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LICENSE AGREEMENT FOR GUILD RESEARCH

The elLearning Guild (the "Guild") provides charts, graphs, studies, reports and other research materials on its website
and in printed form (the "Materials") for use by persons engaged in the field of e-Learning to advance research and
study in e-learning. Except as provided herein, none of the Materials may be duplicated, copied, re-published or re-
used without written permission from the Guild. The Materials reflect the research and opinion of the Guild's members
as well as the opinions of certain subject matter experts contracted by the Guild.

The Guild offers single and multi-user licenses.

Single User License - one printed report, one person access to Website

Five User License - one printed report and one downloadable report that may be printed four times; up to five
persons access to Website

Ten User License - one printed report and one downloadable report that may be printed nine times, up to ten
persons access to Website

50 User License - one printed report, one downloadable report that can be printed 49 times, up to 50 persons
access to Website

The Guild grants a limited, non-exclusive, non-transferable license to each user permitted under the particular license
category he/they have purchased (each, a "Licensee") to use the Materials in accordance with the following terms and
conditions:

1.

10.

11.

Except as otherwise restricted in this License Agreement, Licensee may read, download and print the Materials for
Licensee's personal use for purposes of research, evaluation, development, and testing for the purpose of
advancing knowledge in the field of e-Learning.

Licensee may cite, reproduce, or copy up to 4 statistics, tables, graphs or charts in any 12 month period.
Additional citations, reproductions, or copies may be made only with written permission from the Guild.

The Guild must be cited as the source of any statistics, tables, graphs, charts, or any other Materials copied or
reproduced by Licensee. The citation to the Guild as the source must be in 8 point font or larger, and be placed
immediately following the portion of the Materials used by Licensee.

Licensee may not use or distribute the materials for commercial purposes, directly or indirectly. Commercial use or
distribution of the Materials is permitted only pursuant to a separate reprint/redistribution commercial license
agreement between Licensee and the Guild. All commercial rights in the Materials are retained by the Guild.

This License Agreement grants to Licensee no right, title or interest in or to the Guild's copyrights or other
intellectual property in the Materials. Other than the specific rights granted by this License Agreement, the Guild
retains all right, title and interest in and to the Materials.

The Guild makes no representations or warranties of any kind, express or implied, with regard to the Materials.
The Guild makes no express or implied warranties of merchantability or fitness for a particular purpose with regard
to the Materials and no warranty that the use of the Materials will not infringe any patent, copyright, trademark, or
other intellectual or proprietary rights.

Licensee agrees to use the materials in compliance with all applicable laws.

In any use of the Materials by Licensee, Licensee may not, in any way, indicate or imply that the Guild has endorsed
Licensee or its products.

Neither the Guild nor its employees, agents or representatives will be liable or responsible to Licensee in any
manner whatsoever for damages of any nature, incidental, consequential or punitive, arising from the termination
of this License Agreement or the use of the Materials by Licensee.

The provisions of the Privacy, Membership and Terms of Use Agreement between Licensee and the Guild, including
specifically but without limitation the Guild Research section of such agreement, are incorporated in this License
Agreement by reference and are a part of this License Agreement.

This License Agreement is to be construed and enforced in accordance with the laws of the state of California. The
parties consent to the exclusive jurisdiction of the state and federal courts located in Sonoma County, California.



The eLearning Guild Research Pledge

It is our goal to provide the best research based on the best data. Indeed, with well over 24,000 e-
Learning professionals — designers, developers, managers, and executives who are passionate
about the art and science of e-Learning — The Guild has an unmatched and enormously rich and
varied pool from which to gather data.

But let us be very clear that this data represents one thing and one thing only: the preferences,
opinions, loves, loathings, trials, and triumphs of el.earning Guild members. Does the
information represent the e-L.earning industry as a whole? Probably, but we cannot — and will not
—make that claim.

And anyone else publishing articles or research that makes that claim — and makes it using a
much smaller data set than we would ever consider using — is presumptuous at best.

Here are the five articles of practice that drive el.earning Guild Research:

1. Live, interactive, always-up-to-date. In addition to providing members with truly useful
visual analytics tools, the underlying data is always up to date and displayed in real time.

2. Number of respondents. Our research reflects the opinions of thousands of e-L.earning
professionals. The Guild has more, and better, data than is available any place else.
Indeed, we will never publish results from a survey unless we have received at least 750
Jully-vetted responses.

3. No reliance on outside sources that will bias our reports. With thousands of members
updating their profiles and completing surveys, the Guild does not need to rely on outside
sources for contacts to complete surveys.

4. Funding. The eLearning Guild funds its own research. We do not accept any form of
sponsorship from vendors and/or suppliers for public research activities.

5. Guaranteed Fresh. Every 90 days we remind members to update their profiles and survey
information. If a member goes a year without updating information, that information is
filtered out of our live reports.

For the Guild’s 360° Reports we carefully review respondents’ data for accuracy and consistency.
If we detect an anomaly, we contact that respondent and ask that he/she clarify his/her responses.
If any issue cannot be resolved, the data from this respondent is discarded and is not included in
our report.

The Guild is truly an amazing organization and I feel privileged to be a part of it. It is my goal to
leverage the depth, breadth, and spirit of the Guild’s members to produce the gold standard in e-
Learning research.

Sincerely,

y Yy

Steven S. Wexler
Director of Research and Emerging Technologies



Abstract

While the Learning Management Systems arena is more mature than other e-
Learning markets, the market is still growing and expanding beyond its hum-
ble course management roots into comprehensive integrated talent manage-
ment suites. During this growth and expansion some clear marketshare and
satisfaction leaders have emerged. While there are 135 active LMS tools listed
in the Guild’s supplier database, our survey results indicate that the top 10 LMS
vendors enjoy a 70% marketshare and the top 20 vendors own an 83 % market-
share.

Our survey also revealed clear differences among the major players as well as
clear differences in practices among members who report a good ROI and
those that report a poor ROI.

As of this writing, over 1,080 eL.earning Guild members have completed the

Guild’s survey on Learning Management Systems.
Highlights of our findings include:

e The cost per learner to acquire, configure, and customize an LMS for

large corporations ranges from $15.11 to $57.02.

o Skillsoft enjoys greatest overall satisfaction in large corporations with a
large number of learners impacted (greater than 5,000 employees and

learners).

o 29.58% of survey respondents plan to upgrade their LMS and 10.69%

plan to abandon their current LMS and move to a different vendor.

e Moodle (yes, Moodle) enjoys both the largest market share and satis-
faction in smaller corporations with a smaller number of learners im-

pacted (fewer than 5,000 employees and learners).

e 11% of survey respondents indicate that they have not received a re-
turn on investment from their investment in a LLearning Management

System.

¢ SumTotal is the market share leader in large corporations with a large
number of learners impacted (greater than 5,000 employees and learn-

ers).

o 21% of survey respondents use more than one LMS.

GUILD RESEARCH 360° REPORT ON LEARNING MANAGEMENT SYSTEMS



¢ SAP and KnowledgePlanet enjoy the largest percent of users that report

a good return on investment.

e Members who use a third party to host their LMS report greater satis-
faction and a greater ROI than those that host internally or have the
vendor host.

How the Report is Organized

Survey Results

This report reflects the review and analysis of over 900 Guild member re-
sponses from between February and April, 2007. The direct data access portfo-

lios contain responses from 1,087 members (as of this writing).

Essays from Industry Experts

The Guild has tapped several industry experts that share their valuable in-
sights into the LMS landscape.

LMS Survival Guide: Evolve or Die

Kevin Oakes, CEO of The Institute for Corporate Productivity (i4cp) and most
recently Chairman of the American Society of Training & Development
(ASTD), explains LMSs evolving role as a mission-critical application in many
organizations, and provides an overview of the different ways that an LMS can
help organizations impact corporate culture. Kevin also weighs in on crucial,

but often overlooked, steps you should take when purchasing an LMS.

What an LMS Can’t Do for an Organization

Bob Mosher, Global Chief of Learning Strategy and Evangelism for Learning-
Guide Solutions USA, and recognized worldwide leader for his pioneering role
in e-Learning, acknowledges the tremendous benefits of an LMS but cautions
readers not to expect miracles from even the best LMS and the best implemen-
tation. Bob’s essay is a great complement to Kevin’s as it makes the case that
there are critical learning approaches that even the most malleable of LMSs

may not be able to do.

Selecting, Installing and Configuring a LMS

Tony Karrer, CEO/CTO of TechEmpower, and one of the world’s top technolo-
gists in e-Learning and performance, brings priceless real-world experience

and clear guidance that will help you avoid mistakes and accelerate your or-

ganization’s selection, installation, and configuration of an LMS.

GUILD RESEARCH 360° REPORT ON LEARNING MANAGEMENT SYSTEMS



It’s About the People: The Real Key to Success with Your LMS

Lance Dublin, founder of the Dublin Group and recognized expert in corporate
learning programs and organizational change management, explains how to
make sure the LMS you worked so hard to select, install, and configure is em-
braced within your organization. Lance contrasts the practices of organizations
that get a good return on investment vs. those that get a bad one, and shows
you how to avoid having a technological success that leads to an organizational

failure.

Moodle’s Successful March into the LMS Market

Margaret Martinez, CEO at The Training Place and pioneer in personalized
learning research, and Sheila Jagannathan, e-Learning Specialist at the World
Bank Institute and veteran of distance learning projects all over the world, ex-
plore the appeal of Moodle, the LLMS darling of the Open Source Software
world. Margaret and Sheila show how Moodle’s allure stretches beyond the

higher education sector into government and corporations.

Notes from the Field: What LMS practitioners do and don’t do

In February and March, 2007, Lance Dublin, Tony Karrer, and Steve Wexler
interviewed two dozen e-Learning professionals who shared their trials and
triumphs with learning management systems. In this section, Angela van
Barneveld, program manager in education services at a global business intelli-
gence and corporate performance management solutions provider, highlights
some of their observations and recommendations so that you can duplicate

their successes and avoid the failures.

Interviews with LMS Vendor Executives

The el.earning Guild enjoyed the privilege of interviewing senior executives
from eight of the most popular LLMS tool vendors. In this series of candid and
illuminating discussions, we hear the passions, plans, and prognostications of
business leaders that are determined to address the concerns of el.earning

Guild members and the industry as a whole.
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dated their pro-
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are updating
their profiles at a
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month.
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Market Share, Satisfaction
Results, and Guild Members
Choice Awards

Overview

In addition to the survey data conducted for this report, The el.earning Guild

gathers other information from its members, including member profile data.

All Guild members are directly involved in the management, design, develop-
ment, and delivery of e-L.earning in corporate, government, academic, and

non-profit organizations.

For this community to succeed — and for members to get as much as possible
from the Guild — we ask that every member submit a complete and accurate
profile.

At the time of this writing, more than 8,100 members have up-dated their pro-
files. Members are updating their profiles at a rate of approximately 1,000 per
month. In addition, more than 5,500 members have indicated which tools,

products, and services they use, and have rated these tools, products, and ser-

vices.

Market share and Tools satisfaction reports for all categories of tools, products,
and services are available to all paying Guild members (see
htip://www.elearningguild.com/pbuild/linkbuilder.cfm?selection=f0l.28). We
have included a subset of these reports, both here and online, that summarizes

market share and satisfaction for Learning Management Systems.

Market Share, Satisfaction Results, and Guild Members Choice Awards e 29
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Guild Members Choice Platinum and
Gold Award Winners

The el.earning Guild Research is very pleased to present tool and product ven-
dors with two types of awards to recognize these vendors’ contributions to the
e-Learning industry.

Guild Research Market Share Award

Guild Research presents one Platinum award and up to four Gold awards to the
products within a particular category that are used by the most Guild mem-
bers, recognizing these vendors for developing tools and products that make

Guild members’ lives easier.

Guild Research Satisfaction Award

Guild Research presents one Platinum award and up to four Gold awards to the
products within a particular category that have received the highest overall

satisfaction rating from Guild members.

How we determine overall satisfaction rating

We ask members to rate products on a scale from 1 to 10 in four categories.

The overall score is determined based on the following weightings:
e  Would you use this vendor again? — 50%
e Vendor responsiveness (includes technical support) — 15%
¢ Learning / Implementation curve — 15%

e (Cost/ benefit - 20%

30 e Market Share, Satisfaction Results, and Guild Members Choice Awards



Filter: Induskry -
O aerospace/Defenss

O aaricultureMining

D Automotive/ Transportation

O computer Manufacturing thardware, s...
O construction/architecture/Engineering
O consulting {Computer

O consulting/Business Services (Non-ca.,.
O Education (k-12)

O Education {University/College)

O E-Learning ToolfService Provider

O EnerayLtiities

FinancialiBanking/ Accounting

O Government (Federal including Milicary)
O Government fLocal)

O Government (State)

O Healthcare

Insurance

O Manufackuring {non-computer

O MediajMarketing/advertising/Entertain. .
O mon-Profit/Trade Association

O rharmaceuticals/Biokech

O real Estate

O Rretailwholesals/Distribution (Computer)
O retailwholesale/Distribution (Non-ca...
D Telecommunications

O TravelHospitalicy

r
GUILD RESEARCH 360° REPORT ON LEARNING MANAGEMENT SYSTEMS |

Notes on the Tools and Products in this
Section

The market share and satisfaction results represent how Guild members use,
or have used, these products as of March 17, 2007. As of this date, 2,269 mem-
bers have told us which Learning Management Systems they use, and 1,200

members have rated these tools.

The list of tools that they use, and those which are well-rated, will always be
changing. And what is popular within one industry, or for a large organization,

may not be popular for another industry, or for a small organization.

Important: We strongly encourage you to take advantage of the online interac-
tive analytics and survey data so you can focus on the market share and satis-
faction leaders for your industry and your company size. You can further filter

by job level, primary job responsibility, and number of learners impacted.

Market Share, Satisfaction Results, and Guild Members Choice Awards e 31
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LMS Market Share - Large Corporate
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Figure 21 — LMS Tool market share results as of March, 2007, for corporations
with a minimum of 5,000 employees and 5,000 learners (based on minimum of
15 organizations that use the LMS).

Guild Research 2007 Platinum Award - Market
Share: Large Corporate Learning Management
Systems

SumTotal Systems, Inc.

Guild Research 2007 Gold Awards - Market Share:
Large Corporate Learning Management Systems

Saba
Plateau Systems, LTD
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LMS Market Share -
Small and Medium Corporate
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Figure 22 — LMS Tool market share results as of March, 2007, for corporations
with fewer than 5,000 employees and fewer than 5,000 learners (based on mini-
mum of 15 organizations that use the LMS).

Guild Research 2007 Platinum Award - Market
Share: Small and Medium Corporate Learning
Management Systems

Moodle

Guild Research 2007 Gold Awards - Market Share:
Small and Medium Corporate Learning Management
Systems

SumTotal Systems, Inc.

Learn.com
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LMS Market Share -
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Figure 23 — LMS Tool market share results as of March, 2007, for education and
government institutions (based on minimum of 15 organizations that use the
LMS).

Guild Research 2007 Platinum Award - Market
Share: Education and Government Learning
Management Systems

Blackboard, Inc.

Guild Research 2007 Gold Awards - Market Share:
Education and Government Learning
Management Systems

Moodle
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LMS Satisfaction - Large Corporate
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Figure 24 — LMS satisfaction results as of March, 2007, for corporations with a

minimum of 5,000 employees and 5,000 learners (based on minimum of 15
members that use the LMS. The number to the left of the rating bars indicates the

number of members who have rated the tool).

Guild Research 2007 Platinum Award - Satisfaction:
Large Corporate Learning Management Systems

SkillSoft - SkillSoft SkillPort

Guild Research 2007 Gold Awards - Satisfaction:
Large Corporate Learning Management Systems

Plateau Systems LTD - Plateau Learning Management System
SAP - SAP Learning Solution
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LMS Satisfaction -

Small

Overall Rating

Would Use Again

Vendor
Responsiveness

Learning /
Implementation
Curve

Cost Benefit

and Medium Corporate

Moodle

TotalLMS

Plateau Learning Management System
Blackboard Academic Suite

Oracle Learning Management
LearnCenter

Moodle

TotalLMS

Plateau Learning Management System
Blackboard Academic Suite

Oracle Learning Management
LearnCenter

Moodle

TotalLMS

Blackboard Academic Suite

Oracle Learning Management
LearnCenter

Moodle

TotalLMS

Plateau Learning Management System
Blackboard Academic Suite
LearnCenter

Moodle

TotalLMS

Blackboard Academic Suite

LearnCenter

Moodle

SumTotal Systems Inc.

Plateau Systems, LTD
Blackboard, Inc.
Oracle

Learn.com

Moodle

SumTotal Systems Inc.

Plateau Systems, LTD
Blackboard, Inc.
Oracle

Learn.com

Moodle

SumTotal Systems Inc.

Blackboard, Inc.
Oracle
Learn.com
Moodle

SumTotal Systems Inc.

Plateau Systems, LTD
Blackboard, Inc.
Learn.com

Moodle

SumTotal Systems Inc.

Blackboard, Inc.

Learn.com

45
40
15
28
16
33
44
38
15
28
16
32
41
37
27
15
30
45
37
15
28
32
45
39
24
31

— .39
6.59
—6.23
——6.12
I—6.01
I 5.66
— 8.62
7.12
6.51
6.59
—6.14
I 5.63
7.26

AVG(rating)

Figure 25 — LMS satisfaction results as of March, 2007, for corporations with

Jewer than 5,000 employees and fewer than 5,000 learners (based on minimum

of 15 members that use the LMS).

Guild Research 2007 Platinum Awavrd - Satisfaction:
Small and Medium Corporate Learning Management
Systems

Moodle -

Moodle

Guild Research 2007 Gold Awards - Satisfaction:
Small and Medium Corporate Learning Management
Systems

SumTotal Systems - TotalLMS

Plateau Systems LTD - Plateau Learning Management System
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LMS Satisfaction -
Education and Government

Moodle Moodle 94 I— 3.88
Overall Rating
Blackboard Academic Suite Blackboard, Inc. 177 6.47
Moodle Moodle 93 I 0. 24
Would Use Again
Blackboard Academic Suite Blackboard, Inc. 172 6.97
Vendor Moodle Moodle 86 I 8. 01
Responsiveness | gjackhoard Academic Suite Blackboard, Inc. 171 I 595
Learning / Moodle Moodle 92 I 7.80
Implementation
Curve Blackboard Academic Suite Blackboard, Inc. 170 6.93
Moodle Moodle 91 I © . 35
Cost Benefit
Blackboard Academic Suite Blackboard, Inc. 164 I 5.54
[ T T
0 5 10
AVG(rating)

Figure 26 — LMS satisfaction results as of March, 2007, for educational and gov-
ernment institutions (based on minimum of 15 members that use the LMS).

V# SN Guild Research 2007 Platinum Award - Satisfaction:

GU"_D Education and Government Learning Management
. — Research Systems

QORI AR |

|

Wl THE ELEARNING Education and Government Learning Management
GUILD Systems

. Research

- Guild Research 2007 Gold Awards - Satisfaction:

Blackboard, Inc. - Blackboard Academic Suite
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Index

accountability issue, 177-178, 228-229

acquisition of LLMSs
costs of, 59-61, 188-189
Oakes on selecting and, 122-126
process of your, 72-73

Aegis Mortgage Corporation, 204

AICC (Aviation Industry Computer-
based Training Committee), 190,
206

Allen, Paul, 117
AMC theaters, 201
American Bar Association, 182

American Society of Training & Devel-
opment (ASTD), 23, 117, 131, 157

AnswerWorks, 39
Asymetrix, 117
Authoria, 5

Aviation Industry CBT Committee’s
(AICC) Training Infrastructure
Subcommittee, 211

Battlestar Galactica machine cluster,
232

BbWorld, 266
“Beyond e-Learning” (Rosenberg), 157

Blackboard, Inc.

Gold Award (Education and Gov-
ernment LMSs), 37

Guild report on use of, 44-45
market share of, 8,9, 171

Platinum Award (Education and
Government LMSs), 34

Tim Hill on, 266-273

Bond, Jeff
professional background of, 249

on SkillSoft introduction of new
technologies, 254-255

on SKkillSoft survey results, 251
Bonzon, Jeanne, 152, 204
Bowling, Robert, 152, 155

branding, 199
Bridges, William, 163
BRR Evaluation Model (BPR), 182

business drivers, 200

CBT Solutions Magazine, 118

change

assessing organizational readiness
for, 161

change implementation model for,
165-168

communication role in, 164

Ready-Willing-Able model of, 162—
163

understanding process of, 163-164
change implementation model

phase 1: inform, 165-167

phase 2: involve, 167-168

phase 3: integrate, 168
Cingular Wireless, 121-122
CIOs (Chief Information Officer), 125
Citigroup, 121
Click2learn, 117, 128

CMS (Course Management System),
described, 2
Cohen, Ed

on definition of large corporation,
212-214

on eL.earning Guild members, 213—
214

on implementation of LMSs, 218-219
on LMS plans, 220-222

professional background of, 211

on satisfaction ratings, 216-218

on Second Life, 219-220

See also Plateau Systems, LTD

Cole, Jason, 190, 192
CompTIA, 151

configuring LMSs
average costs for, 188-189
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interviewees on, 2035-204
Moodle, 184
time required for, 75-75

contract negotiations, 151-152
Control Data Corporation, 235

corporations. See large corporations;
small/medium corporations
cost-per-learner calculations
determining ongoing cost-per-
learner, 69-72

for educational/government institu-
tions, 64

for large corporations, 63

more complex example of, 62

simple example of, 61-62

for small/medium corporations, 63—
64

cost-per-learners

on acquisition, installation, and cus-
tomizing costs, 59-61, 188-189

correlating hosting with, 20, 58, 65—
67

correlating satisfaction with, 58

determining the initial, 61-64

determining ongoing, 69-72

Guild survey findings on, 19, 58-72

to operate and maintain LMS, 67-69

See also ROI (return on investment)

Cross, Jay, 133-154
Crystal Reports, 155
c¢T Communications, 241

customizing LMSs
costs for, 59-61, 188-189
interviewees on, 204
as LMS “gotcha,” 153-155
responsibility for, 53-54

Davenport, Jim, 159

Des Moines Business Record, 235
differentiating use cases, 148-149
Documentum, 257

Dougiamas, Martin
on accountability, 177-178, 228-229

on future involvement with Moodle,
229-230

on GPL (General Public License) is-
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sue, 228, 230, 231
on Moodle market share, 224-225

on Moodle.org and Moodle.com,
227-228

on Moodle Partners, 228-229

on Moodle satisfaction ratings, 225-
226

open source philosophy commitment
by, 193

on Open University, 227, 230, 251-
232

on potential for Moodle, 232-254
professional background of, 223
See also Moodle

Dublin Group, 24, 157

Dublin, Lance

on change implementation model,
165-168

interviews conducted by, 24, 198

“It’s About the People:” by, 157-168,
205

on organizational readiness for
change, 161-165

professional background of, 24, 157

on three stage LMS project ap-
proach, 159-160

Durham, Leslie, 121

educational organizations
barriers to LMS success in, 101

comparing importance of LMS fea-
tures to government and, 104-105

correlating cost-per-learner with
host, 67

costs to operate and maintain LMS,
69

determining ongoing cost-per-
learner, 72

effective methods of getting people
to use LMS, 108

host and administration of LMS for,
57

how LMS was acquired, 73
initial cost-per-learner for, 64
length of LMS service, 76

LMS acquisition, installation, and
customizing costs for, 60

LMS installation, customization,
and/or integration, 54

LMS market share, 34
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LMS roll-out and implementation in,
56

LMS satisfaction, 37, 80
Moodle use in, 171-172

perceived ROI on LMS investment in,
88

plans for the next 12 months, 113

ranking LMS tools by reported ROI,
91

time required for install-
ing/configuring LMSs, 75

e-Knowledge Suite (Four Seasons Ho-
tels and Resorts), 166

e-Learning Business, 201

eLearning Guild

initial cost-per-learner benchmark
determined by, 61-64

LMS’s in use in member organiza-
tions of, 10

member profile data, 29
supplier database of, 7
360 research page link, 9, 23, 27, 40,
105
eLearning Guild report

essays from industry experts, 23-24,
117-207

findings on real cost of LMS, 58-72
getting the most from this, 25-27

on Guild member use of vendors’
tools, 13-14

interviews with LLMS vendor execu-
tives, 24-25, 209-281
key findings of, 1522
sections listed, 15
360 research page link on, 9, 23, 27,
40
eLearning Guild survey

on acquisition, installation, customi-
zation of LMS, 59-60

areas of agreement among respon-
dents, 139

on average annual cost to oper-
ate/maintain LMS, 67-69

on barriers to success with LMS, 97—
101

on cost per learner, 19-21, 58-72

on costs of acquisition, installation,
customization of LMS, 59-67

on determining ongoing cost-per-
learner, 69-72

on enterprise vs. departmental use of
LMSs, 11-12, 46-47

on getting people to use LMS, 106—
111

on how you acquired LMS, 72-73

on importance of specific LMS fea-
tures, 102-105

on length of service for current LMS,
75-76

on LMS installation, customization,
and/or integration, 53-54, 59-61,
143-144

on LMS ownership, 4748

on LLMS roll-out and implementation,
55-56

on Moodle use within corporations,
16-17, 52, 173

on number of LMSs in use, 41

on one LMS system vs. many, 9-10

on perceived importance of LMSs, 15

on perceived ROI of LMS, 87-97

on plans for the next 12 months,
111-113

on plans to abandon LMS/move to
new one, 114-115

on plans to expand LMSs, 16

on primary LMS of respondents, 43—
45

on primary vs. secondary LMS, 10-
11, 14

on product market share, 9, 29

on reasons for organization use of
LMS, 12-13, 48-52, 143-144

respondents comments during, 116

on respondents’ demographics, 41—
43

on ROI (return on investment) issue,
18, 20-22, 48-52

on satisfaction ratings, 9, 29, 35-37,
77-86, 144-146

360 research page link on, 9, 23, 27,
40, 105

on time required for install-
ing/configuring LMSs, 73-75

on who hosts and administers your
LMS, 56-57

See also LMS (Learning Manage-
ment System)

Element K, 151

Enabling Technologies for Learning,
200
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“Enterprise Vendors are Good for the
LMS Market” (Oakes), 127

enterprise vs. departmental LMSs, 11—
12, 46-47

EPSS (electronic performance support
systems), 138

essays. See industry experts essays

Excellence in Training Corporation,
235

FAQ (Frequently Asked Question)
document, 167
Fowler, Don
professional background of, 241

on responding to customer needs,
244-248

on SumTotal Systems survey results,
242-243

See also SumTotal Systems, Inc.

Frost, Mark
professional background of, 257
on Saba’s survey results, 258-262
on strengths of Saba, 262-265

Geddys, Jim, 235
GeoEngage, 239

GeoLearning

Frank Russell on products and ap-
proach of, 238-240

growth of, 235
survey results for, 236-257

GeoMaestro 5 series, 237
Gladwell, Malcolm, 164
Gloster, Art, 191

Glow, David
on business drivers, 200
tips on trying free LMS tools, 206

Gold Awards (LMS Satisfaction)

Plateau Systems LLTD —Plateau
Learning Management System, 36

SAP Learning Solution, 35
SumTotal Systems—TotalLLMS, 36

Gold Awards (Market Share)
described, 30
Moodle, 34
Plateau Systems, LLTD, 32
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Gottfredson, Conrad, 136

goverment organizations, LMS market
share, 34
government organizations
barriers to LMS success in, 101

comparing importance of LMS fea-
tures to government and, 104-105

correlating cost-per-learner with
host, 67

costs to operate and maintain LMS,
69

determining ongoing cost-per-
learner, 72

effective methods of getting people
to use LMS, 108

host and administration of LMS for,
57

how LMS was acquired, 73
initial cost-per-learner for, 64
length of LMS service, 76

LMS acquisition, installation, and
customizing costs for, 60

LMS installation, customization,
and/or integration, 54

LMS roll-out and implementation in,
56

LMS satisfaction, 37, 80

perceived ROI on LMS investment in,
88

plans for the next 12 months, 113

ranking LLMS tools by reported ROI,
91

time required for install-
ing/configuring LMSs, 75
GPL (General Public License), 182, 228,
230, 231
Guild Research Market Share Awards,
30, 32, 34

Guild Research Satisfaction Awards, 30,
35-37

Hammer, Mike, 159
Hill Partners, Inc., 266
Hill, Tim

on Blackboard’s market approach,
267-271

on Blackboard’s strengths, 272-273

on Blackboard’s survey results, 267,
271
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comments on Moodle and other
competition, 269-270
professional background of, 266

hosts
correlating cost-per-learner by who,
20, 58, 65-67
correlating ROI and, 20-21, 92-93

correlating satisfaction with, 58, 81—
82

Guild report on, 27

in-house vs. hosted solution, 200

survey on LMS administration and,
56-57

HRIS (human Resources Information
Systems), 203

Humboldt University, 227

IBM, 127

implementing [.MSs

failing to ask critical questions when,
150-151

failure to test LMS before, 150

interviewees on, 204-205

Lance Dublin on successful, 158
168, 205

Moodle, 183-185

reasons for, 12-13, 48-52, 143-144

responsibility for, 55-56

industry experts essays

“I’s About the People: The Real Key
to Success with Your LMS” (Dub-
lin), 157-168

“LMS Survival Guide: Evolve or Die”
(Oakes), 117-129

“Moodle: Open Source Software’s
Quick —and Successful March—
Into the LMS Market” (Martinez &
Jagannathan), 169-196

“Notes from the Field: What LMS
practitioners do and don’t do” (van
Barneveld), 197-207

overview of, 25-24

“Selecting, Installing and Configur-
ing a LMS” (Karrer), 141-155

“What an LMS Can’t Do for an Or-
ganization” (Mosher), 131-140

“The Inevitability of CMI in Multimedia
Based Training” (Utah confer-
ence), 118

Information Technology Training Asso-
ciation (ITTA), 151
installation age
correlating ROI with, 95-94
correlating satisfaction with, 85-86

installing LMSs
costs for, 59-61
interviewees on, 203-204

Lance Dublin on successful imple-
mentation and, 159-160

Moodle, 184
responsibility for, 53-54
time required for, 73-75

The Institute for Corporate Productivity
(i4cp), 23, 117

Institute of the Motor Industry (IMI),
120

Internet Time Group, 134

interviews

Don Fowler of SumTotal Systems,
241-248

Ed Cohen of Plateau, 211-222

Frank Russel of Geol.earning, 235-
240

issues covered by, 198-207, 209
Jim Riley of Learn.com, 274-281

Lee Ritze and Jeff Bond of SkillSoft,
249-256

Mark Frost of Saba, 257-265

Martin Dougiamas of Moodle, 223—
234

overview of, 24-25
Tim Hill of Blackboard, 266-273
tips on successful LMS implementa-
tion in, 206-207
ISOPIA, 126

IT (information technology), LMS and
advantages to having, 202

ITM (integrated talent management)
market

elLearning Guild online survey on
share/satisfaction ratings, 9

Guild 360 research page on, 23

as perceived by different vendors, 4—
5

preview of market share leaders, 8
vying for a share of the, 4-5
See also market share
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ITMS (Integrated Talent Management
System)
described, 3

trends toward consolidation of, 128-
129

See also talent management
“I’s About the People: The Real Key to
Success with Your LMS” (Dublin)
being organizationally ready, 161

change implementation model, 165—
168

four things to know about change,
163-164

importance of people in LMS suc-
cess, 158-159

making the right selection decisions,
159

the Ready-Willing-Able model for
LMS implementation, 162-163

stages in implementing LMS, 159-
160, 205

Jagannathan, Sheila

“Moodle: Open Source Software’s
Quick —and Successful March —
Into the LMS Market” by Martinez
and, 169-196

professional background of, 24, 169
Java-based systems, 251
Javenkoski, Jim, 200
John Muir Health, 166
Johnston, Doug, 120

Karrer, Tony
interviews conducted by, 24, 198
on LMS “gotchas,” 143-155
professional background of, 24, 141
“Selecting, Installing and Configur-

ing a LMS” by, 141-155, 204

Kenexa, 5

KnowledgePlanet, 8

Kranti, Uday, 205-206

Kronos, 5

large corporations
barriers to LMS success in, 98-99

comparing importance of LMS fea-
tures to small vs., 102-103
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correlating cost-per-learner with
host, 65

correlating satisfaction with age of
LMS installation, 85-84

correlating satisfaction with host, 81—
82

costs to operate and maintain LMS,
68

determining ongoing cost-per-
learner, 69-70
Ed Cohen on definition of, 212-214

effective methods of getting people
to use LMS, 106

host and administration of LMS for,
56

how LMS was acquired, 72
initial cost-per-learner for, 63
length of LMS service, 75

LMS acquisition, installation, and
customizing costs for, 59

LMS installation, customization,
and/or integration, 53, 55, 59, 74,
83-84, 143-144, 153

LMS market share, 32

LMS roll-out and implementation in,
55

LMS satisfaction, 35, 77

LMS successes/failures by using re-
ported ROI, 95-97

Moodle use in, 171

perceived ROI on LMS investment in,
87

plans for the next 12 months, 112

plans to abandon LMS and move to
new one, 114-115

reasons for implementing LMSs,
143-144

time required for install-
ing/configuring LMSs, 74
Lauber, Rob, 121-122

LCMS (Learning Content Management
System), 149
Learn.com
ClientChoice model, 280
Jim Riley interview on, 275-281
market share of, 8

learners
analysis of your, 138

five moments of learning need af-
fecting, 136-157
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understanding approach to learning listed, 7
by, 132-134 one system vs. many criteria of, 9-10
learning primary vs. secondary criteria of, 10—
implications of LMSs for, 139 1"
role of LMS in, 134-159 LMS vendors
understanding how learners ap- categorizing the, 7, 9
proach, 132-134 ITM market as perceived by differ-
LearningGuide Solutions USA, 151 ent, 4-5

partial list of market share leaders, 8
reinventions by, 34

responding to customer LMS feature
preferences, 105-106

tips on maintaining relationship

learning organizations

analysis of business outcomes im-
pacted by training, 136-138

analysis of learners, 138

analysis of learning culture of, 136 with, 203
effectively hosting appropriate learn-
ing assets, 138-139 Longworth Ventures, 117
“Learning Rants, Raves and Reflec- Lotus, 126
tions” (Masie), 157
Learning Strategy and Evangelism for Mactromedia .Pathvvare Training Soft-
Learning-Guide Solutions USA, 23 ware Business, 126
length of LMS service, 75-76 market share

education and government LMS, 34
) eLearning Guild online survey on
Linden Lab, 220 share/satisfaction ratings, 9, 29

Liqvid eLearning Services, 205 Guild Research Market Share
Awards, 30, 32, 34

large corporate LMS, 32

Lewall, Gabe, 204

LMS contract negotiations, 151-152

LMS (Learning Management System) Moodle, 8, 9, 171173, 224-225
common process of using, 142 as perceived by different vendors, 4—
description and levels of, 2-3 5
Guild member plans to expand, 16 preview of market share leaders, 8
interviewee’s lips on using, 206-207 small and medium corporate LMS,
issues related to purchasing, 5-6 33
perceived importance by Guild vying for, 4-5

member organizations, 15 See also TTM market

questions to ask about, 1

. . X . Martinez, Margaret
in use in Guild member organiza-

“Moodle: Open Source Software’s

tions, 10 . . Quick —and Successful March—

See also eLearning Guild survey Into the LMS Market” by Jaganna-
“LMS Survival Guide: Evolve or Die” than and, 169-196

(Oakes) professional background of, 24, 169

on introduction to LMSs, 5, 118-119 “mashup” (Sloodie), 105
k ts in LMS hist 126-

o creme 1SI0rYs Masie, Elliot, 157
on LMS evolution as core applica- Matheson, Dave, 205

tion, 3, 119-122 MDR Corp., 274

on selecting a LMS, 122-126
on trend toward I'TM, 128-129

LMS vendor categories
enterprise vs. departmental, 11-12

member profile data, 29
Microsoft, 117, 127, 131
Microsaoft Windows 95 Starts Here, 39
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Miller, Joe, 220
Minesoft, 246

“Moodle: Open Source Software’s
Quick —and Successful March—
Into the LMS Market” (Martinez &
Jagannathan)

all about Moodle, 171-175, 176-196
introduction to Moodle, 170
on OSS (Open Source Software), 170,
173-175
Moodle
accountability issue and, 177-178
additional resources on, 194-195

advantages and disadvantages of,
177-178

described, 170, 176

enhancing teaching and learning us-
ing, 179-181

enterprise vs. departmental use of,
46

Gold Award (Market Share), 34

Guild survey findings on use of, 16—
18

implementation of, 183-185
international use of, 185-190

as market share leader, 8,9, 171—
173, 224-225

Moodle Features Demo course, 181
multiple language capability of, 189

myths, misconceptions, and facts of,
190-194

Platinum Awards (LMS Satisfaction),
36, 37

satisfaction ratings of, 225-226
selecting, 181-183

Tim Hill’s comments on, 269-270
websites for, 170, 176, 186, 187
why corporations use, 52

See also Dougiamas, Martin

Moodle.com, 228

Moodle E-Learning Course Develop-
ment (Rice), 192

Moodle Foundation, 233
Moodle.org, 227, 232-233
Moodle Partner Royalties, 228
Moodle Partners, 192, 228-229
Moodle users (Moodlers), 105
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Mosher, Bob
professional background of, 23, 131
Training for Results by, 131
“What an LMS Can’t Do for an Or-
ganization” by, 131-139

MS SQL Server, 232

Navica, 182
NCR, 119

North American Aerospace Defense
Command, 120

“Notes from the Field: What LLMS prac-
titioners do and don’t do” (van
Barneveld)

on common problems and creative
solutions, 205-206

on common problems and goals,
198-205

tips on successful LLMSs, 206-207

NRAEF (National Restaurant Associa-
tion Educational Foundation), 200

Oakes Interactive, 117

Oakes, Kevin

“Enterprise Vendors are Good for the
LMS Market” by, 127

on evolution of LMS, 118-129

“LMS Survival Guide—Evolve or
Die” by, 3, 117-129

on LMS vendor suitability for an-
choring ITM system, 4

professional background of, 23, 117

“One Laptop per Child” project, 233
Open Source Definition, 174, 182
Open Source Software, 24

Open University (Australia), 227, 230,
231-232

Open University (Canada), 186, 187

Open University Open Learn Moodle
site, 232

Open University (UK), 186, 187, 194,
195, 227, 231, 232

Oracle, 8, 50, 127, 252

organization plans

to abandon LMS and move to new
one, 114-115

to expand LMSs, 16
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for the next 12 months, 111-113

organization readiness
assessing your, 161

change implementation model, 165—
168

increased ROI related to, 163

Ready-Willing-Able model of, 162—
163

understanding change process as
part of, 163-164

organizations
learning, 136-139
planning by, 16, 111-115
readiness for change by, 162-168

OSI (Open Source Initiative), 174

OSMM (Open Source Maturity Model),
182

OSS (Open Source Software)

achieving more for less using, 1735—
175

exploring, 170
worries about adopting, 190-194

OSS Watch Survey (UK), 187

Pacific Life, 120

PeopleSoft, 126-127, 257

Peterson Air Force Base, 120

planning. See organization plans

Plascow, Lisa, 272

Plateau Systems, LLTD, 8, 32, 36, 50
See also Cohen, Ed

Platinum Awards (LMS Satisfaction)

Blackboard, Inc.—Blackboard Aca-
demic Suite, 37

Moodle, 36, 37

Skillsoft Skillport, 35
Platinum Awards (Market Share)

Blackboard, Inc., 34

described, 30

SumTotal Systems, Inc., 52

Plato System, 235
PostgreSQL database, 232

Prasatik, Mark
on hosted system preference, 200
on vendor relationship, 203

Presseau, Jeff, 122

primary vs. secondary LMS

for all industries and company size,
11

as category criteria, 10
Guild member use of, 14

Prince, Charles, 121
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