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Abstract: Traditionally, managers 
have viewed the training needs of 
salespeople through such attitudes 
as these: 
• They need no training. Sales-
people are born, not trained. 
• Teach them the technical aspects 
of the product along with a canned 
presentation. The product will 
sell itself. 
• Selling just happens. 

Additionally, many people have 
stereotypical views of salespeople. 
But a realistic view of a successful 
salesperson is strongly tied to how 
the salesperson analyzes and 
responds to the behavior of pro-
spective customers. 

The purpose of this research is to 
evaluate the effects on sales results 
of a training program on interper-
sonal behavioral styles. The study 
focused on the belief that sales ef-
fectiveness can be increased if 
salespeople can learn a practical 
method of classifying people using 
the Social Style of Behavior model. 

The research was a quasi-experi-
mental design involving 26 commis-
sioned salespeople. A control group 
was selected from the firm's other 
stores in the area. The experimental 
group participated in a 20-hour 
Social Style of Behavior training 
program tailored for the retail 
industry. 

A profile of behavioral style was 
created for each salesperson in the 
experimental group, based on 
responses to a 150-adjective ques-
tionnaire completed by three to five 
references. The basic premise is 
that individuals do not know how 
their behavior is perceived by those 
with whom they work and asso-

ciate on a regular basis. 
Post-training sales data revealed 

that the sales performance of the 
experimental group was signifi-
cantly better than the control 
group, at a .10 level of significance. 
Although the firm's gross sales 
volume declined during this period, 
as did the economy of the area, the 
experimental group experienced 
significantly less decline than the 
control group. 

Sales managers should seriously 
consider the impact that training in 
interpersonal behavioral styles can 
have on total sales performance. 
This study, involving a major retail 
firm, showed behavior style train-
ing to be effective for retail com-
missioned salespeople who pri-
marily sold major appliances and 
furniture. The authors believe that 
such training would also help other 
salespeople, and the selling transac-
tion in general, throughout the 
retail industry. 
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Abstract: Training programs can 
be evaluated on one of four levels: 
• reaction (how well the par-
ticipants liked the program); 
• learning (what principles, facts, 
and techniques were learned); 
• behavior (what changes in job 
behavior resulted from the 
program); 
• results (how the program re-
duced cost, improved quality, or 
improved quantity). 

The levels form a hierarchy: the 
time, effort, and cost of performing 
evaluations increase as you go from 
the first to the last level. They also 
provide an excellent framework for 
exploring the number and kinds of 
evaluations being conducted by 
corporate training directors. 

With that in mind, the authors 
formulated a study of in-house 

presentation-skills training. Their 
purpose was to determine the 
number and kinds of program 
evaluations currently being done. 

Researchers sent questionnaires 
to the CEOs of the Fortune 500 
industrial companies. They asked if 
the companies offer presentation-
skills training, whether their in-
house staffs provide the training, 
what kinds of evaluations are con-
ducted, who sees the reports of the 
evaluations, and how the evaluation 
results are used. 

A total of 180 responses were 
received (154 respondents 
completed surveys; 26 declined to 
participate). 

The results of this study show 
that most of the companies (73 per-
cent) provide training that is de-
livered by their in-house staffs. Most 
of that training (80 percent) is eval-
uated in some way. The most pop-
ular time for evaluation (95 percent) 
is at the conclusion of the training, 
with only 32 percent of the pro-
grams being evaluated at the devel-
opment stage and 28 percent with-
in six months of the training. 

The findings confirm that the 
simplest kind of evaluation (re-
action) is done the most often (91 
percent), while the most time-con-
suming (results) is done the least 
(28 percent). The authors see a 
dramatic increase in the number of 
evaluations being conducted and in 
the levels of evaluation. The overall 
message of the study is that the 
long, hard fight to get trainers to 
start evaluating their programs may 
be paying off. 
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