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3 Dalrymple, D. J. & Cron, W. L. (2004). Sales Management: Concepts and Cases (8th ed.). John Wiley & Sons, p. 6.
4 Ingram, T. N. et al. (2019). Sales Management: Analysis and Decision Making (9th ed.). Routledge, p. 10.
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! Stanton, W. J., Buskirk, R. H., & Spiro, R. L. (2002). Management of a Sales Force (11th ed.). McGraw-Hill, p. 88.
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2 Churchill, G. A., Ford, N. M., & Walker, O. C. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 148.
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! Ingram et al. (2019). Sales Management (9th ed.). Routledge, p. 154.
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! Cascio, W. F. (2006). Managing Human Resources. McGraw-Hill, p. 204.
2 Ingram, T. N., LaForge, R. W., Avila, R. A., Schwepker, C. H., & Williams, M. R. (2019). Sales Management (9th ed.).
Routledge, p. 172.
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! Churchill, G. A., Ford, N. M., & Walker, O. C. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 280.
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! Futrell, C. M. (2014). Fundamentals of Selling: Customers for Life (12th ed.). McGraw-Hill, p. 455.
2 Anderson, R. E., Hair, J. F., & Bush, A. J. (2010). Professional Sales Management (4th ed.). McGraw-Hill, p. 210.
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! Ingram et al. (2019). Sales Management (9th ed.). Routledge, p. 176.
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! LinkedIn Talent Solutions. (2022). Global Talent Trends Report. LinkedIn Inc., p. 18.
2 Churchill et al. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 295.
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! Zoltners, A. A., Sinha, P., & Lorimer, S. E. (2009). Building a Winning Sales Force. AMACOM, p. 146.
2 Spencer, L. M. & Spencer, S. M. (1993). Competence at Work: Models for Superior Performance. Wiley, p. 11.
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! Society for Human Resource Management. (2022). Talent Acquisition Report. SHRM, p. 34.
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! Churchill et al. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 352.
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ol g SPIN cxall Uy + Y]l 25-30% S el
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! Futrell, C. M. (2014). Fundamentals of Selling (12th ed.). McGraw-Hill, p. 488.
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! Rackham, N. (1988). SPIN Selling. McGraw-Hill, p. 10.
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! MccCall, M., Lombardo, M., & Morrison, A. (1988). The Lessons of Experience. Lexington Books, p. 5.
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! Kirkpatrick, D. L. & Kirkpatrick, J. D. (2006). Evaluating Training Programs (3rd ed.). Berrett-Koehler, p. 3.
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! Phillips, J. J. (2003). Return on Investment in Training and Performance Improvement Programs (2nd ed.). Butterworth-
Heinemann, p. 7.
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Ly oY) chdged (g)sh el ae Jiwe o (Lgal IDU) A Asydl .6
Aaygd dasl)
bl (gineall LSS 7 3gad aladinls g0 s AB)Y1 kg
41% (+46%). J28% (et Ll Lajdl) BDle) Jans <
2.7 (+50%). A1.8 (i v Jue /@l sxe daugic |
11% (-42%). N19% o(Churn):  eDleall 38 Jaae <
Ll cupal) CallSs aad aa 440% =UsIIROI <

96 isiall



Foasd) (g5illy Cilagal) B (uliia b Cpialas

Shlgal) aliiy Auand) (o) juiad :duslud) Spalaal

Pl

O e Lgiad) S 5 ol ad) lgaad dlases Allise sl G Cppaall e ol
el el e am Glue (B dang chagy (b)) daler Ll calide alle (& Gl gl day
Luadliall clSyany llall QNS LIS L oS Y Jalge aa o3ga delny JS0 08 e oy
celanll ol g

- Adase dlle dlaleay auny W ABAl) AL Lyla) Lasd al) Aoy Satsd Jead dpageadll oa
Ciids 4 Laliy uiad dhaad dosg 4l geae IS ) by e a3 Gilaall
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Gl il A6 6 desfie ddje Jind Ll sl 3)) IKeller Kotler <5,
Aol bl o diise daale dingieq pifivw JRA) sl Gy cdiigedl) 8l3Y) asls S
». ang dujailly Geasd) e Y 3

AlelSie Jadae BB e laaall B (B aiatl) gange Juadll 12 ey

: dadl) a9g46.1

ABlal) 4o g dleaS Gadaill J4¥) i el

O Holus a2l elas Al dlally ol YD) poane o Sataillc
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o descsgall Cilaal Gaiat 8 5lally sgall Ja ) day dawial (gsine 203

dailly agal) cm ABMal) ) glata (e judadlls G iy el

JSET a5 (e olad aiilla (3] (& Al dad) (S3e o aad ASaaliny Alls Suiaillc

»3lgde deany o adigny ) da i) Kl Adalal) dxdlgs (p aiesal) Jelinlly

! Kotler, P. & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson, p. 555.
2 Churchill, G. A., Ford, N. M., & Walker, O. C. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 408.
3 Futrell, C. M. (2014). Fundamentals of Selling: Customers for Life (12th ed.). McGraw-Hill, p. 472.
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Churchill et

Ingram et al. Futrell

al.

Gaill el Ja) gday Y L 4 4 4 OIS 13 Le daay
(Arousal) ¢ D Shy ol
Lybaind) 2 Jealgy alesy (53 Lo 4 (rasa Vool easea sy
(Persistence) ¢ oty Ol oy
sl (s s sl s L 4 4 4 Cr ) sasy
(Intensity) ¢ lgaiyy Jssiall el
(S g

P ligl) Lyl ilBa 5u8a1016.1.2

Cilagall ol Calasallc om Osshw us yme thd 8 cupad) e S &R
S5 el agia U danpe dee By g dadipe Gmigd Slab el o oliy Ogaging o isal
Ll el algl

s o @l 3 (1966 sl allael & Suiailly Lyl o zecasHerzberg Gy s,
cibias dggially sl Jalse« of Lad el o) s st g YN Jalse Lial) Jalse
QNS IS

! Herzberg, F. (1966). Work and the Nature of Man. World Publishing, p. 71.
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! Ingram et al. (2019). Sales Management (9th ed.). Routledge, p. 246.
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! Herzberg, F. (1966). Work and the Nature of Man. World Publishing, p. 128.
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! Vroom, V. H. (1964). Work and Motivation. Wiley, p. 15.
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! McClelland, D. C. (1961). The Achieving Society. Van Nostrand, p. 36.
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! Ingram et al. (2019). Sales Management (9th ed.). Routledge, p. 220.
2 Churchill et al. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 431.
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! Gartner Research. (2020). Future of Sales Report. Gartner Inc., p. 4.

Rackham, N. & DeVincentis, J. (1999). Rethinking the Sales Force. McGraw-Hill, p. 8.
Rackham, N. (1988). SPIN Selling. McGraw-Hill, p. 10.

4 Ingram, T. N., LaForge, R. W., Avila, R. A., Schwepker, C. H., & Williams, M. R. (2019). Sales Management (9th ed.).
Routledge, p. 312.
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! LinkedIn Sales Solutions. (2023). Sales Navigator Product Overview. LinkedIn Inc., p. 3.
% Nucleus Research. (2014). Technology Value Matrix. Nucleus Research Inc., p. 2.

3 Anderson, J. C., Narus, J. A., & Wouters, M. (2006). Customer Value Propositions in Business Markets. Harvard Business
Review, 84(3), 91.
4 Futrell, C. M. (2014). Fundamentals of Selling (12th ed.). McGraw-Hill, p. 92.

122 daial)



Foal) (glly Slassall 813 Gubika b Clyalae

IRl S el gl JaBlo aoalUl pdS pelSUL Bandl \S71 ) Jaand |

Wl sl Ll pils ey
84% B ol e a6 an

o)
Syl Manll 2l adliall asial

53y Yo ): saall

(Value Proposition) 4l 4uadll ¢1y7.3.2

e ety of camg 13l @l oo doads Dla) o, Ligad Dlad Caed dieidl) ducadl) ()

Yy el Aadie ol ALk ¢ yaalic ZDE Cagid Lag fally JS e Al sl
- Jrenll gt (Sar daid e Joeasl) 04 cpn sBa) Jgaall
Aadl) drandl) Azl cligSe(7-8):  ad) Jgaadl

Sl ddads Siad Jraall 3l Lo uds $0alg ol Jaend) o Ja JlaY) CadlSs janids
(Resonance) aalyy aalsy L Ll dony b biliSME

Sual) ddas Aty Yy il dadi Lo oand Lglgh Guailial) poliicn Ja iy (ally ()58 4nd allas
(Differentiation) rdliall Sy S Glele e Llanwy)
Caalda

123 daaall



Fansdl (glly lassall B18) Gulia (b Clalae

(Substantiation) Gaaill LB e ginga Sy Lgia @i g Lilld0%  (mnkas
Glalyzll 8

rdaadl) i) ufgai7.3.3
Omthally Lngial) Jilgl) de sane Lgile (Value Proof Tools) daudll culd) clgal <oy
Agal) dsegl) (e Gaadlly (grudal)l A ASHaall phlad) Jdal Og0ysall Lgeadiion Al dpalal)
e (Quantitative & Qualitative Evidence) i sis duaS Alal adtn e ciloaY) oda adiad

Ve oo gl dilee o Les Ausgale dliadn of dpolaidl dloe g o deadll ol il 5)%

Glahy @il s34 Jadng (Business Case). dnlaidyl (gpaall culd) ) chseall (ape
ual) sl g yally cdunaall cilalgally ¢ (ROI)Lnuy) e wilal) z3lay digall Alall
sl el ladgall G Sgndll (aliig dsansgall AED el N lganes g G

Jranll Aagdl) @l clgal(7-9):  Jgaad

ROI lea SV sl sy A EHIN OdaL s AN
Sl glie Jall Al Llaa daalyl ey dlle hlE 3 jall e L5l
gl
dslal) dals 2a<)) Dl + Alaat el s Awadlia lly ol
TCO ddlaayl (sysil) audl ¥ ALK Joaill il ey Allen) 45 o1 el s e dadd

Lo o Jueal

124 dsaal)



Tona) (S5illy Clagsall 13 (ulha b Cpialae

SULYY Lds Sl s ol daee loal Al aanl) Agall
Laajpadl  ma il diee (50 alie plhd e LISY Ll ay 68 o Gy el
Baalie OsSS
duzl)s
Al Al Ayl i Jgdna Glas lada )y lags aua
il Jolsll i) Jd disiag daaly Cipdgar (sl Gl hall Llgig Aol
Shalad)

tgial) adeta Glansal) 7 35437.4
e e Ahiey dllSie ehd Ayt aaf Glandl JdOmnichannel  zigaic e
»1end) Lipas adadii o (90 (al s 5L IS ey Camy Aaall gl
Ljlsie gl Cua(Multi-channel)  cigiall axaiar 8yghita o dlad A G B Hiag
gl Jaldy lgin Ju¥l Ko Cus(Cross—channel) gl je (K dliiue S
ol e il Capeny g Uaiil Sl sasly (i) Lyad Gua(Omnichannel)

! Kotler, P. & Armstrong, G. (2020). Principles of Marketing (18th ed.). Pearson, p. 420.
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! Ingram et al. (2019). Sales Management (9th ed.). Routledge, p. 338.
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! Churchill, G. A., Ford, N. M., & Walker, O. C. (2009). Sales Force Management (10th ed.). McGraw-Hill, p. 502.
2 Dalrymple, D. J. & Cron, W. L. (2004). Sales Management: Concepts and Cases (8th ed.). Wiley, p. 380.
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