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SCOPE STATEMENT 

The strategic goal of this paper is to promote social media technologies as a valuable tool in the instructional design/adult learning 

industry. It departs from other contributions to the field in that the focus is not “social learning”, but rather how social media can drive 

the learning process.  I hope this paper informs and elevates the discussion on the rapidly evolving spectrum of social media 

opportunities available to the industry.  Where relevant, I offer actions and recommendations, as well as a strategic perspective for the 

industry, thought leaders, policymakers, and other key stakeholders globally. 

This paper is derived from Bill Corrigan’s subject matter expertise; member feedback; engagement with learners; global training 

experts; and other primary and secondary sources.  I extend a special thanks to all DTCC employees who helped inform this paper, 

especially Michael Berry, Barbara Edwards, James Gilchrist, Kaliym Islam, Roger Roess, Marcus Smith, David Wong, and Cheryl Zak. I 

also recognize partners, members, stakeholders, and all other social media professionals and academics around the world for the vital 

work they are doing to advance the field of adult learning. 

I recognize that rapidly evolving hardware and software technologies and the dynamic nature of social media processes require me to 

regularly update this paper.  To that end, I welcome and appreciate feedback from readers to help inform future iterations of this 

white paper. 

This white paper should not be regarded as a definitive or exhaustive description of the social media that I or any of my related 

partnerships or businesses are currently managing or its social media or adult learning framework and activities.  Nothing in this white 

paper shall be deemed to impose any obligations on any party that are not set forth in the existing agreements and contracts.  In any 

discrepancy between this white paper and the existing agreements, the existing agreements shall govern. 
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DISCUSSION OF KEY PROGRAM ELEMENTS 

OBJECTIVES 

The main objective of any organization’s social media presence is to create awareness of, and drive users to, the products, services and 

solutions offered by that organization. Similarly, the main objective of any training department’s social media presence should be to 

create awareness of, and drive users to, the learning solution content located in sites accessed via the World Wide Web and/or its 

learning management system.   The key driver for this activity is the belief that users who are able to easily access learning solutions 

will be able to learn more and thereby reducing operational risk, increase performance, resulting in met goals. 

 

Secondary objectives can include: 

 Supporting revenue-generating initiatives (marketing and provision),  

 Increasing customer satisfaction by giving users an experience that meet their expectations in other aspects of web usage,  

 Providing Just In Time (JIT) customer service, and 

 Building brand reputation as one of a world class learning and training organization. 

 

AUDIENCE 

The primary audiences for social media activities are both end-

users as well as executives and decision-makers at the targeted 

organizations.  For each audience you will want to define the 

objectives of your social media efforts to better craft messaging 

that will engage audience members to take the desired actions.  

For example, if you want end-users to learn how to perform a 

task you would want to craft a message that drives that 

audience to view materials about how a product or service you 

sell will help them perform that task more efficiently.  However, 

for the decision makers you want to craft messaging that speaks 

to the ROI, benefits and value gained if they purchase your 

product or service. 

However, social media offers tremendous opportunity to reach beyond your primary audiences.  These secondary audiences can 

include organizations such as potential customer firms, regulators, industry organizations, media, and schools as well as individuals such 

as job applicants and students. 
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FINDING YOUR AUDIENCES 

One of the first steps you will need to take in developing an effective social media strategy is to understand what social media tools 

your audience members are utilizing.  There are many academic research papers that provide the rationale for usage of different 

platforms and there is an overarching awareness of the most popular social media platforms and how they are used.  Entry into these 

most popular, current platforms used by hundreds of millions of users, such as Facebook, Twitter, and LinkedIn are turnkey and 

obligatory.  Establishing niche real estate in these via Pages, Hashtags, and Groups respectively will help you find like-minded 

audience members organically, think “If you build it they will come.”  However, when you want to find out just exactly where your 

existing customers are today you can use an arsenal of tools to find out such as surveys, focus groups, online polls, relationship manager 

questionnaires, help desk inquiries,  and contact list “find” features in the different social media platforms.   

There are also several tools that you can use to search out conversations that your customers are having and see what social media 

platforms that use.  Search engine searches are the most cost-effective way to look for what people are saying about your brand, 

products, and services.  Be creative with your keywords in your search and you’ll find conversations occurring in places such as YouTube, 

Wiki Answers, Yahoo! Answers, blogger, Twitter, Facebook, forums and comment sections of online magazine articles.  There are also 

many tools that act as aggregators that you can use that will search the entire web all at once for key terms and provide you with 

dashboards of the most recent conversations about your key terms.  

 

CONTENT  

As part of the strategy to drive learners to specific learning content, learning organizations need to identify and publish content eligible 

for public consumption.   

 

ATTRACTIVENESS 

Today’s web user can easily be overwhelmed with the amount of data they can subscribe to.  Often individuals belong to many 

different network groups and during the course of a year they may subscribe to hundreds of different affinity groups creating feeds 

that are filled with conflicting and competing messaging.  This creates a need for you to develop messaging that allows for two 

experiences your audience member may face.  First you should develop messaging that is “attractive” to your target audience.  

Original content pictures and visual aids using bright colors are literally “attractive”, they demand the eye of the viewer, and are more 

likely to release dopamine in the brain of a viewer, which in turns makes the viewer more likely to engage with those images and their 

accompanying text. Understanding what that image is to your audience is research you will need to undertake.  Are they more likely to 

be attracted to a physical person such as a model or celebrity?  Or are they more attracted to inanimate objects such as a red sports 

car or mountain range?  Or are they more attracted to a fictional abstracts such as a visual metaphor for a philosophy or identity?  If 

you just don’t know when you get started know that, for the most part, your audience will be attracted by what most humans are.  Fine 

tuning your online attractiveness may require some trial and error on your part if you cannot gain access to data explicitly showing 

your audience segments particular interests.     

Another was to attract users to engage is to ask questions that are thought-provoking and open ended in such a way that makes the 

user want an answer that can be had by clicking on an accompanying link.   Statements can work as well if they are vague enough to 

strike a question in the head of the viewer.  These are commonly referred to as “teaser questions” or “teasers”. Whatever you write 

make sure it is encoded in the language that your viewers will be able to decode when they see it.  Write to them. 
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REGULARITY 

Efforts should be made to publish content regularly to each audience segment according to that segment’s needs.  You need to know 

your customers in order to best understand what will attract them into conversations and action with you. 

 

All content should be consumed via the learning organization’s on-line presence to ensure a consistent, proper customer experience.  In 

an effort to provide users with as much a controlled experience necessary, unless there is a customer-specific need, training 

professionals should attempt to remove the reliance on the social media networks to publish content.  For example, you should use 

YouTube to publish a teaser video or an ad video that will direct users to your organization’s website where customers can experience 

the full value of all training and cross-training learning solutions. Training professionals need to update their websites and learning 

centers to allow for robust user sharing of content: users should have the ability to share and like each unit of content, subscribe to all 

pages and feeds, and follow or like each online presence.  These capabilities create a reinforced series of loops back to the learning 

content which further reinforces desired behavior to visit on-line assets directly.  

Bottom line is that all of your instructional designers should understand the social media consumption requirements when they design a 

learning solution and take into account the work required to develop the messaging for the audience segment that will consume it. 

NETWORKS 

Firms should leverage the most popular social media networks.  For example, Facebook, Twitter, LinkedIn, YouTube, and Google Plus.  

Network channel usage should be scaled to match where users are active as opposed to trying to be market makers.  However, you 

may be positioned in such a way as to determine a positive ROI in developing your own social network.  Or, you may have some 

regulatory requirements that force you to utilize a less popular social platform.  In these events you will need to be “social market 

makers” and campaign to get people to split time from the more popular networks to yours.  This is effort that should be avoided if not 

at all necessary.  Unless you build a better mousetrap, go to the places where your customers are already comfortable in having 

conversations and engage them there. 

 

 

Learning 
Centers with 
Social Media 
Functionality

Active Users
User 

Community 
Sharing
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NETWORK FUNCTIONALITY  

When selecting which networks to engage over it is important to understand the functionality of each – what it is best at, what 

behaviors it encourages.  For example, LinkedIn provides users with the ability to network based on their professional profile.  It allows 

for an extensive, detailed profiles, groups, and corporate presence.  There is limited sharing functionality compared to, say, Facebook.  

Facebook allows for an enriched original content sharing with open and closed user groups.  It is a mobile and media rich network that 

allows you to create pages for topics without limitation.  Twitter allows for micro blogging, picture posting, and conversations tracking 

and has very limited applications compared to LinkedIn and Facebook.   

Understanding what a network does, what need it fulfills for the user will give you an idea what your customers will expect of your real 

estate on that network and you must perform appropriately.  One key element that you need to flesh out is what resources you have to 

engage with customers on social media platforms.  This is key because if you allow customers to contact you via comments, replies, or 

contact forms, they will expect a response.  More and more users are expecting real-time responses and services.  You need to either 

ensure the ability for a real-time response or set the expectations of your customers that they will receive a response, when, and how.  

Many social media platforms have the ability to shut off comment and reply functionality.  This should be utilized wisely. 

 

BRANDING AND IDENTITIES 

When you establish any social media presence one of the first things you should do is clearly articulate your vision and mission on your 

selected social networks.  Once you do you need to remain true to that vision and mission in all of your subsequent conversations and 

engagements with customers. All published content should reflect and reinforce that vision and mission as well.  

ONLINE IDENTITY 

One key aspect of social networking is there is very limited control over identity.  Organizations, like people, need to adjust their 

identities to match the social mores, habits, language, and overall culture of the networks they belong to.  A learning organization is no 

different.  When adult learners engage with a learning organization, they shift their view of their relationship to from customer/vendor 

or employee/employer to that of student/teacher.  This relationship, while taking many different forms, has underneath it a constant 

process and belief – “as a student, I will give my time and effort, as a teacher you will give me guidance and knowledge.”  That 

special mentor/protégé relationship, that all humans are conditioned in remains constant regardless of what subject matter is being 

taught, the cultural framework within which it lays, or the manner in which it is delivered.  As such, learning organizations may need to 

deviate from the very controlled parent organization culture in order to be successful.  For example, if your learning organization is 

part of a company that is seen as strict, rigid, unforgiving, then your identity will need to be more approachable, fair, and 

compassionate when compared to the parent brand.  On the other side of the coin if you belong to an organization that is known to be 

silly, funny, or loose with controls than you may want to make your learning organization’s identity seem more controlled, organized, 

and disciplined.   

IDENTITY GRANULARITY 

One tactic for you to take into consideration is the level at which your organization will engage with your customers.   

How will you present your organization?  Will your online presence be that of a logo that “talks” in the third person?  First person?  Will 

it be the actual identities of your staff?  Or will you develop a persona?  A talking gecko maybe? 

PERSONAS 

If you ask learners to imagine and describe their ideal teacher they will conjure up maybe different types of people.  Some will recall 

a gentle, caring matron.  Some will imagine an illuminated and engaging, rapid- talking teacher in a white lab coat at a table in front 

of a large, enrapt class performing experiments with fire and bubbling flasks of colored liquids.  Others still will picture a white-haired 

professor surrounded by mahogany shelved books and ivied walls.  There will be these and a dozens more.  Now look around your 

organization.  Do you have any of those people working there?  Maybe so.  Maybe not.  If you do then you can leverage that trainer’s 

real life identity and persona right away.  A quick win.  However, the risk to that is if that employee leaves your firm then your 

learner’s experience will plateau where that persona leaves off and no subsequent learning materials will match it exactly.  It will 

become dated instantly.  One way to avoid this break in continuity is to create “persona trainers.”   
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In marketing and instructional design we take a look at customer personas.  These are virtual customers that represent a “type” of 

learner group.  For example, you would market to or design learning solutions for a group of risk managers from Shanghai who are 

Ph.Ds. differently than for a group of Swiss wealth managers or New York based fixed income operations new hires fresh out of 

college.   If we look at these groups and aggregate their personalities into one representative individual we would have what we 

called a “persona” for that group.  If that customer persona could talk it would tell you exactly what kind of teacher and what kind of 

training it would be most receptive to.  And it can talk because you’ve collected that data on each audience segment.   

These are the training personas that you can craft and present to your audience segments in the social media space.   

Your personas should have well-defined attributes that will provide a consistent experience to your customers.  A big benefit of 

personas is that they never leave you unless you retire them.   

One thing to note about personas is to make sure that you design your persona to be recognized as such.  In fact, trainers can immerse 

learners more rapidly by employing cognitive estrangement to engage willing suspensions of disbelief.  If you have learners who 

engage with an online persona you have a group that is willing to accept the implausibility of complex, abstract concepts which allows 

them to be open to learning new concepts.  It should be clear to your audience that a persona is not a real person that they engage 

with.  In fact, it may be illegal in your jurisdiction to present a persona as a real person.  Learning organizations should always check 

with their organization’s policy on creating personas. 

VISUAL IDENTITY 

Training organizations should leverage the identity assets of parent organizations where possible.  Many organizations develop their 

visual identity over a carefully orchestrated history that has become part of the customer psyche.  They recognize, identify, and express 

feelings about a brand.  To the extent that any of those elements benefit your mission then you should leverage those elements and 

build the rest to fit the overall brand.  To go “off-brand” can create confusion, incongruences, and instability in your customer’s mind 

around who you are and your message and may, therefor, ignore you. 

 

INDUSTRY COMMUNITIES  

Training professionals should actively participate in on-line communities for their industry to monitor trends, define opportunities and 

promote their learning assets when feasible. For example, a trainer in the financial services industry may want to have a presence in 

fixed income, wealth management, and credit default swap on-line forums and communities.  The presence can take form of a sub-

brand of your learning organization or it may come in the form of employees or personas that can become recognized as the subject 

matter expert in that community. 

  

STAFF AND TRAINING 

Your training organization may find some low hanging fruit in the form of socially active staff members who are key actors of networks 

that are key nodes of established customer conversations.  These in-house, customer-recognized “experts” can help set the example to 

the entire staff on how to engage customers.  Woven into your staff’s development plans should be the ability to increase their capacity 

to publish, and initiate discussion around, content. As a learning organization’s social media program matures, its instructional designers 

and learning product developers should have a defined, designated resource they can engage at regular intervals for administrative 

and technical support.  A truly mature social media program will employ resources to engage at the organizational level to coordinate 

and implement strategic or cross-over activities, monitor social media program effectiveness, and provide actionable data to the 

learning organization’s decision makers (see “Measuring Success”). 

These resources must be able to identify appropriate content for their target audiences and actively engage in customizing that content 

for all of the networks that their customers leverage.  In addition to these resources, all members of the training organization should 

play a participative role in the social media space, (e.g. – LinkedIn discussions, comments, etc.). (See “Interactions”) 

The time required for learning how to use these platforms is minimal and expertise can be gained within a short amount of time 

depending on the talent available and the level of participation expected.   
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INTERACTIONS 

Monitoring of all social media networks should be a task woven into your regular operations.  Once you have identified regular 

platforms where customers hold conversations about you or your products and services you should set up a schedule to monitor these 

places regularly.  Often times a network provides the ability to create alerts or digests that will outline when particular topics are 

discussed.  Doing so allows you to engage with customers and provide customer service, cross-sell products and monitor and moderate 

comments.  Both direct and indirect questions and comments should be identified and handled by an assigned subject matter resource 

and/or escalated as appropriate.    

DIRECT INQUIRIES 

You should treat direct questions to your account or profile just as you would an email or phone call to your main email account or 

hotline.  Depending on the topic or the level of reply required you may choose to answer privately. However, always give a best effort 

attempt to leave a note with a direct answer or that you will answer them via different means. 
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INDIRECT CONVERSATIONS 

On many occasions you will find users posting general questions about a topic related to your organization or product or service.  For 

example: 

 

Seeing this gives you the opportunity to fix what is perceived as a problem. 

 

You will also have the opportunity to clarify any misinformation with a plausible explanation of what customers are experiencing:  

 

When your customer realizes that they are dealing with a responsive person they will engage you to help solve their problem: 

 

Only when they do can you actually solve their problem: 
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CUSTOMER SERVICE 

Providing customer via social media is a novel new customer experience which has a very niche market that requires the right blend of 

client support availability, customer engagement, and scale.  You should consider factors such as time zone location of customers versus 

staff, complexity of frequently asked questions and respective response times and the sensitivity of customer needs. 

 

CROSS-SELLING 

When monitoring social media networks and channels it is easy to find large audience bases out looking for solutions to issues they are 

having.  Searching for terms and keywords about the value of your products and services will help you pinpoint, very rapidly, those 

people.  Most platforms will make it easy for you to point a customer in the direction of a revenue generating solution for them to 

purchase. 

MANAGING MISINFORMATION 

From time to time you may find misinformation or disinformation about your organization, product, service or any other fact relevant to 

your business.  When you do, if there is a way that one of your learning solutions can clarify any confusion or refute an incorrect fact 

then you have a duty to do so.  Of course people have a right to their opinions and you should never engage anyone that you perceive 

is “trolling”.  You are correct if you provide a link to content that is factual and correct with a simple line that states “Maybe this can 

help clear things up…”  If a user ever becomes hostile you can simply block that person from future engagement.  

 

APPROVAL AND BUY-IN 

As with most learning initiatives, buy in is critical to the success of your social media program.  In addition, these activities should be 

embraced and leveraged by your internal process partners as well.  Your training organization can build trust by going to great 

lengths to ensure that all activities comply with your parent organization’s overarching policies and procedures, such as any Social 

Media Policy, Data Classification, and Code of Ethics.  In order to maintain that trust, and to provide a steady and orderly flow of 

high-value content, it is recommended that attempts are made to codify and schedule any social media activities as possible.  Your 

social media activities, both actualized and planned, should be shared with your process partners on a weekly or bi-weekly basis.   

Ideally, you would include all your organizations stakeholders, in your social media activities. 

In order for this to succeed at the training departmental level you will need to also ensure that all departmental leadership and 

stakeholders agree with these strategies and have the resources to implement the tactics required to implement them. 

 

MEASURING SUCCESS 

Initially, much of the effort for establishing a social media presence will be focused on developing an online identity, building buy-in 

internally with organizational process partners, determining where your customers are, network functionality, and feature management.  

There will be a tendency to capture the nature of these activities which will drive your immediate method of measuring success.  

Typically those measures keep track of activities around volumes of content posted to the networks as well as individuals who have 

opted to subscribe to feeds in your networks. While there is some value to these measurements (they help you to understand your 

“productivity” and the size of your direct audience), these measuresment provide little “actionable data” to help you determine which 

aspects of your social media strategy are truly successful and which need to be alterted for better impact.    
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DTCC Learning conducted extensive research around how to best implement and measure an online social media strategy.  Most of this 

information we received from social media experts focus on a traditional retail POP operation.  Training organizations will have to 

adjust their social media activities to better reflect their business models, which should be to attempt to correlate efforts on the 

availability of users to access and share learning solution content.   Learning organizations should focus on two sets of metrics that will 

make up their Learning Customer Engagement Index:  (1) Social Media Engagement which will provide Learning management with a 

snapshot of the health of the functional activities of the social media team such as posting to each social media platform regularly, 

attracting new followers, and answering direct questions, as well as (2) Learning Asset Platform Engagement which track trends around 

actual learning solution usage such as number of new registered users, page hits, duration of stay, and product and service purchases .  

Through these two sets of metrics, the Learning Customer Engagement Index can help the learning organization accomplish two goals: 

first it can proactively adjust its social media strategy based on trends.  Secondly it will allow them to derive an overall performance” 

z-score” in how many engagements occur each second/minute/hour.  For example, data for any given week should be able to show 

that your Learning organization engaged x customers per second or x(60) per minute or x(60)(60) per hour for every hour of social 

media engagement we performed. 

 

EXPANSION 

Once a foothold is achieved by your department for social media activities and you are able to measure customer engagement and 

response there should be plans to expand your social media presence by adding channels that cater to the specific audience segments 

as required by customers. Similar to what learning organizations already do with their self-paced, just-in-time and instructor-led 

training activities, ongoing evaluation should be performed to identify which social media platforms and activities should be continued, 

which should be retired and which should be explored for future deployment.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


