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The objective of the journal is to foment collaboration between practitioners and academics for
the advancement of application, education, and research in selling. Our audience is comprised of

practitioners in industry and academics researching in sales.
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From the Special Issue Editor

Headlines in the practitioner press herald the importance of sales coaching. The failure to
coach and develop sales representatives can have dire consequences for the organization.
Further, the importance of sales coaching to sales practice suggests coaching should also
be prioritized in sales education. Although some academic studies provide guidance, more
work is needed to give meaningful direction to practitioners, educators, and researchers.
This special issue of the Journal of Selling takes an essential step in developing a more
comprehensive understanding of effective sales coaching.

The first three articles in this special issue focus on the practice side of the equation.
In the first article, “An Exploratory Study of the Factors Related to the Sales Manager
and Salesperson that Affect the Coaching Process,” authors Nguyen, Anderson, and
Artis investigate the sales manager- and salesperson-related factors that influence the
Dawn Deeter-Schmelz sales coaching process. In-depth interviews with business-to-business sales managers

and salespeople highlight the elements driving coaching engagement and outcomes and
identify differences in perspectives between sales managers and salespeople.

In the second article, “A Winning Sales Formula: Using Sales Manager Coaching to Maximize Salesperson
Effectiveness,” author Peasley explores two sales coaching tools — providing quality feedback and imitative role-
modeling — as instruments for maximizing the effectiveness of sales coaching. Using data collected from salespeople,
the author explores the moderating effects of these two tools on the relationship between traits (conscientiousness and
neuroticism) and hunting activities (prospecting and acquisition).

The third article, “Exploring Cross-Generational Sales Coaching and Training: Millennials and Gen Z,” addresses two
critical issues: (1) sales coaching and training and (2) managing across generations. This conceptual piece reviews the
generational characteristics of Millennials and Gen Z and literature on sales coaching and training. Subsequently, it
offers research propositions related to five components of sales coaching/training: Providing feedback, role-modeling,
trust in the sales manager, salesperson coachability, and developing knowledge, skills, and abilities (KSAs).

The final two articles in this special issue relate to sales education, providing actionable information for instructors.
In the first article, “In the Classroom (ITC) Sales Coaching: An Evaluation and Discussion of Using Live Selling for
Sales Manager Training,” authors Accardo and Gleiberman report on a pedagogical approach to sales coaching by
looking at the training and coaching of student sales managers in a classroom setting. The class in question utilizes a
live-selling approach. The authors provide the information needed to replicate this idea.

The final article in our special issue, “Sales Faculty Coaching and Organizational Culture in a University Sales
Competition Team: A Case Study,” investigates the antecedents of faculty coaching and team culture and their effects
on sales competition performance and commitment. Using a case study methodology, authors Sleep and McCulloch
provide rich data that sheds valuable insights for educators and practitioners.

I hope you enjoy this special issue!

Dawn Deeter-Schmelz
Kansas State University
Special Issue Editor, Journal of Selling
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