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PREFACE

Ralph Waldo Emerson is quoted as having said, ““The secret of education is
respecting the pupil.” We hope that this sales management textbook reflects a
deep regard for readers who are students of this exciting field within the discipline
of marketing. Our endeavor was to compose a book that makes a strong contri-
bution in both the process and content of our readers’ educations.

On the content side, we have worked to give a fair balance to all the major
areas comprising a sales manager’s authority and responsibility. We have tried
to be especially conscious of the literature that has advanced the knowledge in
this field. Though it would be impossible within a single text to provide a complete
compendium of all the works influencing our understanding, the references cited
here should provide basic bibliographic beginnings for the student who wishes
to inquire more deeply into specific areas of interest. In addition, we have supplied
discussion of topics that we believe represent areas of growing importance to sales
managers—such topics as the buying-selling process, strategic planning, and na-
tional account management. A strong managerial orientation is offered as well,
built around a framework of flow-models describing the decision process in each
major area of sales management responsibility.

On the process side, a major distinction of this book lies in its pedagogical
methods. A holistic, integrative model allows the student to bind the material
into a more complete appreciation of the interrelationships between the key topical
areas that compose sales management. This systems approach should enhance
the student’s mastery of the numerous effects that radiate beyond the topic at
hand to its impact on all or many of the other parts of the sales management
domain. To see the relationship between topics is to understand the impact of
synergism. This model is a tool that can assist the diagnosis, prognosis, and
prescription in treating the cases at the end of each chapter.

Previews are given at the beginning of each chapter. They are intended to pique
the reader’s interest and create some expectations about the material in the up-
coming pages. The “Stop and Think” sections are scattered throughout each
chapter to present provocative situations or problems that are of current or per-
sistent concern for the practicing sales manager. These are thought teasers to help
the student assume the role of sales manager in the context of that topical area.
“Viewpoints’’ are presented at opportune junctures to inform the reader of po-
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sitions taken or philosophies held by practitioners or companies relative to actual
circumstances in the field. Questions for review and discussion at the ends of
chapters are aimed at stimulating the use of material presented, not simply to
prompt for recall of definitions and lists. The short cases at each chapter's con-
clusion provide further opportunities for understanding sales management issues
and problems through analysis and application. By means of all these learning
devices, it is hoped that students may enhance their imaginations and translate
their learning experience more smoothly into the world of sales managers.
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