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Disruption-Proof  
Your Financial 
Services Business 
with Extended 
Enterprise Learning

How White Label Learning Helps 
Professional Service Providers 
Represent Your Brand Best



P olished interpersonal skills, 

excellent communication, and 

sales acumen have always 

been critical components of a good 

brokerage experience. But given the 

speed of change of technology, the 

emergence of new products and 

changing customer expectations, it’s 

important for professional services 

providers to innovate the way they 

interact with their partner networks 

and ultimately the client.

The majority of consumers are now 

35 and under1 and spend almost half 

the day consuming media through 

devices.2 And as these younger, 

technology-first customers fly to 

new services like mobile banking and 

blockchain-based solutions, global 

venture capital investments in the 

fintech space have exploded from 

$1.8 billion to $30.8 billion over the 

course of just seven years.3 Brands, 

brokers, and agencies are facing up 

to the fact that their industry has 

been disrupted, and if they want to 

continue to be successful, they need 

to find a way to deliver better service 

to their customers.
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“Financial services brands are wedged 

between the rising expectations 

of the modern customer and the 

digital transformation of the financial 

industry,” says Kiara Graham, 

Learning Strategy Consultant at 

D2L. “Tech-savvy customers prefer 

online and on-demand self-service 

experiences, and new financial 

products pop up on the market every 

day to meet that demand.”

But the disruption stems not just 

from the fact that financial services 

customers have more options today. 

It’s also that they’re more likely to 

explore those options and switch to a 

competitor after a bad experience. 

Accenture’s “Customer 2020: Are 

You Future-Ready or Reliving the 

Past?” report showed that two-

thirds of customers have seen the 

number of brands they consider for a 

purchase has increased significantly 

over the past 10 years, and 64% of 

customers surveyed indicated they 

had switched a provider in at least 

one industry due to a poor customer 

service experience4. The report also 

revealed that 6/10 customers, in 

general, said they are more likely to 

switch from one provider to another 

compared to 10 years ago. 

In an age of unprecedented disruption, 

it’s more important than ever to make 

sure your company stays ahead of 

these massive changes and remains 

a preferred brand for your brokers 

and customers. But to do so, you 

have to bring something new to the 

table to ensure you stand out — for 

many brands, that “something new”  

is extended enterprise learning.
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The Benefits of Deploying 
Extended Enterprise 
Learning
Extended enterprise learning, or 

white label learning, occurs when 

a business or brand uses software 

developed by another company 

to deliver a product or service to 

end users under their own brand. It 

delivers the benefits of an educational 

platform like D2L’s Brightspace, but 

under the branding and direction of 

your own organization.5 

For professional services brands, 

extended enterprise learning is a 

convenient way to offer advanced 

learning management services 

(LMS) or training to your brand 

representatives without the enormous 

undertaking of building your own 

training system. But the benefits 

extend much further than simple 

training and development. Here are 

three powerful reasons financial 

services brands are using extended 

enterprise learning to build up 

engaged networks of partners, brokers, 

dealers, and 3rd-party resources.
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Extended Enterprise 
Learning… Improves Broker 
Performance
The most successful financial brokers 

go above and beyond to engage with 

what they sell and educate themselves 

on the nuances of each product and 

service, whether that means doing 

research on their own or reaching out to 

the brand for more information. But not 

every broker takes this approach unless 

there’s an easy way to engage with a 

brand’s material. Extended enterprise 

learning makes it easier for brokers to 

go that extra mile and get the content 

support they need to position and sell 

packages, and to build relationships 

with prospective customers. 

“It’s in a brand or franchise’s best 

interest to provide this education 

because brands succeed when 

brokers succeed,” says Graham. 

“Extended enterprise learning 

improves customer service and 

increases broker sales, which in 

turn leads to growth and increased 

revenue for your brand. Not to 

mention the fact that seeing this kind 

of success can be very motivating for 

the broker, which encourages them 

to maintain those kinds of long-term, 

independent relationships that every 

brand wants.”

“In addition to keeping 
information up to date, 
we’ve seen clients use 
certifications within their 
extended enterprise 
learning platforms to 
organize their reps 
into high-achieving 
tiers depending on 
what learning they’ve 
completed. This can be 
a really enticing way to 
encourage brokers to 
get more involved with 
your brand while also 
distinguishing themselves 
from other brokers.”

- Kiara Graham, Learning Strategy 
Consultant at D2L

1.
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Extended Enterprise 
Learning... Makes It Easy to 
Update Your Curriculum
Part of maintaining a competitive 

financial services brand is updating 

and adding to your products to 

meet the ever-evolving needs of 

your customers. But when broker 

onboarding and education relies on 

manual instruction like distributing 

PDFs and documents via email, it 

can be a real challenge for brokers 

to stay up to date on those product 

changes. Extended enterprise learning 

gives brands and brokers a single, 

learner-friendly hub where they can 

maintain and access the most current 

content and learning material possible. 

“From a broker’s perspective, they’re 

seeing a lot of new products and 

services launched to address 

changing customer expectations,” 

says Graham. “That can lead to a 

lot of misinformation being passed 

to customers, such as outdated 

products and incorrect information, 

which in turn leads to a poor 

customer experience.” 

2.
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Graham goes on to explain that the 

solution isn’t as simple as staying in 

communication with brokers through 

email blasts: “Financial services 

brands that don’t use extended 

enterprise learning are investing a 

lot of administrative time to reach 

out to brokers, and there isn’t 

always a guarantee that the broker 

will respond or engage with the 

material. Brands need to be able to 

pivot, retrain, and update curriculum 

quickly and accurately as well as 

ensure brokers and agencies engage 

with the information customers 

need – and there’s just no way to do 

that without a comprehensive, central 

education hub.” 

“It’s a common customer 
complaint that 
sometimes a brokerage 
or representative has a 
poor understanding of 
a company’s products 
or policies. Extended 
enterprise learning lets 
you make sure brokers 
are up to speed on what 
the products are and 
how to position them.”

- Kiara Graham, Learning Strategy 
Consultant at D2L
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Extended Enterprise 
Learning... Aligns Brokers 
with Your Brand 
It can be all too easy to overlook the fact 
that independent brokers and agencies 
deal with multiple financial services 
brands, not just yours. When brokers 
help clients select the best products and 
services, they’re going to recommend 
the ones they’re most familiar with. If all 
you’ve equipped your brokers with are 
a few product descriptions or one-sheet 
job aides, you’re just one of many similar 
services that might not get the attention 
you deserve.

“In general, brokers are used to 
getting bare bones information from 
the different brands they’re working 
with,” says Graham. “If a brand can 
offer a curated learning experience 
that actually helps them understand 
and sell products better, the company 
rises in the broker’s esteem to be 
more of a partner than a product. 
Now, potentially, you’re the brand 
of choice because you’ve made that 
extra effort.”

“The best part about extended enterprise learning for financial services is that the impact 
of the training is easy to see. You can compare trained and untrained brokerages 
and independent agents in any performance area and see the exact impact.”

- Kiara Graham, Learning Strategy Consultant at D2L

3.
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Understand
Extended enterprise 
learning helps brokers 
understand the unique 
benefits of your products 
and packages, making it 
easier for them to explain 
those benefits to customers. 

Digest 
Extended enterprise 
learning turns complicated 
and nuanced product details 
into digestible next-steps 
for packaging, positioning, 
selling and rapport-building 
on your brand’s behalf.

Leverage
Brokers with access to 
extended enterprise learning 
are closely aligned with 
your brand and positioned 
to promote your products 
and leverage your brand’s 
reputation with authenticity. 

Deliver
Extended enterprise 
learning makes it easy for 
brokers to deliver accurate 
and up to date information 
to clients confidently.

Extended 
Enterprise 
Learning 
Benefits for 
Brokers

We’ll say it again — brands succeed 

when brokers succeed. When you 

empower your extended broker and 

agency network with training and 

development based on research-

based best practices, you give them a 

simple, engaging, and easily-digestible 

way to excel at what they do. 
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Giving Brokers What They Need to Succeed
If you don’t use extended enterprise 

learning to prepare brokers to 

understand and leverage unique 

product benefit, you're missing out 

on the chance to disruption-proof 

your brand. Your reputation will be 

in the hands of independent brokers 

that may or may not make it a priority 

to be informed about your brand, 

vulnerable to miscommunications and 

lack of follow through. That’s no way 

to remain competitive in the long term. 

In such a complex, constantly-changing 

industry like financial services, it’s only 

a matter of time before disruption 

swallows your current approach to 

business and you must innovate. For 

brands that understand that brokers 

are the key to success, innovation 

comes to them in the form of extended 

enterprise learning — an interactive, 

effective, and branded central hub that 

supports sales and growth in the field.
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At D2L, we are transforming the way the world learns. Our modern learning 
platform helps maximize the impact of your services with a personalized learner 
experience, peer-to-peer knowledge sharing, Social AssessmentTM, video assign-
ments and more.

The financial services industry today faces many challenges, such as high employee 
turnover, decentralized management, and a highly competitive market that 
includes online competitors and changing consumer expectations. To overcome 
these challenges, organizations need to change their approach to training and 
development of their employees and extended enterprise teams by embracing a 
more modern learning experience.

Brightspace, our platform, is a world leader in content creation and curation, and 
enables employers to act in real time to keep workers on track. With a fully open 
API, D2L can easily integrate into your existing technology ecosystem.

LEARN MORE

https://www.d2l.com/enterprise/


Custom Content. Targeted Results.

Industry Dive’s Brand Studio collaborates with clients to 
create impactful and insightful custom content. Our clients 
benefit from aligning with the highly-regarded editorial voice 
of our industry expert writers coupled with the credibility 
our editorial brands deliver. When we connect your brand to 
our sophisticated and engaged audience while associating 
them with the leading trends and respected editorial 
experts, we get results.

LEARN MORE

https://www.industrydive.com/brandstudio/contact.html
https://www.industrydive.com/brandstudio/contact.html

