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Where is the DISRUPTION coming from?
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https://youtu.be/SCGV1tNBoeU
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Training Industry Trends from the Disruption
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Specific 
Example

Description Declining Trend Emerging Trend Relevant Macro 
Trend(s)

Appification 
of Learning 
Platforms

New technologies are 
providing a spectrum of 
learner-centric 
experiences.

Large single platforms 
expected to meet all of a 
learner’s needs e.g. LMS, 
LCMS.

Learner centric approaches are 
using a range of “app” 
platforms to meet the end-
user’s needs. 

• xAPI opening up the 
architecture

• Large systems failing to 
deliver learner-centric 
experiences. 

Uberization 
of Content
and Services

A marketplace where a 
pool of providers are 
matched to an on-
demand need..

Large catalogs of content 
and general staff 
augmentation are being 
challenged,  

Demand for a vetted pool of 
agents to complete work on 
demand and/or competitively 
bid work.

• Rise of “gig” economy.
• Routinization of tasks.

Microtization
of Assets

Smaller learning assets 
can be assembled on 
the fly to provide 
personalized or 
adaptive learning 
experiences.

Larger, single-event 
learning experiences are 
being requested less e.g. 1-
hr.  WBTs, 3-day ILTs.

Demand for smaller assets that 
can be deployed across the 
organization, across 5 
Moments of Learning Need, in 
a more learner-centric manner. 

• Technology
enhancements.

• Increasing need for 
personalization.

Pervasive 
Learning 
Systems

Learning systems that 
blend approaches and 
technology to create 
experiences that cross 
the formal, informal and 
social points of 
performance. 

Larger, single-event 
learning experiences are 
being requested less e.g. 1-
hr.  WBTs, 3-day ILTs.

Demand for richer learning 
systems. Larger campaigns and 
dynamic experiences. 

• Technology
enhancements.

• Increasing need for 
personalization.

• Increasing job/role 
complexity.
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What is a Digital Learning INNOVATION CENTER?

A physical or virtual 
space where a learning 
organization can: 

• Explore

• Innovate

• Refine 

without disrupting 
critical day-to-day 
activities.
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BENEFITS of Innovation Centers

• Sustainable approach

• Effective response to 
disruptions 

• Shorter times between 
idea and execution

• Cultivating innovative 
solutions moving the 
organization forward

• Increasing idea potential 
while simultaneously 
decreasing its risk

• Productive innovation with 
fewer negative disruptions 
to day-to-day activities 
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5 Innovative BEHAVIORS

5 key, research-based 
behaviors that are core to a 
5-step innovation process:

1. Observing

2. Questioning

3. Networking

4. Experimenting

5. Associating
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5-STEP Innovation Process

1. Discovery

2. Refinement

3. Experimentation

4. Reflection and 
Sharing

5. Integration
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Types of INNOVATION 

• Demonstration

• Exploration

• Test and Learn

• Pilot
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Innovation EXAMPLE
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Innovation EXAMPLE
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Innovation EXAMPLE
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How to Get STARTED

1. Engage a cross-functional team.

2. Ensure resources and 
accountability for success. 

3. Document current innovation 
activities. 

4. Create a rolling learning 
innovation plan. 

5. Implement a process for: 
• Prioritizing activities
• Conducting experiments
• Documenting results

6. Publish and share the findings 
across the organization. 

7. Drive operationalization of the 
innovation. 
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Closing

L&D organizations need to:  

• Continuously adapt in 
order to remain relevant.

• Shift key mindsets both 
within themselves and with 
their learners.

• Develop the skill to identify 
trends and signals earlier.

• Get better at determining 
when to shift.

“It is not necessary to change. 
Survival is not mandatory.”

—W. Edwards Deming



Questions & ANSWERS
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