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Course Project Part A
· SALES (the number of sales made this week)
· CALLS (the number of sales calls made this week)
· TIME (the average time per call this week)
· YEARS (the years of experience in the call center)
· TYPE (the type of training either group training, or online training)

SALES
	Total Count
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max
	

	100
	42.55
	7.13
	51.42
	21
	39
	43
	47
	67
	





Data for sales made in the week shows that averages of 42 sales were made. The company can expect to have limited of 21 and up to 67 sales in a week. From the data assembled the company can expect to see an average sale made. 
CALLS
	Total Count
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max

	100
	161.88
	18.34
	339.82
	120
	149
	160.5
	176.25
	201



The table above shows that an average of 161 calls was made. The company can expect to have a limit of 120 calls and up to 201 calls per week. From the data assembled the company can expect to see an average of calls made per week. 
TIME
	Total Count
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max

	100
	15.3
	2.3
	5.3
	10.0
	13.6
	15.1
	17.1
	20.0




The boxplot table represents the average time of a call. The median, 15.1, and mean 15.3, are very close. This shows that the average sales call is expected to last 15 minutes. The whiskers of the boxplot show that the shortest call was 10 minutes, and the most extended call was 20 minutes.

Pairing of Variables
1. Sales and  Calls
	Variable
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max

	Sales
	42.55
	7.13
	51.42
	21
	39
	43
	47
	67

	Calls
	161.88
	18.34
	339.82
	120
	149
	160.5
	176.25
	201




[bookmark: _GoBack]The graph above is a comparison of sales and calls. The data shows that there is a correlation between sales and the number of calls made. It shows that more calls are producing more sales, as the salesperson makes more calls, the number of sales in that week increase. To obtain a minimum of 42.55 for the sales, an average of 161.88 calls must be made in a week. 

2. Sales and Type
Descriptive Statistics: Sales and Time
	Variable
	Type
	Total Count
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max

	
Sales
	Group
	30
	42.77
	7.04
	51.29
	31
	39.5
	43
	46.75
	67

	
	None
	20
	39.3
	8.23
	71.27
	29
	35.75
	37
	39.25
	67

	
	Online
	50
	43.72
	6.27
	40.16
	21
	41
	44
	48
	56





Sales and the type of training are compared in the above table and boxplot. From the boxplot, it shows that the most effective salesperson has received online training. The salesperson who trained by online made the maximum number of sales, followed by the salesperson who was trained by the group, and lastly the salesperson who received no training.  Out of the three groups the none trained had the heist variance of 71.27, followed by the group trained with a variance of 51.29, and the online trained had a variance of 40.16. 
3. Sales and Time
Descriptive Statistics: Sales and Time
	Average
	Mean
	St. Dev
	Variance
	Min
	Q1
	Median
	Q3
	Max

	Sales
	42.55
	7.13
	51.42
	21
	39
	43
	47
	67

	Time

	15.3

	2.3
	5.3
	10.0
	13.6
	15.1
	17.1
	20.0




The chart above pairs sales and time. The paring shows that as the salesperson takes longer time on calls, the sales start to decline. The mean of time is 15.3; the maximum amount of time is 20.0 minutes. The most productive time spent on calls is between 13.6 and 17.1 minutes. 

Conclusion
From the analysis done by pairing different variables, it shows that the company is benefiting from the number of the call made, and from online training. As the salesperson makes more calls, the numbers of sales have increased. Also, it is shown that online training has produced the most effective salesperson. 
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