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Best Customer Experience in EdTech

 

COVID-19 has forever changed the way we work live and learn. It has impacted all social, economic, and cultural spheres. 

The crisis has forced organisations large and small to reassess and rethink how they serve their learners. Throughout this 

period of upheaval, D2L has steadfastly supported our clients to help then transition to hybrid and fully online, at the same 

time proudly maintaining our 99.9% uptime throughout. We have supported our clients, listened deeply to their needs and 

challenges, and invested more resources into our product development and support services.  

Transformation is nothing new to us. For over two decades, we’ve been working to help transform the way the world 

learns, so we knew what we had to do when radical change was required. We put learners around the world f irst, making 

it our goal to enable continued growth with online learning. We answered calls day and night, we built and strengthened 

partnerships, and we supported any organization that needed our help —whether they were one of  our customers or not.  

This required a collaborative, tactical, and precise approach, and was achieved by executing our business continuity plan. 

We immediately assembled a cross-functional response team, whose primary task was to determine key pi llars of  focus 

that would help provide focus, clarify priorities, and drive us forward in the face of  uncertainty. With these pillars in place, 

we went—and continue to go—to extraordinary lengths to support our customers. We’ve been relentless in our mission to 

provide value—functional, emotional, and life-changing value—to our customers as they use Brightspace to create the 

best possible learning experiences.  

And because we work so closely with schools around the world, we’re af fectionately viewed by them  as a trusted partner 

rather than a vendor. We are listening and working with our customers to continuously deliver innovative new products, 

features, tools, and services—and enhance existing ones—as they navigate challenges, adapt to change, and help 

learners get through any interruptions in their growth and development.  

  



 
 

 

 

 

Customer Support Resources 
 

Brightspace Community 

 
The Brightspace Community is our 24x7x365 one-stop shop for our customers to connect, share knowledge, and 

discuss everything about our Brightspace platform and best practices. It’s a repository of  our teaching and learning 

webinars and recordings and provides answers to f requently asked questions and contextualized, self -serve resources to 

all users. In the early days of  the pandemic, it proved essential as a direct channel of  customer support. Today, we’ve 

gone beyond the “how-to” that were necessary to get new users up and running and into focusing on communities of  

learning. Clients can self -identify and join groups who share common academic goals, work with those who are at a 

similar stage of  transformation, share common interests and passions or are looking to connect similar roles and 

responsibilities. From f ree training opportunities, places to ask questions directly to D2L staf f , input on product roadmap, 

discussions areas, we also create spaces for our clients to share best practices, educational research, and thought 

leadership. 

The Community serves up personalized, relevant content based on everyone’s individual role and what they are most 

likely wanting to accomplish with Brightspace based on the time of  year (e.g., a playlist of  getting started tutorials for 

teachers or Fundamentals for Administrators). 

We of fer over 400 task-based training videos that are available at no cost via our Brightspace Community and YouTube™ 

channel for administrators, instructors, and students. These short video tutorials cover the most used aspects of  

Brightspace such as Portfolio, Assignment grading, and Analytics. These videos are also available in course packages 

that can be imported into Brightspace for clients in support of  their own orientation programs. There is also wealth of  

product documentation in the Brightspace Community, including:  

• Comprehensive online help for students, administrators, and instructors. Customers can download the online help 

package and make it available through their instance of  Brightspace or a website.  

• Technical user guides for integrations and other administrative tools. 

• Our online support portal, containing a Knowledge Base of  technical reference material.  

 

University of Guelph—Turning challenge into opportunity  

“We’re engaging faculty at a deeper level than ever before. Using the 

Brightspace Community pages, we have curated and created additional 

resources tailored to our faculty that support the transition to remote 

delivery. Faculty are exploring innovative technology-supported 

teaching strategies to engage with students whether it is a small class 

of  100 or a large class of  1500. It’s exciting to observe.”  

— Lena Paulo Kushnir, Associate Director, Educational Technologies, Open Learning 

and Educational Support, University of Guelph  

 

https://community.brightspace.com/s/
https://www.d2l.com/customers/university-of-guelph/


 
 

 

 

 

 

Going Above and Beyond: Customer Support Services 

 

As our customers continue to adjust to new instructional methods in response to the pandemic  and getting back to a new 

“normal”, we partner with them to provide a comprehensive range of  tailored services to help them solve their challenges 

and achieve their desired results—whatever their goals may be. 

When we welcome a new customer into our community, we believe in establishing a solid foundation to promote long-

term success. Even as the pandemic has prompted higher onboarding volumes than ever before, our implementation 

services have continued to enable a seamless transition to Brightspace. We recognize that each customer’s needs are 

unique. Our Implementation Services packages of fer f lexibility and provide a variety of  options for training —including 

guided training that is self -service, fast, and workf low-based; certif icate programs; and private sessions—along with a 

selection of  workshops that focus on data, strategic, technical, and creative consulting. Throughout the implementation 

process, we work directly with our customers to create a personalized plan that focuses on their specif ic needs and 

makes the most of  their existing resources to drive successful outcomes.   

 

 

Af ter getting acquainted with Brightspace, many of  our customers are eager to f ind ways they can take their learning 

programs to the next level. Our Learning and Creative Services team partners with customers to create hundreds of  high-

quality courses each year to help exceed learners’ expectations. To make it quick and easy for customers to engage our 

team and move their courses online, we created the Quick Start Courseware Development of fering. We also launched a 

Courseware Subscription service to provide a long-term resource to customers who need to engage regularly  with our 

experts to accomplish their strategic learning goals.   

 

 

 

 

 

Temple College—Adapting to Meet Student Needs 

“We worked with D2L Creative Services to design the user experience, 

and we formed a very close relationship with the team. It really does 

feel like more than a vendor/customer relationship—we’ve developed a 

long-term partnership over the years.” 

— Brian St. Amour, Division Director, eLearning, Temple College 

 

“The daily support that we’ve received f rom D2L has been invaluab le, 

especially their data-driven approach. For example, we collaborated 

with the D2L team to analyze the performance of  the PDI platform, 

especially for bulk enrollments of  large numbers of  learners. As a result, 

we’ve been able to reduce enrollment time f rom four hours to just one.” 

-source  

— Jamie Burks, Production Manager, (ISC)2 

 

https://www.d2l.com/higher-education/services/
https://www.d2l.com/implementation-services/
https://www.d2l.com/implementation-services/
https://www.d2l.com/learning-and-creative-services/
https://www.d2l.com/customers/temple-college/
https://www.d2l.com/customers/isc2/


 
 

 

 

 

Launched in 2021 as a free of fering for all our clients, the Brightspace Guided Training provides clients the f reedom to 

access self -guided content topics as well as an array of  facilitator-guided training webinars so they can learn however and 

whenever they prefer. All key workf lows for a variety of  tools and features in the platform are covered in a mix of  

instructional demos led by expert trainers and hands-on learning activities. The videos and activities provide clients the 

f lexibility and autonomy to consume only the information they need whenever they need it. Each bite-sized live webinar 

session is of fered on a regular basis, making scheduling a breeze with busy schedules and can either stand alone or 

grouped into streams and series to take the guesswork out of  creating an ef fective learning path. New to online, experts in 

Brightspace, or those looking to brush up specif ic skills f ind value in the best practices, tips, and tricks. 

While many institutions rushed to implement an LMS, D2L launched a service that provides a dedicated expert to manage 

the day-to-day administration of  their Brightspace solution through a Learning Administration Management service. 

This dedicated individual helps to navigate in-depth analysis of  product adoption and engagement, documentation and 

reporting of  all changes for auditing purposes as well as system performance monitoring. When resourcing has been a 

challenge this allowed our clients to focus on their strategic goals and what needs to be done, but they can have the 

conf idence and peace of  mind that their learning solution is well-managed with an expert ready to consult with them and 

make sure they are getting the most out of  Brightspace. 

As our customers continue to evolve and ref ine their use of  Brightspace, we remain vigilant about providing responsive 

support when they need extra assistance. Our support services of fer convenience, f lexibility, and a wide variety of  

options—including four Administrator (Admin) Support packages and three End User Support packages. Unlike other 

providers, we allow customers to combine End User Support packages with any Admin Support package, and we deliver 

support to every end user—including all faculty, staf f, and learners—to help everyone make the most of  Brightspace. 

Additionally, our Platinum Admin Support package includes our unmatched Technical Account Management (TAM) 

program—giving customers a single point of  contact dedicated to helping them optimize their unique implementation and 

achieve their strategic learning goals.  

Once our customers are comf ortable with their day-to-day use of  Brightspace tools and our support network, we shif t our 

focus to how we can help them expand the impact of  online learning across their organization. Our Adoption Specialists 

are dedicated to assisting our customers in driving strategies that can boost adoption, improve retention, grow advocacy, 

and create scalable growth—during the pandemic and beyond. Typically, we provide one to two engagement sessions per 

month, such as enablement webinars and of fice hours, and content that can be shared for anytime, anywhere guidance. 

The results that our customers are achieving with this partnership are truly incredible—in the ten months f rom April 2020 

to January 2021, one of  our customers saw adoption of  1.4 million new users. 

Gwinnett County Public Schools—Going Online to Provide 

Education in All Circumstances 

“The most signif icant helping point is that we had our TAM onsite. It 

provides us with a direct conduit to D2L and full access to exactly 

who we need to talk with to make things happen quickly. If  an 

organization can swing it, I recommend it!” 

 

— Matt Waymack, Director of eClass Development, Gwinnett County Public Schools 

 

https://www.d2l.com/brightspace-training/
https://www.d2l.com/learning-administration-management/
https://www.d2l.com/support-services/
https://www.d2l.com/support-services/administrator-support/
https://www.d2l.com/support-services/end-user-support/
https://www.d2l.com/technical-account-management-program/
https://www.d2l.com/customers/gwinnett-county-public-schools/
https://www.d2l.com/customers/gwinnett-county-public-schools/


 
 

 

 

 

Many LMS vendors will encourage educators to simply "translate" their face-to-face work to online, when we know that is 

a less-than-optimal strategy. Although skills translation is important, effective blended or online teaching needs to also 

consider new strategies. In our work, we encourage practitioners to think about how to reach outcomes with new tools and 

paradigms, in parallel with training and showcasing. This allows for more effective first use of the LMS and encourages 

educators to consider the end goals they have for their practice and how to accomplish these with technology.  

For D2L, our interest is more than your rapid adoption and satisfaction with Brightspace; we’re invested in client success, 

improvement, and measurable impact of Brightspace on learning goals. Our Customer Success and Success Coach team 

works with each client to identify key learning themes, areas of focus or challenge, and specific student needs, and then 

will design or suggest additional support resources to support end users. These support resources can take many forms, 

including professional development sessions or change management resources; webinars or question and answer 

sessions for educators and students; one-minute workflows designed to provide instructors with “just-in-time" enablement; 

and a space for educators to share their stories and best technology practices with others. 

 

What This Looks Like in Practice: Ministry of Education Ontario  

At the beginning of each school year, the Ontario school boards meet with the Ministry of Education and D2L to identify 

their professional learning and teaching priorities for the year. From those priorities, a plan is developed, one that is 

tracked through a centralized learning hub – hosted in D2L’s Brightspace – where educators and leaders share 

experiences and questions, engage in Communities of Practice, and develop strategies for technology-enabled teaching 

(using their language of preference, French or English). Not only does this professional learning model encourage strong 

teaching practice it also engages more educators in the provincial Learning Management System, resulting in increased 

adoption and confidence using the tools available to them. Educators can both learn and teach in the same system, 

simplifying and enriching the experience.  

 

 

  



 
 

 

 

 

Customer Support Service Level Objectives 

 
In a time of  incredible change, we understand that responsiveness is paramount when it comes to providing world -class 

support. That’s why we back all our End User Support and Admin Support services with Service Level  Objective (SLO) 

targets of  80% or more within our stated time commitments (f rom 45–60 seconds for phone response and f rom 45–120 

seconds for chat response, depending on the service package selected). And while maintaining these targets during a 

pandemic has been a monumental task, and as many clients rushed to outsource previously of fered inhouse helpdesk 

services, we've been dedicated to upholding them. 

D2L has maintained 100% SLO adherence achieved for all tickets in the past 12 months.  

Over the course of  2020 and 2021, we faced an increase of  over 200% in our End User Support volume as well as over 

100% increase in our Admin Support volume.  We were also able to maintain our customer satisfaction scores at 84% and 

increase our performance to a record high of  over 90% in our ticket NPS scores. 

We accomplished these results by: 

• Implementing a collaborative process where several internal teams assisted with end user interactions  

• Launching a second End User Support partner within 90 days of  staf f reduction 

• Creating a new program to onboard and train new End User Support employees, new Admin Support employees, 

and over 100 support partner employees in record time 

• Holding daily meetings with support staf f  to improve the visibility and ef f iciency of customer interactions  

• Weekly audits coupled with microlearning sessions delivered through Brightspace allow for gradual upskilling of  

all staf f  

• Introducing a daily oversight process to review and reprioritize incoming interactions twice per 24 hours   

• Rolling out new self -help technologies including customer-specif ic portals, Chat IVR, Solve AI, and Agatha 

Answers to reduce the time to f ind relevant knowledge resources by 50% 

• Using our Knowledge Centered Service program to author over 10,000 new resources based on customer 

requests 

 

 

 

 

 

 

  

University of  Dallas—Overcoming the Challenges of  COVID-19 

“Any time that we raise an issue, we know that our D2L contacts will 

either solve it or escalate to ensure we receive a quick f ix. The quality 

of  support has been fantastic; we could easily have been 

overwhelmed as such a small team, but we never feel alone with the 

D2L support team on our side.” 

— Vanessa Cox, Director of Online Learning, University of Dallas 

 

https://www.d2l.com/customers/university-of-dallas/


 
 

 

 

 

It Takes an (Online) Village: Pivot to Virtual Event Strategy  

Fusion 2021 

With the pandemic extensively halting in-person gatherings, we had to rapidly pivot and develop an entirely new events 

strategy to f ind new ways to connect with our customers. Our annual user conference, Fusion (which traditionally takes 

place in July and brings together approximately 2,000 attendees), totally transformed in 2020 to a f ree virtual conference 

and we expanded this program in 2021 to 6 days packed full of  fun and learning. This proved to be a winning strategy, 

with over 10,000 registrations and extremely positive engagement f rom our customers using our event hashtag 

#D2LFusion. 

 

 

While our customers loved our reimagined virtual Fusion experience, we understood f rom the outset that extending the 

program would pose a challenge for live attendance. Throughout the event, we captured the presentations and 

documents f rom each session to share with registrants who were unable to join in real time. We then curated these 

resources in our Fusion On Demand portal—built using a customized instance of  Brightspace—to serve content in an 

environment that was familiar to customers and intuitive for those evaluating our platform. Fusion On Demand has been 

an incredible success, with over 20,000 views of  recorded sessions to date. And this number continues to grow as Fusion 

On Demand remains available for registration and viewing. 

Affinity Networks 

Our virtual Fusion program also introduced a series of  Af finity Networks for our customers to virtually connect with each 

other on their topics of  choice. During the event, each network group was facilitated by one of  our subject matter experts, 

and customers were welcomed to participate as their schedules allowed. Post -Fusion, we have extended our networking 

of ferings with online sessions throughout 2022 to continue fostering collaboration and inspiration across our community. 

To date, we have processed over 35,000 network registrations, and we plan to integrate these conversations with our next 

Fusion experience. 

https://www.d2l.com/events/fusion/
https://twitter.com/hashtag/d2lfusion
https://www.d2l.com/events/fusion/on-demand/
https://www.d2l.com/events/networks/


 
 

 

 

 

Fusion 2022 

As we approach another summer with travel restrictions still unknown, we’ve made the decision to hold our Fusion 2022 

program as a hybrid session this July. While in Boston, clients and prospects will be able to participate in live sessions, 

discussions, networking, training, and activities. They will have the opportunity to interact with other attendees, benef it 

f rom hands-on training, ask questions and get full access to virtual Fusion too!  For those who cannot attend in person, 

they will be able to view featured livestream keynotes and take part in activities in our 3-D virtual venue. They can watch 

session recordings at their own pace, whether in real time during Fusion or af ter the event.   

  

https://www.d2l.com/events/fusion/


 
 

 

 

 

When the Hard Work Pays Off: Uptime and Net Promoter Score 
As a learning company, with all the transformative initiatives, processes, and resources we put into place throughout the 

pandemic, we’ve been committed to accurately measuring the impact of  our ef forts. Measurement is an incredibly 

important component of  our continuous improvement approach. Not just because we love numbers and data, but because 

we want to know how we’re progressing. We want to see how far we’ve come, and we want to know how much further we 

must go to make a dif ference and provide value to our customers and to the world. In the technology industry, two of  the 

most important measurements that we have are uptime and Net Promoter Score (NPS). 

Uptime 

Uptime represents the percentage of  time that hardware, an IT system, or a device is successfully operational. It refers to 

when a system is working, versus downtime, which refers to when a system isn’t working. If  our customers can’t access 

their learning platform, or if  they lose work, that’s bad. 

Poor system performance and unreliability are simply unacceptable outcomes in our books. That’s why we pride 

ourselves on delivering a 99.99% uptime for Brightspace. Throughout the pandemic and as institutions open, close, and 

open again, we’ve been committed to—and have succeeded in—maintaining and exceeding our uptime target to support 

our customers in providing their learners with access to the tools they need to continue learning.  

 

 

Net Promoter Score 

As part of  our relentless ef forts to evaluate customer satisfaction, we collect regular feedback to identify the areas in 

which we are excelling as well as opportunities to further optimize our technology. In our most recent customer survey, we 

focused on attitudes towards our COVID-19 response including the ease of  transitioning online with Brightspace and the 

conf idence in our ability to address strategic priorities moving forward. Overall,  in 2021, we achieved a NPS of  55 f rom our 

education customers—truly world class. 

What our NPS scores tell us is that we’re focusing,  and succeeding, where we need to be—in meeting the needs of  our 

customers and learners around the world. We’ve made a huge impact by helping them transition to online learning quickly 

and ef fectively. We’ve stepped in to help. We’ve improved our products based on their feedback. And we’ve proven, 

through the hard work of  every one of  our employees, that we’re never satisf ied with the status quo. We’re always looking 

for—and f inding—ways to improve. And we couldn’t do it without our incredible community of  customers. 

 

“I appreciate that D2L, as a signif icant education partner during this 

strange time, has been absolutely solid in regard to uptime. We have 

not had to worry about whether D2L would work, even though we 

have seen signif icant usage numbers. Further, our local D2L team 

has been exceptional in the area of  support.” 

 

— Gwinnett County  

 



 
 

 

 

About D2L 

D2L is a global learning innovation company, reshaping the future of  education and work. We’re leading the way into a 

new era of  personalized learning, driven by the belief  that everyone deserves access to high-quality education, regardless 

of  their age, ability, or location. Our signature technology products–D2L Brightspace and D2L Wave–enhance the learning 

experience for millions of  learners at every stage of  life, f rom the earliest days of  school to the working world. Learn more  

at D2L.com.  

 

CONTACT US 

Phone:  1-519-772-0325 (Worldwide) 

Toll Free:  1-888-772-0325 (North America) 

+44-203-695-8580 (United Kingdom and Europe) 

0-800-452-069 (New Zealand) 

1-800-778-631 (Australia) 

 0-800-891-4507 (Brazil) 

 
Corporation. 

Fax:  1-519-772-0324 

Email:  ContactUs@D2L.com 

  

Facebook:  Facebook.com/D2LInc 

Twitter:  @D2L 

Web:  D2L.com D2L  

Appendix 

Recognizes the tool, platform, or service that supports educators in adopting a solution ef fectively with superior customer 

service and support. Experience may include help -desk services, live chat, social media tools, training/learning that is 

included in the purchase of  the solution, etc. 

Judges will be looking for: 

Customer Satisfaction- Is the support well craf ted and easy to navigate? How satisf ied are educators with the customer 

service they receive according to surveys and feedback? 

Issue resolution- When an educator reports a conf irmable issue with the solution, how quickly is the issue rectif ied? What 

level of  technical assistance is provided to educators? 

Quality of  Self -Serve Help Materials- Does the company provide materials for an educator or administrator to get their 

own answers (i.e. FAQs, videos, forum)? 

Quality of  Support– Does the educator have an excellent experience when contacting customer service to receive the 

support they need? Does the company proactively provide customer support related activities (Notif ications etc.)  

Response Times for Support Inquiries- How quickly does the company reply to emails and live chats? What are the wait 

times when calling?   

Technological advances- What cutting-edge technologies have been leveraged to improve response times, technical 

support and training (AI, chatbots, VR, etc.)? 

http://d2l.com/
http://d2l.com/trademarks
mailto:ContactUs@D2L.com?subject=Contact%20Us
http://facebook.com/D2LInc
https://twitter.com/D2L
http://d2l.com/

