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From the Editor 

The Journal of Selling & Major Account Management is pleased to provide the 
following academic and practitioner articles for your education and 
consideration. 

In this issue, the lead author in the first academic article is a veteran author with 
JSMAM.   Along with his co-authors, they look at how a salesperson can 
improve their sales performance by data mining techniques to better understand 

their customers purchasing tendencies. Armed with this process, salespeople are better able to 
target the right customer at the right time. 

The second academic article tackles an issue that can be valuable to practitioners.  It develops and 
validates a scale to measure the customer‘s attitude toward salespeople.  It is commonly believed 
that the relationship between salespeople and their customers is a primary driver of success. Thus, 
being able to accurately and reliably measure the customer‘s attitude can play a major role in 
increasing performance of the sales force. 

Both of the applications articles in this issue are provided by long-standing members of the 
Northern Illinois University Sales Advisory Board. 

The first application article is from a new author and focuses on using Unified Communication 
tools.  These tools assist with improving output to assist in reaching the ever-increasing 
performance goals, as well as benefitting the work-life balance. 

The final application article is from a repeat author for the journal and it provides a thought 
provoking topic: Candor.  The author suggests that it is imperative for the salesperson to use 
candor when selling to not only build trust, but to also differentiate themselves from other 
salespeople. 

Our continued thanks also go to the University Sales Center Alliance for their financial support to 
help the journal while we build our subscriber base. Our thanks also go to the dedicated members 
of the Editorial Review Board and our ad hoc reviewers. 
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