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Robert M. Peterson

From the Editor

This issue has a rich presence of Pedagogy articles with a record-setting number of
manuscripts for a regular publication of the Journal of Selling. Pedagogy articles
illuminate a pedagogy/training improvement using a certain teaching idea/method/
content/approach and contain empirical support. The importance of teaching and
researching this area is imperative to help educators and trainers in the hyper evolving
buyer-seller environment.

This issue kicks off with an Academic Article exploring the antecedents and consequences
of the “lone wolf” salespeople (by Locander, Zmich, and Locander). Next, a study
of salespeople with “growth mindsets” shows a positive influence on commitment,
satisfaction, and trust from the salesperson (by Nelson and Walsh).

Application Manuscripts focus on sales behaviors, changes, benchmarks, etc.
Theoretically pragmatic, the papers often focus on existing challenges/opportunities and
potential solutions to market reality. This section contains a novel approach to sales

strategy by using a “4T” method (by Taher).

Finally, the Pedagogy section contains several articles that starts with understanding how, and if, sales students are
ready for their profession (by (Pronschinske Groza, Kaczka, and Howlett). Further scrutinizing the current students
is an article about engaging students with activity-based learning and where students might not feel compelled (by
Westbrook and Howlett). Next, a concentrated effort using an experiential one-day internship is introduced with
results that are encouraging (by Billups, Johnson, and Poddar). Lastly, a timely article addressing the current state of
online sales courses is explored and rounds out the issue (by Crick-Smith, Abuhamdieh, Fergurson, and Fleming).

Enjoy the heavy dose of pedagogy intrigue and other articles in this issue.

Best,

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

Northern Illinois University



