They came,
they sawy,
they couldn’t
log on.

Here are some
straightforward
tips for fixing
that common
problem.

First, look to
your technical
support team.

Marketing
c-Learnin

There are several ways you can
determine how well your employ-
ees have received your organiza-
tion’s e-learning program. Using
techniques from surveys to focus
groups, feedback can be gathered
to assist in the program’s ongoing
development. But there’s another
source for feedback you may have
overlooked: technical support.
Your learners call technical sup-
port on a regular basis, and it may
be time for you to ask technical
support why.

Noel Nicholas, director of
technical services at GeoLearn-
ing, lists the most frequent calls
her technical service staff receives
from users:

+ They need their user name or
password, or they don’t know how
to log on to the training Website.

sSee page b for an Executive Summary of this article

Often they don’t even remember
the URL to get to the site.
« The course they’re registered
for doesn’t launch when they
click on it to begin.
« Their course did launch, but
they had to quit in the middle.
When they returned to the
course, it hadn’t been book-
marked.
« They completed the course,
but the course still registers “in-
complete.”
« They want to know why they
have to take the course for which
they've been registered.

Some of those issues are due to
a need for technical informa-
tion—such as whether the course
they’re trying to launch requires a
plug-in or certain security set-
tings on the desktop. Sometimes, By Caron Osberg
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Marketing

Don't be
surprised

when some
of these
ideas
actually
work.

a learner just needs to allow the system
to refresh the page he or she is viewing
so the course resumes. Also not com-
monly understood is that a user must
exit a course properly in order for the
LMS to bookmark where he or she quit
the course. Last, some of the bulleted is-
sues indicate the need that many e-
learning participants have for basic
knowledge.

Nicholas says that many organiza-
tions put that type of information on a
FAQs page and believe that participants
will seek and find out what they need.
“Clients with the fewest calls to techni-
cal support get good results because
they have frequent and active commu-
nication from the top down, as well as
back and forth from students to admin-
istrators,” she says.

But you told them, right?

Don’t be dismayed that your e-learning
participants don’t understand the most
basic information—information that
you know you told them back when the
project was rolled out. In fact, there’s a
need for ongoing marketing of your e-
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learning (and all training) initiatives.

Now’s the time to market your e-
learning program to employees, includ-
ing management, to keep everyone
informed and to create ongoing demand
for your product, which in this case is
their training.

Kevin Kruse, founder of e-Learn
ingGuru.com, agrees with Nicholas re-
garding communication. “Effective com-
munication requires learner-centric
messaging that is repeated over time,” he
says. “The “What’s in it for me?” perspec-
tive should drive your branding and mar-
keting efforts.” Kruse adds, “Too often,
internal marketing is limited to a one-
time poster campaign that announces the
list of available courses.”

So, what elements of marketing
should you use?

The how-to and why

A quick search online about how to
market e-learning in your organization
will uncover some ideas you may think
unnecessary, expensive, or silly. Don’t be
surprised when some of these ideas ac-
tually work. The reality is that formal
learning isn’t an everyday occurrence, so
it’s important to consider that it’s not
just what you do, but also how you mar-
ket and what message you convey.
That’s why your ongoing marketing
program must keep learners acquainted
with the most basic how-to and why
parts of their training.

Kruse suggests, “First, make sure your
e-learning efforts are tightly aligned with
organizational priorities. Second, use
methods of consumer marketing to gen-
erate awareness, desire, and action.”

Several concepts in marketing can be
rolled into your overall campaign.
Marketing strategy should direct you
towards your target audience in such
a way that you gain their attention. For
example, participants may be more
interested in training right before or

right after their performance reviews.
Corporate policy might involve making
training mandatory for employees.
Social marketing can bring about change
by creating a social norm that encourages
employees to use e-learning to their
advantage.

You'll also need to determine your mar-
ket segments. Alan Andreasen, professor
of marketing at Georgetown University,
points out the reasons. “Programs to influ-
ence action will be more effective if they’re
based on an understanding of the target
audience’s perceptions,” he says.

There’s another challenge in your
marketing: People aren’t easy to predict.
“Not only do you need to understand
how they perceive e-learning and train-
ing in general, but you also can’t foresee
how they’ll react to your marketing ef-
forts,” says Andreasen.

Don’t hesitate to try some attention-
getting stunts to market e-learning.
What won't reach some employees will
make other employees sit up and take
notice. Do realize that not everyone will
sign on and take a class. And even those
who do often don’t remember or don’t
understand some of the most basic infor-
mation—information you need to repeat
frequently through emails and newslet-
ters—and reinforce with rewards, recog-
nition, and letters. If you have an
in-house newsletter, use it to explain how
training will benefit employees. Use peer
testimonials to gain acceptance, and try
to incorporate into e-learning the social
aspect of learning in your organization.

Once you've determined your market
segments, follow a basic formula with a
repetitive message for marketing e-learn-
ing to employees. Your efforts will keep
the program in front, convey the benefits
of the training, and acquaint learners with
how to access and use the system. TD

Caron Osberg is an editor and writer at
Geolearning, cosberg@geolearning.com.



