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Objectives

» Cite the research that supports the need to
measure the success of leadership development.

» Describe a step-by-step process that will ensure
reliable outcomes of their measurement
approach.

» Explain how organizations apply the concepts
described in the session.




What do CEOs want?

According to The Conference Board’s 2015 CEO Challenge the 943 CEOs responding tell
us that their number 1 challenge is Human Capital.
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Leadership development is one of the top five
strategies to address the talent concern.
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Measurement, evaluation, and analytics run through all things talent. m a‘td




According to....

®* Bersin by Deloitte (2013) organizations spend
S15.5 billion on leadership development.

®* UNC Survey 2014: Accelerating Leadership
Development 85% of respondents agree there is an
urgent need to accelerate development of leaders. Only
40% report that their high potentials can meet future
business needs.

®* The Conference Board CEO Challenge® 2015 CEOs
identify the need to improve leadership development
programs as one of their top five strategies to tackle

their human capital concerns.




Drivers for ROI In Leadership Development

Increased pressures for cost and efficiences

Competitive pressures for funding

. . B D% Response
Lack of success in previous efforts to show
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Top executive requirement 2

Client requires it 14
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N=204 out of 368 surveyed; large organizations with leadership development budgets V&“ s B
averaging $3 million annually e




Levels of
Evaluation

Measurement Focus

Typical Measures

0. Inputs and Indicators

N

1. Reaction & Perceived
Value

B

R

2. Learning

B

R

3. Application &
Implementation

I

=

4. Business Impact

N

5. ROI

The input into the project in terms of
scope, volume, efficiencies, costs

Reaction to the project or program,
including the perceived value

Learning to use the content and
materials, including the confidence to
use what was learned

Use of content and materials in the work
environment, including progress with
actual items and implementation

The consequences of the use of the
content and materials expressed as
business impact measures

Comparison of monetary benefits from
program to program costs

Participants, Hours, Costs, Timing

Relevance, Importance, Usefulness,
Appropriateness, Intent to use,
Motivation to take action

Skills, Knowledge, Capacity,
Competencies, Confidence, Contacts

Extent of use, Task completion,
Frequency of use, Actions completed,
Success with use, Barriers to use,
Enablers to use

Productivity, Revenue, Quality, Time,
Efficiency, Customer Satisfaction,
Employee Engagement

Benefit-Cost Ratio (BCR), RO1%,
Payback Period



What is ROI?

Program Benefits
Program Costs

BCR =

~Ol - Net Program Benefits « 100

Program Costs




What is ROI?

$750,000
$425,000

BCR

$750,000 - $425,000
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ROI

$425,000




What is ROI?

_ 750,000

BCR = 370 = 1.76:1
$425,000

o = $750.000 - $425,000 144 _ 760

$425,000




What CEOs Want

ROI Institute and ATD research show that the data CEOs receive are not the data they want.

(N=96)
Currently Should
Measures Measure Measure  Importance
Inputs and Indicators 94% 86% 6
Efficiency 718% 82% 7
Reaction 53% 22% 8
Learning 32% 28% 5
Application 11% 61% 4
Impact 8% 96% 1
ROI 4% 74% 2
Awards 40% 44% 3




2011 Global Leadership Development
Survey Results

Percent of Leadership Programs Measured at Each Level

Measurement Measurement 2006 2011
Levels Category Status Status
0 Inputs/Indicators 100% 100%
Number of programs, participants, costs,
‘ efficiencies
1 Reaction 92% 89%
Reaction and satisfaction with experience,
‘ content, value of program
2 Learning 48% 59%
Acquisition of knowledge, skill, information,
‘ awareness, insights
3 Application 11% 34%
Use of knowledge, skill, information,
‘ awareness, insights
4 Impact 8% 21%
Changes in business impact measures such
‘ as output, quality, time, engagement
5 ROI 2% 11%

Compares monetary benefits to cost of
program, project, or initiative

N=232; large organizations with leadership development budgets averaging $3 million annually




Business Alignment

Start Here End Here
Payoff Needs »  ROI Objectives > ROI
Business Needs » Impact Objectives > 4 Impact

Application

Performance Needs 3 ———— > Application Objectives ——p 3

Learning Needs 2 ——» Learning Objectives ——p 2 Learning

Analysis Evaluation

Preference Needs —» Reaction Objectives —» 1 Reaction

—» Input Objectives % (

0 Input

Input Needs

Business Alignment and Forecasting The ROI Methodology

Program
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ROI Methodology Process Model

Evaluation Planning Data Collection
LEVEL 1: LEVEL 3:
REACTION APPLICATION

Develop/ Develop Collect Collect Data
Review Evaluation Data During After

Objective of Plans and Program Program
Program Baseline Data Implementation Implementation

LEVEL 2: LEVEL 4:
LEARNING IMPACT




Data Analysis

Convert
Isolate Data To

the Effects Monetary
Value

Capture Costs of

Program

Reporting

Calculate
the Return

Generate
Impact

On Study
Investment

LEVEL 5: ROI

Identify
Intangible

Measures
WJA »
Intangible Benefits L P ® |




12 Guiding Principles ensure reliability in the process.

Report the complete story
Conserve evaluation resources

Use the most credible sources of data

- e

Choose the most conservative alternatives
Isolate the effects of the program

Assume no data, no improvement
Adjust estimates for error
Throw out the extreme and unsupported claims

© 00 N o O bk ODNPRF

D
Q)
& = Use first year benefits for short-term programs
: 10. Include fully-loaded costs
(O 11.Report intangible benefits
12. Communicate results to all stakeholders




Reporting

Inputs

Reaction

Lea#\ing

Application

)
o

>Intangibles « -

Chain of Impact

What is your story?

Reporting occurs at two levels: micro (investment) and
macro (strategic). It includes quantitative, qualitative,
financial, and non-financial data.

Reporting answers the six critical questions senior
executive ask: So what? How much? How do you know?
What is it worth? How can we improve? What are the
risks?

It allows you to declare value, improve programs,
influence decisions, and give senior executives what they
want.




Sample Action Plan

Name:[ Caroline@obsonl Coach:@  Pamela@illskl Follow-Up@atel 1Beptemberi®
Objective:d ImproveletentionBordtaffal Evaluation®eriod:@ JanuaryPl tol Julym
ImprovementiMeasure:a Voluntary@&urnover? Current@®erformanceld 28%@Annualk Target@erformancel 15%@Annuald
| ActionBtepsl Analysisll
1.  MeetwithteamBoRliscuss@easonsFor@urnover@aisingel 31Blani@

problem-solvingBkills.? A. WhatAsRheRnitfEneasure?@ne@oluntary@urnovers
2. ReviewkxitAnterviewRlatafwithE RE-AookEForZrends@indd 156Febll B. WhatlsheWaluecost)Bfbnefinit?Salarye B. 30

patterns. C. HowmidyouRrrivet@his@alue?d

3. Counsel@with®at-risk”®mployeesBoRorrectiroblems@inde 1Marf Standardaluel
exploref®pportunitiesfordmprovement.Bl How@nuch@lid&he@neasure@hange®luring®he@valuationBeriod ?@ 1 %Hannual®s)a
(4Burnovers@innually)?

E. What®therFactors@ouldthaveRontributed®@oRhisAmprovement?a

©

4. DevelopBndividual@levelopmentilanforthigh-potential? 5Mart
employees.Bl

Growth®pportunities,®hanges@nBoblnarket?

5. ProvideecognitionBto®mployeesBithdongBenure.kl RoutinelyPRl

F. WhatBercent®bf@his®hangeBvas@ctually@aused@byRhisirogram 2R
6. Schedule®ippreciation®innerFor@ntireBeam.B 31Maykl 75%0

G. Whatfevel®fEonfidence@oFoulplace@®n@EhebovedAnformation?
7. EncourageteamBeaders@o@lelegate@norelesponsibilities.? 31MayR A100%Eertainty@ndD%EMNoTonfidence) 0%

8. Follow-up@vithRach@liscussion@ind@iscuss@mprovement®r?l  RoutinelyBl
lack®fdmprovement@ndilan@ther@iction. .kl

9. Monitorimprovement@ndrovideRecognitionBvhenkl 11MayPl
appropriate.B
J . _________________________________________________________________________________________ _____________________________________________]

IntangibleBenefits:@essBtressbnBeam,@reaterFobBatisfactionk

-]
Comments:@GreatfoachBBhekept@nednErackBvith@hiskissue.?




Sample Action Plan Output

TotalRAnnualz Method@oronvertingil| Contribution | Confidencel

Exec@®| Measurement@real Valuel Basisl Datal@ Factorf Estimatel Adjusted®/aluel

1 Revenue@Erowth SA.1,5000 Profit@nargini Standard®aluel 33%) 70% SE2,6560

20 Retentionl@ 175,000¢ 3@urnovershl Standard®aluel 40%0 70%0 49,000

3 Retentionl 190,000 2R&urnovers Standard@aluel 60%0 80%0 91,2008

ZilE] Direct®ostBavingshl 75,0000 FromXostBtatementsl Participant@stimatel 100%0 100%0 75,0000

5@ Direct@ostBavingsh 21,000m ContractBervicesl Standard®aluel 75% 70%0 11,0250

6l Direct@ostBavingsh 65,0000 Staffingostsh Standard®aluel 70% 60% 27,3000

70 Retentionl@ 150,000¢ 2@&urnovershl Standard®aluel 50%0 50%0 37,5000

8 CostBavingsh 70,0008 Securityl Standard®aluel 60%0 90%@ 37,8000

o Direct@ost@avingshl 9,443 Supply@osts? N/Am 70% 90%[ 5,949

10m Efficiency® 39,000@ Information@echnology® | Participant@stimatel 70% 80% 21,8400

costsil

11 Retention 215,0000 4iturnoverst Standard®aluel 75% 90% 145,125R

12m Productivityl 13,590 Overtimel Standard®aluel 75% 80% 8,154R

13m Retention 73,0000 1Rurnover® Standard®aluel 50% 80% 29,2000

14 Retention 120,000 2Ennual®urnovers# Standard®aluel 60%0 75%0 54,0000

15[ Retentionl 182,000¢ 4Rurnoversk Standard®aluel 40%0 85%0 61,8800

160 CostBavingsh 25,9000 Travel® Standard®aluel 30% 90% 6,9930

178 CostBavingsl 12,320 AdministrativeBupportZ Standard®aluel 75%0 90%0 8,3160

18 Direct@ostBavingsi 18,9500 LaborBavingsi Participant@stimatel 55% 60%0 6,2530

197 Revenue@Erowth 103,100 Profit@nargink Participant@stimatel 75%0 90%0 69,5920

20 Revenuel 19,500 Profitl Standard®aluel 85% 75% 12,4310

21m Revenuel 21,230m Profit@er Standard®aluel 80%0 70%0 18,889

220 Revenue@Erowthe 105,780 Profit@nargini Standard®aluel 70% 50%0 37,0230@

ERTOTALM® 1,716,313 TOTAL 817,126
2"AMeasurelotal3649,3200]
3"'BMeasurefTotal®394,7126]

TOTALBenefitsf%$1,861,158C]




Results

— Program Benefits based on action plan
data from 22 participants

- $1,861,158
— Program Costs
« $579,800
— Intangibles
* Increased commitment

* Increased teamwork
* Increased job satisfaction

* Improved communication
55 atd




Results

— Program Benefits based on action plan
data from 22 participants

- $1,861,158
— Program Costs
« $579,800
— Intangibles
* Increased commitment

* Increased teamwork
» Increased job satisfaction ROl = 221%

* Improved communication " g




Case Studies

Transnet Coach Business South Africa

Supervisor coaching program focused on improving beat rate and
sales targets.
ROI = 32.64% (Target 25%)

IAMGOLD Canada .
A comprehensive, three-year Supervisory Leadership Development Maas"""q
Program in response to their first employee engagement surveyuessusns %;%Uécﬁ;lé
ROI = 46% (Modules 1-5); 345% (Modules 1-8) (Target 30%)

INLEARNINE A =
DEVELOPMENT !

Global Engineering & Construction USA Measunng

Leadership development for project safety leaders on construction Lea‘dérship
sites. . Development

[ e b e g |
ROI = 322% (Target 20%) :

Global Bank USA

A new leader program specifically designed for new MBAs.
ROI = 28% (Target 25%)
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