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Mission Critical: Get the Skills and Tools to Analyze
and Share Learning Data

KEY FINDINGS

Less than half of organizations have the in-house skills to analyze data.
Most companies analyze data via their LMS.

Most learning programs are not subject to analysis.

Learning analysis rarely includes data from other systems.

Majority of organizations share data with business leaders.

Source: 2017 Brandon Hall Group Learning Analytics Survey (n=258)

Summary

The wave of information known as Big Data has been growing exponentially in recent years, and organizations are hungrier than
ever for more data. They collect data from systems all across the enterprise, certain that it holds the key to improving results.
While companies have been getting better at collecting more meaningful data, understanding just what it means is another story.

Brandon Hall Group’s 2017 Learning Analytics Study found that few organizations are able to run proper analysis on the learn-
ing data they are collecting and, therefore, are challenged to determine the impact learning is really having on the business. Of
course, a big part of the problem is that companies are still heavily focused on more transactional data like course completions
and grades, as found in Brandon Hall Group’s 2016 Learning Measurement Study. Still, even if they are collecting the kind of
metrics that help link learning to organizational and individual performance, very few are able to make much sense of it. In fact,
overall, only about one in five organizations do an above-average job with analytics.
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Learning & Development Analytics Maturity Model

High performing

Above-average

datato improve our learning strategy and delivery.

: We analyze across an array of
metrics, but not all of our learning programs/
initiatives get analyzed, and we run basic analysis.

Under-performing

Low-performing

Source: 2017 Brandon Hall Group Learning Analytics Study (n=258)
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While, in a general sense, companies are not so great with learning analytics, the study also found that high-performing compa-
nies (those with improved KPlIs such as increased revenue, market share, customer satisfaction, etc.) do a far better job. More
than 40% of these high-performers report being better than average with learning analytics, while only 9% of lower-performing
companies say the same.

Despite the study finding a grim current outlook on learning analytics, the results for high-performers is promising. These results,
along with the findings of the Learning Measurement Study, show that a focus on gathering performance- and behavior-based
learning metrics, combined with the skills and tools to understand the data, is the required recipe for ensuring learning is having
its full potential impact on the business.

The take-aways from our measurement and analytics research is simple and straightforward:

Key Takeaways
e Assess your internal analysis strength.
e Get the analytics tools to do the job.

¢ Incorporate relevant non-learning data.

e Share the analysis with the business.
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ANALYSIS OF TOP 5 FINDINGS

1. Less Than Half of Organizations Have the In-House Skills to Analyze Data

The biggest reason so few organizations consider their learning analytics efforts above average is because they simply do not pos-
sess the skill sets internally to do the analysis. Many of the learning technologies that are generating the data do have analytics

tools built in, and there are off-the-shelf
analysis tools that don’t require extensive
analytics skills. However, those can’t fully
replicate or replace the ability to under-
stand the data, ask the right questions, and
communicate what the data is showing.
The survey found that 47% of companies
have data analysts on staff, whether specif-
ic to learning or generally within the orga-
nization.

The size of an organization obviously in-
fluences its ability to staff data analysts.
Among large enterprise companies — those
with 10,000 or more employees — 56%
have people in analyst roles. For compa-
nies smaller than that, the number is 40%.

However, there is a stronger correlation be-
tween having actual analysts on staff and

In-House Data Analysis

We have no internal data analysts - 13%

We have no actual data analysts, but have
employees using data analysis tools

We have data analysts that are shared across the
organization

18%

We have data analysts dedicated to learning

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Source: 2017 Brandon Hall Group Learning Analytics Study (n=202)
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high organizational performance. Among high-performers (companies with increasing KPIs year over year), 59% have analysts
in house. For everyone else, that number is 39%. And even though most companies do not have full-time analysts on staff, only
about one quarter employ outside help for data analysis.

2. Most Companies Analyze Data via Their LMS

We saw in the previous finding that the most common approach
to learning analytics is to have employees (who are not data
analysts) look at the data via some sort of tool. The tool they
most rely on is Microsoft Excel, with 80% of companies indicating
they use the spreadsheet application for learning analytics. This
is reflective of the fact that these are not data analysts doing the
work. Companies with analysts typically use tools like SQL (18%),
Access, (17%) or Tableau (15%). In many cases, the data isn’t We have a data analysis tool
leaving the LMS to be analyzed. integrated with our LMS

Role of the LMS in Learning Analytics

Our LMS feeds data to a separate
analysis tool

28%

18%

For the 84% of companies using an LMS, two-thirds say their
learning data analysis occurs within their LMS, either natively or
via an integrated tool. The other one-third of organizations are
exporting the data from the LMS into a separate tool (like the
aforementioned Excel, Tableau, etc.).

Our LMS is the sole source of learning
data analysis

38%

While LMS solutions are offering more robust reporting and We do not have an LMS
analytics than they have previously, they cannot compare to the
horsepower of applications designed specifically for data analysis.
But because most of these tools require a working knowledge of

16%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Source: 2016 Brandon Hall Group Leadership Development Study (n=212)
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statistics and analytics to be effective, companies eschew them for tools that are Role of the LMS in
easier to use. This is not inherently a bad thing, but Brandon Hall Group’s research Learning Analytics
into LMS trends for the past several years finds that reporting and analytics is

one of the least-liked and least-satisfactory aspects of current LMS solutions, and

often one of the main reasons companies want to switch to new providers. Clearly | Al programs are analyzed
these solutions are not quite getting the job done.

9

Z

23%

3. Most Learning Programs are not 76% - 99%
Subject to Analysis

In Brandon Hall Group’s Learning Measurement Study, we found that very few 55% - 75%
organizations are gathering metrics beyond Kirkpatrick Levels 1 and 2 for a large
percentage of their learning programs. Therefore, it is not surprising to see that
nearly two-thirds of companies say they run analytics on no more than half of
their learning programs. When all the data a company has is completion rates,
smile sheets, and test scores, there is not much analysis to be done.

14%

15%

18%
4%

Roughly half

2%

Once again, however, there is a correlation between high-performance and learn- 25% - 45% .

ing analytics. Nearly one-quarter (23%) of high performing organizations say that
all of their learning programs are analyzed, while only 9% of lower performers do
that level of analysis. 37% of high-performers analyze at least three-quarters of Less than 25% 39%
learning programs, compared to 16% of all other organizations. 26%

0% 10% 20% 30% 40% 50%
W All Others W High-Performing Organizations

Source: 2017 Brandon Hall Group Learning Analytics Study (n=202)
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4. Learning Analysis Rarely Includes
Data From Other Systems

One of the biggest drivers behind the need for more analysis is that companies
have access to more data than ever before. Proper analytics can help an organi-
zation take information from every part of the business and understand the im-
pact learning is having. Unfortunately, most companies are not taking advantage
of what is available to them. For example, just over half of companies use data | Performance Management 43%
from their HRIS when running analytics for learning.

Data Included from Other Systems

HRIS 51%

As for areas that arguably have a larger impact on the business, there is even less
data importation. Performance management is typically considered the area Talent Management 28%
most closely connected to learning, and just 43% of companies are using this
data to measure their learning efforts. This result alone illustrates why there is
such a disconnect between learning and performance. The connection only gets

Finance 23%
weaker for other parts of the business.
Here again is an example of high-performing organizations (HiPOs) leading the
way. HiPOs are less likely to use HRIS data than other companies (47% to 53%), Quality o9

but this information is mostly transactional and doesn’t necessarily connect to
the business. For every other data source, however, high-performers are more
likely to bring in data for learning analytics. In any case, the majority of compa-
nies are doing a poor job at using analytics to get the complete picture of learn- Other 16%
ing’s effectiveness and impact on the business.
0% 10% 20% 30% 40% 50% 60%

Source: 2017 Brandon Hall Group Learning Analytics Study (n=151)
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5. Majority of Organizations Share Data with Business Leaders

Once all of the analysis is done, it typically needs to be output in some fashion. Rarely is the person running the analysis the
person that ultimately needs to see the results and make decisions based on what is found.

For more than half of companies, these reports are either the stock outputs of the tool they are using, or somewhat customized
versions of them. This means that for companies using their LMS for analysis — which is most of them — they are limited not only
by what is going into their analysis, but also what is coming out. High-performing organizations are more likely to create more
relevant analysis, as 52% of them create fully customized outputs, versus 39% of all other organizations.

Almost as critical as the quality and substance of the reports is who actually gets to

. L, ) . Who Gets to See the
see the data. If the information isn’t shared with the proper stakeholders, it may as Final Reports/Visuals
well not exist at all. Learning analytics can be used to make decisions throughout
the organizations, whether it has to do with performance management, compliance,

Only 28% of CEOs are getting intelligence from learning. Of course, for larger

Business leaders 60%

- _ e~ _ Instructors 51%
organizations, it can be difficult for the CEO to keep tabs on everything that goes on
in the company, but insight into such a large investment in people can be crucial. Head of HR/Talent 45%
The bright spot, however, is that 60% of companies are sharing their analysis with | Instructional designers 45%
business leaders. This means that the people most directly impacted by learning CEO 28%
outcomes are able to see what’s working and what isn’t.
CFO 13%
IT 10%
Other (please specify) 9%

Source: 2017 Brandon Hall Group Learning Analytics Study (n=188)
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Key Considerations

Learning analytics may seem like an extravagance for many organizations with already limited budgets. The idea of having some-
one dedicated to crunching learning data may not be feasible. However, the fact is that Big Data has no ebb in sight, and infor-
mation is the currency of today’s successful businesses. Simply collecting data is no longer enough. It is critical for companies
to be able to look at data from all over the business and be able to tell a story and answer questions around what is happening.
Otherwise, learning is occurring within a vacuum, with no real insight into how it is affecting the rest of the business. Data analysis
will be a critical role for organizations, and not just for learning. Here are some recommended action steps based on the research:

e Assess your internal analysis strength. Is it a role that can be shared across the organization? Is the company able to have an-
alysts that specialize in HR, or even more specifically, learning? With specialization comes deeper understanding.

e Get the tools to do the job. A platform that provides basic analysis that requires little to no skill may seem attractive, but you
may be getting just as much insight by doing nothing at all. If it is impossible to have someone using dedicated data analytics
tools, make sure the alternative is able to answer questions important to the success of your business, and not just whether
learners are completing their courses.

¢ Incorporate relevant non-learning data. If your analysis is only focused on learning data, it can be difficult to draw any conclu-
sions around how learning impacts and is impacted by other parts of the business.

e Share the analysis with the business. Just like looking at learning data alone gives an incomplete picture, not sharing the re-
sults with other parts of the business keeps learning trapped in its own bubble. When business leaders know the outcomes
learning is generating, it helps them plan as far as skills sets, competencies, bench strength, and a host of other areas.
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Brandon Hall Group’s Research Methodology

M Reséarch SS

e
a Methodology ) Per nce iﬁ Analytics-Based Reports
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After verifying our position internally, in alignment with scholarly

research, and the market and completing rigorous peer reviews,

\ our position is documented and published, made available to our
members, in the form of reports, tools and online searchable
databases.

," Market Testing

o5

We fortify and validate our initial findings,
leading practices and high impact processes
within the analyst environment, our own
Advisory Board and select other clients and
prospects that offer fair assessment of the
practicality and usability of our findings,
practices, and processes. Again we add new
perspectives as appropriate before readying
the research for publication.

Emergent Trends

Client-Centered
Business Goals

[

ah Evaluation of Business
and Talent Landscape
We study current trends to
hypothesize about how they
might influence future events
and what effect those events is
likely to have on your business.

url’

After studying and analyzing all
collected data, we see and document
patterns emerging within high
performing companies. We create
initial drafts of our findings, leading
practices and high impact processes.

S

To test our hypothesis, we gather empirical
insights through formal and informal surveys

Quantitative Surveys

completed by Executives, Chief Human Resources 09
Officers, VPs of Talent and other business '
leaders as well as HR, Learning and Talent sident Knowledge S

=

Leaders and employees. L -
Our quantitative and qualitative findings are shared

within our internal research community and rapidly
debated in peer review sessions to test validity and
practicality.

We study and analyze renowned academic research comparing and
contrasting their findings to our own and again engage in rapid debate to
ensure our findings and analysis stand the tests of business usability. New

perspectives are shaped and added as appropriate.
>X Brandon Hall

Qualitative Interviews

To check assumptions generated from surveys and
to add context to the empirical survey data, we
talk to Executives, Chief HR Officers, VPs of Talent
and other business leaders as well as HR, Learning
and Talent Leaders and employees.

—GROUP—

Brandon Hall Group’s 2017 Learning Analytics
Study examines the ways organizations ap-
proach learning analytics and how they are try-
ing to make sense of it all. The results of the
study indicate that most organizations are chal-
lenged by learning analytics, especially when it
comes to more informal learning. The online
survey gathered 258 responses representing
individuals from 36 countries and more than
32 different industries. The data was collected
in late December 2016 and analysis was com-
pleted in January 2017.
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About Brandon Hall Group

Brandon Hall Group is a HCM research and advisory services firm that provides insights around key performance areas, including
Learning and Development, Talent Management, Leadership Development, Talent Acquisition, and HR/Workforce Management.

With more than 10,000 clients globally and 20 years of delivering world-class research and advisory services, Brandon Hall Group
is focused on developing research that drives performance in emerging and large organizations, and provides strategic insights for
executives and practitioners responsible for growth and business results.

Authors and Contributors

David Wentworth (david.wentworth@brandonhall.com) wrote this report. He is Principal Learning Analyst
at Brandon Hall Group, focusing on all aspects of learning and the technology that supports it. David has
been in the human capital field since 2005 and joined Brandon Hall Group as senior learning analyst in early
2012.

Claude Werder (claude.werder@brandonhall.com) edited this report. He is the Vice President of Research
Operations and Principal HCM Analyst at Brandon Hall Group. His responsibilities include overseeing Brandon
Hall Group’s team of analysts, directing research priorities, content quality assurance, and producing the an-
nual HCM Excellence Conference.

Nissa Benjamin (nissa.benjamin@brandonhall.com) is the Marketing Coordinator at Brandon Hall Group
and created the graphics and layout for this report.

Carol Clark (carol.clark@brandonhall.com) is a Copy Editor and Graphic Artist at Brandon Hall Group and
provided editing support for this report.
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Inspiring a Better Workplace Experience

Our mission: Empower excellence in organizations around the world through our research and tools each and every day.

At the core of our offerings is a Membership Program that combines research, benchmarking and unlimited access to data and
analysts. The Membership Program offers insights and best practices to enable executives and practitioners to make the right de-
cisions about people, processes, and systems, coalesced with analyst advisory services which aim to put the research into action
in a way that is practical and efficient.

Membership Offers Tailored Support

Our membership delivers much more than research. Membership provides you direct access to our seasoned team of thought
leaders dedicated to your success, backed by a rich member community, and proactive support from our client services team.

RESEARCH ACCESS & EVENTS CLIENT SUCCESS PLAN RESEARCH
e Reports e Your Priorities ACC ESS

e (Case Studies, Frameworks & Tools e Executive Sponsor

e DataNow® & TotalTech® e C(Client Associate

e Webinars and Research Spotlights Monthly Meetings
e Annual HCM Conference

e Ask the Expert

e 1o0n 1 Consultations

* Research Briefings Interested in membership? Click SUCCESS
e Benchmarking here to request a free trial today! PLAN
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Strategic Consulting Offers Expert Solution Development

Our consulting draws on constantly updated research and hundreds of case studies from around the globe. We provide services
that simplify and target efforts to produce business results.

BENCHMARKING
e Competitive/Comparative
e Maturity Model

A Sample of Our Clients

GENPACT Metlife
s
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- w

@ m E atat PricewaterioustCopers @
U1 Edwards Lifesciences *) MUFG enture %
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Ca@ll (# Prudential QUALCOMW

e Custom Research
STRATEGY

e Business Case

e Planning

e QOrganization & Governance
TECHNOLOGY SELECTION

e Vendor Selection

e Architecture Design

e Systems Evaluation

DEVELOPMENT & INTEGRATION Have a need for consulting?
e Program Design Click here to get started!
e Assessment

e Survey

e Process Integration



