
Learning that drives performance.

Foreword by David James.

Digital 
Learning that 
works harder  
(so you don’t have to)



We need to stop this now and 
admit that if we’re working for the 
technology then it’s not working! 

David James, CLO at Looop

Imagine having smart enough technology that it does all of your learning 
administration and it also gives you the outcomes you covet: guaranteed high 
engagement and real, demonstrable results.

Imagine easily showcasing this to your 
stakeholders and getting the recognition from 
them that you’re making a real difference to 
their teams and your organisation’s success.

Imagine getting time back to work on all your 
biggest priorities. The priorities you haven’t 
been able to give your full attention because 
you’re too busy on the hamster wheel of 
recurring tasks.

And, whilst it shouldn’t take too much 
imagination today, imagine getting 
recognition from employees that your 
learning tech feels like the best apps they use 
in their everyday life. But how can any of us do 
this when our learning tech requires dedicated 
administrators to maintain it and employees 
need training to use it? 

Introduction
Why do we accept that training teams should 
spend inordinate amounts of time driving 
traffic to platforms and content in order to 
report increased engagement? Especially after 
lowering their expectations well below the 
‘digital transformation of L&D’ that they bought 
into at the procurement stage to simply justify 
their decision to implement system X by 
gaining a modest amount of clicks.

We need to expect more from our learning 
technology and expect it to work harder for us. 

This paper will explore the opportunities 
for you to eliminate learning administration 
and automate employee digital training 
that both guarantees engagement and 
demonstrable results. This includes all the stuff 
that’s time consuming - and even sometimes 
ineffective: Compliance training and chasing 
non-completers; induction for new starters; 
employee training and new manager 
development; as well as anything else you and 
your teams are responsible for.
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Learning tech 
needs to step up 
There is a misheld belief that ‘real learning’ 
happens in classrooms and that online learning 
can only really supplement classroom training. 

What this belief ignores is that most learning 
happens outside of the classroom and - despite 
an organisation’s best Learning & Development 
efforts - it occurs where and when the work 
happens. The problem is: how do we get there, 
at the right time, and how will it not be an 
administrative nightmare?

With only 23% of people reporting in 2015 that 
they’d completed a course of any kind within 
a 2 year period that means more than three 
quarters of people were hardly being developed 
or influenced by company training at all. It’s hard 
to think that that figure will have improved in 
subsequent years. 

We wanted to believe before that employees 
were getting most of the development they 
needed from high-value classroom experiences 
but so few were. Do we now believe that 
employees are getting most of what they need 
in order to adapt and grow from live online 
sessions? 

In addition, and according to recent findings, 
e-learning is showing ‘signs of waning both in 
adoption and perceived success’.  I can’t say I’m 
surprised. I’m just surprised it’s taken this long.

L&D professionals lament the enormous array of platforms and content 
providers - all making extraordinary claims about user-adoption and impact -  
and don’t know the difference between them. This may explain why, far too 
often, buyers settle for a slightly different version of what they’re used to but then 
continue to struggle with both employee usage (when excluding mandatory 
training) and the demonstrable impact of the investment.

But we must think beyond the different means of delivery and the new and 
novel types of engaging content to see how smarter technology can do the real 
work for us, saving us time and effort whilst guaranteeing high levels of usage 
and, ultimately proving its value to us and our organisations.

If this seems like a pipe dream from where you are then you must read on to see 
what you’re currently missing and start expecting way more than you do now.

What Smart Tools can help us to achieve today
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Automation: 
Getting your tech to 
work harder for you and 
deliver real results
Digital Marketing professionals have used 
the power of automated campaigns for many 
years. The ability to follow up on prospects’ 
distinct actions and enquiries with tailored 
campaigns that pull them through carefully 
designed funnels to influence them to 
behave in the way Marketers desire. 

In a similar way, smart campaigns can be 
used to automate the core elements of 
L&D, including all elements of compliance: 
assignment, communications to employees, 
chasing non-completers, recognition and 
certification when they’ve completed it, 
escalation to their manager if they haven’t, 
and auto-reassignment for when completion 
is required again. 

It could be said that the legacy of 
e-learning is that it eliminated the burden 
on L&D to deliver far too frequent 
compliance training sessions to small, 
unenthusiastic groups of people and 
helped us hold non-completers to account 
whenever they were in breach of said 
regulations. 

But we’ve still been left with chasing those 
who resist - or ignore - our appeals for 
completion and periodical retakes. And 
yet that needn’t be the case.

Continued >
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Smart campaigns
Smart campaigns are an example of where 
you’d put your content at the start of the 
funnel, alongside a completion date, and 
the tech takes over and reacts based on 
employees completing (or not  
completing) actions when required. 



As if this wasn’t enough, you can also automate the production and sharing 
of periodic, tailored reports to line managers showing who in their team is 
yet to complete the training. So, after the initial set-up, no administrators (or 
anybody in your team) follows up with non-completers or their managers.

Continued >
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Add in when the compliance training needs 
to be retaken (after 6 months or 12 months, 
etc.) and the system has completely taken 
on this element of your job and will do it 
even if you never look at it again.

Of course, regulation changes - sometimes 
slightly, sometimes completely. But you 
can make changes to text, images, videos, 
quizzes or attachments, in real-time and 
either push for full completion immediately 
or wait for renewals. It’s up to you. Either 
way, it’s quick and simple to do.

But what if people change roles and are 
required to complete more or different 
mandatory training? By integrating with your HR 
systems, your learning tech can recognise when 
somebody has changed a job and enrol them 
onto the appropriate automated campaign.

So, your smart tech has got you covered for any 
eventuality regarding compliance.

But the power of automated 
campaigns works just as well in 
other areas you’re responsible for...



Automating employee 
development journeys
The same smart automation can easily - and effectively - 
be used to help new employees when they transition into 
your organisation, into new roles and into different teams. 

Too often, employees receive too much information in one go and then they’re left to 
their own devices. This is the case with new starters when they arrive on Day One, as 
well as those attending immersive training programmes. Or they are neglected and left 
to figure things out for far too long. When employees become new managers and new 
senior leaders, the help they need in order to assimilate and perform is largely absent.

The problem is that ‘delivery’ is the 
goal of L&D but it’s insufficient when 
compared to the goals of those 
seeking help, who shift from trying 
to solve low-level logistical problems 
when they begin right through to more 
complex and nuanced interactions.

If we think differently about what’s 
needed and consider what we needed 
when we were new to our organisation 
or role, we will recognise we needed 
high direction. This is one element 
of the Situational Leadership model, 
when ‘Individuals lack the specific 
skills required for the job in hand and 
they are willing to work at the task. 
They are novice but enthusiastic’.

It’s important for L&D to recognise 
that there is a window of opportunity 
during these early stages to influence 
and shape performance, not with a 
one-and-done learning experience, 
but with a campaign over several 
weeks that seek to anticipate and 
understand real needs.
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As mentioned earlier, don’t misconstrue this with the need for just training. Think 
about what people are expected to do and achieve explicitly, in terms of assimilation 
and results, and implicitly, the tacit norms and practices that make up the culture of 
your organisation (in other words, how to get the right things done at the right time).

If you have useful online content, perhaps suites of courses and 
resources, you can create campaigns that surface what you have 
to those who need it, automatically. Just link these together and assign the timing 
(what people may find useful on Day One of the new role, on Day Two, at the 
beginning of Week Two, right up until the end of their induction period, which 
may be when they pass their probation) and get that content working for you. 

Did you also know that intelligent 
technology can recognise patterns in 
when employees tend to open emails and 
automatically align with the recipients 
calendars so communications are sent to 
individuals based on when they’re most 
likely to be available to open it?  

Continued >
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All of this, and much more, can be addressed with information and resources that 
already exists, uploaded into a consistent format (automatically) and linked together in 
automated campaigns. But these can be made vastly more effective if we have some 
baseline understanding of who the employees are and open up lines of communication 
to help them with what they’re expected to do and what they’re not able to do easily.

New starters will need to begin with fast-tracking familiarity with their 
new surroundings, the people they’ll be expected to work with, the tools 
and systems they’ll be expected to use, the appropriate communication 
channels and how to get things done in an unfamiliar culture. 

New managers will want to know what managers do in their very 
specific context, what will be expected of them, what they might 
be asked, what tricky conversations they can expect to have, how to 
manage their budget and what might surprise them.

New leaders will want to know how decisions get made in the 
organisation and how to gain support for their ideas, some of the 
implied rules of engagement, some of the idiosyncrasies to be aware 
of and the dynamics of how the organisation is structured and works.

Which leads nicely to another level of expectation that we need to bust through...



We don’t need to look too hard to 
find people. We just need to use the 
information we have, especially whenever 
they experience changes in their 
circumstances, so we can help them when 
they recognise they need help, in real time.

We don’t need to create fictional personas, 
our organisations already categorise 
them in terms of department, role and 
level and the employees themselves will 
identify in accordance. If we integrate our 
L&D approach with other people systems 
we can efficiently and seamlessly target 
people with what they need for their roles, 
when they need it. 

Personalised & 
Adaptive Campaigns:
Know your people and help 
them to perform and grow
Since the 2000s, Digital Marketing has been on the journey that L&D are currently 
on and it would benefit any L&D professional to discuss the topic of Personalised 
& Adaptive Campaigns with their internal Marketing colleagues. For example, 
in Digital Marketing, buyer personas are created to recognise and then find 
consumers that match the profiles so they can seek to influence their behaviour. 

With the right API integrations your learning 
tech can recognise when people change roles 
and then guide and support them to do more 
of the right things when they face unfamiliar 
situations and challenges for the very first time... 

Even if you don’t have sophisticated HR 
systems, you can drop in manual files you use 
to categorise and distinguish employees by 
level, role, department, etc.

But in organisations we have HR systems full of information about the people we wish 
to influence: their position, their tenure, their responsibilities, their performance, 
their potential, and business information (BI) to link people to outcomes. 
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You don’t need to rely solely on HR system integrations - or require big 
investment in tech - to kickstart campaigns, you can use your existing knowledge 
to provide useful resources to an employee group - or all employees - and smart 
technology can expose them to campaigns based on what they do next.

So, if you target new managers with 
some guidance on coaching and one of 
those managers takes the opportunity 
to pep up their knowledge on their 
budgetary responsibilities, they can 
be enlisted onto an Internal Finance 
campaign to guide them to do what’s 
required of them at your organisation. 
Or if you target some employees on 
Inclusivity at Work and one manager 
then explores what this means for Hiring, 
then they can be automatically enlisted 
onto a campaign on the organisation’s 
Hiring principles and procedures.

You may also want to market content 
based on needs observed across the 
organisation or for distinct groups. This 
could be for core skills development, 
including Communication, Presentations, 
Time Management, Conflict Resolution, or 
anything else that needs attention. From a 
simple marketing campaign, employees can 
attach themselves to automated campaigns 
based on their actions and interests.

When an employee shows an interest in a 
topic, you can be there to introduce them to 
that topic and guide them on where best to 
start. There could be multiple options.

Guidance adapts based on maturity 
within a role, or even task, as well as 
actions completed or nudges.
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Personalised & Adaptive Campaigns Continued...



It’s one thing to make useful 
stuff and it’s quite another  
to get people to use it 
The experience many employees have of workplace 
learning tech has been of clunky systems with generic 
courses buried deep within them that require persistence 
- and many clicks - to find anything of any value. 

A principle of Digital Marketing is to be where people are: On social media, 
as they search online or where they hangout. In L&D, we should attempt to 
be where they are working. 

‘Learning At The Point Of Work’ combines the guidance and support 
people need to perform and grow, when they need it, with the tools they 
use for work. This may be collaboration tool, such as Microsoft Teams, 
Office 365, Google Docs, Slack, Salesforce or other tools they use every day.

Research from Fosway shows that 84% of L&D leaders 
expect digital learning to  integrate with these tools. 

For some organisations, it will be necessary to communicate via email or SMS. But 
it’s important to be where your people are rather than expect them to go elsewhere.
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It could tell you you’re aiming at the wrong 
collaboration tool, or that you’ve got your 
timing off.  With the right tech tools, you 
can see the effectiveness of every stage of 
your solution and tweak it to achieve real 
results rather than just the hope of gaining 
a few more interested visitors.

This is a paradigm shift for L&D who are 
used to creating platforms, Academies 
and Universities where people go to 
‘learn’. The problem is that Google and 
YouTube have trained us to learn while 
we’re working and have set an expectation 
of immediacy that is going to be difficult 
for L&D to change. But rather than see this 
as a challenge to our practice, we should 
see this as a huge opportunity to be there 
when and where we are really needed.

Continued >

It’s one thing to know which channels to use to reach employees but how 
do you even know you're addressing their needs if you can't see who’s 
opening and clicking on your communications? Again, Digital Marketing 
has been using this technology for many years and it provides useful 
insights into your approach and even wording of your communications, 
in a lighter more targeted way than mass companywide mail shots. 

It’s one thing to deliver what we think is useful and quite 
another to engage in ongoing, meaningful dialogue about 
what employees are trying to do - and achieve - and the 
help they need to do this better, faster and more efficiently.

The principle of ‘Learning At The Point 
Of Work’ being that people can either 
learn - or receive guidance - whilst they 
are working, in service of what they 
are trying to do and achieve. Not just 
on the device where they are working. 
It’s much more about the situation and 
what it is they are trying to do than it is 
about the device or whether learning 
has taken place prior to action. 

The power of ‘Learning At The Point Of 
Work’ is that you have a greater chance 
of influencing what is being done and 
the results gained by being as close 
to the point of work as is possible. 
This may seem impossible to many 
but smart tech doesn’t only make this 
achievable – it also makes it easy.
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Data insights to affect 
performance and 
demonstrate real 
results to stakeholders
As mentioned above, it’s too often despite an organisation’s best 
efforts that people are left to solve the same problems that have 
already been solved thousands of times before, especially when it 
comes to assimilating into the organisation; getting the right things 
done in the right way; gaining support for new ideas; transitioning 
to management; and making the step up into senior leadership.

But it’s with the systematic - and 
automated - involvement of employees 
that we understand them better and 
develop solutions alongside them that 
increase in the efficiency and effectiveness 
of each solution over time. And user-
insights built into solutions that open up 
this channel of communication.

The automation coupled with personalised 
and adaptive smarts bring us closer to 
those we seek to influence and develop 
but when incorporating feedback loops 
into the experience we are able to quantify 
our efforts and add even greater value.

This means meaningful dialogue around 
pressing concerns based on what they’re 
trying to do and achieve - not just what 
they’re trying to ‘learn’. This needn’t be 
onerous or burdensome but built into the 
same campaigns people are experiencing 
when they need guidance and support.

So you’re gaining data insights in the flow of work, 
in the context and emotion of what they’re going 
through. With this approach it’s counterproductive 
to try to develop a ‘perfect’ solution as the value is 
in getting out a Minimum Viable Product (MVP) 
that makes an immediate difference but then starts 
a conversation about what else is needed.

Continued >
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Imagine your automated campaign, surfacing relevant, tailored resources over 
a series of days, and then, at the end of Day 5, asking recipients to rate how 
confident and competent they feel in the context of their assimilation, period of 
adaptation, or change. Do this after 5 days, 10 days, one month, and longer and 
you can track their progress and development in a meaningful way, based on your 
impact on their working. 
In addition to this pulse check, you can open up a deeper channel of communication by asking what 
else they need in order to assimilate, perform and get results. Again, not asking them what they want 
to know or learn but asking them what they’re trying to do and what they could do more help with.

These insights lead to additional elements being quickly and easily dropped into their campaign, 
evolving your solution, making it stronger and and more useful for employees, time and again. 
This then addresses the failure in traditional L&D practice of only evaluating after the learning 
event and, instead, building in feedback loops in order to iterate and improve your solutions in 
real time, based on real needs.

As before, this element can be fully automated while you review insights and decide what 
to act on in order to improve the effectiveness of the campaign.

Continued >

Analysing usage data alongside user insights helps you to 
run initiatives and understand the effectiveness of your:

If, when and how 
they’re opened.

Those that are clicked, started and 
completed versus those that aren’t.

To what extent employees are 
progressing or otherwise through 
your designed pathways.

Assessing KPIs and understanding the 
trends before your intervention and 
afterwards to check you’re making the right 
progress and responding appropriately.

How employees rate the 
effectiveness of your solutions, 
in the context of their work 
and their development.

Iterating solutions based on 
user-insights making them more 
valuable over time.

Communications Resources

Campaigns Initiatives

Continuous 
improvement

Impact



Summary

If we expect more from our learning technology then we can achieve more of 
what matter inside our organisations.

Automation is a way of eliminating the administration associated with compliance 
training, communications, renewals and chasing, freeing up your teams to focus 
on performance improvement and development rather than regulation.

Too much in L&D is about how new and novel technologies 
can improve the delivery and provision of content rather than 
outcome gains, in terms of addressing points of friction, the real 
blockers to high-performance, and eliminating administration. 
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This isn’t the future. This is 
now. You can save time and 
make a much bigger difference 
whenever you’re ready…

Incorporating automation alongside 
personalised and adaptive campaigns can 
help to assimilate employees into new roles 
and teams in a seamless and performance-
focused way. Not instead of face-to-face 
experiences but in parallel to their real-life 
experiences in which they’re trying to 
figure out how to get the right things done 
in the right ways to get the right results.

Technology integrations can provide your 
people with what they need, when they 
need it, where they are working, which is 
the formula for guaranteed engagement 
and the real opportunity to influence 
performance and results. By seamlessly 
integrating with other systems and tools, 
your learning tech can recognise changes 
and anticipate moments of need.

Across all of these, incorporating data-
insights that are focused on the work, 
the expectations on the individual and 
their actual experience mean that these 
insights can inform iterations in real-time, 
guiding L&D to do more of the things that 
work and less of the things that don’t.

Eliminating administration and recurring 
tasks, alongside the automation of high-
value digital learning experiences should 
not threaten L&D, instead it will elevate 
the status of L&D and challenge our own 
expectations of what’s possible.

So hopefully you can see how you can 
achieve a great deal more by having 
smart technology work for you, rather 
than the other way around.



About Looop
Looop is an award winning LMS, renowned for delivering a frictionless 
user experience. Looop works with many of the most progressive 
companies in the world to help them use automation and marketing 
smarts to eliminate admin and automate digital learning journeys that 
affect performance and deliver business results.

Learn more at www.looop.co 
or contact Looop today

Learning that drives performance.

Interested in finding out how 
to leverage smart technology 
to generate high engagement 
and real, demonstrable 
results?
Learn more at www.looop.co or contact Looop today

https://www.looop.co/schedule-a-demo/
https://www.looop.co/schedule-a-demo/

