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Abstract 
Context Overview: 

Neuro analysis on cognitive functions has demonstrated that the attention span for adults lasts up to 
20 minutes in average. However, for Millennials, this timeframe might be reduced as they are used to 
finding information instantly and what is not of their interest is left behind. 

90% of Millennials say their smartphone never leaves their side. Mapping the students’ journey 
testifies to the frequent but short length use of their mobile.  

Objectives: 

Once an innovation, now part of the mainstream, tomorrow a must; there is a need to explore adaptive 
solutions in line with the 21st century learner’s expectations:  

• Skills-based education to reduce the massive existing gap between learning outcomes and 
labor market requirements. 

• Micro-learning to generate a higher engagement of the audience through a short, cost-effective, 
mobile, on-demand, and impactful solution to meet their personal and professional lifelong 
needs. 

• Hybrid learning as a change management aid to merge traditional and innovative education by 
delivering content with the autonomy and flexibility students are used to, through technology 
enabled learning.  

• Adaptive learning or Netflix-style education. This attractive, yet much unexplored, innovation 
seeks to trail the lifelong learning approach through personalization of the learning experience. 

Tools and Dynamics: 

• Collaboration is often compared to cheating and knowledge sharing is still perceived as taboo. 
However, following the sharing economy concept, the classroom should be a common space 
where students and professors unite (physically/virtually) to increase both the learning 
outcomes and students’ involvement. 

• Gamification offers an engagement technique to make the learning process as ludic as 
possible. Benjamin Franklin once said “'Tell me and I forget, teach me and I may remember, 
involve me and I learn”.  

• Horizontal education supposes to rethink the professors’ role by understanding technology not 
as a threat, but as a facilitator. Blended and flipped classrooms are conserving the traditional 
educational approach of a classroom setup but knowledge acquisition is enhanced through 
experiential learning.  

• Data-mining and behavioural analysis should be widely implemented to maximize the learning 
performance. The use of scenarios and the empowerment of the student through user 
generated content serve as powerful tools to generate engagement and retention. 

Methodology: 

An authentic matrix crossing two variables: new adaptive solutions and tools to implement these 
ideologies.  

This research would undertake two phases: 1/ measurement of satisfaction levels of the digital learner 
by crossing the two variables previously mentioned; 2/ measurement of the impact of each of the new 
adaptive solutions, on the learning performance through class diagnosis tools. 

Proceedings of EDULEARN17 Conference 
3rd-5th July 2017, Barcelona, Spain

ISBN: 978-84-697-3777-4
9254



Conclusion: 

The disruption of the digital era is making current learning methodologies obsolete for contemporary 
expectations. Hence, it becomes crucial to adapt to the student's demographics, interests and 
behavior by creating an exceptional digital learning architecture. 

The expected results and conclusions of this approach would be to identify the ideal means and tools 
that would generate the highest satisfaction and performance levels of the digital learner. These would 
be the key elements to be implemented by higher education institutions to increase revenue 
generation. 

Keywords: EdTech, nano-learning, flipped classroom, lifelong learning, collaboration, skills-based, 
gamification, big data, Netflix-style education, customer experience 

1 INTRODUCTION AND CONTEXT OVERVIEW 
In an era where the power of governments has diminished and firms such as Google, Apple, 
Facebook, and Microsoft rule the world, what do you think will happen next? These companies define 
megatrends, which are “great forces in societal development that will very likely affect the future in all 
areas the next 10-15 years”[1]. With greater access to global education, students are looking for 
immediately available and tailored content. Hence, higher education institutions are now facing a 
challenge to attract students in the first place. Also, immigration policies and an intensified global 
competition are not facilitating the task. Educational entities find themselves at risk of an extinction 
level event where they must evolve to produce job-ready graduates or be left behind. Is it a random 
fact that a giant like Google has “teams where you have 14 percent of the team made up of people 
who’ve never gone to college”[2]? Of course not. Google has understood that there is a massive gap 
between what students learn at university and the needs of the labor market. We may be leading 
towards a time where credits and degrees are no longer the key elements of the higher education 
path. A category of students willing to earn job-oriented certificates that testify to their practical know-
how instead of the traditional course credits is emerging.  

Individuals increasingly measure the return on investment of their education and they are now looking 
for a short, cost-effective, mobile, on-demand, flexible and impactful solution that will keep up with 
21st century expectations as well as meet their personal and professional lifelong needs. This is also 
valid on a corporate level, where learning and development managers (previously identified as Human 
Resources) need to boost corporate training by reimagining the content delivery according to digital 
natives’ needs. Indeed, with the emergence of the internet, the instantaneous access to information 
and the impatience of current generations, a new breed of individuals has arisen: the lifelong learner. 

How does the human brain work? What do we know about the way memories are stored? How does 
learning occur? How can we maximize the learning experience? Neuro analysis on cognitive functions 
has demonstrated that the attention span for adults lasts up to 20 minutes on average [3]. However, 
for Millennials, this timeframe might be reduced as they are accustomed to finding information 
instantly and what is not of their interest is disregarded. Mapping the students’ journey testifies to the 
frequent but short length use of their mobile phone. Indeed, almost 90% of “Millennials say that their 
smart phone never leaves their side”[4]. Therefore, by mapping their journey and analyzing their 
behavior, we are able to visualize and identify their needs and define patterns. Companies in other 
contexts and industries, retail for example, are doing this, so why aren't we doing it in education? 

Concepts such as “Design Thinking”[5] or “Lean Startup”[6] are becoming the key to a better 
understanding of customers and a way of continuously looking for their feedback on products. The 
main goal is to learn the maximum amount possible about products through the usage of minimal 
resources. After identifying student behavior, frustrations, expectations, habits and other elements, 
educational institutions should come up with the most effective academic product that not only 
matches customer expectations but exceeds them. This should happen through two main steps: 1/ 
increasing understanding of the current digital ecosystem 2/ instilling the need to integrate/optimize 
current solutions. Ideally, mastering these steps should enable institutions not only to understand their 
customers, but also to influence their decision-making process.   

2 METHODOLOGY 
Through this research we are aiming to bring an original contribution to the higher education field in 
line with the imminent necessity of shifting towards a skills-based education in order to produce job 
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ready graduates who will either take an entrepreneurial or intrapreneurial path consistent with modern 
professional megatrends.  

Our process involves two categories of variables: current learning methodologies and a selection of 
tools & dynamics which can be used to enhance the digital experience. Through finding the best 
combination of these elements, we have developed a specific methodology that results in a Curated 
Blended Model (CBM) [Fig 1]. Our objective is to identify the ideal experience that would lead 
towards both the highest level of customer satisfaction and academic performance. We believe that 
through achieving these goals, higher education institutions can increase their revenue generation.  

An increasing number of companies are now looking to measure their future employees´ acquired 
skills instead of or as well as the amount of time spent at an educational institution or the number of 
degrees obtained. Skills-based education offers a solution to reduce the existing gap between learning 
outcomes and capabilities required in the 21st century marketplace. We are heading towards a 
competency-based education model and a continuing education approach through potentially 
continuous professional development. We need to cultivate higher education institutions’ ability to 
prepare individuals for jobs that don’t yet exist. A decade ago, a community manager was someone 
who looked after buildings; nowadays, a community manager is the person in charge of the social 
media management within a company. This is just one example of how a role has been created with 
the rise of technology. What we are now seeing is the emergence of the global work-based university. 
Indeed, why would you think that a firm like Microsoft acquired a networking platform such as 
LinkedIn? This was a clever move towards fostering skills-based education through collaboration, via 
a matching system between people who are looking for, and people who possess a certain skill, or via 
an external validation of competencies on an independent learning platform such as Lynda. The use of 
algorithms behind these platforms will enable the suggestion of content or skills that one might have 
and which are specifically linked to an employee's needs when doing a certain task. 

We have focused on hybrid/blended learning as a change management aid to merge traditional and 
innovative education by delivering content through technology-enabled learning with the autonomy 
and flexibility 21st century students are used to. In this way we are embracing digital natives’ 
expectations by providing faster, cheaper, and more efficient solutions.  

From an academic point of view, a successful completion could be claimed once institutions reach the 
ideal optimization of their digital learning structure. However, administrators would like to maximize 
their return on investment by giving a very strong focus to the marketing and sales strategy. By using 
certain strategies that have proven success in other industries, universities can incite their online 
academic experience to lead to higher levels of sales. Following this idea, we are undertaking this 
research to impact positively on two (2) of the higher education ecosystem pillars: 1/academics ; 
2/marketing & sales. 

2.1 Academic based contribution 
From an academic point of view, the CBM is comprised of two (2) different stages (1/lesson ; 
2/module) which follow the time-frame: short and middle term respectively.  

2.1.1 Lesson 
We have identified three (3) phases within the lesson stage: 1/teaser; 2/learning by doing; 3/personal 
application. Each phase takes place at a specific time in relation to the lesson: before, during, and 
after lesson, respectively. 

2.1.1.1 Before Lesson - Teaser  

The teaser provided to students before the upcoming lesson has 3 roles.  

The first is to provide the learner with a brief insight into what will be covered, with the aim of engaging 
the student and captivating interest through a short, mobile, on-demand, and impactful learning 
experience to meet their personal and professional lifelong needs. 

The second aspect is to bring knowledge content through micro-learning, which can be compared to 
the constant yet brief access of Millennials to their smartphones. The micro or nano learning approach 
consists of providing bite-sized education through small chunks of information. Micro contents should 
foster the learning process on a distance basis by coping with the current generation’s daily use of 
mobile technologies.  
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The final aspect is to test the student’s current level of knowledge and give useful data to the 
professor before the Learning by Doing stage. This step can be done through different assessment 
types which should enable the measurement of Outcomes & Outputs (O&O), and should contribute 
towards the highest levels of satisfaction and academic performance. At a later point in this paper 
there are several suggestions on how to achieve this goal through gamification. 

2.1.1.2 During Lesson - Learning by Doing  

The aim of the Learning by Doing phase is to conserve the traditional educational approach of a 
classroom set-up where both teachers and students are present (on campus or through a connected 
device) but to enhance knowledge acquisition through experiential learning. This supposes that 
learning outcomes and student involvement should be scaled to a further level. 

The classroom experience should integrate both theory through macro contents and experiential 
learning by generating a student-professor interaction based on the professor’s professional 
experience according to each macro/micro subject. Furthermore, we should involve some group-
based in-classroom dynamics to apply the concepts introduced online and on-campus and ensure a 
Learning by Doing methodology through case studies, debates encouraged by the professional 
experience of the professor, and other practical dynamics.  

The central element of this phase is collaboration through bringing the sharing economy to the 
classroom. Whilst collaboration is often compared to cheating and knowledge sharing may still be 
perceived as a taboo, horizontal education has the potential to empower the learner and allows us to 
rethink the professor’s role. By understanding technology not as a threat, but as a facilitator, the 
professor should see their value increased by integrating into the classroom experience automatic 
data collection and analysis on the learning process. Also, the professor must remain the catalyst of 
the students' critical thinking while maximising the use of technology in the classroom, thereby making 
the experience more dynamic for everyone, perhaps through gamification or other models, which also 
give the professor information about the students' performance and productivity at each stage of the 
learning process. 

The use of scenarios and the empowerment of the student through user-generated content serve as 
powerful tools to provoke engagement and knowledge retention. Also, if we ensure an adequate 
follow-up of the student population through an optimum platform integrating functionalities 
encouraging peer collaboration and interactions with tutors, or perhaps a virtual assistant, we can 
prevent the feeling of seclusion and reduce the drop off rate normally associated with MOOCs and 
other online programmes. 

Virtual Reality, Augmented Reality, and Artificial Intelligence are increasingly used tools in a range of 
industries, but we are taking baby steps in the educational field. The augmented reality boom is 
expected to hit the world by 2020 [7]. The use and impact of this technology is still at its very early 
stage. Companies including Microsoft and Facebook have been pioneering the research and are 
leading towards a social approach by using Virtual Reality for interaction purposes on a virtual reality 
community. Taking this approach down to distance learning, we can think of the use of avatars in a 
virtual classroom to represent the students that are attending from anywhere in the world. 	  What if we 
integrate a personal virtual assistant in the interface instead of having a chat bot? What if we use 
virtual and/or augmented reality in education? Would we be considered fools if we embed existing 
technologies in the learning process? Initiatives like the Pokemon Go app or Ms. Pacman on Google 
Maps show how much engagement trendy technologies can create. Also, intelligent artificial 
companions such as Siri, Cortana or Alexa demonstrate how much the connected individuals rely on 
these virtual characters looking for an easier, optimized and more efficient lifestyle. These tools could 
leverage the potential of adaptive learning through scenario simulation activities via a Learning by 
Doing approach and increase the students’ engagement through gamification solutions. Through 
these elements, yet unexplored, we identify an original way of almost reaching the summit of the 
participatory learning methods of the learning pyramid principles[8].  

2.1.1.3 After Lesson - Personal Application  

According to the learning pyramid[8], lectures and readings have the lowest impact on learning. This is 
not new information and yet the use of these tools persist and in fact now represent the greatest 
danger to higher education institutions in the 21st century. In order to reach the final and most 
impactful stage of the learning pyramid[8], we have identified participatory learning as a dynamic to 
ensure that others are involved in an empowering and active teaching moment that will not only 
increase the retention rates but will also foster satisfaction, motivation and engagement. In that way, 
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by combining alternative student involvement actions, we should see an increase of user effectiveness 
and integrate a meaningful and rewarding experience that would save time, reduce stress and effort 
and will intensify the learning outcomes. 

Assessment is one of the most controversial topics in education. What kind of assignments should a 
professor integrate within their course? How should these be delivered? How can we ensure both a 
short and long term attainment of knowledge? How can we prove the authenticity of a piece of 
coursework? How can we identify that the assignment or assessment has been carried-out by the 
person who is earning the degree? To enhance quality standards, these questions must be answered. 
The Ebbinghaus Forgetting Curve[9] shows that educators should be able to map their assessment 
timeframes and types according to the following sequence: learn, repeat, practice, learn, repeat, 
practice.  

The Personal Application is carried out on a project-based approach which should be centered on a 
pragmatic application of the micro and macro concepts studied during the previous stages of the 
lesson. This phase should integrate distance-based dynamics relying on collaboration. The aim is to 
focus on the assessment.  

We have identified four (4) categories of assessment following the project-based learning scheme. 
Three (3) of them occur during the After Lesson session: peer review, group work and individual 
assessment. The last one happens exclusively at the end of the module and will be discussed below. 
Peer review is a grade/review/rating given to each student by the members of the group on the project 
that has been assigned by the professor. Grades on group work and individual assessment are given 
by the professor to measure competency-based collaboration on the one hand and personal impact on 
each student’s professional project on the other. After each lesson, students should be graded with 
the average of these three (3) assessment levels.  

2.1.2 Module 
The module is comprised of a predetermined number of lessons following a similar subject/theme. 
Once a student has successfully completed all lessons within a module they should have acquired the 
learning outcomes initially outlined.  

The final assessment of the module is called the final personal application. At this assessment level 
enters a new stakeholder: the company. Indeed, as we are basing this model on a skills-based 
education we believe that integrating an professional’s objective review will make the O&O more 
relevant. Hence, the CBM integrates three (3) types of arbitrators on the student’s learning 
experience: peers, professors and professionals. For an optimised outcome, each module should 
have its final assessment designed and evaluated by a company. The aim of involving companies in 
this assessment is not only to allow students to see the practical application of their studies in a real-
life dimension but also to enable companies to measure the successful completion of a certain skill 
that is required in the job market. Ideally, this initiative will additionally result in providing a batch of 
candidates that the company is familiar with and may consider for future employment opportunities. 
Pushing this idea further, we may suggest that higher education institutions should differentiate 
themselves by their achievements on employability and business creation instead of university 
rankings. 

The CBM can result in learners building a Skills Toolbox (ST) [Fig 2], if it is repeated each time a 
new skill is to be acquired. The ST is comprised of various skills acquired by the learner after 
successful completion of at least two (2) modules, which in turn are comprised of the successful 
completion of x number of lessons. The number of lessons to complete a module and the number of 
modules to achieve a certain degree/qualification are to be defined by each higher education 
institution according to their specific regulations.  

2.2 Marketing & Sales based contribution 
From a marketing & sales perspective, the CBM allows institutions to analyse their courses in a 
number of ways. They can see which courses are popular and therefore revenue rich, whilst areas 
where student remediation is required are also indicated. In addition they can also examine courses 
where students may struggle and need academic support, courses which should be deleted from the 
program all together and most importantly ways of creating pathways for student progression. 
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2.2.1 Multipurpose tools & dynamics 
Three (3) main tools & dynamics are applicable at every single stage of the CBM: 1/gamification ; 
2/embedded learning ; 3/data-mining 

2.2.1.1 Gamification 

Gamification offers an engagement technique to make the learning process as captivative as possible. 
The well-known phrase accredited to Benjamin Franklin states “'Tell me and I forget, teach me and I 
may remember, involve me and I learn”. Maslow’s final stage on the learning pyramid[8], “self-
actualization”, cannot be attained before having met the basic needs stated at the base of his pyramid. 
If we follow Maslow’s theory, we realize that the learning process is repeatedly interrupted if basic 
needs are not met. Hence, to maximize the digital learner´s experience we should look to integrate 
incentives which comply with good practices and gamification techniques that would encourage 
actions towards fulfilling those needs and engaging in a routine. This can be achieved through 
reminders and notifications on connected devices, following the IoT (Internet of Things)[10] 
phenomenon. The adoption of consistent habits should generate an improvement of the learning 
performance. A human being who constantly meets these needs should be more likely to excel in their 
learning process. Applying this idea throughout this paper, we will only consider digital learners who 
have the sufficient resources to fulfil their needs and therefore ensure a proper learning environment. 

2.2.1.2 Embedded learning  

Embedded learning can be integrated as an invisible interface in the student’s daily journey and create 
habits provoking engagement through experience. Based on the student’s ideal experience we ought 
to deliver the right content, at the right moment, at the right place. For marketing and sales 
optimization we should look to keep the customer on the platform through embedded elements that 
foster retention and avoid increasing the chances of losing him through pop-ups, new windows/tabs 
and external pages. Also, for customer satisfaction purposes, real-time embedded communications 
are an excellent solution as they improve usability and satisfaction rates[11]. 

Media is the term we have chosen to categorize video, audio and text tools, which together make up 
the third tier of the learning pyramid[8]: “audiovisuals”. This is an increasingly used tool. In fact, 
educational institutions are following the trends of social media giants such as Snapchat, Instagram 
and Facebook who are delivering content through live video. Many industries have transferred their 
operations to an online format. However, communication is becoming increasingly scarce as 
technology grows and improves. Hence, there is a need to integrate communication functionalities 
within the learning platform to avoid the feeling of being secluded from a community.  

However, serving new content with the same tools as previously used is not effective. In addition, it is 
no more effective to deliver the same content through a different interface; or even bringing new 
content through a new platform just to follow the digital upsurge, but without having an actual meaning 
for the targeted audience.  

2.2.1.3 Datamining 

Data-mining and behavioral analysis should be widely implemented to maximize the learning 
performance. Educational institutions have historically hosted their online learning materials on LMS 
(Learning Management System) that were a solution designed for the previous category of students 
who were discovering the joys of digital learning in the 2000’s as an alternative or complementary 
solution to traditional face-to-face education. However, the advancement of technology brings a new 
and more relevant form of software able to host online learning tailored to the modern “customer 
experience” trend. Indeed, by using big data on human performance, we have achieved automatized 
digital learning by collecting information from people’s experiences to nurture a LRS (Learning Record 
Store). We are now in an era where humans are rapidly seeing machines as an essential component 
of their daily lives, and machines are increasingly understanding the people behind them, their needs 
and behaviors through big data. The ideal academic experience should integrate the most accurate 
metrics that have been previously defined to measure the user's activity and ensure a constant 
adaption to their needs.   

2.2.2 Personalization 
Through data analysis on the different O&O per lesson and per module, we should find the grail of the 
CBM which is the one that has the most positive impact on revenue generation. 
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Adaptive learning or Netflix-style education. This attractive, though as yet relatively unexplored, 
innovation seeks to trail the lifelong learning approach through personalization of the learning 
experience. Through data-mining and behavioral analysis we are seeking to generate relevant content 
for each category of stakeholders. Inconsistent with this tendency, only a few institutions from 
preschools to corporate learning and development departments are researching into the acceptance 
of adaptive learning by early adopters following the Netflix-style education. 

Personalization of learning experiences should foster engagement and enable faster achievements 
giving a feeling of fulfillment. Within Netflix’s growth strategy for 2017 is a massive investment of 
“nearly $6 billion (US Dollars) on (original) content in 2017”[12]. The movie streaming giant is following 
the trend of content creation based on their big data analysis of users. In addition, they have pushed 
the experience further by enabling content personalization through machine learning suggestions. 

2.2.3 Digital challenges and their solutions 
Identification and login credentials may seem an insignificant matter. However, they can easily 
become an added value and/or competitive advantage from one organization to another. Indeed, an 
increasing number of companies are coming up with easily-accessed yet secure, original identification 
methods. Few online banking applications now enable access through fingerprints, several websites 
enable easier access through Google/Facebook identification, some software are permitting retinal 
recognition, and Google itself has come up with a faster and safer solution: the Smart Lock[13]. 
Educational institutions should therefore start thinking about alternative solutions to the traditional 
username and password login on the student extranet. Finally, from a technical point of view, cyber-
security must be an additional concern for educational institutions. However, this subject will not be 
treated in this paper. 

Online courses are usually sold at an average price representing 70% of the on-campus course 
pricing. Revenue from courses delivered fully online can quickly be scaled as this option comes as a 
solution to a limitation regarding a certain number of spots in a physical classroom. The act of 
widening the classroom's walls by providing global access through digital modules enlarges the reach 
and presumes an increasing number of enrollments. To boost this outcome, marketing and sales 
departments should join forces to develop the finest strategy that, in parallel with an optimized learning 
platform, would increase their revenue generation. Indeed, promoting a course by applying certain 
psychological ruses can predetermine or encourage someone to buy, or not. When a customer 
realizes that the product/service that is sold offers a solution to a specific problem he has, he would 
instantly be tempted to buy it. We are seeing a higher volume of campaigns based on the target 
audience’s frustrations by showcasing solutions using hooks like “5 steps to…” or “how to…”. These 
techniques are used to create ambition and expectations. By defining a specific and powerful hook 
that enables customers to clearly understand the outcome, we increase our chances of success. 
Moreover, we can leverage the potential of this practice by crossing it with storytelling. Storytelling is a 
tool to generate engagement, motivation, performance and also influence behavior. Indeed, its 
affective content guarantees memorable experiences through emotions. The power of storytelling is 
that, by creating a habit, we can rapidly turn fans into passionate customers. Finally, the use of words 
like “free” or “video” have been identified as an powerful sales strategy.  

Likewise, from a marketing point of view, providing users with a collaborative space where they have 
the freedom to produce user generated content, increases the trustworthiness of potential clients, 
leverages the engagement of current customers, and contributes to creating an active and loyal 
community. Indeed, Millennials´ trust is often gained through true authentic content, peer testimonials, 
and industry reviews. Also, these sharing spaces can serve as “pull” strategies to attend a certain 
need judged by a customer. Social media can be extremely powerful to not only reach the specific 
audience of the target markets, but also to create a certain need. However, marketers should not only 
measure social media strategies by the number of posts but by the number of interactions. A tool such 
as geolocalization has proven its results by providing Millennials with authentic and relevant content 
based on their specific geographical location. Universities can create “push” campaigns based on 
personalized behavior tracked by digital marketing strategies such as retargeting. However, the abuse 
of remarketing strategies has provoked an ad blocking growth. Hence, as there is certainly a 
correlation between retargeting and the growth of advertisement blocking, marketing departments 
must come up with alternative tools to map the student's journey. 
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3 RESULTS 
This research will undertake three (3) phases: 1/measurement of satisfaction levels of the digital 
learner; 2/measurement of the impact of each of the new adaptive solutions, on the learning 
performance through class diagnosis tools and 3 measurement of new revenue generated thanks to 
the personalization of the learning environment. 

We are now at a very early stage but we are planning to do a quantitative and qualitative analysis that 
would lead us to identify the student’s expectations and integrate a set of tools and dynamics within 
our model to confirm/refute our assumptions.  

Also, we will implement a pilot version of the CBM through an initial research phase which will be 
carried out on students currently attending two (2) campuses in the Geneva Business School network, 
comparing and contrasting their experiences through both digital and non-digital mediation. 

We must rethink the way we deliver educational content by placing students as the prime focus. This 
research is significant because our empirical study will be based on real evidence on customer 
expectations instead of made from assumptions. Indeed, most existing research on digital learning 
and its impacts are based on assumptions made by researchers and higher education professionals 
based on business intelligence and statistics available on the student population. However, our 
original contribution would be to base this research not on the industry expert’s assumptions but on 
the student’s expectations. We are willing to undertake an extensive qualitative and quantitative 
research where students will be at the core of the study. 

3.1   Guidelines for Abbreviations and Acronyms 
CBM (Curated Blended Model): Theory designed by A. Otero, C. Moreno and S. Mallon to increase 
revenue generation by maximizing the (customer) experience of the digital learner. 

O&O (Outcomes & Outputs): Measurement of the learning achievements and skills developed during 
a certain period of time (module). 

ST (Skills Toolbox): Set of skills and abilities obtained after completion of a variety of different 
modules, each of which have a focus on a different area.   

LMS (Learning Management System): Software which manages, distributes and controls the 
educational process of an institution. 

LRS (Learning Record Store): Data container that serves as a repository for records generated in 
learning activities created with the xAPI (API Experience) standard. 

CRM (Customer Relationship Management): Software designed to manage the relationships of 
customers, potential customers and current contacts of an organization. 
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3.2 Figures and Tables 

 
Figure 1. The CBM - A. Otero, C. Moreno, S. Mallon 
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Figure 2. The ST - A. Otero, C. Moreno, S. Mallon 

4 CONCLUSIONS 
Once an innovation, now part of the mainstream, tomorrow a must; there is a crucial need to explore 
adaptive solutions in line with 21st century learners’ expectations.  

We have developed the CBM as an authentic contribution to knowledge after looking at the well-
known phrase “If you can’t beat them, join them” with a different perspective. Indeed, we see the role 
of the professor as the curator of learning materials, resources and knowledge, some of which will be 
bespoke for a particular group but others will be collected from existing material. If we identify the 
companies and tools that are the most suitable to reach our ideal product, we will not only gain time 
but also resources (human and financial). Institutions can differentiate themselves by putting together 
several solutions that already exist in the market that they could not only personalize to their brand but 
also enhance by improving the existing content and delivery method.	   

For a more comprehensive approach we could think that the ideal learning setup would integrate 
different content delivery types and assessment characteristics through micro-learning on a converged 
platform and potentialize this learning experience with macro-learning involving the presence of a 
professor. The measurement of the performance and fraud detection should be an incorporated part of 
the machine-learning experience through artificial intelligence. However, this hypothesis would need to 
be confirmed or refuted after the analysis of the results generated by the research based on our 
original model. 

The disruption of the digital era is making current learning methodologies obsolete for contemporary 
expectations. What do you think will happen to institutions who keep the “business as usual” mindset? 
It becomes crucial to adapt to student demographics, interests and behavior by creating an 
exceptional digital learning architecture. Once educational institutions have learned about their 
students and tracked the ideal customer experience to be delivered, they can increase revenue 
generation by optimizing their digital learning solutions and implementing digital marketing actions 
such as retargeting or using a social CRM to have the most meaningful impact on their final 
customers. Combining the finest customer experience and an optimal digital learning platform 
integrating engagement and collaboration can definitely take educational institutions to a higher level. 
These two elements would be the sales catalyzer that would substantially increase revenue 
generation by reinventing the digital experience. 
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The expected results and conclusions of this approach would be to identify the ideal means and tools 
that would generate the highest satisfaction and performance levels of the digital learner. These would 
be the key elements to be implemented by higher education institutions to increase revenue 
generation and avoid the extinction level event that is on the horizon. 
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