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The pandemic has pushed employees to shift
their expectations for employers more
significantly than we've seen in recent history.
When, where, and how we work is changing.



Today'’s Key Focus
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LEARNER CENTRIC MICRO LEARNING LEARNING TECHNOLOGY
DESIGN STRATEGIES
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Why Learner Centric Design?

co® Stakeholders Output Learner Want/Need

Client PM
Instructional Business

Designer Consultant




Think Differently

Your Name




Design Thinking Agile Approach

Sprint 0 Sprint 1-3
Define Problem Creatg Protqtype Launch and lterate
Statements Using Agile :
o , * Marketing
* Prioritization * Sprints C icati
* Communications
* Problem Statements * Scrum « Evolve
* Measurement Mapping * Backlog

Ideate

o o o

Launch

Prototype And lterate

Focus on the Map the Journey Test and Collect

Employee « Brainstorm Feedback
¢ Personas M NeurOSC|ence/AGES ° Usab|||ty

e Curation/Content
Providers

* Learning Journeys * Gain User Feedback



Design
Thinking
VS.
ADDIE

for Learning Journeys

DESIGN THINKING LINEAR/ADDIE

Focus first on

FUNDAMENTAL  fbtoaiies
ASSUMPTION how before defined first.

the content.

FOCUS OF THE #Z:::ser;’l Processes
PROCESS Interact’ions ST U E

METHOD FOR Critical

Part of the Scope Negotiation

MANAGING CHANGE Process

RELATIONSHIP
TO CHANGE
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empathize

Facilitation Tips:

 Ensure you address positive and negative behaviors in
your learner personas

* Limit the number of personas you create

« Keep an eye on time and don't go too deep, you can
always come back to a persona after the workshop

* Don't create a persona based on someone in the room
* Don't let stereotypes take over
* Don't just use your marketing personas

Learner Personas




define

Facilitation Tips:
 Take the time to properly define the problems or
challenges that are relevant for your learners
- Statements need to be broad enough for creative freedom
* They need to be human-centered
* They need to be narrow enough to make it manageable
 Use authentic statements
 Always tie them back to your personas

Problem Statements and
How Might We Statements




Sample
Guiding
Principles

* Make it real
* Link to company transformation
LU RELEVANCY . 405 on value and application

* Create a cultural and contextual fit

* Provide platform for

participants to connect
S CONNECTIONS Humanize the experience

» Share stories and grab attention

May 22 | vi.1

N 1dleamn TIME

GENERATE J4VINS

* Learner time is valuable
* Focus on must-haves

* Provide opportunities for deeper
dives

* Make it worth the effort

» Pull participants through

* Give them a reason to come back
* WIIFM

* Make it easy

* Diverse experience/modalities

Examine how learners interact
with the experience to achieve
relevance

Measure the performance impact

Allow both to inform the next
design iteration




Problem Statement Examples

ANSWER THE 5 W’'S:

WHY IS IT
WHO DOES WHAT IS WHEN DOES WHERE IS IMPORTANT

THE PROBLEM THE ISSUE? THE ISSUE THE ISSUE THAT WE FIX

? ?
AFFECT OCCUR? OCCURRING? THE PROBLEM?

Apima wHoj feels overwhelmed what daily wren), because there are too many conflicting
priorities at work (war and wHere, Which lead to negative feelings and emotions about her
work and the work environment whv;.
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How Might We Examples

MEET APIMA...

How might we help Apima understand that
having more El can help her feel less stressed?

How might we help Apima recognize symptoms
of low El, and identify how low El negatively
influences herself and others?

How might we help Apima reframe her negative
emotions/reactions regarding work into more
positive ones?

How might we help Apima use El to respond
positively to customers and their emotions?



Full Circle

cee HOW

LEARNER PROBLEM MIGHT WE
PERSONA STATEMENT STATEMENTS

e i Apima feels How might we help Apima
Location: London Best time to learn: eary.il;r:: e irrlicw;nirc\)gr;ma . 3
et oo o overwhelmed daily, ””d‘;rslta ’;\d t?atlhla"'”% e -
Education: B.S.
oal: Manage a team can ne €er reel less stressed:
cos Hanages because there are too P
many conflicting How m.lght we help Apima
SEE J3 vear & po QO THINK/FEEL priorities which leads recognize symptoms of low El,
I . o
I'm overwhelmed by the large | She hears from othe‘;s thgt feel Eaily focuses on tasks and Evemhelmid byltryling to to ne ative fe e | i nas a nd |dent|fy hOW |OW EI
volume of work. | just don't equally overwhelmed and miss eeping operations running eep up with multiple request . .
otk | nead s more fexible | sceess naning, especlly | Apina o vaued member of | Frusreted by e wening she g - J negatively influences herself and
sche&ule, My child is my when they nege]a it,p Y teF;m‘ She is taking classes has gotten because she a n d e m Otl O n S a b O ut Othe rs?
Priory rgnt nott fobiiy or he famiy. | relates o her roe or future '
focusec:yIife. y roles. h e r WO rk a n d th e

How might we help Apima
reframe her negative
emotions/reactions regarding
work into more positive ones?

work environment.

How might we help Apima use
El to respond positively to
customers and their emotions?




Concept of a Minimum Viable Product

ee HOW TO BUILD A MINIMUM VIABLE PRODUCT

NOT O ® ® ©
Like

this 2
Like ©
this! —

SOURCE: www.engineerbabu.com



... relevance would be the drinkability.

Too many of our learners
are dying of thirst!

- L — .—v\ﬂ—*— .’F

e P e -

They have an fundamental role in nourishing themselves



Emerging ROLES
Enabling Workforce Transformation

MOMENTS OF o:’c;ﬁ EXPANDED LEARNER CONNECTED ORGANIZATION
LEARNING NEED 17 ROLES LEARNING ROLES

. Learn-first time Consumer . Learning Connectors

. Learn-more . Moderator . Learning Bridgers

. Apply/Refine . Curator 3. Specialists for Coaching

. Adjust to change  Contributor and Mentoring

. React to Failure  Fresim . Information Brokers

. Collaborator

EMERGING MOMENTS

* |nnovate
 Grow for Next Role

Inspiration from: Rob Cross’ Work on Collaboration

Reference: "5 moments of Learning Need” Gottfredson & Mosher




3 Layers of RELEVANCE

B U S I N E S S What does an income  What does our income How can | use our
i : |

statement look like? statement look like? e

to drive business

What can an income What does our income o
AC U M E N statement tell you? statement tell you? SeloIne
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Learning
Components

Curated Pathway VABAN
& Skill Plan

Chatbot

| (@]

Cohort Driven
Spaced Experience

o

Use of QR codes =
to access JIT
training

Testimonial videos and
podcasts from influencers

W,

03

Virtual community and
support to build El champions

B:_ A Leader and Manager’s
O g Toolkit with activities
- for their team

m Interactive quizzes and
scenarios to offer insight
and opportunities to
practice

[ Communications reaching

E employees where they're at
including AR engagement

memes



She takes the
Marketing
Foundations self-
assessment and
opts into the
Brand Chat Bot.

3

How do you bring calm and
reason to your team?

Sarah’s Journey in
Brand Foundations

.
\

The following is a quick summary of the learning
experience to Build Brand Foundations. The journey
is based in a curation instance and includes a rich
base of micro assets and online and offline activities.

She completes the
Market Dynamics
ILT, Deep
Customer
Understanding ILT,
and Brand Value
Drivers elLearning
courses.

She reads articles
related to Market
Dynamics, Deep

She ties all her

CERTIFIED

Q6

Customer
Understanding,
and Brand Value

Drivers.

learning together
by completing a
Marketing
Foundations

@

Her attention is
grabbed when she

sees a sign in the
elevator: Want to
bring more value to

your customers?
Improve your Brand
using an AR app to
begin the journey.

She accesses and
watches the
Marketing
Foundations
animation and
hears
testimonials from
her peers and
leaders.

%f

g

Over the course
of the month,
she joins and

collaborates in a

v
v
v

=

As part of the
experience, she
opens the 30
days of
Marketing
Foundations
calendar and sets

Marketing
up an Outlook Foundations
task to look at it community
each day. Space.

capstone project.

Once all
activities are
successfully

completed, she
earns a digital
badge and her
learning plan is
updated.

| 20



BLENDED LEARNING for the digital learning journey ":fffff'g';mEo.Es-a

NEW




Burn, borrow, buy, bend and build solutions

DON'T PAY FOR CONTENT IF YOU DON'T HAVE TO!
We ask the following questions to determine how the solution is developed:

3
BUY 4

Is the content still Is there an
relevant and being BO RROW off-the-shelf solution? B EN D
used? Does the content exist Is there a solution

elsewhere, either within that can be customized to
the organization or meet the business need?

5
BUILD

The solution will be custom
built by you or a supplier if

the prior questions do not
fit.

S

& open source? */@\*
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| am inviting you to delightful dinner...
From all the possibilities which do you want? You get to pick 4.

FULL MENU
House or Caesar Salad
Lobster Bisque
Bone Marrow Appetizer
Oysters in the shell
Garlic Naan/Rolls
Shrimp Cocktail

Grilled Corn-on-the-Cob
Caramelized Brussel Sprouts
Grilled Lobster w/butter

. Filet Mignon

. Steamed Crab Legs

. Polenta with Beans

. Aperitifs

. Themed Cocktails
. Water

. Wine

. Digestif

. Bread Pudding
. lce Cream
. Chocolate Lava Cake




10 Questions to Consider

10 Things to Consider Before Recommending a Platform

Where do they fit in the zoo?

This is your starting point. characteristics, features,

overlap with other tools, category?

What is the experience affordance?
On demand, collaborative, semi-synchronous,
asynchronous, personalized?

What is it like to design and develop in it?
Creation, review, editing, updating, is there a
development license?

How does it share data/information for
different audiences?

Does it have robust metrics, dashboard for
learners, stakeholders?

What is the pricing and licensing profile?
Per seat, per test, monthly, annually, by program?

What is its Security and Privacy profile?
Is it documented, regionally hosted, what is the
security profile?

What are the administration and support needs?
Report pulling, user admin, moderation, producers,
curators?

What is the viability of the partners?
Are they easy to work with?
Are they scalable, is it vaporware?

What is their ecosystem alignment/compatibility?
Does it integrate well, SSO, import/export data,
source file storage? APIs?

What features are on their roadmap?
What is their vision?
What is the plan for new features?

24



Connect with us!

‘ Matt Donovan ‘}gi mdonovan@gpstrategies.com

; . » Chief Learning and Innovation Officer - .
| -y i : ; @ linkedin.com/in/matthewseandonovan
. ‘ * Human-Centric Design Enthusiast
» Recovering Instructional Designer Q @Hazmattdonovan

" - Donna ClendanIE| ‘@i dclendaniel@gpstrategies.com

? ‘ » Principal Learning and Innovation Consultant @ linkedin.com/in/donnaclendaniel
‘ « Design Thinking Enthusiast

& - Avid Baker

Your trusted workforce transformation partner




