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Chapter 1 

Introduction 

"Everyone lives by selling something" Robert Louis Stevenson 

It was an industrial revolution that blossomed as the twentieth century began 

and it is an information technology revolution that is dramatically impacting 

life as this century comes to a close (Powers, Koehler and Martin, 1988). 

Businesses face many challenges in the new world order dominated by 

technology, global market forces, and continuous reorganisation (Courtnage 
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1998). Amongst the most significant of changes happening today is in the 

very way that business is conducted. This is because of one important 

reason and that is 'consumer behaviour dynamism', which really translates 

into rising expectations on quality, service and the overall value of any 

product or service (Anderson 1996). 

At the forefront of these changes is the sales function of most business 

organizations, challenging the enormous pressure of constant technology 

advancements and globalisation. The new and still constantly evolving 

business environment has irrevocably altered the role focus of the sales 

person, and their job is not the same as it was a decade ago (Marshall, 

Moncrief and Lassk, 1999). As we enter the new millennium, these changes 

will dramatically impact the way that salespeople and sales managers 

understand, prepare for and accomplish their jobs (Anderson 1996). Yet, 

perhaps, the biggest challenge of all will be for sales people to overcome the 

long-held consumer image of them as manipulative and unethical 

individuals, who resort to high-pressure tactics and gamesmanship to move 

their products. 
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1.1 BACKGROUND TO STUDY 

'Personal Selling is one of the least understood and most often 
criticised occupations' (Rix, Buss and Herford 1999, 5). 

Selling is a profession at the nucleus of most economic activity. It is perhaps 

as basic to our society as metabolism to life (Adkins & Swan 1982). So we 

find sales people affecting our lives everyday - selling to us cars, real estate, 

insurance, holiday destinations, household goods and office equipment. And 

we have all kind of experiences with them, some good, some bad and some 

we would rather forget. However, ask yourself "Why is it that we approach 

any transaction with a sales person with caution?" Or "Why is it that we do 

not easily trust them?" It is perhaps an accumulation of our personal 

experiences and of those around us that we hold such opinions. It may then 

be correct to infer that this really is a reflection of the capability of the 

individual with whom we have interacted, and at the root of all such 

transactions are the skills and knowledge of the sales person. 

For long now, practitioners m the world of selling and marketing 

academicians have expressed concern regarding the relatively low public 

acceptance of sales people compared to other occupations that require 

similar levels of ability and knowledge (Adkins and Swan 1982). Yet 
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academics remain wary of introducing sales and even sales management 

curricula, while in contrast practitioners are often critical of the lack of 

academic preparation in sales (Johnson 1990). To compound the problem, 

the public's poor image of selling keeps good talent away from this career. 

A study by Swenson et al (1993) suggests that students with higher grade-

point-averages have a lower preference for sales careers. 

It is perhaps worthwhile, at this stage, to emphasise the changing nature of 

sales and define it as an activity that today encompasses the approaches of 

'problem solving' and 'influencing' to promote products or services. If you 

look at other professionals for example doctors or policemen, they are 

constantly facing situations in which they are required to influence or 

persuade others. If a doctor genuinely believes that a treatment they are 

prescribing will be beneficial for their patient, they have a right if not a duty 

to influence their patient accordingly. Similarly, if salespeople believe their 

products or services can benefit their customer, they too have right to exert 

influence - to sell (Rix, Buss and Herford 1999, 7). 

'Personal selling is no more or less ethical than any other profession. 
It is the way in which it is done that determines its value to individuals 
and society. If influence or persuasion is not exerted so as to be 
deceptive or manipulative, then it is certainly ethical, whether being 
practised by doctors, teachers, accountants, ministers of religion, or 
salespeople' (Rix, Buss and Herford 1999, 7) 
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My personal experience as a trainer, observation of sales people on the job 

and analysis of literature led me to believe that one possible route to 

improving the practice of selling could be through formal education. After 

all, it is in the learning that we prepare for any occupation. Presumably if 

salespeople are taught or learn the 'right way' they would not need to resort 

to unethical approaches to promote their products or services. 

The advertisement on the following page is perhaps a good example of the 

image sales people, and sales practices, currently enjoy. It highlights the 

nature of reassurances that organizations today need to offer in order to win 

the confidence of their prospective customers. 
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1.2 AIM OF STUDY 

The mm of this study is to establish if there is a need for introducing 

education and certification in sales, within Australia; and if so, then develop 

an argument about the impact this can have on improving the practice of 

selling as an occupation, and perhaps on its stature as a profession. 

1.3 SCOPE OF STUDY 

In this thesis work, I explore the validity of my perceptions and assumptions 

through a survey of students, interviews with industry representatives and an 

analysis of secondary data as well as existing literature. 

1.4 ASSUMPTIONS AND LIMITATIONS 

Given the lack of previous research, within Australia, the primary focus of 

literature reviewed has been on studies undertaken in North America. 

However, I am assuming that given the socio-cultural affinity of the two 

continents, and in understanding that both are developed markets which 

share common global corporations, US findings could be used to draw 

learning for the Australian education system. 
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Importantly, given time and financial constraints, this research study has 

only targeted students and businesses within the Australian Capital 

Territory. This sampling procedure needs to be borne in mind while 

interpreting the findings. The results, while being a limited representation of 

the experiences of Australian industry, are an eye-opener and a good starting 

point for further investigation. I personally believe that m more 

commercially vibrant cities, like Sydney and Melbourne, the problems 

businesses face in this field would only get multiplied, given the competitive 

nature of these markets. 

Wherever possible, I have tried to use data both from the Australian Census 

Report of 1996 and that available from the Department of Employment, 

Education and Youth Affairs (now DETYA), as well as National Council of 

Vocational Education Research (NCVER). This has been interpreted, as best 

possible, to draw conclusions relevant to the needs of the sales profession. 
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1.5 DEFINITIONS 

People tend to understand and use terms like selling and marketing 

interchangeably. While there could be many reasons for this, it may be 

important to establish the definitions to avoid any confusion. 

Firstly, how do you define selling? The focus of this research is on the 

practice of 'Personal Selling' and this must be understood, as it puts the 

study in correct perspective. I am using a recent definition put forth by 

Australian authors Rix, Buss and Herford in their book titled 'Selling - A 

Consultative Approach' (1999). This definition is simple and apt, and 

perhaps contemporary. 

"Personal selling is the process whereby a salesperson examines a 

customers ' situation and needs, provides information and advice, and 

seeks to gain a commitment from the customer that will be of 

continuos benefit to both the buyer (customer) and seller" 

Now to distinguish between the functions of 'Sales' and 'Marketing'; to do 

this I have chosen to use the definitions put forth by the Australian 



Bureau of Statistics under the Australian Standard Classification of 

Occupations (ASCO). Within the ASCO coding there are a variety of 

occupational groups depending on industry or products. I have used the 

generic component to distinguish between the functions of sales and 

marketing. 

The definitions offered, for this purpose, are those of Sales Representative, 

Technical Sales Representative and Marketing Specialist. 

Sales Representatives: 

Sales representatives sell goods or services to businesses, individuals and 

retail or wholesale establishments, including corporations. Their tasks 

include: 

• promoting and selling products or services 

• using directories and other sources to compile lists of prospective 

business customers 

• visiting customers to establish selling opportunities 

• following up customers and ensuring satisfaction with products 

• monitoring customers' changing needs and competitor activity 

• preparing sales reports 
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Technical Sales Representatives 

They represent companies in selling a range of industrial, technical, medical 

and pharmaceutical goods and services to industrial, business, professional 

or other establishments. Their tasks include -

• compiling lists of prospective customers using trade directories and other 

sources 

• acqmnng and updating knowledge of employer's and competitor's 

products and understanding market conditions 

• assessing customer needs and explaining and demonstrating products or 

services to them 

• quoting and negotiating prices, credit terms, completing contracts and 

recording orders 

• arranging for delivery of goods, installation of equipment and the 

provision of services 

• reporting to sales management on sales made and the marketability of 

products 
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Marketing Specialist 

A marketing professional identifies market opportunities and advises on the 

development, coordination and implementation of plans for the pricing and 

promotion of an organization's products or services. Their tasks include: 

• support business growth and development through the preparation and 

execution of marketing objectives, policies and programs 

• undertake and commission market research to identify market 

opportunities for new and existing products and services 

• advise on all elements of the marketing mix including products and 

services, pricing, advertising and sales promotion, selling and distribution 

channels 

• prepare sales and marketing forecasts and coordinate marketing plans for 

overall business 

• coordinate and participate m product development and management, 

through initial product conception and testing to ongoing monitoring of 

market success 

• liaise with suppliers, customers and other agencies to ensure the 

organization is well informed on changing market conditions and trends. 
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It may be important to note that with the changing nature of business, and 

the ongoing service sector boom (Andrews and Wu 1998), a new customer 

service role is also emerging in most organizations. This includes industries 

such as retail, health, education, business and personal services, as well as 

the public sector. Even though it is not designed as a sales role, this function 

does require significant customer contact and carries responsibility for client 

satisfaction, with or without business targets. In fact, when we consider 

examples like banking and financial institutions or the tourism and 

hospitality industry, the fine line dividing the function of selling from the 

function of customer service is slowly disappearing. Furthermore, a whole 

range of positions without 'selling' in the job title are emerging, such as 

'Business Development Manager' and 'Relationship Manager', but for 

which selling ability is a fundamental requirement (Kodz, Atkinson and 

Perryman 1997). 

The census data, reflected in this report, includes some of the customer 

service occupation heads. This may be justifiable, given the foregoing 

argument, and knowing that 'customer service' titles are being increasingly 

used for sales roles. The advertisements on the following pages are good 

examples of this 'rechristening' of sales jobs. 
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Chapter 2 

Review of Literature 

2.1 A PERSPECTIVE ON 'SELLING IN THE 20th CENTURY' 

Modem selling really emerged at the tum of this century. The advent of new 

technological developments, for example, meant that there were now new 

modes of transport like trains, cars and other automobiles which would give 

sales people the mobility they had never before experienced (Powers, 

Koehler and Martin 1988). They were now able to cover larger markets, 

with increased personal efficiency and salaries (Scull 1967, in Powers, 

Koehler and Martin 1988). The independent sales person gave way to one 

20 



that was now accountable within the framework of an organization that 

employed him (Doubman 1939, in Powers, Koehler and Martin 1988). This 

meant that a new role emerged, which was of a sales manager to supervise 

the work of sales people (Bartels 1976, in Powers, Koehler and Martin 

1988). As sales forces grew and began to implement "modem sales 

techniques", larger organizations found it necessary to establish the sales 

department and develop systems for selecting, training and controlling the 

sales people (Macbain et al 1905, in Powers, Koehler and Martin 1988). 

The period from 1920 to 1929 saw a major expansion in the then developing 

economies like the US. This was the primary environmental influence on the 

development of selling. After the World War I there was available a great 

deal of unused production capacity, this remained relatively unused also due 

to the depression that followed the war (Frederick 1919, in Powers, Koehler 

and Martin 1988). It was then that the role of sales people became important, 

as they were now seen as a key to moving the products and therefore 

economic development (Dawson 1970, in Powers, Koehler and Martin 

1988). The selling atmosphere of the 1930's was, however, quite different 

from the l 920's. The status of selling declined and the profession starting 

getting partly blamed for the depression (Powers, Koehler and Martin 1988). 
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So while the 1920's saw a great deal of 'high-pressure selling', with the 

advent of the l 930's dawned the realisation that careful planning and 

assessment of customer needs was the key to success. This was the real 

origin of 'customer orientation', which would become the foundation of the 

marketing concept (McKitterick 1957, in Powers, Koehler and Martin 1988). 

The post-wars era was one of immense challenge. Businesses had to readjust 

to a consumer economy versus a war goods economy. So while at the one 

end sales people were once again in demand, the recession of the late forties 

also got blamed onto them (Fortune 1949, in Powers, Koehler and Martin 

1988). During this period there was also an increased call to raise the 

'professional status' of selling. It was thought that this would make it easier 

to employ a greater number of "intelligent, properly selected, adequately 

trained and supervised, and properly rewarded men"(Maynard and Nolen 

1950, in Powers, Koehler and Martin 1988). 

The play Death of a Salesman, though, best summed up the first half of the 

century, where fast changing circumstances put high expectations on selling 

on the one hand and put it on the self-destruct path on the other (Powers, 

Koehler and Martin 1988). 
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2.2 SALES EDUCATION 

There is well-documented evidence of developments in sales education, 

across North America, over the last few decades. Mahmoud and Frampton 

(1974, in Powers, Koehler and Martin 1988) reported that while the early 

part of the century had many popular courses in salesmanship, as part of 

marketing cun-icula, this started to decline from the 1940 's through to the 

1970' s. This reduction in sales courses seems to have been in response, also, 

to the Gordon & Howell, and the Pierson, reports of 1959. Both criticised 

business courses for being too descriptive, too vocational, and lacking 

conceptual fow1dation as also analytical rigour (Kellem1an and Hekmat 

1989). 

The seventies saw a revival of the debate on selling courses. Reports on the 

American Marketing Educators' Conferences in 1972 and 197 5 highlight 

that there were two schools of thought - one that recommended dropping 

selling from college cun-icula and the other that argued against it. Grundy 

and Smith (1976, in Powers, Koehler and Martin 1988) suggested these 

courses be best taught at the community college level. 
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Interestingly the eighties saw some build up of research orientation in the 

field of selling. The setting up of a journal in 1980-81 and the establishment 

of the Centre for Professional Selling at Baylor University in 1986, followed 

by the UARCO Chair in Selling at Northern Illinois University heralded a 

new era in the growth of selling as a field of study (Kellerman and Hekmat 

1989; Castleberry 1990). All this while, however, the study of marketing had 

prospered. In fact this subject drew such intense interest both from the 

academic and student community that it soon spun off new fields of study. 

Subjects like Advertising and Public Relations, as well as specialisations like 

Services Marketing, Industrial Marketing and Marketing Research, gained 

quick popularity. However, the emphasis on selling continued to be low. 

Practitioners from industry felt strongly about the inadequacy of college 

instruction in sales, typifying this feeling were comments like this -

'The idea that selling isn't a real job is reinforced in business schools, 
where virtually all students take at least a basic marketing course 
(which typically includes only one 50-minute lecture on selling), but 
where courses devoted to sales are hard to find' (Rossman 1990). 

In their study, Buchanan and Powell (1989) point out the mismatch between 

opinions of educators and those of practitioners by suggesting that while 

practitioners prefer curricula with more applied courses, educators choose 

curricula with more conceptual courses. Buchanan and Powell observe that 

these contrasting views are most prevalent in the area of sales. 
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Importantly, as Hekmat and Kellarman (1989) point out, while there is a 

varied level of academic commitment to offering sales courses it needs to be 

established if the content of these courses is being adapted to keep pace with 

the rapidly changing environment. Also, beyond the commitment of 

academia to develop 'selling' as a field of study, there are two other key 

players that need consideration - the aspiring student and the industry 

(because it employs the end product). It is, therefore, important to 

understand their perspective on this issue. 

2.3 THE STUDENT VIEW OF SELLING 

Today, more than ever, sales organizations need bright, motivated, capable 

people who can contribute in a demanding environment (Honeycutt Jr. et al 

1999). This need can only be met if organizations and educational 

institutions are successful in attracting good talent to sales careers. For a 

long time now studies have been undertaken to understand student 

perceptions about sales careers (Honeycutt et al 1999; Swenson et al 1993; 

Weeks et al 1987; Dubinsky 1981 and The American Salesman 1958). 
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The first of these studies, The American Salesman (1958), surveyed more 

than 3,000 students in 31 colleges and universities within the US. In this 

research, students were asked to name the first five words which came to 

mind in connection with the word 'salesman' .The ten most common replies 

were: travel, money, personality, sales, fast-talker, commission, appearance, 

products, high-pressure, and aggressive. The study went on to conclude that 

it was these negative perceptions, besides the public's poor image of 

salespeople, which kept good talent away from this career. Interestingly, 

while the practice of selling has changed significantly over the years, 

subsequent studies do not report any dramatic shift in opinion about a sales 

career. 

Swenson et al (1993) studied student preferences for sales careers using a 

time-series replication of Swinyard's (1981) study "to assess any changes in 

student preferences for sales careers during the past ten years." This study 

surveyed 1203 under-graduate business students reading in courses 

including the introductory-level and senior-level marketing course. The 

sample was confined to the students of the same 13 universities and colleges 

surveyed by Swinyard (1981 ). This study reported a decline in student 

preference for sales careers. Even though this drop is not unique to a sales 
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career and was also reflected in other marketing careers like retailing and 

public relations, it is significant. The key findings of this research are best 

summarised in the following points: 

• Contrary to expectation, the appeal of personal selling as a career had 

declined from 1980 to 1993 

• As students academic performance (GPA) increased, the appeal for this 

career declined 

• Salary played a significant role in a students' career preferences 

• Students expressed a want for well paying careers that allow them the 

freedom to make decisions 

• Overall the study underscores that even though students continue to 

exhibit negative feelings toward sales careers, this job offers the 

attributes that students desire. This is an issue that academics and 

potential employers need to consider and accept. 
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Besides this follow-up research, there were other important empirical studies 

on student perceptions of sales careers, from 1958 through to 1989. A select 

few are presented here in a summary table. 

SELECTED EMPIRICAL STUDIES OF STUDENTS' PERCEPTIONS 
ABOUT SALES CAREERS (Swenson et al 1993) 

Researcher 
The American 
Salesman (1958) 

Respondents Findings 
3000 students in 31 The public's poor image of salespeople 
colleges / keeps good talent away from this career 
universities 

Sales Management 919 male students Salespeople are forceful, deceitful, and 
(1962a, 1962b, in 123 colleges / hold positions with low status and 
1962c ) universities prestige, with little security 

Paul and Worthing 
(1970) 

Bellenger et al 
(1974) 
Dubinsky (1981) 

Swinyard (1981) 

Weeks and 
Muehling (1987) 

Lagace and 
Longfellow (1989) 

200 students 

332 students 

219 students and 
121 industrial 
salespeople 

1203 students from 
13 colleges I 
universities 

300 students 

153 students 

Students, across college majors have low 
opinions of sales careers 

Selling as a career is perceived much 
lower than professional type positions 
Students have misconceptions about sales 
positions when compared with industrial 
salespeople 

An industrial sales position is least 
preferred among marketing-related 
careers 

The stereotypical view of selling as a 
"door-to-door" profession remains quite 
prevalent in the minds of college students 

A participative-style sales class may be 
beneficial in changing and improving 
students' attitudes towards sales positions 
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In concluding the learning from these myriad studies, it may not be wrong to 

infer that students have strong negative perceptions about selling because of 

environmental influences. It is perhaps worth speculating that when exposed 

to the practice of selling, through education, these negative perceptions may 

diminish. Swenson et al (1993) identified that students who complete more 

than one marketing class are more predisposed to sales careers. 

2.4 WOMEN IN SALES 

It may be important, also, to consider gender specific studies on the interest 

in sales careers. If anything, recent trends in business are only an indicator of 

the important role women will play in shaping the future of the selling 

profession (Dion, Easterling and Javalgi 1997; Muehling and Weeks 1988). 

In looking at Australian Census Data (1996) it is interesting to note that 

women are a fast growing segment of the sales workforce. However, the 

primary focus of interest among female job seekers seems to be the retail 

sector. It is, therefore, not surprising to see more women in the role of sales 

assistants, in stores, than men. There could be many reasons for this but the 

most plausible seems to be that these retail sales positions are perceived as 

requiring little or no travel and a lower degree of skill (Cook and Hartman 

29 



1986). Perhaps they also give the flexibility of hours required by a lot of 

people to balance work with family commitments. 

Muehling and Weeks (1988) carried out a study to specifically understand 

women's perception of personal selling. Their primary objective was to test 

their hypothesis that women are more favourably predisposed toward 

personal selling than are men. They had built this expectation after studying 

higher education data. Statistics reflected a strong growth in the number of 

women earning business degrees - in 1973, 11 % of all business 

undergraduates, in the US, were women; by 1984-85 this share had grown to 

45.1 %. Muehling and Weeks believed that female students were taking more 

courses in personal selling and/or sales management, as a part of their 

business studies, and this additional exposure was contributing to their 

knowledge of, and interest in, a sales career. At the same time, the big 

concern of sexual stereotyping, prevalent in the field of selling, seemed to be 

slowly disappearing especially with the big employers no longer applying 

this bias (Jolson 1983, as quoted by Muehling and Weeks 1988). In an 

attempt to get to the root of the problem, Muehling and Weeks (1988) used 

responses to belief statements to distinguish between male and female 

perceptions. Significantly, amongst their target group of business students, 
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females responded more positively - associating sales with job security, 

prestige, intellectual challenge, talent, benefit to society, confidence and 

other personal traits. Overall, they concluded that women took a more 

macro view towards selling, in terms of business and society, while men had 

a more micro perspective, relating selling to certain types of companies and 

products. 

Of course, Muehling and Weeks had drawn conclusions that were somewhat 

in contrast to those of Cook and Hartman (1986). Without comparing the 

methodologies, types of questions asked or the target audience of these 

researches, it may be worthwhile to understand what Cook and Hartman 

have said. 

'For both females and males a career with the word sales attached 
rated as three of the bottom four choices '- Cook and Hartman 1986 

This conclusion perhaps justifies the industry response - that of 

rechristening sales roles as 'Business Promotion' or 'Marketing' or 

'Customer Relations'. 
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There are two other significant conclusions reached by Cook and Hartman 

(1986) 

• First that 'personality', a variable beyond one's control, is considered by 

students as most important, for success in a sales career. 

• Secondly, the issue of earnings being directly related to effort, is a scary 

proposition for most. An undergraduate unsure of his or her aptitude and 

skills, especially because these are untested in the job market, is perhaps 

seeking positions where success or failure is not so readily apparent. 

Cook and Hartman reinforce that these are important indicators of why 

students shy away from sales careers. Finally, they recommend a stronger 

emphasis on developing positive career aspirations in women, for non-retail 

sales, if the potential of this group is to be realised. This is strongly 

reinforced by the research report of Dion, Easterling and J avalgi ( 1997). 

The view of a young student career seeker, as can be seen, remains highly 

biased. Young men and women alike have strong reservations on the 

benefits, if any, of making a career in sales. Of course their views are 

strongly influenced by society and media that constantly project sales people 

in poor light whether it be through anecdotes, sto1ies or even movies 
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(Thompson 1972). This prevents good talent from entering the sales field, 

and only mitigates the problem further. 

In the new complex and demanding business environment, where global 

competition is common, it is important that student attitudes are influenced 

to build a positive image of selling. This is critical for marketeer's to attract 

better talent, control staff turnover and reduce cost of training in this 

function. After all, if we can source qualified accountants, tradespeople, 

secretarial staff and professionals in other functions, why shouldn't it be 

possible in sales? It is perhaps then important to understand how industry 

views current academic preparation in this field and what are their demands, 

if any. 

2.5 THE INDUSTRY VIEW 

"The cash-flow umbilical cord of any firm is attached to the sales force ... a 

sales representative can be a firm's most flexible and visible symbol of 

worth to the customer .. .for it is in the hands of the sales force that the fate of 

many corporations in the nineties will reside" Allan J. Magrath, 1990. 

These sentiments are perhaps the most appropriate personification of 

industry dependence on the sales function to achieve corporate goals. It is 
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then no surprise that organizations are investing in the region of $22,500 -

$28, 455 per new-to-the-job sales person and an annual retraining cost of up 

to $12,000 per person to maintain their sales-forces (Sales & Marketing 

Management Surveys 1993 & 1990). After all, given the lack of education 

solutions, industry has to look upon training as a means to increasing 

productivity and decreasing sales costs (Churchill et al 1985). 

Today more than ever, organizations are in the search for intelligent, self

motivated and ambitious sales staff willing to battle it out in the global 

business environment which grows competitive by the hour. In this new 

marketplace both the consumer and industrial buyer have become 

increasingly sophisticated, thus reaffirming the need for a highly qualified 

sales person (Wortruba 1996). However, good sales staff remain hard to find 

and even harder to retain. So, while firms can source adequately trained and 

qualified accountants, technicians and information technology professionals 

there are few institutions from where they could recruit suitably qualified 

sales staff. This has inevitably given birth to a sales training industry - both 

internal to organizations and of external providers. Of course it has also 

meant that industry now carries the entire cost of education for the sales 
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function. This is a significant burden that in reality could be borne by an 

individual, in preparation for a sales career. 

It may be worthwhile, at this stage, to understand the role salespeople play in 

different business segments. Organizations operate in a variety of areas, 

given the nature of their products and services, as also their customers. This 

has meant that different forms of selling have emerged to suit the structure 

and needs of each type of market or industry (Rix, Buss and Herford 1999, 

11 ). Essentially these are classified into three broad groups -

1. Consumer Product Selling: Applies to durables like cars, 

computers and home or office equipment and non-durables like 

food, clothing including small value products. These transactions 

are typically conducted in the seller's premises, as such the buyer 

walks in with some idea on what he or she is looking for and the 

seller assists them if and where required. In this industry there are 

two types of sales forces - one employed by the manufacturer to 

sell to the dealer / stockist or distributor and wholesaler, and the 

other employed by the dealer or stockist to service the needs of the 

end consumer. It is the manufacturer's sales force that practices 

'Direct Selling'. 
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2. Industrial Selling: In referring to this form of selling, one would 

have in mind large value products that are sold direct to a business 

or individual. In this case the transaction happens more often than 

not at the buyers' site, with the sales person playing the role of a 

solution provider. Typically, these sales take a long time to 

develop and often involve multiple buyers and sellers, which adds 

significant complexity to the process. Undoubtedly this form of 

selling requires well- developed skills in areas such as account 

management, negotiating, problem solving, building and 

maintaining relationships, and even technical expertise depending 

on the complexity of the product being promoted. Sales people 

employed in such organizations often have a technical/engineering 

background, which makes them better at understanding and 

communicating about the product and its applications. This is also 

important in context of the ability to "talk the customer's 

language". 

3. Services Selling: This is today perhaps the most practised form 

of selling, given the changing nature of developed economies. 

Good examples of service sellers include banks, travel agents, 

insurance companies and advertising agencies. It is also this sector 

36 



that has perhaps most popularised the "Customer Service" 

function. With the service driven organization, has come the 

concept of "products sold with value-added services" - for 

example, restaurants sell meals, but succeed only if they offer a 

good dining experience - this can include the decor, the attitude of 

waiting staff and other intangibles like parking or hygiene. As 

services are an intangible, the salesperson's ability becomes key to 

building customer trust. Therefore, m this industry, 

communication skills, service skills and sales ability need even 

more emphasis. 

It is important to note that each industry has its own and unique 'sales 

hierarchy', and therefore diverse recruitment criteria. An entry-level sales 

position in one kind of industry may require 'no-expertise', while in another 

it may very well demand a technical qualification and years of related 

experience, as a pre-requisite. For example in the retail industry, given the 

transactional nature of selling, the jobs go to young students. They are 

provided minimal training to 'assist customers', and the employers are well 

adjusted to ongoing turnover and seasonal employment. In contrast the 

industrial sector is beginning to select MBA's for the sales position, given 
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the complexity of business-to-business selling and the nature of the 

products/ customers. 
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This advertisement is a good example of changing practices zn 
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BORAL ROOFING 

This recruitment ad highlights the growing industry demand for 
'qualified' sales people, and those who are capable of providing 
solutions to their customers, as against pushing products. 

40 



2.6 SELLING IS CHANGING 

Today, roles within sales are changing and increasingly demand higher-level 

skills (Kodz, Atkinson & Perryman 1997). Gone are the days where "gift of 

the gab" and "foot in the door" techniques would suffice. Now, even entry

level sales staff is expected to work with technology and use highly 

developed interpersonal skills to give organizations the competitive edge. 

No doubt then, recruitment and development of the sales force are among 

the critical differences between more and less effective organizations (Piercy 

and Cravens 1997). 

Change itself, and the pace with which it is happening is influencing the 

nature of this occupation and its skill requirements. The key factors causing 

this include: 

• Growing competition 

• Demanding customers 

• Technology 

• Work practices 

• Organizational relationships - internal and external 
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Competition and its impact on selling 

The globalisation of businesses, at every level, and industrial capacity 

increases mean that companies are now looking for enhanced competitive 

advantage (Kodz, Atkinson and Perryman 1997). With product innovation 

peaking, and quality and price reaching parity, it is the sales and service 

approaches which become crucial to differentiation. The natural response of 

most companies is to concentrate on 'up-skilling' its sales force and 

continuously 'raising the bar' for customer service. Only this can influence 

the bottom-line (profit) performance (Piercy and Cravens 1997). 

Customers and Customisation 

'Customers continue to raise the level of their requirements, but their 
range extends beyond best price and best product. Now more than 
ever, customers hunger for results - superior results - from the 
products they use.' (Wiersema 1997, p.14) 

The growing choice of products and sources has meant that customers now 

demand more sophisticated, and better matched, solutions to their needs. 

Beyond this exponential growth in the power of customers, the new breed of 

buyers is reportedly more experienced and discerning (Mac Hulbert and Pitt 

1996). A good example of the changing customer profile is the retailing 

industry, the population of small neighbourhood stores is quickly depleting. 
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It is the large supermarkets that control this business and they thrive on 

'buying power' and 'buying prowess'. The sales person has to now deal with 

senior buyers - hard negotiators on price, quality and other terms. Of course 

this means the sales role has become more challenging. It takes sound 

knowledge and well-developed skills to deal with these buyers, and 

negotiate large contracts. 

Importantly, today's customer demands 'customisation'. This means sales 

people must now have an intimate knowledge of their client operations and 

industry to be able to offer them 'tailored solutions'. It is not uncommon, 

therefore, to come across sales people who specialise in only one industry or 

work on just one large account. It is also not uncommon anymore for buyers 

to include in their contract a term that restricts the seller from dealing with 

any of their direct competitors. 

Technology 

Rapid advances in technology have had a two-fold impact on sales work. 

Firstly, products are now 'ever-evolving' and demand a continuos 

development of new skills and knowledge. Secondly, the very way in which 

sales people operate is now changing, for example, now it is a requisite to be 
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able to work with electronic data analysis and information exchange tools 

(Kodz, Atkinson and Perryman 1997). 

Computerized databases, cellular phones, electronic mail and portable 

computers are all impacting the way sales forces operate. Technology has 

advanced to a level that sales can now be a 'mobile-operation' - with little 

need to work from a fixed location - perhaps to be able to get closer to the 

customer and be there when they need you most. In fact new electronic 

territory management tools can now put a sales person in front of the right 

customer, at the right frequency and with the right message (Roots 1996). 

The integration of telecommunications and information technology has also 

given birth to an all new sales function or role, that of the 'Tele-marketeer'. 

Telephone based selling or sales prospecting is being used more and more as 

a strategy, and is impacting upon an organization's relationship with its 

customers and the very nature of this occupation. 

Culture and work practices 

Organizational responses to changing customer needs and increasing 

competition can be seen in the introduction of new practices like key 

account management and relationship management roles (Kodz, Atkinson 
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and Perryman 1997). Banks are an interesting example - while they are 

reducing counter staff, and encouraging their personal banking customers to 

use ATM's, they are also introducing 'Relationship Management' roles, to 

address the needs of their large account holders and corporate clientele. The 

other significant impact is on the role of sales management. These managers 

are now evolving from being mere front-line supervisors to become business 

unit heads, functioning literally like managing directors of their territory 

with responsibility for sales, commercial practices, strategy, recruitment, 

training and development of their teams. 

Changing work practices have had an obvious impact on compensation 

structures for the sales force. Organizations are consciously moving away 

from commission-based remuneration towards salaries and performance

based bonuses. Studies report that this strategy is designed to help 

organizations guide sales activities and priorities towards meeting customer 

needs (Piercy 1997). 

Significantly, also, organizations are now training their entire workforce to 

become customer-focussed. No longer is it enough for manufacturing to 

keep the focus on product quality and cost efficiencies, they must now 
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interface with the end-customer, and constantly innovate to meet their needs. 

Total Quality Management pursuits have, of course, also propagated the 

concept of the internal and external customer. 

Organizational relationships 

Overall, globalisation and the resultant competition have irrevocably 

changed buyer-seller relationships. 'Business Partnering' is the new catch 

phrase and the focus is now on becoming the preferred supplier (Piercy and 

Cravens 1997). In context of the sales function this means the 'us versus 

them' mind set must give way to 'customer intimacy'. No longer can 

manipulative techniques be employed and the customer be viewed as a one

way sales opportunity. The focus has to be on developing collaborative and 

sustainable relationships (Wieserma 1997). 

Beyond this, 'customer intimate' compames focus on seeking ways to 

provide complete solutions and meet latent demand, rather than just 

expressed needs. Therefore, sales people must now create solutions that 

people need but can't articulate that they need (Burkan 1996). This is the one 

requirement that is putting new demands on the knowledge and skill 

capabilities of sales people. 
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2.7 THE CHANGING SKILL SET FOR SALES SUCCESS 

It is true that requirements of sales ability have changed, through obvious 

environmental impact. The proficiencies desired in the traditional versus the 

'new millennium sales professional' are very different, and today 

corporations have a strict code of what is acceptable in terms of 'work 

attitude'. 

'There are a lot of people who call themselves sales people but don 't 
have a passion for it. Unless at the end of the day you can lie in your 
bath and say "I really like this job", you 're not a sales person. ' 
- (McGregor 1995) 

Today personal qualities like open mindedness, willingness to listen and 

learn, an ability to empathize, a flexible attitude and integrity are the kind of 

characteristics desired in sales people. Without these qualities, people are 

fundamentally unsuitable for sales (Greenberg 1996). In a recent 

employment study, in UK, it was reported that 'enthusiasm for the job' was 

lacking amongst sales people. In fact industry respondents went to the extent 

of estimating that, nationally, half of UK sales people lack the required 

characteristics, and should not be working in sales, and a quarter are selling 

the wrong product (Kodz, Atkinson and Perryman 1997). At the same time 

many organizations covered in this study felt that impact of changes such as 

47 



heightening competition and increasingly demanding customers, was a 

requirement for higher level skills, not necessarily different ones. 

Changes in Environment New Skill and Knowledge Requirements 
Availability of a variety of new Telephone selling skills, ease with communication 
selling mediums - internet, technology, computer literacy, ability to use 
telemarketing presentation aids and software 
Evolution of sales distribution - Business management skills - team leadership, 
franchising problem solving, knowledge of finance and operations 
Organizations deploying key Consultative selling skills, ability to sell at board level, 
account management and win-win negotiation skills, knowledge of industry and 
relationship based selling as a client business. Shift from short-term sales focus to 
strategy problem solving for client satisfaction. 

Globalisation Ability to deal with a variety of cultures, multi lingual 

Better structured and a more Planning skills, using IT tools for effectiveness, time 
accountable sales function and territory management skills 
Increased competition Better knowledge of product, industry, business 

processes, well developed solution se11ing skills and 
excellent interpersonal skills 

Flatter organizational structures Multi product selling skills, management and business 
leadership skills, multi tasking skills, ability to manage 
self. Teamwork. 

Profit accountability at lowest Entrepreneurial ability, business acumen, knowledge 
level of marketing, service and other sales support 

operations, need to be a manager and sales person 
rolled into one 

The foregoing table presents a bird's eye view of the emerging skill needs 

for sales staff in today's environment. It also underlines the need for a 

'better- educated' and 'better-skilled' sales force - a need that can only be 

met if sales people are being developed in colleges and universities, because 

even 'born- salesmen' will find it hard to fulfil all these demands. 
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In a most recent study reported in the journal 'Industrial Marketing 

Management', of January 1999, the researchers Marshall, Moncrief and 

Lassk have an updated list of 49 new sales activities, not reported amongst 

the 121 identified by Moncrief, based on his work in the early l 980's 

(published in 1986). As the authors report, what is most surprising is the size 

of this number - over 40% of the original list's size - and it is this statistic 

that provides strong evidence of changes in sales jobs. It must also be noted 

that very few, only 6, of the previous 121 sales activities did not show up in 

the current research. This research asserts the need to re-examine the entire 

human resource model (i.e. recruitment, selection, training, evaluation, and 

rewards) for the sales function within organizations. 

Going beyond the issue of changing skill and knowledge requirements, is 

the all too important role of 'attitude' in sales success. Organizations have 

for long strived to use selection and training tools to recruit sales people with 

the 'right attitude' and develop it within their teams. In their 1993 study 

'Sales force Quality - A Framework for Improvement', Ellis and Raymond 

presented P-R-I-D-E (Persistence, Reliability, Integrity, Desire and 

Empathy) as core characteristics essential for sales force quality. Beyond 

this they identified six other dimensions, those of research, learning, change, 

49 



teamwork, leadership and service, as crucial to sales force success. A 

depiction of their model follows. 

Persistence 

Reliability 

Integrity 

Desire 

Empathy 

⇒ 

Teamwork <=:> Leadership 
JJD DJJ 

Research <=> Leaming 

\ I Change I u 
JJ 

I Service 

Feedback 

Implement 

⇒⇒⇒ 

Sales 

Force 

Quality 

Figure: Framework for Sales Force Quality (the arrows show 
interaction between the dimensions) 

Ellis and Raymond presented an understanding of each of these core 

characteristics, as valid determinants of' attitude': 

Persistence - Those who persist, as challenges get more difficult, succeed. 

While this is a characteristic that is difficult to measure, it must be identified 

at the time of selecting sales people, and can be developed through training. 

Some indicators of persistence in sales work include, number of customers 

contacted per day and time spent with each; of course the quality of 
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persistence is reflected in the number of accounts landed as a ratio of time 

and money spent. 

Reliability: Performance consistency and dependability are the best 

descriptors for this characteristic. This is also the most valued characteristic 

as far as customers or a buyer are concerned, and is also a crucial component 

in the pursuit of service quality. Loyal customers are a measure of reliability 

and add to profits; importantly, maintaining them may depend on reliable 

sales people. Setting standards of consistency, and measuring against them 

gives an indication on performance. 

Integrity: Doing things 'right' and having high ethical standards, not just 

for profit, but for pride determine this characteristic. High levels of 

complaints and refunds are amongst indicators of integrity problems. This is 

one value that is developed in a firm based on the integrity of its leaders; and 

integrity provides the underlying characteristic necessary for ethics. 

Desire: This is an expression of motivation. The want to do things right, 

willingness to learn and change, and the need for success are good indicators 

of a salespersons' motivation. Recognition and reward play an important 
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role in creating desire. However, tying desire to monetary gains, as against 

quality, can work against the interests of a firm. 

Empathy: This is an expression of 'understanding' that allows a salesperson 

to listen and discuss the concerns of a customer, and thus be better placed to 

solve those problems. It involves putting the customer first, and addressing 

his/her needs, rather than just being there to take an order. Importantly, to be 

able to empathize, a sales person must believe in his or her product, its 

service quality and the integrity of his firm as a whole. 

There is little to argue against attitude being the underlying dimension of 

sales force quality and P-R-1-D-E representing the characteristics that go a 

long way in describing 'sales attitude'. It is important to understand these, 

skill, knowledge and attitude, issues in context of difficulties faced by 

organizations when recruiting new sales staff. 
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2.8 PRACTICES AND PROBLEMS IN SALES RECRUITMENT 

Hiring the right individual for a sales position remains one of the most 

crucial aspects of a sales manager's job (Johnston, Hair and Boles 1989). 

Knowing that there are few educational institutions from which a manager 

can source qualified and certified staff, perhaps only adds to the complexity 

of this process. The dramatically rising costs of recruiting and training then 

provide a strong impetus for selecting the correct individual to make a career 

in sales (Futrell and Parasuraman 1984 ). 

The biggest stumbling block that recruiters face in finding 'good' sales 

people is of course the image of this profession. The poor image of sales, 

also strongly propagated by media and society, keeps good talent at a few 

arms length from this career. 

' . . . how many parents would include selling among the preferred 
career choices for their children? This view translates into a 
commonly held belief that selling is somehow less of a profession than 
others. Selling is seen to attract mainly those who cannot fit into any 
other career, whose unremittingly grasping and brash nature has 
condemned them to do little more than peddle business goods around 
the markets and whose thick skins have made them ideal candidates to 
handle the trickiest element in the commercial process - asking for 
money. ' (Evans 1996) 
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What aggravates the problem for recruiting is the fact that there is a high rate 

of staff turnover in most sales organizations (Sales Qualifications Board, UK 

1993). Human resource managers frequently encounter sales candidates who 

are quite ignorant of what a sales position really involves. Once hired, these 

new sales people experience "shock" as their expectations are vastly 

different from the reality of the position. This kind of shock is often 

considered to be a contributing factor in the high turnover rates among new 

salespeople (Johnston et al. 1987). 

The question that needs to be asked is 'Are this lack of motivation, for a 

sales career, and poor skill and knowledge preparation important reasons 

for recruitment and retention difficulties in sales? ' If the answer is 'Yes', 

and this is the case, then who is responsible for correcting the situation? 

Would it be the individual, the education system or the corporation hi1;11g 

new sales staff? Perhaps all three - but that would be a dramatic shift from 

the current scenario, wherein it is the responsibility of industry, mostly, to 

bear the cost of sales education and training, in addition to the ongoing 

recruitment and staff turnover expenses. These costs are currently estimated 

to range between $75,000 and $200,000 per sales person, depending on the 
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industry. Surveys have also indicated annual sales force turnover rates as 

high as 27% in the U.S. (Sales and Marketing Management, 1990). 

The economic consequences seem sufficiently significant as to warrant 

research into possible solutions, by both industry and the education system. 

In fact for starters, Piccarelli - 1997, recommends that we plant the seeds 

today for tomorrow's sales people. He uses personal experience to suggest 

that educational institutions offer courses that will at least familiarize 

youngsters with the sales world, and give them fair opportunity to make a 

decision either in favour of or against this field. As if to push this point 

further, results of a survey published by Sales & Marketing Management, 

1998, reveal that 56% of responding organizations confim1ed 'Employee 

Retention' as the top reason for sales training. 

2.8.1 Current Profiles 

Organizations today use a variety of sources to induct new blood into sales 

positions. Profiles are need based and vary from inexperienced high school 

graduates to experienced university degree holders, in a relevant field of 

study. However, it is interesting to see more and more organizations making 

college and even university graduation as a prerequisite for sales jobs. This 
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1s particularly the case in technical product areas, and is seen to be 

associated with the levels of skill required to deal with increasingly 

sophisticated and powerful customers (Kodz, Atkinson and Perryman 1997). 

Perhaps university studies are also seen as being indicative of a higher level 

of intelligence. At the same time, it is interesting to read media reports based 

on government data releases. In April 1998, The Australian reported 'More 

degree-holders take up mundane jobs (in sales)' based on a study by 

DETY A (The Department of Employment, Education and Youth Affairs) 

titled - Graduate Labour Trends in the 1990's. This study reported that in 

1997, 27% of all Arts graduates had taken a job in sales, and this was a 

significant up from the 19% who had done so in 1993. Importantly it is 

being highlighted that this move of graduates into sales positions, and their 

apparent attractiveness to employers, suggests that these jobs may be 

changing in ways that use the skills graduates can offer (Andrews and Wu 

1998). 

In their study, Kodz, Atkinson and Perryman (1997) found conflicting 

evidence. While on the one hand there were companies focussing only on 

university graduates for entry-level sales positions, on the other, there were 

also technologically driven organizations promoting their counter staff or 
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telesales people into field sales positions. Whatever be the case, sourcing 

for sales positions is taking on new dimensions and is growing beyond the 

traditionally popular practices. Amongst many such recruitment practices, 

one of the more popular ones is of finding experienced sales staff. This is 

perhaps seen as a viable alternative to sourcing educated and trained sales 

people. These experienced sales people it is believed have lived through 

their 'shock period', understand the 'game' and, it may not be stretching it 

too far to say, have learnt the business at the cost of a competitor or any 

other player in the industry (Thomas 1995). It has also been reported that 

some companies recruit from their own customers as a way of expanding 

their insights into customers' needs (Mac Hulbert and Pitt 1996). This is 

particularly popular in large value industrial contract sales; as these 

opportunities take years to develop, require 'inside knowledge' and well

spread contacts in the client organization. 

Overall, recruitment strategies are a direct outcome of the industry sector in 

which an organization is operating and the skill demands of the targeted 

sales position. Therefore, approaches vary from sector to sector and of 

course take into account the needs of the position itself, for example whether 

telesales or a field sales position. 
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2.9 CURRENT TRAINING AND DEVELOPMENT 

The amount of training going on in sales is usually considered among the 

highest in any occupational analysis (Filipczak 1992; Sales Qualifications 

Board UK 1993). This is important as selling is pivotal to success - if you 

cannot sell what you produce, no matter how good the quality, you are not in 

business. The results of the Dartnell Corporation 25 th Survey of Sales Force 

Compensation (USA), are an eye opener. It is reported that the average 

length of sales training for staff is 3.8 months and the cost of sales operating 

expenses, as a percentage of total sales, averages 11.9% across industry 

groups (Sales & Marketing Management, 1990). The field costs for a sales 

trainee in industrial product, consumer product, and service organizations 

have been estimated to be $40,407, $37,513 and $33,330 respectively (Sales 

and Marketing Management, 1993). These figures, if anything, are a stark 

reminder of the importance of sales as a business activity, and perhaps 

indicative of the cost savings possible if the education system were to 

provide trained sales professionals. 

Industry, on its part, has recognized the problems caused by the widespread 

unprofessional reputation of sales people and sales careers. In order to 
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correct this, and increase the probability of a sales person possessing basic 

knowledge levels, credibility and professionalism, industry has introduced 

its own certification strategies (Honeycutt, Attia and D' Auria 1996). In the 

US today, and also across the globe, you can find industry specific training 

institutions and sales associations, viz SMEI - Sales and Marketing 

Executives International, and NASP - National Association of Sales 

Professionals (USA). Australia has its own version of a sales association -

The Australian Institute of Sales (headquartered in Melbourne) - which is 

trying to find its place under the sun, amongst a host of other competing 

professional bodies including the Australian Institute of Management and 

Australian Institute for Marketing. 

'The result has been confusion, a lack of knowledge and consensus 
about the need for certification, and some companies such as IBM and 
Kodak designing their own certification programs' (Cohen, 1995). 

Certification of course has its merits. From a buyer's perspective, 

certification reduces fears about dealing with "pushy" representatives and 

increases credibility, and respect (Honeycutt, Attia and D' Auria 1996). 

Consumers see the likelihood of sales people displaying greater sensitivity to 

customer needs, and sales people can see certification as a source of 

professional pride (Cohen 1995). The success of professional bodies m 

enforcing a code of ethics, promoting public confidence and assisting 

59 



members in meeting certification and re-certification standards, 1s 

exemplified by bodies like the CPA - Certified Public Accountants. 

However, in sales, even though bodies like the SMEI and its programs have 

been in existence since 1985, followed by the NASP program in 1991, the 

current number of certified sales people is small (Honeycutt, Attia and 

D' Auria 1996). These researchers, Honeycutt, Attia and D' Auria (1996), and 

Cohen (1995), speculate that certification programs are yet to gain 

popularity because corporations believe their products and selling 

environment are unique. Yet buyers have confirmed their inclination, in 

suggesting they would be more comfortable purchasing from certified sales 

representatives. Perhaps these professional bodies, and their programs, need 

to be allowed more time to prove their success; until then companies will 

continue to deploy sales training as the preferred strategy. 

2.9.1 Trends in Sales Training 

Sales training 1s frequently seen as a means to increase sales force 

productivity, enrich motivation and decrease selling costs (Churchill, Ford 

and Walker 1997). There is proof in examples like the case of Bell South, 

where sales effectiveness was measured to be up by 50% after an interactive 
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video sales training program (Martin and Collins 1991 ). Organizations also 

realize very well that no training or inadequate training can cost higher in 

terms of opportunity costs of lost business, poor customer relations and 

employee inefficiency (Stanton and Buskirk 1987). Yet when you talk to 

new sales people who have recently gone through training, they believe that 

training was not enough and their initial period on work was full of surprises 

(Bragg 1989). 

A 1989 survey of 1554 compames m the US, by Sales and Marketing 

Management revealed the following data: 

• Average amount spent on training for experienced sales people was 

$3737 per person per year. Larger companies spent more. 

• Average time spent on training was 81/2 working days or 1. 7 weeks. 

This creeps up to 2 weeks for companies with 500 or more sales 

people. 

• Organizations that spend less time on ongoing training spend more on 

the "upfront" period or initial phase of the career. A good part of this 

training is devoted to product knowledge. 
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• Only 5% of the survey respondents make frequent use of outside 

trainers or consultants, the majority use resources within their 

company. 

• Most respondents attach strong value to training, with 66% saymg 

they would like to spend more money on training than they are. 

'We see training as insurance on our biggest asset - human 
resources. Find me a company that has stopped training its sales 
people and I will target that market and that company, and have their 
business by year's end' David Barousse of Bergen-Brunswig. 

Organizations apply many approaches to training their sales teams. These 

vary from the "swim or sink" style, to work shadowing with an experienced 

representative, to undergoing a formal training program either in-house or 

through an external consultant. Of course then the experiences are varied 

too, today more organizations have to battle with sinkers than swimmers as 

sales force turnover figures grow by leaps and bounds - US example shows 

a rate of 7.6% in 1983 rising to 27% in 1988 (according to Leaming 

International, quoted by Bragg 1989). It is rather interesting to note a large 

variation in the formal sales training itself. Of course this defies the logic of 

the formal education system, wherein "standardization" is the norm, but 

companies now strongly defend their approaches. So we see sales training 
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programs that have style but lack substance, and at the same time see 

organizations like Xerox Corporation, where training starts with a 

sophisticated needs analysis, which includes interviewing customers about 

their needs (Keenan Jr. 1990). 

In 1996, Alan J. Dubinsky published his study on the effectiveness of sales 

training, using results from a survey of 42 companies. Dubinsky's research 

focussed on eight assumptions (identified by reviewing germane literature) 

with respect to sales training. Some of his findings make an important 

statement on current perceptions regarding sales training. These include: 

1. There is little empirical support for the industry view that internal 

sales trainers are better placed to conduct sales training. It is the 

quality of training that finally prevails. 

2. Findings suggest that sales managers and sales people are of the 

opinion that more time be devoted to selling skills and not product 

knowledge, as currently believed. This is compatible with an earlier 

study by Honeycutt, Howe and Ingram, 1993. 

3. The practice of recruiting individuals with sales expenence 1s not 

justified vis-a-vis sales training effectiveness. In fact Dubinsky 

63 



suggests that people with experience can pose a problem, as they may 

find it hard to "unlearn' old habits and adopt new ones. 

4. Unexpectedly, the study reports that sales managers should spend 

lesser time "handholding" trainees, as being independent may help 

new inductees develop more quickly. 

'The amount a company spends on sales training depends on the type of 
industry it's in, the size and nature of the sales force, the amount of travel 
or the type of facilities required, the amount of turnover in the sales 
force, and the company's strategic goals and how these are translated 
into sales training goals' - Keenan Jr. (1990) 

While sales training has always been an important focus for the human 

resource development budget in most organizations, it 1s also being 

integrated in the formal curriculum of business schools at universities. 

Perhaps the first to take a lead in this area was the Hankamer School of 

Business at Baylor University in Waco, Texas, by officially launching the 

Centre for Professional Selling, in July 1986. This centre was conceived as 

a vehicle to strengthen the relationship between business and academic 

institutions, through leadership and innovation in professional selling and 

sales management (Caballero 1989). It is thriving with strong support from 

companies like Procter and Gamble, Electronic Data Systems (EDS) and 

Dillard's. 
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At the same time opm1on 1s growmg m favour of professional sales 

qualifications. It is now realized that few sales people study for professional 

qualifications, which is far from ideal given that organizations have primary 

dependence on their sales forces (Cooper 1996). In the UK, employers are 

keenly supporting the introduction of a National Vocational Qualification in 

sales and its related fields like telesales and customer service. This is seen as 

a means to address skill gaps and a step that may go a long way in reducing 

staff turnover (Kodz, Atkinson and Perryman 1997). 
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Chapter 3: 

Research 

3.1 RESEARCH DESIGN 

There have been myriad empirical studies that have built a perspective on 

sales education and training, sales certification and the evolution of this 

profession. The most relevant and recent research reports amongst these 

include Honeycutt Jr., et al 1999; Kodz, Atkinson and Perryman 1997; 

Dubinsky 1996; Honeycutt Jr., Attia and D' Auria 1996; Wotruba 1996; 
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Swenson et al 1993; Wotruba 1991; Johnson 1990; Weeks and Muehling 

1987; Bellenger, Bernhardt and Wayman Jr. 1974. In designing my research 

it was important to consider these studies, as they could offer important 

findings / issues for consideration, and help draw conclusions based on 

similarities or dissimilarities. As such previous research findings influenced 

the expectations for this study. However, almost all of these studies targeted 

North America or UK and Europe, and therefore did not offer any insight or 

perspective on how Australians perceived 'selling' as a profession. It was 

therefore important for my research to 'make a beginning' - no matter how 

small - by offering some meaningful understanding of this problem in the 

Australian context. It is this intent that makes my research important and the 

findings meaningful. 

In setting out the scope for the research study it was perhaps imperative to 

target three particular areas, each with an objective. 

1. Students - To understand the current perceptions, of young 

Australians, with regard to a career in sales. 

2. Industry - To understand its practices with regard to the recruitment, 

training and development of sales staff, and identify if there is a need 

felt for formal education in this field. 
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3. Employment and Training Statistics - To identify the number of 

people employed in sales, under different occupational classifications, 

and establish the potential for any educational solution. 

This research focus, it was believed, could answer the question on the need 

for higher education in sales. The selection of these subjects is justified, as 

follows. 

Students: They are the primary consumer of all education services. In taking 

a decision, it is important for administrators to consider student opinion, 

their interests and aspirations, and the influences on their career decisions. 

All new education products and services must account for the demands of 

this consumer. To industry, student perceptions about the 'sales job' can be 

the key to attracting better talent. It can also offer insight that requires 

industry to 'rethink' the sales position, and bring about systemic changes in 

the sales function. 

Industry: Being a consumer of the majority of education products, makes 

industry a crucial stakeholder. Today industry is increasing its stake by 

participating in the education process, through, for example, 'internships' or 

workplace learning and financial support for students as well as institutions. 
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Industry, in the first instance, can give feedback on the 'skill gaps' it is 

currently experiencing. With technology setting new directions for business 

and the dynamics of global markets driving business practices, irrevocable 

changes are happening in the workplace. In fact educational research is, 

more often than not, the cause agent for these changes, and is the driving 

force behind the introduction of new technologies or new business methods. 

It is, however, the application of these new 'inventions' that throws up the 

need for new skills, new jobs and even new professions. Seeking industry 

opinion therefore completes the feedback loop. 

Employment and Training Statistics: This secondary data can provide the 

all too important background for painting this picture. The numbers can bare 

any situation and can be a crucial indicator of the scope and gravity of a 

problem. At the very least this data can put such a study in its proper 

context, by establishing the very need to explore and answer the questions 

this research has set out to. Beyond this, the data can make a mute point on 

the uneven distribution of costs in the development of sales careers, and 

perhaps provide an opportunity analysis of interest to educational 

institutions. 
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3.2 RESEARCH SAMPLING 

Students: In targeting this population it was decided to focus on students 

reading in college viz Grade 11 and 12, within Canberra. The reason for 

selecting only the Grade 11 and 12 population was to ascertain the 

perceptions of those students who are at a crucial juncture in their career 

planning. This is in contrast to previous researches in the US that have 

essentially targeted students pursuing undergraduate studies in business 

subjects (example- Honeycutt et al 1999; Swenson et al 1993) The choice of 

a Grade 11 and 12 research sample was also influenced by my personal 

experience, in developing and marketing sales education. I had learnt from 

my interactions with career counsellors and teachers that perceptions need to 

be influenced and corrected at a stage when students are still debating career 

options. Students who are reading in a university or community college 

course have more often than not already firmed up their career choices. 

Beyond this the sampling was totally 'simple random', and no particular 

courses, colleges or gender were targeted. This was done, as the research 

question was not gender, course, community or status specific. 
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A sample size of 500 was proposed for the student survey, as this would be a 

significant percentage of the college population, approximately 6500 in 

Canberra, and therefore make the research findings reliable. Given the 

simplicity and ease of administering the research, based on pilot study 

experience, this was also considered feasible. 

Industry: These subjects were selected using the industry database available 

from the ACT Chamber of Commerce. The participants were chosen through 

the method of 'area sampling', to give representation to most industry types 

and different forms of selling for example - Media and Advertising, Retail 

and Superstores, Automobile Sales, Courier Services, Information 

Technology, Industrial Products and Business Services, Insurance and 

Finance etc. The only other qualifying criterion was that these businesses 

have sales offices within Canberra. Within industry the choice was to get 

answers from either the Human Resource Managers, who are involved with 

the recruitment and training function or Sales Managers, who have day-to

day experiences in managing, retaining and developing sales teams. This 

dilemma was resolved through a pilot study. 
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A sample size of 50 was initially proposed for the industry survey. Based on 

the pilot experience and given that interviews were now the proposed 

format, it was later rationalized to between 15-20 industry inquiries. The 

time and funds required were also an important consideration. 

3.3 RESEARCH METHOD 

Students: Given the nature of this population and sample size, it was decided 

to use a self-administered questionnaire instrument in a survey format. This 

was influenced by the experience of my supervisor, in social research, and 

my readings in social science research, example Cozby, Worden and Kee 

1989. 

Industry: Here the options were to use either a survey instrument or go with 

an interview format. A pilot study was undertaken, as were discussions with 

industry researchers. Using the experience of previous researches, and the 

knowledge of my supervisor in this field, it was decided to use the 'semi

structured interview' fom1at. The reasons considered included 

a. The expectation of this research to offer a qualified insight 

into industry practice 
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b. Industry track record of poor adherence to surveys, given 

work pressures 

c. The results and expenence with a pilot study usmg the 

survey questionnaire 

3.3.1 Pilot Studies 

As is the case when working with human subjects, it was necessary to test 

the survey format with a small sample of the population, to iron out any 

inconsistencies in the method or in the instrument (Cozby, Worden and Kee 

1989). 

The student pilot was carried out using a proposed questionnaire at the 

'Canberra Careers Fair', in August 1997. This pilot was conducted m 

cooperation with the Canberra Institute of Technology (CIT) - Faculty of 

Management and Business. A total of 112 students participated in the 

exercise. They were randomly selected, after confirming profile match, from 

those visiting the CIT information counter. The students were asked to 

respond to a questionnaire, on paper, after I gave them a background and 

explained the nature of study. I then monitored for time taken to respond, 
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offered clarifications and took feedback on the questions. Given the 

successful pilot, the questionnaire was forwarded to the ACT Board of 

Education, requesting their approval to carry out this survey in local colleges 

(See appendices for a copy of the approval letter). 

The industry pilot was carried out at the Australian Human Resources 

Institute Annual Conference in May 1997. At that time I sought the 

cooperation of Human Resource Managers, in between seminars, to get their 

responses to a battery of statements on paper. Subsequently a mail survey 

pilot was attempted using the database of the ACT Chamber of Commerce 

and Industry. Discussions with pilot study respondents and the responses 

themselves showed that 

a. Human Resource Managers were not the right subject for 

this survey and that Sales Managers are better placed to 

respond to these questions. This also matched with earlier 

studies, because they had focussed on Sales Managers 

(Kodz, Atkinson and Perryman 1997; Johnson 1990; 

Johnston, Hair Jr., and Boles 1989). 

b. The survey had to be in a face-to-face interview format, as 

this would help in gaining a better understanding of industry 
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needs. This was validated by market research agencies; they 

confirmed from experience that mail in surveys have poor 

response rates from industry. 

3.3.2 Data Collection 

Students: On receiving the approval of ACT Education, college principals 

were approached to seek the cooperation of their teachers, in carrying out the 

survey. The colleges responded with enthusiasm, and three were randorr1ly 

selected given their eagerness to participate, as also the fact that together 

their population well exceeded the proposed sample size. Each college was 

requested to appoint a coordinator, and select a time and day for the survey. 

These coordinators were given a presentation on the nature of the study, and 

copies of the questionnaire. 

Using pilot experience each questionnaire now had a cover page, detailing 

the nature of the study and giving instructions, for the benefit of each 

respondent. The surveys were administered during assembly, in one college, 

and in the 'English' class of the other two colleges. This it was believed 

would work against an uneven mix, and the bias that could creep in because 
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of the nature of courses that students were undertaking in college. In all a 

total of 858 Grade 11 and 12 students willingly participated in this survey. 

The questions received were scanned and 732 responses were identified as 

valid. 

Industry: In targeting industry, the 'Sales Heads' of these organizations were 

approached to set up interviews. The background of the study was explained 

over the phone, and a confirmation fax sent to those agreeing to participate. 

The fax contained a backgrounder, and the research questions that sought 

answers in terms of industry data - for example 'How much does your 

organization invest in the initial training of a sales person?' This helped the 

respondents I participants prepare for the interview and saved a lot of time. 

The industry meetings were planned as semi-structured interviews. The 

participating sales managers responded to a self-administered questionnaire, 

typically followed by a discussion, initiated using open-ended questions. 

Most of these interviews were completed over two meetings, given time 

constraints of the participants. In all a total of 15 organizations cooperated in 

this research process. The interview findings were recorded on paper and a 

summary sent to each organization for a sign-off (sample attached in 

appendices). 

76 



3.3.3 Data Analysis 

Given the size of the student survey, and the support of Canberra Institute of 

Technology, as well as ACT Education, the data entry task for this survey 

was subcontracted to an agency. The data was analysed using simple 

spreadsheet capabilities offered by the program Microsoft Excel. Even 

though a lot of detailed analysis was possible, I stayed with the simplest 

level of statistical use to draw my conclusions. This was strongly supported 

by my supervisor, as the picture drawn by this statistic itself answered all the 

expectations of the study. 

In the case of the industry survey, the data was both quantitative and 

qualitative. The quantitative data was manually computed and conclusions 

drawn. The qualitative findings were analysed and discussed in my final 

thesis study presentation. Canberra Institute of Technology, which had 

access to my research findings, presented these to their own industry focus 

group, and these were formally validated in that forum as well. 
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Chapter 4: 

Results and Analysis 

4.1 SECONDARY DATA 

The focus was on analysing data that was relevant in the Australian context, 

and would help in understanding the specific needs of this continent. As 

such an analysis of the census data as also labour and training statistics 

remained my primary focus, and this offered sufficient evidence. 
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An Analysis of Australian Census Report 1996 - Occupational Statistics on 

employment is presented below: 

Occupational Head Males Females Total 

Sales Representative 72,327 30,328 1,02,655 

Technical Sales Representative 20,905 6,655 27,560 

Sales Assistant 1,07,519 2,77,309 3,84,828 

Motor Vehicle Salesperson 18,377 2,009 20,386 

Real Estate Sales 25,194 14,585 39,779 

Sales and Marketing Managers 45,767 17,392 63,159 

Managing Supervisor Sales and Service 26,136 16,589 42,725 

Shop Managers 90,273 70,421 1,60,694 

Elementary Sales Workers 5,646 3,974 9,620 

Sales and Service Trainees 811 566 1,377 

Telemarketers 1,965 5,972 7,937 

Ticket Salesperson 4,397 6,641 11,038 

Sales Demonstrators 422 3,798 4,220 

Customer Service Managers 14,494 7,731 22,225 

Clerical Sales and Service Workers 1,964 5,561 7.525 
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Intermediate Service Workers 9,151 5,394 14,545 

Intermediate Sales and Related Workers 860 539 1,399 

Elementary Service Workers 11,946 8,844 20,790 

Insurance Sales Agents 6,379 4,260 10,639 

Retail and Checkout Supervisors 8,808 8,063 16,871 

TOTAL EMPLOYED 4,73,341 4,96,631 9,69,972 

A further analysis of this occupation specific data also reveals that less than 

40,000 of those employed in these occupational groups, have a post

secondary qualification relevant to their job. 

Data Facts from Australian Bureau of Statistics - Report on Labour 

Statistics (No. 6101.0 1997, page 73 -75): 

• Of the 1,307,200 employed persons with a bachelor degree or higher 

qualifications only 7.2% were employed in the salesperson category. 

• Intermediate clerical, sales and service workers are over 27% of the 

total employed persons and Elementary clerical, sales and service 

workers approximately 16%. 
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Now consider this data from the Australian Training Statistics for 1996-97: 

• At 20,557 Sales Traineeships are the single largest group commencing 

training in industry during 1996-97. They form 22.6% of the total 

91,018 trainees. 

• Over the previous two years sales traineeships have recorded 

significant growth. First jumping up from 4,859 in 94/95 to 14,213 in 

95/96 - a whopping growth of 292 %; and then to 20,557 in 96/97- a 

growth of 44%. 

• Significantly, the share of sales traineeships grew from 8% in 94/95 to 

18% in 95/96 and 22.6% in 96/97. 

• The age break up reveals that at 5,952 only 29% of the total trainees 

were 18 yrs or less. Most of the trainees - 9,800 or 48% were 21 yrs or 

more and 4,805or 23% were in the 19-20 year age group. 
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• Interestingly, it is the sales traineeship group that reflects the highest 

withdrawal rates. These stand at 1,933 of the total of total 9,163 

withdrawals or 21 %; and the highest in cancellations at 4,520 of the 

total 23, 624 or 19%. 

• As is understandable, majority of the sales traineeships are in the 

private sector, with more than 80% of those completing their training 

falling in this category. 

• Majority of the sales traineeships last less than six months. Figures 

show 55% of traineeships being less than six months, 12% in the 6 -12 

month bracket, and only l 0% in the 12 - 36 month category. 

• It is women who seem to dominate the share of traineeships in sales, 

occupying 58% of the positions commenced - 11,925 of the total 

20,557 traineeships awarded in sales. 
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What do these figures indicate? 

• A strong and growmg industry demand for new sales staff, and 

therefore a good potential for any higher education initiative that will 

help prepare young students for a career in sales. 

• With a large segment of trainees, more than 70%, falling in the '19 

years and over' category, it can be assumed that most trainees have 

completed high school and can use tertiary education for launching 

and developing their careers. 

• With significant withdrawal rates, in the sales traineeship category, 

the need for career preparation education is only reinforced 

• Any curriculum development will need to focus on the needs of the 

private sector, since they are the largest consumer of sales staff 

• The female segment will have to be specifically targeted in context of 

their aspirations for a career in sales and customer service, given that 

83 



they now have a growing share of sales jobs. This ties in with the 

findings ofMuehling and Weeks (1988) - Refer review of literature. 

Historic data on employment, by occupation, drawn from the 
NCVER (National Council on Vocational Education and Research) 
publication - 'The Outlook for Training in Australia's Industries' 
(1998). 

Table 1: Changes in employment by major occupational group 
(in growth order), Australia, 1987 -1996 

Occupational Group 1987* 1996* % Change 

Salespersons and personal service workers 989.1 1409.9 42.5 

Professionals 868.7 1171.2 34.8 

Managers and administrators 783.8 889.4 13.5 

Para-professionals 427.0 476.7 11.6 

Clerks 1224.5 1360.4 11.1 

Labours and Related Workers 1112.3 1221.4 9.8 

Tradespersons 1128.6 1200.8 6.4 

Plant and machine operators and drivers 566.2 571.0 0.8 

Total 7100.2 8300.8 16.9 

* All Employment Figures in '000. 
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Table 2: Employment by major occupational group (in order of size) 
and Annual Hours of Curriculum, Australia, 1996. 

Occupational Group Employed Employed AHC* AHC 
No.'000 % No. % 

Salesperson and 1410 17 238 9 
personal service 
workers 
Clerks 1360 16 413 16 
Labourers and related 1221 15 140 6 
workers 
Tradespersons 1201 14 612 24 

Professionals 1171 14 385 15 
Managers and 889 11 274 11 
Administrators 
Plant and machine 571 7 61 2 
operators and drivers 
Para-professionals 477 6 404 16 
Total 8301 100 2527 100 

AHC* - Annual Hours Curriculum 

Note: Employment figures are full and part-time combined 

Comment: 

'Salespersons and personal service workers is both the largest 
employment group, and the fastest growing group, but its share of 
teaching effort is only half its share of total employment. Over half of this 
group is in sales, which is typified by part-time and casual employment, 
low-skilled and teenage workers - a so-called "vestibule" industry which 
is used as an entry point to employment but not a career'. 

- Canberra Institute of Technology, Tabled Paper 99/2. 
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4.2 RESULTS OF THE STUDENT SURVEY 

A total of 732 valid responses were tabulated. The gender and grade 

distribution was Male - 301 or 43.2%; Female - 395 or 56.8%; 

Grade 11 - 380 or 55.2%; Grade 12 - 309 or 44.8%. The following graphs 

and tables highlight the nature of the findings, against each survey question. 

The significance of these is also discussed alongside 

Question 1. Which of the fo11owing are your three most preferred career 
options. Rate as 1-2 -3, with I being your most preferred choice. 

0 Medicine 
0 Accounting 
0 Marketing 
0 Journalism 

0 Engineering O Information Technology 
0 Law O Fashion 
0 Hospitality O Sales 
0 Other (Please specify) _ _ _ _ _ __ _ 

The Top Five Career Destinations - First Choice 
(vs Sales as a career) 

D Males liJ Females ■ Total 

Hospitality Medicine Arts/Music Information Engineering Sales 
Technology 

86 



c ., 
u .... ., 

0... 

The Second Most Preferred Career Destination 

□ Males E3 Females ■ Total 

25 ·~--- --- - ----- ----- - - --- - - - --- - - - --~ 

20 - --

Hospitality 

18 

16 

14 

12 

JO 

8 

6 

4 . -

2 

0 

Journalism 

Journalism Information 
Technology 

Law Marketing 

Third Choice Career Destinations 

□ Males IE! Females ■ Total 

,·· 

i 

Marketing Sales Fashion Hospitality 

Sales 

Law 

87 



Analysis of findings: 

• Less than 3% of the respondents, made sales their first career choice, 

reaffirming findings of other global studies, and suggesting that lack 

of student interest keeps good talent away from this career. 

Importantly, while few have expressed an interest in a sales career, 

18-20% will find a job in this field. As such future sales positions will 

continue to be occupied by those who lack motivation for this career 

and have not had any post-secondary preparation for the job. 

• Interestingly, 'sales' grew in popularity as an alternative career and 

was amongst the top five options for the third career choice. This is 

significant as it reflects that more and more people are choosing this 

occupation as a stepping-stone to other careers, or as a fall back 

option in case they fail in their plans. This is perhaps an important 

indicator of the staff turnover and related job-performance problems 

in sales. 
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Question 2. What are the three main characteristics you desire most from 
your career of choice? Rate as 1-2-3, with 1 being your most preferred 
characteristic 

i:: 

0 Challenge & Excitement 
0 Job Security 
0 Independence I Own boss 
0 Contribute to society 

0 Good pay & Financial rewards 
0 Rapid growth / Promotions 
0 Status and Image 
0 Accomplishment & Intellectual 

Reward 
0 Other (Please specify) ________ ______ _ 

The Choice Set of Job Characteristics 

□ Males ii Females ■ Total 
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Analysis of findings: 

• The new generation 1s looking for 'Challenge and Excitement', 

'Financial Rewards' and 'Accomplishment' as key characteristics in 

the careers they choose, showing a move away from 'Job Security', 

which was traditionally spoken of as an important need of their 

parents' generation. 

• These desired job characteristics are perhaps very well met by a career 

in sales. However, strong negative perceptions of this career cloud the 

positives. This can only be corrected if students are offered 

opportunities to learn more about this career, and see its potential 

beyond the job they held in high school. 

• Industry can consider using these attributes to influence and attract 

better talent to sales positions. 
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Question 3. What is the next step in your career plan (please tick one)? 

0 University O TAFE/CIT O Work (what sort) _ _ _ 
0 Other (Please specify) _ ____ _ 

The Next Step (What after college?) 

□ Males 13Females ■Total 
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Analysis of findings: 

TAFE/CJT Work Apprenticeships/ 

traineesh i p 

Defence 

• More and more students are blindly making university the next step in 

their career preparation. This requires educational intervention, as a 

lot of student and industry needs can be well met by the community 

college sector - example sales courses. 
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• If students are inclined to university studies, and the industry is 

choosing graduates for all sorts of jobs, it may be worthwhile offering 

advanced level sales courses, as a part of the undergraduate I graduate 

curriculum in universities. 

Question 4. Who has been the one most influential individual in your career 
planning (please tick one)? 

0 Father O Mother O Teacher O Friend 
0 Self O Brother/Sister 
0 Other (Please specify) _ ______ _ 

External Influences on Career Decision Making 

□ Males CJ rem ales ■ Total 
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Analysis of findings: 

• Students seem to be strongly saying ( over 50%) that they are quite 

independent in their career decisions. This can be an important 

consideration for developing any communication strategy to correct 

student perceptions about the sales job. However, the subtle parental 

influence through the growing up years cannot be discounted. 

Question 5. Have you undertaken any paid full/part-time work in the last 
two years? 

0 Yes ONo 

What sort? Please describe 

Type of Paid Work Undertaken 
(top 5 choice.\) 

□ Males 0 Females ■ Total 
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assistant 

Fast Food Outlet Waiting/catering Milk run Babysitting/child 
care 
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Analysis of findings: 

• A majority of the respondents worked in entry-level sales positions 

during their high school and college years. Obviously, this experience 

has not had a positive impact on their perceptions about a career in 

sales. This is an important area for further research, and to understand 

the what factors influence student perceptions about this career. At 

this stage one can only speculate that industry needs to improve the 

experience it offers to those temporarily employed in such positions, 

as to build a desire for this career. 

• Interestingly, a large number of students worked in the restaurant and 

hospitality industry, which ties in with the demand for a career in 

hospitality, and speaks positively of the experience that this industry 

offered to its temporary staff. 
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Question 6. What is the occupation of your parent(s) or guardian(s)? 
Father - Guardian - Mother -

□ Males 

Father's Occupation 
(top 5 occupations & Sales) 

CJ Females ■ Total 

30 r---------- ------- ----- --- ------- ---, 

25 

20 - --

E 
V 
t! I 5 

~ 

E 
V 
u v 

0.. 

10 · 

5 

0 -I-'--_,_._ 

Profess ionals 

35 

30 

25 -

20 

15 

10 

5 -

0 

Other 

Other Para- Tradepersons Managers & 
Pro fessiona ls small bus iness 

owners 

Mother's Occupation 
(top 5 occupations & Sales) 

□ Males !±I Females ■ Total 

Para- Managers & Profess ionals Clerks & Post 
Person Professionals small business 

owners 

Sales 

Sales 

95 



These responses were computed using the Australian Standard Classification 
of Occupations (ASCO Codes). 

Analysis of findings: 

• Only about 5% of the parents, amongst the population surveyed, were 

working in sales positions. This may indicate a limitation of the study, 

in that it targeted students within Canberra only, which is primarily a 

public service town. As such the results may be skewed, and this 

could have been an important factor in Canberra students not 

considering a career in sales. 
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Question 7. What three words or phrases would you use to describe sales 

people, given your impressions 

Findings: 540 valid questionnaires, with a total of 1205 words used to 

describe sales people. In classifying these responses in the positive and 

negative category, the count of remarks was as follows-

Positive remarks - 655 or 54.4% 

Negative remarks - 550 or 45.6% 

Table: Sales people descriptors 

Category 

Young/ Annoying/ Assertive 
Friendly/Outgoing/Polite 
Helpful/Hardworking/Enthusiastic 
Rude/Stressed/Not helpful/Fake/Mean 
Manipulative/Pushy 
Liars/Idiotic 
Quick thinking/Informative 
Positive/Happy/Good communicators 
Confident/Dynamic/Smart 
Single minded/ Self indulgent 
Responsible/Professional 
Arrogant/Snobby 
Well groomed/Well presented 

Count ¾of 
Responses 

272 22.6% 
168 13.9% 
168 13.9% 
96 8.0% 
70 5.8% 
49 4.1% 
50 4.1% 
67 5.6% 
49 4.1% 
41 3.4% 
27 2.2% 
21 1.7% 
21 1.7% 
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Analysis of findings: 

• The findings match the outcome of other studies, and reaffirm that 

students largely carry a negative perception about 'salespeople'. It 

may be worth inferring that it is the unprofessional conduct of sales 

people, which has brought disrepute to this profession, and this can be 

corrected only through education. 

• The words used to describe sales people indicate that the consumer is 

strongly rejecting traditional 'hard-sell' methods. This also ties in with 

other literature that indicates customers have become more discerning 

and demanding. 

• In speculating on the usage of the word 'young', there is learning for 

the industry about employing young, 'in-transition' sales people to 

reduce costs. This short term cost saving strategy can drive customers 

away and work against itself in the long term. 
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Question 8. Do you think an individual needs to undertake formal education 
for a career in sales? 

OYes ONo 

Why or Why not? 

View on the Need for Formal Education in Sales 

□ Males 0 Females ■ Total 

44.7 

Yes 

~-----------,-------~·'·1 

No 

52.2 

0 10 20 JO 40 50 60 70 

In the second part of this question there were 542 valid responses, of these 

248 indicated a support for education in sales. The following table 

summarises the responses by category. 

99 



Table: Reasons for and against the felt need for education in sales 

Category Yes /No Count % of Responses 

Correct procedure and skills (Yes) 168 31.0% 

Education always helps (Yes) 80 14.8% 

On the job training (No) 79 14.7% 

Waste of time/Not necessary (No) 63 11.6% 

Good communication skills enough (No) 39 7.2% 

Not a highly skilled job (No) 23 4.2% 

People skills only from experience 35 6.5% 

Commonsense job 20 3.7% 

Not a difficult job 1 1 2.0% 

Analysis of findings: 

• These results are significant, as they highlight a belief that education 

has little value to add in this field. It is perhaps based on the premise 

that 'good sales people are born and not made' or the fact that people 

do find sales positions with relative ease. It is also widely believed 
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that sales positions demand few prerequisites on knowledge and 

qualifications. The industry practice of hiring people who can 

communicate well, and present themselves we11, has perhaps 

reinforced this belief. However, industry cannot be blamed, as they do 

not have a source for recruiting certified sales staff. 

Question 9. In your opinion, courses for selling should be offered by 

0 Universities OTAFE OUni & TAFE 

Who should offer sales courses? 

-
\ 
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Analysis of findings: 

Clearly 'selling' is seen as a skill intensive occupation, and perhaps one that 

requires less rigorous career preparation. As such there seems to be little 

support for sales courses through universities only. This is well supported by 

the findings of the industry survey undertaken as a part of this research. 

Question 10. Would you choose a career in sales? 

OYes 

Why or Why not? 

I 

ONo 

Survey Response 

I 
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This question had a total of 677 valid responses. A majority of students -

435 or 64% said 'No' to a career in sales, 214 or 32% said they would 

consider such work and 4% remained undecided. 

Table: Reasons for and against choosing a career in sales 

Category (For / Against) Count % of Responses 

No interest/don't like it (Against) 217 35.8% 

Higher/Different aspirations (Against) 90 14.9% 

Interesting/Easy/Variety/Challenge (For) 58 9.6% 

Repeti ti ve/U nchall enging/Boring (Against) 45 7.4% 

Something to do (For) 35 5.8% 

Career prospects/Earning Potential (For) 33 5.4% 

Unsure/Maybe 30 5.0% 

Like working with people/selling things (For) 27 4.5% 

Dead end career (Against) 19 3.1% 

To gain experience (For) 13 2.1% 

As a part time job (For) 14 2.3% 

Only in certain sector (For) 6 1.0% 
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Analysis of findings: 

• The lack of student interest in choosing sales as a career is a concern 

that needs to be addressed both by the education system and industry. 

It is obvious that any educational initiative to introduce sales courses 

will face an uphill task in trying to recruit students. Perhaps an 

industry supported professional body could use mass communication 

to re-shape opinion and kindle student interest. 

• Only 33 or 5.4% of the respondents expressed an understanding of the 

positives of this occupation, saying it is a career that offers growth 

prospects and earning potential. Add to this the 27 or less than 5%, 

who say "like working with people" and "like selling", and the figures 

only reflect a minority who have any awareness of the role and 

importance of 'selling' in business success. It is obvious from the 

student comments that selling has a poor image in Australia, and 

people are quite ignorant about the attributes of this profession. 

• Importantly the students who have said that they may consider a 

career in sales, are doing so for the wrong reasons - "something to 

do"/ "easy" or to use it to as a stepping-stone to other careers - "as a 

part-time job"/ " to gain experience". 
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Co-relational Analysis: 

The cross-tabulation of responses to different questions throws up some 

interesting findings. These are summarised in the following points. 

1. More than 50% of the students who made 'Hospitality' and 

'Marketing' their first career choice, said that they might consider a 

career in 'Sales'. 

2. A majority of those open to this career also came from the group that 

had their sights on TAFE community colleges, as a next step in their 

career plans (43.1 %). Obviously university course aspirants were 

considering more "professional" careers. 

3. Interestingly, 36.5% of those who made 'Good Pay and Financial 

Rewards' as the job characteristic they desired most, also said 'Yes' to 

a career in sales. 

Gender specific findings: 

The data does not reflect any significant gender specific differences in the 

outlook on this career, except this - of the 18 respondents who made sales 

their first career choice, 12 or 66% were females. (Of course this has to be 

seen in light of the fact that of the respondents who had held a sales job, in 

the last two years, over 63% were women). More importantly the numbers 

are too small to draw any conclusions. 
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4.3 RESULTS OF THE INDUSTRY SURVEY 

First a list of the cooperating organizations: 

1. Fujitsu Australia Limited 

2. Microsoft Pty Ltd 

3. Ten Capital Television 

4. Canberra FM Radio Pty Ltd 

5. Green Advertising 

6. Aspect Computing Pty Ltd 

7. Harvey Norman Super Stores 

8. David Jones 

9. Canberra Times 

10. Corporate Express 

11. Recon Office Furniture 

12. Independent Realty Group Pty Ltd 

13. GIO Australia 

14. DRAKE Australia 

15. Kowalski Consulting 
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The Findings: 

• Organizations are experiencing dramatic changes in the ways they do 

business within Australia. The factors affecting them include, 

'Technology ', 'Government focus on outsourcing ', 'Growing 

competition ', 'Global competition', 'Dramatic rise in the cost of 

doing business', 'Changing customer profiles', 'More demanding 

consumers', 'Profit is the new business ethic', 'Internet ', More 

customers', 'Fewer customers', 'Product customisation', 'Focus on 

doing more with less'. Importantly they see these changes impacting 

their sales teams, which remain at the front-end in this fight for the 

customer's dollar. 

• Industry admits that the role of the sales person has undergone 

irrevocable changes, and sales people are now expected to 

demonstrate a much wider array of skills and knowledge. Basic IT 

skills are now mandatory across industry, and business-to-business 

selling now requires a working knowledge of Finance and Business 

Management issues. 
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• What came across strongly is the transformation being experienced in 

the sales methods and processes traditionally followed by 

organizations. This has thrown up a whole new array of skill 

requirements and also shortages, for example now there is a growing 

demand for 'Telemarketing skills'. Industry believes that changes in 

the buying habits of customers, the knowledge of customers and fierce 

competition are forcing this evolution. 

• Now the focus is on 'new mantras' like Solution Selling, Relationship 

Building, Account Management and Business Partnering. Industry 

sentiment is perhaps best summarised in these quotes, which express 

the changing role of sales staff -

' The sales role has changed from that of order taker to solution 
provider ' -Gary McDonell, Corporate Express 

'The focus seems to have shifted from the product on to the 
customer' - Gaye Thurlow, GIO Australia 

' ... because relationships build trust, customers know that you 
won't cheat them' - Ross Power, Recon Office Furniture 

'At Canberra Times we have redesignated our Sales Reps as 
Advertising Consultants - someone who uses value selling as 
opposed to product selling' - Greg Jones, Canberra Times 

'The sales function is seen as vital to brand differentiation, as 
the brand promise is delivered by the sales team' - Tony 
O'Regan, Canberra FM Radio Pty Ltd 
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• Industry seems to have one voice in saying that there are fundamental 

skill and knowledge gaps in the abilities of sales staff that they currently 

recruit. Even more important to industry is the issue that people lack the 

'right attitude' for this job. 'People Skills' seem to be most in demand 

and least in supply. The following quotes are eye-openers-

'Energy, presence and people skills are critical as sales now 
has an entrepreneurial role in companies. The Sales Reptile, 
who sold a product even if a customer did not need it, is dead' -
-Brendon Prout, DRAKE 

'Sales people must now have the ability to be able sell to senior 
level decision makers'- Denise Holehouse, Microsoft 

'Jt is hard to find people with the positive attitude, and those 
who can go into a business, understand problems and offer 
solutions ' - Eric Pascoe, Ten Television 

'With middle management disappearing, our sales people have 
to know how to work independently, use knowledge based 
selling and offer strategic partnering to our customers' - Walt 
Heuer, Fujitsu 

'Today the consumer is smarter, they know what they want, 
have very detailed information about the product and negotiate 
very strongly. This has meant that people skills are assuming 
more importance than product knowledge' - Gary McDonell, 
Corporate Express 

'People think they can make a lot of money, without hard work. 
So they want to try Real estate sales. I tell them -You don't try 
Real Estate. Real Estate tries you'- Jeff Wade, Independent 
Group 
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• While industry is talking about better skilled and knowledgeable sales 

people, it continues to recruit sales staff with minimal educational 

requirements. Of the 15 organizations surveyed, 9 have no specific 

recruitment criteria with regard to educational background, and accept 

sales staff with only a high school level education. This is an important 

issue for further investigation, as it also reinforces what has been reported 

by Curtin University and Eastern Consulting Group (Enterprising Nation 

1995), that only 20% of Australian Managers hold a first degree as 

compared to 85% in the US and Japan. The companies that seem to be 

enforcing a strict educational background code are those selling technical 

products for example Aspect Computing and Microsoft, or those that 

require an ability to sell at senior levels to businesses - Canberra FM and 

Green Advertising. At the same time respondents did express a conscious 

shift towards recruiting better-educated staff. 

'We recruit university graduates because we presume they are more 
intelligent and have better developed writing and communication 
skills' - Michael Honey, Green Advertising 

• Industry seems to have a strong preference for experienced sales staff. It 

uses ' relevant experience' as an alternative to 'relevant education', and 

believes that such people become productive sooner and with minimal 
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training. If we compare purely the investment figures on initial and 

ongoing training, Australian organizations seem to be spending about 

half of their US counterparts. The average spend of companies covered in 

this survey was up to $10,000 and 2-3 weeks on the initial training of 

new to the role sales staff. This can be attributed perhaps to the, as yet, 

limited competition within Australian markets; however, it is having a 

negative impact and new entrants take 4 to 6 months to become 

productive, within the companies surveyed. Also, without doubt, these 

organizations have not accounted for the cost of lost opportunities and 

poor sales performers. This industry practice, if not changed, can work 

against the image of this profession. 

'People do not see the sales job as important. Self-worth in this 
vocation is low' - Kirstienne Jones, David Jones. 

'They see selling as a job not a career, and realise that there is 
always a job in sales and are therefore uninterested and unmotivated' 
- Greg Jones, Canberra Times. 

Perhaps 'raising the educational attainments bar' can change some of 

these perceptions. 

• Looking at the current training methods of these organizations reveals 

that most of them depend on in-house expertise, with selective use of 

external training providers. The in-house training is primarily focussed 
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on product knowledge, and selling skills are mostly learnt through 'work

shadowing' with an experienced representative or on-the-job training. 

Obviously this strategy is not in the long-term interest of these 

organizations. Importantly, the respondents see this as a gap in the 

system and strongly favour the introduction of career courses m 

professional selling. 

• The responding industries faced a whole host of problems in attracting 

and recruiting talented sales staff. 

'People applying to sales jobs are not cut out for sales ' -
Brendon Prout, DRAKE. 

'Sales recruiting is a high cost and time-consuming activity'
Walt Heuer, Fujitsu 

Industry sees an educational qualification in sales as an invaluable 

solution to the many ailments of this profession, and to the problems 

faced by businesses in context of this function. 
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4.3.1 'The Sales Professional', as profiled by industry 

Skill Needs: 

1. Excellent Communication and Interpersonal skills - mostly described 

as 'People Skills' - include listening and presentation skills. 

2. An ability to build and maintain long-term client relationships, and 

apply the relationship selling style. 

3. Good analytical ability and proven problem solving skills. Adept at 

applying the solution selling approach to identify and influence 

customer needs. 

4. A good understanding of the customer service concept and excellent 

customer service skills. 

5. Negotiation skills, bidding on tenders and selling against competition 

6. Ability to confidently approach and interface with senior level 

decision makers. Good decision making skills. 

7. Product demonstration skills, merchandising skills 

8. Ability to handle customer complaints, difficult customers and 

situations 

9. Basic computing skills, telemarketing skills and an ability to use 

office tools and work aids. 
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Knowledge Requirements: 

1. Marketing basics 

2. Business functions, environment and processes. 

3. Finance basics. 

4. Consumer behaviour, Psychology, Languages 

5. Teamwork, concepts of management like time and resource 

management. 

6. Appreciation of laws and ethics 

7. Industry specific knowledge 

Personal Attributes: 

1. Personality for a 'people job' - affable, patient, articulate 

2. Enthusiastic, Energetic, Self motivated, lots of initiative and drive 

3. Competitive, Ambitious, Optimistic, Risk taker 

4. Good personal grooming 

5. Integrity, Honesty, Work ethics 

6. Comfortable in working with a variety of cultures 

7. High levels of tolerance to customer demands and intolerant of poor 

quality and performance 
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4.3.2 What is the industry view on the introduction of sales courses? 

Clearly the needs specified by industry, in profiling the new age sales 

professional, can only be met by an individual who has undertaken rigorous 

preparation to develop the variety of skill and knowledge requirements. 

Industry would easily scoop up anybody who qualifies such a curriculum 

plan. Also, if this is how we define the 'new-age sales professional', then 

this career could become attractive to a larger pool of students. 

'We measure people around us by their education. This will give 
credibility to sales people. TAFE should focus on selling skills and the 
university programs on sales management'- Kirstienne Jones, David 
Jones. 

'No formal qualification in sales and customer service, means this is 
not seen as a professional career. This will give it status, and help 
people grow within sales' - Gaye Thurlow, GIO Insurance. 

'Education in sales will be a most important development for industry. 
It can be the ideal filtering medium, as long as it is focussed on people 
with the right qualities for the new business environment'- Tony 
O'Regan, Canberra FM Radio 

Nothing could say it better than this fact - 12 of the 15 industry respondents 

were willing to recruit from the sales programmes that Canberra Institute of 

Technology might introduce. They were also willing to sponsor their 

existing sales teams to undertake such training, and were eager to make 

intellectual contributions to the development of such a curriculum of study. 
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TABULATION OF RESPONSES TO BELIEF STATEMENTS 
1 = Strongly disagree; 5= Strongly agree; 

a. Recruiting motivated salespeople is very difficult ---------------------3 .6 

b. Good salespeople are hard to retain------------------------------------ - 2.8 

c. It is better to recruit experienced salespeople 

than to train them---------------------------------------------------------- 3 .0 

d. Companies are best equipped to do product training 

not selling skills training---------------------------------------------------3. 3 

e. University graduates in any discipline 

can make good salespeople -----------------------------------------------2 .4 

f. TAFE students with relevant vocational training 

are better suited to sales----------------------------------------------------3. 0 

g. Marketing course students are the best source 

for good sales staff-------------------------------------------------------- 2.4 

h. Short training courses cannot prepare you 

for a career in sal es---------------------------------------------------------2. 8 

1. Specific certificate/diploma courses in sales are required 

at the T AFE level---------------------------------------------------------- 4.0 

J. University courses in sales would be a good solution-----------------3.2 

k. Qualified sales professionals would benefit the industry-------------4.3 
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1. Qualified sales professionals will mean substantial cost 

savings on training---------------------------------------------------------3 .2 

m. Qualified sales professionals (QSP) will be more credible-----------3.8 

n. Companies would prefer hiring a QSP----------------------------------3 .8 

o. Companies would consider paying more to a QSP--------------------3.4 

p. A qualified sales professional will receive quicker promotions-----2.9 

q. A qualified sales professional will do better business----------------3.0 

r. I would personally be more comfortable buying from a QSP-------2.9 

Analysis of Responses: 

■ Strong support for the introduction of an education curriculum that 

can offer 'qualified sales professionals' to industry. Industry seems 

inclined to give preference when recruiting and is willing to pay more 

to those with a recognized qualification. They see a 'qualified sales 

professional' as clearly more credible, of obvious benefit to 

businesses and as a cost saving. 

■ There was little support for hiring marketing and other college 

graduates to work in sales positions. Recruiting good sales staff is 

currently seen as a problem. 
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• While agreeing with the fact that short courses are not good enough 

for a career in sales, there seems to be a strong need stated for T AFE 

courses in professional selling, preferring these over any university 

initiative in this direction. This ties in with the perceptions of students, 

who also see the T AFE system as a provider of essential sales 

education. 

• Any educational initiative that proves its worth will probably be 

overwhelmed by industry support. Right now industry is tentative and 

careful as to not make any outright commitments, but it is in total 

agreement with the introduction of post-secondary education in sales. 
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4.4 DISCUSSION AND CONCLUSIONS 

'The process of becoming more internationally competitive affects the 
occupational composition of employment. That is competitive 
strategies include adding value, increasing customer service, and 
producing high value differentiated products... This process usually 
requires an up-skilling of the workforce and a greater reliance on 
those workers with skills that can be characterised as knowledge or 
information based '- Andrews and Wu 1998 

There is no doubt that Australia has a large and growing number of sales 

jobs, which offer immense opportunities to young career seekers. However, 

today, there is little available in terms of post-secondary education that can 

help students choose and prepare for a career in sales. This situation is 

worlcing against the interests of Australian industry, and its ability to 

compete in the emerging economic scenario. Apparently, the Australian 

industry is now experimenting with recruiting university graduates for a 

variety of sales jobs, given the changing nature of this occupation and its key 

role in business success. This, however, does not imply that selling is set to 

improve. After all these graduates have not undergone any focussed 

academic preparation for the new or existing demands of this occupation. 

'The increase in the number of graduates in non-traditional 
occupations such as clerical and sales occupations does not mean, 
however, that they are unwisely undertaking higher education studies. 
The increase in the number of graduates in these occupations and 
their apparent attractiveness to employers suggest that the jobs in 
these non-professional occupations may be changing in ways that use 
the skills that graduates have to offer' - Andrews and Wu 1998. 
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Considering the economic outlook for Australia, a boom in the demand for 

IT skills and sales skills is now forecasted (Adams and Meagher 1997). In 

fact Adams and Meagher, from the Centre of Policy Studies at Monash 

University, Australia, forecast that between 1998 and 2004 there would be 

250>000 new jobs created in the sales occupation group. There was no better 

time then to understand the needs of industry and career aspirations of 

Australian students, so as to offer career education programs, which can help 

in meeting these demands. 

4.4.1 Implications of Findings 

The findings of the student survey reinforce what has been reported by many 

other similar studies across the globe (Honeycutt et al 1999; Ford, Honeycutt 

and Joseph 1998; Swenson et al 1989; Dubinsky 1981; Bellenger, Bernhardt 

and Wayman 197 4) that 

a. Misconceptions and negative impressions of sales may well 

result in students refusing to consider a sales career 
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b. These negative attitudes also mean that many students who 

possess the ability to become successful sales people, 

actually choose other careers 

c. The unfavourable attitude of students is perhaps a direct 

result of the image, low prestige and status attached to the 

sales job, and could be grounded in their own personal 

experiences with or as sales people 

What makes this study unique is the fact that while most other researchers 

targeted university students, undertaking business and marketing courses, 

this is the first research to look at the perceptions of students who are in their 

final years of schooling. The results indicate that student impressions are 

deep rooted, perhaps use societal and media images of selling, or are 

influenced by their own experiences, but importantly these need to be 

corrected. 

It is clear that Grade 11 and 12 students, right now at a crucial juncture in 

their career planning, are not getting any inputs that can correct their 

negative impressions about sales. This only means few would plan for a 
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career in sales, but many will find themselves in it at a later stage; and that is 

not going to help this occupation. 

The response of the education system now has to be a well planned one. 

Firstly, it may be worth considering the introduction of sales courses in the 

schools curriculum. Introductory courses are a good strategy to bring a 

realistic perspective on this occupation and help correct student 

misconceptions about this job. Such education can be vital because, as can 

be seen, a majority of students are employed in low-skill sales positions 

during these years and therein lays the opportunity to use the work-study 

relationship for imparting learning. This is also the time when students are 

being counselled and helped in evaluating different career directions. They 

will finalise their plans on further studies, apprenticeships or work. If they 

do not include 'selling as a career' in their list now, there is little chance that 

they would approach it enthusiastically in the future. 

Herein also lies an important role for industry to address student preferences. 

Organizations must 'reinvent' the sales career, and the ways in which they 

communicate this to prospective employees. This research highlights a 

paradox - even though students perceive sales careers negatively, these jobs 
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have all the attributes which students desire viz financial reward, challenge 

and growth. Industry must seize this opportunity. They must now work on 

seminars, school presentations and even adopt schools using Australian 

Government programs like SILO (School Industry Link) to promote sales 

careers. The seminars can be applied as a training ground to help students 

improve their business and people skills, and the organization can influence 

student opinion, and initiate or develop relationships with future employees. 

The next action must come from the higher education sector. Job titles 

earned through formalized education are a basis for the degree of prestige 

awarded to an occupation; they are known to create a presumption with 

respect to the character, ability and specific skills of an individual (Adkins 

and Swan 1982). 

Understanding industry demand and the changing skill needs of this 

occupation group, TAFE and associated community colleges need to 

consider introducing a graded curriculum of studies in professional selling. 

This is an area that may need further investigation. Basic level courses may 

be required to address the generic component, and more advanced courses to 

help students prepare for specific types of industry or positions. If the future 
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jobs are in selling, and industry is expressing a need for trained staff, then 

educators have an obligation to provide training in this field. The community 

colleges will have a fall-out opportunity in gaining the back-to-school 

training for experienced sales people. Industry 1s also indicating a 

willingness to sponsor their teams to these programs. 

The universities would also have an important role to play. I believe that the 

setting up of 'Chairs in Selling' and having university centres for research 

and development in this field, would herald the tum-around for this 

occupation, helping it achieve its status as a profession. Interested 

universities m the United States are already doing so, and are rece1vmg 

strong financial support from industry. The university graduate would of 

course be targeted at more senior level positions in the sales hierarchy, and 

at specific roles that require a much wider array of skills and knowledge for 

example selling of high value products and services. Within university 

business schools, offer of sales courses in the MBA curriculum may help 

produce sales managers. 

There is a word of caution here for institutions. The current image of selling 

amongst the student population is not going to help fill up sales courses. 
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This tum-around is going to be a 'long-haul' job that will require a lot of 

patience, perseverance and a large investment of time effort, and money. 

The interim solution, I believe, may lie in combining sales courses with 

other programs of studies to build 'dual-qualification' offerings. Industry 

and students would perhaps receive these better - it cannot be expected that 

students will change their opinion of sales overnight and start rushing for 

education in this field. Institutions will therefore have to consider helping 

sales courses ride on the brand image of other popular fields of study. The 

ideal 'piggybacks' will be the courses in Information Technology, Finance, 

Hospitality, Engineering and others of similar lustre. Industry would 

welcome these combinations, as they would gain customized 'sales

specialists' in their particular field. 

The final success will come through curriculum design. Since selling is such 

a skill intensive profession, courses will have to include a significant 

component of 'internship with industry'. This industry participation will also 

help build industry ownership of the products of these courses, and give 

them more confidence in the system. 
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In summing up, there is a clear need emerging for the introduction of higher 

education in sales, and this can offer the following benefits: 

To students -

• A career avenue that offers amongst the best job opportunities. 

• A career that rewards effort with money, growth, challenge and 

freedom. 

• Selling and people skills can help you succeed in any other profession. 

To industry -

• A qualified source for recruiting well matched and trained sales staff. 

• Huge savings on the costs of sales training, and reduction in time 

taken by new staff to become productive 

• Improved business effectiveness and efficiencies 

• Competitiveness of Australian industry 

To the education sector -

• Opportunity to develop a new field of study that can impact industry 

performance, and consumer satisfaction 

• Large revenue potential 
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ECUCATIOH 8. COMMUNITY SE~\IICE5 

Mr Mandeep S Malik 
3/2 Antis St 
PHILLIP ACT 2606 

Dear Mr Malik 

Thank you for your request for the proposed research survey The need for higher education 
in sales. I am pleased to inform you that the department has approved your research. 

You may now approach the schools directly, with a copy of this approval letter, for 
permission to carry out your research. It will be at the discretion of the principal at each 
school as to whether your research can proceed. 

This approval is subject to the condition that upon completion, you forward a copy of your 
report to the Strategic Policy section at the above address. 

For further assistance please contact Jasmen Marootians on (02) 6205 9140. Best wishes for 
your research. 

Manager 
Strategic Policy Section 

5 February 1999 



Tony O'Regan, 
General Sales Manager 
Canberra FM Radio Pty Ltd 
Dickson ACT 

Dear Tony, 

Thank you for your time for the research interview. I do believe that your inputs are 
invaluable to this process. 

I am now faxing to you the transcript of our discussion. These points appear as best 
understood by me and refer to my notes. Please feel free to make any changes or 
additions given your views. Once done, you could sign off both pages and mail the 
document back to me at the following address: 

Man deep S. Malik 
3 I 2 Antis Street, 
PHILLIP ACT 2606 

I must thank you again for the references of other sales managers in Canberra. All those 
appointments have worked out. 

,With kind regards, 

! ~~-

Mandeep S. Malik 
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Transcript of discussions with Tony O'Regan - General Sales 
Manager, Canberra FM Radio Pty Ltd-Australian Radio Network 

• The group employs 10 sales staff in Canberra and approximately 130 
across Australia for selling advertising slots and sponsorships on radio, 
and related services 

• The sales function is seen within the organisation as vital to brand 
differentiation, as the "brand promise" is delivered through the sales team 

• Traditional differentiators or advantages like reach (number of listeners) 
and pricing do not seem to work any more. It is the face to face contact 
which gives more leverage in business. This belief has put strong focus 
on "Business Partnering" as a strategy for Canberra Radio FM 

• The role of sales people has evolved and they today function, more often 
than not, in the 'relationship selling' mode. Transactional approaches are 
seen as least rewarding for long term business success or even in terms of 
personal job satisfaction 

• In terms of hiring practice, at Radio FM, "relevant experience is 
irrelevant". Instead they have used the services of a consultant to develop 
a benchmark psychological profile of an individual, based on the 
profiling of their most successful sales staff across Australia. As such 
their sales team member can now come from any background - for 
example there is Meredith in Canberra, who was earlier a nurse 

• The new sales professional in Australian Radio Network could be 
described as having these qualities - a doer, ambitious, impatient, high 
ego drive, problem solver, risk taker, overly optimistic, independent, 
problem solver, authoritative, needs freedom and may lack tolerance. 
Currently these qualities are seen as an inherent must, which have 
developed through years of environmental influence - not learnt in any 
school or college 

• Even though some of the described qualities point towards an aggressive 
individual, Tony sees these people as having good human values, morals 
and ethics. They are individuals with strong self-respect 

• Earlier relevant experience used to be a priority. The idea then being to 
control training cost or have them productive with least time and effort 
input 

• Related education for example in Advertising and PR or Marketing 
Communication is not important if they don't fit sales profile described 
above 



• Marketing graduates are a misfit as they see the sales job "beneath them". 
From Tony's experience in New Zealand, he recalls the experience of 
one company which hired marketing graduates for sales positions and 
found they were a disaster. 

• Marketing graduates are a misfit because they have not learnt selling. In 
his own education, Tony recalled, that the six month marketing course 
he attended had only 1 or 2 lectures in selling 

• Education earned must add value to the job by being easily applicable to 
the role you are performing. As such education during work is more 
positive than qualifications earned prior to gaining work, especially in 
business fields 

• ARN is strongly focussed on the education, training and development of 
its sales teams. All team members are encouraged to undertake relevant 
courses at university IT AFE and are reimbursed full fee on successful 
completion of the course 

• Currently all team members participate in one hour of training per week -
this translates to approx, 7 person training days per team member per 
year. Besides this they are sponsored for external courses 

• The current profiling also impacts training in the sense that while these 
individuals are good learners, they are not easily trainable. The training 
must be good enough for them to participate in it 

• Training and development are seen as critical because ARN has 
traditionally experienced high rates of turnover amongst sales staff. The 
figure in 1998 was 40% - which is worrisome 

• On an average new sales staff, with or without experience, take 12 
months to become productive on the job. This means they start achieving 
business targets or start growing the business from their clients/territory 
with minimal management attention 

• ARN sees the availability of sales education as an important development 
for the industry. However, it is important that this education be focussed 
on filtering and bringing to the field of selling people with the right 
qualities for the new business environment 

• ARN on its part is willing to commit itself to hiring at least one sales 
professional each year from such a course , in Canberra, as long as he or 
she fits their sales profile 


