify training gaps, establish 
goals and implement learning initiatives. 

“The biggest effect we’ve seen is from 
the salespeople,” said Regnier. “They have 
to put a lot of thought into what they 
are about to learn, as opposed to just 
showing up and then coming out and 
only retaining 30 to 40 percent.” 

DELIVERING TRAINING PROGRAMS

The flipped classroom applies to 
training on product information, value 
propositions and applicability in the field. 
When a SSM is present in the training, 
also known as in-classroom coaching, the 
training becomes more about application 
and less about product details. 

The idea is to have more classroom-style 
training with additional support in the 
car. For example, if the training was about 
communicating value to dealers, the 
strategic sales person would work with the 
local sales market and find out where they 
could do value ride-alongs. Both the SSMs 
and sales reps attend training sessions 
together and participate in ride-alongs 
to reinforce training. Led by the sales rep, 
the ride-along allows them to apply what 

they’ve learned to daily on-the-job tasks, 
with support from the SSM.

The flipped classroom incorporates role-
play simulations and real life scenarios 
that can be applicable in the field. 
Incorporating a flipped classroom into 
an organizational culture accustomed 
to traditional instructor-led training 
forces sales reps to put more thought 
into their training in advance, reducing 
scrap learning and promoting knowledge 
retention, Regnier explained. 

MEASURABLE RESULTS

Since January 2015, Cars.com has 
transformed their sales training, launching 
new products using the flipped classroom. 
Approximately 70 percent of the training 
has transitioned, but there’s still some 
work to be done. According to Regnier, the 
seasonality of the business is continually 
a challenge when it comes to measuring 
training effectiveness. 

“We got to the point when we came to 
terms with an internal set of measurements 
centered on the feedback of the content,” 
said Regnier, who implemented SABA 
for their LMS and Metrics That Matter for 
post-training assessments. “Until we get 
to the point where we are 12 to 24 months 
beyond the implementation of the system 
and are able to match it to our revenue 
results, we are still going to struggle with 
that kind of ultimate measurement.”

MOVING FORWARD

Today’s organizations are recognizing the 
need to modernize the traditional classroom 
learning experience. As employees are an 
organization’s most valuable asset, it is key, 
not only to provide effective training, but 
encourage engagement and participation 
at every level. For Regnier, it’s all about 
bringing “sales support in the classroom and 
in the car.”

Shina Neo is the web editor for Training 
Industry, Inc. Email Shina. 

COMPANIES LOOKING TO KEEP PACE IN THIS DIGITAL AGE UNDERSTAND THE 
IMPORTANCE OF EMBRACING A LEARNING EXPERIENCE THAT PROMOTES 
EMPLOYEE ENGAGEMENT AND ON-THE-JOB APPLICATION. 
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GLOBA L

Somewhere on a small island located in the 
Pacific Ocean, a group of 10 employees are 
settling down in the training room of their 
call center. The organization has recently been 
awarded a contract for an aviation firm based 
in the Middle East. The employees will be 
responsible for handling inbound calls made 
by the firm’s customers in Dubai and Abu 
Dhabi. On the bright side, the language spoken 
in both the countries is the same – English. 
The main challenge, however, is that the call 
handling employees have never interacted 
with a person from the Middle East. In a few 
moments, the trainer will commence the cross 
cultural training, educating the workforce 
on an ethnic background they have never 
interacted with. 

TRAINING A CULTURALLY  
DIVERSE WORKFORCE

The majority of metropolitan cities across 
the globe are experiencing an increase in 
multiculturalism. The societies are being 
introduced to diverse customs, lifestyles and 
traditions. Not only has relocation influenced 
communal set-ups, it continues to establish 
global organizations in numerous capitals. 

The work culture within a conventional 
Multinational Corporation (MNC) invariably 
leads to employees interacting with more than 
one ethnic background. Offshore outsourcing 
of operations, or international organizations, 
require a culturally diverse workforce to 
function as one team. 

While the process of intercultural communication 
opens the door to knowledge enhancement, 
it also generates an inventory of differences. 
Employees are unable to relate to the newly 
introduced culture and its norms. Lack of 
ethnic awareness, stereotyping and language 
dissimilarity are some of the most common 
barriers leading to operational disputes and 
project failures. Considering the organization’s 
financial constraints, employees do not 
necessarily travel to the city or country to receive 
first-hand experience related to the culture, 
which leads to assumptions and obliviousness.

Another common repercussion of diverse 
cultures working together are the difficulties 
encountered with problem-solving and 
conflict management. A difference of opinion 
and failure to negotiate, while determining 
solutions to challenges, is inevitable and 
often leads to unsolicited disagreements and 
delayed responses. In the long run, consistent 
disagreements result in the overall regression 
of the organization. 

In order to avoid misinterpretations and 
diverges, fostering awareness around the 
other culture becomes a necessity. Customized 
training workshops, established around 
the related ethnic background, can assist in 
cultivating sensitivity and aid interactions. 
The goal of the training course should be to 
eradicate any existing stereotyped thought 
processes and introduce the need to be 
considerate of other backgrounds. 

BY ALBA SINGH

C R O S S

OUTLOOK

CULTURAL TRAINING
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DEVELOPING A MULTICULTURAL 
TRAINING STRATEGY

Incorporating the following measures, in 
the process of developing an effective and 
educational learning curriculum, can ensure 
that multicultural exchanges become effortless 
and productive.

Field experience: A considerable number of  
MNC trainers travel to different cities and 
countries to spend time with the associated 
culture and bring back first-hand experience 
for the training room. Not only does this allow 
adapted development of the training prospectus, 
the trainer is able to share their personal 
narratives. As an alternative, organizations tend 
to opt for a trainer who originates from the culture 
in question. This practice ensures authenticity of 
information and transparent communication of 
cultural expectations.

Instruction material: Incorporating books, 
videos, movies, music and documentaries 
related to the ethnic background into the 
training program can create a graphic impact 
and enhance the learning experience. 
Employees are better able to comprehend 
the culture’s method of interaction, behavior, 
expressions and general facts. The visual 
material also assists with engraving essentials 
surrounding customs and beliefs, including 
history, attire, norms, rules, interests and values. 

Language exploration: A difference in language 
is a significant barrier to communicating 
effectively. Introducing employees to common 
slang and jargon is a useful technique and 
prevents moments of awkwardness during 
interactions. Some MNCs also opt for voice 
and accent training for the workforce. This 
technique allows employees to converse 
with the other culture successfully. Another 
language aspect requiring exploration is the 
method of nonverbal communication. Many 
cultures have unique ways of communicating 
through gestures and body language. 
Embracing these methods during interaction 
with other cultures is an excellent approach to 
breaking barriers. 

Business etiquette: Educating employees 
on professional protocol is a necessity. A 
difference of interpretation in work-related 
procedures, methods and notions is a common 
occurrence in a multicultural environment. 
This further affects the quality, effectiveness 
and delivery of a project or responsibility. 
The curriculum surrounding work culture 
should include crucial expectancies, including 
hierarchy, professionalism, presentation and 

communication, which will eventually allow 
involved cultures to be adapted and implement 
a common viewpoint. 

Introduce a cultural ambassador: Oftentimes, 
employees prefer having a dedicated personnel, 
 who can be contacted at regular intervals and 
answer the most basic queries. A dedicated 
ambassador, representing the culture and 
being available to clarify details related to 
the background, is a productive option. It is 
preferred that the ambassador is from the 
background in question, which also ensures 
that the information being verified is authentic. 

Keep abreast with current affairs: Keeping an 
eye on the world news and staying informed 
about matters related to the other culture  
is a great initiative. This may include subscribing 
to newspapers and apps delivering the  
latest information. This particular practice is 
also useful in breaking the ice when  
commencing conversation with the other 
person and understanding general reactions 
to a particular update. 

THE ROLE OF TRAINING

In general, employees are keen on exploring 
various backgrounds to ensure easier workflow 
and communication. Despite initial resistance, 
regular workshops and information snippets 
are beneficial in introducing the workforce to a 
new dimension. While it is our responsibility to 
impart knowledge to individuals by highlighting 
facts surrounding the culture, there will be times 
when contrary specifics may need to be shared 
with the audience. Oftentimes, this is what 
employees tend to remember the most and 
it affects their impression of the background. 
Where possible, always highlight encouraging 
and progressive essentials related to the culture, 
which can be used by employees to enhance 
work relationships. 

Going back to the previously introduced 
scenario of the classroom in the Pacific Ocean, 
the employees have finished watching a 
documentary with a woman driving a Ferrari in 
a hijab and challenging men to race on the busy 
streets of Dubai. As preconceived stereotypes 
begin to diminish, the participants are fascinated 
by how their own culture is different to the one in 
the Middle East and the amount of surrounding 
knowledge awaiting exploration.

Alba Singh is the founder of UpRoute, a provider 
of corporate training programs focused on 
management and soft skills. She has more than 
12 years of training, quality, operations and 
management experience on a global platform 
across industries. Email Alba.

INTERNATIONAL 
ORGANIZATIONS 
REQUIRE A 
CULTURALLY 
DIVERSE 
WORKFORCE  
TO FUNCTION  
AS ONE TEAM.
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FROM
WHERE
I SIT - DOUG HARWARD

Around the turn of the century, training 
business process outsourcing (BPO) 
became a commonly offered service that 
training suppliers began marketing. Many 
learning leaders viewed the concept 
of outsourcing as a bad idea; one that 
would eliminate jobs and not improve the 
quality of training in their organization. 
Training outsourcing was considered  
an all or nothing proposition – a strategy 
you either did or did not do. There was no 
in between. 

In this time period, the term training 
BPO was not commonly used. The term 
outsourcing was used most frequently, 
and to some, it meant that you were 
sending your work to a company 
overseas. I once had a learning leader  
tell me that outsourcing training meant 
that you were selling your soul to a 
company overseas, and they had no plan to 
hand the keys to the training department 
to an outside company. Outsourcing was 
a “dirty word” with a negative connotation 

and it represented all that was bad in  
our profession.

A few decades later, the way training 
professionals view training outsourcing 
has changed considerably. Almost every 
learning leader today recognizes that 
outsourcing is a normal way of doing 
business. It is recognized as a viable 
approach to leveraging the talent, 
technology and content of a training 
partner to improve the effectiveness and 
efficiency of training. 

It no longer means that you have to sell 
your soul to a training supplier. Since the 
beginning of the BPO market, virtually 
every leader of a training organization 
utilizes an external supplier in some way 
– either to customize a course, deliver a 
class or license content for online training. 
I would be willing to bet there is not one 
Global 2000 company that does not use 
a training supplier in some capacity. In 

THE CHANGING FACE
TRAINING OUTSOURCING

of

TRAINING 
OUTSOURCING  

NO LONGER  
MEANS THAT YOU 

HAVE TO SELL  
YOUR SOUL TO 

A TRAINING 
SUPPLIER.
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other words, all companies outsource 
some part of the training function. 

OUTSOURCED TRAINING SERVICES

The most common service outsourced 
today is content development, according 
to Training Industry’s 2015 Great Training 
Organizations survey. Especially with the 
growth of online content, companies are 
choosing external partners to develop 
content that can be delivered over 
the web. The second most commonly 
outsourced service is delivery of training 
courses. (See Figure 1.)

These activities are so commonly sourced 
today that the average corporate training 
budget allocates more than 30 percent 
of their dollars to external vendors.  
The average BPO contract is now less than 
a million dollars per year, which is much 
less than their overall budget. Companies 
often choose to use many suppliers as 

opposed to just one. In fact, procurement 
agents tell us that the training function 
uses more vendors than any other  
lines of business or functional groups 
besides manufacturing.

Not surprisingly, reporting and analysis is 
one of the least common training services 
outsourced. These processes include 
defining business metrics and reporting 
the data to make business improvements. 
With the complexity of identifying key 
measurement criteria to ensure business 
impact, most businesses choose to 
maintain the responsibility of defining 
business metrics. By keeping these 
resources in-house, training leaders can 
more effectively ensure training alignment.

THE FUTURE OF TRAINING 
OUTSOURCING

The growing question remains whether 
the trend to utilize outsource suppliers as 
a less complex engagement will continue.  

Or will training leaders begin utilizing 
training BPO companies in a more 
strategic way? Leaders of training suppliers 
tell me the problem lies with the idea 
that corporate training leaders do not 
understand the value that suppliers can 
deliver. I agree. 

From where I sit, it’s the responsibility 
of suppliers to change the buyer’s 
perception. Suppliers need to invest 
more in developing their own capabilities  
and differentiate themselves based on 
the talent within their organization. They 
must focus on being better at training 
management and not rely on being a  
low cost provider. Corporate training 
leaders have proven they will pay  
for value.

Doug Harward is CEO of Training Industry, Inc. 
and a former learning leader in the high-tech 
industry. Email Doug.

FOR WHICH OF THE FOLLOWING SERVICES DOES YOUR ORGANIZATION CURRENTLY USE MARKET RESOURCES?

FIGURE 1. 

Content Development 
(assessing, designing, managing, 

and maintaining content)

Reporting and Analysis 
(defining business metrics and 

reporting the data to make 
business improvements)

Portfolio Management 
(managing, rationalizing, 

maintaining and updating large 
portfolios of programs)

Diagnostics 
(identifying causes or problems 
and making recommendations)

Technology Integration 
(integrating learning  

technologies with each other  
or other corporate applications)

Strategic Alignment 
(designing learning programs that 

align with business objectives)

Administrative Services 
(scheduling, registering, and 

maintaining technology and other 
support functions)

Delivery 
(managing a network of  

instructors and delivering content 
using multiple modalities)

 62%

 56%

 53%

 48%

 45%

N=221

 41%

 38%

 35%
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“When I took the CPTM Program I was brand new to the industry and was taking the course with people who had many more years of experience than me. 

I was surprised that the program was so tailored to me at my level. My colleagues, who had more experience, said the program honed skills

they have been using with clients and they also learned many new things. The CPTM program works for people from all levels.” - GSA

and Sales Solutions Specialist, Professional Sector “The CPTM Program I participated in was a valuable addition to my professional 
development. The pre-work was challenging and very informative, providing a solid perspective on the history of our profession and a well-researched

set of best practices. The in-person practicum was a great capstone, allowing the class to meet and put into practice the concepts

learned in the pre-work phase. The CPTM will definitely raise the bar in our profession as more and more practitioners are certified.”

- VP, Learning Solutions “The CPTM Program opened my eyes to a collection of real-world best practices that I can put to use immediately in my

current role as a learning professional. The skills acquired during the program are relevant and necessary for all learning leaders.” - Director,

Learning Development “In our busy professional lives it is sometimes easy to overlook our personal growth and development.  The CPTM program provided the

structure and discipline to reacquaint myself with the best practices in the training industry.  The combination of online, self-paced pre-work

and the collaborative classroom practicum provided a blended learning solution that worked really well for my schedule. As a training professional

with almost twenty years in the industry I definitely felt it was time well spent on my continued development as a training professional” -

Director, Learning Solutions Group “As a training supplier I have been providing services to learning organizations for more than 20 years.  As a trusted partner

my clients rely on my expertise for solutions that bring value to their organization. The CPTM program has not only validated what I’ve learned over the years 

as a learning professional, but more importantly it has enhanced my knowledge of the industry and improved my skills that better

enable me to successfully advise my customers. The CPTM credential has made me a more valuable resource for my company and for my

customers.” - Director, TBPO Operations “Too often learning departments are used as a pit stop on the leadership development track preventing leaders from 

fully developing the skills necessary to effectively lead a learning organization. The CPTM program offers participants a fast track for acquiring the 
knowledge and skills needed to be an effective learning leader, and have a positive impact on their business. The blended learning approach makes

participation in the program doable, and the comprehensive content makes the program well worth the effort for learning professionals

at any level, both inside and outside of the learning organization.” - Director of Business Development “The CPTM program allowed

our team a chance to formalize and review some important key concepts that we use on a daily basis. In a mixed room of ‘seasoned veterans’ and younger 

employees - the program allowed for a shared experience in understanding a framework that would empower our team to meet our 
goals efficiently and better serve our customers.”  - Senior Strategic Account Manager “As a member of the learning and development profession, the CPTM

Program has helped me both put into practice and contextualize best practices for the clients I am working with. The opportunity to benchmark 
my experiences with colleagues from across a broad section of the profession is invaluable.” - Director of Learning Services
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LEADERSHIP 2.0

When our company’s vice president of 
applied learning, Vicki Halsey, asked a 
group of learning professionals to answer 
the question, What do you do?, she got 
answers such as, “We design classes” and 
“We deliver training.” 

Halsey was looking for a more foundational 
response. So when she rephrased the 
question to, “What do you REALLY do?”  
the learning professionals identified the 
true answer: They designed and conducted 
classes to set people up for success.  
Their goal was to enable people to do their 
best work. 

To do this, a huge paradigm shift was 
required on the part of the instructional 
designers. Mindsets needed to shift from 
seeing the trainer/teacher as the smart 
one to seeing the learners as the smart 
ones. It also meant changing the learning 
design from one where the teacher was 
doing most of the talking to one where the 
learners were doing most of the talking.

In traditional learning experiences, the 
teacher teaches the content. People sit 
down in class and, for the next two to four 
hours, the teacher educates learners on the 
topic. A better design, embraced widely 
today, is to give students as much content 
as possible before they come to class, which 
cuts down on class time used to deliver 
content. According to Halsey, 70 percent of 

actual teacher/learner time together should 
be spent practicing, honing participants’ 
ability to apply the learning, and recognizing 
key concepts in action. 

That’s one of the reasons we’ve re-
identified “learning” objectives as “doing” 
objectives in our new programs. The 
goal is for everyone to walk out of class 
confident and competent to demonstrate 
the new behaviors they have learned. 
Today’s organizations can’t afford to have 
people sitting on the bench—everybody 
needs to play. When trainer/teachers lead 
with doing objectives, back them up with 
learning objectives, and then transfer 
energy to the participants. People will 
have a better chance of applying new 
skills and shining in their workplace. 

Here are four principles to become more 
doing-centric in your designs: 

Be clear about your “doing” objectives. 
Think about what you want people doing 
differently as a result of their time in the 
classroom, and design your session so 
participants are actually doing what you 
want them to do. 

Keep them engaged: The person doing 
the talking is doing the learning. To get 
learners in the driver’s seat, instructors can 
start class with participants identifying 
and sharing what they already know 
about the topic, and also what they want 
to know. Then use this information to 
design an experience where participants 
walk away able to identify and share what 

they’ve learned and how it connects to 
the skills they need to succeed.

Divide up the teaching. For example, 
once people know a model being taught, 
have them write a case study and give it 
to the next table. Have the next table find 
something you just taught in that case 
study. Or, have a table group share one 
of their own situations and have the next 
table solve it. 

Create confident learners. Use activities 
where participants can check to make sure 
they have the right answer to alleviate 
embarrassment about being only partially 
right.  Your goal is to make learners feel 
important, confident and competent. 

TAKE AN ACTIVE APPROACH 

Learners today have many other things 
they could do with the time they spend 
in the classroom with you. Remember 
the 30/70 principle: Spend 30 percent of 
the time teaching actual content and 70 
percent of the time identifying the doing 
objectives, creating confident learners, 
and practicing new skills. Take time to 
research and understand different types 
of teaching activities and different ways 
individuals learn best. Your goal? A class 
so great, everyone gets an “A”!

Scott Blanchard is a principal and executive vice 
president of The Ken Blanchard Companies. 
Ken Blanchard is the best-selling co-author of 
“The New One Minute Manager” and 60 other 
leadership books. Email Scott and Ken.

ENABLE PEOPLE TO DO 
THEIR BEST WORK.

DESIGN 
LEARNING
SO EVERYONE 
GETS an

- KEN BLANCHARD AND SCOTT  BLANCHARD 

‘A’
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The Top 20 IT Training Companies are a service provided by Training Industry, Inc. 
Due to the diversity of services offered, no attempt is made to rank the “Top 20s.” 
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BRAIN-COMPATIBLE
CREATING

MATERIALS

SCIENCE OF LEARNING

- ART KOHN, PH.D.

Some materials are inherently harder to 
learn. For example, take a minute, and try 
to memorize the following letters: CI AOS 
HAUF OHR DMV. 

It's hard, isn't it? Your brain wants to impose 
meaning, but the 15 letters seem random 
and research shows that our brain is terrible 
at remembering random facts. 

You probably face similar challenges when 
asked to teach your employees equally 
random bits of information about your 
company's products or procedures. They 
simply can't remember everything. One 
solution is to teach these disparate facts 
in new and exciting ways. Perhaps you can 
insert a new drag-and-drop game into the 
learning exercise or provide incentives for 
people who pass a quiz. A better possibility, 
however, is to restructure your content so 
that it is more meaningful and therefore 
easier to learn.

Using the current example, consider how 
much easier it would be if we rearranged the 
letters into more meaningful chunks: CIA 
OSHA UFO HR DMV.

Now, instead of having to learn 15 letters, 
they simply need to remember five more 
meaningful chunks. This is a whole lot 
easier. To extend this logic even further, 
we can combine these syllables into a 
single easily remembered sentence: The 
CIA discovered OSHA violations and a UFO 
in the Human Resources department of 
the DMV.

Suddenly, the entire collection of 15 letters 
becomes easy to remember.  

MNEMONICS

Making difficult material more accessible 
lies at the heart of effective teaching. 
Mnemonics are memory devices that are 
proven to help learners recall information. 
There are many types of mnemonics and 
each is best suited to remembering different 
types of material. Most mnemonics fall into 
two broad categories: 

(1)Verbal: those that organize operative 
terms into a distinctive pattern 

(2)Visual: those that involve the creation of 
memorable images  

VERBAL MNEMONICS

Within the category of verbal mnemonics, 
the best known technique is the method 
of word associations. In this technique, 
simple cues such as acronyms organize 
the disparate information into a single 
pithy statement. For example, students 
can remember the name "Roy G. Biv" to 
be reminded of the sequence of the color 
spectrum (red, orange, yellow, green, 
blue, indigo and violet). Researchers 
found that subjects who used this word 
association technique recalled six times 
more information than subjects who used 
simple rote techniques.

In another technique, known as the 
method of fixed rhythms, verbal material is 
organized into verse or other phonological 
order. For example, the jingle "Thirty days 
has September..." is effective because its 
rhymes and lyrics make it memorable. These 
same principles of lyric and verse enabled 
Homeric bards to memorize the Iliad in its 

entirety, and in more modern times, enables 
even our most mediocre learners to recall 
lyrics from a vast number of popular songs 
and television commercials. 

VISUAL MNEMONICS

Among the visual mnemonic techniques, 
the method of loci — which Roman orators 
developed to help them recall major points 
during their long speeches — promotes 
memory by associating important ideas 
with familiar locations. To use this technique, 
students need to imagine strolling through 
a sequence of familiar locations such as the 
front entrance, their desk, the conference 
room, the cafeteria and so on. Then, when 
they need to remember the twelve stages 
of a sales fulfilment procedure, for example, 
they associate each stage with a location 
along their walk.  

In one test of the method of loci, college 
students memorized a list of 40 concrete 
nouns by placing the objects at various 
locations around campus. When tested 
immediately, the students correctly recalled 
an average of 38 of the items. When the test 
was delayed until the next day, they recalled 
an average of 34.  

By restructuring difficult content, learners 
are better able to apply meaning and 
improve recall. Mnemonics can be a useful 
learning tool to make complex information 
more memorable.

Dr. Art Kohn is an internationally recognized 
professor, speaker, consultant and cognitive 
psychologist who helps organizations apply 
insights from science and technology to solve 
their organizational challenges. Email Art.
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A workplace learning practitioner’s primary 
role is to promote learning but to also be 
learners themselves. This is not meant to 
be an ideological statement but rather 
a practical one. In the past year, we’ve 
encountered some resistance with many 
practitioners regarding this thought and 
got a subtle hint of cynicism as well. 

We don’t want to lump all practitioners 
in this bucket. But regretfully, we are 
encountering this worrisome trend that 
appears to be more the rule than the 
exception. At a recent regional learning 
conference, one participant came right 
out and blasted the presenter with, 
“Why should we even believe that what 
you say would work?” Even though we 
were shocked, the audience appeared to 
endorse this comment.  

Many would say, “The presenter must 
have said or did something to deserve 
this question.” In certain situations we 
would agree with you, but not in this case.  
The learning practitioner could have 
asked for clarity by phrasing their 

question as, “Could you provide examples 
of how you see this working?” Ultimately, 
the initial attack was unprofessional 
and the cynical tone demonstrates the 
participant’s resistance to learning. 

Hopefully, you became a learning 
practitioner because you have a love  
for learning. This is the reason why 
we are in it. The discovery and the 
privilege to help others learn is what 
fuels our passion. But unfortunately, we 
increasingly encounter audiences and 
meet individual practitioners alike who 
are defensive about their own professional 
development. Why is this the case?

Learning is an open, sharing and democratic 
process. Those with protectionist attitudes 
have no place here. There are also some 
learning practitioners who hoard their 
knowledge out of fear of loss or fear of 
change. In either case, this does not bode 
well for the learning process. 

While it is human nature to be defensive 
and cynical at times, it is a serious issue if 

FOUR WAYS  
AGENT OF LEARNING, 
NOT CHANGE
- AJAY PANGARKAR, CTDP, CMA, & TERESA KIRKWOOD, CTDP

M E A S U R I N G 
I M P A C T

to become an
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you are a learning practitioner. Here are 
some points to help you overcome being 
drawn to the dark side.

1. ALLOW LEARNING TO HAPPEN

We like to say that you really never 
know when you learn. While learning 
practitioners set up environments to 
stimulate the learning process, learning 
can occur at anytime and anywhere. We 
just don’t always realize it. 

But when you are present in a learning 
environment, such as a conference or 
workshop, it is not about whether you 
agree or disagree with the presenter, it is 
about what you learn from the experience. 
Your objections are second to the need 
for you to acquire the knowledge. 

Ironically, it is more powerful for you not 
to agree as it makes you more cognizant 
of what is said. Just don’t let the cynical 
side take over. Simply recognize your  
bias and allow the knowledge to enter 
your mind. 

2. SPIN YOUR CYNICISM

The previous point speaks to temporarily 
“parking” your cynicism. Continue to do 
so but use it to your learning advantage. 
Rather than be cynical, be thought-
provoking not just for your benefit but 
also for those around you. 

Recognizing negativity places you in a 
very powerful position, allowing you 
to assess what you are learning from a 
variety of perspectives. Doing so gives 
you the opportunity to either develop 
counter positions or to appreciate what 
the learning is attempting to convey. 
Either way, you win. 

We often realign our cynicism through 
a process of critical thinking. In our fast-
paced, soundbite society people are 
quick to criticize rather than evaluate. It 
is easier to do so. But critical thinking is 
about accepting knowledge, carefully 
assessing it, gather missing facts, and 
then reiterating a position that promotes 
further learning and growth. So, spin your 
cynicism into critical thought. 

3.  CHALLENGE EXISTING 
KNOWLEDGE

As a learner, you do not have to accept 
everything you are told. Just like the 
practitioner in the session attacking the 
presenter. They have a right to do so if  
the content is unjust or demonstrates 
factual flaws. 

But that is the point. Challenging someone 
for the sake of doing so is not only 
unprofessional but bad etiquette. Those 
that challenge existing knowledge do it 
from one of two perspectives. They either 
challenge to discover more learning or 
they are testing the robustness of what is 
said. Those in the former are simply being 
inquisitive and curious. Those in the latter 
group are sold on the idea if it withstands 
validity of what it proposes. In either case, 
the process is a healthy one.   

When challenging new knowledge, 
however, come to the table with 
substance. You do not need to know the 
topic well, but if you are challenging the 
topic, do your homework. Rather than 
challenging to criticize, challenge to 
develop yourself and those around you. 
This is what learning practitioners with 
depth of experience regularly practice.  

4. DON’T FEAR LOSS OR CHANGE

The term “learning” implies change. Most 
humans rely on some degree of stability 
and consistency. That said, the human 
species exists for change since we possess 
the ability to learn. 

It is likely that you will experience a  
fear of loss or change at any given point 
in your career so it is essential that you 
look at these events from different 
perspectives. Both words, fear and 
change, convey the need for something 
new. We usually associate “new” with the 
unknown, or even risk. Regretfully, they 
have negative connotations. 

Rather than view learning as an agent 
of change or loss, look at it as beneficial 
and opportunistic. When you are 
open to learning, new ideas come up, 
new experiences take place and more 
opportunities present themselves. Even 
though change is in play, your risk of 

failure actually decreases. At worst, you 
possess new knowledge that will lead to 
more knowledge. At best, you will have 
more options to choose from even if the 
choice you initially made doesn’t work out.  

Learning is about growth. It is always 
sad for us to witness someone, like 
the practitioner at the outset, close 
themselves to learning. What they fail to 
realize in that one moment is that not 
only did they cheat themselves from 
intellectual growth, but they also cheated 
those around them. Don’t become an 
agent of change, become an agent of 
learning. Strive to leave this as your 
learning legacy.

Ajay M. Pangarkar, CTDP, CPA, CMA, and Teresa 
Kirkwood, CTDP, are founders of CentralKnowledge.
com and LearningSourceonline.com. They are 
renowned employee performance management 
experts and three-time authors most recently 
publishing, “The Trainer’s Balanced Scorecard.” Email 
Ajay and Teresa. 
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AND MORE 
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PRESENT 
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At the end of 2015, Training Industry, Inc. 
CEO Doug Harward predicted a paradigm 
shift to the design and delivery of training. 
As training managers focus increasingly on 
neuroscience and the application of science 
to learning, he said, we will be better able 
“to understand which technologies and 
techniques deliver higher retention and 
application.” Additionally, learning leaders 
are seeking better ways to combat the 
forgetting curve by using ongoing training 
to “boost” learning.

BizLibrary’s acquisition of AKLearning 
supports these trends. Under the terms of 
this deal, which was finalized in late 2015, 
BizLibrary’s content library is gaining 
hundreds of interactive video lessons 
as well as AKLearning’s BoosterLearn 
training reinforcement platform, which 
applies scientific principles to employee 
training by helping learners retain and 
apply what they learn.

The Ebbinghaus Forgetting Curve is 
named for Hermann Ebbinghaus, a 
nineteenth-century psychologist. He 
studied his own memory and discovered 
that he exponentially forgot information 
immediately after learning it – losing 70 
percent of new information within 24 hours 
and 90 percent within a week. Subsequent 
studies revealed that the forgetting curve 
is consistent among individuals.

This forgetting curve is an obvious 
problem for training managers, who 
want their learners to retain as much new 
knowledge and skills as possible. In fact, 
according to AKLearning founder Dr. Art 

Kohn, organizations spend about $60 
billion per year on training but almost 
nothing on reinforcement, meaning more 
than $50 billion is wasted if reinforcement 
doesn’t happen within a week of training.

The good news is that there are ways to 
fight this loss, and as our understanding 
of neuroscience improves, our techniques 
and technologies will get better at 
increasing retention.

For example, Kohn developed BoosterLearn, 
AKLearning’s training reinforcement platform, 
based on three principles regarding 
memory: (1) Memory is biological, (2) 
Forgetting is adaptive, and (3) Use it 
or lose it. Essentially, in order for your 
learners to retain what they learn, they 
must have the opportunity to use the 
new material immediately after training 
and then periodically afterward. It helps if 
the reinforcement is done in a multimedia 
format, since that content will be 
reinforced in multiple areas of the brain.

Learners who use BoosterLearn receive 
“daily boosts” (seven to ten per training) 
that remind them in various ways of 
what they learned. Boosts might be short 
quizzes, polls, links to resources and videos, 

or social learning discussion forums. They 
are pushed to learners on their computer or 
mobile device and encourage engagement 
both with the material and with their 
colleagues. Incorporating these boosts 
into a daily routine reinforces learning and 
improves performance by making learning 
a continual activity. Furthermore, the 
microlearning format can help make sure 
learners’ brains aren’t overwhelmed by 
reviewing too much content in one burst.

Forgetting is adaptive. Our brains, while 
incredible vehicles for storing and 
analyzing data, are limited. In order not 
to overwhelm them, we must forget large 
amounts of information. The key, then, 
is making sure our brains retain what  
we want them to and discard only what  
is unnecessary.

To help us in this determination, our brains 
look at timing: “If the information has been 
recently retrieved or used,” Kohn says, 
“then it is probably important.” Therefore, 
the brain keeps it.

Learning managers must capitalize on 
this knowledge of how the brain works to 
ensure learners retain what they need to 
do their jobs successfully. By developing an 
accessible library of content and providing 
simple ways to reinforce new skills, 
BizLibrary’s acquisition of AKLearning is an 
example of an investment in the science of 
learning and memory.

Taryn Oesch is an editor at Training Industry, 
Inc. Email Taryn.
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COMPANY
N E W S

STUDY SHOWS MILLENNIALS  
AND NON-MILLENNIALS AGREE ON 
WHAT MAKES A GOOD LEADER 

The Bridge team at Instructure, a leading 
software-as-a-service (SaaS) company, 
announced the results of a study 
assessing what millennials and non-
millennials value most in leadership at 
work. The nationwide study of more than 
1,000 working employees and managers 
found that employees' expectations 
of leadership are timeless and defy 
intergenerational dynamics.

NEW DATA PLATFORM TO  
MOTIVATE CHANGE

Badgeville, the global leader in digital 
motivation, announced the launch of 
MotivationMetrics™, the first of its kind 
data discovery and analytics platform 

that provides gamification, performance 
and recognition insights across an 
organization. This platform integrates 
with applications that customers and 
employees use, gathering data from 
hundreds of sources including mobile, 
Twitter and Facebook. 

TOP CHALLENGES IN B2B  
SALES NEGOTIATIONS

Corporate Visions, the leading marketing 
and sales messaging, content and skills 
training company, announced results 
from a new survey polling more than 300 
B2B marketers and salespeople about 
price negotiations. The data revealed the 
number one factor impacting margins is 
the inability of salespeople to articulate 
value, followed by salespeople negotiating 
against themselves by not believing in 
their company's price.

GP STRATEGIES AWARDED TWO YEAR 
CONTRACT EXTENSION TO HSBC

HSBC has exercised an option to extend for 
two years its contract with GP Strategies 
to act as its Managed Services Integrator 
to provide global learning services. Under 
the multi-year agreement, GP Strategies 
supports HSBC's learning function in the 
development and deployment of learning 
for all business lines across the globe.

Fulcrum Labs acquired online learning 
innovator Adapt Courseware. The acquisition 
complements Fulcrum's curriculum and 
content development business and 
positions the company to bring more 
personalized, competency-based learning 
opportunities to its client base. Fulcrum 
had been evaluating competency-based, 
adaptive learning platforms to strengthen 
its core mission: turn students into  
learners and learners into confident subject 
matter masters.  

Capita announced the acquisition of 
Brightwave, an e-learning company that 
specializes in designing learning solutions 
to improve performance in businesses. The 
acquisition will boost Capita's digital learning 
capability, allowing it to better meet the 
needs of customers who require a learning 
provider to increase their performance.

Raytheon Professional Services (RPS), 
a subsidiary of Raytheon Company, will 
join the Totara Partner Network to offer an 
expanded portfolio of learning management 
technology and services. Totara technology 
will be offered together with RPS' unique 
suite of services for learning management 
systems, known as Raytheon Flex Learning 
Management Services. 

Avnet acquired ExitCertified®, a leading 
provider of certified IT training in North 
America. ExitCertified offers education 
through its training centers as well as on-
site, self-paced and instructor-led online 
training with its market-leading MVP/iMVP 
virtual training platform. This acquisition 
provides Avnet customers with agile 
training solutions through 9,500 authorized 
IT training courses from more than 20 
leading technology vendors.

NIIT University (NU) and PwC India have 
entered into a strategic partnership toward 
creating a trained talent pool of cybersecurity 
professionals in India. To this end, academic 
experts from NU and senior professionals 
from PwC India have co-created a two-
year work-integrated specialized master’s 
program in cybersecurity. The key driver in 
this program is industry-led research in the 
cybersecurity space.

Kaplan completed its previously announced 
acquisition of SmartPros, Ltd., a leading 
provider of accredited professional 
education and training, primarily in 
accountancy. This acquisition enables 
Kaplan Professional Education to deliver 
enhanced value to current and future 
customers while better meeting the 
evolving needs in the professional 
development marketplace.

ACQUISITIONSANDPARTNERSHIPS

INDUSTRYNEWS
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WHAT’S
O N L I N E

TURNING ROLE-PLAYS INTO REAL-PLAYS I  By Amy Happ 
Transform awkward role-plays into realistic scenarios that bring training to life.

MEET THEM ON THEIR TURF: THE NEW FACE  
OF CORPORATION COMMUNICATIONS IS INTERACTIVE  I  By Chad Langford 
Interactive is the lynchpin of new-age corporate communications. 

SIX LESSONS FROM GOOGLE ON INNOVATION  I  By Sarah Landrum
Great companies never stop innovating and should be a top priority for every business. 

OPPORTUNITY FOR LEARNING LEADERS:  
ENHANCE COLLABORATION FOR EMPLOYEE ENGAGEMENT  I  By Heather Meeker Green
It is crucial to recognize the importance of effective internal negotiations to ensure success. 

ARTICLES

T R A I N I N G I N D U ST RY.CO M

CREATING A 
WELL-DESIGNED 
E-LEARNING  
PROGRAM
By Keir McDonald

DIGITAL READINESS: HOW 
COMPANIES ARE PREPARING THEIR 
WORKFORCE FOR TOMORROW
By CrossKnowledge and Training 
Industry, Inc.

B L O G S R E S E A R C H W E B I N A R S

CREATING HEALTHY 
ENGAGEMENT IN YOUR 
ORGANIZATION

ENABLING MOBILE: 
EMPOWER EMPLOYEES 
WITH ACCESS TO YOUR 
TRAINING ANYTIME, 
ANYWHERE

ENABLING VIRTUAL LEARNING 
CONTENT FOR EMPLOYEES, 
PARTNERS AND CUSTOMERS 
By Xerox Learning Solutions and 
Training Industry, Inc. 

A PRACTICAL 
APPROACH TO 
BECOMING A  
BETTER COACH  
By Sam Shriver

F O L L O W  U S
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TRAINING
T A L K

What are your learning and development  
objectives for 2016?

1|  ENCOURAGE  LEARNERS 
through challenges, goals  
and making progress.

2|  MOTIVATE  LEARNERS 
to move through instruction  
and accomplish goals.

3|  INFLUENCE  BEHAVIOR 
by properly placing game  
elements into a curriculum.

4|  DRIVE  INNOVATION 
by developing experiences that 
promote innovative thinking. 

5|  BUILD  SKILLS 
via earning points, badges  
and completing a story. 

6|  AQUIRE  KNOWLEDGE 
through repetition and practice.

WAYS TO USE 
GAMIFICATION

PO   S
INDUSTRY

What materials work best for sustaining  
the impact of training? 

Formal coaching/mentoring 

Weekly follow-up with manager/supervisor 

Gamification (in an LMS or otherwise) 

Post-course e-learning 

44%

28%

69%

Align training to business goals and objectives 
Adopt a virtual learning platform 
Enhance strategies for reinforcing learning 
Create more personalized learning experiences 

N = 32

N = 29

9%

17%

7%
7%

19%
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http://www.trainingindustry.com/ezine.aspx


http://www.crossknowledge.com/

