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development, and global expansion.  He 

currently works with DTCC Learning as a 
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About DTCC 
Learning 
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fast-track training for DTCC customers of 
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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 òsocial learningó, 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 Corriganõs 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 organizationõs 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 departmentõs 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 òIf you build it they will come.ó  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 òfindó 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 youõll 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 

Todayõs 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 òattractiveó to your target audience.  

Original content pictures and visual aids using bright colors are literally òattractiveó, 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 donõt 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 òteaser questionsó or òteasersó. 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. 

  



 
 
7 

REGULARITY 

Efforts should be made to publish content regularly to each audience segment according to that segmentõs 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 organizationõs 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 organizationõs 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 òsocial market 

makersó 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. 
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