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-~ Creating a Compelling
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The opportunity for L&D NOW
What a value proposition is & why it matters

Crafting your value proposition

STRATEGY "’H

BUILDERWE

by Learning Uncut

Access to resources

will be provided
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Shifts in learning strategy

To what extent do you
feel L&D has
contributed to your
organisation’s success
in the past year?

What is your biggest
contribution to your
organisation in this
& period?




Weve seen two years’
worth of digital
transformation occur in
two months.

Satya Nadella
Microsoft CEO

https.//www.microsoft.comy/en-us/microsoft-365/blog/2020/04/30/2-years-digital-transformation-2-months/
Image source: https.//www.theglobalindian.co.nz/why-satya-nadella-is-good-for-microsoft-top-job/




' Gad

s&# The window is still open ....

L&D in the strategic driver’s L&D’s seat at the C-suite
seat as change makers table is secure in 2021

% of L&D pros globally who agree that L&D has a seat
at the executive table

66%

of L&D pros globally agree Learning and Development is
focused on rebuilding or reshaping your organization this year

100% —¢ ' —

of L&D pros globally who agree that L&D shifted from == / =5
a “nice to have” to a “need to have” in 2021 S / P
24% —

March 2020 June 2020 March 2021

https.//learning.linkedin.comy/resources/workplace-learning-report/download-report



Why craft (or refresh) your learning strategy?

| Ay Alignment
[ ( '?f | Engagement
{¢ * A v Prioritisation & focus
A <~> BN Build credibility
, Create & demonstrate value

Ty gé&

~ fwhy NOW?7?

Consolidate & leverage

recent shifts — while the
window is open
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E.? What is a value proposition

A statement that defines
F the benefits that your Q
D product or service
Alleviates PAIN !?L_rOViﬁleS and NOW you do  [EG e eNseINIY
it we

People will WANT to engage
with @ COMPELLING vision



@ Evernote

Accomplish more with better notes

Capture anything

Add more than text to your
notes, including photos,
files and to-do lists.

https.//evernote.com/

Keep it together

Create a personal space for
all your most important
ideas and information.

)

Find it fast

Get the right note, right
away with powerful search
and keyword tags.

Evernote helps you capture ideas and find them fast.

v

Take it anywhere

Sync your notes to all your
devices so they stay with
you, even if you're offline.



Short links, big results

A URL shortener built with powerful tools to help you grow and
protect your brand.

@&
' 29)
v
<§ T 5
Bitly 101

World-class link managemen

Bitly helps businesses shine by transforming their links into powerful tools for
marketers and customer support teams.

N\ ¥
»

*

Get a Quote

https.//bitly.com/



Consider it done.

From house painting to personal training, we bring
you the right pros for every project on your list.

https.//www.thumbtack.com/



Citibank

Be More




Developing
Technical
Excellence

SUPPLY CHAIN

CCA 702010 v

COCA-COLA AMATIL DEVELOPMENT




Farmers Mutual Group

PROVIDING A

WORLD CLASS

EMPLOYEE EXPERIENCE.
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Hallmarks of a good learning strategy

Desirable Do people want this?

Will it create

Can we do this? | ~=- -0 < business value?

Adapted from https.//crowdfavorite.comy/the-value-of-balancing-desirability-feasibility-and-viability/ &



HOW
WHAT

What has made learning
compelling in your organisation?




Who is the value proposition for?

&

Our
people

I am encouraged,
supported and equipped to
develop myself
continuously, improving my
performance and career
opportunities.




Our
people

Who is the value proposition for?

.

®®®

Our
managers

I lead a high performing,
well-engaged team that
delivers strong results
and readily adapts to
change.




Who is the value proposition for?

2
@e®

Our Our
people Mmanagers

people by providing a dynamic work
environment that encourages risk-
our taking and innovation, allowing us to

leaders grow in a rapidly changing market.

N % I attract and retain high caliber




Who is the value proposition for?

2
@e®

Our Our
people Managers

N — % I am a valued business
Txf Qp partner, equipped and
supported to make an
our Our L&D impact in my organisation.

leaders people



E.; A compelling overarching value proposition
- 0 fr)~’ -
®B®® ’J §
3 ,
O Our
peouprle managers Be More ':\,”,’f
S=N
L o) ) i \\.
Our Our L&D |

leaders people
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E| E I = B AN e
Copy Apple pie Ivory tower  Blindfolded Lego blocks  Outsource
someone

else’s



STRATEGY K™
BUILDERE”

by Learning Uncut
Project management

M3IASY
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E,"‘ 3. Implement

DIAGNOSE STRATEGISE IMPLEMENT

Change management



STRATEGY K™
BUILDERE"

by Learning Uncut
Project management

Understand your industry

context, business strategy, .
current state of learning in the
organisation and benchmark .
L&D.

e & s
STy

MIIADY

&"‘ 3. Imple_'me‘nt‘

(D)
R
(@)
1S
©
&
&3

DIAGNOSE 77 r et as s e . STRATEGISE

E:E 4. Sustain

Change management



DIAGNOSE

Project management

Derive the value proposition.- 7
for learning in your . G
organisation and develop an ' -
L&D strategy to deliver this.

»‘//\* A W4
4

Change management

STRATEGY K™
BUILDERE"

E“ 3. Imple‘ment,

IMPLEMENT _

B:-E 4. Sustain

SUSTAIN

by Learning Uncut

MIIADY



Overcome biases
Bring the outside in

Inform strategy design

Create compelling value proposition
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s Create a research plan

What do we
know?

L=

Organisational
context

L&D team

Managers &
Leaders

Our People

Learning ecosystem

Industry practice

What do we
need to
know?




Research focus for value proposition

Mindset
Behaviours

Enablers
Barriers

Our
people
®
——
®®®
Our

managers

Our
leaders

Engagement / pulse
data

Workplace visits
Survey

Focus groups
Human-Centred Design
(HCD) interviews /
workshops

External benchmarking




' Gad

s Capture insight in personas

Goals Motivators Pain Points

©)

« Performing at my best

Needs &
Insights

« Developing my career
« My learning




Ay

J

Gain

Learnir Creators
* Appl

e Serv E
 Proc D

Pain

Shape a Value Proposition

Relievers

Value Map

Adapted from. Value proposition canvas via @strategyzer.com

Value Proposition
Statement
Stakeholder Profile



I can safely provide high quality patient care on shift a
prepare for promotion on a learning roster

~—Supports safe care . Tcan

provision in C

5 moment of need N can re|y on my
v » Accessible to all colleagues =
« Embed * Preparing you for Safe - I can compete for =
performan promotion patient ># promotion High-quali
support u care & @ patient care
 Resource por E career

I'm busy . Person_al

« Future pathways develop wellbeing &
with rostéred ¢ Doesnt add tc My ‘customers’ afety
learnirg time workload are always in my

« Efficient workplace
« Done during « “I'm often tired
working hours « I'm a-shift worker

on an hourly rate



E.; A compelling overarching value proposition

2
@e®

Our Our
people managers
9 &
Our Our L&D

leaders people



Creating a Compelling Vision for Learning

Resources: http://bit.ly/LUResources

‘ NZATD2021 CONFERENCE \

Checklist: 9 Principles for Creating a
Learning Strategy

e checklist to ensure your learnin,
strategy is set up to create value in your

STRATEGY K™
BUILDERE”

by Learning Uncut

hittp://bit.ly/LDStrategy




#MYLDWHY

Why do you work in L&D?

http://bit.ly/myldwhy

‘ . StoryTagger




