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antidote to sales 
and marketing

Caveat emptor – Let the buyer beware. 



EXPLORE THE 
MARKETS
How markets for learning technology, learning 
content and services really work



What kind of vendor are you dealing with?

B2B

Business to business 
vendors specifically 

target business entities 
to purchase and use 

their learning 
technology. 

B2C

Business-to-consumer 
vendors sell and 
deliver learning 

technology products 
to individual users or 

consumers.  
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What is their role in the value chain?

Product originator/owner?

Value Added Reseller (VAR)?

5

Reseller?

Publisher?

Original Equipment Manufacturer?

Commercial Agent?



Which software distribution model?

On Premises?

Vendors let anyone 
who buys their 

software product 
handle installation, 

synchronization, and 
general maintenance 

such as version 
updates, so their 

distribution costs are 
mainly associated with 
their product releases. 

Cloud (SaaS)

Vendors carry the 
cost of either building 
and maintaining their 
own data centre or 
more likely turn to 

Amazon Web 
Services, Microsoft 

Azure or other 
popular cloud 

hosting companies. 

Hybrid

Some vendors allow 
you to install on-

premises AND enable 
cloud services. For 

instance, performing 
their common daily 

tasks in the cloud while 
storing sensitive and 
private data locally. 
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What 

Lessons 

have you 

learned?



What part of the 
market do they 
play in?

What part of the market do they play in?
And where do you want to go?

Mind the 

Gap!
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Platform Map:
mind the gap!

© Learning Accelerators Limited 2020, All Rights Reserved

www.learningaccelerators.com

For illustrative purposes only – all brands named are examples only.

_
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LIES, DAMNED 
LIES AND 
STATISTICS
How to identify suspect marketing claims – and 
validate them when you do



A health warning
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Health warning

Marketing 
communications by or 
from UK companies on 
social media or on their 
own websites are 
subject to regulation 
by the Advertising 
Standards Authority

Learning technology 
is a global business 
and vendors located 
around the world are 
not all regulated in 
the same way we 
would expect in the 
UK.

Many vendors use 
scientific jargon and 
statistics, but these 
claims cannot always 
be relied on. Myths 
about learning are 
common and these 
can be repeated.
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It’s time 

for a poll!
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https://www.asa.org.uk/


Health warning

12



Health warning
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Health warning
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Health warning
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The bitter truth

Learning professionals have spent too much of the last 30 years 
arguing fiercely about which method of learning is most effective!  

Sadly, there is little validated peer-reviewed research to prove that 
any one method of learning is significantly more effective than 
another! 

Run a search for yourself on the DETA database and you will see 
what I mean!  

16

_

https://detaresearch.org/research-support/no-significant-difference/view-full-database/


THE VALUE AND 
THE PRICE
Why learning and procurement professionals need to team up 
more closely together than ever before



Where does learning actually take place?

• In the classroom?

• Between your ears!
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• In the workplace?

• Online?

It’s time 

for a poll!



Learning is an intangible

You can buy 
quantitative inputs:

• Durations of course 
development

• Numbers of courses 
delivered

• Trainer or coach 
time

• Seats on courses

• Certifications, as 
proxy for learning.

But the true value in 
learning only flows 
from its application, 
expressed through 
objective measures of 
performance. 
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PLUGGING THE 
GAPS
How to stop value ‘leaking’ from a learning solution 
through optimised alignment, efficiency and 
effectiveness.



If all established learning formats are equally effective, then 
where can we seek out and find additional value?

In organisations and wider 
society, the effectiveness of 
intervention is rarely the sole 
consideration.

The ‘sweet-spot’ we are all 
seeking sits at a point-of-
balance between learning 
efficiency, economy and 
effectiveness. 
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If established learning formats are equally effective, then where 
can we seek out and find additional value?

22



BUYING BENEFITS
How to build great shortlists and buy benefits rather 
than features



Balance the need for change

Reasons not to change

• Preference Stability

• Anticipated Regret/Blame

• Cost of Action/Change

• Selection Difficulty

Reasons to Change

• Reduce cost

• Improve service

• Improve margin

• Reduce risk
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And remember that sales and marketing professionals 

are trained to disrupt your confidence in the status quo



Specify the benefits you want and not the features you think you need.

• ‘Benefit – noun- a helpful or 
good effect, or something 
intended to help.’

‘Feature – noun - a typical 
quality or an important part 
of something.’
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Questions & Answers

Adrian Snook:   adrian.snook@learningaccelerators.com
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