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INSIGHT GUIDE 
BEFORE WE BEGIN 
You work hard on your education programs. You’ve built events and resources your members trust. Take a 

moment to honor what is spectacular about your education portfolio.  

1. What do our members time and again tell us they love about our education programs?  

 

 

 

 

 

 

 

 

 

 

2. What key areas would we like to see growth in this year’s events? 
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PORTFOLIO PULSE 
QUICK OPINIONS 
Quick assessment of our learning portfolio strengths and weaknesses: 

 

1. Rate how well our education program objectives are aligned with our strategic plan 

 

                   low              high 

 

2.  Rate how well we deliver the right content to the right audience at the right time 

 

                    low                      high 

 

3. Rate our timeliness responding to issues in program performance 

 

                    low                      high 

 

4. Rate how well we design learning sessions to support the full learning cycle 

 

                      low            high 

 

5. Rate our effectiveness measuring the ROI of our programs 

 

                     low            high 
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SCORECARD 
EDUCATION STRATEGY 
A comprehensive education strategy guides all education programs – what you deliver, to whom, how, and 

with what resources. 

 

1.  Market Intelligence  

• We periodically conduct a market analysis to better understand 

our competition, our audiences, their evolving needs, and 

pricing the market will bear for our programs and services. 

• We parlay market analysis insights into our education strategy, 

to position our programs competitively and align with market 

needs. 

ACTION: 

   

2. Strategic Objectives 

• Our strategic education objectives guide our overall 

programming mission for all education products. 

• Our strategic education objectives are aligned with the 

organization’s strategic plan and business objectives. 

ACTION: 

   

3. Target Audience(s) 

• We have defined our learner segments (learner profiles) and 

track their continuing education needs and preferences. 

• We design learning programs to meet target audience(s) needs. 

When they see our programs they respond, “This is for me.” 

ACTION: 
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4. Content Priorities 

• We have defined our content domain - an outline of the topics 

our organization is committed to delivering upon to support our 

learner constituencies.  

• We have noted our content priorities within our content domain 

for the coming year to guide the development of learning 

programs. 

ACTION: 

   

5. Program Pricing 

• We have defined consistent pricing, discounting, and refunding 

procedures that apply to all education products. 

• We communicate our pricing and procedures clearly to our 

constituencies (aka: they don’t have to search to find this 

information, we are transparent) 

• Promotions and discounts serve a strategic purpose 

ACTION: 

   

6. Technology Infrastructure 

• Our tech infrastructure supports the coordinated delivery of our 

programs allowing cross-program collaboration and program 

development efficiencies.  

• Our tech infrastructure standardizes the member experience 

across programs. 

• We select and implement technology solutions (for live and 

digital learning) that strategically meet our business, program 

and user experience objectives. 

ACTION: 

   

7. Internal Partnerships 

• Our education strategy is interlaced with other core 

organization centers including operations, membership, 

publications, communications, website, etc. 
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• Our team structures and processes reflect the integral nature of 

these partnerships in shared success. 

ACTION: 

8. External Partnerships 

• We maximize external partnerships to achieve our objectives 

and mutual value (e.g. content affiliates, academic institutions, 

corporate training, vendor partnerships, sponsorship 

relationships) 

• We cultivate collaborative partnerships with our volunteer 

stakeholders that maximize their meaningful contributions. 

ACTION: 

   

9. Resource Allocation 

• Our organization commits an appropriate level of resources in 

terms of talent, technology, and development costs for 

education programs. 

• We have processes to communicate insufficiencies, mitigate 

issues, and align priorities with resources. 

• When unexpected opportunities arise that we decide as an 

organization to act upon, we have a mechanism for measuring 

talent capability and capacity and shifting priorities, so our team 

is supported in taking on new projects. 

ACTION: 

   

10. Evaluation Strategy 

• We track metrics across education programs, products, and 

services, measuring the success of our strategic objectives.  

• We maintain a dashboard for these metrics, so we can spot 

trends, intervene as issues arise, make informed decisions and 

report accurately to the board.  

ACTION: 
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PORTFOLIO MANAGEMENT 
A portfolio perspective introduces significant opportunity for program management efficiencies and a 

unified member experience with your brand. 

 

11. Business Plan 

• Each education product has a business plan identifying: product 

level objectives, target audience segments served, content 

priorities, program format, user experience expectations, 

budget, pricing structure, marketing goals, success metrics. 

• Our product business plans are living documents serving as the 

history of a product’s evolution, performance, and goals for 

what’s next. 

ACTION: 

   

12. Portfolio Evaluation Plan 

• Our portfolio level evaluation plan helps us monitor whether 

each product is on track or whether tweaks are required to meet 

our strategic level and product level objectives. 

• We have created a dashboard for these metrics so we can spot 

trends, intervene as issues arise, and test our budget 

assumptions (time and money). 

ACTION: 

   

13. Program Policies 

• We maintain policies for new program development, program 

sunset, refund policy, freshness-dating, copyright ownership, 

content licensing, subject expert stipends, noncompliance, crisis 

communication management, etc. 

• Our policies are consistent across products. 

ACTION: 
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14. Learning Environment 

• Each education program is designed to utilize the strengths of 

its primary learning environment (live, hybrid, print, online, 

mobile). 

• We design learning environments with our learning objectives 

and target audience experience in mind. 

ACTION: 

   

15. Content Calendar 

• We coordinate content deployment to address cycles within the 

industry. 

• We utilize a content calendar so our team can coordinate our 

content priorities across education and content products in our 

portfolio. 

ACTION: 

   

16. Learning Pathways 

• Our content priorities guide coordinated learning pathway 

development. 

• We employ learning pathways – coordinating multiple 

touchpoints across education products to extend learning into 

the context of application for greater outcomes. 

• We employ learning pathways to deepen our relationship with 

members and member prospects as an indispensable in-time 

resource. 

ACTION: 

   

17. Education Technology Management 

• We have defined our digital learning system requirements and 

communicate our present and future needs to our LMS solution 

partner to ensure we are maximizing its capabilities. 

• Our live meeting registration portal and online education portal 

are intuitive to navigate and mindful how many clicks are 

required to complete a transaction. 
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• We routinely “staple ourselves to a learner” to better 

understand our members’ experience (across member types) as 

a form of QA testing and feedback for improvement. 

ACTION: 

18. Customer Service 

• We maintain a customer service plan for all education products 

ensuring members know how to access the support they need 

for an optimal experience. 

• We employ a triage process to address issues with education 

programs, partnering with member services on frequently asked 

questions utilizing program administrators for technical 

questions. 

• We have emergency protocol in place for our events – live or 

digital disruptions.  

ACTION: 
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LEARNING DESIGN 
A commitment to learning design differentiates your programs from the competition resulting in increased 

registration, net promoter ratings, and revenue. 

 

19. Instructional Design 

• Each learning event utilizes instructional design best practices 

for the adult learner. 

• We seek to offer full learning-cycle education (from attention to 

application) whether that be within one event or facilitated over 

a series of touchpoints. 

ACTION: 

   

20. Competency Development [OR CBL] 

• We maintain a list of core competencies based upon stakeholder 

consensus that informs curriculum development for our industry 

• [Advanced] We maintain a validated competency model that 

informs curriculum development for our industry 

• We offer programs aligned with our competency model, 

offering pathways to skill development and mastery. 

ACTION: 

   

21. Learning Evaluation 

• Each learning event has been designed to measure that learning 

objectives have been achieved – which means objectives are 

measurable and we measure them. 

• We measure Kirkpatrick Levels 1 and 2 at minimum and seek 

opportunities to extend our evaluation to Levels 3 and 4 to 

demonstrate the value of our programs to our multiple 

constituencies. 

ACTION: 
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22. Design Process 

• We embrace a program design process for learning events that 

includes: analyzing need, stakeholder kick off, design, 

production, QA testing, evaluation, documenting. 

results/insights, and recommendations for the next iteration. 

• Our design timelines are adequate and sustainable. 

ACTION: 

   

23. Transformational Learning Tools 

• Our programs are designed as meaningful (relevant to learner) 

and memorable (employing remembering strategies) 

experiences vs. information sessions. 

• We prioritize job aids, checklists, processes specs, self-

assessments, coaching and other application tools over offering 

PowerPoint presentations as learning support. 

• We intentionally partner informational and learning 

opportunities understanding they are different experiences with 

different outcomes. 

ACTION: 

   

24. Visual Design 

• We utilize best practices in visual design and media production 

for our learning events. 

• We offer design support to SMEs developing slide presentations 

or other learning resources. 

ACTION: 

   

25. SME Development 

• We work train and work with our subject matter experts (SMEs) 

to execute learning events demonstrating the best practices of 

learning design we are committed to delivering upon. 

• We offer feedback and accountability to our speakers and online 

learning SMEs. 

ACTION: 
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REFLECT & PLAN 
What are our competitive advantages?  

 

 

What are our areas for deeper consideration? 

 

 

What are our priorities moving forward?  

 

 

 

 

GO DEEPER 
So many insights but don’t know where to start? Ask us about our 9-week quick start strategy program 

where you’ll receive 1:1 Scorecard coaching with Tracy, work through our proven process for developing 

your education strategy and drafting a business plan for your program that will generate measurable results. 

Contact: Tracy@inspired-ed.com or schedule a conversation at www.talkt0tracyking.com  
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