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Learning is no
longer just
personal - it's
strategic
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Marketing your

learning builds

culture and
engagement

Al is changing
what learning
looks like

The rise of
arketed learning |

Learning is
lbecoming
more
personalised
and visible

Professional
development is
a shared
responsibility
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Prologue

To be or not to be,
that is the question

William Shakespeare. Hamlet. Act 3, Scene |
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Six pillars to
arket learning

Buy-In e




Chapter One - Discovery

Itis a capital mistake to
theorise before one has data.
Insensibly one begins to twist
facts to suit theories, instead
of theories to suit facts.

Sir Arthur Conan Doyle. Sherlock Holmes “A Study in Scarlet”
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Chapter One - Discovery
Linkedin Learning Report 2025

- #1 46% 68%

Motivation as Feel supported Prefer to learn
career in career on the job
progression aspirations
We focus so much on the We often forget about the

\‘w& HOW... WHY

49% 53% |(41% 42%

learn\at the Beginning to Lack of Lack of learner
time of need provide this engagement time
L&D Trends 2024 KPMG - Future of Learning roundtable
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Chapter One - Discovery ‘

It’s time to step away fir€

‘'vanity’ metrics | orisit???_

and time to answer

" “What’'s in it for me?”
hy not do botp,

)



Bookmark

< Upskilling )
CCGreer growth ) ( Job security )

What do you believe is
the #1 motivator for
your learners right

< Achieving > nOW? < Performan
competence

< Purpose ) <Personalgrowth> ( Efficiency )
© Omniplex (Group
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O You have 5 minutes x

In your groups discuss the
‘Discover section of your canvas

Who are you targeting? What is their biggest challenge

Audience or frustrations right now?

What specific business problem does your initiative
solve?

Why

What is the ONE key metric you will measure to prove

Metrics success?




Chapter Two - Design

The mind is its own place, and
in itself can make a heaven

John Milton. Paradise Lost

[



Most “promotion” of learning...
[ "It's only 10 minutes!" J { 'You must g?mepﬁs:m? by the end

"Stay ahead of the curve with our J L "Unlock new skills with our latest

latest training programme!” module!”

the press!”

"Enjoy the gamification!”

[ "New modules just dropped hot off
[ session and earn a certificate!”

J { ‘It's bitesize, quick and easy!” J

J [ "Join our interactive eLearning

Do your learners honestly care about this?
What matters most to them?
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WIIFM?

Career growth ]

\

“This will help me get promoted.”
“I'll gain skills that make me more valuable or future-ready.”
“I'll be seen as a high performer or expert.”

[ Communication ]

“This will help me work better with others.”
“I'll have fewer misunderstandings with my team or clients.”
“If I learn this, it will help me contribute more.”

[ Job security ]

“This training helps me future-proof my job.”
“The more | learn, the harder it is to replace me.”
“Everyone is learning this now, and | need to keep up.”
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Bookmark

Real ti < Teaser trailers )
e.a . m.\e Launch ‘event’
notification

Share an example of o
learning invite you've
" tencar ) received. " oticnamer )

Posters < emails )
Social channels
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Frustration
to fulfiiment

FRUSTRATION A /FULFILMENT

Show how your learning Highlight how your
offer helps solve a real ®®® program helps people
problem your audience Improve, grow, or get

Is struggling with at ahead.
work.
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Drive curiosity
“The #1 thing most people mess up in presentations”

For every learning oft
headline or message

If the answer doesn’t include a real benefit, rewrite it.

Drive a career
“Build the skill your future manager actually wants”

Drive productivity
“3 minutes to stop wasting 30 at every meeting”
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Message formula

By doing this learning, you will be able to [benefit], so you can [outcome they care about].

EXAMPLE:

“An introduction to project management
methodologies.”

-

Focus on empowerment and skill
acquisition, appealing to a want for
proficiency.

Appeal to personal and professional W
growth

K€

“Master project management to deliver on time, on budget and boost your
professional profile.”

Directly addresses common pain points and desired outcomes for anyone
involved in projects. It highlights efficiency and successful execution.

: ~
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Marketing
rule of 7

“A potential customer needs to see or hear
your message at least seven times before
they take action”

Social media ads
Emails/newsletters
Influencer mentions

Blog posts or articles
Events/webinars
Search ads
Word-of-mouth

WAKE 110

yyrink

TN WACTE
v

nyilk

SWITCHING CAR
INSURANCE IS EASY

~sun, so please just
download ourapp.

/THERE'S

SOMETHING =




Bookmark

What are your most
effective channels for
promoting learning?

(=)



Theruleof 7in L&D

1. Email 3. Manager 5. Intranet / 7. Social [ Chat
announcement endorsement Learning Hub channels
1 A simple launch Leaders or 5 Visible placement 7 Posts in Slack,
message managers mention where employees Teams etc. with
@ introducing the it in team meetings. e go daily, so it's quick, engaging
program and why it always “in their line reminders.

‘ matters. ‘ ‘ of sight_" ‘

o) | & © ®
2. Short Video / ‘ 4. Success story 6. Nudges &

Teaser 2 or testimonial 4 reminders 6
A quick clip or Show someone who Follow-up
animation showing benefited from the notifications,
the “WIIFM” (what's in program to make it ganiiicaRombagges,
it for me). real and relatable. Or progress prompts.
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MOMDAY MYTHBUSTING

n term s ef

VETTECH STYLE SPECTRUM

WHAT ARE
THE BENEFITS?
PNAP s

FOUNDATIONS

yal Canin Ny ‘ | p—

PNAP Campai

Lq u n c h A — & The Journeytoa
Healthy Weight
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The final day. The digital landscape fies invad
wity test, Here are some clues you can find the

. Where haaming Lo s, 50 des a clue In the
. Homee is where the heart i
nited oo 3
ntentHub, an image hides a sec
chal, &
Fracing your mo

A, Where our mission,
10, The final sticker, not
! . the hunt is done!

Let the hunt commence. for the last time. Good k

NM"( the profi
Matob ' L |

Cyber Ni

m afar and now it's 2 .| can see you're comfortable with your digital ways of
J really knew what thre . o5 you have? Lets find out

N -
a A

Suitably terrifying and engaging!

Launch
Campaign R

Neet the profi
Big Player

Use mo
wanted you toc knaw
Iowie werer Lhe

cool way to get interested in leaming more. Lovely work well d

putting this together,
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O You have 5 minutes

In your groups discuss the
‘Design’ section of your canvas

Title Create a catchy, benefit-led name for your internal
learning campaign

Write one compelling sentence that answers the
‘WIIFM’ question for your audience

Hook

List at least four different channels you could use to

Channels promote your campaign.




Chapter Three - Deliver

| never could have done what
| have done, without the
habits of punctuality, order,
and diligence.

Charles Dickens. David Copperfield

[



initiative

Decide on your

Planning through

SN

NCY

Phase One is about
building enthusiasm and
giving learners a sneak
peak on what is yet to
come.

Establish the WIIFM and
drive engagement

N\

through communication. )

)

phases

\&/

Phase Two acts as a
continuation, where
concepts embed to bridge
the gap for consistency
and familiarity.

The learning should be
clear, concise and built

)

A~

&

Phase Three is all about
reinforcing, encouraging,
and the follow up to
embed the learning that
has taken place.

Remind them of the
narrative, and of their own

@'r purposg. )

(wy )
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+ 3 months

+ 2 month

+ 1 month

learning

Moment of

I - 3weeks ' - 2weeks ! - Tweek

- 4 weeks

A campaign of small wonders.

¢ [SUuUDYO

ONINYVI1
3400

L IBUUBYO

D
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O You have 5 minutes x

In your groups discuss the
‘Deliver’ section of your canvas

Create a launch plan for your campaign using the
chart provided

What is one surprising or bold idea that you could
launch and deliver in your campaign?




Chapter Four - Deduce

When you have eliminated
the impossible, whatever
remains, however
improbable, must be the truth

Sir Arthur Conan Doyle. Sherlock Holmes “The Sign of Four”

[



Bookmark

If you could measure
anything, no matter
how ambitious, to
prove the value of L&D,

what would it be?

(=)



Matobo Cyber Ninja Campaign

94% 89% 7

Engagement Competition Channels
across socidal completion targeted across
channels through LMS the campaign

We must show that the
marketing and learning worked

150% 97% @ 74%

Increase in Increase Reduction in error through
veterinarian sign up (from 47%) in campaign awareness
for PNAP confidence

Royal Canin PNAP Campaign Client A
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O You have 5 minutes x

In your groups discuss the
‘Deduce’ section of your canvas

How will you collect the data for the metric you

Measurement identified in 'Discover'?

Who are your key stakeholders? What is the key
message you will share with them to prove value?

Reporting




Epilogue

Stakeholders L&D Learners

NEED — = \WANT

“something that is
required for survival”

“something that is
desired for fulfilment”

© Omniplex (Group) Ltd. | 34 OL



Epilogue

Everything must have a
beginning, and that
beginning must be linked to
something that went before

Mary Shelley. Frankenstein

[



o

What we cand
right now...

Brand learning as a product Create buzz & anticipation

Promote the “WIIFM"” Choose the right method for delivery

Use multi-channel communication Sustain the message
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