


So, You Need a 
More Effective 
Learning Platform?
How to source the right content 
and engage learners

Learning sits at the heart of people 

development. And transforming the 

workplace into a learning environment 

benefits everyone. 

You know this, and it’s why you invested 

in a learning platform in the first place. 

But a learning platform is not a learning 

programme… it’s only the vehicle to deliver 

one. You need to build structure around 

learning in order to ensure the outcomes 

you need. 

More than anything, you need to make 

sure that your learning programme is 

engaging and fun. If you bore learners, it 

doesn’t matter how good your platform is 

— your employees won’t learn.

Time and again, we see this mistake 

undermine learning and development 

strategies in businesses of all kinds, 

leading to decreases in retention and 

productivity. It’s why VideoArts was 

founded: to help businesses combat this.

So, how do you dust off your learning 

platform and actually engage learners? It 

all comes down to your content, how you 

provide access, and the ways in which you 

culturally encourage development.

“People learn nothing when they’re asleep 

and very little when they’re bored.”

— John Cleese: Founder, Video Arts
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Should you invest 
in learning NOW?

It’s an understatement to say 2020 has 

been disruptive to L&D. In fact, a survey of 

L&D professionals by The Fosway Group 

reported that COVID-19 has forced 94% of 

L&D professionals to alter their strategy 

— with 2 out of 3 agreeing that those 

changes will be permanent. 

This means thriving in the new economy 

will more than likely require an update to 

your skills training programmes and how 

they are delivered. 

Given today’s environment, that means 

shifting your training online of course. 

But successful learning in 2020 is far 

more than simply adopting a new tool. 

Technology opens the door, but your 

content is what drives engagement and 

real learning, especially when you are 

working remotely.  
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What this ebook 
will deliver

At Video Arts, we’ve spent the better part 

of half a century learning what it takes to 

create the kind of content that delivers 

more engaging workplace learning 

programmes. And here, we’re going to 

show you how to use what we’ve learned 

to build a more effective L&D strategy.

Specifically, we’re going to help you learn 

how to learn so that you can develop a 

learning system that your employees 

will be excited to use. But even more 

specifically, we’re going to help you learn 

how to do so in today’s environment. We 

are going to cover how to: 

1. Ensure easy, intuitive and 

personalised access

2. Provide engaging and 

relevant content 

3. Incentivise and reward development 

4. Make time for learning

5. Create opportunities to apply learned 

skills in the workplace

By understanding what creates 

positive learning experiences in today’s 

environment, you can transform your 

under-used learning platform into a 

central hub for business and personal 

development that will benefit your 

organisation for years to come. 

Let’s get started. 
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What is 
engaged 
learning? 
Fundamentally, engaged learning is 

learning that is done voluntarily, from a 

mindset of interest or desire rather than 

coercion or duty. It’s learning that feels 

relevant, fun, and convenient, rather than 

like Christmas with your in-laws. 

And much like improving employee 

engagement has been shown to 

increase organisational effectiveness, 

improving learner engagement is the key 

to improving the effectiveness of your 

learning programme.

Simply put, if you can create a programme 

that your employees actually enjoy, they 

will be eager to use it and will learn more 

in the process. They might not even realise 

they are “learning”!
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How to measure 
engagement

Engagement is a mindset, but it’s also 

a metric. In fact, it’s probably the most 

effective way to measure the impact 

of your learning programme. As long 

as the quality of your content is high, 

engagement directly demonstrates 

learning. To measure engagement, 

you can look at: 

• Total number of users

• Completion rates

• Active users as a 

percentage of the total

• The % of people who complete more 

than one course

• The % of people doing more than 

mandatory courses

These metrics will tell you how 

far-reaching of an impact your material 

is having on your organisation. They will 

also help you identify areas you need 

to improve. 

So what qualifies as quality content then? 

And how do you improve the metrics 

above that generate learner engagement?
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How to create 
learner 
engagement
So, you’re sold on engagement — but how 

exactly do you create it? 

We’ve spent the better part of a half-

century trying to figure that out. There is 

always room for improvement, but after 

years of herding cats, we’ve distilled what 

we’ve learned into four pillars that support 

engaged learning outcomes in any 

environment.

Pillar 1: The right topics

You’d think this would be a no-brainer. 

But it’s absolutely critical that the training 

you provide is relevant. This will help with 

engagement and ensure that you drive 

outcomes that are actually valuable to 

your business.

However, far too often we see 

organisations doing the educational 

equivalent of teaching office workers 

about deep-sea fishing. If not in the 

topics themselves, then most certainly 

in the timing in which they are presented 

(which for intents and purposes, is 

exactly the same thing). 
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How to pick the right topics

The key to picking the right topics is 

relevancy. And we’ve found that relevant 

topics usually fit three important criteria:

1. Topically relevant: Topics need to be 

relevant to people’s lives. This is critical 

to demonstrate the value of learning 

and motivating learning. For example, 

you probably remember classes at 

school that you thought would never 

be important to your life. I bet you 

don’t remember much else about that 

class. You don’t need to teach human 

resource teams about sales. Relevancy 

also makes it possible to put learning 

into action, which is a key part of 

knowledge retention. 

2. Appropriately timed: Learning needs 

to be aligned with learners’ schedules. 

That means making sure people 

have time to learn, and aligning new 

modules with opportunities to apply 

that learning in the real world. 

3. Supports business outcomes: In order 

to see the tangible results you want 

from learning, you need to make sure 

that training aligns with core  

business priorities. 

Choosing the topics that fit each of 

these criteria is actually pretty simple. 

Start by defining your goal and thinking 

about what skills employees will need to 

achieve that goal. Then, think about the 

order they need to learn those skills so 

they can get to work delivering results on 

their own as quickly as possible. 

“Relevance” is also a reason to provide 

learners with a degree of autonomy over 

what training they engage with, and when 

they engage with learning. 
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Pro tip: use a “skills 
gap assessment”

If struggling to hone in on the right 

topics, you can use a skills gap 

assessment. This is a structured 

method for analysing the skills staff 

currently have. What differentiates 

this from a more ad hoc approach 

is the application of tests, surveys, 

interviews, feedback from 

performance reviews to identify 

areas in need of improvement.



Don’t ignore soft skills!

Experts have considered soft skills to 

be even more important for success 

than hard skills for quite some time. And 

they’re not innate qualities like many have 

assumed. Research from MIT found that 

teaching them can have a major impact on 

productivity, even in situations you’d think 

they wouldn’t.

The importance of soft skills is only 

growing. Technology is changing how 

we work at a monumental pace. Remote 

working has further upended collaboration 

and leadership. Learning how to adapt, be 

flexible and forge new best practices are 

all critical. Critical soft skills made even 

more important today are:
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1. Communication: Though we have 

many digital communication tools, 

good, proactive, communication is still 

more important than ever when you’re 

not face-to-face.

2. Collaboration/Teamwork: Similarly 

to communication, working together is 

harder than ever now that things are no 

longer face-to-face. 

3. Emotional Intelligence: Good 

managers keep good people. And 

given how difficult 2020 has been, 

empathy is more important than ever! 

4. Persuasion: Managing upwards is more 

important than ever now given how 

volatile most businesses and industries 

are at the moment.

5. Adaptability: To say things are 

changing quickly at the moment is an 

understatement. It’s more important 

than ever to be able to roll with those 

changes.

This is far from an exhaustive list. But the 

point is, soft skills are absolutely essential 

to your success moving forward. 

Do not overlook them!
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Pillar 2: Convenience 
and personalisation

Choosing the right topics will help 

improve learner engagement by 

increasing the value of your content to 

your employees. But a second, equally 

critical part of driving learner engagement 

is about making sure that content is 

easy to consume. 

It’s part of what makes Netflix so 

successful… it’s incredibly easy to find 

content you’ll enjoy (and struggle to 

stop watching).

We’ve found making your content 

convenient means ensuring these 

4 things:

1. It’s personalised and on-demand: This 

includes both the content topic and 

how it’s consumed (it should be easy to 

pick up where they left off for instance).

2. It’s easy to access: Traditionally, 

learning has happened in a conference 

room or classroom setting. But in 

today’s world, it’s often accomplished 

through an online learning platform like 

an LMS or LXP (this is good).

3. Time to take learning seriously: If 

your team doesn’t have time in their 

day set aside to learn (or doesn’t have 

the support to do so), your content will 

never be convenient.

4. Rewards for engagement: Rewards are 

an important part of what makes certain 

software or mobile apps addictive. 

They are essential to improving learner 

engagement.
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Does your learning 
platform matter?

At least part of delivering “convenience 

and personalisation” comes down to your 

learning platform. You likely already have 

one, and there isn’t necessarily a reason 

to go out and buy a new one. However, it’s 

worth identifying some of the differences 

in the market.  

• LMS (Learning Management System): 

LMS is an older solution and typically 

creates a “top-down” experience. Users 

navigate a file/folder system to access 

prescriptive and curated content.

• LXP (Learning Experience Platform): 

LXPs operate like Netflix and let users 

engage in a more unstructured way. 

Users can create their own courses, 

and they often come with gamification 

features that help you create a reward 

system that drives engagement.

Pro tip: Although there are technical 

differences, a significant divide 

between an LXP and LMS is 

“strategy”. For example, if you let 

users engage with your LMS in an 

unstructured way, you can create 

the flexible experience an LXP is 

designed to deliver. Having a way 

to access learning remotely is the 

critical capability. Ultimately, your 

content and learning culture are 

much more important than the 

specific learning platform to overall 

engagement.
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Microlearning

One of the best ways we’ve found to 

ensure your content ticks each of the 4 

“convenience boxes” above is by using a 

concept called Microlearning.

It’s a bit of a buzzword at the moment. But 

microlearning is essentially the process 

of presenting content in small, bite-sized 

units that have just the right amount of 

information a learner needs to achieve a 

specific goal. 

Organising your content this way does 3 

things for you:

1. It reduces the barrier to entry: Since 

content is inherently shorter, it’s less 

intimidating to get started with. There’s 

a big difference between sitting down 

to watch a 20-minute video versus a 

3-minute video. 

2. It creates more relevant content: 

Since each content bite is reduced to 

only what your employees need to 

accomplish a task, it’s more useful 

to them.

3. It offers immediate application and 

feedback: Since your content is less 

intimidating, your team will be more 

likely and able to use it in the exact 

moment they need it. This gives 

them a chance to apply what they’ve 

learned right away, helping solidify 

their learning and also rewarding 

them with feedback (which reinforces 

their desire to use your content again 

in the future when they need it).

Sounds well and good in theory. 

But does it work? The research is 

pretty conclusive.

For example, Software Advice found 

that learning platforms which utilised 

microlearning features increased learner 

engagement by 50%. And the Journal of 

Applied Psychology found that breaking 

content into bite-size pieces actually 

improves the transfer of knowledge 

by 17%.

Simply put, microlearning is a 

powerful way to make your content 

more convenient and useful for 

your employees.

13



Even if you pick relevant topics and 

help learners consume it in the most 

convenient way possible, it won’t 

matter if your content is boring. 

Nothing kills engagement faster than dry, 

sterile content!  

Selecting or creating the right material, 

however, can dramatically improve 

engagement and adoption rates. 

In fact, in the 5 decades we’ve been 

creating content, we’ve found it has the 

biggest impact.

We’ll get into the differences between 

purchasing off the shelf content, creating 

your own, or hiring someone to create 

bespoke content for you in the next 

section. However, here is what you should 

be shooting for no matter what approach 

you take.

Pillar 3: The right content
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“All psychologists tell us, if you want 

people to remember something, you 

make it a little bit humorous and a little bit 

outlandish.”

— Terry Gillen, Consultant and Author

Research shows that humour activates 

the brain’s dopamine reward system, 

which engages the parts of our brains 

needed for critical thinking, creativity, and 

attentiveness. This means it can 

be a powerful agent for making learning 

more engaging. 

That extra engagement, however, does 

more than help people show up to have 

fun… studies have shown it actually 

helps people learn 15% more than they 

would otherwise. 

However, it’s important to utilise humour 

correctly in your programme if you want 

to see an increase in retention. 

Here’s what we’ve found works best:

1. Harness the 
power of humour 

1. Keep it “audience-appropriate”: 

Humour is relative. So to make sure 

it has the effect you’re looking for, 

you need to ensure your use of it is 

actually something learners will find 

funny (don’t make jokes kids will find 

funny if your audience is adults, etc.).

2. Inject, don’t pour: Humour works 

best in learning when you inject 

a little here and there, rather than 

dumping an entire bucket on the 

lesson. This keeps things loose 

and fun, without distracting from 

the task at hand. 

3. Timing is everything: Comedians 

are experts at knowing how and 

when to deliver punchlines to keep 

an audience on the edge of their 

seat — even throughout an hour-

long show. You’ll want to make sure 

any humour you use has the 

same effect!
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Storytelling helps with learning because 

stories are easy to remember. Your goal 

in every communication is to influence 

your target audience (change their 

current attitudes, belief, knowledge, 

and behaviour). Information alone rarely 

changes any of these. 

Research confirms that well-designed 

stories are the most effective tool for 

exerting influence. Psychologist Jerome 

Bruner’s research suggests that facts are 

20 times more likely to be remembered 

if they’re part of a story. Keep the use of 

story at the forefront of your mind when 

selecting content for your 

learning programme. 

People love video. In fact, it’s the 

preferred method of learning for over 

75% of employees. 

That’s likely because research shows 

our brains are able to process video 

60,000x faster than text. It’s just easier to 

consume than reading an article for 

most people.

There is still some debate about how 

video impacts retention compared to 

text — the research is inconclusive as to 

whether it actually improves how 

much people learn.

Either way, that research shows it 

certainly doesn’t detract in any way. 

So given that it’s the vast majority of 

peoples’ preferred medium, it’s  

safe to say that using it will only 

increase engagement.

Just use video. It’s really that simple.

2. Tell a good story 3. Use video. Period.
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The goal of learning (especially in a 

professional setting) is to be able to recall 

and apply what you’ve learned later. And 

a number of resources emphasise how 

interactivity can help you do this (the rule 

of 50/50).

However, it’s important to note that 

interactivity isn’t just about including 

games or the opportunity to regurgitate 

what you’ve learned. It’s about giving 

someone an opportunity to actually 

apply what they’ve learned.

4. Consider interactive options 

It comes back to timing and relevance — 

when interactivity is done well, it creates 

an opportunity to utilise what you’ve 

learned right away (this is another reason 

why microlearning is so powerful).

So if you’re considering interactive 

options, keep this in mind. You’ll get more 

from them if that interactivity encourages 

application, not just regurgitation 

or a game.
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While the three pillars above are 

absolutely crucial to driving learner 

engagement, we’ve also found that 

they only work if you’ve built the right 

environment around your employees 

as well. 

For example, your content could be fun 

to consume and easy to access. But if 

your team is so busy they don’t have 

time to use it (and your leadership team 

doesn’t encourage them to set aside time 

to do so), no one will. 

Pillar 4: Build structures 
around learning

(Note: this is why microlearning is so 

powerful — it helps your content fit into the 

attention span of your employees 

more effectively).

Without a culture that supports learning 

in addition to your platform/programme, 

your efforts will still fall flat. So to build 

an environment that encourages your 

employees to learn (and use your learning 

programme), you’ll want to focus on 

building the structures that help 

them do so:

18



1. Get leadership buy-in: Learning 

culture starts from the top down. 

Your leadership teams are the ones 

responsible for helping employees see 

the value in L&D. So it’s important to get 

their support for your objectives. Focus 

on showing them how learning helps 

them achieve their goals! 

2. Make time for learning: Set aside one 

day a month, or a few hours a week 

that’s dedicated to learning (and part of 

the workday). This demonstrates that 

learning is a priority. It also gets people 

started which is sometimes all it takes if 

your content is good (and convenient).

3. Reward success: Praising people 

who complete courses create social 

incentives to engage and improve the 

effectiveness of your programme. You 

can do this face-to-face, or publicly 

with leaderboards and other rewards 

systems integrated into an LXP.  

4. Prebuilt pathways: Although it’s 

important to let users direct their own 

learning (personalisation, ownership), 

you should also find ways to provide 

curated pathways that deliver skills 

training for specific roles. This will help 

you create “reward targets,” as well as 

help new learners get started quickly.  

There are numerous case studies 

that show how top organisations 

almost always have a learning and 

development centric culture. Don’t 

underestimate its importance!
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Sourcing the 
right content 
Good content (the kind that really 

improves learner engagement) is essential 

to your success. But you can’t just “will” 

good content into existence — someone 

has to create it, whether that’s you or 

someone else. And that takes a lot of work 

any way you cut it!

You have a number of choices when it 

comes to sourcing your content. And 

determining what is best for your learning 

objectives will depend on your budget 

and bandwidth for creating it. 

Let’s dig into what to consider 

and what might work best for your 

learning programme.
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You can and should create some content 

yourself. You can’t purchase a video of 

your CEO off the shelf after all, and 

there are some things that are company-

specific that need to be included in 

your programme.  

However, creating all of the content for 

your programme yourself is a luxury that 

many companies don’t have — one that 

most likely will not deliver the outcomes 

you’re after unless you really commit to it 

either (hire a video team, etc.).

First and foremost, building an internal 

team to create your own content is 

extremely expensive. You need to source 

equipment, acting talent, post-production 

talent, and more. And you need to know 

how to manage everything (and everyone) 

so that it all comes together effectively too.

This is a major task, and one that often 

becomes cost-prohibitive, even for the 

largest organisations. It’s why most either 

source ready-made content or hire an 

external studio to help them manage the 

content creation process for them (more 

on those next). 

However, the good news is, you can do 

more than you think internally simply by 

repurposing content you’ve created for 

other things. For example:

1. Webinars: Webinars often contain 

content that could easily be included 

in a learning programme, whether in 

full or in part. Finding ways to creatively 

reuse pieces of webinars is a highly 

effective way to create internal content 

quickly.

2. Recorded face-to-face training: If 

you’ve already conducted a full-length 

training and have it on film, it’s a great 

way to augment your new content. You 

can pull relevant clips from it to support 

the rest of your content.

There are other sources as well. So 

keep a lookout for any content that you 

might be able to repurpose into your 

learning programme. It’s an extremely 

cost-effective way to incorporate original 

content in your learning programmes.

Option 1: Create 
your own content
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The reality is, most companies will find 

a mix of both in house and externally-

created content to be the most 

cost-effective solution for their learning 

programme. And for externally-created 

content, you have two options: 

buy it “off the shelf” or have bespoke 

content made for you.

Option 2: Buy 
“off-the-shelf” 

We’ll talk about bespoke content next. But 

for now, let’s address what you need to 

know about buying ready-made content.
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Content providers have catalogues 

of material addressing core topics in 

engaging ways (us included). This offers a 

great solution if you can find the right topic 

addressed in the right way. 

However, that’s also where a lot of 

businesses struggle. 

Sourcing high-quality, ready-made 

content that’s also engaging is a big task 

(it’s likely why L&D managers spend more 

time doing so than anything else). And 

as a result, content often ends up being 

selected on learning objectives alone 

rather than on how engaging it is.

What you need to know

But as we’ve discussed above though, 

this won’t help you achieve your learning 

objectives or improve engagement 

— your content has to be fun if you 

want people to use it (and really learn 

something from it).

That’s why the key to success with 

ready-made content is the work you 

put in to select it. It has to be fun AND 

support your learning objectives. 

So if you’re going to buy off-the-shelf 

content, we recommend:

1. Don’t settle for less than what 

you need: Getting the right content 

is much more important than just 

getting content. If it won’t improve 

engagement, it’s a waste of money.

2. Looking at catalogues from multiple 

providers: This will give you more 

options to find the right content for 

each application.

If you’re unsure of what is going to work, 

find someone (or multiple people) in your 

target audience and see what they think. 

Chances are, if they find it engaging, 

others will too. And if you want a good 

overview of the kind options out there, 

peruse through our content library and 

see if you get any ideas.
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Given the challenge of finding 

high-quality content (or producing it 

yourself), bespoke content is often a 

strong choice for many companies. 

However, it’s not for everyone and requires 

more of a commitment than off-the-shelf 

content (and the right production studio) to 

get the most from it. 

In addition to supplying off-the-shelf 

modules, we’ve been creating bespoke 

content for over 50 years. Here’s what you 

need to know about working with 

a bespoke studio. 

Option 3: Get 
professional help!

Working with a bespoke studio helps 

you get exactly what you need without 

having to support the cost of an internal 

team to do so. It’s the easiest way to get 

the highest-quality content that improves 

engagement with the least amount of 

effort on your part.

That’s because working with a bespoke 

studio makes it easier to tailor every 

piece of content to your audience, their 

sense of humour, and the structure of 

your programme.  

Why hiring a studio 
might make sense 

It lets you optimise every aspect of your 

content for engagement and learning 

outcomes simultaneously (again, studio 

dependent — more on that in a second).

The downside is, it’s still much more 

expensive compared to purchasing 

content off the shelf (it’s also a bigger 

commitment). However, when results are 

your top priority, it’s by far the most cost-

effective solution.

24



Not all bespoke studios are the same. Nor 

do all of them offer the same flexibility 

today’s L&D best practices demand. So 

first and foremost, you’ll want to ensure 

that whoever you choose to work can. 

Here’s what to consider:

1. They offer the capabilities you need:

This could and should include their

ability to use humour in their content

(and that the humour they do use

would be funny for your employees). It

also goes without saying that

their primary content format should

be video.

2. Their approach is truly bespoke:

Some studios have a prescribed way of

doing things, where their approach and

methodology are “templated.” And it

may or may not work for your needs —

just be aware it could be a thing.

Additionally, we’ve always found 

that the best indicator of how effective a 

bespoke studio will be to work 

with comes down to soft skills 

(imagine that…). 

What to look for in a 
content provider

Does it seem like they’d enjoy creating 

your content for you themselves? If not, 

I’d be wary of how much fun their content 

would be for your employees.

Do they lead with the desire to listen and 

understand what you’re trying to achieve 

first (and then help you find the best 

way to do so)? Chances are that their 

content creation process is truly bespoke 

if they do.

And if neither of these things are true, to 

be completely transparent, you might as 

well buy something off-the-shelf. Get in 

touch if you want help building the right 

piece of content for your platform.
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Tracking 
results
Tracking results and recording outcomes 

are key to improvement. They are also 

key to justifying your investment to 

leadership and getting the funding you 

need to continue to improve 

your programme.

So once your system is up and running, 

you need to make sure that you check in 

on how it’s working. To do so, you’ll want 

to look at 3 different indicators.

As we’ve said, engagement is a mindset 

and a metric. And in both instances, it’s 

the most critical element to the success 

of your programme. Make sure to monitor:

• Usage stats 

• Completion rates 

• Active users as a percentage of the 

total population 

• The % of people who do more than 

one course 

• The % of people doing more than the 

assigned mandatory courses

1. Track engagement
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Although engagement is your main 

metric, you should also see direct 

outcomes across your business. Think 

about the business objectives you set out 

to improve with your L&D programme, 

and measure key metrics. You might 

expect to see: 

1. An increase in productivity: If your 

employees are better equipped 

to do their jobs, they’ll be able to 

accomplish the things you need them 

to more efficiently. 

2. A reduction in PIPs: Successful L&D 

should help reduce the number 

of employees on performance 

improvement plans.

2. Track outcomes 

3. Less turnover: People want to be 

successful at their jobs and seeing 

success drives satisfaction. And people 

who are satisfied are less likely to leave 

their company.

4. A reduction in complaints: More 

satisfaction often means less to 

complain about!

With that said, there are a lot of factors 

(entirely unrelated to your learning 

programme) that can impact these 

metrics. Keep that in mind. Ultimately, 

these stats are not as good of a judge of 

your success as quality content and high 

engagement levels. 
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Think about the last time you bought 

something online or searched for a local 

service provider like a plumber… what went 

into your decision on who 

to hire/buy from?

If you’re like most people, reviews or 

testimonials from other people probably 

played a big role in that decision.

3. Track anecdotal 
feedback. 

Similarly, one of the best indicators of the 

effectiveness of your learning programme 

is simply whether your staff likes it or not. 

This is a pretty subjective metric. But 

positive anecdotal evidence is a powerful 

indicator that improvements you’ve made 

are working — and can be encouraging to 

hear. So ask employees what they think 

and combine it with the metrics above 

when sharing your progress with 

decision-makers.
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Life never 
stands still
If the world was in a state of constant 

change before the international health 

crisis, it’s moving at lightspeed today. And 

if continuous learning was important to 

staying relevant in life and in work back 

then, now, it’s essential. 

Simply put, learning is one of the most 

important change strategies you’ll ever 

implement. And the companies who take 

this to heart almost always outperform 

those who have yet to. 

The key to an effective learning platform 

is an effective learning programme. 

Engagement needs to sit 

at the heart of that strategy. Ultimately, 

that means building a relevant and 

high-quality content library full of 

material that is fun and valuable. 

Remember the four pillars: 

1. The right topics: Keep training 

relevant to learners and meaningful to 

your business, and don’t forget about 

soft skills!

2. Convenience and personalisation: 

Make learning easy to access, remove 

barriers to getting started and let 

learners select the modules they find 

most relevant.

3. The right content: Provide high-quality, 

engaging and fun content that tells a 

compelling story. If people like learning, 

they will go out of their way to engage 

with your programme.

4. Build structures around learning: 

Make time for learning, reward 

engagement and demonstrate that 

learning is a priority.

By doing these four things, you can 

increase engagement with your learning 

platform and feel confident that you will 

create positive outcomes for learners 

and your business. Your learning platform 

itself is important — particularly during the 

era of social distance — but not nearly as 

important as the content and culture that 

surround it. 

Together, we can learn our way to a better 

future (and have more fun doing it). Get 

out there and start learning!
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Are you ready to 
increase engagement 
with your platform?
Get real results using content 
tailored to your needs

Book a Demo

https://www.videoarts.com/why-it-works/

