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The Evolving Role Of Sales  
(And Marketing)
Greg W. Marshall fgmn

Much has been made in the past few years about the 
“war between sales and marketing,” which depicts the 
relationship as a sort of “salespeople are from Venus, 
marketers are from Mars” vibe. Before we go any farther, 
I believe that a disclosure is in order. During my career 
I’ve spent about equal time in marketing and in selling/
sales management roles. So I suppose I could be accused 
of being multi-planetary when it comes to this topic and I 
would be less than forthcoming if I didn’t admit to being 
somewhat at war with myself. Put me into a room of sales 
managers and I’m as empathetic as the day is long to their 
plight; ask me to lead a session with marketers on how to 
align the sales force with marketing strategies, I can be 
equally compassionate about their frustrations. But there 
actually is an objective reality to optimizing the relationship 
and I want to use this article to share a few ideas with you 
about this.

To start, I’ll give you the punch line right here in the first 
paragraph: much of the fuss about sales and marketing 
being incommensurate business paradigms tends to mask 
the real point, which is that customers, their expectations, 

and their desired ways of doing business with us are 
changing rapidly and permanently. That being the case, 
while mending fences between sales and marketing at the 
operational level is not a bad idea, the real end game has 
to take place at the strategic level of the firm to create 
an overall organisational alignment of people, processes, 
systems, strategies, and related resources all deployed 
toward maximizing the customer experience. Hint: this 
cannot be accomplished without the vision and leadership 
of the CEO and Board of Directors. 

In his terrific book Marketing as Strategy, which I’ve used 
in MBA classes on numerous occasions, Nirmalya Kumar 
of the London Business School exhorts firms to focus on 
the big picture of the customer experience and its place 
in enhancing organisational performance over the long 
run. In essence, his book is about strategic marketing, 
which I’ve come to define as a long-term, firm-level 
commitment to investing in marketing – supported at the 
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highest organisation level – for the purpose of enhancing 
long term organisational performance. But simply defining 
strategic marketing and successfully integrating it as a 
core organisational value are two quite different things. 
Kumar and others that have written on the topic know that 
it takes consistent commitment and action from the very 
top to create such an enterprise.

Unfortunately, in most places marketing as practiced 
is still painfully tactical in nature – the “sales support” 
approach to the role. In such cases, CMOs that might have  
 

the vision and wherewithal to affect organisational change 
toward a strategic marketing outlook can easily become 
sandwiched between the enormous inertia inherent in 
most sales organisations – largely fed by their performance 
management systems – and the heavy hand of CEOs and  



BODs to demonstrate ROI on marketing’s contributions. 
We all know that the CMO is the most turnover-prone 
member of the C-suite, while CSOs (chief sales officers or 
equivalent titles) tend to be among the most long-standing 
executives in the firm. This is primarily because, in firms 
that are poorly aligned to execute a strategic marketing 
world view, once it becomes apparent to the CEO that a 
particular quarter’s sales forecast is in jeopardy, their first 
instinct metaphorically is to pick up the phone. The answer 
to the classic question from the Ghostbusters movie and 
song “Now who ya gonna call?” is pretty obvious – no, not 
Ghostbusters, but it’s not the CMO either!  Of course, it’s 
the CSO who is called – and usually the CEO picks up the 
phone and has a conversation with the CSO that goes 
something like this:

CEO:  CSO, the Board and I are looking at the numbers for 
this quarter and we don’t see them coming in by 
quarter’s end. What can you do for me?

CSO:  No problem, CEO – leave it to me. 

It’s what happens next that can be really scary from a 
strategic marketing view of the business world. As a whole 
cornucopia of tactical steps by the sales force begin to fall 
into place, from price cutting to channel promotions to buy-
now pay-later schemes to sales contests that encourage 
loading up customers to making promises to close deals 
that marketing can’t fulfil, nothing that is about to happen 

after that call is positive for the long-term success of a 
firm’s offerings from a strategic marketing point of view. It’s 
classic long-term brand sub-optimization in favour of short-
term revenue maximization. Naturally, this tendency to be 
driven purely by quarter-to-quarter revenues to forecasts 
is at its peak in publicly traded firms, but anyone who has 
ever worked in a privately held company can tell you that 
many of them are subject to the same pressures. 

The Language Of Sales And Marketing

Perhaps much can be learned by comparing the way sales 
and marketing communicate about each other. Here 
are some juxtaposed statements, taken verbatim from 
interviews with mid-level sales and marketing managers.

Salespeople Say:

“Marketing people do not spend enough time in the field. 
They don’t take specific customer complaints seriously 
enough. Marketing needs to establish a system for better 
field communications.”

Marketers Say:

“Salespeople are always asking for information that they 
have already received. We spend much effort gathering 
and writing up product and competitive information, send 
out that information, and salespeople call a week later for 
the same information….This takes time away from other 
important tasks we have.”

My Take:

Sales organisations often believe that marketers are out 
of touch with customers. We’ve probably brought that 
on ourselves with our emphasis on groups of people 
(traditional target marketing) – “consumers” – instead of 
customers. Even the words customer and consumer can 
be confusing sometimes. In the best firms, everybody 
in the organisation has customers. Staunch B2B types 
sometimes argue that the field of consumer marketing has 
little to offer customer marketing, if the customer is defined 
as someone purchasing within a channel (i.e., not an end-
user consumer). However, I strongly dispute that assertion. 

Unfortunately, it is correct that marketing often enables 
a “learned helplessness” among the sales force. This is 
because of the positioning marketing has relative to sales 
in those firms – that is, sales is king and marketing is the 
court jester.

Salespeople Say:

“Marketing should be more demanding to more quickly alter 
products and services for changing market needs.”

Marketers Say:

“We are under-resourced in marketing; there are too many 
sales chiefs and not enough implementation people.”
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My Take:

In an organisation without the integrated approach to the 
customer experience that a strategic marketing culture 
demands, the salesperson quite likely has almost Czar-like 
responsibility and accountability for the customer. From 
this vantage point, it can be frustrating when customers 
ask for things that the firm (aka “marketing”) cannot 
effectively deliver. The salesperson sees their customers 
as “the market” and the marketing function in their firm as 
the fulfiller of customer demands.

Traditional marketing organisations are often, in fact, under-
resourced. I do a fair amount of professional development 
for the American Marketing Association (AMA) in the 
US and in nearly every public session where there is a 
mix of marketing managers and directors, probably one-
third are lone wolves who are charged with singularly 
marshalling resources from throughout the firm in order 
to make marketing happen. Sales tends to have the level 
of bureaucracy and infrastructure that “its” revenues will 
support – hence a lot of people compared to marketing. 
But note the quotes around “its” – this model ignores that 
these revenues relate to an overall customer experience 
level for which the whole organization (not just the sales 
force)  shares a stake.

Salespeople Say:

“The biggest frustration to our salespeople is lack of timely 
information…when we need it, we need it now!”

Marketers Say:

“Our success depends on fulfilling customer expectations for 
tomorrow, not just today.”

My Take:

One of the biggest challenges in putting Humpty-Dumpty 
together (I won’t comment on whether sales or marketing 
is Humpty or Dumpty) is the profound differences in the 
temporal perspectives of the two groups. Salespeople 
tend to be totally focused on the next sale. And it’s not 
that the firm shouldn’t want them to focus on revenue 
generation – the old adage in business that “nothing 
happens until a sale is made” is a pretty good guidepost. 
But as mentioned earlier, taken to extreme a short-term 
perspective in business can significantly impact a firm’s 
long-term competitive position. “Strategic selling” is 
actually not an oxymoron.

Greg W. Marshall Ph.D gives his take on the  
‘War of Words’ between Sales and Marketing



38  |  July 2013 Global CMO™ The Magazine - REPRINT 

Salespeople Say:

“Salesperson compensation should not be penalized for 
price erosion or because of low profits of certain lines….
that’s a product issue out of our control.”

Marketers Say:

“Sales is happy to criticize, rather than accept responsibility 
and suggest constructive improvements.”

My Take:

Now we’re getting close to a central driving issue in the 
whole matter. Salesperson performance management 
systems haven’t changed much in thirty years. Sales force 
control, as this area is formally called, provides options for 
performance management that run a gamut from behavioural 
to outcome based systems. Most traditional systems are 
heavily outcome-based, which means revenue-based most 
of the time (as opposed to say, profit contribution of a 
sale). Paying salespeople commission or bonus on revenue 
is elegantly simple – the sales manager merely reviews the 
numbers at the end of the quarter with the quota set at 
the beginning and – voilà – the reward is set. At the end of 
the day when sales operates as a silo separate and apart 
from marketing (or any other organisational unit for that 
matter) and its metrics are disconnected from anything but 
base revenues, it sets the stage for overall organisational 
performance sub-optimization.

Contemporary Challenges  
And Opportunities Related To  
Sales Organisations

We already know that the punch line to this article is 
that customers, their expectations, and their desired 
ways of doing business with us are changing rapidly and 
permanently, which necessitates new organisational 
approaches to managing the customer experience with 
our firms. Here are some of the most important issues for 
CEOs to consider as they contemplate how to respond to 
this new environment. 

Ubiquitous Information

The value proposition that salespeople bring to bear has 
often been vested in their ability to efficiently and effectively 
convey complex and useful information to customers. 
This capability has steadily eroded as more and more 
information has become generally available to clients 
electronically through various sources. In the future, it will 
continue to be more difficult for organisations to add value 
to customers through the sheer conveyance of information 
through salespeople. 
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Sales Role Shifts

The selling process historically has been described as 
“seven steps” beginning with prospecting and ending 
with after-sale follow-up. Much of the traditional sales 
training methodologies over the past decades have 
focused on these process elements, yet this approach 
only partially represents the crux of what the sales role 
is today. “Traditional” selling skills are still important to 
master – and in fact, are highly useful to most anyone 
in an enterprise including top leadership. But overall the 
sales role today is much more strategic than in the past 
and sales training approaches must change to reflect this 
trend, and in tandem the nature of recruits for sales roles 
must also change.

Virtual Relationships

Professional buyers in the B2B marketplace are rapidly 
changing their preferences for how they want to do business 
with sellers, just as end-user consumers are changing 
the way they want to interface with marketers in the B2C 
space. Don’t forget that organisational buyers aren’t just 
functionaries – they are also human beings. If they prefer 
less face-to-face and more virtual contact with salespeople 
versus prior generations of B2B buyers, organisations must 
be prepared to make the transition in their relationship 
management approaches away from traditional in-person 
sales calls as the primary approach vehicle. 

CRM Is King

It is impossible to compete effectively as a customer-facing 
enterprise today without a fully integrated, easily utilized, 
and consistently supported CRM initiative in your firm. 
End of story. Data (information) is the fuel that drives the 
engine of favourable customer experiences and profitable 
customer relationships. Sales must play a major role in 
providing relevant, timely, and accurate inputs to the CRM 
system. Unfortunately, historically many sales organisations 
have been lackadaisical in their support of CRM systems 
– not particularly surprising considering the detachment of 
most salesperson reward structures from organisational 
level performance and customer satisfaction metrics.

Rewards Anyone?

Sub-optimization can mean that one unit of an organisation 
detracts from the maximization of success of the whole 
firm. Because sales is in the driver’s seat when it comes 
to revenue-generation (remember the “Who ya gonna call” 
example), they have traditionally argued vehemently for 
compensation structures that are heavily (and sometimes 
even solely) based on revenue. Hence, classic commission 
and bonus incentive plans proliferate. It is highly unlikely 
that sales on its own will promote changes in this area, 
and they will argue – not without some merit – that if 
your firm’s sales compensation structure is dramatically 
different from this norm, the best salespeople will leave 
for your competitors. So to an extent sales has the firm 

by the short hairs on this one. Only at the CEO level can 
change be affected here that recasts an organisation-wide 
performance management system that includes shared 
goals as well as shared performance metrics and rewards. 
This doesn’t have to eliminate salesperson incentive 
compensation for revenue, but it must shift to a more 
pluralistic system. 

My Brand Is Your Brand

The much heralded war between sales and marketing is 
a civil war and it can lead to degradation of brands and 
customer relationships. Marketing rightly should complain 
if salespeople are not willing or able to reflect the brand 
properly to customers. Unlike many other mechanisms 
of brand communication that marketing can more directly 
control, as we know sales is often a separate silo. 
Correcting this is well beyond the scope and capability of 
mid-level marketing and sales managers. For the sake of 
the organisation and its brand and customer assets, CEOs 
have to muster the courage and will to restructure the 
relationship between sales and marketing.

The Future And The Bifurcated  
Sales Organisation

I was at an event a few weeks ago at which Howard 
Stevens, founder of Dayton, Ohio based consultancy  Chally 
Worldwide, offered up some strategic level predictions 
about the future of sales organisations and their role in the 
business enterprise. Chally’s work is based on 20 years of 
world class sales research across 80,000 B2B customers 
and 7,300 sales forces. Howard predicts, and I fully believe, 
that the familiar B2B salesperson that travels among a set 
of mid-sized customers and is charged with influencing 
purchase will soon be a dinosaur. Technology, ease of 
information access by buyers, changing buyer preferences 
for contact, and financial pressures of supporting such 
a sales force all combine to put pressure on the long-
term viability of this large middle ground of classic B2B 
salespeople. 

The future more likely will see firms investing in two distinctly 
different types of selling. First, attuned to the 80/20 rule 
that most of the business opportunities come from a 
relatively few clients, key account managers (KAMs) that 
call on single customers and operate with extensive cross-
functional teams will grow exponentially throughout most 
industries. Second, for all the other customers, what likely 
is in store for them is a virtual relationship with the vendor 
through telesales and other not in person approaches to 
customer contact. The result is a bifurcated sales force: one 
group that is composed of truly professional leaders and 
relationship managers that operate at a very strategic level 
and are accountable for profit, not just revenue; and another 
group that are primarily service agents – professional and 
more than just order-takers, but not a sales force at the 
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level of the traditional outside salesperson. Under this 
scheme, which by the way is quite customer-experience 
centric, sales managers as we know them today also will 
find their roles evolving. No traditional outside sales force, 
no traditional outside sales force management. 

When is all of this going to happen?  Chally’s data indicate 
that it already is happening, and given the elements we’ve 
discussed earlier that are driving change in customer 
relationships, it’s likely to accelerate. Remember, it’s not 
the selling function that is going away – rather, it’s the way 
that function is deployed that is destined to change. And 
this creates some nice opportunities.

Opportunities For Strategic 
Organisational Change

The prospect of this new sales organisational reality poses 
some very interesting opportunities for redesigning and 
redeploying the remaining organisational elements that 
directly impact the customer experience. For one thing, 
CEOs and BODs will now have the impetus to affect 
organisational changes that benefit customers (and the 
bottom line) in ways that have been politically difficult in 
the past. The notion of having a C-suite officer focused not 
just on sales or on marketing, but rather on the customer, 
should become a reality. In truth, many CMOs properly 
see their role in this manner now, but as evidenced most 
do not have a direct say-so over sales hence there is a 
potential disconnect in the customer’s overall experience. 
It might actually be better to move away from “the m-word” 
for this C-suite role, and call the position Chief Customer 
Officer, envisioning that areas under that person’s vertical 
would include various marketing aspects, the key account 
customer teams, the virtual/telesales team, and related 
customer facing elements such as the website, PR, and 
community affairs. 

Such a roadmap also yields significant opportunities for 
educating the next generation of folks that will fill the new 
sales roles, as well as the people that will manage them. 
Both the KAM team members and the virtual/telesales 
group will require different skill sets from today’s traditional 
outside salesperson. But with KAM teams responsible for 
a vast majority of the business in many firms, their role will 
be much more that of general manager of those clients’ 
business relationships which requires they are well-versed 
in marketing, financials, HR, and operations in order to 
successfully serve the customer. 

A somewhat tricky challenge will be that, while in the past 
traditional outside salespeople were often promoted to 
sales management or to key account management, the 
bifurcated sales force leave few if any of these readily 
available folks for such promotions. That is, the aptitudes, 
skill set, and job requirements of the virtual/telesales 
force are not necessarily compatible with the base needs 
of the KAM positions. My guess is that ultimately the KAM 
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folks will come from all sorts of cross-trained professional 
positions within a firm, and that those jobs will be highly 
sought after, which will be great for cross-pollinating an 
organisational culture throughout the firm that is centred 
on the customer experience.    

There is a strong case that the issues and resulting 
changes proposed in this article are enhancing both for 
customer experience and firm performance. The sales 
function carries on but in a different form, and marketing 
gains more strategic clout in the firm as the ultimate 
customer champion across all its networks of influence. If 
all this in fact turns out to be true, I suppose when history 
asks the question “Who won the war between sales and 
marketing” the answer will be --- “the customer.” 

A happy ending indeed. 
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Global Marketing Network is proud and delighted that 
Professor Greg Marshall is its Programme Director for 
Sales and Sales Management. 

The selling process, as historically defined as “seven 
steps” from prospecting to follow-up only barely scratches 
the surface of what the sales role is today. “Traditional” 
selling skills are still important to master – and in fact, 
are highly useful to most anyone in an enterprise not just 
“salespeople” per se. 

But overall the sales role today is much more strategic 
than in the past and recruiting, training, and compensating 
salespeople has to change to reflect this trend.

Professional buyers in the business-to-business 
marketplace are changing their preferences for how they 
want to do business with sellers just as end-user consumers 
are changing the way they want to interface with marketers 
in the B2C space. Don’t forget that organisational buyers 
aren’t just “functionaries” – they are people too! If they 
prefer less face-to-face and more virtual contact with 
salespeople versus prior generations of B2B buyers, 
salespeople must be prepared to make the transition in 
their relationship management approaches.

The much heralded war between marketing and sales 
is a civil war and it is destroying brands and customer 
relationships. Ending this war is beyond the scope and 
capability of mid-level marketing and sales managers. For 
the sake of the organization, truce must be called by the 
CEO and truce violations cannot be tolerated going forward. 

Given these dramatic changes the opportunity exists for 
organisations to review the way in which the sales function 
operates within the organisation in order to achieve and 
maintain a competitive advantage.

Greg delivers one-day and two-day masterclasses as part of 
the GMN Global CMO Programme. Aimed at organisational 
leaders of today this masterclass is perfect for C-suite 
executives responsible for leading the development and 
implementation of their organisation’s marketing and sales 
strategy. This Masterclass is designed to help Marketing 
and Sales leaders optimise their sales channels and meet 
sales potential by eliminating the gulf between big-picture 
business strategy and the day-to-day of field implementation. 

Furthermore it helps senior sales, marketing and business 
executives link go-to-market initiatives with strategic 
priorities and enable the sales organization to contribute 
effectively to profitable growth. It is highly appropriate 
for decision makers who are responsible for defining, 
managing, and measuring a company’s go-to-market 
strategy and sales strategy.

Achieving Global Sales Management Capabilities  
With Global Marketing Network

By the end of this Masterclass participants are able to:-

 • discover how to establish and communicate sales 
initiatives that support corporate objectives; 

 • build and nurture the right sales channels; 

 • develop company-wide alignment; 

 • implement the operational infrastructure, processes, 
and cultural values critical to long-term revenue 
growth;

 • define their target customers and the best methods 
for selling successfully to those customers; 

 • translate their corporate strategy into sales 
strategies, tasks, and processes easily understood 
by the sales teams and the rest of the organization; 

 • develop account management and segmented 
management strategies based on customer 
profitability; 

 • create an environment that facilitates sales success; 

 • ensure that specific sales recruitment, development, 
compensation, and performance management efforts 
and systems support company strategy; 

 • leverage resources throughout the company to meet 
sales objectives; 

 • coordinate sales activities across different sales 
groups and throughout the enterprise; 

 • establish a flexible approach that enables them to 
readjust strategies to drive growth in a changing 
marketplace. 
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Later this year in partnership with The Educational Academy and Routledge Publishing GMN shall also be introducing a new 
structured continuing professional development programme for Sales Professionals, globally.  

Drawing on the leading research and global best practices in sales and sales management it is based upon Professor 
Marshall’s bestselling books, co-authored with Professor Mark Johnston, Sales Force Management (now published in its 11th 
edition) and Contemporary Selling: Building Relationships, Creating Value (now published in its 4th edition). Both books are 
recognised as the most up-to-date textbooks on selling and sales management available anywhere in the world  today.  An 
extract from each of these books can be found on the following pages.

So in addition to the existing C-suite Masterclass two new GMN Certification Courses shall be launched aimed at two distinct 
audiences :- 

Course Audience

GMN Postgraduate Certificate in Global  
Contemporary Selling

Aimed at contemporary sales professionals who want to 
achieve an improvement in their sales performance  

GMN Postgraduate Diploma in Global Sales Management Aimed at sales managers who are seeking a modern 
management approach to sales management 

Postgraduate Certificate In Global Contemporary Selling 

Modules Key Content

What is Contemporary Selling? 1. Introduction to Contemporary Selling 

2. Understanding Sellers and Buyers 

3. Value Creation in Buyer-Seller Relationships 

4. Ethical and Legal Issues in Contemporary Selling 

5. CRM and Sales Technologies

Elements of the Contemporary Selling Process 6. Prospecting and Sales Call Planning 

7. Communicating the Sales Message 

8. Negotiating for Win-Win Solutions 

9. Closing the Sale and Follow-up 

10. Management of Time and Territory

Managing the Contemporary Selling Process 11. Salesperson Motivation: Behavior, Motivation, and 
Role Perceptions 

12. Recruiting, Selecting, and Training Salespeople 

13. Compensating and Evaluating Salespeople 

14. Global Perspectives on Contemporary Selling

Key features of the course include: 
 • All participants receive access to the online learning platform featuring the online version of Professor Marshall and 

Johnston’s bestselling textbook, Contemporary Selling: Building Relationships, Creating Value plus online resources 
featuring video interviews with sales experts discussing best sales practice; 

 • Case-studies to help participants understand and apply the key principles;

 • One-year GMN Affiliate Membership providing access to GMN’s official online community and its monthly publication, 
Global CM The Magazine;

 • Successful participants receive the GMN Postgraduate Diploma in Global Contemporary Selling, become GMN 
Certified Sales Professionals™ and can apply for GMN Global Accreditation.  



WIN ONE OF  
THESE BOOKS

We have one copy of each to give away.

Simply let us know which one you want.

Tweet us your answer to @TheGlobalCMO  
with the hashtag #CMOsales 

include the book title and link to it’s profile 
(found on the following pages)

Entries close 15th August 2013
Entry content may be published in a future issue  

of Global CMO The Magazine.

Postgraduate Diploma In Global Sales Management

Modules Key Content

Formulation of a Sales Programme 1. Introduction to Sales Management in the Twenty-
First Century

2. The Process of Selling and Buying 

3. Linking Strategies and the Sales Role in the Era of 
Customer Relationship Management 

4. Organizing the Sales Effort 

5. The Strategic Role of Information in Sales 
Management

Implementation of the Sales Programme 6. Salesperson Performance: Behaviour, Role 
Perceptions, and Satisfaction 

7. Salesperson Performance: Motivating the Sales 
Force 

8. Personal Characteristics and Sales Aptitude: 
Criteria for Selecting Salespeople 

9. Sales Force Recruitment and Selection 

10. Sales Training: Objectives, Techniques, and 
Evaluation 

11. Salesperson Compensation and Incentives

Evaluation and Control of the Sales Programme 12. Cost Analysis 

13. Evaluating Salesperson Performance

Key Features of the course include: 
 • A strong focus on leadership, technology, innovation, ethics, and global business; 

 • All participants receive the online version of the textbook with access to the online version of Professor Marshall and 
Johnston’s bestselling textbook, Salesforce Management; 

 • Focus on multifaceted sales communication approaches, the importance of leadership, and the relationship between 
the marketing and sales functions; 

 • Case study approach to stimulate discussion and leadership challenges to assess the participants ability to make 
decisions;

 • One-year GMN Affiliate Membership providing access to GMN’s official online community and its monthly publication 
Global CMO The Magazine;

 • Successful participants receive the GMN Postgraduate Diploma in Global Sales Management and will become GMN 
Certified Sales Managers™. and can apply for GMN Global Accreditation.

Visit www.gmnhome.com/sales.html for full, up-to-date information on these courses
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PERSONAL SELLING IN THE RELATIONSHIP ERA 

The name of the game today for sales organizations is the development of long-
term relationships with customers. As we have seen, a CRM model provides internal 
organizational formalization to support this goal and promote customer loyalty. As 
we have also learned, often the end result may be a strategic partnership between 
the seller and buyer firms. What is the role of the salesperson in the era of CRM and 
customer-centric firms? Some have tried to claim that, given advanced technology, 
electronic channels, and increased tendency for categories of goods and services to 
be viewed as commodities by customers, the role of personal selling in the twenty-
first century will be greatly diminished. However, in our view quite the opposite 
is true. Certainly, the sales role has changed in modern organizations. But rather 
than it being diminished, we contend that salespeople have a stronger role than 
ever before in the success of a firm’s customer-centric strategy. The key is, what spe-
cifically should salespeople do to maximize the success of long-term-relationship-
driven organizations? This section examines some of these sales role issues. 

Salespeople have a key role to play in fostering successful relationships. Rela-
tionships between organizations that result in strategic partnerships generally go 
through four stages: awareness, exploration, expansion, and commitment. The 
focus of the following discussion is on the last three of these stages because these 
distinguish transactional market exchanges from strategic partnerships vis-à-vis 
Exhibit 3.6. Remember that a key goal in today’s organizations is gaining customer 
loyalty. The Innovation box explains some of the techniques that can be used to 
build strong customer relationships and loyalty. 

Building relationships and maintaining customer loyalty are some of the key goals for organizations today. Following 
are some of the techniques that may be used to foster strong relationships with customers: 

1. Underpromise, overdeliver. This perception of exceeding expectations can result in the customer wanting the 
same experience in the future. 

2. Don’t forget the small things. Customers want to know that you care, and showing them that you account for 
even the smallest concerns they may have will help give them this cared-for feeling. 

3. Stay in contact. Even when a sale is not to be made, contact your customers often to thank them. Make this 
contact genuine and unexpected where possible. 

4. Establish a feedback system to monitor your customers’ feelings regarding the quality of the service they received. 
Make sure to act on any negative comments that may later affect their loyalty. These steps should help strengthen 
the relationship between salesperson and customer and, in turn, strengthen the feeling of loyalty the customer 
experiences. 

INNOVATION Building Customer Relationships

In this latest edition of Sales Force Management, Mark Johnston 
and Greg Marshall continue to build on the tradition of excellence 
established by Churchill, Ford, and Walker, solidifying the book’s 
position globally as the leading textbook in the field. It’s a contemporary 
classic, fully updated for modern sales management practice.

www.routledge.com/books/details/9780415534628

http://www.routledge.com/books/details/9780415534628/
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Technology

Technology has fundamentally changed the contemporary sales process. In many respects it has improved
the customer–salesperson relationship but technology also creates new challenges for the salesperson. Let’s
consider these changes from the perspective of both the customer and the salesperson.

The “old” customer–salesperson relationship model was based on the assumption that a company’s best
customers demanded the most “face” time. Salespeople would call on them more frequently and seek to build
a personal relationship with their key decision makers. While it is still true that a company’s largest customers
require the unique benefits that personal selling brings to the customer–salesperson relationship, it is also
true that customers are redefining what a successful relationship means. The Internet now allows customers
to have an immediate, personalized, and comprehensive relationship with their suppliers without a sales-
person. They can order, check on order status, review product information, and receive customer service.
All of these activities used to fall under the job description of the salesperson. When the Internet was
becoming a dominant business tool in the late 1990s, many salespeople became concerned that this would
eliminate or greatly reduce the need for the personal selling function, but just the opposite has happened.
The Internet has increased the need for professional salespeople who can identify the customer’s needs and
deliver effective solutions. This is especially true in global sales. Indeed, most companies realize that a well-
trained sales force is a huge competitive advantage in the global sales environment. In developing countries
like Vietnam, companies often find that salespeople can use their product knowledge to gain the trust of their
customers and win business.11

Technology has also impacted the global salesperson. Customers demand instant access to their sales-
person and today’s technology enables that to happen. This has created a lot of pressure for global account
managers as they struggle to accommodate the challenges of instant access, 24/7. Consider that many
companies (IBM, Disney, Coca-Cola) have large operations in the United Kingdom that service customers
as far away as the Middle East and even Asia. Salespeople based in London must be able to reach customers
by phone or email even though they may be several time zones away. In addition, salespeople must be able
to work with colleagues around the world to service their global customers.12

In addition, communication is now mobile and salespeople must be able to access and effectively use
this new technology. For example, tablet computers are an essential business tool for salespeople and
customers expect more effective sales presentations, faster and more accurate information, and better
customer service overall from their salespeople. This means salespeople need to understand and be able to
use these new technologies. Finally, technology enables “virtual sales teams” composed of individuals from
around the world to effectively communicate with customers no matter where they are located. This is
especially helpful with technical products where a limited number of people with sufficient skills (product
knowledge and application, customer knowledge) are available.

Another challenge for many companies in a rapidly changing mobile technology environment is
choosing the technology platform, developing the content for the platform, then giving salespeople the tools
to use it effectively. In addition, salespeople must work within the constraints of local market conditions.
In cities like São Paolo and Rio de Janeiro, both in Brazil, there is good access to Wi-Fi and cellular data
networks, but in smaller cities coverage is not as good and a salesperson can find that his or her tablet (or
laptop) is not as effective.

The use of technology in global markets becomes a very difficult problem for smaller companies, who
need to balance the cost of the technology against the benefits. Increasingly local customers demand high
customer service and large customers demand exceptional customer service, which means that salespeople
need to know how to use technology and have access to customer information. When a customer contacts
a company about a product inquiry, or a customer service question, they expect the salesperson to know,
and this is true if that customer is local or a large global company.
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Published in previous editions as Relationship Selling, the latest 
edition of Mark Johnston and Greg Marshall’s Contemporary Selling: 
Building Relationships, Creating Value continues to set the standard 
for the most up-to-date and student-friendly selling textbook available 
anywhere today.

The latest edition incorporates a new chapter on social media and 
technology-enabled selling, as well as a new chapter on selling globally. 

www.routledge.com/books/details/9780415523509

http://www.routledge.com/books/details/9780415523509/
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