case study

UPS De"vers When IOI‘”dal.‘l Colletta joined UPS in 1975, fresh out of school and newly married, he
the GOO d ?vasnt thinking about building a career. He just wanted some security. A former trac-
S ing clerk, Colletta managed to go a long way—to vice president of the shipper’s

e-commerce sales team. His advancement in the  company was steady, the result of
careful planning through UPS’s career development programs. By putting resources
into such programs and helping reps set goals and develop skills, businesses can allow
employees to grow within their organization and reduce turnover rates in the process, |
as UPS has found: its turnover rate among full-time workers is just 4 percent.
Developing salespeople starts with a clear mission. At UPS, employees meet
annually with managers to identify their strengths and decide what skills they need
for a new job within the company. “We lay the foundation for future development
and map out immediate, midterm, and future goals,” Colletta says. “When I was
tracing clerk, I told my supervisor that my goal was to become a district sales man-
ager. I then became a driver, then a salesperson, and in 1986 I reached my goal”
UPS spends $300 million annually on classroom and online training for its
employees. Career development entails implementing training programs and Internet
career centers that can help companies grow their staffs. Employees take courses in
order to acquire the pedigree that will make them candidates for management posi-
tions. But learning isn’t just in the classroom. Mentoring programs in which man-
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agers coach lower-level employees are also valuable. “Mentors are especially impor-
tant,” Colletta says. “They help you understand the opportunities that are out there.
They helped me see what I couldn’t because I couldn’t look that far ahead yet.”

Progress must be routinely monitored. Employee reviews and 360-degree
reports are good ways to track improvement. So is a manager’s involvement. “Have
an open door policy to keep the communication lines open,” he says.

Finally, when it comes to encouraging participation in these programs, compa-
nies should highlight successes. Colletta announces promotions during weekly calls’
with UPS directors and immediately sends messages to his employees throughout
the country. “It can’t be about talk,” Colletta says. “You can’t say ‘We have opportuni-
ties to develop you’ and then look around and not see anyone getting ahead. You
have to celebrate it.”

Source: Adapted from Eduardo Javier Canto, “Rising through the Ranks,” Sales and Marketing Manage-
ment 153, no. 7 (July 2001): 6. Copyright © 2001. Reprinted by permission of Reprint Management Ser-
vices; Lea N. Soupata, “Prepare for the Future,” Executive Excellence 21, no. 11 (November 2004): 15-16.

QUESTIONS

1. What do you think are the main strengths of UPS’s career development
program?

What are the key outcomes that UPS wants to achieve?

3. What suggestions do you have for improving the program?
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resumes a week, it hired a solutions provider to automate the process of responding
to applicants and tracking them. (Nike has a policy of responding to each potential
employee with an individual letter.) Susannah Sanchez Perez applied for a job with
Nike in May 2004, and remembers being impressed by how quickly the company
responded to her. “I received an e-mail straightaway telling me that it would respond
to me within three weeks,” she said. “In fact, it only took four days for Nike to call
me and invite me in for an interview. It took a long time to fill out the online form

ined, but I was impressed by how professional the com-
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QUESTIONS
What do you think are the prime advanta

ges and disadvantages of Nike’s com-
puter-based interviewing system?

2. Are there any EEO concerns regarding this system?

3. If interviews serve a public relations role, what should Nike be concerned
about?

4,

How would you suggest that Nike might modify and improve its system?




