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Executive Summary 
There is no doubt that mobile devices are changing the landscape of corporate 
computing in general, and of corporate learning and performance support in 
particular. Mobility has ushered in a new generation of learning-on the go, on 
demand, always connected, highly interactive, and social. Tablet devices, led by 
enthusiastic adoption of the Apple iPad, are having major impact on enterprise 
learning, with form factors like larger screens and touch navigation that are 
conducive to effective consumption of learning content and interactive multimedia 
that delivers compelling experiences. Global companies like Cisco Systems are not 
only delivering training on iPads, but also creating YouTube videos on how to use 
those iPad apps. We are truly witnessing the emergence of the contemporary 
enterprise learning culture. 

State-of-the-art devices and software 
are only parts of the business mobility 
equation, however, without content, a 
'tablet or smartphone is simply a 
portable communication device. The 
challenge for most companies is that 
learning content and the processes and 
practices that surround it have not 
caught up with new-generation learning. 
As a result, many organizations find 
themselves with a significant gap 
between their existing content 
processes and the demands of today's 
learners and knowledge workers. 
Tablets make the gap more obvious 
because of the ways those devices are 
used and their content delivery 
capabilities. It's becoming critical to 
close the gap-or risk being left behind 
as leading companies create competitive 
advantage with mobile learning. 

This paper targets learning, business, and IT managers who are responsible for or 
involved in their organization's strategies for delivering content on mobile devices. 
We consider the rapid evolution of mobile learning in the enterprise and the 
implications for learning content creation, management, and publishing. We look at 
the gap between current processes and new-generation learning requirements. We 
show readers how an approach based on reusable content components can deliver 
operational benefits, such as cost efficiencies and rapid time to mobile deployment, 
as well as compelling learning experiences. Our goal is to help managers 
understand that a content strategy rather than a project mentality is the only way to 
take full advantage of the business performance benefits and productivity gains that 
are possible with mobile learning. 

Figure 1.0: Video guide to tablet learning app 
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The Mobile Mandate 
Adoption of mobile devices among enterprise business users is occurring at a 
lightning-fast speed. Analysts estimate that by 80% of businesses will support a 
workforce using tablets, led by the Apple iPad. By 201.4, 90% of organizations will 
support corporate applications on personal devices.1 

Enterprise technology adoption is usually driven by top-down initiatives-better 
planning with ERP systems, for example. Mobile adoption breaks this pattern, often 
driven by demands of users in addition to the requirements of the business. Two 
major forces are empowering users to simply assume device mobility in the 
enterprise: 

• The consumerization of enterprise technology. Employees arrive at work 
expecting instant communication and access to the tools that help them be 
effective in their lives outside of the office. Younger workers are hyper-
connected, assuming continuous, always-on connectivity in the workplace as 
well as at home and in social settings. 

• Flexible work environments. The boundaries between work and personal life are 
blurring. Employees are becoming more assertive about variable hours and 
working from home, making face time progressively less relevant. A new 
generation of knowledge workers prefers to work when and where it is 
convenient. Further, a growth in globalization and virtual teams means that not 
all work occurs in a single geographic location. They are using mobile devices to 
enable new work whenever, wherever. 

Many organizations are consciously embracing mobile as part of the enterprise 
computing landscape, developing strategies for adoption rather than simply letting 
mobile happen without direction and governance. These pioneering companies are 
learning how mobile devices can deliver the most value as platforms for enterprise 
content delivery and consumption, and they are starting to reap the benefits of 
adoption today. Where and how are they focused? 

The first wave of applications included email, search. And access to social 
networks. This is a natural extension of how workers use their personal devices 
outside of their business environment. The next wave targets the realm of specific 
enterprise business activities, including streamlined operations management, 
enhanced decision support, flexible training, and more efficient workflow. Mobile 
adoption for business use in some verticals is particularly accelerated; healthcare is 
one example, with patient charting, e-prescribing, and remote information access by 
physicians as specific opportunities. The availability of mobile applications via cloud 
services will spur further business adoption, with enterprise users accounting for 
about 7S% of the-cloud-based apps market by 2014 (Juniper Research). 

Issues Impacting Enterprise Adoption 
                                                
1 Gartner Group, Gartner's Top Predictions, 2001, http://gartner.com 
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For all of the executive excitement and tantalizing potential, however, organizations 
still face real challenges when deploying , mobile devices and applications at the 
enterprise level. Quantifiable business value is assumed, but is yet to be realized by 
many companies who are at the "just gotta have it" stage. Security issues and 
governance remain high on the list of IT 
concerns. Development environments, including 
Adobe Flash and HTMLs/are highly evolutionary, 
sometimes causing app developers-to hesitate to 
make platform commitments. 

And then there's the issue of content. Content is 
one of the most critical factors influencing mobile 
adoption in the enterprise. Yet it's also commonly 
treated as an afterthought-if it's thought about at 
all. During app design and planning, many 
stakeholders fail to consider issues such as: 

• How is mobile content different from content consumed through other channels 
(e.g., web and print)? 

• What content is required for those benefits related to improved productivity and 
better decision making and performance support? 

• Who creates that content? 

• Where is managed? How is it published? 

• How do companies keep it fresh and relevant? 

Because content issues are not consciously, carefully addressed as part of mobile 
deployment initiatives, programs often come to a halt while teams scramble, once 
they realize that content challenges must be addressed. Or worse, mobile initiatives 
are greatly compromised in their effectiveness because the content falls short of 
what's required for maximum impact, either in volume, richness, or fitness to the 
device. 

Mobile learning in the enterprise provides us with a framework for exploring this 
tension between the potential value of mobile computing and the potential failure 
due to issues related to content. Learning applications are rich in opportunity to 
leverage mobility. Companies can deliver learning without tethering workers to a 
specific location. They can aqqreqate just-in-time learning content from multiple 
sources. They can give dispersed, global workforces access to the same learning 
content and services, enabling better collaboration by establishing a common 
foundation of understanding. Companies can leverage social media on mobile 
devices for career development, attracting workers who view networking as part of 
their mental model of a work environment. 

Learning content is also useful as this paper's reference application because it is 
characteristic of broad class of content applications that are likely candidates for 
mobile delivery, including technical documentation, product information, and 
contract management. If companies can effectively solve their learning content 

“Mobile devices and applications 
aren't just about sling-shotting 
birds or drinking virtual beers 
anymore. Mainstream business 
tasks from sales and marketing, 
to customer service and 
consumer research are quickly 
making their way from desktops 
to smart phones.” 
Wall Street Journal/ October 2010 
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challenges, they are well on their way to addressing similar challenges with other 
types of content destined for mobile delivery. 

Before exploring the critical need for a mobile content strategy, we take a brief look 
at the enterprise learning market, the future of which is being heavily influenced by 
mobile devices, particularly tablet computers. This will provide the context for the 
rest of the analysis presented in this paper. 

Mobile Learning: Market Growth and Drivers 
The US market for mobile learning products and services has developed significant 
momentum, with estimated compound annual growth of approximately 14%through 
2015 when revenues are projected to exceed $8 billion2. This growth contributes to 
the overall health of the larger training and education market. Outsell forecasts that 
it will grow by more than $8 billion over the next four years and reach $57 billion by 
2o~3. By the end of 20~3f training and education will account for nearly ~4.5% of all 
revenue in the worldwide information industry (behind only two other segments 
tracked by Outsell: News and Search, and Aggregation and Syndication).3 
Professional training accounts for 37% of total spending in this market. 

According to Outsell, one of the key drivers of the current training and education 
market is, in fact, the availability of more delivery platforms and media including 
tablets, smartphones, eBooks, and other mobile devices. Outsell also identifies 
other influential trends are that are specifically related to content and content 
delivery on mobile devices: 

• Disruption of traditional business models by digital 
mediums: buyers and consumers of learning 
content have access to more device-aware 
materials as providers shift to digital products and 
digital delivery. 

• The increasingly social nature of learning, and the 
related rise in user-generated (or social) content to 
support this: users are increasingly social and 
mobile, and they want content to support both of 
those contexts. 

• Increasing demand for customized content in the 
enterprise: the larger movement towards tailored 
content experiences for customers, prospects, 
partners, and employees is strongly influencing the 
learning sphere. 

                                                
2 http://www.ambientinsight.com/Resources/Documents/Ambient-Insight-2010-2012-US-Mobile-
Learning-Market-Executive-Overview.pdf 
3 Education and Training: 2010 Final Market Size and Share Report, Outsell, Inc., June 2011.  

"Much of my learning comes 
from a physical interaction with 
the text: bookmarks, highlights, 
page-tearing, sticky notes and 
other marks representing the 
importance of certain passages 
- not to mention margin notes, 
where most of my paper ideas 
come from and interaction with 
the material occurs. All these 
things have been lost, and if 
not lost they're too slow to 
keep up with my thinking, and 
the 'features' have been 
rendered useless."  
Aaron Horvath, senior at 
Princeton University 
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In addition to driving market growth, mobile devices are profoundly and 
fundamentally reshaping the learning experience. There remains a need for formal 
learning applications; certifications, for example, require that .specific learning 
modules be completed and that testing materials be submitted and scored. But 
much of enterprise learning is rapidly becoming informal. Learning often takes place 
away from the cubicle, regardless of whether the worker is using a laptop or tablet. 
Learning is increasingly subsumed into other work tasks, such as performance 
reviews, on-boardinq, sales support, and customer service. Learning and 
performance support are morphing into a single application in a contemporary 
version of on-the-job training. Mobile devices-tablets in particular-are both a catalyst 
and an accelerator of these shifts. 

If tablets and other mobile devices are ushering in the new generation of enterprise 
learning, then new-generation learning content necessarily comes along with it. 
Taking old-style approaches to content destined for new-generation mobile devices 
is a sure path to failure. Users expect highly interactive experiences-not 
downloadable segments of existing web-based content for use on tablets and 
smartphones. Many organizations are not prepared for this shift. They face a wide 
gap between their existing processes for creating, managing, and publishing 
content and those required for effective mobile learning. How do they begin to close 
that gap? 

Mobile Learning Content: User Demands, 
Enterprise Requirements 
Any discussion of compelling, effective mobile content delivery starts with 
understanding the needs of the mobile content consumer. How do we define a 
satisfying content experience on a mobile device? What are the characteristics of 
that content, and what must developers of learning content do to respond? 

The Needs of the Learning Content Consumer 
Although content requirements vary from application to application, workers are 
bringing a common set of expectations to their business mobility experience in 
general and to mobile learning applications in particular. 

• Relevant: users across all interactive platforms now demand content that is 
customized at the individual and contextual levels. A compelling experience is 
tailored to the user and to what he or she is doing at the specific point of device 
use. Relevancy is context, which might even extend to incorporating content into 
work processes. One example of inserting learning content into a workflow is 
exception handling while completing an insurance claim out in the field; while 
processing the claim on his mobile device, the agent might have access to a 
digital how-to guide for managing special cases. 

• Dynamic navigation: users want to choose their own path through content. 
Personalization encompasses both the content and the way that it is consumed 
by the user. 
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• Rich: users expect content in multiple media formats (text, audio, graphics, 
video) but in a single container, as well as high degrees of interactivity. 

• Fit to form: users expect a content experience that is appropriate for the device. 
Reading PDF pages on a smartphone can be a frustrating experience. 

• Integrated: uses want their content experiences synchronized with other 
platforms to create a holistic work process. They should be able to continue on 
their laptops what they start on their tablets and srnartphones. 

• Collaborative: users expect to combine content with communication, taking 
advantage of a key value proposition of most mobile devices. Drawing on their 
personal experiences, mobile business users expect the ability to share content 
and collaborate within their networks, and to provide positive and negative 
feedback on the content itself. 

A brief scenario illustrates how these requirements come together in a sales 
support scenario. A field sales representative uses her company-issued tablet 
computer in three ways. 

1. Audience-facing product education: she presents customers and prospects 
with rich, interactive content that is customized for each sales presentation. 
She can hand the device to the prospect and say, “Here. Explore those 
features that really matter to you.” The tablet makes it easy to share content 
that adapts dynamically to the user's behavior. 

2. Internal-facing operational workflow: because the app is integrated with 
other devices and with enterprise back-end systems, the sales rep can 
onboard a new customer. She can start the process of creating customized 
sales agreements as she moves on to the next appointment and 
collaborating via private social network with others who own a step in the 
new-customer workflow. 

3. Training and performance support: the rep uses the tablet to learn about 
new products, connecting with engineering and marketers while mobile. She 
can access new policy guidelines for handling special contract situations 
while sitting with her customer, producing custom documentation on the fly. 

This situation also illustrates our earlier observation that learning and performance 
support are blending into contemporary on-the-job training, enabled by mobile 
devices and content that's appropriate for the device in hand. 

How do companies translate these end-user needs into enterprise content 
requirements? 

Enterprise Content Practices for Mobile Applications 
Some readers of this paper might recognize the content requirements above as 
somewhat universal-enterprise users have these same expectations of their content 
experiences regardless of the delivery platform or channel. They want rich content 
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that's relevant to them, when they need it on the computer they happen to be using 
at the time. Companies that are committed to designing their content and systems 
from the "outside in," working back from the needs of the content consumer, are 
already planning for or actually creating, managing, and delivering structured 
content enriched with metadata, separated from presentation, and assembled 
dynamically. They typically use XML (eXtensible Markup Language) for such 
content applications, as described later in this report. 

For other organizations, however, satisfying the demands of content consumers is 
charting relatively new waters. Content requirements and challenges are pushed 
into the spotlight by the mandate to implement mobile applications that require 
enterprise content. This is often the case for learning professionals and other line-
of-business managers who are not involved in the day-to-day content management 
activities of their organizations. They are subject matter experts-but not content 
experts. 

What are the implications for the internal approaches to creating, managing, and 
delivery content that deliver the kinds of mobile experiences that result in business 
value? Enterprise content practices that align with user expectations are 
summarized in the table below.  

User Need Content Requirement 

Relevant 

• Content in small chunks that can be selected by a rules-based 
engine, assembled and delivered dynamically 

• to self-describe content and provide hooks for grabbing content 
for dynamic publishing and delivery 

• Content that can be inserted into a workflow or business 
process, enabling it to be available “just in time"  

Rich 

• Multi-media content that can be stored in specialized 
repositories (such as a digital asset management system) 

• Co Metadata for adapting media to device, enabling 
compressed video formats for smartphones and fully featured 
video presentation on desktop computers as one example  

Fit to form • Content that is device agnostic, created and managed 
separately from presentation constraints 

Integrated  • Single-source content that is created once and re-used in 
multiple applications for different delivery platforms  

Collaborative 

• Content that can be shared among participants while tracking 
versioning, approvals, etc. 

• User-generated and social content managed and presented 
with corporate content 

 

If we consider user expectations and enterprise requirements for meeting them, it is 
apparent that handcrafting content for mobile applications is a high-risk approach. 

Table 1: Content Requirements for Mobile learning 
 



 

©2012 Xyleme, Inc. All Rights Reserved  www.xyleme.com Page 10 of 16 

Only organizations with very deep resources and no time pressures could afford to 
build multiple applications that align with user expectations. Yet this is a common 
trap that companies can fait into: executing a mobile initiative as a project silo. A 
one-off effort results in content that is largely not reusable. Learning professionals 
still live with the hangover from a dependence on rapid authoring tools. In addition, 
organizations quickly discover that such an approach is not scalable. They must 
chew up resources unnecessarily every time a new mobile application needs to be 
developed. Breaking away from this kind of project mentality means taking a step 
back and thinking strategically about mobile content. 

The Case for a Mobile Content Strategy 
A strategic approach to mobile learning content leads to real business benefits, 
including cost efficiencies, faster time-to-deployment, and compelling experiences 
that are customized and personalized-all of which can enable an organization to 
deliver and derive new value from enterprise learning initiatives. Before exploring 
these benefits, we look at how a strategy based on XML supports contemporary 
approaches to learning applications in the enterprise. 

Three Pillars and XML as the Strategic Foundation 
Companies need a plan of action for creating, managing, and delivering mobile 
content in sustainable, scalable ways. A methodical, organized approach is the only 
way to avoid the project trap described above. What are the fundamentals of such 
an approach? 

Drawing on the needs and requirements outlined in Table a, we can identify three 
pillars of a mobile learning content strategy: 

1. Granularity: content is created and managed as individual components that 
can be assembled for different purposes. Instead of creating a learning 
module as a single file and converting it to PDF for delivery for example, the 
module is authored in logical chunks that might include a lesson, a task, and 
a series of separate test questions. Metadata tagging provides information 
about each component. Components can be assembled automatically for 
different purposes and users, often in dynamic fashion depending upon user 
behavior. 

2. Multi-purposing: content is created once, but with the intent and ability to 
deploy it for multiple purposes (learning and technical support, for example) 
and across multiple devices (web, smartphone, tablet, and other devices 
that haven't even been invented yet). 

3. Single-sourcing: content is created once, and managed as a single asset. 
Single-sourcing goes hand-in-hand with granularity and multi-purposing. 
Single-sourcing is the principle of maintaining one instance of a content 
component, whereas multi-purposing focuses on providing a flexible content 
model that enables that single-source content to be used in multiple ways. 
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Many readers will recognize these content characteristics as the essence of XML, 
the well-established, widely-adopted global standard for enabling content reuse 
through single-source content creation, management, and publishing. Many 
organizations already use XML to structure and manage enterprise content such as 
technical documentation, pre- and post-sales product content, instruction manuals, 
and so on. Learning officers and content developers have an opportunity to extend 
the value of XML to the learning domain, where XML is just beginning to get 
traction. For other companies, delivering mobile learning content may be the first 
opportunity to implement XM within their organizations. 

XML content is managed as components-as chunks rather than in whole 
documents. The components are tagged with metadata that describes them in a 
meaningful but neutral way. The capabilities that result are significant: 

• Because XML tagging is application-agnostic, XML content can be used beyond 
a single department, application or output channel. Learning managers can 
present information in multiple output formats-a word processor file, rich 
website, PDF or a tablet or smartphone app. 

• XML allows organizations to update information once and apply the update 
everywhere, resulting in highly reusable content that can be easily reassembled 
into new forms to meet evolving enterprise learning needs. 

• Organizations are able to leverage their content investments to create new 
assets, such new mobile learning modules from existing technical 
documentation. The strategy eliminates the waste of countless staff hours on 
emails, phone calls and expensive meetings for content updates and 
synchronization, an important benefit in the current challenging economic 
environment. 

• Customized learning experiences can be assembled the fly with content delivery 
that dynamically responds to a user's profile, needs, and behaviors. With an 
engine that identifies components based on their tags, a knowledge worker can 
learn about a new product feature on an iPad, but access that same content via 
a web browser on a laptop to help a customer solve a problem. 

• Business Benefits of an XML Content Strategy for Mobile Learning 

Content reuse is often the most compelling business driver for XML adoption, 
regardless of the domain (e.g., learning, technical documentation, customer 
support, and so on). Learning managers and content developers can eliminate the 
content re-creation effort often associated with delivering the same information 
multiple ways. Reuse is a two-pronged business benefit: 

• Same content, multiple channels. Redundant effort is one of the most expensive 
problems in creating customized learning content for multiple channels and 
uses. Moving away from a manual reproduction approach to a strategy focused 
on components and reuse enables enterprises to achieve the business goal of 
rapid mobile deployment as well as wring more from tight budgets and finite 
resources. 
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• Same content, repurposed for new learning products and applications. Content 
components can be assembled to repackage content in new and different ways 
to reach new audiences or generate new revenue streams, in the case of 
companies that publish learning content as their core business. 

Cost efficiencies are also realized in content maintenance cycles. Without a content 
strategy that enables reuse, organizations also struggle when the same information 
is stored in multiple locations, managed by multiple resources and formatted in 
multiple styles. This results in a nightmarish update process that is inefficient, 
expensive and error-prone. There is in an incremental cost increase every time 
content is revised-each separate source must be updated, and a different expert 
with specialized knowledge may be required for each output format. It's not a 
sustainable model, and will ultimately cause failure. The strategy of creating each 
content asset once and reusing it any time, anywhere can also significantly reduce 
quality assurance and testing, eliminating the need to review the content in each 
and every learning application in which it is used. 

These operational benefits of an XML content strategy are just one dimension of the 
value such a strategy delivers. The other lies in the compelling learning experiences 
it enables, especially when delivered on a tablet device. 

Because content is managed as tagged components, a dynamic assembly engine 
can gather and present content that is tailored to the preferences of the individual 
and the current context, including the device in use (laptop, desktop! tablet, or 
smartphone). XML can be used to tag any type of content, including images, video, 
and audio, which means that digital assets can be combined with text to create rich, 
interactive learning applications. These capabilities enable organizations to deliver 
better experiences for less investment. Such ROI can be quantified if we know the 
cost of developing each app separately without reuse. Beyond this, the impact of 
better, more effective learning on the business performance of the organization as a 
whole is immeasurable-and critically important in today's global economy. 

One additional dimension of the contemporary learning experience is collaboration-
the ability to share the learning experience and interact with others during and after. 
When learning content is organized as components, users can more easily identify 
the content that is most useful to them most valuable for their learning experience. 
They can share these elements separately, and if the application offers two-way 
social interactions, comments can be captured in XML and attached to the 
component as metadata, thereby increasing its value for shared learning and 
performance improvement going forward. 

Learning Content Scenarios Leveraging XML 
A learning officer can work with an instructional designer to assemble a technical 
training course by identifying the relevant content components that have already 
been developed by technical writers. The designer can focus on shaping that 
content for an audience of learners, and then assemble and package it for delivery 
as a mobile learning application. When the content is updated to correct a 
specification error or highlight a new feature, the learning application is 
automatically updated upon the next assembly process. 
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A mobile app combines formal and informal instruction with performance support to 
optimize enterprise learning. With an XML-based content strategy, users can query 
the repository of XML components and get just the information they need, Vi/hen 
they need it. The organization creates an agile and responsive environment with a 
number of benefits, such as improved customer satisfaction delivered by an 
educated staff that's well-trained and has access to additional resources to support 
business functions. 

Conclusion: Outsell Gilbane Perspective 
The enterprise learning market is already experiencing the breezes of a perfect 
storm of sorts=an environment in which the convergence of several separate 
events, each powerful on their own, creates an impact that is bigger than the sum of 
the colliding forces. 

1. The markets for digital learning content and for mobile learning are 
gathering momentum. Outsell's current market forecast for education and 
training estimates that worldwide spending on products and services will 
reach $51 billion US this year, growing at about 5% CAGR to $60 billion is 
2014. Our analysts see a healthy and brisk uptake in digital learning 
products and services, growing from 28% of the total market in 2008 to 36% 
of spending this year. 4 Ambient Insight, a research firm that identifies 
revenue opportunities for global learning technology suppliers: predicts a 
CAGR of about 22% for the mobile learning segment of the market.5 This 
means that on mobile learning will far outpace the growth of the larger 
education and training market. Mobile learning has moved beyond trend to a 
permanent part of the landscape. 

2. Mobile device use in the enterprise continues its inexorable adoption, 
with tablets expected to further penetrate the corporate market (see Figure 
2: Tablet computers in the enterprise). 

3. Mobile workers will not just expect but demand mobile learning 
experiences that are interactive, customized, and social. The larger 
trend towards consumerization of enterprise technology is at play here and 
will only put more pressure on learning organizations as new employees 
who are digital natives come into global workforces. 

Taken together, these forces cannot be ignored. Learning organizations that are not 
already delivering or at least planning to deliver learning applications on mobile 
devices are at great risk of being unable to catch the waves that will roll outward 
from this perfect storm, it is also clear that at ail constituents in the learning 
ecosystem will be affected by this profound and permanent change. Developers of 
commercial learning products and services} in-house curriculum developers, 
training and education managers, operational managers whose workers need on-
                                                
4 Education & Training: 2011 Market Forecast and Trends, Outsell, Inc., October 201l. 
5 http://www.ambientinsight.com/Resources/Documents/Ambient-lnsight-2010-2012-US-Mobile- 
Learning-Market-Executive-Overview.pdf 
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the-job training and performance support, IT professionals who support learning 
delivery with enterprise systems, technology suppliers of learning solutions - all are 
stakeholders with a vested interest in the effective and impactful deployment of 
mobile learning apps and, by default, mobile teaming content 

At the end of the day, mobile delivery of learning content is a publishing process. In 
greatly simplified terms, content is created, assembled, packaged, and distributed. 
And like every other enterprise publishing process, formal content management 
strategies and practices are the means to cost efficiencies and rapid deployment. 
Furthermore, if the strategies and practices are based on XML and components, the 
investments also payoff as deep satisfaction on the part of consumers of content 
that is rich and compelling. 

Companies that recognize the opportunity to create long-term, sustainable 
competitive advantage with mobile learning are taking steps today to capitalize on it. 

Essential Actions for Learning Content Publishers 
• Start dosing the gap between current processes and user expectations. 

Understand where current processes are not able to deliver the kind of content 
experience that learners need (see Table a: Content Requirements for Mobile 
Learning), and focus on addressing those issues first. 

• Break out of the project mentality. One-off app development is right for early 
experimentation and gaining insight into what works and what doesn't. But 
beyond the first one or two, this model is not sustainable over the long term, and 
quickly turns costly as content created for onetime use is locked into that 
application. 

• Develop a content strategy. Begin by understanding where and how content is 
reused across functions (technical documentation and training; for example) or 
across delivery platforms. In some cases] existing content infrastructures (often 
based on XML) can be extended to include output for learning applications 
without from-the-ground-up investment. Where can existing investments in 
content and infrastructure (people, process, and technology be leveraged? 
Many learning professionals are surprised to learn that other areas of their 
companies have the content expertise that can accelerate time to mobile app 
deployment. 

• Build a business case based on the business benefits of XML Consider the 
three pillars of an XML-based mobile learning content strategy-granularity, multi-
purposing, and single-sourcing-and imagine the impact that they can have on 
the organization. Companies that adopt XML have consistently seen it drive 
higher quality information, reduce publishing costs, and result in faster delivery 
for their technical manuals, policy documents and other content-based 
deliverables. It empowers organizations to deliver the right information at the 
right time to the right people. increasingly, this is what contemporary learning is 
all about. 
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Sponsor's Perspective 
Outsell thanks Xyleme for the contribution of the content for this section of the 
paper. 

Pastiche by Xyleme is an end-to-end solution that allows organizations to rapidly 
deploy interactive iPad applications by assembling their existing content from 
textbooks, eLearning and assessments. This is possible without any software 
development on your part. With a few clicks, you can publish branded apps to the 
iPad AppStore and deliver your content from the Pastiche Storefront, your LMS or a 
third-party distribution service. 

Pastiche apps are not simply brochures on the iPad. Rather, they are highly 
interactive, engaging apps that allow users to control their learning experience. It 
includes: 

• A robust eReader (Read Me): allows you to highlight, 
bookmark and annotate content for later reference. 

• A media player (Show Me) for audio, video and 
interactive media where you watch, interact and 
explore training content. 

• An advanced assessment engine (Quiz Me): it 
provides feedback, hints and advice and can be 
configured to report results back to an LMS. 

• Performance support (Help Me) to pinpoint and 
deliver relevant pieces of information. 

 

The Pastiche Storefront is a content distribution platform where organizations can 
upload their Pastiche content to make them available to learners. Content can be 
made public or access can be controlled via user/group permissions. 

Since its introduction in June 2011, numerous analysts, both within L&D and 
outside, have been briefed on Pastiche. The overwhelming response: Pastiche is 
ahead of the curve. 

“It is clear that creating a high quality app which will generate real 
revenues requires a certain level of expertise - acquiring this 
expertise in-house is likely to be prohibitively, costly for many training 
organizations at this stage, with mobile making up only a small 
element of their distribution strategy. Pastiche not only solves this 
problem, it also means that content already stored in a granular XML 
form can be easily re-purposed.” 

Kate Warlock Analyst, Outsellinc. 
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About Xyleme 
Xyleme, Inc. is the leader in standards-based learning solutions that enable the 
personalized delivery of training content. Xyleme’s suite of products is powered by 
Xyleme LCMS, a 100% XML-based single-source platform. It provides the industry’s 
most efficient content development platform for the rapid reuse of content across all 
types of print, eLearning, tablet and mobile outputs.  

The Xyleme™ product suite also includes BravaisTM, Xyleme’s cloud-based solution 
to deliver personalized learning to any device. Pastiche® is Xyleme’s end-to-end 
solution for rapidly deploying interactive and privately branded iPad or Kindle Fire 
apps.  

The adoption of the Agile Development framework enables the release of new 
Xyleme LCMS, Pastiche and Bravais versions every three months compared to the 
industry standard of 12 to 18 months. 

 


