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Focus on The Learner

Top 10 Business Priorities

Improving customer experience Creating the right organizational culture
Gaining market share Improving sales effectiveness
Developing new products or services Driving innovation

Retaining top talent Developing talent internally

Improving brand recognition

Source: 2019 Brandon Hall Group HCM Outlook

Organizations are intensely focused on
continuously improving the customer
experience. In Brandon Hall Group’s 2019 “Clients do not come first.

HCM Outlook Survey, 42% of companies | .
picked it as a top business priority, making it Emp oyéees come flI'St.

No.1, even higher than gaining market share /f you take care Of your
and developing new products.

employees, they will
Brandon Hall Group surveys identify .
companies with positively moving KPlIs, take care Of the clients.”
including customer satisfaction (C-Sat). We
then can compare companies with improving
customer satisfaction rates against those that
are either stagnant or in decline.

— Richard Branson
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It Starts With Strategy

When it comes to developing the learning
strategy, we found that companies with high
C-Sat were more likely to do things such as
align their strategy with business objectives.
They also are far more likely to include
feedback from learners when developing

their strategy.
e High C-Sat Low C-Sat

It includes and aligns with business objectives
75%

It includes input from various business
stakeholders

71%

It includes input/feedback from learners
69%

It includes and aligns with learner objectives
56%

It is well-defined

42%

It includes a framework to measure success
33%

It includes a technology roadmap
31%

Source: 2019 Brandon Hall Group Exploring the Learner Experience

Give Learners What
They Need

We also see differences when it comes to
what organizations provide to their learners.
High C-Sat companies are more likely to allow
learners to search and explore learning, as
well as provide learners with a link between
the learning they are experiencing and their
personal objectives. Too often companies
assume that the “what’s in it for me” for
learners is implicit, when in reality it needs to
be explicitly demonstrated.

e High C-Sat Low C-Sat

The goals and outcomes expected from the
program

79%

An introduction to how the program will be
delivered

67%

The ability to search, explore and discover
learning opportunities

66%

A link between learning and personal objectives
41%

Personalized learning plan that allows them to
track their own progress

40%

Learning recommendations based on learner
information
37%

Source: 2019 Brandon Hall Group Exploring the Learner Experience
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Create the Right Experience

Finally, we see that High C-Sat companies are more likely to provide a contextualized learning
experience that provides opportunities to reinforce and practice the learning.

Opportunities to practice/apply knowledge

e High C-Sat Low C-Sat
Methods to gather learner feedback
A method to reinforce learning concepts
Contextualization based on learner requirements
Source: 2019 Brandon Hall Group

Exploring the Learner Experience
I I ° GRAHAM
Case in Point: GRAHAM
° COMPANY
Graham Packaging/ &
k . evergreen.

Evergreen Packaging packaging

Employee Development is a building block of company strategy for 2019

Employee Development/Engagement will extend to hourly plant-floor workforce

For the salaried employee base, focusing on attributes for successful leadership and pushing
the learning paths associated with the attribute or desired topic on a quarterly basis

Using a multifaceted approach
» Develop the curriculum and instructional content
» Deliver the content to the audience via Litmos

» Determine how you want to measure the results and build the metrics into the process
(What does good look like?)
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This is an example of a company putting learning into the hands of the workforce, when and where
they need it, to better meet the needs of its customers.

Rugged tablets will be distributed throughout the
plant to ensure employees have timely access to

work instructions and how-to information.

Focus on the Customer

Whether a company is aware of it or not, the potential audiences for learning content lie beyond

the four walls of the organization. In addition to employees, learners can be contractors, resellers,

franchisees and other stakeholders, as well as customers and the public at large.

e Resellers are more likely to focus on products with which they are knowledgeable and familiar.

e Contractors and gig workers who don’t actually work for the company may need additional
training, as they are not steeped in the company culture.

e Customers training can take many forms, whether training that comes with the product,
support training or updates and information.

@" Proper customer training is a huge driver of the
customer experience. Today’s consumer has
Stronger relationship after the sale access to a wide variety of information. Training
can ensure they get the right information
g right from the source. While companies train
their people to provide an excellent customer
Staying ahead of the informed consumer experience, the right training can mitigate the
need for a customer to call on support, which is
G actually a better outcome for the consumer.

Less reliance on customer support
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Cu stomer Expe ri ence “Digital transformation closes the
gap between what digital customers

already expect and what analog
businesses actually deliver.”

The modern customer has developed an
expectation for how things work in the

digital age and companies must train their

employees to stay ahead.
— Greg Verdino

Digital Transformation Strategist and Author

Meeting the Expectations
of Employees'and Customers

Learning Technology

¥ | -
- | —
mo0O (,J \ -
222(] B \— 4
— Lot
Branded Connected Easy to Use Embedded

Ultimately, it is not just about training people to be better at customer service. How training is
delivered also impacts customer service. And as companies continue to make learning easier to
use and more engaging, they must extend that to external training. It is challenging enough if
the employees’ experience is confusing or ineffective, but it is even worse when customers find
the technology hard to use. Creating a branded, consistent experience helps bolster customer
satisfaction.

Customer Experience Drivers

Customer expectations are changing e Customer training is a critical step in CX

Product life-cycles are much faster e Increasing pressure of corporate
Distributed and augmented workforces compliance and security

Training is a competitive advantage
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Key Takeaways

Customer satisfaction is a continuous and
evolving target, not a milestone

Employees need to learn, practice and
retain the skills required to provide a
great customer experience

Today’s customers are more informed and
have access to more information than
ever before

Training customers directly can mitigate
support challenges and improve overall
satisfaction

The right training to customers, resellers
and contractors ensures consistent, up-to-
date information

Even compliance training can improve
customer satisfaction, creating a
reputation of trust, safety and integrity

Ensure customer self-service training is at
least as simple and engaging as internal
training — if not more so!



Using Learning to Improve Customer Experience
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and consulting firm, and VP and General Manager of Field Operations at Bersin &
Associates, a global analyst and consulting services firm in all areas of HCM.

Michael Rochelle (michael.rochelle@brandonhall.com) contributed to this report. He is
Chief Strategy Officer and Principal HCM Analyst at Brandon Hall Group. Michael leads a
wide range of advisory support and strategic engagements for Fortune 1000 and small-
to medium-sized organizations as well as leading and emerging solution providers
across the HCM industry. Michael has more than 30 years’ experience in HR, IT, sales,
marketing, business development, and strategic and financial planning in Fortune 500
and venture-backed start-up organizations.

Richard Pachter (richard.pachter@brandonhall.com) edited this report. He is the
Content Manager at Brandon Hall Group, responsible for editing research assets and
other content. He has experience as a journalist, copywriter, editor and marketer, and
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About SAP Litmos

SAP Litmos is the world’s fastest-growing enterprise learning solution. It unifies learning
management, the extended enterprise, and prepackaged courses in an innovative platform to meet
any organization’s internal and external training needs.

Built to help learning organizations achieve success, SAP Litmos is highly secure, focuses on the end
user, and provides time to value three times faster than traditional learning solutions. More than
four million users in more than 130 countries and 28 languages use its LMS and training courses

to optimize their learning and development, improve performance, and monetize training. The
leadership team has a combined 140 years, experience across the technology and learning domains.

SAP Litmos


https://www.litmos.com/learning-management-system
https://www.litmos.com/courses
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About Brandon Hall Group

Brandon Hall Group is an HCM research and advisory services firm that provides insights around
key performance areas, including Learning and Development, Talent Management, Leadership
Development, Talent Acquisition, and HR/Workforce Management.

With more than 10,000 clients globally more than 25 years of delivering world-class research and
advisory services, Brandon Hall Group is focused on developing research that drives performance
in emerging and large organizations, and provides strategic insights for executives and practitioners
responsible for growth and business results.

Subscribe To Our Interactive Data-Benchmarking Tool: Data

All the data from our studies is available by subscription to DataNow®. DataNow® is Brandon Hall
Group’s interactive data-benchmarking tool. Organizations use it to make data-based decisions, find
leading practices, benchmark, and more. You can also filter the data by company size, revenues, and
industry segments to give you a fully customized view. Learn more about DataNow®.

Our Services
GET HELP TO DRIVE RESULTS FOR YOUR TALENT

In today’s volatile and global business climate, managing talent for high-performance plays an
increasingly crucial role in an organization’s growth and future success. Effective talent management
is a top priority in organizations everywhere because, while organizations recognize the need to
obtain and retain people with the very best skills, they continue to struggle to implement effective
strategies to do so. HR and Learning professionals need to be able to successfully define organizational
talents needs and skills, identify talent strengths and career goals, and align organizational needs to
individual needs. Rethink your strategy, validate your assumptions, transform your business, and
optimize your time with the use of reliable data, tools, and guidance.

o ©

ATTRACT DEVELOP PERFORM RETAIN OPTIMIZE



http://datanow.brandonhall.com/
http://datanow.brandonhall.com/
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Our Services (Continued)
GET HELP WITH YOUR HR SERVICES MANAGEMENT & DELIVERY

As described in the employee lifecycle, processes are linked to employee transactional process-
es (e.g., compensation, benefits, compliance, contingent workforce management, etc.) via work-
force planning and analytics.

e Policies/Process/Procedure e Contingent Workforce Management
e Payroll e Compliance
e Expense Management e Time & Labor Management

e Benefits & Compensation

GET CONSULTING HELP WITH...

e Strategy and Planning e Technology Selection, Management & Integration
e Governance & Business Alignment e Organizational Structure

e Executive Management e Measurement & Analytics

e Team Development e Change Management

e Measurement & Analytics e Budgeting & Forecasting

* Program Design & Deployment

Membership Offers Tailored Support

At the core of our offerings is a Membership Program that combines research, benchmarking and
unlimited access to data and analysts. The Membership Program offers insights and best practices
to enable executives and practitioners to make the right decisions about people, processes, and
systems, coalesced with analyst advisory services which aim to put the research into action in a way
that is practical and efficient. Membership also provides you direct access to our seasoned team
of thought leaders dedicated to your success, backed by a rich member community, and proactive
support from our client services team.

RESEARCH ACCESS & EVENTS CLIENT SUCCESS PLAN
* Reports e Ask the Expert e Your Priorities

e (Case Studies, Frameworks & Tools e 1o0n1 Consultations e Executive Sponsor

e DataNow® & TotalTech® ® Research Briefings e (Client Associate

e Webinars and Research Spotlights e Benchmarking e Monthly Meetings

e Annual HCM Conference


http://www.brandonhall.com

