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the full learning experience, and
the author team brings unique
perspectives and ideas that enhance

teaching and learning”
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“This Sales Management textbook

is a comprehensive look at this
critical role in every organization.

It includes role plays, case studies,
and caselets to enhance the student’s
understanding of how the work of

a sales manager actually gets done.
The book has current examples

of company scenarios which is a
huge benefit that enables students
to connect with the content. Sales
Management: Shaping Future Sales
Leaders is written by an experienced
group of educators, many of whom
have sales management experience.

It’s a winner!”

— Bill Steiger, Ph.D., Associate Lecturer &
Coordinator of the Professional Selling
Program, University of Gentral Florida



Sales Management, 3e — From the Authors

As we developed the content for this edition, the world was experiencing a global
pandemic as a result of the COVID-19 virus. Businesspeople worldwide were
reinventing their processes to accommodate remote work and to ensure the health
and safety of workers. For this edition, we doubled the size of the author team adding
more diverse viewpoints in terms of gender, race, generational perspectives, and work
experiences. In addition to having received Ph.D. degrees from leading American
universities, we have all worked in sales roles at some point in our careers. As a team,
we are also passionate about sales management.

Changes reshaping the sales field (e.g., robotic process automation [RPA], sales
enablement, artificial intelligence) are stripping out the redundant and mundane
aspects of the sales role and are making business-to-business (B2B) sales even

more strategic. Today’s buyer-seller relationships are supported by a host of digital
technologies and much richer team-based selling processes. As a result, professional
sellers today must be capable of managing a much more complex set of sales

and business processes within their own organizations as well as their customers’
organizations. The roles of sales manager and sales leader are undergoing similar
transitions.

Because today’s salesperson has access to a broader array of information, sales
managers play less of a role in supervising and more of a role in coaching and
consulting. Salespeople don’t need their sales managers to tell them how they are
doing compared with their peers. Sales people already have that visibility due to

the advances in customer relationship management (CRM) software and other
technologies. Consequently, coaching salespeople on how to access the right
information and right people to move their sales along and close them has become a
more important role for sales managers.

What Makes This Book Different?

We restructured the book to help students better understand the career progression
from being a salesperson who works well with a sales manager (Part One), to
becoming a sales manager (Part Two), and progressing to a sales leadership role
(Part Three). So the emphasis of this textbook is on how sales management gets
done. We developed the instructor materials in such a way that they facilitate how
instructors teach the content using various modes (e.g., face-to-face, online, or
hybrid models).

Updated Materials

In addition to incorporating new role plays, cases, global and ethics boxes, and
chapter profiles, we developed a parallel set of video profiles for students to enjoy. To
access the videos, go to www.axcessvids.com and enter the appropriate alphanumeric
code found at the end of each chapter. In the electronic (PDF) version of the text,

all codes are hotlinked; just click on the code and it will bring you directly to the
video. The chapter examples and input from industry professionals are also current
and represent greater diversity in terms of their perspectives. Each chapter contains
the latest research from the Journal of Marketing, Journal of Personal Selling & Sales
Management, Industrial Marketing Management, and the Journal of Business Ethics.
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CHAPTER 1

Introducti

CeaRTONE
Leading as a Salesperson

s the Greek philosopher Heraclitus said: “Change is the only constant in life’

During your lifetime, you will face many changes — some expected and some

unexpected. Likewise, constant social, economic, and political changes are the
norm for organizations. They need strong leaders to guide them as they evolve and
attempt to innovate so as to survive and thrive. The thing is, you do not have to be
the CEO or a manager to be a leader. In fact, successful organizations have strong
leaders in all ranks and file throughout the organization — leaders who see the
vision and mission of the organization and team and use their skills and decision
making to guide others there.

Strong leaders are especially important for the sales function. No other function
in an organization has the same impact on a firm's strategy as sales management
does. Salespeople and their managers talk directly with customers, thereby testing
the strategies of their companies with every sales call. The information gathered
from customers by salespeople feeds directly into a company’s strategy. These and
other factors make sales management a critical part of an organization’s success.

This book presents sales management in three parts following the career arc
of a sales professional. This part will help you understand the role sales plays in an
organization. The part also explains why learning to be aleader is an important skill
to start utilizing before you are promoted. Good leaders are essential to an orga-
nization’s success. A company does not become successful accidentally. It becomes
successful because its leaders helped develop a strategy and ensured it was executed
well. Understanding how you, as a salesperson, fit into the organization and con-
tribute to that strategy is important to your success. Whether you aspire to become
a CEO one day or just want to be a good salesperson who earns a lucrative living,
knowing how to serve the company’s mission will help get you there.

Chapter 1, Introduction to Sales Management, familiarizes you with the activi-
ties sales managers and salesforce leaders engage in. The chapter also serves as an
averview for the rest of the book.
les Salespeople Play and Multich ! Sales E;
ction further, examining the different roles salespeople play

d out through various channels. The chapter also discusses
pagement can support an organization’s strategy in a multi-

CHAPTER 1

ental Approaches to Leadership Development, identifies the
cadership from management (but not necessarily leaders

Introduction to st o s o
Sales Management

you begin developing your own leadership skills.

LEARNING OBJECTIVES

After completing this chapter, you should be able to:

» Describe the strategy hierarchy and understand how a firm’s sales and marketing strategies affect its
overall strategy.

» Identify the different types of selling strategies and how the selling process varies across them.

» Outline the sales management process and the responsibilities and activities of sales managers.

What should we make? What should we sell? At what price? To whom? What kind of people should we
hire, and how will we manage their work? These are the questions that define a company’s strategy. In
turn, the answers to these questions define the company. Yet, in the minds of a company’s customers,
salespeople define the company. Why? Because salespeople are often the only “face” of the company that =
SR, e—— chapter opening page — each

In essence, this book is about how leaders convert strategic questions and answers into sales practices

that affect customers. Sales leaders seek to align a firm’s sales practices with its sales strategy, and its sales Chapter starts With a | iSt Of Iearn i ng

strategy with its corporate strategy. The alignment is central to the company’s success. Thus, in this chapter,

we not only introduce the basic sales management process, but we also show how a firm’s salesforce is central o bj e Ct i ves f or eac h St u d e nt

to the broader marketing strategy the firm pursues.

° Part One: Leading as a Salesperson




SALES LEADER PROFILE:
MANUEL VAZQUEZ EDERRA

While attending college, Manuel Vazquez Ederra became involved
with Pi Sigma Epsilon, a national sales fraternity. Through networking
events and sales competitions, he realized a career in sales was a fit
for him. Attracted by an effort-based earning potential model and the
relative freedom salespeople have to dictate their day-to-day schedules,
Manuel made the switch from majoring in accounting and finance to
professional sales and Following graduation, he accepted
a position with Federated Insurance as a sales representative.

Recognized as a leader among his peers and a top performer in the
field, Manuel thrives in the fast-paced sales environment. “I felt like T
was definitely challenged, but after a few years, I started realizing that
T had a passion for helping new sales members learn their roles and master their jobs. ... I saw how much
a career in sales, specifically at Federated, had changed and impacted me in such a great way”” Excited to
mentor the next generation of sales representatives when approached by Federated with the opportunity
to transition to sales management, Manuel accepted. Today, his title is District Marketing Manager. He is
responsible for a team of salespeople based out of Eastern Virginia.

Leading his team using a strong customer relationship management strategy, Manuel bases his strategy
on this simple premise: buyers, no matter who they are or what their responsibility, hate to make decisi
So, it is important to engage with clients collaboratively. “I coach my salespeople to take decisions out of the
buying process until the very end ... we're there to help, lend a listening ear, share with customers the ideas
that have worked for other business owners in their situation, and keep the conversation going”

Manuel and Federated recognize how important it is to cultivate, maintain, and grow customer relation-
ships. Through a process called the cultivation loop, Federated salespeople engage their prospects through
expert industry insights, providing valuable information and risk management solutions. “When it comes
time for a proposal, 12 months down the road, they know that you really mean what you're talking about
because they've actually seen you put it into practice”” This kind of service does not stop once prospects
become clients. Federated’s Major Client Service Standards guarantee four face-to-face meetings through-
out a 12-month period to discuss changes in the industry and review their client’s coverage and programs,
ensuring needs are being met.

When looking to grow b lespeople jump the gun and try to sell

Manuel di how often

again to the same client too soon. Instead, Federated first looks for ways to add valug
example might be hosting a safety meeting on the dangers of distracted driving for the|
in the auto industry. In this way, Manuel likens salespeople to advisors, gathering infc
areas of potential improvement, and presenting viable solutions.

in the

Federated, like many other sales organizations, has a customer relationship man: is ubiqui
software used to manage client data. “Quite frankly, it’s impossible to remember all
you're having out in the field” Manuel views the consistent and organized use of a CRN
fundamentals for salesperson success. He notes that ial qualities for a high-imp:

of the book.

of salespeople; thus, the topic permeates the rest

EXHIBIT 1.7 Examples of a Sales Executive’s Duties versus a Sales Manager's Duties

Activity Sales Executive Sales Manager
Chapter 1: Introductior| Plan Set overall sales targets for each product. Set quotas for each salesperson for each product.
Organize Decide what type of people to hire for sales Interview and hire specific people for sales
positions. positions.
Implement  Determine the compensation plan. Indentify each person’s motivators and find ways
to reward good performance for each person.
Monitor Track sales by region; take corrective actions, Observe each salesperson’s actions in the

such as p

training if sales are too low.

lespeople with additional field and offer suggestions for the person’s

improvement.

managing your career — this _L_g

Managing Your Career

is a section added at the end
of each chapter to remind the
student how the information on
sales management practices
will help them be higher-
performing salespersons and
more effective sales managers.

In study after study of college graduates, a common regret is that they wished they
had spent more time focusing on career preparation during their school years.”” To
help with your career preparation, you will find a “Managing Your Career” section
at the end of each chapter. Our goal is to help you identify ways to learn and master
the chapter material by applying it to your own career. Some aspects, of course,
can't really be appreciated until you're in the field and selling products, but make
the most of this opportunity.

Many students focus on important aspects for a first position, such as salary
and training, only to find that they don't really like the job, company, or industry.
Chris Corley joined a big-name company right after graduation but found that the
company’s policies constrained his ability to meet the needs of his customers. “Then
T'was lured to a smaller company and blatantly misled about the product and what
it could do, which hurt my ability to sell,” Chris says. “Id have probably gone to
work there anyway because everything else was as [the company] said. The product
just wasn’t fully what they wanted it to be yet. But now I have the opportunity [at
my current company] to do things the way I see fit and build it from the ground
up in a culture I am part of creating” Even though he’s working much harder, he’s
enjoying it more.

Finding the right position is about finding the right fit — a match with the right
company —and is as much about matching a company’s mission as it is the compa-
ny’s sales approach. What’s also true, though, is that Chris has plans. While his first
positions may not have fit perfectly, he has set SMART goals for his career, against
which he can mark his progress.

Chapter 1: Introduction to Sales Management e
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