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GSSI 2014 Conference Schedule 
Crecy & Minden Rooms, Latimer Place Mews 

 

Pre-Conference Registration 
Tuesday 10th June 2014: Latimer House Reception from 17:00 
 

Day 1: Wednesday, June 11th 2014 
 
08:00-10:00 GSSI Committee meeting: working breakfast 
  Chesham Room, Latimer House    
 
08:30-09:30 Networking Breakfast  

Courtyard Restaurant, Latimer House 
 
0900-0930 Registration for new arrivals: The Atrium, The Mews at Latimer Place 
 
09:30-09:45 Welcome Message from the Conference Chairs:  

Beth Rogers & Leff Bonney 
Crecy & Minden Rooms, The Mews , Latimer Place 

 
09:45–11:15 Competitive Paper Session: International Issues in Selling 

Sales organizations are not immune to the globalization of business. This 
has far reaching implications including how reps negotiate with 
international clients.  Globalization also has many implications of 
researchers as well.  The authors in this session tackle some of these 
critical aspects of international selling. 

 

 International Entrepreneurial Selling – Entrepreneurs’ Narratives 
on International Sales Negotiations - Irene Lehto, University of 
Oulu 

 

 Managing Complexity in International Business Negotiations. An 
Empirical Research through a European-Chinese Case- Pascal 
Brassier and Jing Tang, Auvergne University (EUM-UdA), CRCGM 
Laboratory 

 

 The Role of Listening in the Intercultural Sales Encounter - Tanya 
Drollinger, University of Lethbridge 

 
11:15-11:30 Break 

Coffee Lounge & Atrium, The Mews 
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11:30–12:30 Discussion Paper: Is Sales Ready for a Certification? 

Over the years, sales academics and practicing managers have discussed 
the "professionalization" of sales.  Trades like accounting, engineering, 
and medicine have employed certifications of the people that work in 
these fields.  Is sales ready for the same level of professionalization?  In 
this session, we will explore this question through a panel discussion with 
some of the world's leading sales scholars. 

 

 Professionalization and Scientification of Sales Engineering - Jobst 
Görne, Aalen University of Applied Sciences (Discussion to follow) 

 
12:30-13:00 Special Presentation: Sales Force Transformation 

Howard Stevens, Chairman of Chally Group Worldwide 
 
13:00-14:00 Conference Lunch 

Courtyard Restaurant, Latimer House 
 
14:00-15:30 Competitive Paper Session: Importance of Knowledge in Selling  

We live in a knowledge based world.  Without information and insight, 
sales people are at a major disadvantage.  In this session, we discuss the 
role of knowledge and knowledge building technologies (i.e. CRM) in 
sales person success. 

  

 Sales and Knowledge: A Research Agenda - Hans Dekker, HZ 
University of Applied Sciences and Kurt De Blick, ScienceforSales 
 

 Contextual Utilization and Performance Expectancy of Sales-CRM 
Technology In An International Sales Organization – David Baker, 
University of Louisiana at Lafayette 

 

 Impact of CRM on Sales Process Behaviours: Empirical Results 
from US, Europe, and Asia – Rob Peterson, Northern Illinois 
University, Michael Rodriguez and Vijay Krishnan, Elon University  

 
15:30-15:45 Break 

Coffee Lounge & Atrium, The Mews 
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15:45–17:15 Competitive Paper Session: Managing the Customer 
The role of sales has evolved from a conduit through which corporations 
communicate value to being a key creator of value.  In this session, 
authors explore the importance of developing clear value propositions 
through the interaction with clients and with internal stakeholders who 
can help the sales rep in value creation.  

 

 Reciprocal Value Propositions in Professional Service Sales 
Encounters - Jasmin Baumann and Kenneth Le Meunier-FitzHugh, 
University of East Anglia, Alexander Haas and Nina Stübiger, 
University of Giessen 
 

 “Do Salespeople Matter in the Information Age? Using the 
Elaboration Likelihood Model to Understand How to Influence 
Informed Consumers”- Bryan Hochstein, Florida State University 

 

 “The Buying Center in the Field of Service" Proposal of a Modified 
Role Concept Demonstrated via Personal Business Services - Arndt 
Borgmeier, Katharina Filipenko, Samantha Fuchs, Birgit Rief, 
Wiebke Schäfer, Aalen University of Applied Sciences 

 
17:30-18:30 GSSI Country Representatives meeting 
  Chalfont Room, Latimer House    
 
18:00-19:00 Cocktail Hour, sponsored by Florida State University 

The Library, Latimer House 
 
19:30-21:00 Informal Dinner  

Courtyard Restaurant, Latimer House 
 
Dress code: No set code 
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Day 2: Thursday, June 12th, 2014 
Crecy & Minden Rooms, Latimer Place Mews 
 
08:00-09:00 Networking Breakfast  

Courtyard Restaurant, Latimer House 
 
09:00–10:30 Competitive Paper Session: Networking in Sales   

Being able to effectively network in order to build client lists is a timeless 
concept of selling.  However, the way that sales people network has 
changed rapidly with the advent of social media and internet 
technologies.  In this session, authors will explore key concepts of 
networking including a look at how social media influences these key 
selling behaviours. 

  

 How Social Media Literacy Affects Sales Behavior Performance: 
The Role of Organizational Influences - Melanie Bowen, THM 
Business School, Alexander Haas, University of Giessen and Jan 
Freidank, THM Business School 

 

 Abrupt Salesperson Driven Network Formation: The Case Study of 
Kagome’s Regional Marketing - Kenichi Hosoi and Kenneth Ichiro 
Tsuye, Hiroshima University of Economics, Miho Miyauchi, Chukyo 
University and Yoritoshi Hara, Meiji University 

 
 Networking and Career Success: Does Gender Matter? - Gerrard 

Macintosh, North Dakota State University 

 
 
10:30-10:45 Break 

Coffee Lounge & Atrium, The Mews 
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10:45- 12:15 Competitive Paper Session: Leadership and Performance Management  
One of our goals for this year's GSSI conference is to take a closer look at 
the sales management function in the sales organization.  The authors in 
this session help us achieve this goal through an in-depth look at leading 
the sales organization.  Topics include broad leadership issues in sales 
management as well as helping sales managers define what "good" 
selling looks like. 

 

 Exploring Leadership Styles and Salesperson Performance: A 
Review and Framework- Karen Boehnke Peesker and Javier 
Marcos-Cuevas, Cranfield University School of Management 
 

 Towards a Model for the Transformation of Leadership in Sales - 
Philip Squire and Anne Feeney, Consalia and Javier Marcos-
Cuevas, Cranfield University School of Management 

 
12:15–13:30 Conference Lunch 

Courtyard Restaurant, Latimer House 
 
13:30–15:00  Competitive Paper Session: Leadership and Performance Management 

(Continued)  
 

 Towards A Framework of Performance Measurement Effectiveness 
In Sales - Peter Kerr and Javier Marcos-Cuevas, Cranfield 
University School of Management 

 

 Developing An Implicit Theories Of Selling Ability Measures - 
Corinne Novell, Karen Machleit, and Jane Z. Sojka, University of 
Cincinnati 

 

 From Managing Sales Activities to Managing Luck: Can We 
Attribute Sales Performance to Luck? - Joel LeBon, The University 
of Houston 

  
15:00-15:15 Break 

Coffee Lounge & Atrium, The Mews 
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15:15-16:45 Competitive Paper Session:  Trends in Sales Education 
Sales education is one of the fastest growing areas in business schools all 
over the world.  In this session, authors will present some novel ideas on 
how to more effectively teach sales students through experiential and 
self-directed learning. 

  

 Does Sales Teaching Really Lead to Future Success?- William 
Bolander, Cinthia Satornino and Leff Bonney, Florida State 
University 

 

 Teaching Sales Students to Direct Their Own Learning - Stephanie 
Boyer, Bryant University 

 

 Settings as a Design Parameter to increase Effectiveness of Sales 
Role Plays in Higher Education - Uwe Jäger, University of Medien 

 
19:00  Pre-Dinner Drinks 

The Terrace & Gardens or Blenheim Room, The Mews  
(Weather dependent) 

 
19:45-22:00 GSSI Gala Dinner 

The Mews Restaurant 
 
Dress Code: Suit & tie  
 
Guest of honour: Prof Johann Lippowitz  
Professor of Interpretative Dance 
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Day 3, Friday June 13th, 2014:  The Industry Day “Tales from the Frontline” 
Crecy & Minden Rooms, Latimer Place Mews 
 
08:00-09:00 Networking Breakfast  

Courtyard Restaurant, Latimer House 
 
0830-0900 Registration for new arrivals: The Atrium, The Mews at Latimer Place 

 
09:00-09:15 Welcome 
  Dr Beth Rogers, Portsmouth Business School 
 
09:15–10:00 The Future of Selling (The End of Sales as We Know It) 

Howard Stevens, Chairman of Chally Group Worldwide 

The future of selling is happening now, and we need a roadmap for 
where the art (and science) of selling is today and exactly where it’s 
headed. We’ll present an analysis of over 20 years of data collected 
through world class sales research that provides an encyclopaedia of 
information about each aspect of selling. 

Neil Rackham on Chally:  "The sheer size and comprehensiveness of the 
Chally databases makes them unique in the sales field.  Chally’s work in 
the selling area has been evolving since the 1970’s.  In addition to 
amassing an impressive sales database of 600,000 salespeople, Chally has 
made significant contributions to sales benchmarking methodology and 
research.  …  An additional advantage is that one of the acknowledged 
strengths of Chally is the long association between the company and 
academic sales researchers... Chally’s data has been used to help 
establish research priorities in sales strategy and performance." 

 
10:00-10:30  University‐Company Collaborative Partnerships: Co‐creating Research in 

Sales 
Dr Javier Marcos, Senior Lecturer - Sales Performance, Cranfield 
University School of Management 
 
Knowledge created in academic institutions has grown exponentially over 
recent years. However, research-based knowledge is not widely used by 
in organizations, failing to cross the gap between research and practice. 
University-Company Collaborative Partnerships are approaches that may 
help address this divide facilitating the creation of knowledge that is both 
academically rigorous and relevant for organizations. 
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10.30-11:00 Sales & Purchasing often don’t talk – what if they did? 

Rob Maguire, Sales Leadership Alliance & Managing Partner,  
MaguireIzatt LLP 
 
In the days of e-procurement and direct selling the relationship between 
procurement and sales has become increasingly automated and 
prescriptive. It can be thought of as two blindfolded travellers in a fog 
trying to meet in the middle of a minefield by shouting instructions at 
each other. 
With all the investments we have made in CRM, SRM, social media, 
websites and big data why has selling become so transactional? 
This session looks at the common tools buyers use to make decisions, the 
traditional approach of sellers to getting the deal and asks how we can 
get back to a business conversation between equals that lets us sell and 
buy value? 

 
11:00-11:15 Break 

Coffee Lounge & Atrium, The Mews 
 
11:15-11:45 What makes a Sales-Superstar and how can you get more of it in your 

team? 
Bryan McCrae, Sales Psychologist & MD of Sales Motivations 
 
Are these Sales Superstars born or bred and what do they do differently? 
Recent psychological research shows us that Sales Superstars think 
differently and anyone can learn to think in the same way, leading to 
greater sales performance through increased motivation, resilience and 
ability to cope with pressure. In this talk you will learn what they do and 
how learning to do the same boosts sales activity and sales performance, 
helping your team to become high performing Sales Superstars. 
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11:45-12:15 As sales is all about 'Getting to Yes', what is the point of trying to 
professionalise through qualifications? 
Ben Turner, Director of Sales, Institute of Sales & Marketing Management 

If I get on a plane I would want to ensure that the pilot had the 
appropriate training and accreditation to fly, if I went to a doctor I would 
hope that the years of medical school would put me at ease and when I 
walk through my accounts department I am sure that the majority will be 
qualified or working to be qualified to sit in the office. Is sales so 
different? Should we be looking for qualified sales professionals when 
‘Getting to Yes’ is the primary driver? What difference can / should or 
does it make to the bottom line and are we just creating barriers to entry 
for those with fewer qualifications but a natural ability to sell? 
Ben will be looking at the changing landscape of what he sees as the 
‘Professionalisation of Sales’ and why, for the first time anywhere in the 
planet, there is a genuine evolution taking place in demand for qualified 
sales people. 
Passing fad, or just what is needed at the right time? 

12:15–13:30 Informal Networking Lunch 
Courtyard Restaurant, Latimer House 
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Return to Crecy & Minden Rooms, Latimer Place Mews 
 
13:30-14:30 KEYNOTE SPEAKER: The new roles of excellent marketing and selling in 

creating shareholder value  
Professor Malcolm McDonald, Emeritus Professor, Cranfield University 
School of Management 
 
This session shows how the world of commerce has changed forever. This 
means that the role of marketing and sales in world class companies has 
had to change to accommodate the new challenges. It spells out what 
these new roles are and how they are combining to create shareholder 
value.   
 
The session includes: 

 A brief history of management, especially of marketing and sales; the 
pointlessness of P&L statements and balance sheets in the absence of 
market-based information; the wide range of business relationships 
and their impact on profitability; marketing and factors for success; 
the contents of value propositions; how commercial success is 
measured today; the role of the new marketing function;  the role of 
the new sales force 

 How the two functions working together can create added value for 
shareholders 

14:30-15:15 Sales Development Plans – why bother? 
Jeremy Noad, Global Performance Transformation Director, Linde Group 
 
The 1st in line sales manager has a responsibility to deliver the objectives 
set by the company. Their role in prioritising the right thing to do at the 
right time to deliver those objectives whilst operating under multiple 
constraints of both internal and external is a challenge. This presentation 
focuses on one such programme, starting with the literature through to 
application and evaluation. 
 

15:15-15:45 Break 
Coffee Lounge & Atrium, The Mews 
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15:45-16:15 Disrupt Your Own Customers, Before Your Competitors Do! 
Andrew Hough, EMC 
 
At the pace of change of economies, technologies and international 
markets, the only certainly is that there is NO certainty. Forcing the pace 
of change proactively and challenging your normal business methods, 
products and sales messaging are the only way forward.  

The strategies suggested by previous speakers are all good, but only part 
of the answer. The mind set of "Challenging the Challenger", is the 
fundamental key as we strive to offer considerable value to our 
customers, and win more share by enabling them to be more 
competitive, and attain first mover advantage.  

This may mean that we have to disrupt our own install base, product 
positioning and mix, embrace new technologies and the information we 
put into the public domain to create brand awareness, and inform 
customers buying decisions.  

In discussing this still further we will explore the new normal touched 
upon by Howard Stevens, and show shareholder value being created with 
the capture of increased market share. But most importantly we will try 
and uncover how as sales leaders we can embed this culture and 
behaviour in our organisations and how we inspect, measure and drive 
this. 

16:15-17:00 Panel Q&A: Grill the speakers 
Feel free to ask about what they have said, or about situations you are 
encountering 

 
17:00  Conference Close: Dr Beth Rogers & Dr Leff Bonney 
 


