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interpersonal skills and technical knowledge. This study showed when selling skills are high a
customer orientation will have a greater impact on an individual salesperson’s performance.
When sales skills are low a salesperson will perform better using a sales orientation. Al offers a
method, when used effectively, to help a salesperson discover a customer’s needs and dreams,
which is critical to a customer orientation approach. Wachner, Plouffe and Gregoire noted,
»With the extant research consistently pursing these areas, we posit that attention has been
misdirected from the core or what SOCO actually is: a perspective that speaks directly to what
the salesperson does - how he or she strategizes and plots an approach to managing relationships

with both customers and prospects.” (p.40}.

Sales Approach

Sales as an activity has been around since ancient times and has been studied extensively.
One of the cornerstones of modern sales research has been the traditional seven steps of selling.
This framework has been around since the beginning of the 20" century and has remained, for
the most part, unchanged. This framework has been the foundation of sales textbooks, training

programs and classes on sales. (Moncrief & Marshall, 2005)

The traditional approach to selling as described by Moncrief and Marshall (2003)

involved seven steps:

1. Prospecting — This is the method sales people use to search for new customers and
potential customers and involves activities like cold calls, referrals and networking. It
also includes qualifying the prospect and having a screening process to determine if the

prospect is worth additional time.
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2. Preapproach — This is all the post prospecting activities that the salesperson does before
the actual visit to the customer and involves doing research on the customer and learning
the customer’s needs.

3. Approach — This is the strategies and tactics the salesperson uses at the beginning of the
sales call to gain rapport and the salesperson can employ a variety approaches ranging
from a consultative approach to a product approach. It involves opening small talk,
handshake and trying to make a good impression.

4. Presentation — This is the main part of the sales call and occurs after the salesperson has
determined the needs of the customer and can involve one presentation or multiple
presentations. The goals for the sales presentation will change depending on the
circumstances. A first time buyer must get enough information to understand the
product’s benefits, which may mean a focus on a product demonstration.

5. Overcoming Objections — This typically identified as customer questions and hesitancies
about the product or company and should be expected. By getting a customer to reveal
objections, real buyer needs can be identified.

6. Close — This is the successful completion of the sale which results in the customer
committing to purchase the sexrvice or good. Once any objections have been dealt with
the salesperson must ask for the business and this is the start of the closing process.

7. Follow-up — This begins after the acceptance of the order by the customer and focuses on
making sure the customer is happy with the product or service.

Mongcrief and Marshall (2005) updated the steps in the sales process based on changes
found in selling methods. The primary change in the sales process is moving from a selling

orientation to more of a customer orientation, with a focus on maintaining longer term profitable
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customer relationships. The traditional seven steps have a lack of customer orientation.
According to Moncrief and Marshall (2005), these changes are being driven by: “Rising
customer expectations, consumer avoidance of buyer-seller negotiations, expanding power of
giant retailers, globalization and demassification of domestic markets...” (p.14). Asa
consequence, the seven steps in the sales process have evolved according to Moncrief and
Marshall based on technology, the strategic role of sales, team based sales and increased buyer
knowledge and this evolution has resulted in a sales process that is nonsequential {p.15-16). This
evolution means the salesperson will perform these steps in some form, but not necessarily in
each sales call. The steps will occur over time and may be accomplished by multiple people
within a firm. This update in the traditional model indicating more of a focus on customer
orientation would further suggest use of an Al model by sales people because of the positive

emotions that the Al approach creates and its impact on customer satisfaction.

In many ways this sales approach is similar to the action research approach to
organization change as identified by Rothwell, Sullivan and McLean (1995). The traditional
sales approach involves finding the client’s (customer’s) problem or need and then proposing a
solution for those problems or fulfilling the need. However, the traditional model of action
research typically relies on the organization to identify a need and then reach out for assistance.
The sales model is more proactive in terms of finding customers who have needs that they can
fill. Bottom line, they are both deficit-based approaches, but the sales approach is always done
by an external person, whereas, an OD intervention could be done with an external consuitant or

done internally.
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Summary

The literature review discussed the appreciative inquiry method of organizational change
and discussed how the principles of appreciative inquiry have been used to build a process for
affecting organizational change called the 4-D cycle. A number of cases where appreciative

inquiry has been used to successfully create organizational change were reviewed.

The literature on the sales process showed a significant amount of research has been done
on the sales process and sales behaviors. The research has shown two variables that have had
some relationship to sales effectivencss — adaptive selling and customer orientation. The
adaptive selling model is based on the ability of the sales people to match their behavior to the
customer and the selling situation, One of the key features of the adaptive approach is the more
sales situations the salesperson can adjust to the more effective the salesperson can be.
Appreciative inquiry offers one way a salesperson can adapt to a customer and selling situation.
Customer orientation research has focused on the sales person helping the customer make
purchases that will satisfy the customer’s needs. The research on customer orientation indicates
the salesperson having a close and trusting relationship with the customer and having the skill to
discover a customer’s needs and dreams is necessary to be effective. Appreciative inquiry offers

a method to help accomplish this.

The research literature on sales shows the traditional model for selling, as described by
Moncrief and Marshall (2005), is a deficit-based approach based the product’s features and
benefits and on solving a customer’s problems. The positive approach offered by the
appreciative inquiry model and the 4-D cycle provides an alternative sales approach, if used by

sales people, would increase customer satisfaction and give sales people another approach to use,
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which would increase their adaptability. This study explored the use of appreciative inquiry and

the 4-D cycle in the sales process,
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Chapter 3: Research Methodology

The researcher developed a set of propositions regarding the use of appreciative inquiry
(AI) in the sales process. The rescarcher selected a case study methodology as a way to

investigate these propositions.

Research Design

According to Yin (2003), different research strategies can be used for exploratory, descriptive or
explanatory studies. This case study is exploratory in nature and takes a theory about the use of
appreciative inquiry in the sales process to a case study to see if the theory is supported, Yin
does not use the term, but this is a positivistic case study. Yin (2003) indicated that use of any
research strategy is determined by three conditions: “(a) the type of research question posed, (b)
the extent of control an investigator has over actual behavioral events, and (c) the degree of focus
on contemporary as opposed to historical events” (p.5). According to Yin (2003), case studies,
experiments or histories work best when the research questions are “how” and “why” questions.
This study focused on how the AT model is used in the sales process and why it is used, which

made a case study method a good fit for the this research.

Another condition Yin (2003) identified that determines the research approach to use is
the extent of control over behavioral events. In this study, there was no control over behavioral
events. It involved asking sales people about the sales process they use. The final condition Yin
identified is the degree of focus on contemporary events. This study involved exploring what
- sales process sales people are currently using. It did not ask about how people sold in the past or

sales approaches they may have tried in the past.
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In identifying when a case study approach should be used, Yin (2003) wrote: “The case
study is preferred in examining contemporary events, but when the relevant behaviors cannot be
manipulated” (p.7). This study fit all of the conditions Yin identified for a case study. The study

involved asking sales people how they sell, but did not manipulate or influence their behavior.

Research Question

As stated previously‘, the research question is: Do sales people, based on how they sell
and their goal for the sales process, use an Al change model as a basis for their sales approach,

either as their primary sales approach, or in addition to a deficit-based change model approach?

Theory

Ifthe Al model works in the organizational change context, then it may well have
application in the sales process. As an example of how organizational change models might
compare to sales models, Figure 1 below shows how the traditional sales model identified by
Moncrief and Marshall (2003) might be compared to the frequently used action research model

defined by Rothwell, Sullivan and McLean (1995).

E?{gilji.e Of How A Sales Model Compares To An Action Research OD Change Model
Traditional Sales Model Action Research Model

Prospecting | Entry

Preapproach Assessment

Approach Start up

Presentation Assessment and Feedback

Overcoming Objections Assessment and Feedback

Close Close & Adoption
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Follow—up Evaluation

This comparison suggests how the action research model of organization change is
similar to the traditional sales model. This similarity may also be shared by the Al change

model.

Since Al is not a formal approach that is identified or trained for, sales people either need
to come to this approach based on their own belief system or through their experience with what
is effective. Experience is a powerful teacher for sales people given the continuous level of
feedback they receive based on their daily successes and failures. When selling, sales people can
take a positive approach, a deficit approach or use both approaches. Some sales people will only
use one approach or the other. The research has shown two variables that have been related to
sales performance are adaptive selling behaviors and customer orientation. (Jaramillo, Ladik,
Marshall, & Mulki, 2007; Franke & Park, 2006). The rescarcher hypothesizes that these two
variables will also influence the use of Al in the selling process. Looking at the interaction of
these two variables would suggest when and how Al would be used in the sales process. Al
represents a fundamental change in sales approach from a traditional deficit-based method to a
positive based method. Given Al represents a different approach with different behaviors, the
salesperson who exhibits high levels of adaptive selling behaviors, most likely will exhibit an Al
(positive) based sales approach in addition to the deficit sales approach. Sales people with a
more structured approach are less likely to exhibit both approaches because they tend to rely on
one approach. These structured sales people could use either a positive based approach or a
deficit-based approach, but not both. Froman adaptive selling behaviors perspective, Al may
play a significant role in the sales process in two ways. One way is through the expansion of the

knowledge structures required by adaptive selling behaviors and the other is by providing
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alternative sales strategies that can be used by the salesperson. Consequently, the salesperson

who utilizes both approaches should be more likely to rate highly on adaptive selling behaviors.

The research has shown a customer oriented sales approach focuses on meeting customer
needs and tends to work better when there is a trusting relationship. Given the basic assumptions
of the Al or positive approach, it should lead to a more customer oriented approach than the
deficit approach. This could be done by two mechanisms — emotional contagion and job
satisfaction created by feedback from a positive based approach. Emotional contagion, in order
to be effective in a positive direction, requires the salesperson’s belief system to align with a
positive approach. This belief system would be more likely to align with the fundamental
assumptions of Al and be reflected in why the salesperson uses an Al approach. Also, the
research on Al and in the sales arena has shown an increase in positive emotions result in a
variety of benefits in the sales process and to the salesperson - Al increases trust and the flow of
information, both of which are characteristics of when the customer otiented approach is most
likely to be used. A selling oriented salesperson is more focused on making the sale. Because
customer satisfaction is not the primary goal, it is less likely a positive approach would be used
by a selling oriented salesperson. Al’s focus is not only on making the sale, but building a long

term trusting relationship which results in satisfaction for both parties.

A salesperson, who utilizes adaptive selling behaviors, can use either a positive or deficit
approach, dep-ending on the situation. Ifa salesperson has a selling orientation, the reason for
using a positive approach will be different than that of a customer oriented salesperson. Fora
salesperson with a selling orientation, the reason for the use of either approach is to make the
sale. In that circumstance, Al becomes one more tool in the salesperson’s tool kit. Ttisa

technique to make a sale. For sales people with a customer orientation, the use of either
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approach is to increase customer satisfaction and build trust. Use of Al or a positive sales
approach by a salesperson will be to develop trust and help better meet customer needs. Even
though sales people who are high in their use of adaptive selling behaviors are likely to use Al as
an approach, the reason for their use of a Al or a positive based approach will be different based
on whether they have a selling or customer orientation. In the case where sales people have a
more structured sales approach, the use of Al will vary depending on whether they have a selling
or customer orientation. A selling oriented salesperson is more focused on making the sale,
which has been the focus of the deficit sales approach. This selling approach is more focused on
solving a problem or meeting a need rather than building trust or increasing customer satisfaction
because it has a higher likelihood of resulting in a quicker sale. Consequently, a selling oriented
salesperson will be more likely to rely on the deficit-based sales approach, Whereas, a customer
oriented salesperson is more focused on customer satisfaction and as a result, is more likely to

use a positive based approach. These relationships are shown in Figure 2.

Salesperson’s
7 customer orientation

' Salesperson’s ' R L
o SAAPSPRTSG : :
I : - Sales Approach |

. characteristics

Satesperson's adaptive '
selling behavior |

Figure 1. Theoretical Model of Factors Determining Sales Approach
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Figure 3 shows how the theoretical model would predict the use of Al in the selling

process.
Customer Orientation (CO)
Positive sales approach Positive and deficit sales approaches
Focus on customer satisfaction Use either to drive customer satisfaction
Structured ASB
Deficit sales approach Positive and deficit sales approaches
Focus on making sale Use either as technique fo drive sales

Selling Orientation {SO)

Figure 2. Predicted Use of Sales Approach by Theoretical Model

According to Cooperrider (2005), there is no one approach to Al and sales people may
have developed a variety of models. One potential sales model could be a medification of the
traditional sales approach utilizing the Al 4-D model. Figure 3 shows how a salesperson might
modify the 4-D model for sales purposes. However, the fundamental questions underlying the 4-
D model can provide a basis for identifying whether sales people are using a positive (Al)
approach. This is the basis for developing and evaluating survey questions to identify if sales
people are using the Al model. The survey questions can ask about the sales process the

salesperson is using and then be evaluated based on fit with the processes defined in Figure 4.
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Prospecting

h

Preapproach
Approach Discovery
Presentation v
. Dream
Overcoming
Objections
A
i Design
Close
! ‘
Follow-Up Destiny

Figure 3. Sales Process and Hypothetical Sales Process Using 4-D Cycle
Propositions

Based on this theory the case study examined the following propositions.

{. Sales people who are high on adaptive selling behaviors use an Al based sales approach
in addition to a deficit-based approach as part of their selling process because it provides
a wider range of behaviors to address a wider range of situations,

2. Sales people who are more customer oriented use an Al based sales approach in their
sefling process because they believe it increases customer satisfaction.

3. Sales people who are high on adaptive selling behaviors and are more customer oriented
use an Al based approach to increase customer satisfaction.

4. Sales people who are high on adaptive selling behaviors and are more selling oriented use

an Al based selling approach primarily as a technique to increase sales
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5. Sales people who are more structured in their sales approach and are more customer

oriented rely primarily on an Al based selling approach because it increases customer
satisfaction.
Sales people who are low on adaptive selling behaviors and are more selling oriented rely

primarily on a deficit-based sales approach because it is more likely to generate sales.

Research Process

The researcher used the following steps in conducting the research to examine these

propositions:

1,

Identified who to survey. All outside sales people at the participating organization were
surveyed regarding their use of adaptive selling behaviors and selling orientation-
customer orientation (SOCO). Only survey respondents with one or more years of
outside sales experience were used in the analysis.

Classified survey participants. Using the survey responses the sales people were
classified as either CO (customer oriented) or SO (selling oriented) and as adaptive or
structured in their sales approach. These classifications allowed the researcher to assign
each salesperson to the appropriate quadrant of the theoretical model.

Interviewed five sales people from each quadrant of the model. These interviews were
used, based on established criteria, to determine if a salesperson used elements of a
positive (AI) or deficit sales approach or used both approaches as predicted by the model.
Interviews used to determine why the sales people used the approach they did. The
model! predicts, based on the salesperson’s classification, why the salesperson uses a

particular sales approach - to either increase customer satisfaction or to increase the
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likelihood of a sale. The interviews were analyzed to determine why the sales people
used the approach they did and these results were compared to the results predicted by
the model.

5. Interviews used to see how sales people used Al. The interviews were analyzed to

determine the extent to which sales people were using the 4-D process.

Data Analysis and Criteria for Interpreting the Findings

The case study used a combination of survey and interviews. The survey measured the
use of adaptive selling behaviors, customer orientation (CO), and selling orientation (SO) by
sales people. The interview assessed the use of a positive and the deficit model and sales
people’s reasoning as to why the orientation was used in the sales process. The sales people
were classified into one of the four quadrants of the model in Figure 3 based on their survey
results. A sample of five sales people from each quadrant was interviewed, using an interview
guide, to determine which model they use in the selling process and why they use it. Table 1

shows the specific variables that were studied and how they were measured.

26

Table 2
Research Variables and Measurement
Elements of analysis Measure Source
Deficit Self reported behavior Interview
Sales Approach Positive Self reported behavior Interview
Both Self reported behavior Interview
Adaptive Selling Behavior Mean score on Surve
P g ADAPTS-SV scale Y
Customer Orientation Mean score on CO Survey

scale
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Mean score on SO

Surve
scale Y

Selling Orientation

o Sales approach — is defined as a deficit approach (traditional model), positive (Al model)
approach or both

e Customer orientation (CO) — is defined as the salesperson’s helping customers make
purchase decisions that satisfy their needs

e Selling orientation (SO) — is defined as the salesperson focusing on making the sale

A survey was emailed with an introductory message to all outside sales people in the
organization using Survey Monkey, an Internct based survey program (see Appendix A and B
for copy of survey and introductory message). The survey used a seven point Likert scale
ranging on one end of the scale to Strongly Agree to Strongly Disagree on the other end of the

scale for the ADAPTS-SV survey questions.

Adaptive selling behaviors were measured using the five item ADAPTS-SV scale as

shown below.

1. When I feel that my sales approach is not working, I can easily change to another
approach.

I like to experiment with different sales approaches.

I am very flexible in the selling approach [ use.

I can easily use a wide variety of selling approaches.

I try to understand how one customer differs from another

bl b

This scale consists of five questions drawn from Spiro and Weitz’s (1990) original 16
item scale to measure adaptive selling behaviors, Robinson, Marshall, Moncrief and Lassk
(2002) conducted a study to sce if the 16 item scale could be reduced. They developed and
tested a five item scale which they called ADAPTS-SV. They found based on their analysis that
the,” Model fit statistics are impressive, reliabilities mirror those of the full ADAPTS scale, the
items represent four of the five original facets of ADAPTS, and the shortened length adds

measurement efficiency for business applications” (p.119). Chakrabarty, Brown, Widing and
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Taylor (2004) in their analysis of the measures of adaptive selling concluded that the ADAPTS-
SV is a valid measure of adaptive selling. The ADAPTS-SV will provide a single factor
measure of adaptive selling behavior and comparing the means between the different sales

approaches will give a valid measure of adaptive selling behavior.

In order to measure customer orientation and selling orientation, the revised SOCO scale
developed by Thomas, Soutar and Ryan (2001) was used. The survey used a nine point Likert
scale ranging on one end of the scale from “True for NONE of your customers — NEVER” to
“True for ALL of your customers —~ ALWAYS” on the other end of the scale. This isa 10 item
scale that provides five items that measure selling orientation and five items that measure
customer orientation. The SOCO scale was 24 items originally developed by Saxe and Weitz
(1982) to measure the self-assessed customer orientation of sales people. The revised scale was
further evaluated by Periatt, LeMay and Chakrabarty (2004) who found it worked well for the

group in their study. These items are shown below.

Customer Orientation (CO)

2. Itry to figure out what my customer needs are.

A good employee has to have the customer’s best interest in mind

4, Ttry to bring a customer with a problem together with a product/service that helps solve
that problem.

I offer the product/service that is best suited to the customer’s problem.,

6. Itry to find out what kind of products/services will be most helpful to a customer,

(98]

Lh

Selling Orientation (SO)

7. Ttry to sell as much as [ can rather than to satisfy a customer

8. Itis necessary to stretch the truth in describing a product to a customer,

9. Ttry to sell a customer all can convince them to buy, even if I think it is more than a wise
customer would buy.

10. I paint too rosy picture of my product/service to make them sound as good as possible.

11. 1 decide what products/service to offer on the basis of what I can convince customers to
accept, not on the basis of what will satisfy them in the long run.
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Once the sales people were classified into one of the quadrants of the model, five of the
sales people from each quadrant were selected to be interviewed. The selection was done by
starting with the sales people in each quadrant who were diagonally furthest from the center
point. If one of those sales people were unavailable, then the next furthest salesperson was
interviewed until five sales people from each quadrant had been interviewed. The interviews
were done by phone, Before each interview started, the participant was read a statement
introducing the study and researcher., The participants were informed that their participation was
voluntary and the results would be kept confidential. They were also informed they did not have
to answer any question they did not want to answer. The participants were asked if they would
allow the interview to be recorded and told that the interview would be transcribed and coded so
they would not be identified in the transeript. They were told the recording would be deleted
after it was transcribed. At that point, if the participant had agreed, the recorder was turned on
and the participant was asked to confirm their understanding of the conditions. All the sales

people interviewed were male.

Initially the transcripts were to be reviewed and analyzed by counting the occurrence of
certain words or concepts. These counts of positive and deficit comments were to be converted
to percentages based on the total number of comments, either positive or deficit. The ratio would
be the number of positive to deficit concepts mentioned by the salesperson. For example, if a
salesperson had 55% of the comments positive and 45% of the comments deficit, the ratio would

be 1.2.
The following words or concepts were counted for a deficit sales approach:

e Customer problems
o Customer needs
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¢ Competitor weaknesses

¢ Solutions

¢ Product/service benefits

e Objections

e Company product features

These are concepts based on the traditional sales approach described by Moncrief and Marshall
(2005). To determine if the salesperson was following a positive (Al) approach the following

words or concepts were counted:

Telling stories

Value in organization
Describe successes

Look like in future
Asking positive questions
What worked in past

e & o ©o o ©

However, after reviewing the interview data, the researcher realized that this
measurement would not be meaningful. The ratio was influenced if the sales person needed
clarification or asked additional questions. These needs could encourage the sales person to talk
more about the question than other sales people would who did not receive the additional
information. Also, some questions could result in longer answers which could influence the
ratio. Given these problems with the planned measure, an alternative measure was developed.
This measure took the answers to seven questions and based on the words or concepts described
above classified the answers as deficit-based, positive based or both. A value of 1 was given if
the answer incorporated positive words or concepts, a value of -1 was given if the answer
incorporated deficit-based words or concepts and value of 0 was given if the answer incorporated

deficit and positive based words and/or concepts.
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The interview guide was initially based on five questions which were tested on two
salespeople in a different organization. The test interviews went as anticipated and the interview
process started with five questions. The first three interviews did not include the questions about
when the sales approach was most effective and the use of stories. These questions were added
as part of the process because more data was needed to complete the evaluation using the revised
scoring system. The question on when the sales approach was effective was intended to
highlight what type of approach the salesperson was using. The story question was intended to
find out if the salesperson used stories as part of the process, and if so, what types of stories did
they use. Both questions were open ended and did not give any indication of what response was

appropriate.

The following seven questions were used for analysis:

Describe how you sell to customers?
o Think of a time your sales approach was most effective and describe what
happened.
o What is your favorite story about your selling approach?
e What are/is the key(s) to your selling approach?
o  What types of questions do you ask customers?
o What are you trying to find out?
o What are the most common questions you ask customers?
o Do you use stories as part of your sales process? If so, how?

e How does your sales approach differ from other sales people?
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Using this measure, a sales person could have a score ranging from -7 to 7. However,
some sales peoplle could not provide an answer for some questions, in those cases no value was
assigned to the answer. Also, at times, the answer did not provide positive or deficit-based
words or concepts. A typical example was saying the sales approach was based on having a

good relationship with the customer.

Each interview transcript was scored using the seven questions. If a participant
mentioned a positive or negative concept in the answer for that question, it counted. Each
transcript was coded and the group (Adaptive Customer Oriented, Adaptive Selling Oriented,
Structured Customer Oriented, and Structured Selling Oriented) the participant was in was not
added until the interview had been scored. One issue with the interviews was the first choice to
interview was not always available and in those cases another choice was selected. No one
refused to be interviewed, but the interviews took a month to complete due to the researcher’s

and participant’s availability.

Determining If Model Was Supported

The researcher used the data collected fiom the surveys and interviews to analyze the
results as predicted by the propositions. Each interview was scored for positive and deficit
comments as described earlier and the scores totaled for each quadrant of the model. If the

scores were consistent with the propositions, the model was considered supported,

Site and Participant Selection

The site studied was a privately held Midwest distributor of construction supplies with an
inside and outside sales force selling to construction contractors on a long term basis, Only

outside sales people were studied because they have assigned accounts or territories in which
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they provide the face to face contact with the customer and are responsible for maintaining the
long term relationship. All of the outside sales people were asked to participate in the study. As
part of the survey process, the salesperson was asked how long they have been an outside
salesperson. Only sales people with at least one year of outside sales experience were inciuded
in the study. This was done with the assumption that they have sold long enough to have

developed a consistent sales approach,
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Chapter 4: Findings

There was a 55% response rate to the survey. 39 usable responses to the survey were
received out of a possible 71. This provided a usable sample to identify sales people to interview
for the study. The average number of years a participant had worked in an outside sales position
was 10.74 years. One participant had one year in an outside sales position and the longest a

participant had been in an outside sales position was 25 years.

Survey Results

The survey results are shown in Table 2. The mean response for the five ADAPTS
statements was 5.41 on a seven point scale. The customer orientation (CO) mean for the five
statements was high at 7.98 on a nine point scale. This sample had a high level of customer
orientation. Correspondingly, the mean on the five statements for selling orientation was low at
2.14 on a nine point scale. Table 2 also shows the SOCO (Selling Orientation-Customer
Orientation) mean which is the combined mean for selling orientation and customer orientation.
In order to calculate the SOCO mean the selling orientation responses are reverse scored. The
SOCO mean was not used by this study, but calculating the SOCO mean for this group of sales
people allowed comparison to other studies to determine the comparability of this group. The
standard deviations for three of the measures are approximately one. The only mean with a
smaller standard deviation is customer orientation which is .69. This reflects the consistent high

answers on the customer orientation statements.
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