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Increasing learner engagement
and consumption through strategic
marketing and alighment with

learning btrends,







Promise of Value Delivery of Value



Realization of Value

Marketing > Learning < Education

Promise of Value Delivery of Value



Implication #1

Building an engaged audience is
absolutely critical.




VALUE RAM

Q
@]
c
v
momentum zone u::-%
Y o
.E A Q
- rS) ¥ >
e —
@ 5 .G
2 3 S g
o & g &
3 Y n © c
= -
c = c R
T 4H o —
O 52 5
-+ o
c OE& Q.
pS "'gq)
8 5 &

D M

coaching

ultimate value

7?7

more generic, value more personalized,
transactional relationship-oriented

https://www.tagoras.com/value-ramp
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Implication #2

Data is one of your most valuable
assets.




MARKET INSIGHT MATRIX™

IDEA GENERATION IDEA VERIFICATION IDEA TESTING

Examples: Web site analytics | LMS Examples: Web searches | Channel Examples: Split testing | Offer testing (e.g.,
reporting | Google Trends searches AdWords)

TRACKING
Examples: Communities | Listserves | Examples: Monitoring social networks, Examples: User testing | Social reaction |
Evaluations blogs, alerts, etc. Content marketing

LISTENING
Examples: Focus groups | Brainstorming | | Examples: Surveys | Interviews Examples: Pre-selling | Crowdfunding
Interviews

ASKING
ﬂ&l oras..
www.tagoras.com B info@tagoras.com ® 800.867.2046 ®m pagel <inquiry> <insight><action>

https://www.tagoras.com/matrix
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Implication #3

Content must serve context.




Implication #4

Impact is imperative.
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LEARNING BUSINESS MATURITY MODEL "

STAGE 1: STATIC

LEADERSHIP
- No clear vision or accountability
- Operationally focused

STRATEGY

- Poorly articulated, if at all

» Unclear objectives and
measurements

CAPACITY
- Lack of resources
- Poorly defined or no processes

PORTFOLIO
- “We've always done it this way”
- Information-focused offerings

MARKETING

« No validated understanding
of market, competition, or
audience
Limited, random, and
unmeasured use of marketing
channels
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STAGE 2: REACTIVE

LEADERSHIP
- Vision but no widespread buy-in
- Accountability for current

performance but unclear how it
will be sustained or improved

STRATEGY

Exists but doesn’t differentiate
Hasn’t been shared broadly
Isn’t tracked and measured

CAPACITY

Resources adequate for current
needs but insufficient for growth
Processes implicitly understood
but poorly documented

PORTFOLIO

Efforts made to assess learner
needs but inconsistent

Some performance-focused
offerings

Some focus on evaluation
beyond smile sheets

MARKETING
- Anecdotal view of market

Offerings communicated with
consistency via one channel but
limited tracking of results

STAGE 3: PROACTIVE

LEADERSHIP
Vision embraced by cross-
functional team
Shared understanding of how
performance will be sustained
and improved

STRATEGY
Provides for differentiation and
has been shared broadly
Metrics tracked and acted on

CAPACITY
Resources adequate for current
and emerging needs
Key processes documented
Some investment in staff and
volunteer development

PORTFOLIO
Good awareness of learner
needs and learning theory but
inconsistently put into practice
Increased focus on evaluation
beyond smile sheets

MARKETING
Periodic efforts to assess
market and competition
Efforts to establish segments
and priorities within audience
Use of multiple marketing
channels with efforts to
measure results and adjust
Nascent brand for the learning
business

CAPABILITIES

STAGE 4: INNOVATIVE

LEADERSHIP
Vision shared by top
organizational leaders
Clear accountability and
responsibility with succession
and transition plans
Culture of learning

STRATEGY
Provides distinctive positioning
Has been shared and embraced
throughout the organization
Metrics tracked and acted on
consistently

CAPACITY
Resources to address current
needs and support innovation
Processes well defined and
continuously improved
Consistent investment in staff
and volunteer development

PORTFOLIO
Clear understanding of learner
needs and learning theory
consistently put into action
Effective alignment of offerings
with learner needs and strategy
Evaluation focused on
assessing change

MARKETING
Validated understanding of
market and competition
Use of segmentation and clear
segment priorities
Strategic use of multiple
marketing channels
Strong brand for the learning
business

by Jeff Cobb and Celisa Steele
version 1.0, © 2016 Tagoras

https://www.tagoras.com/maturity
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“It was a wonderful experience. | loved the

ability to network with fellow association Act nOW t.O SaVe $ 1 00 and
? ' tary

et a complimen
%egistration for a colleague

at ltd.tagoras.com.

professionals in the learning. You can see we
all have similar problems and struggles, and
we can learn from each other. My time at

LTD was invaluable.”

Adam Larson, Senior Manager of
Educational Technology Enablement,

Institute of Management Accountants
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Contact Me

Jeff Cobb
jcobb@tagoras.com
@tagoras

www.tagoras.com
800.867.2046, x101

Find these slides at:
https://www.tagoras.com/cb
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