EHEREREM - TR

SALES MANAGEMENT
ANALYSIS AND DECISION MAKING

%ﬁ’%’%ﬂkk
DTS REK oo

Thomas N. Ingram
Raymond W. LaForge
Ramon A. Avila =
Charles H. Schwepker Jr.
Michael R. Williams

) A 7K T ikt

&7 PEKING UNIVERSITY PRESS



EHFRBRBM - BRI

SALES MANAGEMENT
ANALYSIS AND DECISION MAKING

HEEE
67\75—1_5 ;kﬁlz’\_ e

Thomas N. Ingram
Raymond W. LaForge
Ramon A. Avila ko
Charles H. Schwepker Jr.
Michael R. Williams

NE AT T

) PEKING UNIVERSITY PRESS




SRR E A F BT E T :01-2006-0780 2

BB 7ERR % B (CIP) ¥R
HEEE. AT SR 5 6 R/ AR (Ingram, T. N )&%, —BLEIA. —JbaT. JbET A2t SRt , 2006. 11
CEB R EA « JESTEEO

ISBN 7-301-11251-3
L. 8 T 3 DN SHEEE—HM %X N.F713.3

H A B A3 CIP B 4% 5 (2006) 45 131884 5

Ingram, LaForge, Avila, Schwepker, Williams
Sales Management : Analysis and Decision Making, 6th edition
Copyright (© 2006 by South-Western, part of the Thomson Corporation,

Original language published by Thomson Learning(a division of Thomson Learning Asia Pte Ltd ). All rights re-

served.

A A5 SRS G AR ) HRRAE A AR . RRARUBT A » B ERAL 5K

Peking University Press is authorized by Thomson Learning to publish and distribute exclusively this bilingual edi-
tion. This edition is authorized for sale in the People’s Republic of China only(excluding Hong Kong , Macao SARs
and Taiwan ). Unauthorized export of this edition is a violation of the Copyright Act. No part of this publication
may be reproduced or distributed by any means, or stored in a database or retrieval system, without the prior writ-
ten permission of the publisher.

Disclaimer: If you purchased this book within the United States or Canada you should be aware that this has been
wrongfully imported without the approval of the publisher or author.

A A5 LSRG BN ph 7 408 AR 2 > HH RS B B AL 5K 2 R IR MR R AT o IR AR A PR ZE o A AR S0 88
CR TR AU TR TBUX B [ B 0 ) 8 8 . RS4RI A 45 ) OB S 3 = A 145
AR L AR B AT, A1 U 7 R 8 R AT A AR 343

978-981-4221-81-8

1 % HEEE . OWERE (5 6 )

FAFETHEH : Ingram/LaForge/ Avila/Schwepker/ Williams 2
AL g ASH

Fr #E 45 5 ISBN 7-301-11251-3/F - 1505

AR & 47 bR R2EH Rk

b HE : JEIETHIGYE KX BURF IS 205 5 100871

™ Hik: http://www. pup. cn  B3F-HiR4H :em@ pup. pku. edu. cn

H W« MRVAER 62752015 RATER 62750672 SRiRER 62752926  HARER 62754962
B Rl F: BT EREPRIAFRA

&t E: BRI

850 K x 1168 ZK 16 FFA 29.25 Eiak 658 T
2006 4F 11 A% 1/ 2006 4F 11 A% 1 KEIRI

Ep #: 1—3000

E #: 42.00 75

REVFA , ARLUMEM T REH XD BA B2 WAL THZ .
WA A , B3
2R TG :010—62752024  HL F-HiR4H :fd @ pup. pku. edu. cn



tH it & 15 B

HEA 21 8, TG EHRFEREF R R ARE R, — T, | REHEE REE R R
RRETHE R RIREMRL, 75—, FENRER S TR RX o+ E L E AR
HHETEE, I BAEX T EREUS T IR R LR R . BRI AR,
BEE LSBT KRR V5T R BT LR AT B, 37 10 8 B IS UL A . 4 4yt 3R, E 40
FEARFAMBTNB S RN ZET, ETE, BEHALHHEBEESH, HRHRBELM
TR, BEBRER B EN S M N BHEZ &4 TR K24k, BRI EERA FH 2 T 20
e 80 FENRF I HM—MMEEHFHN “BHFER"EAH. BHFRESTEN B #RAME
J& A VIE SR BA E B AR KA E R BLSLHE R RE 1 MR, AMERBIE T 4 A AT R R A
2 AR BB MBI WRLE T, T B8R F A LR TP AT EFIRRBIFEE 2.

T, LR HARAES | 3 AR T CE B2 20 ) BRI (A A A3 35 5 BN RN B %
Ji » A~ B EDRRA SRR ) , ZEME BRI S B R, RAVB BN T L RF R H 2B ¥ B ik
I, V6% 30E KA H A e I RN, RIUK ¥ S B H P IER 2 I0, KEE T REE M
Bt AR, o B R R 2 R 2 B2 e B 2 T 45 24 35 1 EL U Bl » 7R 0 , AT 3R 7R o il ) JR%
Bt RANTAEXEBHA) KIEE PRI E HR 2GR AIE  BIEZ] 892 AR BAE B2 A 6
R, RNEE LR TAER BIF A TR, Rt RBUT A4 R iF AR ERS .

CEBSFREERHARE—N TR RS, BRI LE RN RRMTFE, RITESRESET| 3EH M
AR, TR B R REEMERERF N EH¥E P (em@pup. pku. edu. cn) . JEok, Hif
S K EE e A R X AT B 4R E B B AL

LR S H ARt
ZFSEEEABELR
2005 £ 12 A



20 #4280 A, THEMF AR B RREERLE, 80 FRAK, KL
ELVRFRATHEHFREOSZERRETIEZN S AL EFAZEFORE,
KR 90 FRAR, AT BT HUAE LRGP, ALETRFW L E LI
G TR EHAT ERBEDTREZFRRPTHEH T LEFTHRELRE. 8
WG, THEHETARZEALEATERBY B ENRER,

MEE—NBEERLERAFRHER, EWNEAN T TR EHOARFHT T
WO BT AL o —3h A5t S 3B R AR W5 E A4 AT AT 5 0 B IR AR A
A RLECRATHRENEERZFEARNEL, FATHEHERNH K LA,
EENTPRAALEABBAG TR EHER, B, XBANFTHLEME K-
BAYAE AT EHEFOHAFEKT .

B RGEALRERL T RO EBIM, TZOEFFRATIMALL
BRAUM AL B AR AR, VAR A B, 8 20 B E 4 b iR 0 A 3 e B A, BRAL
M REEFTEEHAC, FHLE, EREAE « HEHFLHO(THTEIXEMN
AA(KIF LT RTHRAZAFHRARALRERAEIRG S 6 ) ELET B A B4
R EAER, RIZBAE 6RAIE LI RHOABIAN, LLETEARNTHEHE
AMeik & Bt A2, TG, £ B A LR, B Y A L—REMEF—ANEHY
HERFREEARLEXRF 2P R, KA, AF—AMNAE, XLHFRHREH
LITE A B LR AR T I B £ WA e R — 1T F AT AR — KA
B RAEIE, BV AP BRMABIAFHGERABALRZIRBHEERLENKS
FaiE A1,

LA BBEATHEHFLLTNIHERN - FTHEBENGUE, THEHFA
Lot ATARR(CEEZRALF)REZTHIN (R FFITELFF)ZZTRAR
BEMGE L PR BERRGBRIFH, B, THEHFIFTAMMEMET
BB T T FER M ETARRAMRACE RETAE, R EEH
FERABRREMEGZESNFERAONRAT R EHAE". A ETHEH
Whmin kAP AR HLO(EHTEIRRAT AT EHERT S (EAARA,
ABRABHFANTEY T TFAREALERARER, M BHAFEBRFT
) VAR % B AT AL RIR AR R EM.

ER, ARTEA AR LO(BHETE)AERL—REFTHFOHM LA TH
BHEMET —NRALOHINER 2R ERBA—NTEGERRAGGH,
BRANARZTHAEAQ, HEhEPHRS LM, 0L ZFMOYT Riitit,
Bldw, Bill ok Fo B R AL B MAG BB FT .



RG ARG ETHEZAFNE, HTHRAAFREXGORE B Z P RS,
AR 2@ ERIN, RFETH LRATHARLR T EHE.

B b, diF e T AH4ER, RN R ZBEA S,

BTk, BAVEMEZEMF GG R BN THEH BRI

Jb K F HARALFT 3| 3 AR 69 B4 A AN BSF IR L T X — &K, B
MARZEAFHERCENRMG ZREMIAIAR, XL N30 HE, %
BEXEREEE, B R, RS EERFENRAE,

XENEFEA - ERSFE . L — XEEHRBEL, LARENERE
R ELEBARTPHALFERNRE., A=, BRI B FHHRLAMBRGFZRN
AR RARPFNZR”, G TRRESZEEZRARIL . HELAFEH LS
ERBE, KRR T TEXREERSTIHAK. BT A%, @B THE”, A2 RENX
B, AAFB —#, :

— AR, —ARITFHEHFZEMEZELE L THERHF S AR, —AF P ER
HFE—MBHERHR, M S B ERZLFARBET AL THEYELL
B EM M EARRN, B, —AFHRELFAEFTHEEREINRELEFE, FA
LIFTHERA GRS, A3k, I H MBI ER TG L ES, 0T LA 4 B
R ;LS EFRITIRE, MRS FEZLAELRNHRZ FETHENN, 22 ES
MroatieZ B WIRE

MEXAF @, ZELAEHRINBREFEMGER . RE KA LT HLA, 4042
R T TG EEERNARAFT , AT T o4 L5 B£8R, A RSF

ET R
Saih

RINAETIHEH R
2005 £ 10 AF &L



A E A TARE BFTA MBA R BB HEIRE.

REE I

AFAET R EE R R RS E M BHE B A B TH B A R R R E e R
Rill, 2% 3] 21 HH28 BT 7 6 & Fh AU ME B T . MEBL R A A BT, B B T HUTAR BB RAK T B L

BE.
EEEN

Thomas N. Ingram #} % $1 2 M 37 k2% (Colorado State University) fE R FEMEE. &
e 558 E B E PR P4 (Sales and Marketing Executives International, SMED FriX B4 # B &%
SERERITARIBH 2 — . MBIER Mu KappaTau £ EBH5REE2PTRHE AN EARTTIE )
B REE , F BB RERTHRBHFEL.

Raymond W. LaForge §%5) i 4k /R K2 (University of Louisville) #7% #§%# Brown—Forman
FLHEZ. MRCEHFHB IS (the Marketing Education Review) FIAIE N , I Rz Zk E1H
£7 8 4wk, UEPAT EDR .

Ramon A. Avila #1/R M 52 KF BB HFMFHER.

Charles H. Schwepker Jr. , 185 #5 B M| 37 K2 (Central Missouri State University) i) & 4%
%,

Michael R. Williams £#F38+ M 37 &2 (Illinois State University) B 442 BI &R . £
i N ZE 22 AR FIRFSE TAERI AT, AR —+ B4R 8 Tolb S84 8 S BB A B BT R TP R R
TEBWELBREK . :

4

6 BB R EEEMRMREHEHASANBREELTRESE—E. BM%ERA
GF R [ 2 B A R R R4 8 i i B, Rt b — R A E B A AR VE MM E
s, 25 EEEIRE AT S E-.

L FHF BRI AR T L IEE — NI N P — R AN R — A EobT i LR
INTIRA, 45 AR S A ST B T S, B BT IR R , 3R 51 R K% .

=G| b P AT SR KSREN RG], B REBORE R RO E A1 A B A
Vel BRI S A R T 2 . IR RSB T AT A AT S A S R B
EH.

P M P R R R RO R B R E T L E 5 TR JR 0 IE
EAEEHEERT . :

W Bk RO N 4 5] WS — AR R R R 4R 5 6 MREET T WEH . UEAIER
#  Internet, R R TFSE5HP,



HEBR

AL BB A BES: HFMHEME

Bk 1

ARy R AT R T—HEEE %50

R 2— DA EHR IR 8—— WA -5 R R bL ) 2

Mg 2. SEBL ARG  HhRE B DM RS TAESRK
RS R B IR AR A B 9—— A A Rtk

R 3——2H UM AN A S R BEER 10— IFAH 8 8 A\ R i TAESK

Bk A —— B I HR S & MBI E £

MR 4. HEATHI LR

B=Aar. BB ARBME HER

BB S— BB PMER A R ANTE - 3R 5 A R 1k # =5
Bk 6—— B BAMALIRPE RR - B B A R B

FOM BT IR A (R FEHUNHE S FM . I B %4 ExamView #1 PowerPoint £J4T B



Our objective in writing the sixth edition of Sales Management: Analysis and Decision
Making was to continue to present comprehensive and rigorous coverage of contem-
porary sales management in a readable, interesting, and challenging manner. Findings
from recent sales management research are blended with examples of current sales
management practice into an effective pedagogical format. Topics are covered from the
perspective of a sales management decision maker. This decision-making perspective is
accomplished through a modular format that typically consists of discussing basic
concepts, identifying critical decision areas, and presenting analytical approaches for
improved sales management decision making. Company examples from the contempo-
rary business world are used throughout the text to supplement module discussion.

STRENGTHS OF THIS EDITION

The sixth edition of Sales Management: Analysis and Decision Making has several
important strengths. The authors teach sales management courses and interact with
sales managers and sales management professors on a regular basis. These interactions
with practicing professionals and students ensure that the text covers the appropriate
sales management topics and employs effective pedagogy. This new edition continues
what has been effective in previous editions, but contains changes that improve content
and pedagogy. The key strengths of the sixth edition include:

* The 10 modules and paperback format from the previous edition are maintained.
This makes it easy for professors to cover the text in a semester or quarter, and still
have sufficient time to use active learning exercises throughout the course. All of the
important sales management topics are addressed and students can purchase the text
for much less than a typical hardcover sales management book.

* All new Opening Vignettes are used to introduce each module. These vignettes gen-

erate student interest by presenting examples of current sales management practice in
leading firms.

* Revised “Sales Management in the 21st Century” boxes and new sales executives
have been added in our Sales Executive Panel.

¢ The introduction of an important trend—the move from an administrative to an
entrepreneurial perspective—has been introduced in Module 1. The turbulent envi-
ronment facing most sales organizations requires that sales managers act more as
entrepreneurs and less as administrators to be successful.

* New or expanded coverage of important topics such as customer relationship man-
agement (CRM); outsourcing the salesforce; and key differences among sales leader-
ship, management, and supervisory activities can be found throughout the text.

* Role-play exercises for Ethical Dilemmas and the short cases are included at the end
of each module. These role plays give professors the opportunity to involve students
actively in exploring complex ethical and sales management situations.

* New or updated exercises in the Building Sales Management Skills section can now
be found at the end of each module. Many of these exercises require the use of the
Internet, but all involve students actively in the learning process.
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LEVEL AND ORGANIZATION

This text was written for the undergraduate student enrolled in a one-semester or one-
quarter sales management class. However, it is sufficiently rigorous to be used at the
MBA level.

A sales management model is used to present coverage in a logical sequence. The text
is organized into five parts to correspond with the five stages in the sales management
model.

Part One, “Describing the Personal Selling Function,” is designed to provide stu-
dents with an understanding of personal selling prior to addressing specific sales man-
agement areas. We devote one module at the beginning of the text to this topic.

Part Two, “Defining the Strategic Role of the Sales Function,” consists of two mod-
ules; one discusses important relationships between personal selling and organizational
strategies at the corporate, business, marketing, and sales levels. This module focuses on
how strategic decisions at different organizational levels affect sales management deci-
sions and personal selling practices.

The second module in this part investigates alternative sales organization structures
and examines analytical methods for determining salesforce size, territory design, and
the allocation of selling effort.

Part Three, “Developing the Salesforce,” changes the focus from organizational top-
ics to people topics. The two modules in this part cover the critical decision areas in the
recruitment and selection of salespeople and in training salespeople once they have been
hired.

Part Four, “Directing the Salesforce” continues the people orientation by discussing
the leadership, management, and supervisory activities necessary for successful sales
management and examining important areas of salesforce motivation and reward
systems.

Part Five, “Determining Salesforce Effectiveness and Performance,” concludes the
sales management process by addressing evaluation and control procedures. Differences
in evaluating the effectiveness of the sales organization and the performance of sales-
people are highlighted and covered in separate modules.

PEDAGOGY

The following pedagogical format is used for each module to facilitate the learning
process.

Learning Objectives. Specific learning objectives for the module are stated in behav-
ioral terms so that students will know what they should be able to do after the module
has been covered.

Opening Vignettes. All modules are introduced by an opening vignette that typi-
cally consists of a recent, real-world company example addressing many of the key
points to be discussed in the module. These opening vignettes are intended to gener-
ate student interest in the topics to be covered and to illustrate the practicality of the
module coverage.

Key Words. Key words are highlighted in bold type throughout each module
and summarized in list form at the end of the module to alert students to their
importance.

Boxed Inserts. Each module contains two boxed inserts titled “Sales Management in
the 21st Century.” The comments in these boxes are provided by members of our Sales
Executive Panel and were made specifically for our text.

Figure Captions. Most figures in the text include a summarizing caption designed to
make the figure understandable without reference to the module discussion.
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Module Summaries. A module summary recaps the key points covered in the module

by restating and answering questions presented in the learning objectives at the begin-
ning of the module.

Developing Sales Management Knowledge. Ten discussion questions are presented
at the end of each module to review key concepts covered in the module. Some of the
questions require students to summarize what has been covered, while others are
designed to be more thought-provoking and extend beyond module coverage.

Building Sales Management Skills. Application exercises are supplied for each mod-
ule, requiring students to apply what has been learned in the module to a specific sales
management situation. Many of the application exercises require data analysis. Many
modules also have an Internet exercise to get students involved with the latest technol-
ogy. Role plays are also included in most modules.

Making Sales Management Decisions. Each module concludes with two short
cases. Most of these cases represent realistic and interesting sales management situa-

tions. Several require data analysis. Most are designed so that students can role play
their solutions.

CASES

The book contains a mixture of short, medium, and long cases. The 18 short cases at
the end of modules can be used as a basis for class discussion, short written assignments,
or role plays. The longer cases are more appropriate for detailed analysis and class dis-

cussions or presentations by individuals or student groups. The longer cases are located
at the end of the book.

SUPPLEMENTS

Instructor’s Resource CD (IRCD)

The Instructor’s Resource CD delivers all the traditional instructor support materials in
one handy place: a CD. Electronic files are included on the CD for the complete
Instructor’s Manual, Test Bank, computerized Test Bank and computerized Test Bank
software (ExamView), and chapter-by-chapter PowerPoint presentation files that can be
used to enhance in-class lectures.

¢ Instructor’s Manual
The Instructor’s Manual for the sixth edition of Sales Management: Analysis and
Decision Making contains many helpful teaching suggestions and solutions to text
exercises to help instructors successfully integrate all the materials offered with
this text into their class. Each module includes the following materials designed
to meet the instructor’s needs.

Learning objectives

Module outline and summary

Ideas for student involvement ,
Possible answers to review sections in the text, Developing Sales Management
Knowledge and Building Sales Management Skills :

e Ideas for how to incorporate the role play exercises found in the text into the
classroom setting, as well as suggestions for conducting the Role Plays

The Instructor’s Manual files are located on the IRCD in Microsoft Word 2000
format.

e Test Bank
The revised and updated Test Bank includes a variety of multiple choice and
true/false questions, which emphasize the important concepts presented in each
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chapter. The Test Bank questions vary in levels of difficulty so that each instructor
can tailor his/her testing to meet his/her specific needs. The Test Bank files are
located on the IRCD in Microsoft Word 2000 format.

* ExamView (Computerized) Test Bank
The Test Bank is also available on the IRCD in computerized format (ExamView),
allowing instructors to select problems at random by level of difficulty or type, cus-
tomize or add test questions, and scramble questions to create up to 99 versions of
the same test. This software is available in DOS, Mac, or Windows formats.

* PowerPoint Presentation Slides
Created by an expert in the field of sales, Scott Inks of Ball State University, this
package brings classroom lectures and discussions to life with the Microsoft
PowerPoint 2000 presentation tool. Extremely professor-friendly and organized by
chapter, these chapter-by-chapter presentations outline chapter content. The eye-
appealing and easy-to-read slides are, in this new edition, tailored specifically to the
Sales Management text from the Ingram author team. The PowerPoint presentation
slides are available on the IRCD in Microsoft 2000 format and as downloadable
files on the text support site (http://ingram-sales.swlearning.com).

Web site

Visit the text web site at http:// ingram-sales.swlearning.com to find instructor’s support
materials as well as study resources that will help students practice and apply the con-
cepts they have learned in class.

¢ Student Resources

* Online quizzes for each chapter are available on the web site for those students
who would like additional study materials. After each quiz is submitted, auto-
matic feedback tells the students how they scored and what the correct answers
are to the questions they missed. Students are then able to email their results
directly to the their instructor if desired.

* Crossword quizzing of glossary terms and definitions arranged by chapter is also
available for extra review of key terms found in the text.

* Students can download the PowerPoint presentation slides from the web site.

* Instructor Resources
* Downloadable Instructor’s Manual files are available in Microsoft Word 2000
format and Adobe Acrobat format.
* Downloadable PowerPoint presentation files are available in Microsoft
PowerPoint 2000 format.

Brand-New Videos!

A brand-new video package has been professionally filmed and produced specifically for
this text. The authors and a team of experienced selling educators have developed a series
of videos illustrating the concepts and skills of professional selling and management
aspects of professional selling including coaching, sales training, motivation, and evaluat-
ing performance. Each video has been carefully developed to accurately and effectively
demonstrate and teach specific concepts. Experienced actors provide clear examples and
an off-camera spokesperson provides narrative explanation and reinforcement and asks
a variety of teaching-related questions for students to consider and answer.
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