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Preface

INTRODUCTION

The twelfth edition of Sales Force Management carries on the tradition from previous 
editions, incorporating the latest research and management practices into an easy-
to-read yet comprehensive learning tool. 

You will notice that we continue to integrate a variety of innovative learning 
tools with the latest in sales management theory and practice. At the same time, 
we have taken great care to preserve the excellent framework and principles from 
editions one through eleven. In short, we have taken the best from earlier editions 
and added relevant, real-world student learning tools and up-to-date sales manage-
ment theory and practice to create this twelfth edition of Sales Force Management.

Still without peer, Sales Force Management remains the definitive text in the field. 
Building on the tradition of excellence established by Gil Churchill, Neil Ford, and 
Orv Walker, in this twelfth  edition Mark Johnston and Greg Marshall maintain the 
quality and integrity of earlier editions while breaking new ground.

WHY WRITE THIS BOOK?

For most of the twentieth century, the practice of sales management was an unfor-
tunate combination of tradition, folklore, personal experiences, and intuition. 
Sales managers had very little in the way of research or management theory to help 
better understand the motives and behaviors of their own salespeople. As a result, 
there was practically no support for the sales manager in the field.

Fortunately, during the 1970s sales academicians and researchers began to 
conduct empirical studies and develop theoretical models to explain salesperson 
behavior and motivation. Sales managers found the information invaluable and 
added their own insights, further refining and enhancing the sales management 
knowledge base. Today, sales research appears in all the leading marketing journals, 
and one journal is singularly dedicated to the field of sales management (Journal of 
Personal Selling & Sales Management).

It is not surprising that, as changes were occurring in sales management, the rest 
of the organization also was experiencing significant transformation. Concepts like 
strategic alliances, customer relationship management, and value creation brought 
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revolution to every part of the organization, including the sales force. Today, sales-
people are expected to have new skills, more information, and instant answers. 
This makes managing the sales force an even more formidable challenge. Old ways 
will no longer work—sales force management is undergoing change at an increas-
ing rate, and success in the future will be defined, in part, by how well sales manag-
ers learn to manage in this new world.

From the beginning, Sales Force Management filled the need for a single, detailed 
summary of sales management theory, analysis of sales force research, and review 
of its managerial implications for the organization. Other books provide a cur-
sory appraisal of relevant research or fail to keep pace with current knowledge and 
trends. Our primary goal in the twelfth edition is the same as it was in the first: offer 
students a thorough, up-to-date, and integrated overview of accumulated theory 
and research relevant to sales management.

In writing such a book, however, we know that simply presenting a summary 
of theories and research would be incredibly dull (we were students, too) and, 
even worse, would provide little real insight for students interested in learning 
how a sales manager can apply this information in the real world. Put simply, 
our second goal is to highlight how real managers apply these theories and 
principles in their own organizations. By identifying recent practices, applica-
tions, and the use of state-of-the-art technology, we combine real-world sales 
management best practices with cutting-edge theory and empirical research—all 
in a single source.

STRUCTURE OF THE BOOK

Over the book’s history, a framework has been developed that portrays sales man-
agers’ activities as three interrelated, sequential processes, each of which influences 
the various determinants of salesperson performance. The twelfth edition contin-
ues to use this time-tested and insightful structure.

1. Formulation of a sales program. This process involves organizing and plan-
ning the company’s overall personal selling efforts and ensuring that the sell-
ing initiative is integrated with the other elements of the firm’s marketing 
strategy.

2. Implementation of the sales program. This involves selecting appropri-
ate sales personnel, providing effective training and development, as well as 
compensation.

3. Evaluation and control of the sales program. This involves employing proper 
metrics to monitor and evaluate sales force performance so adjustments can be 
made to either the sales program or its implementation as needed.

Chapter 1 introduces the subject of sales management with an overview of the 
field, including key aspects of the external and internal environment of selling. 
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The remainder of the book is divided into three sections corresponding to the three 
processes described earlier.

• Part One: Formulation of a Sales Program (Chapters 2 through 5) This sec-
tion examines the process of buying and selling, including a strong emphasis on 
selling as a career and the role of organizational buyers; linkages of sales man-
agement to business and marketing-level strategies; organizing for success in 
sales management; and the strategic role of information in forecasting, setting 
quotas, designing sales territories, and conducting sales analysis. A continuing 
feature of this edition is emphasis on customer relationship management (CRM) 
and its link to sales management. New to this edition is a major section linking 
CRM to the use of data analytics that are relevant to sales organizations.

• Part Two: Implementation of the Sales Program (Chapters 6 through 11) 
This section provides an overview of the determinants of sales performance with 
the special focus on a salesperson’s role perceptions and motivation. It then pro-
ceeds to examine decisions involving the recruitment and selection of sales per-
sonnel, sales training, and the design of compensation and incentive programs.

• Part Three: Evaluation and Control of the Sales Program (Chapters 12 and 
13) This section discusses techniques for monitoring and controlling sales force 
behavior and performance. It examines various approaches for conducting 
behavioral and other performance analyses.

THE APPROACH OF THE BOOK

Sales Force Management is designed for use in a course on sales management at either 
the undergraduate or graduate level. It also complements a variety of teaching 
approaches. Instructors who focus primarily on either a lecture/discussion format 
or case format will find plenty of material for any teaching calendar in the chapters, 
enhanced by the end-of chapter Breakout Questions and discussion-centered Lead-
ership Challenges. For those adopting a more case-oriented approach, each chapter 
contains a short, thoughtful “Minicase” to highlight key learning elements from 
the chapter along with guiding questions. If you are looking for more comprehen-
sive cases for your course, our Companion Website houses a variety of longer cases 
in sales management for your use. And, an updated sales management role-play is 
provided for each chapter.

FEATURES OF THE TWELFTH EDITION

We subscribe to the old adage, “if it isn’t broke, don’t fix it.” The philosophy in cre-
ating the twelfth edition was to begin by updating and enhancing the best parts 
of Sales Force Management. As a result, those who have used previous editions 
will be comfortable with the twelfth edition. But at the same time, with this new 
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edition we have included numerous updates to chapter content, examples, feature boxes, 
updated data, and more attention to global and ethical aspects of sales force management.

Learning Objectives

Each chapter has succinct learning objectives based on chapter material. Using 
active language to emphasize the expected student learning outcomes, these objec-
tives enable professors to guide discussions and develop tests so that students get 
the most out of the book. 

Key Terms

Key terms are listed at the end of each chapter and are highlighted in bold within the 
body of the chapter to help students focus on key ideas and concepts. Professors find 
these terms can create the basis for assessing students’ understanding of the chapter.

Feature Boxes: Leadership, Innovation, and  
Technology

These three themes drive much of sales management theory and practice today and 
form the basis for the feature boxes throughout the twelfth edition. These boxes 
highlight the latest trends in sales management and are designed to illustrate mate-
rial presented in the chapters in an applied context. Professors will benefit from 
incorporating these features into class discussion and exercises, and students will 
find it easier to apply the concepts they are learning in the chapter.

New Feature Box: Ethical Moment

For the first time ever, the twelfth edition of Sales Force Management contains an 
Ethical Moment in each chapter. These interesting and engaging vignettes touch 
on a variety of ethics-in-sales issues and each one ends with a question to consider 
that is sure to spark great class discussion. 

Breakout Questions

Timely discussion questions, called Breakout Questions, can be found at the end of each 
chapter. These make for great discussion starters as well as good review questions for 
exams. And following along with our increased theme of sales ethics, in every chapter a 
new Ethical Question has been added to the current battery of Breakout Questions.

Leadership Challenge

Leadership is an essential characteristic of successful sales managers. While we 
include it as a feature box in the text, our goal is to engage the student even more 
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deeply in learning and applying leadership issues. As a result (and not found in 
any other sales management text), a unique set of short end-of-chapter leadership 
cases will test the student’s ability to make leadership decisions. Short and focused 
on issues from that chapter, the Leadership Challenges ask students to assess a 
real situation from a manager’s perspective, make decisions, and often develop an 
implementation strategy.

Role-Plays

Both in the field and classroom, it is widely accepted that role-playing is a valuable 
tool for helping salespeople and students apply what they are learning. Each Role- 
Play enables students to work together to employ important sales management 
concepts they have learned in that particular chapter.

Minicases

Each chapter contains a Minicase enabling students to apply directly what they are 
learning in the chapter. These Minicases, written specifically for Sales Force Manage-
ment, are short and designed to be used in a variety of ways. For example, they are great 
for discussion starters in class or as individual assignments. Additionally, student teams 
can be assigned to analyze the case and make a presentation to the class. Feedback 
from colleagues was a key driver in creating these shorter, more focused cases that will 
certainly enhance student learning. Key issues from the chapter will be brought out for 
the students as they analyze the case. And importantly, most of these Minicases have 
strong global selling implications. Each Minicase ends with a set of directed, action- 
oriented questions that force the student to integrate the chapter material.

SUPPLEMENTS

Companion Website

Both instructors and students will appreciate the book’s Companion Website (www.
routledge.com/cw/Johnston), which has been built specifically for the twelfth edition.

PowerPoint Slides—New and Updated

Many instructors like using PowerPoint to support their in-class presentations, and 
students have come to find these slide presentations a valuable learning tool. The 
PowerPoint package for this edition is presented in an effective and interesting 
graphic design that complements the graphic elements of the book. The slides are 
flexible enough for instructors to include their own material yet comprehensive 
enough to stand alone.
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Major Cases

For the twelfth edition, a variety of major cases on sales management are available 
for use on the book's Companion Website.
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C H A P T E R  1

Introduction to Sales  

Management in the  

Twenty-First Century

LEARNING OBJECTIVES 

Sales management is one of the most important elements in the success of modern organ-
izations. When major trends emerge, such as a shift in the economy toward small- to 
medium-sized businesses, it is incumbent upon sales managers to react with new selling 
approaches. And not only is personal selling the most expensive component of the mar-
keting mix for most companies, but it is the firm’s most direct link to the customer. While 
Thoreau may have believed that the world will beat a path to the door of the company with 
the best mousetrap, the world needs someone to show how that mousetrap is better—and 
that role usually belongs to the salesperson. Otherwise, that sale may never occur. There-
fore, management of the sales force is one of the most important executive responsibilities. 

This chapter introduces you to the field of sales management. After reading it you should 
be able to 

• Identify and discuss key trends affecting sales organizations and sales managers today. 
• Present a general overview of the sales management process. 
• Identify and illustrate the key external and internal environmental factors that influence 

the development of marketing strategies and sales programs. 

SALES MANAGEMENT IN THE TWENTY-FIRST CENTURY 

As reflected in the chapter opener, personal selling and, consequently, sales man-
agement are undergoing dramatic changes. These changes are being driven by 
several behavioral, technological, and managerial forces that are dramatically and 
irrevocably altering the way salespeople understand, prepare for, and accomplish 
their jobs. Among the behavioral forces are rising customer expectations, globali-
zation of markets, and demassification of domestic markets; technological forces 
include sales force automation, virtual sales offices, and electronic sales channels; 
and managerial forces consist of a shift to direct marketing alternatives, outsourc-
ing of sales functions, and a blending of the sales and marketing functions.1 




