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From the Special Issue Editor

Sales literature has traditionally been dominated by a focus on the positive impact
that certain variables, such as motivation, skill, or trust, can have on performance and
other positive outcomes such as satisfaction, and organizational commitment. However,
in recent years there has been a dawning realization, across many fields of research,
that variables that have traditionally been seen through a positive lens may also have
a negative, or dark side. In this special issue of the Journal of Selling we present four
academic articles that investigate the dark side of selling.

The first article in this issue, is “Exploring the Dark Side of Trust in Business
Relationships from the Perspective of Sales People,” by Leszczyfski and Zielifiski.
The general consensus has been that trust is a fundamentally important aspect in the
buyer/seller relationship. However, in this article the authors suggestions that trust may
C. David Shepherd have potentially negative aspects in the work of sales people. The authors explore these
potentially negative aspects using data collected from essays written by sales managers
responsible for customer relationships.

The second article in this issue is Good and Schwepher’s, “In the Shadows: When Unethical Intent Mediates Customer
Orientation and Sales Performance.” In this article, the authors empirically examine the relationships between
salesperson customer orientation, outcome sales performance and unethical intent. While it is commonly accepted
that customer orientation is linked to lower unethical intent and thus higher performance, in this study, the authors
explore situations in which higher unethical intent may be linked with higher outcome sales performance. Implications
are provided, and insights are offered for managing evolving salesforces.

The first two articles of this special issue focused on identifying negative aspects of constructs that have traditionally
been seen from a positive perspective. Conversely, in the third article, “Deviant Behavior in Sales: Positive, Negative
Or Indifferent?”, Blaugrund and Holguin suggest that deviant sales behaviors, may actually result in positive outcomes.
In their holistic discussion of deviant sales behaviors, Blaugrund and Holguin review previous literature on deviant
behaviors, discuss approaches to understanding those behaviors, and identify potential motivational variables for
future exploration.

The final article, “Destructive Selling: An Exploratory Descriptive Inquiry Using Qualitative and Survey Research,”
by Bristow, Gulati, Titus, Harris, and Wang reviews the rich body of literature investigating ethics and professional
selling. The authors identify two themes in this research. The first theme stresses the importance of integrity, honesty
and trust to the buyer/seller exchange, while the second notes the continued presence of unethical tactics and behaviors
in such relationships. The authors continue to present the results of an exploratory investigation into the perceptions
held by professional salespeople toward unethical behaviors with a special emphasis on the use of destructive selling
tactics. Future research propositions and implications are provided.

C. David Shepherd
The Citadel
Special Issue Editor, Journal of Selling
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