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Information that works

A private, non-profit international association serving
providers of lifelong learning and continuing education
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« Every day you and your
staff can get answers to
tough questions online
in the LERN Club.

to six staff members receive benefits
o practical, how-to newsletters
Free consulting via phone, mail, fax or e-mail

Annual brochure critique

E-LERN, your e-mail newsletter

Annual web site critique

Access to member-only LERN Club at www.lern.org

LERN provides benchmarks, averages, and ratios for

SUCCeSsS.

LERN provides the top consultants in the business.
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February 2001

www.lern.org

Best
Marketing

Ideas for
2001

Plus...

B The Most
Valuable Image
Makers

B Predicting
Registrations

® Drucker and
Innovation

H And more...




Today’s Presenter: Julie Coates

ce 1976




Understanding

Participants










6 Characteristics of adult learners

« Adults are autonomous and self-directed

» Adults have accumulated life experiences and knowledge
» Adults are goal-driven

» Adults want material relevant to their needs and goals

» Adults are practical

» Adults require respect



Other factors that influence learning

» Adults come with a pre-disposition to learning in

general

» Adults come with a pre-disposition to the

content

* Beliefs

» Opinions

* Attitudes

» Knowledge

» Expectations
 Status

« Social background
» Culture

» Physical body

* Religion

« Family of origin experience

* Values
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~adult

. //earning as a child - Learning as an

| Children

Adults

determined by
developmental stage

determined by present
roles and problems

in the future

immediate

directed by others

self-directed

quickly learn isolated
facts and concepts

resistant to learning
non-relevant materials

few other
responsibilities

learning competes for
time and energy;
anxiety about learning
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Each generation learns differently

» Veterans

« Baby Boomers
 Gen X

e GenY

(Millennial Generation)
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Establish a process




migration

e Out-

manufacturing jobs

e Loss of



The Social Environment

* Demographic shifts

 Aging population in English
Community

;  Shrinking English-speaking
| population

 + Employment shifts










The industry environment

» What are the trends BTSN
with similar

organizations?

Teacher observes and adjusts
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- Stackable oy
certificates

e Articulation of Credit

* Credit for prior
learning

es

Archived Instruction
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The Customer Environment

e Stay alert to
feedback from
customers

al « Cancellation rate
* Drop-out rate

g © Changes in
participant interests

* Changes in customer
demographics

Figure 1: Employment Rates of College Students

—a—All students —e—FullHime students



The internal Environment

 Financial performance
» Key ratios
* Image and USP




Needs Assessment
& Knowing What

to Program Next









What needs assessment IS

dr?e way
4 «» ants

their needs than

b

doing needs assessments
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High cost of not doing needs assessments
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Market potential vs. market share

» Market potential is the
total number of possible
participants

 Market share is the total
number of those people you
have enrolled
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Stage One: Brainstorm




Rate your new ideas
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Stage Two: Research

ays, at your own

, St com petltOI‘S
.

ot ial audience or
/%/// opportumty idea
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Stage Three:

» Use an advisory board to help you narrow down your best new
opportunity ideas

* You control the advisory board, you set the agenda, they help you
 Use your small group to help improve your new opportunity idea

 Survey your small group often to help refine and improve your new
opportunity idea

* The advisory group does not make decisions or the final choice for
a new opportunity idea. The final decision is made by your
audience when you try it.
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Creating Surveys
that Work

 Short, frequent surveys (6-
10/year)

» Limited number of questions (3-
5)

« Ask only questions you can use
for action



Creating Surveys That Work

Information you already have

Information that does not inform
action

Too many questions

Information you can get
elsewhere




/
Sample Customer Survey -




Sample Customer Survey




Whe ¢ Nt t¢ ask

» Evaluation questions (What is * Open ended questions

the quality of our program, . .
how could we improve our Too many questions

program, etc.)  Questions that may be seen as
» Demographic questions (how persm?al

many children do you have?) * Questions you already have
« What grade(s) are your answers for.

children in? * Questions that do not give you
« Have they enrolled in actionable information.

activities previously?






Questions?

For more information
contact
Julie Coates at

coates®lern.org




