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“Sales Management: Shaping 
Future Leaders is timely and 
relevant, particularly in a post-
pandemic environment. It meets 
the high standards of covering the 
fundamentals of sales management 
and sales leadership, while also 
exploring contemporary issues, 
such as managing in a global and 
multigenerational environment, 
and using technology for sales 
enablement. The book includes case 
studies and role-plays to provide 
the full learning experience, and 
the author team brings unique 
perspectives and ideas that enhance 
teaching and learning.”

—  Eli Jones, Ph.D., Former Dean, Peggy 
Mays Eminent Scholar and Professor of 
Marketing, Reynolds and Reynolds Sales 
Leadership Institute, Mays Business School, 
Texas A&M University
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“This Sales Management textbook 
is a comprehensive look at this 
critical role in every organization. 
It includes role plays, case studies, 
and caselets to enhance the student’s 
understanding of how the work of 
a sales manager actually gets done. 
The book has current examples 
of company scenarios which is a 
huge benefit that enables students 
to connect with the content. Sales 
Management: Shaping Future Sales 
Leaders is written by an experienced 
group of educators, many of whom 
have sales management experience. 
It’s a winner!”

—  Bill Steiger, Ph.D., Associate Lecturer & 
Coordinator of the Professional Selling 
Program, University of Central Florida
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rix“Sales Management (3rd edition) 

provides a theory-based foundation 
for the practical examination of 
contemporary leadership and 
management issues in professional 
sales. Students will be pleased 
with the organizational approach, 
which allows for critical issues 
to be examined and strategies 
developed to address today’s 
business challenges. Of special note 
is the treatment of motivational 
theory, which is absent in most 
sales management textbooks. I 
have used the second edition for 
several years in my undergraduate 
Sales Management courses and 
look forward to adopting the third 
edition.”

—  Charles B. Ragland, D.B.A., Executive 
Director – Center for Global Sales 
Leadership, Fettig/Whirlpool Faculty Fellow, 
Indiana University Kelley School of Business

Sales Management, 3e – From the Authors
As we developed the content for this edition, the world was experiencing a global 

pandemic as a result of the COVID-19 virus. Businesspeople worldwide were 

reinventing their processes to accommodate remote work and to ensure the health 

and safety of workers. For this edition, we doubled the size of the author team adding 

more diverse viewpoints in terms of gender, race, generational perspectives, and work 

experiences. In addition to having received Ph.D. degrees from leading American 

universities, we have all worked in sales roles at some point in our careers. As a team, 

we are also passionate about sales management.

Changes reshaping the sales field (e.g., robotic process automation [RPA], sales 

enablement, artificial intelligence) are stripping out the redundant and mundane 

aspects of the sales role and are making business-to-business (B2B) sales even 

more strategic. Today’s buyer-seller relationships are supported by a host of digital 

technologies and much richer team-based selling processes. As a result, professional 

sellers today must be capable of managing a much more complex set of sales 

and business processes within their own organizations as well as their customers’ 

organizations. The roles of sales manager and sales leader are undergoing similar 

transitions.

Because today’s salesperson has access to a broader array of information, sales 

managers play less of a role in supervising and more of a role in coaching and 

consulting. Salespeople don’t need their sales managers to tell them how they are 

doing compared with their peers. Sales people already have that visibility due to 

the advances in customer relationship management (CRM) software and other 

technologies. Consequently, coaching salespeople on how to access the right 

information and right people to move their sales along and close them has become a 

more important role for sales managers.

What Makes This Book Different?
We restructured the book to help students better understand the career progression 

from being a salesperson who works well with a sales manager (Part One), to 

becoming a sales manager (Part Two), and progressing to a sales leadership role  

(Part Three). So the emphasis of this textbook is on how sales management gets 

done. We developed the instructor materials in such a way that they facilitate how 

instructors teach the content using various modes (e.g., face-to-face, online, or 

hybrid models).

Updated Materials
In addition to incorporating new role plays, cases, global and ethics boxes, and 

chapter profiles, we developed a parallel set of video profiles for students to enjoy. To 

access the videos, go to www.axcessvids.com and enter the appropriate alphanumeric 

code found at the end of each chapter. In the electronic (PDF) version of the text, 

all codes are hotlinked; just click on the code and it will bring you directly to the 

video. The chapter examples and input from industry professionals are also current 

and represent greater diversity in terms of their perspectives. Each chapter contains 

the latest research from the Journal of Marketing, Journal of Personal Selling & Sales 

Management, Industrial Marketing Management, and the Journal of  Business Ethics.



“Sales Management: Shaping 
Future Leaders offers an up-to-
date and informed perspective 
on sales management by leading 
scholars in the field. This textbook 
offers students an opportunity 
to learn about the journey to 
becoming a sales executive. Many 
textbooks focus solely on being 
a sales manager, which is not the 
case for all students immediately 
upon graduation. Focusing on 
the fundamentals of selling, to 
managing teams, and finally leading 
an organization, this textbook 
provides students with a well-
developed and informed perspective 
of sales. The discussion of managing 
a global sales team is especially 
exciting given the diversity of 
our students. Sales Management: 
Shaping Future Leaders enhances 
our sales courses with a focus on 
sales coaching, a key skillset for any 
sales manager!”

—  Detra Y. Montoya, Ph.D., Faculty Director, 
Professional Sales Program, W. P. Carey 
School of Business,  
Arizona State University
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chapter opening page — each 

chapter starts with a list of learning 

objectives for each student.

sample pages from 
chapter 1

part opener — this book is 

presented in four parts; each part 

opener previews content for the 

chapters it comprises.



sales leader profile —  

explains the day-to-day  

challenges faced by  

practicing sales managers.

managing your career — this 

is a section added at the end 

of each chapter to remind the 

student how the information on 

sales management practices 

will help them be higher-

performing salespersons and 

more effective sales managers.

sample pages from 
chapter 1



“Leadership is not easy and future 
sales management leaders must face 
old challenges, and new twists in 
hopes of reaching their mandated 
goals, customer expectations, and 
salesforce evolving complexities. 
This book is a resource helping to 
decode the manager mission, the 
global setting, the ethical dilemmas, 
and the skills/knowledge needed to 
lead tomorrow’s sales ecosystems.”

—  Robert M. Peterson, Ph.D., Distinguished 
Professor of Sales, Editor – Journal of 
Selling, Northern Illinois University
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