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RESEARCH INSIGHT

THE NEED, OH THE NEED!

Dolarge organisations believe that measuring the business |am seeing an emerging trend where demonstrating
impact of learningis a priority? That’s the question that we af businessimpact willbecome vital to securing L&D budget.
LEO, alongside Watershed and the iVentiv network, set out

touncover. We now have increasingly sophisticated ways of measuring

the businessimpact of learning. Butis L&D really interestedin
The benefit of being Chief Strategy Officer of a company itsimpact? We've allheard the debate many times over, so
like LEO s that my field of visionis becominglarger and LEO decidedto conduct someresearchinEurope and the US
increasingly international. In my conversations, | consistently to find out what people really think.

hear that organisations have little sense of whether their L&D
spendis effective.

SOURCES AND METHODOLOGY

We went out to the Watershed 'network in the US (made up In case youmissedit,here are the survey talking points:
of organisations that have expressedinterestinlearning
measurement), the iVentiv network (senior talent and L&D
leaders) and to LEO’s extensive database of organisations. > Ibelieveifis possible fo demonstfrate learning’simpoct
We also conducted a series of in-depthinterviews with > Bigdatahas asignificantimpact on my organisation

a selection, so some of the commentary stems from
those interviews.

> |wanttouse analytics toimprove learning

> The success of my departmentis evaluatedby...
> |feelexecutive pressure to measure learning’s impact

Theresults come from answers from more than 350 > Thebiggest challenge of measuring the impact of
organisations such as Ericsson, Twitter, Tesla, Xerox, UK learningin my organisationis...

Government, Telefonicaq, the London Stock Exchange,

Sainsburys, Swiss Re, Lioyds of London, Virgin, Volvo Cars,

Serco, the MOD, Menzies, IBM,Eon,Roche, DHL, Novartis,

Syngenta,Jaguar LandRover, L'Oreal, Credit Suisse, the Red

Cross, Ford, Rockwell, Microsoft, Chase, Air Canada, Novo

Nordisk, Thomson Reuters, Bayer,NFU Mutual, Google and the

World Health Organisation.

'LEO’s parent company, Learning Technologies Group (LTG), has investedin Watershed, the world leader inlearning analytics platforms for the
measurement and evaluation of learning and development.
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THE RESULTS

1.Improving learning

| want fo use analytics to
improve learning

39 3%
8%

Strongly agree
T Agree
ENeutral

28% 58% EDisagree

M Strongly disaogre

The goodnews s that our first set of findings indicate thaf,
overwhelmingly, L&D and talent leaders want o use analyftics
tfoimprove the quality of learningitself - withmore than 85%
strongly agreeing or agreeing that they want to use data
analysis to boostlearning quality.

Thisisreinforced by 97% of 600 L&D leaders in the 2016
Towards Maturity Benchmark study? saying that they are
looking to technology to improve the way they gather and
analyse data onlearningimpact, up from 74% in 2011. In 2011,
only 16% were achieving their goals. In 2016, just five years
loter, although ambitionhasincreased, still only 16% believe
they are delivering against their objectives.

2.Belief thatitis possible

Over the years, I've oftenheard people say that you cannot
measure the same kinds of results for training as you can

for other disciplines?®, such as marketing. My response has
always been that L&D datais actually just as valid as the
datathat marketing uses to supportits spending and build
business cases. Soit was with some surprise that we received
the followingresponse:

lbelieveitispossible fo demonstrate
learning’simpact

5% 2%
Strongly agree
32%
mAgree
ENeutral

mDisagree

HStrongly disagree

46%

Theresults indicate that over 77% strongly agree or agree
thatitisindeed possible to evidence learningimpact, while a
mere 7% feel thatlearningimpact cannot be measured.

2 www.towardsmaturity.org/2016benchmark - LEO is a founding ambassador of Towards Maturity.

3]am avoiding the use of ROI, which although a perfectly valid business term, seems to have become ‘difficult’in L&D, possibly because of so many failed
attempts to conduct fullROI studies. RO, if strictly faken as a number, also misses points of worthwhile L&D measurement.For example, itis difficult to turnan
achievedincreaseinpatient-focusin the health service info anumber, and yet no one would deny thatis a usefulbusiness-focused measure.
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3.Impact of bigdata

Next we asked for animpression of the effect of big data on
the rest of the business. Here we uncovered a mixed picture.

Bigdatahasasignificantimpact onmy
organisation

25% Strongly agree
Agree
ENeutral
HDisagree
W Strongly disagre:
22%

In addition fo the varied survey results, our follow-up
conversationsrevealed a growing trend around how
organisations are leveraging big datain anincreasingly
digital and data-driven world. It sesems more and more
organisations are using data to professionalise their
activity inincreasingly inventive ways, and the challenge
for L&D departmentsis to keep up with this rapid pace of
development.

4. Department evaluation techniques

We wanted to find outhow L&D departments are currently
evaluatedby the organisations they work for. Once again this
provided a varied picture.

The success of my department is
evaluatedby...

Content utilisation
Learner satisfaction
HROI
B Organisationalimpact

21% )
BPerformance improvemel

B \We'renot evaluated

1A%

While 14% say they are not evaluated at all, there’s a

fairly even set of responses against this, with ‘learner
satisfaction’ (21%) and ‘organisationalimpact’ (19%) trumping
‘performance improvement’ (13%), ‘content utilisation’ (17%)
and the all-important ‘ROI’ (16%). This is an area where LEO will
dig deeper in the coming months and share methods onhow
this canbe done.

5.Executive pressure to measure
Thisis where things start gettinginteresting...

When asked whether L&D leaders feel pressure from their
leadership to deliver businessimpact results, the research
indicates an overwhelming majority of people aren’t feeling
any pressure to measure the impact of their learning
progrommes.

|feelexecufive pressure to measure
learning’simpact

12% 12%

Strongly agree
Agree

16%
23% ENeutral

EDisogree

W Strongly disagre

37%

Only 35% strongly agree or agree that they are feeling
executive pressure to measure theimpact of learning, with
65% either neutral (37%) or very low (28%). What does this
signify? Simply that leadership has been convinced over the
years that you can’t measure learningimpact? Perhaps that
they aren‘tinterestedin the answer? Or that they don’t know
it’s evenpossible?

Laura Overton, CEO of Towards Maturity, makes the point
from the 2016 benchmark* that evenif there was more
pressure, anin-house skills shortage couldbe gettinginthe
way: “Itis clear that L&D leaders have identified that data
analysisis a priority skills area. However, whilst 93% feel that
the skills are apriority, only 31% believe they have those skills
in-house now.”

4Later this year, Towards Maturity willbe updating the LEO-sponsoredreport onLearning Impact that was publishedlast year ot

http://leclearning.com/resources/impact
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| also asked the views of Mike Rustici, Chief Executive of
Watershed, who's spent many yearsin the business of
measuringlearning andis now inventing the new world of XAPI
and data dashboards.

*Ithink a lot of business leadersjust don’t know what’s
possible” Mike says. *They’ve set their expectations very

low in terms of what they canhold L&D accountable for and
what kind of results they can expect. The status quo has been
entrenched for solong, we alljustkind of accept it. It’s time for
us as anindustry to step up andhold ourselves accountable
forresults and to align ourselves with the business. We need
to show leadership whatis possible. Taking a step towards
more direct alignment with business problems and using data
to hold yourself accountable really changes the relationship
to be much more strategic andimportant.”

While the trendis slowly cominginto mainstream practice,
it’sinteresting to note thatitis gaining more and more
momentum.For example, the CharteredInstitute of
Professional Development (CIPD)introducing a new learning
module in 2016 targeting L&D managers ot Level 5 on Data,
Metrics and Business Cases®. Thisis another indicator of the
push to professionalising the industry in this direction.

6.Biggest challenges

So giventhat L&D is so keen to measure businessimpact then
why aren’t more organisations doingit? Whatis gettinginthe
way?

The biggest challenge of measuring the
impact oflearninginmy organisationis...

1% 9%

No demand

Toohard

ECost
10%
34%

13% Other

Shttps://www.cipd.co.uk/

MDon't know how tosta

H Competingpriorities

By far the biggestreason - more than twice the amount

of any other -is that of ‘competing priorities’. This makes
absolute sense when youline it up against the ‘pressure from
leadership’ question. Quite simply, the pressure to move into
the next projectisjust too great. This trumps any analysis of
the past.

While understandable, thisis not sensible for our profession
ondindustry. We needtolearn from the past. For more on this,
lurge you toread the book Black Box Thinking by Matthew
Syed, which clearly shows how differentindustrieslearn from
their mistakes and make incrementalimprovements - ones
that thenlead o tfransformation.

So the solutionLEO is pursuingis to put frameworks and
systemsin place whichreduce the effort on a project-by-
project basis. Mike Rustici of Watershed sumsit up elegantly:
“When we remove just alittle bit of friction, when we make
thingsjust a tiny bit easier, there is a dramaticincreasein
usage. We're at a tipping point for learning analytics where
the tools and technology are readily available to transform
reporting from the chore of cobbling together spreadsheets
to the joy of discoveringinsights that are seamlessly and
automatically assembled. When the friction of analytics
isremoved, we use datamore. When we use datamore,

we learnmore. When we learnmore, we improve more.

Little improvements, constantly applied, quickly become
transformational change”

BNo accesstothe dat¢
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THE RESULTS

What we’ve learnt over the yearsis that doing studies on To find out more about how LEO can craftlearningimpact
the businessimpact of learningis tough. Organisations measurements for your organisation confact us today:
attemptingit have done a greatjob but haven't tfraditionally talktous@leolearning.com

been able to sustain the process for a variety of reasons.
Thishasresultedin ahistory of companies failing to build a
long-term picture of how L&D is helping business to achieve
its objectives.

If youre inferestedin the research, orjoining the debate,
please do getin fouch with me ot piers.lea@leolearning.com.

But thanks to technological advancements, were on the brink
of changing that.

What weve gleaned from thisresearchis that there’s ahuge
appetite in L&D to make this happen and that there’s now

o shared ambition to use data systems and analytics well

so that measurement becomes a sustainable proposition.
The questionis not whether it willhaoppenbut how it will
become standardindustry-wide. LEO will continue to ask
these questions on an annualbasis to monitor the frend.
Plus, we'llengage with our sister companies, partners and
the market o develop solutions that are cost-effective and
demonstrable.

LEO’s award-winningrange of expertisein this areaincludes:

> Measurement fromeworks

> Evaluation and measurement methodologies

> Technicaluse of XAPI

> Toolsandsystems

> Data collection and technicalintegration

> Analytic processes and management dashboards

> Using analytics to personalise learning
Over the coming months, LEO’s team of learning experts will
be expanding on these points, so keep checkingback for

further insights and practical applications of the learning
impactresearch.
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