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PSYCHOMETRIC ASSESSMENTS

ow can you measure the value that psychometric assessments add to an

organization? How can you communicate the financial impact of the benefits PREFERENCE SPOTTING AND 3
to senior management? Are the assessment tools that you are using having IMPROVING COMMUNICATION
the desired effect? These are questions that users of psychometric assessments in the
work place need to ask themselves. As psychologists, we call the measurement of a LEARN POWERFUL, NEW STRATEGIES 3
tool’s effectiveness a validity study. For those of you in the business world, the term FROM MBTI® EXPERTS

used is return on investment.

At first it may seem difficult to measure the value of using psychometric assessments, PSYCHOMETRICS TRAINING 4
but it really is quite straightforward. With a few steps you can quickly identify what
you need to do, measure the impact of the tools, and communicate the return on TALK TO US 4

investment to those who need to know.

Step 1 — Define your problem
The first step in measuring the impact of assessment tools is to go back to the
beginning and ask yourself the following questions:

* Why did we start using assessments?
* What problems/issues led us to use assessment tools?
* What aspects of organizational/personnel performance did we want to improve?

A well defined problem is much easier to solve than a vague one. When you have
clearly identified the problem you can then move on to the second step.

Step 2 — Define Success

Having refocused on the original problem or issue that lead you to use assessments in
the first place, you can then consider how to identify if you have been successful or
not. Ask yourself the following questions:

* What will success look like? Is it decreased turnover, improved communication,
the hiring of better employees?

* |If your problem has been solved what changes will have taken place in the
organization?

Defining success is clearly outlining your end goal. This will help you in a number of
ways. First, you will know what you are working towards, and second, you will know
when you have achieved the results you set out to accomplish.

continued on page 2
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Step 3 — Measure Success

Your definitions of success will point you in the direction of how to measure it.
Unfortunately, this is where many organizations fail to follow through. When the
assessment tools have been implemented, the project is seen as complete, and the
review to measure success does not take place. However, to measure the return on
investment of your use of assessments you need to implement measures of success.

So how do you proceed? Well, by reviewing your definition of success you will know
what you need to look for. Then you simply need to implement ways to measure
whether that success has occurred. You can use surveys to measure changes in work
place communication, engagement and satisfaction. HR metrics will help you identify
changes in the rates of turnover, absences, and accidents. Performance reviews will
help to identify the increase in employee effectiveness. You then have all you need to
show the impact of using assessment tools in your business.

A Quick Example

Let's assume that you want to use psychometric assessments to hire more effective
employees. The problems you are facing are a high rate of turnover, and too many
candidates whose performance is not living up to your expectations. To best define
your problem you should know your current rate of turnover and the aspects of job
performance that you want to improve (this could be increased sales, improved
communication, high production quality, improved customer satisfaction).

You can then outline the goals you are hoping to achieve. What do good employees do
that you would like more of your new employees to be doing? How much of a change
in the turnover rate will have a significant impact on your recruiting and training
costs? Your goals will show you what you need to measure to determine your
successfulness, and how this is best done.

To then measure success you can create performance reviews that collect information
on the aspects of job performance you defined in the first step. Current employees
could be rated on their sales, communication skills, production quality, and ability to
satisfy customers. You can use your HR metrics to identify the change in the rate

of turnover.

Psychometric assessments lend themselves to the easy measurement of their
effectiveness. As you can see, identifying the true impact of an assessment program is
relatively straightforward and can provide a realistic picture of the time and money
saved. Measuring the return on investment of psychometric assessments goes a long
way in championing your work.
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Preference Spotting and Improving

Communication

ffective communication often requires some adjustment of communication style

on the part of the parties involved. To identify the preferred communication

patterns of others you can pay attention to the different behavioral cues that the
preferences exhibit. Some of these cues are highlighted below and have proven useful

for identifying the type preferences of others.

Extraverts — Talk it out

* Rapid speech

* Interrupt

¢ Louder volume to voice
¢ Appear to think aloud

Introverts — Think it through

* Pause in answering or giving
information

* Quieter voice volume

* Speak in shorter sentences

Sensing — Specifics
* Ask for step-by-step information or
instruction

¢ Ask “what” and “how” questions
* Use precise descriptions

Intuition — The big picture
* Ask for the purpose of an action

¢ Look for possibilities
¢ Ask “why” questions
* Talk in general terms

Thinking - Logical implications

* Appear to be testing you or your
knowledge

* Weigh the objective evidence

¢ Are unimpressed that others have
decided in favor

* Conversations follow a pattern of
checking logic

Feeling — Impact on people

e Strive for harmony in the interaction

* May talk about what they value

» Ask how others have acted or resolved

the situation

¢ Matters to them whether others have

been taken into account

Judging - Joy of closure
* Impatient with overly long descriptions,

procedures

¢ The tone is “hurry up — | want to make

this decision.”

* May decide prematurely
* Enjoy closure

Perceiving — Joy of processing
* Seem to want “space” to make own

decisions

* The tone is “let’s explore,” what are

some more factors to consider

* May decide at the last moment
* Enjoy processing

LEARN POWERFUL,
NEW STRATEGIES FROM
MBTI® EXPERTS

MBTI® Professional
Development Conference
Calgary, October 18-19,2007

Our first MBTI® Professional Development
Conference is fast approaching. On October 18-19
in Calgary, you have the opportunity to attend 4
half-day sessions with today’s leading MBTI®
authorities. You will learn practical skills and
strategies for applying the MBTI® instrument.

Sessions include:
Coaching the Changing Workforce
— Nancy Barger

Communication: Skills, Styles, & Strategies
— Donna Dunning

Losing Your Grip at Work

— Patrick Kerwin

Leaders in Global Organizations

— Linda Kirby

Coaching Using the Step Il

— Jean Kummerow

Using Type and Emotional Intelligence
to Coach Leaders
— Chuck Pratt

MBT!" Professional

Development '.::‘."""" —n
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For more information about the speakers, sessions
and registration, please visit our website at:
www.psychometrics.com/conference
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________psycromeTricy TRAINING T AL TO US
X Hi
ﬁ)tim Ste p I Q u a I Ifl catl 0 n Prog ra m of Psychometrics Direct, so tell us what

you want to see by sending a short email

We want to help you get the most out

Our dynamic and interactive Qualification Program prepares you to use the MBTI®
instrument in a variety of professional settings. Learn broad methods and specific message to direct@psychometrics.com
techniques for applying the MBTI® assessment in such areas as coaching, leadership
development, teambuilding, and organizational development.

September 17-20  Vancouver, BC November 5-8 Montréal, QC

October 22-25 Calgary, AB French Instruction
November 19-22  Toronto, ON

Introduction to the Step Il (Form Q)

Help clients explore their preferences beyond their four letter type by learning to use
the most comprehensive version of the MBTI®instrument. The Step Il Form Q
explores 20 component parts of the four type dimensions.

September 14 Ottawa, ON November 9 Montréal, QC _
September 21 Vancouver, BC French Instruction

< Strong Qualification Program Online

Complete the Strong Qualification Program online and work at your own pace from
your home or office.

If you have any questions about the workshops listed above please contact Gaétanne SHAWN BAKKER, EDITOR
at 1-800-661-5158 ext.227 or training@psychometrics.com. sbakker@psychometrics.com
PSYCHOMETRICS CANADA LTD.

7125 - 77 AVENUE

EDMONTON AB T6B 0B5 CANADA

Strong Professional Update Workshop | <

TEL (780) 469-2268
This six-hour workshop provides beginners, as well as seasoned Strong users, with FAX (780) 469-2283

innovative techniques to take full advantage of the latest version of this instrument in www.psychometrics.com
their career development work. Participants will be provided with a Technical Brief

for the Newly Revised Strong Interest Inventory®, workshop study guide, biblio- MBI, Myers-Brige, Myers-Briges Type Indicator,

Introduction to Type, and the MBTI logo and are

graphy, sample reports, and a copy of their own Strong results. The cost for attending registered trademarks of the Myers-Briggs Type

the workshop is $50+GST. Indicator Trust in the United States and other countries.

November 20 University of Windsor Strong Interest Inventory, and FIRO-B are registered
o . . . trademarks and CPI 260, CPI, California Psychological

November 22 Wilfrid Laurier University Inventory, the Strong logo, the FIRO-B logo and the CPI

260 logo are trademarks of CPP, Inc.
If you have any questions about this workshop please contact Emily at 1-800-661-5158 ext.222
or ejarrett@psychometrics.com.
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