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Robert M. Peterson

From the Editor

I am excited to publish what might be the largest issue ever from the Journal of Selling.
Coming on the heels of a special issue on “Inside Sales” and before the next special issue
on “The Dark Side of Selling”, this publication is filled with engaging research that has
something for every reader.

This issue features five academic articles, one application article, and two pedagogy
articles (a first). As a reminder, Application Manuscripts focus on sharing cutting edge
insight on marketplace behaviors, changes, benchmarks, etc. Theoretically sensible, the
papers generally focus on an existing problem/opportunity and provide more information
on current reality.

Pedagogy articles should illustrate a pedagogy/training improvement when using a
certain teaching idea/method/content/approach and contain empirical support. The
importance of teaching and researching in this domain is vital to help educators and
trainers remain on the cutting edge of sales instruction.

This issue leads off with 1) a framework for evaluating sales managers by Mallin, followed by various informative
articles on 2) Schwepker investigates servant leadership and social media usage, 3) Newell, Lapoule, and Leingpibul
address trust and expertise when developing relationships in France, 4) Barry and Gironda examine social selling
influence, both strategy and tactics, and 5) Waldeck, Pullins, and Blink explore the perceptions of professional

selling careers.

Focus then turns to an applications article, 6) Connolly, Phillips-Connolly, and Potocki tackle the art of planning. 7)
Heinze, Lee, and Fortune lead off the pedagogy section with a focus on student sales competitions that are held to
improve student learning, and 8) Bell-Lombardo, Boyer, and Lombardo publish our first ever case in the Journal of
Selling on the ubiquitous sales challenges of account and territory management, as it relates to a sales force, along with
a teaching note found online on the Journal’s website.

Best,

Robert M. Peterson, Ph.D.
Editor, Journal of Selling

Northern Illinois University



