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IRF Most program owners viewed

their initiatives as successful*
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Metrics of Success: Program satisfaction,

IRF participation, organizational culture and
et business outcomes
Participant satisfaction is growing in Many companies look at the overall

Importance over mere participation: organizational culture:

 Level of satisfaction among
participants

« How many people talk about it and
whether it (s received positively

& 00e

Participation has always been a leading ..‘
metric, but it is not mentioned as often as ;
in the past.

» Morale; Motivation, Employee
engagement or satisfaction

« Employees feel recognized,
appreciated, and valued

Some refer to business outcomes
(although these tend to be referenced
in non-specific terms):

» Overall revenue or sales
* Growth

* Productivity

* Individual performance

» [If people are excited to participate
 [If it motivates the desired participation

How do you tell if your program is successful?
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How budgets would be reduced
due to an economic downturn*
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IRF Overall, the Use of Metrics Was Growing
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IRF Increased use of metrics to determine budget,
=T although many focused on ‘soft” metrics
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We do not need to demonstrate We use it to drive "softer" results It is a tool we use to deliver specific,
results to justify the budget measurable results




IRF Still most likely to be used for driving

it 'softer’ results for channel partners
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IRF Also most likely to be used for driving

'softer’ results for employee programs
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IRF Evaluation approaches vary based on
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IRF Lack of executive attention was the biggest

S challenge across company size

Foundation

44"
Executive team doesn’t pay attention to the data
31"
We don't have the talent to do the analysis

26"
There’s no real way to link the program to business outcomes

17”
We don't have the necessary data



IRF 76% wanted to improve the data

they collected/captured
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can be collected or expertise operational or ROl analysis

financial data



Consultants & Third Parties

* Only 36% worked with an outside agency to support
Incentive/rewards programs

* Only 31% worked with external consultants to evaluate
their programs

* 81% believed an external partner could produce
insight to improve program results



Lessons

Learned




Moving Forward

1. Identify ways to create hard ROI stories around your
programs.

2. Engage Senior HR managers in measurement efforts.

3. Encourage leaders to proactively report ‘hard metrics'’
to company executives.

4. Have regularly scheduled program reviews.
5. Don't completely forego soft metrics.
6. Don’t skimp on bringing in external consultants.




The IRF 2020 Metrics of Success

METRICS STUDY .
for Incentive and Reward Programs

The Metrics of Success

®
In times of economic downturn, companies are increasingly pushing for higher accountability for their incentive programs.
Your incentive program is an important tool to motivate your workforce and keep them engaged, particularly as the hard work of rebuilding business begins.
Taking steps to position your program as a driver of performance and revenue with a strong combination of hard and soft metrics can help
solidify your program's place within your organization.
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