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Hewlett-Packard Case Study  



Technology leader Hewlett-Packard has been actively leveraging FantasySalesTeam 

since 2013.  Rick Hanson, VP Worldwide Sales and Field Operations, talked to us about 

some of the challenges his business was facing before they found us: 

 

 

 

 

 

 

 

To accomplish this, Rick had tried running sales contests with his team: 

 

 

 

 

 

  
Rick and his team soon discovered and piloted FantasySalesTeam: 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

“I had a very diverse sales organization with many disparate cultures – the 

organization was formed through many acquisitions and it was my job to 

bring them all together as a single team with a common culture.  We needed to 

have a clear understanding of what metrics were important and how they were 

being measured and inspected.  We then had to formulate and execute a 

consistent go-to-market that leveraged the metrics and inspection cadence.”  

Background & First Games 
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FantasySalesTeam changed the game – no longer was it 

a single carrot that was put out there for a sales 

executive to chase with a single goal. 

Rick Hanson, VP Worldwide Sales and Field Operations 

“ 

” 

“Most sales contests we ran [before FantasySalesTeam] were very tactical 

and binary; we had a single goal and the rep(s) who achieved that goal were 

rewarded.  Only a certain number of reps actually paid attention – those that 

had no way of achieving the goal didn’t participate – so the same reps were 

consistently winning and participating.  The goal with a sales contest is to 

engage the entire organization with a multifaceted approach; one where the 

goals and metrics span the sales process while becoming part of the culture.” 

“FantasySalesTeam changed the game – no longer was it a single carrot that 

was put out there for a sales executive to chase with a single goal.  We could 

now put several metrics in place and the prize is more than monetary; 

because of the style of the game – winning amongst your peer group in a 

teaming design is also a motivator.”  



Rick went on to talk about the cultural changes that also took place: 

 

 

 

 

 

 

 

Chris Hill, Worldwide Director of Strategic Sales, also chimed in: 
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It was extremely successful right from the get-go.  Game 

adoption was high and feedback very positive. 

Chris Hill, Worldwide Director Strategic Sales 

“ 

” 

“The other aspect that has been resonating is that [FantasySalesTeam] mixes 

business with pleasure; many reps play some sort of fantasy sports in their 

personal life – now they get paid to play.  When a rep enjoys a contest they 

typically work harder at it and we have found that it also has a positive effect 

on our culture.  I have had feedback that having FantasySalesTeam makes it a 

little more enjoyable to work here.” 

“We initially deployed [FantasySalesTeam] in the US West Region and it was 

extremely successful right from the get-go.  Game adoption was high and 

feedback very positive.  The use of ‘fantasy sales’ gamification allowed us to 

bring a fun, competitive element to our sales team.  At the same time we’ve 

focused the game metrics and criteria on driving very specific business 

improvements – it’s worked on all levels.  So much so, we’ve since broadened 

our fantasy sales games to be deployed Worldwide.”  



Chris also talked about the product itself: 

 

 

 

 

 

 

 

 

 

 

 

 

 
Beth Gaff, Senior Manager, Sales 

Operations also provided her feedback: 

 

 

 

 

 

 

 

 

 

 

The Product FST Support 

Beth and Chris both had comments about 

the support they’ve received from our team: 

 

 

 

 

 

 

4 

+ = 

“The FantasySalesTeam product is 

great, very flexible, easy to use and 

configure.  We’ve changed the 

focus of our games considerably 

with each game iteration to address 

new business areas for 

improvement.  We’ve also 

considerably increased the user 

base.  In all cases we’ve been very 

pleased with how well 

FantasySalesTeam adapts to our 

needs; we’ve not yet hit a limitation 

that stops us from achieving what 

we need to achieve.” 

“The FantasySalesTeam product is 

easy to navigate and administer.  It 

provides a fun environment for our 

sales reps to compete with each 

other and integrates well into 

Salesforce.com.  We use metrics 

that are easily measured in 

Salesforce.com and business 

results have been strong overall. 

“Given the size of HP, each 

implementation of a 

FantasySalesTeam contest pushed 

the limits of what the tool could do.  

The FST team was extremely 

supportive in adapting the 

functionality and scalability of the 

tool to support HP’s business with 

items such as currency exchange 

rates to support a worldwide 

implementation, linkages to 

Opportunity IDs to support 

reconciliations and the ability to 

filter products since HP wanted to 

drive metrics in different business 

areas.” – Beth Gaff 

“The FST support team have been 

excellent.  Extremely responsive and 

reactive with immediate support 

where needed.  They have also 

helped guide us at a consultative 

level to share best-practices to allow 

us to realize the very best benefit 

from the game.” – Chris Hill 



HP was kind enough to provide us some high level 

results from their last completed FantasySalesTeam 

game which ran from March 1 – April 30 2014.    

 

First, it’s important to look at the total revenue for this 

HP Division in February 2014 (the month before our 

game started) compared to the previous year: 

 

FEBRUARY (Before FantasySalesTeam Game) 

 

 

 

 

This shows a decline of 16% and 20% respectively 

across each region between 2013 - 2014.  More 

importantly, we can look at the March/April 2014 

numbers (during the FantasySalesTeam game) 

compared to the previous year: 

 

MARCH (During FantasySalesTeam Game) 

 

 

 

 

APRIL (During FantasySalesTeam Game) 

 

 

 

 

This shows a sizeable increase in revenue year-over-

year while the FST game was active.  While we of 

course can’t take all the credit – HP will attest that 

FantasySalesTeam played a very strong role.   

 

 

   

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

The Results 

Region 2013 2014 % Change 

Americas XXX XXX -16% 

EMEA XXX XXX -20% 

Region 2013 2014 % Change 

Americas XXX XXX +44% 

EMEA XXX XXX +31% 

Region 2013 2014 % Change 

Americas XXX XXX +94% 

EMEA XXX XXX +48% 
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“Using FantasySalesTeam 

has motivated me to close 

my business early in the 

quarter so I get a jump on 

making quota.  It’s also 

improved communication 

with my teammates so I 

can find out what’s 

making them successful.  

As a result I’ve had many 

good conversations with 

peers around best 

practices and this has 

driven many of my own 

decisions around who to 

choose each week for my 

fantasy team.” – Kirk 

Hilliard, Sales Specialist, 

Mid-Atlantic 



In addition, in the Americas region, HP was focused 

on increasing sales for a specific product (which we 

will call Product A) - this became it’s own metric in the 

FantasySalesTeam game. 

 

Here are the YOY sales of Product A for February 

2014 - before the FantasySalesTeam game began: 

 

FEBRUARY (Before FantasySalesTeam Game) 

 

 

 

This shows a 47% decline in Product A sales when 

comparing February 2013 to February 2014.  Now 

let’s look at Product A sales during March/April 2014 

when FantasySalesTeam was running: 

 

MARCH (During FantasySalesTeam Game) 

 

 

 

APRIL (During FantasySalesTeam Game) 

 

 

 

This shows a notable increase in sales for Product A 

in the months when FantasySalesTeam was active. 

 

Lastly, HP tracks a metric called ‘linearity’ which 

focuses on driving linear sales throughout a quarter 

vs. the typical ‘hockey stick’ which many companies 

see in the third month.  HP saw measurable increases 

in linearity across both regions during our game. 

 

 

   

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

The Results (continued) 

Region 2013 2014 % Change 

Americas XXX XXX -47% 

Region 2013 2014 % Change 

Americas XXX XXX +9% 

Region 2013 2014 % Change 

Americas XXX XXX +49% 
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“We saw a huge linearity 

increase in the Americas 

(53%) and a 9% increase 

in EMEA for the quarter.  

Even removing the XXX 

deal, there is still a 

healthy increase in 

linearity of about 40 

points.” –Beth Gaff, 

Senior Manager, Sales 

Operations 

“FantasySalesTeam has 

been a friendly way for me 

to compete with my peers.  

It also motivates me to 

close my opportunities in 

a more timely manner; it’s 

nice to see where you 

rank!” – Stacey Smith 

Shagory, Enterprise 

Account Manager 



FantasySalesTeam allows sales managers to run better sales contests that 
drive improved results.  Reps are transformed into players and earn points by 
achieving your most important sales metrics.  Online leaderboards, profiles, 

smack talk boards and more drive fun and engagement.  Operating as a 
standalone product or integrated into CRM, FantasySalesTeam will have a 

dramatic effect on your sales culture and bottom line. 
 

To learn more visit www.fantasysalesteam.com or watch our introduction 
video at www.fantasysalesteam.com/video. 

 
 
 
 
 
 
 

3008 Bee Cave Road 
Suite 200 

Austin, TX 78746 
Phone: 512-672-8709 
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http://www.fantasysalesteam.com/
http://www.fantasysalesteam.com/video

