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Q. Why did you decide to make the jump from
traditional training methods to e-learning?

A. Bertram: We have over 110 salespeople who are
working to sell our products to large commercial clients
and distributors. Up to this point, the only tools they had
were very large product catalogs and an occasional
training class, which we would conduct here. We polled
our sales force and they were asking us, very clearly, to
have information available to them on their laptops. So
we contracted with CMOOR to develop our Online
Training Center (OTC), an online site that allowed them
to take more than 200 training classes online. The sub-
jects include everything from preparing presentations to
time management to technical information. 

We also internally produced a separate site called
RepNet that is designed specifically for our sales reps
that includes PowerPoint sales presentations and other
technical information they may need. The rest of our
sales staff, as well as a few choice distributors, can view
it, too.

Q. That’s a lot of courses. Where did they 
come from?

A. Moorhead: We are an e-learning company, but we

specialize in putting together online programs for the
security, architecture and construction industries.
Nearly all the courses were already available in our
archives, which we’ve assembled with information from
various professional organizations. It gives the user the
ability to better understand the things that affect their
business, like project management or negotiation skills,
for instance. In this case, it was a very turnkey kind of
thing. For a monthly fee, we provide these classes for
ESSEX’s OTC, monitor who’s taking them, and provide
the company with reports on how well their employees
were doing.

Q. Was it difficult getting management to
embrace this technology, and employees to 
use it?

A. Bertram: Fortunately, no. We have divisional sales
managers who were all on board initially and they per-
sonally encouraged their sales staff to use these new
sales tools. While these high-level skills were useful, our
students told us they felt custom courses specifically
about our products would be most valuable. So last year
we designed our first custom course with CMOOR,
Writing Architectural Specifications. That went over so
well that we decided to do more.
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Q. You have a new upgrade coming
to OTC this fall. What will that
include?

A. Moorhead: In the surveys we con-
ducted of ESSEX online students, they
kept asking for specific ESSEX product
information…most of which was only
available in a rather large and hard-to-
use catalog. So we have designed 10
custom courses on ESSEX’s most impor-
tant electronic products. It takes the
average student about 30 minutes to
complete each course. Each of the
courses follow the same format and
always discuss the features and benefits
of the product from the sales perspec-
tive. The courses are designed to help
salespeople feel more comfortable doing
product demonstrations. They learn the
best applications for the products, so it
makes it easier for them to target the
right customers, too. There’s a thorough
discussion of how to overcome customer
objections, which, as you can imagine, is
pretty critical to the sales staff.

Q. What did it take to pull all 
this together?

A. Moorhead: Since we’ve got a format
we all agreed on, ESSEX provided us
with the basic content that was needed
for each of the segments in the courses.
Then we storyboarded that information
and designed and programmed the
graphics. Once they’re up and ready to
run, we simply put them on our server
and make them available through the
password-encoded OTC site. If anything
goes wrong with the site or there are
bugs, then we have easy access to the
courses to make fixes, and it doesn’t bog
down ESSEX’s system at corporate.

Q. Do you have a way of knowing
who has taken what courses?

A. Bertram: Yes, CMOOR provides us
with monthly reports of who has com-
pleted what courses, and we share that
with their supervisors. We also know
what their scores have been on each of
the courses, so we’re able to tell who is
having problems with what areas.

Costs for putting together a program like this vary, but in general, you

can expect to pay about $5,000 to $10,000 per completed coursework

hour, depending on how complex and graphics-heavy the courses are. With

this kind of investment at stake, I think it’s pretty important not to just

get this done at your corner advertising agency.

The Salesman’s 
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Q. Do technical issues ever hinder
the training process?

A. Moorhead: Fortunately, the courses
were designed with that in mind. Sales-
people with laptops, as a rule, don’t
always have access to high-speed
internet connections. It’s just something
you have to deal with. So the courses
were designed without the bells and
whistles that make downloading slow. 

Q. Do you think the role of online
training will expand at ESSEX?

A. Bertram: Yes, I expect it will con-
tinue to grow as we build more courses
around the salespeople’s needs. But it
will probably never replace our catalogs
and face-to-face training. Some things
just have to be done in person. But I do
expect, as we get more and more of
these courses up, our traditional
methods will become less and less desir-
able. Online training is just so conven-
ient.

Q. Do you think online training will
help you compete in the sector?

A. Bertram: We hope so. It’s a little too
early to tell yet, but a well-trained sales
force will always give you an edge, par-
ticularly when we are continuing to roll
out more and more elaborate products.
One of our most recent ventures, for
instance, is a partnership with Diebold
for an Integrated Securities Program,
which will allow us to provide the soft-
ware and systems, while Diebold pro-
vides the hardware like cameras, cards
and door locks for large institutional
customers. As far as we know, no other
company in our sector has made a com-
mitment to e-learning. We think it will
be the key to keeping our people ahead
of the technology.

Q. What advice do you give to other
companies who might be consid-
ering starting an e-learning pro-
gram?

A. Moorhead: Putting together an e-
learning program is a very worthwhile
thing, but it takes a significant upfront
investment of time and resources. The
client has to put a lot of effort in plan-
ning and providing their designer with
good information for the courses. The
good news is, though, that once the
program is up and running it should be
problem free to maintain. I recommend
getting a provider that can manage your
training sites for you, as it eliminates a
lot of hassles. Costs for putting together
a program like this vary, but in general,
you can expect to pay about $5,000 to
$10,000 per completed coursework
hour, depending on how complex and
graphics-heavy the courses are. With
this kind of investment at stake, I think
it’s pretty important not to just get this
done at your corner advertising agency.
Anyone can design the graphics for a
program like this, but you really need to
have an e-learning specialist who can
make your sites SCORM and AICC com-
pliant. These are technology-based, pro-
fessional training organizations that
have set common programming and lan-
guage standards. If your training pro-
gram isn’t designed around these
standards, it can make it hard for your
programs to interact with other pro-
grams, and make real problems for you
as you try to expand your course offer-
ings.

A. Bertram: I think it’s pretty impor-
tant to have management buy-in up
front or you won’t be able to get people
to take the time to try the courses in
the first place. But once you’ve started
actively encouraging your e-learning,
you have to listen to your users. You
need to get a tracking mechanism in
place, take frequent surveys, and be
willing to make changes based on their
input. I believe e-learning has endless
potential as we continue to expand it. I
think other companies will soon come to
see its potential, too. 
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