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Preface

There are those who advocate that the best place to learn sales management is not
in the classroom but in the field. They contend that only actual field experience can
teach a person how to deal with the day-to-day complexities of managing a sales force.

There are three weaknesses with this perspective. First, trial and error is not
necessarily the most efficient or effective way to learn a managerial position. The
economic and legal consequences of an error can be substantial. Second, a sales
manager is responsible for people’s lives and careers, and his or her decisions must be
based on more than instinct and limited managerial experience. Third, the benefits
of research findings in sales management and other disciplines can often be usefully
applied by sales managers. A practicing manager does not have the time to locate
these findings and decide how to integrate them into daily operations.

Classroom education is not suggested as an adequate substitute for experience.
Rather, being a successful manager in this complex, technologically driven, legalistic
environment requires an intelligent blend of formal education and practical experi-
ence. The purpose of this book is to provide the framework and the start on that
education process.

Focus of the Book

The book is designed to be used primarily in the undergraduate sales management
course. It presumes that the student has had introductory courses in marketing, ac-
counting, and finance. The book may also be used at the MBA level with additional
readings and perhaps a few cases that are more strategic and policy oriented. I will
provide a list of these on written request sent to me at the University of Cincinnati,

Lindner Hall, Mail Location #145, Cincinnati, Ohio 45221.

Book Concepl and Design

The book’s basic concept is that the sales manager functions essentially as a CEQO,
with responsibility for achieving profit goals as well as for managing people. The basic
difference is that the sales manager’s position is narrower in scope and essentially
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tactical in nature. The book is designed so that each of the five parts contributes to
the development of this concept.

Part One is designed to provide the student with an overview of personal selling
and sales management. One chapter on the position of personal selling and sales
management in the organization, two chapters on personal selling, and one on sales
manager activities and responsibilities supply the student with the appropriate prep-
aration for subsequent chapters.

Part Two furnishes a detailed discussion of the skills necessary for a person to
become an outstanding sales manager. Each chapter concentrates on a different set
of skills that a manager may use to improve his or her operational efficiency and
effectiveness. The material learned in these chapters provides the basis for decision
making in the two areas of sales management: team building and managing the sales
team.

Part Three concentrates on recruiting, selecting, and training as separate aspects
of one managerial function—building a coherent and productive sales team. An
overview chapter is followed by a chapter on the specifics of recruiting and selection,
a chapter on training program development, and, finally, a chaptrer on training sales
representatives in how to sell.

Part Four focuses on how the knowledgeable sales manager can use compensation,
motivation, and appraisal to successfully manage the sales force.

Part Five attempts to identify how some of the tidal forces of change in the
business environment may affect sales management practice in the upcoming decade.

Why Another Sales Management Text?

Xvi

Preface

Like so many other authors, I began to write this book because 1 was dissatisfied with
the texts available at that time. My dissatisfaction stemmed from four sources: (1)
the isolation of ethical discussion; (2) the lack of clarity on the limits of the sales
manager’s authority and responsibility in the corporate context; (3) a need to portray
more clearly the interdisciplinary nature of sales management; and (4) my desire to
demonstrate the interdependencies that exist among sales management decisions.

Ethics. Too many sales management texts confine the discussion of ethics to a
single chapter relegated, almost as an afterthought—"we have to have it"—to the
last chapter. This book, however, weaves the discussion of ethics into as many chapters
as seem relevant and supports it with review questions and discussion questions that
will provide some very interesting class exercises.

Corporate Context. A field sales manager is the first level of supervision. As a
consequence many of the manager’s actions are carefully constrained by corporate
policies and procedures. For example, a field sales manager rarely, if ever, designs a
sales quota system; formulates policy on recruiting, selecting, and training; or con-
structs a sales force compensation plan or evaluation program. Thus, while the range
of a field manager’s activities may be broad and is certainly substantive, his or her
authority and responsibilities are essentially tactical. The text carefully delineates how



a sales manager’s role as the “person in the middle” between upper management and
the sales force limits the manager’s decision-making options.

Interdisciplinary Perspective. Sales management as an area of study is at the
confluence of academic streams of research in sales management, applied psychology,
and organizational behavior. In addition, it is a vibrant area of broadly published day-
to-day business exploits that meld well with the academic research. As a result, this
text incorporates research results reported in such journals as the Journal of Marketing,
Jouwrnal of Personal Selling & Sales Management, Journal of Marketing Research, and the
Journal of Business Research. Sales management is also applied management and or-
ganizational behavior, so research contributions from such sources as the Journal of
Applied Psychology, Personnel Psychology, Organizational Behavior and Human Perfor-
mance, and Research in Organizational Behavior are cited in almost every chapter.
Finally, since sales management is a living applied field, professional sources such as
Sales & Marketing Management, The Wall Street Journal, and the Sales Manager's Bulletin
have been mined for their insights and anecdotal evidence on “how we did it in our
company.”

Interdependencies. In my dealings with sales managers I am always struck by
the fact that each event, each problem, each decision the manager makes, reverberates
across the sales district like a finger flick on a huge gelatin mold. Some interdepen-
dencies are obvious—recruiting affects selection, selection affects training, and com-
pensation affects motivation. Others are more subtly linked, such as the relationship
between a manager’s ethical views and certain sales force behaviors, or between
territory design and sales representative motivation and compensation.

The failure of many sales management textbooks to clarify these linkages is
understandable. By the very nature of written communication, any text is forced to
isolate functional activities in individual chapters. Unfortunately this isolation con-
tributes to the notion that they are operationally separate. To combat this perception,
this text employs an overall model of sales management to guide the presentation of
course material and relate it to other sales management concepts and activities. The
graphic representation of this model, with the relevant section colorfully highlighted,
is used to introduce each part of the book. Moreover, the two parts of the book that
concentrate on detailed exploration of manager activities are introduced by a chaprer
designed solely to relate functions and activities to one another.

The use of graphic models in this text, supplemented by integrative chapters
preceding detailed topic discussion, facilitates student understanding of both the con-
cepts and their interdependencies and the ease with which they can be communicated.

Pedagogical Design

Each chapter begins with a topical chapter outline, a preview of the material covered,
a list of learning objectives, and some key terms to watch for as the chapter is read.

The body of the chapter contains many brief scenarios depicting problem situations
a student might encounter as a sales manager. These scenarios provide practical
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reference points that allow the student to relate to the concept or procedure being
presented. Most chapters also contain at least one Sales Management in Action feature
that often is drawn from sources such as Sales & Marketing Management. The intent
is to present field experiences that illustrate the everyday application of the concept
or procedure being discussed.

Review Questions to reinforce what was learned in the chapter and Discussion
Questions to provide students with the opportunity to see if they learned enough to
apply the concepts are at the end of each chapter. All concepts, procedures, and
examples are clearly documented in an extensive Notes section that provides the
student and the professor with the opportunity to pursue a more detailed investigation
of material cited. Finally, the Additional Readings identify sources that provide more
extensive information on many of the topics covered in the chapter.

Cases. The text contains forty cases. Twenty-seven of them are end-of-chapter
cases designed to capture the essence of that particular chapter. There are also ten
comprehensive cases that are at the end of the four major parts of the text. These
cases require the student to be able to apply the concepts from more than one chapter
in a part to solve the case problems. Finally, there are three integrative cases that
encompass issues that are woven throughout the fabric of the text.

Supportling Materials

This book is available in two different formats—with a disk and without a disk.
Instructors may order the version that best meets their teaching requirements. These
disks may be ordered in either 3'2- or 5%-inch versions. For more details, consult
your Allyn and Bacon sales representative.

The student disk is compatible with Lotus 1-2-3® architecture. It contains ex-
amples from the text as well as data from some of the cases. This provides the student
with the opportunity for self instruction as well as the vehicle for more sophisticated
case analysis.

An instructor’s disk, with instructions for use, is provided in every copy of the
Instructor’s Manual. In addition, the following supplementary materials are available
for the instructor: an Instructor’s Manual, with case notes; a Test Bank; and repro-
ducible Transparency Masters.
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