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Why Hewlett-Packard’s Online
Sales Training Works

By engaging, motivating and rewarding the independent retail
associates who represent its products, HP’s online training program
promotes higher product sales.

o your salespeople say: I have to

train because the boss said so,” or

“I can’t wait to learn about the
new products?”

If it’s the former, chances are the tran-
g program’s completion rates are lower
than you'd like. With I can’t wait,” the
sales force is engaged in the traming and
sales are up.

How do you ensure that you success-
fully train salespeople and see high course-
completion numbers? The answer 15 sim-
ple: Your e-learning traiming program
must demonstrate value and include high
levels of desiegn and motivanon.

An effective training program should:

» Offer relevant, usetul content pre-
sented n an engaging and nteractve
manner, supplemented by  helptul
resources for just-in-time  knowledge
ACCESS.

* Motivate
incentives. The chance to earn a new

learners with program
printer or pocket PC will encourage sales-
people to learn the features of those new
SKUs before launch.

Hewlett-Packard recently partnered
with sales-force training company Via
Training to carry out this dual-nature pro-
gram design successfully. Via develops cus-
tom courses for HPs traming Web site,
HPinfolab.com. These courses train inde-
pendent salespeople on product knowl-
edge and applied sales skills. Because sales
reps sell what they know, the objective is
to develop mindshare tor HP which 1n
tirn increases sales of HP products.

“Online training has become one of

our primary training channels. Obviously,
the medium reaches a greater audience
and allows us to convey key messages to
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Active leorning uses engaging activities to enable sales representatives to practice with product
knowledge in selling scenorios such as qualifying customers.

our core audience,” says HP Training
Manager Todd Ross.

Currently there are tens of thousands
of independent retail sales associates using
the site in North America and in Europe,
additional
underway. In an independent survey con-
ducted by TRD Frameworks in 2002,

with language expansion

HPinfolab was voted the No. | source of

product and sales training information by
independent sales representanves 1 the
consumer electronics market. “Because
HPinfolab is recozmzed as Best in Class,
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we're more effecavely able to communi-
cate the HP message,” says Ross. “We're
able to go live with online traimng as soon
as the products hir the stores.”

Engaging the Learner

Via develops interactive training that
encourages salespeople to engage in the
learning process by solving real-lite prob-
lems or parucipatng in realistic scenarios
or simulations. This method, called Active
Learning, is applied to training designed
for salespeople to apply new knowledge




and quickly interact with the products.
Via's courseware enables practice using
product knowledge in sales scenarios
before salespeople have to face the cus-
tomer. “Our online traimng program has
evolved as the retail environment has
evolved,” says R oss.

A key component of traming is pro-
viding support tools to learners at the
most teachable moment - that sudden
“Aha!” when learners make a connec-
tion and are ready to absorb something
HPinfolab

library for quick reviews and just-in-
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rime information.

Motivating the Learner

Developing high-quality courseware
is the first half of the traiming equation.
Motivating the learner is the second half.
A key reason for HPinfolab's success 1s
Via's Incentive Management System
(IMS) program. With the IMS, traming
managers offer HPinfopoints to sales-
people who successfully complete
courses and training activities. These
points can be used toward the purchase
of HP products.

The second month after rolling out
HPinfopoints, attendance and course
completion increased 300 percent. IMS
software can be conhigured to support
unique program requirements and any
oft-the-shelf learning management sys-
tem. Training managers can track points,
inventories and trends to customize their

IMS program.

Rewarding the Learner
Every successful IMS features a robust
rewards center. Motivated learners tramn
hard and offering rewards increases course
completions and overall user satisfaction.
HPintolab their
HPinfopoints for a changing hist of rewards.

users  redeem
Since the rewards program started m 2000,
salespeople have earned everything from
clothing and pens to digital cameras and
Pocket PCs.

Measuring Results

An incentive program can draw atten-
dance and improve course completion,
but if the training does not provide valu-

able information tailored to a variety of

learning styles, salespeople won't be back.
You need both good design and attracave
HP’s with
HPinfolab shows that salespeople know

Ncentives. ::xpn:riullru

what they need. They've downloaded mil-
lions of PDFs on new products, most

being Via-designed selling tools and refer-
ence materials. &

Bruce Carocci is vice president of marketing
and sales at Via Training. He can be reached at
bearocci(@viatraining.com

If you’re thinking about attending this year’s...

DMA Annual Conference & Exhibition

The World’s Largest Gathering of Direct & Interactive Marketers!

October 16-20 * Ernest N. Morial Convention Center » New Orleans, LA
www.dmaannual.org

...you should also think about joining
the Direct Marketing Association!

As a DMA Member you'll save
$500 off your registration!

And once the Conference is over, as a DMA Member you'll
continue to reap the rewards of membership in one of the
world’s most effective and respected trade associations.

DMA Membership makes sense 10
thousands of businesses worldwide.
It can make sense for you too!

Call 212.768.7277, ext. 1155 or e-mail
membership@the-dma.org to find out more!

www.the-dma.org

Direct Morketing Association

Helping Direct and Interactive Marketers Succeed!

See ad index on page 26
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