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The ‘Un-Carrier’ Culture at T-Mobile

T-Mobile U.S.A. is the fastest growing
company in the extremely competitive

wireless communications industry. It’s
position as the ‘Un-Carrier’ fuels subscriber
growth. No long-term contracts, excellent
customer service and high valued services
are the norm at T-Mobile, the ‘Un-Carrier.’

T- Mobile U.S.A. has been chosen as #1
Learning! 100 for unifying the ‘Un-Carrier’
vision at the sales level.

When Bart Ons came on board, he
found that while the telesales team was
performing and meeting its revenue
targets, the organization was highly frag-
mented, with call centers each using dif-
ferent processes, tools, management mod-
els and training approaches. Knowing
this was not a sustainable approach, Ons
deployed a pilot engagement of “Pathways
to Growth.” � e intended outcome was to
change the sales management and coach-
ing approach used by managers in six key
T-Mobile call centers for more than 1,200
telesales agents.

As the Pathways to Growth (PTG)
engagement launched, the project grew
to include all call centers as well as a com-
prehensive and highly customized sales
training curriculum, media campaign and
rollout. Branding focused on promoting
the Un-Carrier culture with a theme to
“Unleash, Empower and Excel U.”

� e teams worked together to build a
series of e-learning preparation modules,
on-site and virtual learning classes, coach-
ing modules, reinforcement e-learning so-
lutions, multimedia solutions, promotions
and more. � e goal was cultural change,
excitement and a focus on working cohe-
sively as one uni� ed T-Mobile to deliver an
outstanding customer experience.

T-Mobile had already experienced

measurable success through its e� orts
to � ne-tune its sales manager coaching
process in its B2B sales unit. � rough the
PTG sales management program, T-Mo-
bile’s B2B sales group successfully shi� ed
its management culture to not only ac-
celerate the e� ectiveness of sales team
members but also improve the accuracy
of forecasting by improving the health of
the forward pipeline.

During the PTG discovery process and
subsequent sales management training,
consultants recognized that there was
a deeper need to manage a wholesale
cultural shi� within this sales group.
In January 2017, early results from the
PTG training were presented to senior
leaders, including recommendations and
proposed plans for additional, bespoke
change management training for the
Digital Frontline built around T-Mobile’s
“Un-Carrier” culture.

� e kicko� of the UEE program oc-
curred in March of 2017 and the training is
ongoing. � e components of the program
include:
>> U-Unleash – Digital introduction

to the Un-Carrier philosophy to
onboard participants (March-April
2017)

>> U-Train – Train-the-trainer program
for Digital Frontline trainers and
quality assurance sta� (March 2017)

>> U-Lead – Leadership training for
Digital Frontline managers, supervi-
sors, trainers and QA (May 2017)

>> U-Sell – Selling and so� skills train-
ing for Digital Frontline sales agents
(June-August 2017)

>> U-Call – Introducing a new sales call

� ow o� ering agents both consistency
and � exibility (Mar 2017)

>> U-Grow – Training on call review
and coaching to ensure consistency
and improved customer experience
(starting September 2017)

>> U-Start – New UEE-based onboard-
ing and new-hire training program
(starting September 2017)

With a successful sales program, al-
ready begun, T-Mobile is being honored
with Learning! 100 designation for the
second time.
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More than 10 years ago, Amazon Web
Services (AWS) started as a storage servic-
es. Today, it o� ers more than 70 services
for compute, storage, databases, analytics,
mobile and enterprise applications. AWS
announced 722 new features and services
last year making it one the most innova-
tive cloud-storage companies.

Amazon Web Services (AWS) is be-
ing honored as #2 Learning! 100 com-
pany this year, thanks to its Outcome
Based Account Management (OBAM)
program. Consistent with the Amazon

Leadership Principle of Customer Ob-
session, the OBAM methodology works
backward from customers, de� ning suc-
cess through their eyes based on their
unique needs and target outcomes. As is
common at Amazon, the development of
OBAM involved extensive experimenta-
tion that spanned more than two years
to identify and re� ne best practices for
helping buyers buy. OBAM provides the
AWS � eld organization with a common
foundation and universal approach fo-
cused on enabling customer success.

OBAM is composed of the process,
tools, competencies and dialogue ar-
chitecture for initiating and solidifying

AWS’s customer relationships. It’s a
matchmaking process that’s � xated on
transforming the buyer-seller engage-
ment into a lifelong journey where ev-
eryone involved in the process is focused
on the customer’s success. � e program
includes a pre-call, pre-work, a live two-
day collaborative training day session
based upon actual customer situations,
three post-workshop coaching calls, and
an on-demand playbook.

� e parent company’s unbroken
20-year streak of double-digit revenue
growth shows no sign of slowing this
year, helped by an in� ux of online shop-
pers who are abandoning stores for
“shop by Internet.” Amazon revenues
grew by 27.1 percent in 2016 versus
2015, which surpassed last year’s growth
of 20.2 percent, and pro� tability grew

by 34.97 percent, versus the prior year’s
growth of 34.74 percent. For a company
that’s 23 years old, those are unheard-of
numbers. And Amazon optimistically
projects revenue to continue to increase
by healthy margins.

AWS is a Cloud computing platform
with a comprehensive suite of services
that allows for on-demand computing.
AWS has four core feature buckets —
Compute, Storage & Content Delivery,
Databases, and Networking. At a high
level, users can control these with exten-
sive administrative controls accessible
via a secure Web client. Tools include
identity management, auditing, encryp-

tion key creation/control/storage, moni-
toring and logging, and more.

To continue facilitating its rapid
growth, AWS has built an extensive net-
work for live and online training to help
people learn AWS or to take on the more
technical roles required for devising so-
lutions or running operations. Comple-
tion of that training then quali� es learn-
ers for AWS certi� cation.

� e OBAM program, which has been
delivered globally in all geographies, is
being met with great success, achieving
a global average score from participants
of 4.47 out of 5. � e program has now
been successfully rolled out to more than
1,400 participants, and the overall im-
pact of the program can be seen in both
the continued growth of Amazon Web
Services and the parent company.

As was evident from the annual re-
port, Amazon Web Services is a major
contributor to that growth. It is drawing
more small businesses and large enter-
prises to its Cloud platform.

� is is the second time the company
has joined the Learning! 100.

Amazon Web Services Focuses 
on Enabling Customer Success
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“AWS is bigger than Amazon.com was at 10 years 
old, growing at a faster rate, and — most noteworthy 
in my view — the pace of innovation continues to 
accelerate.” — Je�  Bezos, CEO, Amazon Web Services
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American Heart Association Builds 
Powerful Relationships

“Life is Why” the American Heart
Association (AHA) exists. � e mission
is to build healthier lives, free of
cardiovascular diseases and stroke. � is
single purpose drives all that they do.

� e AHA is the nation’s oldest and
largest voluntary organization dedicated
to � ghting heart disease and stroke.
AHA includes more than 22.5 million
volunteers and supporters; funds inno-
vative research, � ghts for stronger public
health policies, and provide critical tools
and information to save and improve
lives. AHA has 156 local o� ces and
more than 3,000 employees. Last year,
the American Heart Association (AHA)
wanted to establish a uni� ed fund-rais-
ing process and culture across the entire
organization for both volunteer-centric
and direct groups. Besides this uni� ed

fund-raising process, AHA also wanted
to support its sta� in articulating the
mission, impact and programs of the
AHA, as well as to reach critical thresh-
olds in areas of revenue and health
goals. � ese business outcomes led to
the creation of the “Building Powerful
Partnerships” program.

Those three key words are actually
part of a larger philosophy included
in the AHA’s guiding values. From le-

veraging the strength of its volunteers/
staff partnerships to working with the
many individuals and organizations
that influence the health of individuals,
our nation and our world, the organiza-
tion collaborates to bring the best and
brightest solutions to building healthier
lives free from cardiovascular diseases
and stroke.

Some of the learning objectives that
needed to be achieved to fully implement
the “Building Powerful Relationships”
program were:
>> Demonstrate the ability to lead con-

versations that offer value to part-

ners and volunteers by focusing on
their needs.

>> Apply best practices for creating rap-
port, earning trust, and aligning the
AHA message and mission with part-
ner and volunteer needs.

>> Discover and practice proven ways
to leverage LinkedIn for establishing
credibility and making connections
with prospective partners and vol-
unteers.

>> De� ne four typical human behavior
styles useful for enhancing conversa-
tions with partners, volunteers and
team members.

>> Identify and practice proven strate-
gies for each behavior style, resulting
in better communication and in-
creased trust.

>> Describe and practice the � ve-stage
“SMART” engagement model to plan
and execute high-impact conversa-
tions with partners and volunteers.

>> Apply the Powerful Partner Research
process during the engagement pro-
cess with prospective partners and
volunteers.

>> Practice the 5-step “HEART” Conver-
sation process.

>> Evaluate and develop plans for transi-
tioning relationships to the next level
of stewardship and involvement.

According to the AHA, the program
exceeded all expectations and helped it
achieve its critical goals, which in turn
helped the organization continue its lau-
datory work.

� is marks the sixth year the American
Heart Association has been listed among
Learning! 100 honorees.

“Life is Why” the American Heart 
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 “[Our] 2020 
health impact goal 
is to improve the 
cardiovascular health 
of all Americans by 
20 percent while 
reducing deaths from 
cardiovascular 

diseases and stroke by 20 percent,” 
— Nancy Brown, CEO, AHA
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Sales Management Training
Earns Ingersoll Rand’s Award

Ingersoll Rand is a 145-year-old com-
pany with nearly 5,000 sellers and man-
agers distributed globally. Ingersoll Rand
is being honored as a Learning! 100 orga-
nization for a global project undertaken
by its Sales Excellence Division that
implemented IRSMX/Sales Management
Excellence across its business units.

� e purpose of the project was to cus-
tomize and enable one consistent sales
management methodology. � e imple-
mentation spanned multiple geographi-
cal and cultural environments, requiring
customized content and coaching to ad-
dress both internal and external cultural
diversity associated with business units
located around the world.

� is project impacted more than 3,200
sales team members in a range of roles, in-
cluding sales professionals and their leaders.

Due to the scale of the project and In-
gersoll Rand’s desire to accelerate adoption
of IRSMX across its various business units,
global delivery was accomplished through
a joint e� ort between Baker Communica-
tions and Ingersoll Rand business unit
coaches, with both groups leading IRSMX
workshops and IRSMX coaching cadences.

Ingersoll Rand’s goal to make the
IRSMX program a part of all its business

units’ operations has led to sustained
adoption of the methodology and no-
table business results, with a consistent
focus on pipeline health, forecast ac-
curacy, and consistent and e� ective one-
on-one coaching between sales managers

and sales professionals.
� rough the determination and desire

shown by Ingersoll Rand’s Sales Excel-
lence division to make the IRSMX meth-
od a part of its core sales management
culture, it will succeed in reaching its
end goal of rolling out the IRSMX pro-
gram to every sales manager and team.

� e goal was to create a uni� ed sales
management system, with consistent

coaching and development of sales pro-
fessionals to improve selling motions,
processes and tools utilized from busi-
ness unit to business unit. � e desired
outcome would be very clear visibility
into pipeline and forecast data, both
within their direct and indirect distribu-
tion channels.

In one division, the Direct Channel
reported consistent, double-digit year-over-
year growth in revenue from a combination
of strategies inclusive of IRSMX, and an
1800 percent return on investment (ROI)
for the program. In the Indirect Channel,
the results were equally impressive, with an
increase in market share for the � rst time in
several years and a 1300 percent ROI on the
IRSMX implementation speci� cally.

� is is the second time Ingersoll Rand
has appeared in the Learning! 100.
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As a result of IRSMX, the Direct 
Channel saw a double digit revenue 

growth ... and an 1800% ROI.

Tara Ashcraft, Learning Leader, Sales 
Excellence & Coaching, Ingersoll-Rand

Melissa Nelson Tate, Enterprise Director 
of Sales Excellence, Ingersoll-Rand
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