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Classroom-based learning has changed a great deal in
the past few years due to innovations in technologies and
methodologies. But the biggest revolution of all has been
in the expectations of learners and instructors.

n its strictest sense, classroom training follows

the “mug and jug” theory. Picture a traditional

classroom with rows of students and an “expert”

at the front of the room who holds all the knowl-

edge. If a student sits there holding an empty
mug long enough, the expert with the jug will eventu-
ally fill it for him, Thad’s pretty much how “training”
has been accomplished in businesses during the past
few decades.

It’s true that we've moved away from this kind of
teaching for the most part. Today, we're seeing class-
room-based training expanded and modified to include
role-playing, scenarios, action learning, discovery learn-
ing, best-practice sharing and simulations. However,
the real evolution of training is not about how you
arrange the chairs or whether you use PowerPoints or
flipcharts.

What's evolving and changing is expectations: of the
learner, the teacher and, most important, the experi-
ence itself.

Our learners’ expectations of how to get informa-
tion have skyrocketed. They are immersed in stimuli
competing for their attention and interest: the immense
access to information on the Internet, the challenging
interactivity of video gaming, rapid social sharing and
exchange on networks such as MySpace and Facebook,
and the increasing globalization of our lives through
travel, cither physical or virtual,

We have greater expectations of the learning itself.
In a world of “edutainment,” the learning experience
must blend analysis and critical thinking, entertain-
ment, immediate feedback, practical application and
especially personal relevance. Merely sitting in a chair
and having someone else tell you what to think just
won't cut it anymore.

The techniques of our teachers, trainers, coaches
— whatever name we give them — have never been
more subject to examination under the microscope.
They're expected not just to transfer knowledge and
information, but to orchestrate people’s ability to think
and, even more daunting, act differently so they can
capture new opportunities and deliver results, Wich all
due respect, this is not your father’s classroom.

Relevance Changes Everything

In training, and just about every aspect of dealing
with people, relevance makes the difference. Without
a connection, even the best training, no matter where
it’s conducred, wont make sense or stick. Consider a
profession where relevance has instant results: stand-up
comedy. When audience members believe a comedian
and his material are relevant to them, they're immedi-
ately engaged. They laugh, they're animated and their
energy engulfs the room. Compare this to the unlucky
guy who bombs, gets heckled and is booed off stage.
What he's doing and saying is just not funny because
he demonstrates no association with those in the audi-
ence. They simply don't connect.

It’s the role of the leader in the classroom to bring
relevance to the people regarding their training. Learn-
ing leaders need to combine the focus of what needs to
be learned and whart is meaningful o their students.
They need to probe for the most profound questions
within the business that people don't understand and
illuminate the drama or adventure so students get excit-
ed about participating in it. It starts by simply asking
the learners what they're curious about. There’s not a
more enticing way to deliver training than by starting
with what's relevant to the student.

Relevance is the “sweet spot” that makes the differ-
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One of the
best ways to
help ensure
the modern
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to follow the
three-step
process

of context,
content and
practice.
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ence in convincing people that the classroom and the
learning were built just for them.

Students as Customers

We know that the products or services we sell have to meet
the needs of our customers. As leaders in the classroom, we
have to think of our students as customers. We must frame
the interaction and engagement around their needs and
how they want to consume the information and convert

Whether choosing

a hotel or a restaurant,
customers expect
services to be
delivered in a way
that fits them, that
makes sense to them
and provides them
value in exchange for
their time and money.
Training must be that
Kind of service.

it into new capabilities. Viewing the student as a customer
may seem a bit unusual, but when it’s done right, learning
professionals can capture people’s imaginations, curiosity
and lead the evolution of classroom-based learning,
Designing learning to fit a customer mindset goes far
beyond analyzing evaluations scribbled out at the end of a
classroom session. It requires a CSI-like diagnostic to find
out what experiences resonate most with them. One of the
classic mistakes instructors and coaches make is trying to
lead in the classroom based on what has worked for them,
not what works for their students. Possibly the greartest chal-
lenge for learning leaders is to abandon their wide base of
knowledge and try to recall what it was like “not 1o know”
— so the insight of that inexperience becomes the avenue to



relevance and connection with the student-customers,
One of the best ways to help ensure the modern

classroom is relevant and customer-based is to follow

the three-step process of context, content and practice:

* Context is the “why” behind the learning. A
well-executed strategy requires many different
elements to come together. Typically, employ-
ees are asked to put the strategy puzzle picces
together without ever having scen the entire
picture. A cohesive, systemic view makes what
once secemed overwhelming and random appear
cohesive and sensible.

Content is the “what” of the learning. Armed
with an understanding of the overarching strategy,
it becomes casier to grasp the supporting picces.
Learners can effectively build their content knowl-
edge of each strategic initiative, skill or activity
once they can place it within the bigger picture.

Practice is the “how.” With the context set and the
content understood, learners can then translate their
understanding into action by practicing the skill
in a safe environment, with supportive feedback.
Judgment comes through experience. By planning
opportunities for trial, error, reflection and refine-
ment, we accelerate the learning process in a way
that is personal, applicable and sustainable.

So with students as our customers and recogni-
tion that relevance is vital in delivering value, we also
have to realize that the classroom experience itself is
a service that competes with the level of service that
people are accustomed to. People have standards and
expectations about what they will “buy.” Whether
choosing a hotel or a restaurant, they expect services
to be delivered in a way that fits them, that makes
sense to them and provides them value in exchange
for their time and money. Training must be thar kind
of service. But in this case, the exchange is a learning
experience that is well worth the expenditure of their
time. With the level of competition for people’s atten-
tion — and more important, their hearts and minds
— business training needs to step up its game.

The Evolution Solution

So how do we truly engage people in a service-like
experience in which students are not just passive
recipients but equal participants in learning? The
answer lies in four basic, universal needs that all
people require to commit to anything, from relation-
ships to job training. These are the “roots of engage-
ment.” When we pay attention to our students’
needs, we can gain their true commitment to the
training that is so important. Let’s consider these
“roots” in the light of business training;:

IN PRACTICE THE BLOCKBUSTER
SIMULATION EXPERIENCE

he leaders at Blockbuster Inc. have evolved

former classroom-plus-textbook training into a
four-step, interactive process that uses some very
engaging tools. Because all learning involves making
mistakes, Blockbuster uses failure as an accelerator
of capability, especially when used with relevant,
immediate feedback.

Four steps are used with associates at all levels to
teach skills ranging from stocking and customer service:

1. Prepare: A coach (usually the store manager) builds
trust with the employee, explaining what will happen in
the training experience. Not only are mistakes allowed,
they're encouraged. Instead of looking to “test" people on
the knowledge they've acquired, which implies a begin-
ning and an end, they see practice and failure as ongoing
stepping stones to greater performance. They are always
in a “beta mode” mindset.

2.Show and tell: Using electronic learning modules or
simulation modules, employees practice the best way
to execute in a given situation. They make choices and
check the results. If the results fall short, they learn from
their decisions to try alternatives. Learners are invited to
ask questions such as, “Why don’t we do it this way?”
This creates an environment in which employees ask
questions and sometimes find ways to do things better.
Critical thinking and challenging the process is not only
encouraged, it's expected.

Then, simulation and real-life coaching are combined, as
the coach demonstrates the skill with a real customer while
the employee observes. What the learner just saw onscreen
in the electronic simulation then happens live. Next, the
coach and employee discuss how the interaction relates to
the content from the practice session.

3. Coach practice: The employee practices with a real
customer with the coach nearby. The employee can see
how decisions or choices work and receive instant feed-
back. This continues until the employee feels safe and
confident, and the coach believes the employee is doing
the job correctly alone.

4. Coach perform: In the final step, assessments, observation
and evaluation are used to continue coaching the employee,
who is now “on stage” — on his own, but with the support
of a coach who observes and provides helpful feedback.

After these four steps, employees are assessed on
content knowledge. Coaches talk about choices that
created the intended outcome and the choices that need to
be improved. Training processes like this one are especially
effective because they combine electronic simulation and
live customer interaction with the safety net of the coach’s
support.

— Jim Haudan
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bigger than them? Think about how
people behave at concerts or baseball
games or political rallies. They act as
one, connecting with hundreds or
thousands of people they've never
met. They feel like they're part of an
effort, more substandal and signifi-
cant than they could ever be alone.
When this happens, people feel
they are as big as the effort is. How
does this relate to training? Well, it's
practically impossible to ger people
to “think big" if they're constantly
asked to “just do their job.” They
must understand the workings of the
business and its overall purpose so
they can see how training helps them
achieve with others far more than
they could achieve by themselves.

People want to feel a sense of
belonging. When people are truly
engaged, they believe they really
belong. They have a sense of valida-
tion when they feel that they “fit,”
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execute the strategy to produce results.
On the other hand, a feeling of being
on the outside or not belonging can

credits. Your employees can take online or on-campuses classes,
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path to carning a degree. disintegrate into something much
worse than disengagement.
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* People want to go on a meaning-
university with more than 115 years of experience in helping full- ful journey. We all want to be on
time employees fit education into their life, and their career. some kind of adventure that matters.

We want to create something that
doesn’t exist now. Nobody wants 1o
sum up a lifetime by saying, “1 did an

S I RAYER amazing job maintaining what was
® already there,” Seen like this, train-
UNIVERSITY ing is both a challenge and an oppor-

tunity. Time after time, people don't
know the score of the game or the
status of the adventure. They don't
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approach to workforce development, call to accomplish as a business. When,
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quest they face, they don't have
to be coerced o learn new
skills and capabilities.

o oomirmonl e In a world of “edutainment,”
e bt the learning experience must
the story, to know thar whar . 5y
they do seally malies . differ blend analysis and critical
ence, especially in the lives of . . .
other people. Engaged people thinking, entertainment,
feel thar whatever they're doir . ; "
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who believes she’s helping the personal relevance.

businessperson prepare for a
successful day is engaged. She's
changing a life because she is
the hotel. When training is set
in the context of the difference
it makes to the company, its
customers and other employ-
ees, its much more atrractive
and meaningful.
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