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Michael L. Mallin

From the Guest Editor

I am excited to have been given the opportunity to serve as guest editor for this special
edition of Journal of Selling. Sales Leadership Development is an important issue and
we are fortunate to be able to highlight papers shedding perspectives on the topic for
research, practice, and pedagogy.

Contributing to the academic literature, Claudio Pousa provides us with a new sales
performance model based on the impact of leader-member exchange and coaching
relationships as well as the mediating forces of salesperson adaptive selling and behavior
performance. Authors David Gilliam and Steven Rayburn offer perspectives from the
salesforce by qualitatively examining how salespeople view the support provided from
their sales managers and the degree of managerial participation of in their selling efforts.
Arran Caza and Barry Posner provide additional research insight on the role of grit in
impacting the leadership practices of sales managers.

We have two application papers to share. Barry Posner presents sales management

leadership practices and discuss the impact on salesperson engagement in the workplace. In a second article, the author
team of Allison Crick, David Fleming and Concha Allen examines existing leadership literature to develop a typology
that categorizes leader styles and customization strategies based on salesperson preferences.

Two pedagogy papers highlight sales education contributions. The author team of April Schofield, Sally Baalbaki-
Yassine, Mick Jackowski, and Scott Sherwood provide us with a pedagogy paper centered on the importance of social
selling as the theme for the development of a new sales course. Michael Mallin, Ellen Pullins and Susan Shultz report
the findings of focus group discussions to help shape a Master’s curriculum for sales leadership development.

We hope you enjoy reading the issue.

Best,

Michael L. Mallin, Ph.D.

Guest Editor, Journal of Selling

Northern Illinois University



