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Maximizing Learner
Engagement: Designing

for Emotional Impact

Part of Leaming Technologies Group plc



Introductions

Working with you side-by-side, every day

Laura Barrett Rich Calcutt

Senior Learning Senior Learning
Consultant Consultant and Games
Specialist




What do these people have in common?




Question

VWhat was a recent engaging
experience you had?
VWhat made It engaging?



So, what Is
engagement’?
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Outcomes

The Experience Equation
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Games /
gamification

Creating an Engagement Strategy

Experiential

: Classroom
learning

Animations lmmersive

Leadership Blended
endorsement learning

&

Campaign Social learning
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Question

What engagement strategy would you use to achieve these emotional outcomes?

Excitement Curiosity Social connection




Future Leaders Program Objectives

Recognising Equipping Creating a Building a

and fostering leaders with diverse talent competitive
high-performing essential skills pool in the workforce to
and high-potential for the future leadership unlock the full
individuals. of the business. population. potential.



Carefully
Tailored for
Busy High
Performers
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Sequenced to
allow time for
knowledge transfer
and reflection.
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Designed for an
eight-month period,
with additional learning
to be completed at the
learners’ own pace.
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Around 10 hours of
asynchronous learning
per month.

Informal, cohort-based
model for a dynamic
learning environment.




Program
launch

Building
excitement
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Creating
Your presence

5GP

12



Experience

- Challenging business
simulation game

' RS VIEW RESTAURANT

: @® YESTERDAY'S SALES

§$6,110.06

- $238.90

- Data driven decisions

- High degree of freedom

2 STEPHANIE MULLER
VIEW STAKEHOLDER

GROUP ACTIONS
AVAILABLE

Admin

~
AVAILABLE '
End day
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Outcomes

Restaurants achieve
performance KPIs

Restaurants improve over
time and make
iImprovements proactively

Context

Empowered, data-driven
consultants make better
decisions

Consultants who build
great relationships create
better restaurants

Audience

New to the business, and
veterans

Competitive and time poor
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Screen ID: Screen |D: Screen ID:
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90 restaurant-dashboard HOURS 90 visit-activity end-of-day-profit
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Emotional Outcomes

Empowerment Challenge Novelty

"It's given me the
confidence to use data to
make decisions to support
my clients.”

"| really had to think hard “I've never learned like this
about every choice | before — it's a brand-new
made.” type of experience.”

Frustration Reward

“The way | normally do

things isn't working...| “It's so satisfying to

need to try something perform well in the game."
different.”




Should we always
design for maximum
engagement’?



Engage Responsibly

[REASURE)

Get Tinder Plus

1 Free Boost A Month

Skip the line to get more matches!

L ]

6

months

SAVE 40%

SAVE 53%

$2799 | $17.99

CONTINUE N
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Not Everything Needs to be Engaging




Shallow vs Deep Engagement

Shallow engagement Deep engagement
Trivial, fleeting Meaningful, lasting
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Poll Question

Have you ever used
“passion projects” as
a vehicle for highly
engaging learning?




T

A passion project Is something you do
because you believe In it and feel connected
to it at an emotional level. It stretches beyond
your normal line of duty and is in line with
your interests and core beliefs.
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Passion Projects

Talent

development

Passion projects
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Five Top Engagement Tactics

@ Consider outcomes, context and audience.
@ Connect with your learners’ emotions.
Ensure engagement strategies complement learning objectives.

Be purposeful with efforts to engage.

Work to achieve deep engagement; don't settle for shallow.

Y (B
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Questions?
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