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A learning business, helping people &  
organizations develop the skills &  
knowledge they need to succeed. 

Digital Products & Services over 60% of Revenue 

2015 Revenue of $1.88 billion 

 

 

DIGITAL DISRUPTION 



The Learning Business 

Solutions 

10% revenue 
Online Programs 

Corporate Learning 
Assessment 

Publishing  

42% revenue 
Research Reference 
Professional Practice 

Course Material 
Databases 

Course Workflow 
Test Preparation 

Other 

48% revenue 
Subscriptions 

Funded Access 
Content Licensing 

Articles Sales 
Backfiles and Reprints 

 

Research Journals 



How did Wiley make the transition? 

 

By understanding Customer needs 

  
 

 

 



Go digital with platforms, services and 

capabilities that increased customer 

understanding  

 

HOW? Because we now have the data  

 

We now understand our customers better 

than ever before 



 

Mindset to understand customers  

Toolset to help reach customers  

Skillset to bring these practices to life 

To cultivate these sets, a global center of excellence called the 
the Marketing Revenue Center was created  



Marketing Revenue Center  

The MRC houses Wiley’s award winning certification programs in:  

Social Marketing 
Digital Analytics 
Search Engine Optimization (SEO) 
Customer Experience 
Marketing & Sales Automation 

Over 700 
colleagues enrolled 
Over 1200 courses 

completed  

Helps colleagues achieve their mindset as modern marketers by 
empowering them with the necessary skillsets and toolsets 



Customer Engagement Framework 
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Case Study 
Journal Authors | Author Services  



10 

Creating Customer Strategy 
Bringing segments to life through personification 



Creating Customer Strategy 
Personas illuminate challenges, needs & motivations 





Designing Experiences 
Lifecycle approach provides a holistic customer view 



Using Customer Metrics for Change 

 Customer Service is addressing author needs 
 One touchpoint can’t create “advocates” 
 Authors have many other unmet needs 



 

(Positive) customer experience 
is an outcome that can be 
assessed and measured; 

 

 

To achieve it, we must practice 
“good” customer experience 
management 

 

 

Using the “right” toolkit 

Key Take-aways 


