
A

Accenture, 22
Activity reports, 239fig
Activity tracking level, 50
AICC (Aviation Industry CBT Commit-

tee), 8–10, 168, 225
Aligning training/business objectives,

27–29, 28fig
Arthur Andersen, 101
Articulate, 171, 191
Assessment tools, 201
ASTD’s 2003 survey, 15
Attention getting process, 43–45
Audience issues: cost per learner and

audience size, 131, 132; model selec-
tion and, 101–105

Audio/video streaming tools, 201
Auditory learners, 32–33
Authorware, 7, 12, 190, 191, 230

B

Bandwidth requirements, 116
Bersin, J., 24, 217
Blended learning: What Works study:

described, 119, 129–130; findings on
program cost per learner, 132–134;
metrics of, 131t; models used in, 130t;
on wide variety of costs, 130–131

Blended learning: economics of, 123–124;
example of early, 4–5; future of,
246–247; history of development,
1–12; impact on achieving mastery,
42; importance of, 245–246; savings
due to transition to, 129–135, 140,
142

Blended learning business: alignment
with business objectives, 27–29, 28fig;

certification programs, 26–27; creating
measurable goals, 24–26; high-impact
programs, 21–24; limited resources
issue, 15–16; portfolio management
and identifying high-impact invest-
ments, 16–18; as powerful business
tool, 29–30; program portfolio alloca-
tion, 18–19fig; trap of “cost reduction”
programs, 19–20

Blended learning design concepts: experi-
ential learning, 39–40fig; four types of
corporate training, 45–47; how people
learn, 31–33; mastery of learning,
33–34; six modes of learning, 34–39;
socialization/gaining attention cul-
tural factors, 42–45; Thompson NETg
Job Impact Study on, 37, 38fig, 40–42;
tracking/reporting program character-
istic, 47–52

Blended learning models: core-and-spoke,
56, 73–83t; e-learning self-study/other
media model, 85t–86; five specific
models of, 83–85t; instructor-led/self-
study blended model, 85t, 86–88; live
e-learning/other media model, 85t,
88–90; OTJ (on-the-job) model, 85t,
90–92; program flow, 55–56, 57–73,
83t; simulation/lab-centered model,
85t, 93–95; spray and pray approach,
57; used in What Works study, 130t

Blended learning models selection crite-
rion: 1: program type, 97–98; 2: cul-
tural goals, 99t–101, 100fig; 3:
audience, 101–105; 4: budget,
105–106, 141t; 5: resources, 106–111;
6: time, 111–113; 7: learning content,
113–115; 8: technology, 115–117

Books (media type), 154t
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British Airways, 104
British Telcom’s Mobile-Commerce sales

training, 50–51
British Telecom sales training, 65, 66fig,

67
British Telecom’s M-commerce, 155
British Airways learning portal, 224fig
Budget: computing cost per learner,

122–123; economics of blended learn-
ing and, 123–124; five components of,
124–129; savings due to transition to
blended learning, 129–135, 140, 142;
as selecting model criterion, 105–106,
141t; sizing the, 120–122

Budget components: content develop-
ment costs, 124–125; delivery costs,
106, 126–127; instrastructure costs
(LMS, hardware, and software),
125–126; learner time and travel, 129;
program management costs, 
127–128

Budget Worksheet, 136e–139e
Budget Worksheet Application, 135,

140fig
Business/financial numeric simulations,

197, 199–200, 201fig

C

Camtasia, 230
Camtasia Producer, 195fig
CD-ROM based courseware: delivery

costs of, 127; as media type, 147t
CD-ROM Era: lessons learned from,

9–10, 11t; overview of, 6–7
Celebrity instructors, 155
Centra, 201, 230
Certification programs/training (type 4):

core-and-spoke model used in,
76–77fig; as corporate training type,
45–47, 46fig, 157–158; media salabil-
ity in, 159–160; unique characteristics
of, 26–27

Certification tracking level, 51–52
Cisco’s Certified Network Engineer

program, 103
Click2Learn, 7
CNA “Coffee Shop,” 72fig
CNA’s performance management pro-

gram, 155–156
Collaboration media type, 151t–152t
Company C retail sales training, 80

Company F’s new hire call-center train-
ing, 60t, 67–69, 68fig

Complete courseware development tools,
200

Completion tracking level, 50–51
Content delivery system, 220–221
Content development: business strategy

for, 180e–181e; costs of, 124–125;
developing a program plan stage of,
180; developing standards stage of,
181–183; development tools used dur-
ing, 189–193fig; e-learning, 184–186,
185fig; instructional design team and,
178–179; instructional plan stage of,
180–181, 182fig; live e-learning or
Webinar, 187–189fig, 188fig; making
content reusable, 183–184; out-
sourcing, 202–204; of simulations,
193–200fig, 201fig; tips and techniques
used in, 200–202; typical challenges
of, 179. See also Development time
(target launch date)

Content flow model, 77
Content mix: complexity of, 113–114fig;

durability of, 160–161, 162fig, 163fig;
interactivity (learning by doing) of,
114–115; network and PCs to access,
104–105; program type as driving, 47;
shelf life of, 113; time to build vs. shelf
life of, 163–165, 164fig

Contest marketing, 231fig
Core-and-spoke model: benefits of using,

74, 77–78; compared to content flow
model, 77; compared to program flow
model, 73, 83t; described, 56; lesson
learned about, 82; overview of, 73–74

Core-and-spoke model examples: Com-
pany C retail sales training, 80; used in
IT certification programs, 76–77fig;
Safari Books Online, 74, 75fig; semi-
conductor manufacturing engineer
training, 79fig; Skillsoft’s Books 24X7
division, 74, 76fig; U.S. Navy execu-
tive education, 80–82fig, 81fig

Corporate training types: examples of,
49t; listed, 46t; overview of, 45–47

Cost reduction program, 19–20
Critical knowledge transfer program,

45–47, 46fig, 155–156
Culture-building goals: ILT medium

appropriate for, 155; model selection
criterion, 99t–100fig
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D

Dean, B., 164
Delivery mode reports, 240fig
Delivery/deployment budget, 106,

126–127
Dell Computer, 94
“Delta training,” 155
Design concepts. See Blended learning

design concepts
Development budget, 105
Development time (target launch date):

avoiding long cycles of, 165–166;
described, 112. See also Content
development

Development tools: decisions on purchas-
ing/using, 229–230; described,
189–193fig; examples/types listed,
200–201; learning technology/infra-
structure built with, 222; Lectora,
193fig; selecting tool set, 191–192; tips
on using, 201; Trainersoft, 192fig

DigitalThink, 181
Discussion learning process, 155
Display standards, 116
Doing (experiential learning): described,

33, 37; research supporting value of,
39–40fig

DreamWeaver, 108, 190, 192, 229
Durability issue, 160–161, 162fig, 163fig
Dynamic animation/graphics tools, 200

E

E-learning: British Airways’s facilitation
of, 104; challenge of utilizing, 224fig;
content development process for,
194–196, 195fig; difference between
costs of of instructor-led and, 124;
experiential learning in, 39; Grant
Thronton live e-learning meeting
room, 111fig; interactivity used in, 49;
Rapid e-learning tools/courseware, 57,
109–111; socialization/gaining atten-
tion factors ignored in, 43. See also
Live e-learning/other media model

E-learning self-study/other media model,
85t–86

ElementK, 74, 221
Enrollment reports, 238fig
Enrollment tracking level, 50
EPSS (Electronic Performance Support

Systems), 164

Executive summary reports, 241fig
Experiential learning: described, 33, 37;

research supporting value of, 39–40fig
Expert instructors, 155

F

Feedback and conclusion event, 61
Field coordinators, 234–235
Final assessment event, 60–61
Firefly, 191, 230
Fireworks, 229
Flash, 12, 108, 170, 190, 192, 230
FrontPage, 190, 229

G

GAAP (Generally Accepted Accounting
Practices), 21

General Motors, 6
“Generation Y” children, 245
Giant Eagle Foods, 102–103, 233, 234
Goals: creating measurable, 24–26; cul-

tural and motivational, 45; culture-
building, 99t–100; culture-building vs.
performance, 100fig–101

Grant Thornton: blended learning para-
digm used by, 152, 154; live e-learning
meeting room used by, 111fig; Webcast
design/development process, 153fig;
webcasting (live e-learning) as core
training medium by, 100–101; webi-
nars development process/use by,
187–189fig, 190fig

H

Hearing mode of learning, 36–37
High-impact programs, 21–24
HIPPAA rules, 27, 167
Hosted third-party content, 221
HTML knowledge, 108
HTML web development tools, 190, 230

I

IBM, 6, 38, 115, 158
ILT (instructor-led training): appropriate

use/selection of, 143, 155–156;
description of traditional, 1, 3; differ-
ence between costs of e-learning and,
124; savings from transition to
blended learning from, 129–135,
140–142
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Impactica, 171
InfoPack, 230
Information broadcast programs, 45–47,

46fig, 154–155
Infrastructure. See Learning

technology/infrastructure
Initial Learning Activity, 59
Instructional design team: content 

development and, 178–179; program
manager, 106, 168; project manager,
106–107, 168; SMEs (subject-matter
experts), 108–111, 168, 184–187,
200–201; Web developer, 108, 178

Instructional design tools, 201
Instructional designer: content develop-

ment and, 168; model selection and,
107–108

Instructional plan, 180–181, 182fig
Instructor-led training tools, 190
Instructor-led/self-study blended model,

85t, 86–88
Intel, 34
Interactivities: CNA blended learning

use of, 70–73; content (learning by
doing), 114–115; defining, 39, 114; 
e-learning, 49

Internet access, 104–105
Interwise, 201, 230

J

Java script, 108

K

Kelly, T., 217
Kickoff event, 58–59
Kinesthetic learners, 33
Kinko’s, 113–114fig
Knowledgeware, 230

L

LCMS (learning content management
system), 220–221, 222, 229–230

Learner satisfaction tracking level, 52
Learners: audience size and cost per, 131,

132; computing cost per, 122–123,
130–131t; infrastructure for support-
ing, 232–233; time and travel costs to,
129, 133–134; What Works study find-
ings on cost per, 132–134

Learning: audience motivation for, 103;
content plus context requirement of,
9; experiential, 33; research on process
of, 31–33; six modes of, 34–39, 35fig;
visual, auditory, and kinesthetic,
32–33

Learning by teaching, 38–39
Learning Delivery Continuum, 190fig
Learning labs, 233–234
Learning portal, 223–224fig
Learning technology/infrastructure: con-

tent delivery system, 220–221; devel-
opment tools, 222, 229–230; hosted
third-party content, 221; LCMS
(learning content management sys-
tem), 220–221, 222; for learner sup-
port and operations, 232–233;
learning portal, 223–224fig; media
selection and; model selection and,
115–117; network, 222–223; purchas-
ing decisions on, 226–227; review of
blended, 217–218fig. See also LMS
(learning management systems);
Technology-based training

Lectora, 190, 193fig, 230
Line management communication,

238fig–241fig
Live e-learning meeting room, 111fig
Live e-learning tools, 201
Live e-learning/other media model:

blending of self-study and, 150–151t,
152, 154; content development of,
187–189fig, 190fig; description of, 85t;
examples of best practices in, 150,
152, 154; when to use, challenges 
and examples of, 88–90. See also
E-learning; Synchronous events

LMS (learning management systems):
budget costs of, 125–126; budget issues
of providing, 106; certification criteria
found in, 52; completion information
stored in, 50; decisions on using,
227–228; described, 8–10; using indus-
try standards of tracking in, 168–169;
low-cost approaches to, 228–229;
Macromedia Breeze Rapid e-learning
solution with embedded, 229fig; mea-
suring/reporting progress and role of,
236–237; review of, 219; testing inter-
operability with, 221. See also Learn-
ing technology/infrastructure
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M

Macromedia, 7
Macromedia Breeze, 110–111, 171, 191,

229fig
Mainframe-based training, 3–5
Managers: motivating first-line, 104; pro-

gram role of, 105
Marketing program, 230–232fig, 231fig
Mastery: blending impact on achieving,

42; defining, 33–34; learning by doing
required for, 114

Media selection: applying four types of
training to, 47; avoiding long develop-
ment cycles issue of, 165–166; content
durability issue of, 160–161, 162fig,
163fig; keeping the process simple,
172, 184; matrix summary of, 173t;
program cost and, 132; Rapid e-learn-
ing issue of, 169–172; scalability issue
of, 159–160fig; time to build vs. shelf
life, 163–165, 164fig; tracking and
reporting issues and, 166–169; track-
ing standard issue and, 168–169;
urgency issue of, 161–163fig

Media types: live vs. self-study, 150–151t,
152, 154; OTJ (on-the-job) exercises,
146–148

Motivation: of audience to learn, 103;
encouraging first-line manager, 104

N

“National Conference” training activity
(Grant Thornton), 101

National Training Laboratory, 39
NCR’s global network certification

program, 104, 159–160
NETg, 74, 221, 233
Network, 222–223
Newsletter marketing, 231fig
Ninth House, Inc.: business scenario

simulation features used by, 200fig;
leadership training program, 64fig

Novell, 34, 110fig, 115, 161
Novell’s Rapid e-learning, 171fig–172

O

Ongoing marketing, 230–232fig, 231fig
OTJ (on-the-job) exercises: benefits of

using, 158–159; diversity training

using, 148; overview of, 154t; retail
sales training using, 147; when to use,
146–147

OTJ (on-the-job) model, 85t, 90–92
Outsourcing: content development,

202–204; simulation development,
201–202

P

PC CD-ROM Era: lessons learned from,
9–10, 11t; overview of, 6–7

PC deployment standards, 225–226
Photoshop, 190, 229
Placeware, 201, 230
Plug-in requirements, 116
PowerPoint, 109, 110, 170–171, 190
PowerSim, 201fig
Program design: blended learning design

concepts used in, 31–52, 38fig, 40fig;
characteristics for each type, 48t; pro-
gram type as driving, 47

Program flow model: benefits of, 61–62;
compared to core-and-spoke model,
73, 83t; described, 55–56; overview of,
57–61

Program flow model examples: British
Telecom sales training, 65, 66fig, 67;
CNA Insurance leadership and execu-
tive training, 69–73; Company F’s new
hire call-center training, 60t, 67–69,
68fig; Ninth House leadership train-
ing, 64fig–65; process steps illustrated,
58fig; Roche Pharmaceuticals SAP
rollout, 62fig–63

Program flow model steps: feedback and
conclusion event, 61; final assessment
event, 60–61; Initial Learning Activ-
ity, 59; kickoff event, 58–59

Program lifecycle, 112fig, 225fig,
235fig–236. See also Time issues

Program management: challenge of utiliz-
ing e-learning and, 233–234fig; com-
municating with line management,
238fig–241fig; communicating with
upper management, 237–238; costs of,
127–128; executive/management sup-
port of, 227–229; field coordinators
role in, 234–235; learning labs tech-
nique for, 233–234; measuring/report-
ing progress as part of, 235fig–237; 
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Program management (Continued)
ongoing marketing, 230–232fig,
231fig; program launch, 226–227;
reviewing program schedule, 225–226;
specific launch events, 229–230; sup-
port and operations infrastructure,
232–233

Program manager: content development
and, 168; model selection and, 106

Program plan, 180
Program schedule, 225–226
Program types: 1: information broadcast

programs, 45–47, 46fig, 154–155; 2:
critical knowledge transfer programs,
45–47, 46fig, 155–156; 3: skills and
competency programs, 45–47, 46fig,
156–157; as model selection criterion,
97–98. See also Certification programs/
training (type 4)

Project manager: content development
and, 168; model selection and,
106–107

Q

Questionmark, 191, 230

R

Rapid e-learning: Macromedia Breeze
Rapid e-learning solution with
embedded LMS, 229fig; media
selection and, 169–172; Novell’s,
171fig–172; tools used in, 57, 
109–111

Reading mode of learning, 35
Resource issues: instructional designer,

107–108; as model selection criterion,
106–111; program manager, 106; pro-
ject manager, 106–107; SMEs (sub-
ject-matter experts), 108–111; web
developer, 108

Retention: experiential learning driving,
40fig; Thompson NETg Job Impact
Study on, 40–42

RoboDemo, 191, 230
Roche Pharmaceuticals, 115, 184
Roche Pharmaceuticals SAP rollout,

62fig–63
ROI (return on investment) of training,

129
RWD Technologies, 115

S

Sabre learning portal, 224fig
Safari Books Online, 74, 75fig
Sarbanes Oxley compliance, 167
Sarbanes-Oxley Bill, 27
Satellite-based live video, 5–6
Scalability issues, 159–160fig
Scenario-based simulations, 197, 198fig,

199fig, 200fig
Score tracking level, 51
Score/learning results reports, 241fig
SCROM (Sharable Content Object

Reference Model), 8–9, 168, 225
Security standards, 116
Seeing mode of learning, 35–36
Self-study media: blending of live and,

150–151t, 152, 154; described,
159–160; pros/cons of live vs., 151t;
typical learning activity in, 226fig

Semiconductor manufacturing engineer
training, 79fig

Siemens, 21, 22, 94, 121–122, 199,
236–237

Simulation content development: busi-
ness/financial numeric simulations,
197, 199–200, 201fig; overview of,
193–194; scenario-based simulations,
197, 198fig, 199fig, 200fig; software
application simulations, 194–196,
195fig

Simulation/lab-centered model, 85t,
93–95

Simulations: benefits of using, 194fig;
content development of, 193–200fig,
201fig; deployment risks of, 117;
described, 39; outsourcing specialized
skills for, 201–202

Skills/competency development program,
45–47, 46fig, 156–157

Skillsoft, 221
Skillsoft’s Books 24X7 division, 74, 76fig
SMEs (subject-matter experts): content

development and, 168–169; e-learn-
ing content development process and
role of, 184–185; Grant Thornton’s
approach to using, 187–188; learner
questions addressed by, 233; model
selection and, 108–111; working with,
186–187, 200–201

Socialization process, 42–45
Spray and pray approach, 57
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SQL, 108
Standards: AICC (Aviation Industry

CBT Committee), 8–10, 168, 225;
content development and, 181–183;
PC deployment, 225–226; SCROM
(Sharable Content Object Reference
Model), 8–9, 168, 225; using and set-
ting technology, 225–226. See also
Tracking standards

Stanford University Interactive TV
network, 6

Static graphics tools, 190
Survey tools, 201
Survey/satisfaction reports, 240fig
Synchronous events, 159. See also Live 

e-learning/other media model

T

Target end date, 113
Technology-based training: evolution of,

1, 2fig; learning management sys-
tems/AICC, 8–10; mainframe-based
training as first, 3–5; PC CD-ROM
Era of, 6–7, 9–10, 11t; Web-based
training, 10, 12. See also Learning
technology/infrastructure

Thompson NETg Job Impact Study, 37,
38fig, 40–42

Time issues: development time (target
launch date), 112, 165–166; model
selection and, 111–113; program costs
and, 133–134; time to build vs. shelf
life, 163–165, 164fig; urgency as,
161–163fig. See also Program lifecycle

Toolbook, 7
Tracking and reporting: activity reports,

239fig; delivery mode reports, 240fig;
enrollment reports, 238fig; executive
summary reports, 241fig; five levels of,
50–52; issue of, 47, 50; media selec-
tion and issue of, 166–168;
score/learning results reports, 241fig;
survey/satisfaction reports, 240fig

Tracking standards: AICC (Aviation
Industry CBT Committee), 8–10, 168;
media selection and, 168–169; model
selection and, 116; SCROM
(Sharable Content Object Reference
Model), 8–9, 168. See also Standards

Trainersoft, 190, 192fig, 230
Training: aligning business objectives

with, 27–29, 28fig; certification,
26–27, 45–47, 46fig; creating measur-
able goals for, 24–26; evolution of
technology-based, 1, 2fig; four types 
of corporate, 45–47, 46fig; instructor-
led, 1, 3; mainframe-based, 3–5; ROI
(return on investment) of, 129; satel-
lite-based live video, 5–6; trap of “cost
reduction” program, 19–20; Web-
based, 10, 12

Training Investment Model: overview of,
16–18, 17fig; program portfolio alloca-
tion under, 18–19fig

Trivantis, 181
Types of corporate training. See Corporate

training types

U

United Airlines, 233–234
Upper management communication,

237–238
Urgency issue, 161–163fig
U.S. Navy executive education, 80–82fig,

81fig
U.S. Navy Flag Executive Education, 102

V

Verizon, 91–92, 160, 226, 227fig
Visual learners, 32

W

Watching mode of learning, 36–37
Web developer: content development

and, 168; model selection and, 108
Web development, program cost and in-

house vs. outsourced, 132
Web-based application simulation tools,

201
Web-based courseware, 36fig
Web-based training, 10, 12
Webex, 201, 230
Webinars (live e-learning): content

development of, 187–189fig, 190fig;
description of, 85t, 88–90; live vs. self-
study media used in, 151t

Wells Fargo, 94
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