
 Wellness/Fitness Initiatives 
 Executive Education 
 Human Resources Programs 
 Innovation/Creativity 
 Recognition/Incentives 
 Green Projects and Initiatives  
 Procedures/Policies 

 

 

 

The ROI Institute, founded in 

1992, is a service-driven organi-

zation which strives to assist 

professionals in improving their 

programs and processes through 

the use of the ROI Methodology. 

Developed by Dr. Jack Phillips, 

this methodology is a critical tool 

for measuring and evaluating 

programs in 20 different applica-

tions in more than 52 countries. 

The Institute offers a variety of 

consulting services, learning op-

portunities, and publications. In 

addition, it conducts research 

activities for organizations, enter-

prises, public sector entities, 

industries, and interest groups. 

Together with the ROI Institute 

team, Jack and Patti Phillips serve 

private and public organiza-

tions globally. 

 

With a combined 50 years ex-

perience in measuring and evalu-

ating training, human resources, 

technology, quality and marketing 

programs and initiatives, Jack Phil-

lips, Ph.D. and Patti Phillips, Ph.D., 

are the leading experts in return on 

investment (ROI). 
 

ROI Institute is currently involved 

in the following applications: 

 

 Leadership Development 

 Change Management  

 Diversity  

 E-Learning 

 Coaching 

 Consulting 

 Ethics/Compliance 

 Meetings and Events 

 Marketing 

 Organization Development 

 Recruiting/Selection 

 Knowledge Management 

 Safety and Health Programs 

 Communications/Public Relations 

 Technology Implementation 

 Quality/Six Sigma Program 

The recession has hit every in-

dustry in almost every country, 

some worse than others. Areas 

that were impacted more than 

others include: Europe 

(particularly Spain, Greece, and 

Ireland) and Russia. Other 

economies, however, are doing 

quite well. Our partners in India 

and Indonesia have suffered the 

least.  In fact, they have had sig-

nificant growth during this dis-

tressing time.  

ROI Institute partners have had 

to deal with the recession in 

various ways.  The good news is 

that there is tremendous pres-

sure on organizations to show the 

value of what they do. Luckily for 

the ROI Institute, this has caused an 

increased interest in ROI. We are 

experiencing a tremendous surge in 

requests for assistance. In general, 

we find people who need  to show 

the value of particular projects and 

programs and need immediate help. 

Some have programs that are being 

eliminated unless they show the 

value. Others are being asked to 

justify the continuation of a particu-

lar program. Still others  are being  

asked to justify their  budget for the 

following year. In all cases, they 

need to address the issue in a logi-

cal, rational and credible way.  

Unfortunately, many of these pro-

jects come with reduced budgets 

because they do not have the 

money set aside to do it. We are 

using all types of creative ways of 

financing and arranging for organiza-

tions to pay later. This is certainly a 

sign of the times.  

To survive the recession we must 

work together, develop excellent 

customer relations and build exper-

tise. Harsh economic times provide 

an opportunity to invest more in 

marketing, research, and write 

more frequently...and maybe con-

sider new producers in new places. 
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CFOs offer informa-

tion about account-

ing, best practices, 

and finances. 

Forecasting ROI: A Tool Whose Time Has Come 

Conference Update: 2010 in Santiago, Chile 

The CFO: Our New Client? 
There is growing evidence that the CFO 

is becoming  a more powerful force in 

organizations. The Economist labeled 

2009 as the year of the CFO. This im-

pressive publication views this position 

as the most important executive who 

will steer organizations out of the reces-

sion, and help ensure the value is there 

in the future in all the functional proc-

esses. There is additional research that 

suggests the CFO is more directly in-

volved in various functions that were 

not normally connected. For example, 

Gartner research shows that more chief 

information officers (CIOs) and more 

human chief human resource officers 

(CHROs) are reporting to the CFO. In 

the meetings and events industry, sur-

veys continue to report more 

meetings and events functions 

are reporting to the procure-

ment function which is some-

times under the finance and ac-

counting function. CEOs are 

desperately trying to understand 

the value of many of their expen-

ditures. Traditionally the concept 

of ROI has been used for capital 

investments. These days, only 

about 15 percent of companies 

expenditures are actually capital 

expenditures. Most of the ex-

penses occur in human re-

sources, quality, marketing, and 

some technology. Therefore, it 

has become logical for the CEO 

to ask the CFO for assistance in 

showing the value in their non-

capital expenditures. For many 

firms, the largest single expenditure 

is the cost of people, yet many 

executives donõt know the value of 

investing in people. This is where 

we can help. Fortunately, our proc-

ess usually passes the credibility 

test with chief financial officers. In 

every opportunity we have pre-

sented to top executives and CFOs 

they understand, appreciate and 

support it.  The ROI Institute 

thinks this is a trend that will con-

tinue, and at some point in the 

future the CFO may be our point 

of entry into the organization. 

The ROI Institute has asked 

our partners in Chile and Brazil 

to host the conference. Chile 

has agreed to host the 2010 

conference, and it will be con-

ducted on October 18-22.  

Rodrigo Lara Fernández , our 

partner from Mas Consultores, 

is excited about this opportu-

nity and is planning for a suc-

cessful and stimulating confer-

Many of you have asked about 

our 2009 ROI Global Confer-

ence. As you know it was 

scheduled for Mexico City, 

hosted by our partner EPISE. 

However, the horrible eco-

nomic climate in Mexico and 

the significant economic dis-

ruptions caused by the H1N1 

flu have caused EPISE to post-

pone the conference.  

ence. This marks the first time 

the Global ROI Conference 

has been held in a Latin Ameri-

can country, which should be 

exciting.  

We encourage you to save the 

dates and join us in beautiful 

Santiago, Chile . We will have 

more details on the conference 

in the next newsletter. Stay 

tuned. 

forecast value, but in many 

cases it has to guarantee suc-

cess. This is a hint for what is 

in store for all of us. Fortu-

nately, the ROI Methodology 

works extremely well on the 

forecasting angle; therefore, an 

ROI forecasting workshop 

should be considered.  

To meet this need, the ROI 

Institute has a new book that 

will be released from McGraw-

Hill this month, The Consultants 

Guide To Results Driven Propos-

als: How To Write Proposals That 

Forecast Impact and ROI. The 

new book, combined with a 

one or two-day workshop, can 

be a powerful tool for all types 

of organizations as they try to 

secure project approval  

If you need more information 

regarding this workshop, 

please contact Jenna Beach at 

the ROI Institute at 

jenna@roiinstitute.net. 

Most economists are suggest-

ing that our fundamental eco-

nomic values in organizations 

are significantly changing. 

There will be an intense pres-

sure on organizations to be 

accountable for its expendi-

tures and to show value for 

major projects and programs. 

For many, that means calculat-

ing the ROI before a project is 

implemented. For example, 

one of our clients, SAP, has 

reported that it not only has to 
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One of the 

most funda-

mental ways to  

help a client is 

to prepare 

them write 

better objec-

tives. At a 

recent confer-

ence with American Society of 

Quality in a keynote presentation, 

Jack Phillips asked the audience 

about the quality of the objectives 

for quality projects. Surprisingly, 

there were vocal comments about 

how horrible they were. Partici-

pants said they 

were vague, 

ambiguous, 

nebulous, and 

sometimes non

-existentñand this is for a profes-

sional field that thrives on measure-

ment. The sad fact is that in many of 

our functions, the objectives are 

neglected. Having clear objectives, 

particularly at the application and 

impact levels, represent one of our 

best ways to bring focus, direction, 

and guidance to all individuals in-

volved in the success of a particular 

program. This is why we wrote Be-

yond Learning Objectives: Develop 

Measurable Objectives That Link To 

The Bottom Line (ASTD Press, 

2008). This is a must read for 

learning and development, human 

resources, marketing, quality, and 

technology teams. The book 

makes a powerful workshop with 

quick takeaways. It makes a differ-

ence and the participants are 

excited. Developing powerful 

objectives with specificity and 

even conditions is an easy proc-

ess. For more information on this 

workshop, please contact Jenna 

Beach at jenna@roiinstitute.net. 

methodology to executives which 

would be extremely helpful to pro-

mote your business. Many publishers 

will allow you to add a page in the 

translated book reflecting your com-

pany profile. This has been accom-

plished with our partner in Romania, 

and now is in process in Italy, Ger-

many and Indonesia. We encourage 

each of our partners to consider this 

translation. Show Me The Money will 

Some of our partners have pursued 

the translation of Show Me The 

Money as a way to drive business. 

Show Me The Money: How To Deter-

mine ROI in People, Projects, and 

Programs (Berrett-Koehler Publish-

ers, 2007)is a book designed for 

executives, and it discusses applica-

tions of ROI across all functional 

areas of human resources, quality, 

technology, and marketing, among 

others. A translation can bring this 

be our ultimate reference for all func-

tional applications for ROI.  

Please contact a major publisher in 

your country to see if they are inter-

ested in publishing a translation of 

Show Me The Money: How To Deter-

mine ROI in People, Projects, and Pro-

grams. If you need help with this 

process please contact Beth Phillips 

at beth@roiinstitute.net.  

In October we launched the ROI 

Methodology in Bogota, Colombia 

with our partner, Tandem, led by 

Claudia Delgado. A one-day post-

conference workshop with almost 

100 attendees sparked tremen-

dous interest in ROI with many 

participants eager to sign up for 

complete certification, which will 

be scheduled in the first quarter of 

2010. 

In November we launched the 

implementation of the ROI Meth-

odology in Turkey at a major con-

ference in Istanbul, under the leader-

ship of Yekta Özözer with ABC Con-

sultancy and Training. We are very 

pleased with our implementation plans 

for 2010 in Turkey. 

The ROI Institute has a new partner in 

India, Greenbooks. Jack and Patti Phil-

lips made two trips there to conduct 

workshops and ROI Certification. A 

very ambitious implementation plan has 

been developed, including another ROI 

Certification and an ROI Conference in 

India and we are very excited to work 

with Sharmila and Shyam. 

The ROI Institute is pleased to an-

nounce it has added new partners in 

2009.  

We have had the pleasure of launch-

ing our ROI Methodology in Indone-

sia with our partner, Learning Re-

sources, under the leadership of Oki 

Iqbal. We launched our work there 

in July with ROI Certification and five 

workshops. Learning Resources will 

also  represent us in Thailand and the 

Philippines. 

Beyond Learn-

ing Objectives is  

a must read!  

New Partners 

Show Me The Money: The Translation May Help  

A translation of this 

book can bring this 

methodology to execu-

tives.  

òSeveral  

New 

Implementations 

Are  

In  

The  

Works  

For  

2011.ó 
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ROI Instituteõs new 

book, The Green 

Scorecard: How to 

Measure the Impact 

and ROI for 

Sustainability 

Projects will be 

released this year 

ROI Institute's 35th 

book with ASTD  

New Practice: The Green Scorecard 

SenseiROIÊ : Software Design For The ROI Methodology 

Executive View of Metrics: A Necessity For Any Function  

Almost every function in an organiza-

tion is trying to understand what met-

rics an executive would want to see for 

particular projects and programs. Usu-

ally  the executive view is not clearly 

known. Some people anticipate what it 

would be or base their assumptions on 

an executive reaction to current data 

that is provided to them. These may be 

faulty approaches. To gain a better 

understanding of the issue, it is best to 

go directly to the CEOs. We did that 

for ASTD, and the results are published 

in our new book, Measuring For Success: 

What CEOs Really Think About Learning 

Investments (ASTD Press, 2010). To 

gain complete understanding of what 

executives view as acceptable (and not 

so acceptable) measures of success, 

we surveyed Fortune 500 CEOs. We 

also collected data from other top 

executives in a variety of ways. All of 

these results are in this critical new 

book, our 35th with ASTD, and is an 

eye-opener for the learning and devel-

opment profession. We suspect what 

is happening with large companies in 

the USA is similar for large organiza-

tions in other countries. Also, we 

should have similar views for the 

success of human resources, market-

ing, quality, and technology. The im-

portant point is that the measures we 

provide to CEOs are not what they 

want, and the measures that they 

want we rarely provide them. For 

example, 90 percent of CEOs 

need business impact data con-

nected to L&D, but only eight 

percent receive it now. Also, 74 

percent of CEOs need ROI data 

for L&D, but only four percent 

have it now.  

The challenges are evident and we 

suggest a session or a workshop 

around this book or the concepts 

in the book. You should consider 

a similar approach in your country 

and conduct comparable research. 

The methods that were used to 

secure data to obtain a great re-

sponse rate are extremely power-

ful techniques.  

Significant expansion will take 

place in the UK and in Europe.  

Ultimately, the goal is to offer 

the software globally. We want 

to make it work in the USA 

first with its large market pres-

ence. With that progress it will 

probably move quickly to 

other countries.  

We are pleased to report sig-

nificant progress with the soft-

ware developed by Gaelstorm.  

SenseiROI has been tested and 

has worked extremely well in 

Ireland. It was introduced to 

the USA in 2009.  

Gaelstorm will operate from 

Boston and will be introduced 

in several major organizations. 

For a demo of this software or for 

more information please contact 

Peter Oõ Connell, CEO, Gaelstorm at 

poconell@gaelstorm.com. 

 

the impact of green projects. 

This formal announcement of 

this practice coincides with the 

planned publication of a new 

book, The Green Scorecard: How 

to Measure the Impact and ROI for 

Sustainability Projects. This new 

book, to be published by Nicho-

las Brealey, a London-based pub-

lisher, will mark the first publica-

tion of its kind in this massive 

green movement. According to 

the publisher, there is no sys-

tematic, consistent process to 

measure the success of green 

projects. Executives to encour-

age, promote, and implement 

new initiatives, they must see the 

value of the projects so they can 

decide which areas require more 

or less investment. In addition, 

the ROI Methodology shows 

what is and what is not working 

with projects, and allows pro-

jects that may be doomed for 

failure to be adjusted to make 

them successful. Stay tuned for 

more information. 

The ROI Institute has announced 

the formal launch of its practice to 

measure the impact and ROI for 

green projects and sustainability 

initiatives. This is a natural out-

growth using the ROI Methodol-

ogy, collecting and generating six 

types of data to show the ROI of 

any function or process. In the last 

two years, several participants in 

public ROI certifications have taken 

on sustainability projects. In addi-

tion, the ROI Institute has assisted 

several organizations to measure 

Plan for Impact.  

Measure Effectiveness.  

Demonstrate Value.  
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òWhat  

makes  

a  

successful 

partner?ó 

Success  

for our partners is crucial  

Success Factors For Partners 
Many new and prospective partners 
have asked what makes a successful 

partner. We have enough observa-
tion and evidence to reach some 
conclusions on this issue. While 

there can be many variables, there 

are essentials to success.  

 
1. Building expertise quickly 
and thoroughly . The critical issue 

with a client base is credibility. Do 
you know how to use this method-
ology? Are you an expert? Several 
exceptional partners mastered ROI 

quickly and it made a huge differ-
ence. Jane Massey in the UK, Gerry 

Doyle in Ireland, Frank Shrimer in 

Germany, and Rodrigo Lara Fernan-
dez in Chile are great examples of 
individuals who have quickly be-

come experts with this process. 

 
2. Focusing on the consulting 
part of the business. Consulting 
is a revenue generator. Whether 

conducting impact studies, assisting 
others with studies, helping compa-
nies with accountability issues or 

developing one-on-one ROI coach-
ing, these all drive significant reve-
nue amounts. For example, Jane 
Massy has been a great coach with 

ROI Certification. 

 
3. Conducting a variety of 
workshop s. Workshops not only 
create awareness, and build some 

capability for ROI, but they also 
serve as the feeder for consulting. 

A healthy series of routine work-
shops are absolutely essential to 
drive the business. For example, in 

our most recent visit to Indonesia, 
five different workshops were 
offered in addition to certification. 

This provides the partner with an 
opportunity to see the workshop, 
use them in the future, and appeal 

to a broader base of clients. 

 
4. Having strong financial re-

sources. This is difficult to obtain. 
but in good times we have to build 

a cushion of capital for the tough 

times. Our partners who are doing 
the best during the recession are 
those who are prepared to weather 

out this storm. EPISE, our partner 
in Spain and Mexico, has prepared 
for the downturn by having a strong 

balance sheet. They are surviving 

quite well. 

 
5. Developing all types of alli-
ances. We must partner with 

many organizations, developing 
networks, and contacts, in all prod-
ucts and services that we offer in 
the marketplace. This includes 

connecting with certification bodies, 
universities, government entities, 

and partnering wherever we can. 

This also means providing support 
when needed and assisting partners 

in a variety of ways. Elling Hamso 
in Norway (European events-ROI 

Institute) has created alliances and 
partnerships all over Europe. 
Hamsoõs emphasis has been on 

connecting with all the profes-
sional associations in the meetings 
and events field and enjoys pro-

ductive relationships with them. 

 
6. Using certification to build 
expertise in a country . Al-
though certification may appear to 
reduce consulting, it actually in-

creases the amount of consulting 
that is needed in a country. As 

more people learn about the ROI 

Methodology in detail, they will 
want assistance and support this 
translation into more consulting. 

To grow the consulting business 
you will need a strong database of 
Certified ROI Professionals. For 

example, our partner in Chile has 
arranged for or conducted at least 
eight certifications in the last six 

years. This ensures that a large 
group of individuals are using the 
methodology and as a result a 
book of case studies is now in the 

works. 
 

These are our thoughts based on 

observations over the past few 

years. If there is anything we can 

do to help you be more successful 

please let us know.  

R O I  I N S T I T U T E  N E W S  

We  

welcome 

our  

new  

staff  

members!  

letters, webcasts, webinars, pod-

casts, brochures, workbooks, and 

presentations. Jenna also created 

and maintains our social media 

sites. Jenna is a member of the 

Association for Women in Sports 

Media (AWSM) and a member of 

the Public Relations Council of 

Alabama (PRCA)-Birmingham 

Chapter, National Alumni Society 

and Southern Public Relations 

Federation (SPRF). 
 
Beth, Senior Editor and Client 

Relationship Manager at the ROI 

Institute has a degree in Public 

Relations from Auburn University. 

Beth joined the ROI Institute in 

October, 2009 with nearly five 

We have added two new staff 

members: Jenna Beach and Beth 

Phillips. 
 
Jenna joined the ROI Institute 

in October, 2009 as our Public 

Relations and Marketing Man-

ager. She graduated from the 

University of Alabama at Bir-

mingham with a degree in Pub-

lic Relations. Jenna has three 

years of public relations experi-

ence including media relations 

for the University of Alabama 

at Birminghamõs Athletic De-

partment and work with local 

non-profits. Jenna currently 

handles our website, flyers, 

press releases, proposals, news-

years of editorial and marketing 

research experience with 

Southern Progress Corpora-

tion. Beth currently manages 

the editing and publishing of 

articles, contributing chapters, 

columns, and books written by 

Jack and Patti Phillips. Beth 

coordinates and manages all 

travel arrangements and sched-

ules all workshops and speaking 

engagements. Beth  is also the 

project manager for ROI case 

studies.  

We think the new additions 

have added value and each 

bring a unique and creative zest 

to the table.  

New Staff Additions 
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ROI Institute, Inc., founded in 1992 as a service -driven organization, 

assists professionals in improving programs and projects using the ROI 

Methodology developed by Dr. Jack J. Phillips.  

Founders Jack J. Phillips, Ph.D. and Patti P. Phillips, Ph.D. are the lead-

ing experts on the use of Return on Investment (ROI) in non -traditional 

applications.  They regularly conduct ROI workshops and provide con-

sulting services, making the ROI Institute an industry leader in meas-

urement and evaluation.  

The ROI Institute, along with 100 ROI consultants, applies the ROI 

Methodology in 20 fields, which have been implemented in more than 

52 countries. The ROI Institute builds internal capability with a process 

to help individuals to achieve Certified ROI Professional (CRP), a desig-

nation respected by executives in various organizations.  

For more information about the services the ROI Institute has to offer, 

please contact Elaine Graves at elaine@roiinstitute.net.  

ROI Institute, Inc.  

Visit us on the web! 

www.roiinstitute.net  

About This Newsletter... 

This newsletter is created for the partners and associates of the ROI Institute. It is 

intended to make all of us more triumphant in what we do. We would like to share 

information from our successful associates in the USA and our International partners 

in various countries. At the same time, we also have other strategic partners such as 

Technology Providers and associations who also will be featured and supported in 

this newsletter. The newsletter will be published at least quarterly but hopefully 

more often. We welcome your suggestions for content and we want each of you to 

contribute. For example, beginning in the next issue we will have a section called òConsulting Tipsó and òBusiness Develop-

ment Tips.ó Although we will offer those from the ROI Institute, we welcome tips from our partners and associates. Also, we 

will use the newsletter to present new products, services, trends, and issues as well as updates on the progress throughout 

our global network. Please feel free to contact Jenna Beach directly for any comments, thoughts or concerns regarding the 

ROI Institute newsletter at jenna@roiinstitute.net. 

ñJenna Beach 

Public Relations and Marketing Manager 


