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ditional face-to-face sales reps. &k was to cover high-avail-
ability services as well, though not w ith the sam e intense fo-
cus on qualification, best practice m odeling, and roles plays
for telephone sales situations.But if it was to offer high-avail-
ability traming, why create another workshop for hside Sales?
How could side Sales m anagem ent and the Field Develop-
m ent departm ent justify this effort?

Purpose of the Evaluation

The Intervention was so successfulthat the hside Sales
team sold overhalf of allNorth Am erican custom high-avail-
ability com puter support service deals m 1998 . The Tside
Sales team had m ore than doubled its 1998 deals by the thid
quarter of 1999.

The hside Saks m anagem ent team had not orighally planned
to create an ROIevaliation. For the hside Sales m anagem ent
team , not holding the training was never an option.As the salks
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resuls appeared, the team did not think an RO Ireport was nec-
essary. The results were self-evident. The Ihside Sales team
was sold on taibred tralning and annual training m eetings.

W hen it cam e tin e for the next year’s training m eeting,
however, controversy arose again. Other sales and m arket-
Ing departm ents, headquarter divisions, and even very senior
levelsales m anagers raised questions about the need for cus-
tom ized traning and the tin ng of the cost outlay. The ROI
evaluation becam e an opportunity to help HP’s extended sales
and m arketing m anagem ent com m uniy gain confidence n sup-
porting Mmside Sales annual training m eetings.

Evaluation Methodology
Model

This Intervention and evaluation were com plkted mn three
phases, as figure 1 shows.

Phase one started w ith the review of the needs assess-
m ent and com pleted wih the delivery of the custom sales
skill w orkshop for high-availability services. Phase two con-
sisted of coaching and sales contest mcentives. Phase three
was evaluation activities. &k took two years to complete all
phases for this mtervention and evaluation.

Data Collection Methodology
Level 1 Data Collection

t is m andatoxry at HP to collect Levell reaction data af-
ter sales trainng classes n North Am erica. hhstructors distrb-
uted a standard evaliation form to all participants and stood
by the doors as they kft to ensure everyone tumed one in.Nom s
have shown that no m atterhow badly done the course is, North
Am erican saks tralning Levell evaluations rarely average be-
bw a fourand above a 4 .5 on a fivepont scak, where five m eans
“strongly agree w ith the question” or “excellent.”

For this workshop, the average score for the standard Lev-
ell quantiative questionswas a 4 .54 . & is mteresting to note
that three quarters of the qualtative w ritten responses regarding
what the reps lked m ost about the workshop were about role-
plhynhg.The reps dechred the rok-phyhg and practice the m ost
valuable portion of the workshop. The sinhgle m ost consistent
comm ent about what the reps lked lkast was that there was
not enough tim e for roke-plhyng and practice!
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