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ABSTRACT 

Salesperson competence is proven as the key to organizational competitive advantage. With 

models of selling evolving to respond to the marketplace, there are changes in the competency 

requirements and roles people must play for future success, resulting in the emergence of new kinds of 

sales professionals. While there has been research in the area of entry-level salesperson competency, 

there is a gap in the literature regarding sales manager competence. The purpose of this study is to 

develop a competency model for first-line sales managers in Ho Chi Minh City B2B market as a 

basis for developing a new curriculum for BBA in Sales Management for the University of Finance - 

Marketing. The current research used a descriptive, analytical, straightforward methodology and 

research design to collect both quantitative and qualitative data via e-mail with no personal contact 

with participants.  

The research found competencies in eight clusters in the following three categories considered 

essential for exemplary performance of First-Line Sales Managers: team effectiveness, personal 

effectiveness, and execution and results. All numerical data were analyzed using descriptive statistics. 

The findings of this study show that, all eight competency clusters were considered very 

important, with a mean rating of 4.15. The rank order of the eight competency factors indicates that 

the most important behavioral competencies were Builds and Maintains Relationships, Influences to 

Achieve Goals, and Manages as a Leader. The results of the study also point out that customer 

service or people-oriented competencies, sometimes called soft skills (e.g., communication, interpersonal 

skills, and relationship building), as well as business acumen were important to B2B organizations, 

and these top three competencies were deemed extremely important for first-line sales managers 

according to study participants. 

 
Keywords: first-line sales manager, Business to business market, competencies. 
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Chapter 1 

INTRO DUCTION  

As the world is rapidly changing, it is important for leaders and managers to 

keep up with the trends in business to be relevant and successful (Zenger & Folkman, 

2009; Cooper, 2014). As many of the worldõs business enterprises have changed over 

the past century, so too has the focus on efficiency and success and what it takes for a 

manager to be competent. In the 21st century, managers are described as leaders and 

not necessarily managers, even though the word manager is generally in the title of 

their position. The leaders in many business organizations define success as more 

revenue, more profits, higher market share, cost savings, and new-product offerings. 

However, these cannot solely define success. Malcolm Forbes shares the following on 

success: òOnly a handful of companies understand that all successful business 

operations come down to three basic principles: People, Product, and Profit. Without 

TOP people, you cannot do much with the othersó (as cited in Cooper, 2014, p.1). It 

has been recognized that the top ten percent of managers show the most positive 

impact on the business results from an organization (Zenger & Folkman, 2009). 

The world has become a global village because of the dizzying pace of 

technological innovations, shortened product life cycles, increase in competition, and 

globalization. Consequently, a firmõs competitive ability and survival are dependent 

on its distinctive capabilities and core competences, and on how these resources are 
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managed. Firms can generate competitive advantage from the way they manage their 

internal resources. The society depends upon the marketing performance of business 

organizations for its living standard, and these organizations, in turn depend on the 

sales performance of their sales force to achieve the competitive advantage (Asiegbu, 

2009). Thus, incompetence of the sales force affects the organizations' marketing 

performance in particular and human societyõs economic well-being in general. It 

becomes apparent that the effect of poor sales force performance in sales job, is not 

limited to the firms alone but also to the economy by extension. Management of sales 

force competence is critical in improving the sales performance of the firm (Asiegbu, 

Ogbuji, & Ubani, 2012). 

The sales manager is the person responsible for leading and guiding a team of 

salespeople. A sales manager's tasks often include assigning sales territories, setting 

quotas, mentoring the members of his or her sales team, assigning sales training, 

building a sales plan, and hiring as well as firing salespeople. In large companies, sales 

quotas and plans are typically established at the executive level, and a manager's main 

responsibility is to see to it that her salespeople meet those quotas (Cron & DeCarlo, 

2009). In the past, the emphasis on improving revenue and subsequently success has 

involved focusing on salespeopleõs performance rather than looking at the sales 

managerõs performance and leadership in the organization (Cooper, 2014). 

Salespeople derive their performance through their ability to gain new distribution of 

products, either tangible or intangible; gaining new accounts; as well as by hitting 
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sales targets on a monthly, quarterly, or annual basis. In comparison, the performance 

of a sales manager should be seen as the ability to hire and develop talent; that 

eventually, they could use in succession planning and in building the bench. Building 

the bench refers to having a line-up of people who are ready and able to take on new 

positions when a vacancy arises. In addition, sales managers are responsible for 

strategic planning and identifying opportunities on which sales teams could capitalize. 

Lastly, sales managers are responsible for the motivation and engagement of their 

teams. Having engaged sales teams have been linked to the overall success of an 

organization (Zenger & Folkman, 2009). Nowadays, the sales manager is expected to 

play a much more strategic role in the company and is required to make a key input 

into the formulation of company plans (Jobber & Lancaster, 2009). Business to 

business (B2B) markets are characterized by often large and powerful buyers, 

purchasing predominantly for the furtherance of organizational objectives and in an 

organizational context using skilled/professional buyers. Demand in B2B markets is 

normally derived demand, customers are often geographically concentrated and 

negotiation is the order of the day in dealings between marketer and customer 

(Jobber & Lancaster, 2009). This indicates the need to identify necessary 

competencies for successful sales managers in every market around the world, 

especially first-line sales managers in the business to business market in Ho Chi Minh 

City, Vietnam.  
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Vietnam started its economy renovation (Doi Moi) in 1986 with the policy of 

transitioning from centralized economy to market-driven economy. Alongside the 

progress of the transition, Vietnam also asked for Foreign directed investment (FDI) 

from most developed countries into every section of economy. This globalization 

trend propels Vietnamõs economy to become stronger and more stable than it was 

before. With the trend of economic globalization, salespeople play a critical role in 

organizations in delivering customer value; and the way they fulfill this role is directly 

influenced by sales managers, the most critical element in a productive sales force 

(Piercy, Cravens, & Lane, 2009; Busch, 2012). However, despite the potential for 

sales managers to influence salespersonsõ performance in the evolving sales model 

given visibility into their employeesõ daily workflow, researches focusing on sales 

manager selection and performance are still limited, especially in Vietnam.  

Competencies are defined as demonstrable characteristics of a person that 

enable performance, and they entail knowledge, skills and behaviors that facilitate 

employees to outperform (Kalargyrou & Woods, 2009). The competency of first-line 

sales managers (FLSMs) is the area of interest for this study. Increasingly, manager 

competence proves challenging because B2B companies tend to promote salespeople 

to first-line manager positions based on strong performance in the individual 

contributor role. In fact, the skills inherent to and displayed by effective managers 

differ from those of high-performing salespeople, given that the role is multi-faceted 

with unique needs that require aligning competencies (Zallocco, Pullins, & Mallin, 
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2009). It is not unusual for a sales manager to be promoted from a sales position in 

the same organization. This can give rise to performance problems. Salespeople who 

are promoted to first-line managers may fail to distinguish management tasks from 

doing tasks and continuing to sell (doing) rather than managing salespeople 

(managing) (Donaldson, 2007). Sales management has always played a critical role in 

organizations. Managers lead a team, respond to customers, continually improve 

products and services, and turn policies into action. The impact of high-performing 

managers on revenues and profits is well-documented. Hence, competent sales 

managers are one of the key assets needed to outperform competitors (Cron & 

DeCarlo, 2009; Jobber & Lancaster, 2009; Wickramasinghe & Nimali, 2009). Given 

this importance, there are numerous studies cited in the literature on manager 

competence; and while there is an assumption of similar competencies in 

management functions across organizations and levels of management, it has been 

determined that not all competency items or behaviors are equally useful for all jobs, 

job levels, business segments, or regions. Practice in the sales profession and current 

research on competencies indicate that salesperson competencies are key to 

organizational competitive advantage (Busch, 2012). While there has been research in 

the area of entry-level sales person competency, there is a gap in the literature among 

other professional sales levels, e.g., sales management (Lambert, 2009). What is 

needed now is a more coherent understanding of the competencies of first-line sales 
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managers in B2B organizations in Ho Chi Minh City, Vietnam, to grasp what is 

needed to achieve new levels of individual, team and organizational performance. 

Up to January 2015, there are more than 433 higher-education institutions 

(HEIs) operating in Vietnam. In which, more than 250 higher-education facilities 

offer bachelor degree programs on business administration and marketing 

management. Previously, there were no institutions offering any sales management 

program. It was only in 2010, when the University of Finance - Marketing (UFM) 

became the first and only university in Vietnam offering Bachelor degree program 

that specializes in Sales Management with more than 200 students applying at the first 

cohort. By 2015, a total of 500 students enrolled in the program. Since BBA in Sales 

Management is a new program, and up to now, is offered only by the University of 

Finance-Marketing, its curriculum may not fully meet the requirements from the 

businesses.  

Educators Tesone and Ricci (2005) focused on the collaboration of education 

and business-led curriculum paradigms. Their theories have argued that effective core 

competency models needed by entry-level managers are determined by specific 

industry leaders and are useful tools for both organizations and educators to adopt. 

Competency models paint a comprehensive picture of critical skills needed by the 

organizations that implement them. They also believe that competency models could 

aid in educating future generations of leaders by guiding university facilities in 

designing curricula to meet the industryõs changing needs (as cited in Herbison, 2013). 
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Therefore, there is really a need to identify a competency model for sales managers, 

especially first-line sales managers in B2B market in Vietnamõs context. The need to 

identify the courses necessary in the BBA in Sales Management program is also high. 

The results of this research can be a good basis for the University of Finance - 

Marketing to adjust and/or modify its academic programs to meet the requirements 

of human-resource market in Vietnam. 

Theoretical/Conceptual Framework 

According to Donaldson (2007), the role of the sales manager involves 

planning, organizing, staffing, directing, and controlling performance. The precise 

nature of sales management is open to debate but should include (a) defining the role 

and tasks of the sales function in relation to overall corporate and marketing 

objectives; (b) selecting, training, and delegating subordinates; (c) using time 

effectively; (d) allocating time to think and plan; (e) exercising leadership; and (f) 

maintaining control (p. 12). Keough (2006) states, òan excellent sales manager today 

is one who motivates his salespeople and provides feedback and suggestions on ways 

to improve performance, which lead to increasing sales. Above all else, he needs to be 

a coach who can provide his salespeople with the tools they need to succeedó (p.9). 

According to Ingram et al. (2005), the sales management process is also complicated 

by a number of trends including, òan increase in the complexity of the product 

offering caused by the bundling of products and services, infusion of technology, 

shorter product life cycles, and more adaptations to meet the specific needs of 
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customers. Collaboration with customers and with other units within the selling 

organization is increasingly important for sales successó (p. 137). Customer focus is 

the driving force behind business today due to the intense level of competition and 

customer demand. Clearly, the role of the sales manager has changed shifting from a 

monitoring and controlling function to a strategic planning and coaching function. In 

addition, the job of salesperson has evolved with technology increasing the autonomy 

of the already independent salesperson (Herbison, 2013). 

Yet at the same time, this change in the role of the sales manager is primarily 

based on anecdotal evidence. For example, one text talks about the trends in sales 

management stating that the basic trend is to lead more and manage less (Ingram et 

al., 2008). This text goes on to specifically note the following changes: òcollaboration 

rather than control, coaching instead of criticism, salesperson empowerment rather 

than domination, sharing information rather than withholding it, and adapting to 

individual salespeople rather than treating everyone the sameó (Ingram et al., 2005). 

However, the original article this information is based on is simply a discussion of 

anecdotal evidence, rather than empirical evidence. 

In addition, salespeople often work in social, psychological and physical 

isolation as compared to other organizational employees. This increased autonomy as 

well as the isolation of the salesperson has added additional complexity to the job of 

the sales manager suggesting new leadership behaviors for sales managers. The sales 

managerõs job is different from other first-line management jobs. Sales managers 
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often must motivate people at a long distance, supervise personnel they see on an 

irregular basis, assume account responsibilities while directing sales subordinates, and 

conduct situation specific performance appraisals. Fewer and fewer salespeople 

spread out geographically is one of the many external trends affecting sales 

professionals currently (Smith, 2014). 

Johnston and Marshall (2006), in their textbook on sales management, define 

sales management as a process consisting of three interrelated sets of processes: the 

formulation of a sales program, the implementation of the sales program, and the 

evaluation and control of the sales program. Another text on sales management 

defines sales management simply as the management of the organizationõs personal 

selling function (Ingram et al., 2005). This same text goes on to say that, òSales 

managers are involved in both the strategy and people aspects of personal selling as 

well as in evaluating and controlling personal selling activitiesó (p.3). A third text 

defines sales management as, òthe attainment of sales force goals in an effective and 

efficient manner through planning, staffing, training, leading, and controlling 

organizational resources" (Futrell, 2013, p. 4). The third definition does not differ 

much from the general definition of management, which is the attainment of 

organizational goals in an effective and efficient manner through planning, 

organizing, leading, and controlling organizational resources. The third definition is 

essentially the same as the 1957 general definition. Therefore, none of the textbook 
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definitions of sales management defines the competencies necessary for the sales 

managerõs job. 

In addition to the previous responsibilities, Kahle (2005) added that sales 

managers must get to know their people. This is accomplished personally through 

activities such as lunch with their salespeople and making calls with the salespeople. 

Sales managers also act as a liaison between the sales force and the rest of the 

organization. Sales managers are also responsible for managing compensation plans, 

recruiting, and conducting effective sales meetings and presentations (Kahle, 2005). 

Clearly, the job of sales managers requires a cadre of skills and abilities.  

Sales management is an incredibly important and difficult job. Unfortunately, 

it is often the most under-trained job in the entire organization. Sales managers are 

often left to figure it out themselves and only small percentages ever do (Kahle, 

2005). One of the trends affecting sales professionals is the trend toward training as 

baby boomers retire. At the same time, sales managers are often the primary trainers 

for sales people, yet they seldom receive training themselves for their own jobs, not 

to mention training in how to train their own people (Busch, 2012). 

Marketers and salespersons often distinguish between two major categories of 

types of marketing and selling based upon the category of customers being targeted. 

These two major categories of distinct customer groups or markets are business 

versus consumer customers or put another way, business marketing to consumers 

(B2C marketing) and businesses marketing to other businesses or organizations (B2B 
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marketing). Though the basic principles of marketing and selling apply to both 

markets, there are also some significant differences between the two with regard to 

marketing and selling.  

Kotler and Amstrong (2014) stated that business market includes 

organizations buying goods and services to produce other products or services that 

are sold, rented or supplied to others. It also comprises retailing and wholesaling 

firms that acquire goods to resell or rent to others. However, this definition has 

become too narrow in the scenario of the global economic development recently. 

According to Zimmerman and Blythe (2013), customers who are institutions like 

hospitals, schools, charities, and government organizations also joined to make up the 

business market. The business market consists of not just physical products but 

services as well. In fact, businesses, governments, organizations, and institutions buy 

virtually every product and service.  

Kotler, Keller, Brady, Goodman, and Hansen (2012) addressed several 

characteristics of B2B markets that contrast sharply with those of customer markets 

as follows: (1) Fewer and larger buyers ð This feature results from the fact that the 

amount of business buyers is far fewer, but the size of each purchase order is usually 

much larger than those in customer markets; (2) Close supplier-customer relationship ð 

Because of the smaller customer base and the importance as well as power of the 

larger customers, suppliers are frequently expected to customize their offerings to 

individual business customer needs. Business buyers often select suppliers who also 
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buy from them; (3) Professional purchasing ð Businesses usually establish their own 

purchasing policies, constraints, and requirements which suppliers must follow, for 

example, requests for quotations, proposals, and purchase contracts; (4) Multiple buying 

influences ð Business buying decisions are typically influenced by many people. 

Business buying committees including technical experts and even senior managers are 

common in the purchase of major goods. In this case, only well-trained sales forces 

can deal with the well-trained buyers; (5) Multiple sales calls ð Because more people are 

involved in the organizational buying process, sales teams need to make multiple sales 

calls to be able to win business orders. Some sales cycles can take years, so suppliers 

must be patient and make a lot of attempts to pursue targeted objectives; (6) Inelastic 

demand ð The total demand for plenty of business goods and services is not much 

affected by price changes; (7) Fluctuating demand ð The demand for business goods and 

services tends to be more volatile. A percentage increase in customer demand can 

lead to a far larger percentage rise in business demand; (8) Geographically concentrated 

buyers ð Business buyers tend to be concentrated in certain regions. This characteristic 

helps to reduce selling costs. Simultaneously, business marketers need to monitor 

regional shifts of certain industries; and (9) Direct purchasing ð Organizational buyers 

often buy directly from manufacturers rather than through intermediaries, in 

particular goods that are technically complex or expensive (Kotler et al., 2012, pp. 

196-198). 
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Based on many yearsõ experience, Zimmerman and Blythe (2013) came with 

another striking feature of B2B markets that buyers sometimes also purchase to avoid 

penalties from government regulators or negative publicity from activist groups. 

Thus, B2B marketers should pay very close attention to meeting local governmentõs 

regulations so that they can design the most effective B2B marketing programs when 

doing international business. 

The term competency can be defined in several different ways. The broadest 

definitions of competency include knowledge, skill, behaviors, characteristics, and 

personality traits. The narrowest definitions might include only traits or 

characteristics, or only knowledge, skills, and abilities. Becker (2007) defines 

competence as having general knowledge, understanding and comprehension, skill 

sets to perform a job, belief in oneõs values, positive attitude, and continued interest 

in the business. He believes that core competencies provide an indicator of the 

diversity and complexity of roles such as those needed in hospitality management. 

In the business context, competency has many definitions and can be grouped 

into two categories: (a) functional competencies, also called vocational or technical 

competencies, are visible and define the work ð tasks, results and outputs and (b) 

individual or behavioral competencies are not visible or specific to a job but are 

applicable to the business setting as a whole (Figure 1). These are characteristics of 

the people doing the work ð knowledge, skills and attitudes. 
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Figure 1. Defining competency (as cited in Busch, 2012). 

 

Attribute bundles are a combination of behavioral and functional 

competencies creating a hybrid form of competency using terms such as problem 

solving, which requires technical knowledge and problem-solving techniques. While 

attribute bundles provide comforting competency labels, such as leadership skills; they 

do not define the underlying factors required for performance and thus are difficult 

to use in implementing human resource strategies such as selection, development or 

performance management (Lambert, 2009). The delineation between visible 

(functional) and hidden (behavioral) competencies poses a dilemma for the sales 
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profession especially when sales or sales-related professionals attempt to define those 

competencies required for superior performance. Given the sales profession is more 

understood at a profession-wide or vocational level than through the identification of 

functional or behavioral competencies, salesperson competency contains a complex 

hierarchy of interrelated and interdependent factors and abilities that must be 

understood in relation to influencing the performance of an individual within a 

unique job or setting (Lambert, 2009). 

Competency models have been around in one way or another for over 60 

years (Derue, Nahrgang, Wellman, & Humphrey, 2011). The origins of what is now 

the competency model movement started with the concept of job analysis, which 

then led to formal instructional systems design. The first use of formal assessment of 

skills and candidate screening was during World War II (Reiser & Dempsey, 2012). 

The militaryõs success in formalized training gave organizations and psychologists the 

framework to apply the same process in a nonmilitary environment. 

There are many uses of a competency model by Organizational Development 

professionals. Competency models can be used (a) for recruitment and selection; (b) 

for assessment; (c) for individual development planning; (d) as a tool to develop 

curricula and other training material; (e) as a coaching, counseling, and mentoring 

tool; (f) as a career development tool; and (g) as a succession planning tool (Busch, 

2012). Competency models help align the human resources system vertically with the 

organizationõs strategic objectives and horizontally with other human resources 
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functions. Competency models may also help with coaching effectiveness, counseling 

and mentoring, or behavioral benchmarking tool (Dooley et al., 2004). The 

importance given to competencies in the organizational context is continually 

increasing, driven by business and human resources agendas to deliver business 

performance by improving the performance of individual managers (Wickramasinghe 

& Nimali, 2009). The increased demand combined with the extensive use of the term 

òcompetencyó in multiple, highly visible domains (education, psychological and 

business) has resulted in the practice of identifying job requirements (Busch, 2012). 

Competency-based models, through identification of knowledge, skills and 

behaviors help organizations achieve strategic goals (Le Deist & Winterton, 2005). 

Utilizing competency models for assessment, career development, and succession 

planning takes the process full circle. Instead of using for external candidate selection, 

competency models can inform HR managers and other leaders on how to develop 

people for intra-organizational opportunities and for internal selection and promotion 

(Chreptiaviciene & Starkute, 2012; Rothwell & Wellins, 2004). 

As salespeople evolve from selling traditional products to fully integrated 

solutions, the skills required to execute on deals change. Similarly, while traditional 

manager promotions have commonly been based on tenure and selling ability, there 

is a new demand for additional skill sets due to the shift to solutions sales. Key to 

competitive advantage, employee-level competencies are a catalyst to evolving 
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business concepts and strategies into realized organizational performance (Cardy & 

Selvarajan, 2006; Corporate Executive Board [CEB], 2005). 

As the demands of a first-line manager differ from those of a sales executive, 

so is the composition of the respective competency models. Sales managers have two 

primary responsibilities: achieve the organizationõs goals and develop the people 

reporting to them. First-line sales managers are the most important factor in 

achieving and sustaining success for an organization. They are the power behind 

transformations, and in the face of an ever-evolving selling landscape, effective sales 

managers must evolve from the historical super sales performers to business 

strategists and coaches (Cron & DeCarlo, 2009; Hodge & Schachter, 2006). As sales 

models evolve, so must the skills required to execute on deals. Figure 2 provides an 

overview of the talent implications in the shift to more complex selling models. 

Traditional manager career paths, once commonly based only on the ability to sell, 

now demand additional skill sets due to the shift to solutions sales. Consequently, 

internal promotion based on tenure and sales performance often fail because high 

performance in one role may not translate into high performance in another 

(Corporate Executive Board [CEB], 2007). 
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Figure 2. Human capital role complexity (CEB, 2007). 

 

According to Cron and DeCarlo (2009), sales management competencies are 

defined as sets of knowledge, skills, behaviors, and attitudes that a person needs to be 

effective in a wide range of industries and various types of organizations. The 

following table summarizes the roles of sales managers as defined in the literature. 

Table 1. The Roles of Sales Managers 

Cron & DeCarlo (2009) Zallocco et al. (2009) CEB (2005) 

- Strategic Action 

- Coaching 

- Team Building 

- Self-Management 

- Global Perspective 

- Technology 

- Technical knowledge 

- Presentation skills 

- Communication skills 

- Listening skills 

- Supervisory skills 

- Teamwork 

- Drive change 

- Promote teamwork 

- Place organization 

success above 
individual gains 

- Influence decisions 

and actions 

V Deal closing 

V Forecasting 

V Star-level selling skills 

V Customer relationship 

management  

V Team building 

V Business analytics 

V Strategic Planning 

V Solutions integration 

V Coaching 

V Selling skills 

V Product knowledge 

V Deal closing 

V Persuasion 

V Business acumen 

V Extensive customer 

needs analysis 

V Cross-selling 

V Competitive intelligence 
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- Recognize and 

develop new business 

opportunities 

- Negotiate in straight-

forward selling 
situations 

Futrell (2013) Deeter-Schmelz, Goebel, 
and Kennedy (2002) 

Guest and Eric 
(1989) 

- Defining the role and 

tasks of the sales 
function in relation to 

overall corporate and 
marketing objectives; 

- Selecting, training and 
delegating 

subordinates; 

- Using time effectively; 

- Allocating time to 

think and plan; 

- Exercising leadership; 

- Maintaining control. 

- Communication/listening 

skills 

- Human relations skills 

- Possession of knowledge 

- Motivational skills 

- Coaching skills 

- Organization/ time 

management 

- Honest/ethical 

tendencies 

- Leadership skills 

- Willingness to empower 

- Credibility 

- Intellectual ability 

- Motivation 

- Human relations skills 

- Perception of 

threshold social cues 

- Dominance 

- Higher than average 

energy 

- Persuasiveness 

- Personal impact 

- Human interaction 

- Behavior flexibility 

- Ambition 

- Tolerance of 

uncertainty 

 

In Rothwell, Donahue, and Park's (2002) study, they developed a set of three 

main categories of competencies for salespeople with each having a subset of four 

categories. The framework is presented in the following table: 
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Table 2. Competency Development Framework for Sales Professionals  

Knowledge of Self Knowledge of Products 

and Services 

Knowledge of Clients 

and Business 

Enhancing interpersonal 

selling skills and self-

development 

Establishing ongoing client 

and stakeholder 

information process 

Forecasting, planning, and 

prospecting for clients 

Managing client 

communications 

Identifying and 

communicating product 

features and benefits 

Managing calls, time, and 

sales territory 

Enhancing negotiation and 

influencing skills 

Establishing and 

maintaining a competitive 

analysis process 

Providing service and 

managing client 

relationships 

Resolving sales and 

interpersonal conflicts and 

coping with change 

Linking sales and 

marketing strategies 

Developing new products 

and services and managing 

projects 

Note: Rothwell, Donahue, and Park (2002, p. xvii) 

 
Kim and Hong (2005) also identified the competencies of salespeople; 

however, they only examined the competencies of salespeople in the pharmaceutical 

industry in Korea. Generalization of their results is therefore limited. Kim and Hong 

used Spencer and Spencer's (1993) iceberg model to show a relationship between 

competency and performance. First, Kim and Hong conducted Behavioral Event 

Interviews (BEIs) to determine the competencies of salespeople in the 

pharmaceutical industry. They identified 10 competencies that were grouped into 

three dimensions: motive and traits, self-concept, and knowledge and skills. The 10 

competencies were: impact and influencing, achievement orientation, analytical 

thinking, initiative/persistence, flexibility, problem solving, self- confidence, self-

appraisals and continual learning, self-control, and strategic objectives. Comparing 
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the Kim and Hongõs competencies of salespeople to both Dubinsky and Ingramõs 

(1983) promotional criteria for sales managers and Boyzatisõ (1982) competencies of 

managers, considerable overlap can be observed as the following table demonstrates: 

Table 3. Overlap of Competencies and Promotional Criteria for Sales Managers and 
Competencies of Salespeople 

Dubinsky & Ingram 

(1983) 

Boyzatis (1982) Kim & Hong (2005) 

Self-confidence Self-confidence Self-confidence 

Emotional Maturity Self-control; accurate self-
assessment 

Self-control, self-appraisals 

Persistence Stamina/ adaptability Initiative/persistence 
Integrity Perceptual objectivity  

Aggressiveness Use of socialized & 
unilateral power 

Impact and influencing 

Creativity Use of concepts, 
conceptualization 

Flexibility 

Self-motivation Proactivity, spontaneity Achievement orientation 

Note: as cited in Favia (2010, p.34) 

 
In 2010, Favia also used Draganidis and Mentzas (2006) design approach to 

develop an initial competency model for sales managers in B2B market. The design 

was also similar to the design used by Kim and Hong (2005). The findings indicated 

that the initial competency model for sales managers has 32 competencies and six 

competency clusters including relationship building, planning, monitoring, directing, evaluating, 

and rewarding. Favia (2010) studied the competencies required specifically by business-

to-business sales managers. Table 4 below presents the competencies in Faviaõs initial 

competency model. The 31 competencies are broken into six clusters: Relationship 

building, planning, monitoring, directing, evaluating, and rewarding. 
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Table 4. Favia's B2B Sales Manager Competency List  

Relationship Building Planning Monitoring  

Relationship oriented 
People oriented 

Customer oriented 
Empathetic 

Satisfaction through 
others 

Ethical 
Communication and  

listening 
Teamwork oriented 

Patient 
Understand cultural  

differences 
Boundary spanning 

Learning oriented 
Product and industry  

knowledge 
Adaptable 

Analytical 
Intuitive 

Politically astute 
Problem solving 

Confident 
Initiative 

Supports reps 
High energy 

Directing Evaluating Rewarding 
Coaching 

Training and 
development 

Motivate and lead 
Sales skills 

Results oriented 

Understand when to take 
action 

Competitive 

Empower salespeople 

Reward representatives 

(Favia, 2010, p.103) 
 

Herbison (2013) used Faviaõs competency model to create a list of the most 

impactful and learnable competencies for insurance-based financial services front line 

sales managers. The competencies were analyzed and ranked by aggregated order of 

importance, and then by their status as exemplar or core competencies. The exemplar 

competences were the following: achieve results, drives culture, care and concern, consistent, 

selection focus, and relationship management. The core competencies were the following: 

coaching, communication, training and development, accountability focus, and relationship builder. 

Additionally, the top-tier managers utilized twice the number of competencies of the 
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middle-tier managers. There are three Behaviors, knowledge, and skills (BKS) 

competency groupings: exemplar competencies, core competencies, and resource 

inefficient competencies (the competencies exhibited only by middle-tier managers). 

The diagram of a competency model that includes foundational, core, and exemplar 

competencies could be represented as a pyramid, as in Figure 3. 

 
Figure 3. Foundation, Core, and Exemplar competencies (Herbison, 2013, p. 75) 

 
In 2012, Busch used Delphi technique with an expert panel of 35 nominated 

Chief Sales Officers (CSOs) and Front Line Sales Managers (FLSMs) to determine 

competencies for FLSMs in for-profit organizations. Through a three-round 

electronic questionnaire series, the panel reached consensus on 34 competencies in 

eight clusters in the following three categories considered essential for exemplary 

performance by FLSMs: Team Effectiveness, Personal Effectiveness, Execution and Results. 

Table 5 below shows the three categories with eight clusters. 

Exemplar

Core

Foundation

Exemplar 
- Achieve Results 
- Drive Culture 
- Care & Concern 
- Consistent 
- Selection Focus 
- Relationship Maint.  
Core 
- Coaching 
- Communication 
- Training & Develop 
- Accountability Focus 
- Relationship Builder  
Foundation 
- Ethics 
- Product & Industry 
- Knowledge 
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Table 5. Buschõs Frontline Sales Managers Competency Clusters 

TEAM 

EFFECTIVENE SS 

PERSONAL 

EFFECTIVENESS  

EXECUTION AND 

RESULTS 

Coaches for Sales Results   Manages as a Leader   Builds and Maintains  

  Relationships 

Manages Performance   Influences to Achieve  

  Goals 

  Sales Process 

Builds Talent   Develops Self to  

  Achieve Goals 

 

 

In formulation of a theoretical perspective for studying the competencies for 

first-line sales managers in B2B market, organizational development theory provided 

a useful starting point. This conception of the organization attempts to emphasize 

integration and consensus among organizational members while focusing attention 

on the reasons for existence of conflict rather than on reasons for the absence of 

conflict (Busch, 2012). 

The purpose of this study is to develop a competency model for first-line sales 

managers of B2B market in Ho Chi Minh. Based on the preceding discussion and the 

synthesis of the existing literature, a proposed conceptual framework for the current 

research is designed as shown in Figure 4. The three main components that constitute 

the conceptual framework include the categories of competencies in Team 

Effectiveness, Personal Effectiveness, Executives and Results, and Sales Managersõ 

performance. Based from Buschõs (2012) competency model, the conceptual model 

for this study was constructed in order to investigate the critical competencies 
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necessary for first-line sales managersõ performance in B2B market in Ho Chi Minh 

City. 

 
Figure 4. Theoretical framework linking for competency model of first-line sales 
managers in B2B market 

 

There are three competency clusters in the Team Effectiveness Category: 

(1) Coaches for Sales Results, (2) Manages Performance, and (3) Builds Talent.  

Coaches for Sales Results Competency Cluster are competencies required 

in order for exemplary first-line sales managers to draw out the best performance of 

the individual or group through ongoing observation, motivation, and developmental 

feedback. This competency cluster consists of five competency items: (1) Observes 

Category One: Team 

Effectiveness  

- Coaches for Sales Results 

- Manages Performance 

- Builds Talent 

Category Two: Personal 

Effectiveness 

- Manages as a Leader 

- Influences to Achieve Goals 

- Develops Self to Achieve 

Goals 

Category Three: Execution 

and Results 

- Builds and Maintains 

Relationships 

- Sales Process 

Performance of 

First-line Sales 
Managers in B2B 

market 
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sales behavior to identify strengths, weaknesses, and opportunities for improvement; 

(2) Balances corrective with positive feedback to ensure optimum guidance and 

performance improvement; (3) Demonstrates expected behaviors to achieve results, 

providing instruction, positive models, and opportunities for observation in order to 

help skill development; (4) Motivates individuals to enable sales performance; and (5) 

Links expected behaviors to strategic sales-related outcomes (Busch, 2012). 

Performance Management Competency Cluster are competencies 

required in managing individual and team outputs to proactively and continuously 

improve sales results. This competency cluster consists of five competency items: (1) 

Manages underperformance by providing a clear understanding of what is needed to 

improve and the consequences of failing to do so with the confidence that the person 

has been fully heard and fairly treated; (2) Sets clear expectations for conduct, work 

activity and performance; (3) Compares performance to expectations; (4) Reinforces 

efforts and progress using rewards and recognition as appropriate; and (5) Adheres to 

organizationsõ performance management policies and procedures (Busch, 2012). 

Builds Talent Competency Cluster are competencies required in order for 

exemplary first-line sales managers to assess continuously team capability and 

capacity, managing hiring, promotion, and termination to improve sales performance. 

This competency cluster consists of three competency items: (1) Hires, promotes, and 

terminates to improve sales performance and address capability gaps; (2) Ensures 

enough capacity on the team to achieve objectives, negotiating for talent as 
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appropriate; and (3) Seeks to fill talent gaps through collaboration with team 

members to create and execute developmental plans at the team and individual level 

(Busch, 2012). 

There are three competency clusters in the Personal Effectiveness 

Category: (1) Manages as a Leader, (2) Influences to Achieve Goals, and (3) 

Develops Self to Achieve Goals. 

Manages as a Leader Competency Cluster are competencies required in 

order for exemplary first-line sales managers to build credibility and trust, achieve 

aspirations, maintain an appropriate attitude, and lead teams and other individuals. 

This competency cluster consists of nine competency items: (1) Demonstrates 

unquestionable business ethics and commitment to company and personal values; (2) 

Displays responsibility for own actions and results; (3) Manages with balance, 

objectivity and respect for the individual; (4) Demonstrates and inspires confidence; 

(5) Is a role model for high performance; (6) Displays self-control and keeps 

disruptive emotions and impulses in check; (7) Demonstrates smart risk-taking in 

making decisions; (8) Maintains resiliency to many changes, inputs, or stresses 

throughout the course of working; and (9) Displays versatility and adaptability at 

many different tasks and processes (Busch, 2012). 

Influences to Achieve Goals Competency Cluster are competencies 

required in order for exemplary first-line sales managers to effectively listen, speak, 

persuade, question, and write within appropriate business norms based on a solid 
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understanding of needs, using whatever medium is most appropriate. This 

competency cluster consists of five competency items: (1) Overcomes objections with 

skill, using examples, logic, data, or other pertinent information; (2) Demonstrates 

active listening, paying close attention to what is being said and using questioning 

techniques effectively to probe and clarify in pursuit of accurate understanding; (3) 

Determines the appropriate communication format for the situation and ensures that 

verbal/written communications, and group presentations convey information and 

ideas in a clear, concise, accurate, and persuasive manner that engages the audience 

and helps them understand and retain the message; (4) Ensures responsive 

communication by making sure inquiries are addressed and expedited to facilitate the 

needs of others; and (5) Attains persuasive communication, influencing perceptions 

and using sound reasoning to achieve desired responses or decisions (Busch, 2012). 

Develops Self to Achieve Goals Competency Cluster are competencies 

required in order for exemplary first-line sales managers to stay current, manage time 

and technology to expedite work, and identify and take advantage of development 

opportunities to achieve personal and professional goals. This competency cluster 

consists of one competency item: Maintains current business, industry, customer, 

competitiveness, and financial acumen, and incorporates into work (Busch, 2012). 

There are two competency clusters in the Execution and Results Category: 

(1) Builds and Maintains Relationships and (2) Sales Process. 
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Builds and Maintains Relationships Competency Cluster are 

competencies required in order for exemplary first-line sales managers to identify, 

build, and sustain key business relationships both internally and externally. This 

competency cluster consists of three competency items: (1) Cultivates and develops 

trusted advisor status, by ensuring that product or service value propositions align 

and resonate with customer needs; (2) Actively nurtures, protects, and develops 

relationships to higher levels of confidence and collaboration among stakeholders at 

all levels, based on personal integrity and trust; and (3) Advocates for the customer, 

representing customer interests within company business planning, and ensuring that 

a customer-oriented perspective is the touchstone for decision making (Busch, 2012). 

Sales Process Competency Cluster are competencies required in order for 

exemplary first-line sales managers to identify, engage, move, close, and protect sales 

opportunities. This competency cluster consists of three competency items: (1) 

Validates sales representatives to have adequate working business pipeline to 

consistently achieve sales goals; (2) Invests time in strategic planning to best position 

the team for success; and (3) Troubleshoots pipeline aberrations, focusing rep time 

on highest-value activities (Busch, 2012). 

Paradigm of the Study 

Based on the theoretical framework mentioned above, the paradigm of the 

study is designed in figure 4. The paradigm shows the input-process-output model. 

The input shows the different profile variables of the respondents such as Position in 
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Industry, Years in current Position, Age, Gender, and Educational background. The 

process shows the competencies of first-line sales managers as described in Buschõs 

(2012) model. The Buschõs competency model includes three categories of 

competencies with eight competency clusters: Coaches for Sales Results, Manages as 

a Leader, Builds and Maintains Relationships, Manages Performance, Influences to 

Achieve Goals, Sales Process, Builds Talent, and Develops Self to Achieve Goals.  

Finally, the output shows the proposed intervention program to develop the 

curriculum for BBA in Sales Management program that will be implemented in the 

University of Finance ð Marketing based on the current curriculum in order to 

improve the academic performance as well as practical performance of the students 

of BBA in Sales Management. 

Input   Process  Output  

Profile of 
Respondents 

 
Competencies of first-
line Sales Managers 

 

Proposed 

I ntervention 
Program 

- Position in 
Industry 

- Years in current 
Position 

- Age 
- Gender 

- Educational 

background 

 - Coaches for Sales 
Results 

- Manages Performance 

- Builds Talent 

- Manages as a Leader 

- Influences to Achieve 
Goals 

- Develops Self to 

Achieve Goals 

- Builds and Maintains 
Relationships 

- Sales Process 

 Proposed 
intervention program 
to develop the new 
BBA in Sales 
Management 
Curriculum to be 
implemented in UFM 
based on the current 
curriculum.  

Figure 5. Paradigm of the study 
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Statement of the Problem 

This research aims to partially fill the gap in literature by examining the 

competencies required for optimum first-line sales manager performance on the B2B 

market in Ho Chi Minh City. The main purpose of this study is to identify 

competencies of first line-sales managers of business to business market for 

curriculum development in Ho Chi Minh City, Vietnam. For the purposes of this 

study, first-line (or frontline) sales managers are defined as individuals who often 

have their own sales and account responsibilities and are managing mainly non-

managerial sales personnel (Cron & DeCarlo, 2009; Dubinsky & Ingram, 1983). It is 

expected that this research will contribute towards the understanding of effective 

human-resource development strategies to address competency needs of sales 

managers in Vietnam. It is also expected that the results of this study will help 

universities in Vietnam, especially the University of Finance - Marketing (UFM), to 

build useful sales management programs and curriculums that meet requirements of 

businesses in the economy. This research answers the following questions: 

1. What is the profile of the research respondents (sales managers and 

executives in B2B organizations in Ho Chi Minh City) in terms of 

a) position in industry, 

b) years in current position, 

c) age, 

d) gender, and 

e) educational background? 
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2. What competencies are important for first line sales managers in Ho Chi 

Minh City along the following: 

2.1. Team effectiveness? 

2.2. Personal effectiveness? 

2.3. Execution & Results? 

3. Is there a significant difference on the competencies considered important 

for first-line sales managers and respondentsõ profile variables? 

4. What courses should be placed in the curriculum of BBA in Sales 

Management at UFM to meet the requirements of B2B market? 

5. What are the coming trends in B2B market that impact sales managers and 

the needed skills to adopt the trends? 

6. What intervention program is proposed to improve the curriculum of 

Bachelor in Business Administration Major in Sales Management? 

Hypotheses 

The hypothesis for this study is developed based on the research objectives, 

research questions, and the conceptual framework. This research tests the following 

hypothesis: 

H0: There is no significant difference on the competencies necessary for first- 

line sales managers and respondentsõ profile variables. 
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Chapter 2 

METHODO LOGY 

This chapter presents the design and methodology of the study. The contents 

are a description of the study design, the sample, and the instruments used to gather 

the data. Other pertinent sections describe the procedures used for the collection, 

treatment and analysis of the data. 

Research Method 

The purpose of this study is to identify competencies of first line-sales 

managers of business to business market for curriculum development in Ho Chi 

Minh City, Vietnam. This research used a descriptive, analytical, straightforward 

methodology and research design to collect both quantitative and qualitative data via 

e-mail, with no personal contact with participants. A mixed method was chosen to 

collect unbiased, objective data that would add value to a real-world study and 

provide cultural meaning to the organization studied (Creswell, 2009). The research 

methodology complemented the culture of the organization, and the results use the 

industryõs language. Creswell pointed out that the most valid research method used in 

business is based on the research problem, the personal experience of the researcher, 

and the desired assessment outcomes for the audience for whom it was intended. 

The participants of the study were mainly sales managers, top and middle 

managers working in B2B markets in Ho Chi Minh City, Vietnam. Some of the 

participants were lecturers/professors teaching sales and marketing in universities in 
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Ho Chi Minh City. All members of the study population were invited to complete an 

online survey delivered through email. Members of the population received an e-mail 

from the researcher, including a link to the survey questionnaire (GoogleDoc site) 

during a period of three to five weeks, from the first day to the final day of the survey 

time. Electronic reminders were sent weekly to members of the population who have 

not yet responded to the survey. The first page of the online survey site was the 

informed consent form. Participants who accepted the informed consent form would 

go to the second page containing instructions for completing the questionnaire. 

Participants who rejected the informed consent form could ignore the survey. The 

first part of the electronic instrument was a demographic questionnaire.  

Data from completed surveys were analyzed using descriptive and inferential 

statistics. Descriptive data for each item of the questionnaire were determined. Data 

were then imported into an SPSS datasheet. Cronbachõs alpha was calculated to 

determine the internal consistency and reliability of the scales of the questionnaire: 

competency categories and perceived B2B first-line sales managersõ performance.  
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Figure 6. Research map for design methodology 

 
Research Environment 

The study was conducted in Ho Chi Minh City, Vietnam. Ho Chi Minh Cityõs 

former name was Sai Gon. Long time ago, many tourists viewed it as òa pearl of the 

far Eastó; in which way, reveals its splendid beauty. Its current name is an expression 

of great commemoration of Ho Chi Minh Uncle, who was once the leader of the 

nation. Ho Chi Minh City consists of 24 districts: District 1, 2, 3, 4, 5, 6, 7, 8, 9, 

10,11,12, Thu Duc, Go Vap, Binh Thanh, Phu Nhuan, Binh Chanh, Binh Tan, Tan 

Binh, Tan Phu, Nha Be, Hoc Mon, Can Gio, and Cu Chi (see Figure 7). For the time 

being, HCMC is considered one of the most dynamic areas of the country - a social, 

Examine the extent of perceived competency categories for B2B first-line sales managers

Analyze quantitative data using descriptive statistics, Levene test,...

Conduct data analysis

Download responses from GoogleDoc and input data to Excel file

Conduct survey of B2B sales managers in Ho Chi Minh City through email

Input Competency model and demographics survey into GoogleDoc Form

Literature search:

Develop methodology and instrumentation from a review of available literature
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cultural and economic center of the South. Ho Chi Minh City is the most important 

economic center in Vietnam as it accounts for a high proportion of Vietnam's 

economy. Ho Chi Minh City plays an important driving impetus of Economy of 

Vietnam. This city just accounts for 0.6% land area and 7.5% population of Vietnam, 

nevertheless, accounts for 20.2% GDP, 27.9% industrial output, and 34.9% FDI 

projects in this country in 2012 (Ho Chi Minh City Portal, 2013). According to the 

General Statistic Office of Vietnam (GSOV), by 31 December 2014, there were 

about 150,000 acting enterprises in Ho Chi Minh City with above 2,700,000 

employees. The number of acting enterprises in Ho Chi Minh Cityõs B2B market was 

about 75,000 with above 1,000,000 employees as of December 2014 (GSOV, 2015). 

The sales force in Ho Chi Minh Cityõs B2B market is calculated about 100,000 sales 

people with around 15,000 sales managers. 
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Figure 7. Map of Ho Chi Minh City, Vietnam 

 
Respondents 

Population of the study, in this context, refers only to the target population on 

which this research is conducted. The target population is said to be a well-defined 
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selection of people who share common traits and characteristics, selected from the 

Universe, where one can find different types of targetable individuals with different 

traits and characteristics (Cooper & Schindler, 2013). According to Cooper and 

Schindler, due to the large size of the population, as well as time and money 

constraints, researchers cannot meet every individual who qualifies. 

The focus of this research was on B2B enterprises in Ho Chi Minh City. Study 

participants were recruited from across Ho Chi Minh City in order to maximize the 

geographic dispersion of the study. Most of the participants were sales managers, top 

and middle-level executives in B2B enterprises. The researcher contacted the Ho Chi 

Minh City Union of Business Administration (HUBA) and the Vietnam Chamber of 

Commerce and Industry in Ho Chi Minh City (VCCI-HCM) and asked for names, 

and also completed cold-calls to a variety of B2B enterprises in Ho Chi Minh City. In 

order to have a universal reprentation, organizations with more than 250 employees 

and corporate revenues above VND 10 billions per year were used.  

The process of selecting units from population of interest is called sampling. 

The main point is that the sample should be population representative if it is needed 

for generalization. One of the approaches for generalization of samples is called 

sampling model. The first step is identifying the population; next is drawing fair 

sample from the population; then conducting the research. The sample then can be 

generalized to the population because it is a representative one (Trochim, Donnelly, 

& Arora, 2016). 
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The sample of the study was drawn from the estimated size of the total 

population of above 18,000 sales managers, top and middle-level managers working 

in B2B enterprises in Ho Chi Minh City (HUBA, 2012). In this research, the entire 

population would not be examined because the research would not be able to 

conduct inferential statistics. The criterion of interest was successful first-line sales 

managers; therefore, a Simple Random Sampling was used to select the participants. 

In this technique, each member of the population has an equal chance of being 

selected as subject. The entire process of sampling was done in a single step with each 

subject selected independently of the other members of the population (Cooper & 

Schindler, 2013). The researcher used computer-aided random selection for sampling. 

This method is suitable for the population with many members.  

One of the formulas to calculate the sample size for research is Slovinõs 

formula. The formula (sometimes written as Slovenõs formula) was formulated by 

Slovin in 1960: 

ὲ=
ὔ

1 + ὔὩ2
 

Where:  

- n: sample size;  

- N: population size 

- e: specified margin of error 
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With the population of 18,000 B2B sales managers and executives in Ho Chi 

Minh City and the specified margin error of 0.05, sample size resulted from Slovinõs 

formula was 391. 

According to Cooper and Schindler (2013), the size of the strata samples is 

calculated with two pieces of information: (1) how large the total sample should be 

and (2) how the total sample should be allocated among strata. In deciding how to 

allocate a total sample among various strata, there are proportionate and 

disproportionate options. The table below was set to derive the suitable number of 

the sample. 

Table 6. Sample Size Generation by Saunders et al. (2009) 

Population 5% 3% 2% 1% 

50 44 48 49 50 
100 79 91 96 99 

150 108 132 141 148 
200 132 168 185 196 

250 151 203 226 244 
300 168 234 267 291 

400 196 291 343 384 
500 217 340 414 475 

750 254 440 571 696 
1,000 278 516 706 906 

2,000 322 696 1,091 1,655 
5,000 357 879 1,622 3,288 

10,000 370 964 1,936 4,899 
25,000 378 1,023 2,191 6,339 

50,000 381 1,045 2,291 6,939 
100,000 383 1,056 2,345 8,762 

1,000,000 384 1,066 2,395 9,513 
10,000,000 384 1,067 2,400 9,595 
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From Table 6, with the specified margin error of 0.05, sample size is 370 for 

population of 10,000 and 381 for the population of 50,000. So, in gathering data, the 

sample size was limited to 381 participants, and may have limited the research due to 

sample size (Trochim et al., 2016). In case some potential participants would not 

answer the questionnaire, 1200 potential respondents were selected and sent with 

invitation to participate in the study.  

Data Gathering Tools 

A valid instrument is one that measures statistically what it purports to 

measure, with content validity believed to be the degree to which the content in the 

instrument is relevant (Tojib & Sugianto, 2006). The present study sought to identify 

the most desired competencies for first-line sales managers in B2B market in Ho Chi 

Minh City.  

A structured questionnaire was developed based on review of the literature. 

The literature review conducted in conjunction with a scan of trade magazines and 

books, revealed a large number of competencies, which were reviewed to be 

potentially relevant to first-line business-to business sales managers. The review 

included five textbooks in professional selling and over 30 academic journal articles 

related to competency and professional selling to identify taxonomies of sales 

manager activity, role identification research, and existing task identification research 

for inclusion into the preliminary model. At the framework, competency statements 

for consideration as being relevant to first-line sales managers were grouped into 
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competency clusters, and an online survey instrument was developed. The researcher 

developed a survey instrument using eight competencies found germane to B2B 

market (Busch, 2012). Each survey had four sections:  

1. Demographic information; 

2. Questions relating to the degree of importance of specific core competencies 

in eight domains: Coaches for Sales Results, Manages as a Leader, Builds and 

Maintains Relationships, Manages Performance, Influences to Achieve Goals, 

Sales Process, Builds Talent, and Develops Self to Achieve Goals; 

3. Quantitative questions relating to the degree of importance of competencies 

for first-line sales managers in B2B market; and 

4. Qualitative questions relating to personal perceptions on trends and issues in 

B2B market in Vietnam.  

The instrument used a 5-point Likert-type scale to rate competency statements 

on a scale of 1 (Unnecessary) to 5 (Essential) to determine the perceived relative 

importance of the independent variables of Coaches for Sales Results, Manages as a 

Leader, Builds and Maintains Relationships, Manages Performance, Influences to 

Achieve Goals, Sales Process, Builds Talent, and Develops Self to Achieve Goals. 

The fourth section of the instrument had six open-ended questions that would (a) 

determine perceptions of needed sales managers abilities, (b) identify trends in the 

industry, (c) uncover any core competencies that may be important but were not 

included in the survey, (d) unfold issues that may be important for first-line sales 
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managers, and (e) predict what business acumen is expected of sales managers in B2B 

market. 

The instrument was previously pilot-tested and the content validity established 

based on feedbacks from executives and sales managers in Ho Chi Minh City who 

were experts in the field of B2B market. Out of eight possible competency factors 

identified in the original survey questionnaire (see Appendix C), two were rated the 

highest: Builds and Maintains Relationships and Influences to Achieve Goals. 

According to Fowler (2002), the concept of reliability refers to how accurate the 

estimate of the true score is in a population of objects to be measured. Post hoc 

Scheffé tests from an analysis of variance were conducted on the top competencies 

and revealed that these dimensions (Builds and Maintains Relationships and 

Influences to Achieve Goals) were rated significantly higher than the other 

dimensions. A coefficient alpha greater than .70 was attained, which is generally 

acceptable for establishing the reliability of an instrument (Lind, Mason, & Marchal, 

2000). 

Data Gathering Procedure 

The respondents completed the survey online through GoogleDoc site. The 

informed consent (see Appendix A) and the survey (see Appendix C) were uploaded 

on GoogleDoc together. Using a self-administered online questionnaire allowed the 

researcher greater flexibility for data collection, lowered the costs associated with data 

collection for research, and contributed to the convenience of administering the 
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survey to larger numbers of participants at once (Nesbary, 2000). The survey was e-

mailed to participants through GoogleDoc.com. It required less than 15 minutes to 

complete with an anticipated turnaround time of five business days. After 10 business 

days, a follow-up fax was sent to those who had not responded to the e-mail. 

The data were collected over a 6-week period from executives and sales 

managers of B2B organizations in Ho Chi Minh City, Vietnam (from December 2014 

to January 2015). A survey was e-mailed to 1200 sales managers and executives in 

B2B organizations in Ho Chi Minh City on December 01, 2014. The surveys were 

numbered for the purpose of following up with participants who did not return the 

instrument within the recommended five days after receipt. On December 08, 2014, a 

second invitation to participate was faxed to those who had still not responded. On 

December 15, 2015, a third invitation was e-mailed to additional 168 sales managers 

and executives to get enough respondents. The data gathering period formally ended 

on January 16, 2015. 

Of the total 1200 e-mailed survey instruments, 102 were returned as e-mail 

address undeliverable, and 92 participants opted out of the study. A total of 296 

usable surveys were returned, for an initial response rate of 24.6%. The faxed follow-

up surveys produced an additional 45 responses, for a total of 341 usable surveys (a 

response rate of 28.4%). The third invitation surveys to additional 168 sales managers 

and executives produced 31 more responses. Therefore, the total usable surveys was 

372 (total response rate of 27.2%). Chung-Herrera et al. (2003) stated that response 
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rates were usually low for executive-level employees; often as low as eight percent. 

Previous quantitative senior management studies have shown that response rates 

were acceptable in the 13% to 20% range (Agle et al., 1999). 

Statistical Treatment 

Responses collected from surveys received were transferred to the appropriate 

SPSS analysis software with minimal handling, which in turn produced cleaner data. 

Collected data were analyzed as follows: 

1. A frequency analysis determined the distribution of the number of 

observations in each category by percentile and mean of each competency;  

2. A descriptive analysis determined the strongest value in order to rank the 

top competencies; 

3. The analysis of variance (ANOVA) and one sample t-test were conducted 

to determine if there was any significant difference on the competencies considered 

important for first line sales managers by respondents and their profile variables; and 

4. A qualitative analysis was undertaken to capture the perception sales 

managers and executives had regarding industry trends and issues that may have not 

been covered in the quantitative survey and to allow participants the opportunity to 

express their views on specific open-ended questions and to contribute personal 

anecdotes to the study. The answers from the open-ended questions were coded and 

synthesized to look for emerging themes, patterns and discrepancies. 
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This is particularly important to researchers who seek a simplified yet effective 

way to handle data. In order to be sure that there was no nonresponse error, the 

researcher compared early respondents to late respondents. This approach is based 

on the premise that late respondents are often similar to non-respondents. If there is 

no statistical difference between early and late respondents, then the results of the 

respondents are generalizable (Miller & Smith, 1983). The comparison of early 

respondents to late respondents on the eight competency clusters (Coaches for Sales 

Results, Manages as a Leader, Builds and Maintains Relationships, Manages 

Performance, Influences to Achieve Goals, Sales Process, Builds Talent, and 

Develops Self to Achieve Goals) showed no significant difference between the means 

(see Table 7).  
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Table 7. Early/Late Response Statistics 

Group Statistics 

 Group of 

Respondents 

N Mean Std. 

Deviation 

Std. Error 

Mean 

Coaches for Sales 

Results 

Early Responses 296 4.1669 .42160 .02451 

Late Responses 76 4.2026 .45313 .05198 

Manages Performance Early Responses 296 4.1345 .52584 .03056 

Late Responses 76 4.1711 .55011 .06310 

Builds Talent Early Responses 296 4.0631 .59293 .03446 

Late Responses 76 4.1228 .60330 .06920 

Manages as a Leader Early Responses 296 4.1896 .57708 .03354 

Late Responses 76 4.2529 .57909 .06643 

Influences to Achieve 

Goals 

Early Responses 296 4.2500 .66988 .03894 

Late Responses 76 4.3053 .65684 .07534 

Develops Self to 

Achieve Goals 

Early Responses 296 4.1250 .84447 .04908 

Late Responses 76 4.2237 .82622 .09477 

Builds and Maintains 

Relationships 

Early Responses 296 4.2849 .56806 .03302 

Late Responses 76 4.3377 .59002 .06768 

Builds and Maintains 

Relationships 

Early Responses 296 4.1194 .73851 .04293 

Late Responses 76 4.1667 .74932 .08595 

 

The Levene's Test for Equality of Variances (mean score) of all eight 

competency factors showed no significant difference between early and late 

respondents, as p values were all greater than .05 (see Table 8). Because there was no 

statistical difference between early and late respondents, the low response rate is not 

an issue. Hence, the results are generalizable (Miller & Smith, 1983). 
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Table 8. Independent Samples Test for Early/Late Response Statistics 

Independent Samples Test 

 Levene's Test for 
Equality of Variances 

t-test for Equality of Means 

F Sig. T df Sig. (2-
tailed) 

Mean 
Difference 

Std. 
Error 

Difference 

95% Confidence 
Interval of the Difference 
Lower Upper 

Coaches for 
Sales Results 

Equal variances assumed .320 .572 -.649 370 .517 -.03574 .05506 -.14401 .07253 
Equal variances not 
assumed 

  -.622 110.656 .535 -.03574 .05746 -.14961 .07813 

Manages 
Performance 

Equal variances assumed .166 .683 -.536 370 .592 -.03659 .06826 -.17083 .09764 
Equal variances not 
assumed 

  -.522 112.740 .603 -.03659 .07011 -.17550 .10232 

Builds Talent Equal variances assumed .321 .572 -.781 370 .435 -.05974 .07652 -.21021 .09072 
Equal variances not 
assumed 

  -.773 115.015 .441 -.05974 .07731 -.21288 .09339 

Manages as a 
Leader 

Equal variances assumed .022 .882 -.853 370 .394 -.06336 .07426 -.20939 .08267 
Equal variances not 
assumed 

  -.851 116.202 .396 -.06336 .07441 -.21074 .08402 

Influences to 
Achieve Goals 

Equal variances assumed .023 .881 -.644 370 .520 -.05526 .08581 -.22399 .11346 
Equal variances not 
assumed 

  -.652 118.263 .516 -.05526 .08481 -.22321 .11268 

Develops Self 
to Achieve 
Goals 

Equal variances assumed .036 .850 -.913 370 .362 -.09868 .10812 -.31129 .11393 
Equal variances not 
assumed 

  -.925 118.464 .357 -.09868 .10673 -.31003 .11266 

Builds and 
Maintains 
Relationships 

Equal variances assumed .189 .664 -.717 370 .474 -.05281 .07363 -.19760 .09198 
Equal variances not 
assumed 

  -.701 113.316 .485 -.05281 .07530 -.20200 .09638 

Sales Process Equal variances assumed .217 .641 -.497 370 .620 -.04730 .09525 -.23460 .14000 
Equal variances not 
assumed 

  -.492 115.253 .623 -.04730 .09608 -.23760 .14301 
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Kimberlin and Winterstein (2008) posited that validity is the degree to which a 

research instrument measures the phenomenon it intends to measure, and reliability is 

the degree to which the measurements of a test remain constant over repeated tests. 

The validity of a study is threatened when problems arise as a result of inappropriate 

design, so selecting an appropriate research design increases the possibility of drawing 

accurate conclusions from the data (Creswell, 2007). Reliability indicates the extent to 

which data are consistent and free from errors (Kimberlin & Winterstein, 2008). In 

this study, the competency model, derived from Busch (2012) competency model, 

includes eight clusters: Coaches for Sales Results, Manages as a Leader, Builds and 

Maintains Relationships, Manages Performance, Influences to Achieve Goals, Sales 

Process, Builds Talent, and Develops Self to Achieve Goals. Each cluster had up to 

nine dimensions that captured various aspects of that factor. This competency model 

was used to assess the competencies necessary for first-lines sales managers in B2B 

organizations in Ho Chi Minh City. Since the measurement instrument was adapted 

from Buschõs (2012) competency model, the pilot-test and content validity can be 

bypassed. However, in order to make sure the data were consistent and free from 

error, the researcher ascertained the reliability of this instrument by conducting 

Leveneõs test for equality of variance. A Cronbachõs alpha coefficient of .70 or greater 

indicates that the data are reliable, from .60 to under .70 is acceptable (George & 

Mallery, 2003; Hsu, Hsu, Huang, Leong, & Li, 2003). Cronbachõs alpha values for 
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each competency cluster as well as for the whole instrument were all above .60, which 

indicates a high degree of internal consistency among the data collected (Table 9). 

Table 9. Scalesõ Reliability  test 

 Reliability Statistics 

Scale  Cronbach's Alpha N of Items 

Coaches for Sales Results .636 5 

Manages Performance .685 5 

Builds Talent .676 3 

Manages as a Leader .854 9 

Influences to Achieve Goals .870 5 

Develops Self to Achieve Goals n/aa 1 

Builds and Maintains Relationships .722 3 

Sales Process .720 3 

All variable .948 34 

a: Develops Self to Achieve Goals competency cluster has one item so it is not able to calculate. 
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Chapter 3 

RESULTS AND DISCUSSIONS 

Demographic Profile of the Respondents 

Demographic data of respondents were collected using the demographic 

information section (Part 1) of the survey. The demographic characteristics of sales 

managers and executives include professional position, number of years in the 

profession, educational background, age, and gender. Table 10 shows the 

demographic profile of respondents (sales managers, top and middle managers in 

B2B organizations, and some sales and marketing lecturers) in Ho Chi Minh City, 

Vietnam. 

It is shown in Table 10 that as for professional position, of the 372 

respondents, 89 (equal to 23.9%) are general managers, 74 (19.9%) are directors of 

sales and marketing, 29 (7.8%) are sales executive, 110 (29.6%) are middle managers 

in other positions of the company/organization, and 70 (18.8%) are in other 

positions of the organizations. Most of these 70 respondents are professors, lecturers 

and education managers in several universities in Ho Chi Minh City. Considering that 

more than 81% of the respondents were from B2B businesses, the results of the 

research seem to reflect accurately the real perception of managers in B2B market 

about competencies needed for first-line sales managers.  

As for the number of years in the profession, 131 respondents (equal to 

35.2%) have been in the profession for less than 5 years, 138 (37.1%) having 5 to 10 
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years of experience, 72 (19.4%) have been in the job for 11 to 15 years, and 31 (8.3%) 

have worked for more than 15 years. Since most of the respondents (approx. 65%) 

have many years of experience in the job, their vision and opinions are more reliable.  

Table 10 also shows that as for educational background, 132 (35.5%) out of 

372 respondents have high school diploma, 134 (36%) are associate graduates, 72 

(19.4%) are university/college graduates, 30 (10%) have masterõs degree, and four 

respondents (1.1%) have doctoral degree. The figures demonstrate that respondents 

have high education qualification. 

As for age, there are 27 participants (7.3%) in the ages of less than 30 years 

old; 65 (17.5%) are in the ages between 30 and 39; 149 (40.1%) are in the ages 

between 40 and 49; 124 (33.3%) are in the ages between 50 and 59; and 7 (1.9%) are 

in the ages above 60 years old. This information indicates that most of the 

respondents are more than 30 years old; so they are matured in thinking and in 

answering the questionnaire.  

As for gender, male respondents (258 or 69.4%) outnumber the female 

respondents (114 or 30.6%). This means that, in Vietnam, the number of male 

managers as well as other top and middle managers is larger than the number of 

female managers.  
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Table 10. Profile of Respondents of the Study 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Position of respondents in the industry 

General Manager 89 23.9 23.9 23.9 

Director of Sales and 

Marketing 
74 19.9 19.9 43.8 

Sales Executive 29 7.8 7.8 51.6 

Other middle Manager 110 29.6 29.6 81.2 

Other 70 18.8 18.8 100.0 

Total 372 100.0 100.0  
Years in current profession 

Less than 5 year 131 35.2 35.2 35.2 

Between 5 and 10 years 138 37.1 37.1 72.3 

Between 11 and 15 years 72 19.4 19.4 91.7 

More than 15 years 31 8.3 8.3 100.0 

Total 372 100.0 100.0  
Educational Background 

High school diploma 132 35.5 35.5 35.5 

Associate degree 134 36.0 36.0 71.5 

University/college graduate 72 19.4 19.4 90.9 

Masterõs degree 30 8.1 8.1 98.9 

Doctoral degree 4 1.1 1.1 100.0 

Total 372 100.0 100.0  

Age of respondents 

29 or less 27 7.3 7.3 7.3 

30 ð 39 65 17.5 17.5 24.7 

40 ð 49 149 40.1 40.1 64.8 

50 ð 59 124 33.3 33.3 98.1 

60 or above 7 1.9 1.9 100.0 

Total 372 100.0 100.0  
Gender of respondents 

Female 113 30.4 30.4 30.4 

Male 259 69.6 69.6 100.0 

Total 372 100.0 100.0  
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Competencies Needed for First-line Sales Managers in Ho Chi Minh City  

In order to identify the competencies needed for first-line sales managers in 

B2B market in Ho Chi Minh City, this study used Buschõs (2012) competency model. 

The research question for this objective is, 

What competencies are important for first-line sales managers in Ho Chi Minh City along 

the following: (1) Team effectiveness, (2) Personal effectiveness, and (3) Execution and Results? 

Respondents were asked to rate the importance of the eight competency 

factors (with 34 dimensions) for first-line sales managers in B2B market. Each of the 

five possible responses was assigned a value from 1 to 5, where 1 = Unnecessary, 2 = 

Slightly Important, 3 = Moderately Important, 4 = V ery important, and 5 = Essential. An 

analysis of the rank order of the 34 dimensions perceived as important was 

categorized into levels (see Table 11). 

Table 11. Composite Mean Scale for Evaluating Competencies 

Level of 

importance 

Description Composite 

Mean 

Essential It is essential for the success of first-line sales 
managers 

4.50 or more 

Very Important It is very important for the success of first-line 

sales managers 

3.50ð4.49 

Moderately 
Important 

It has a moderate level of importance for the 
success of first-line sales managers 

2.50ð3.49 

Slightly 
Important 

It has some importance for the success of first-
line sales managers 

1.50ð2.49 

Unnecessary It has little to no importance for the success of 

first-line sales managers 

1.49 or less 

 

The rank order of the eight dimensions indicates that the most important 

competency clusters are Manages as a Leader, Coaches for Sales Results, and 
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Manages Performance. The top-rated dimensions within each factor focus on Displays 

responsibility for own actions and results; Motivates individuals to enable sales performance; and 

Sets clear expectations for conduct, work activity and performance (see Table 12). With these 

findings, first-line sales managers in Ho Chi Minh Cityõs B2B market should be 

equipped with high responsibility, motivation skill, and should set clear objectives. 

These results are different with Buschõs finding. In Busch (2012) study, the 

competency clusters that ranked highest in importance for frontline sales managers 

were Personal Effectiveness- Manages as a Leader (with mean value 4.56); Team Effectiveness- 

Coaches for Sales Results (4.50); Team Effectiveness- Manages Performance (4.29); and Personal 

Effectiveness- Influences to Achieve Goals (4.23).  
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Table 12. Top Dimensions within the Competencies 

Competency 

Cluster 

Dimension Mean Std. 
Deviation 

Manages as a 

Leader 

Displays responsibility for own actions and 

results 

4.81 .535 

Coaches for 

Sales Results 

Motivates individuals to enable sales 

performance 

4.50 .667 

Manages 

Performance 

Sets clear expectations for conduct, work 

activity, and performance 

4.48 .642 

Influences to 

Achieve Goals 

Demonstrates active listening, paying close 

attention to what is being said and using 
questioning techniques effectively to probe 

and clarify in pursuit of accurate 
understanding 

4.37 .747 

Builds and 
Maintains 

Relationships 

Actively nurtures, protects and develops 
relationships to higher levels of confidence 

and collaboration among stakeholders at all 
levels, based on personal integrity and trust 

4.37 .747 

Builds Talent Ensures enough capacity on the team to 
achieve objectives, negotiating for talent as 

appropriate 

4.31 .663 

Sales Process Invests time in strategic planning to best 

position the team for success 

4.29 .888 

Develops Self to 

Achieve Goals 

Maintains current business, industry, 

customer, competitiveness, and financial 
acumen, and incorporates into work 

4.15 .841 

 
Table 13 displays the list of eight competencies with their corresponding 

means and standard deviations. All eight competency clusters were considered by the 

respondents very important, with a mean rating of 4.15. The Builds and Maintains 

Relationships competency, that is required in order for exemplary first-line sales managers 

to identify, build, and sustain key business relationships both internally and externally, 

was ranked highest by the respondents (see Table 13) with a mean of 4.2957. This 

competency falls in the Category of Execution and Results. This result reflects the 
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importance of relationships in doing business in Vietnam, especially in B2B market. 

In order to improve skill in building and maintaining relationships, the module 

Communication in Business should be taught in BBA program. 

Ability to influence follower to achieve goals was also considered one of the top 

competencies by the respondents. This competency ranked second with a mean of 

4.2613. Leadership skills are very necessary for managers in general and are not 

exception for first-line sales managers. This competency on manages as a leader has a 

mean of 4.2025 and ranked third in the list. These two competencies fall in the 

Category of Personal Effectiveness. For all other competencies, the means are all 

above 4.0. Three competencies in the Category of Team Effectiveness (Coaches 

for Sales Results, Manages Performance, and Builds Talent) ranked lower but the 

means are still high, above 4.0. With these statistic results, it can be concluded that all 

respondents consider competency clusters very important for exemplary first-line 

sales managers. Herbison (2013) also found that achieve results competency was the 

highest rank for exemplary sales managers.  
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Table 13. Means and Standard Deviations of the Competencies in Descending Order 

 N  Minimum  Maximum Mean Std. 

Deviation 

Builds and Maintains 

Relationships 

372 3.00 5.00 4.2957 .57221 

Influences to Achieve 

Goals 

372 2.40 5.00 4.2613 .66673 

Manages as a Leader 372 2.89 5.00 4.2025 .57727 

Coaches for Sales Results 372 3.20 5.00 4.1742 .42785 

Develops Self to Achieve 

Goals 

372 3.00 5.00 4.1452 .84062 

Manages Performance 372 3.00 5.00 4.1419 .53034 

Builds and Maintains 

Relationships 

372 2.33 5.00 4.1290 .73996 

Builds Talent 372 2.67 5.00 4.0753 .59473 

Valid N (listwise) 372     

 

Tables 14 through 16 present the essential competency items in each category 

and competency. The Category of Team Effectiveness includes three 

competencies (or competency clusters) and 13 competency items (dimensions). Of 

the 13 competency dimensions, Motivates individuals to enable sales performance and Sets 

clear expectations for conduct, work activity, and performance dimensions have highest mean 

values: 4.50 and 4.48. In Busch (2012) study, three dimensions of competencies: (1) 

Hires, promotes, and terminates to improve sales performance and address capability gaps; (2) 

Ensures enough capacity on the team to achieve objectives, negotiating for talent as appropriate; and 

(3) Seeks to fill talent gaps through collaboration with team members to create and execute 

developmental plans at the team and individual level were ranked highest in importance for 
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frontline sales managers. The study results confirm the importance of motivation and 

setting objectives abilities of sales managers in B2B market in Ho Chi Minh City. 

The Category of Personal Effectiveness includes three competencies and 15 

competency items (Table 16). Among 15 dimensions of competencies in this 

category, three items (Displays responsibility for own actions and results; Demonstrates and 

inspires confidence; and Demonstrates active listening, paying close attention to what is being said 

and using questioning techniques effectively to probe and clarify in pursuit of accurate understanding) 

have highest mean values: 4.81, 4.42, and 4.37. These findings imply that sales 

managers in Ho Chi Minh City should have high sense of responsibility, confidence, 

and understanding. These results differ from the findings of Busch (2012), in which, 

business ethics and commitment to company were considered essential for sales 

managers. 

The Category of Execution and Results includes two competency clusters 

and six dimensions (Table 16). The item Actively nurtures, protects and develops relationships 

to higher levels of confidence and collaboration among stakeholders at all levels, based on personal 

integrity and trust has the highest Mean value of 4.37 among six competency items. In 

Buschõs (2012) study, the item Validates sales representatives have adequate working business 

pipeline to consistently achieve sales goals was the only one considered most important 

among six dimensions. These study results will help curriculum developers to find 

out suitable modules in BBA in Sales Management in order to improve the needed 

competencies for future sales managers in the B2B market. 
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Table 14. Means and Standard Deviations of the Competencies and Dimensions in the Category of Team Effectiveness 

Competency Competency Item (Dimension) N Minimum  Maximum Mean Std. Deviation 
Coaches for 
Sales Results 

Observes sales behavior to identify strengths, weaknesses, 
and opportunities for improvement 

372 2 5 4.40 .730 

Balances corrective with positive feedback to ensure 
optimum guidance and performance improvement 

372 3 5 3.92 .810 

Demonstrates expected behaviors to achieve results, 
providing instruction, positive models, and opportunities for 
observation in order to help skill development 

372 3 5 4.05 .729 

Motivates individuals to enable sales performance 372 2 5 4.50 .667 
Links expected behaviors to strategic sales-related outcomes 372 2 5 4.00 .742 

Manages 
Performance 

Manages underperformance by providing a clear 
understanding of what is needed to improve and the 
consequences of failing to do so with the confidence that the 
person has been fully heard and fairly treated 

372 2 5 3.90 .857 

Sets clear expectations for conduct, work activity and 
performance 

372 3 5 4.48 .642 

Compares performance to expectations 372 2 5 4.18 .834 
Reinforces efforts and progress using rewards and 
recognition as appropriate 

372 3 5 4.16 .746 

Adheres to organizationsõ performance management policies 
and procedures 

372 2 5 3.98 .834 

Builds Talent Hires, promotes, and terminates to improve sales 
performance and address capability gaps 

372 2 5 4.00 .742 

Ensures enough capacity on the team to achieve objectives, 
negotiating for talent as appropriate 

372 3 5 4.31 .663 

Seeks to fill talent gaps through collaboration with team 
members to create and execute developmental plans at the 
team and individual level 

372 1 5 3.92 .973 

 Valid N (listwise) 372     
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Table 15. Means and Standard Deviations of the Competencies and Dimensions in the Category of Personal Effectiveness 

Competency Competency Item (Dimension) N Minimum  Maximum Mean Std. 
Deviation 

Manages as a 
Leader 

Demonstrates unquestionable business ethics and commitment to 
company and personal values 

372 3 5 4.26 .762 

Displays responsibility for own actions and results 372 3 5 4.81 .535 
Manages with balance, objectivity and respect for the individual 372 3 5 4.27 .808 
Demonstrates and inspires confidence 372 3 5 4.42 .662 
Is a role model for high performance 372 1 5 3.89 .987 
Displays self-control and keeps disruptive emotions and impulses in 
check 

372 2 5 4.06 .860 

Demonstrates smart risk-taking in making decisions 372 2 5 3.92 .922 
Maintains resiliency to many changes; inputs or stresses throughout 
the course of working 

372 2 5 3.94 .966 

Displays versatility and adaptability at many different tasks and 
processes 

372 3 5 4.26 .695 

Influences to 
Achieve Goals 

Overcomes objections with skill, using examples, logic, data, or other 
pertinent information 

372 2 5 4.29 .851 

Demonstrates active listening, paying close attention to what is being 
said and using questioning techniques effectively to probe and clarify 
in pursuit of accurate understanding 

372 3 5 4.37 .747 

Determines the appropriate communication format for the situation 
and ensures that verbal/written communications, and group 
presentations convey information and ideas in a clear, concise, 
accurate, and persuasive manner that engages the audience and helps 

372 2 5 4.18 .795 

Ensures responsive communication by making sure inquiries are 
addressed and expedited to facilitate the needs of others 

372 2 5 4.31 .754 

Attains persuasive communication, influencing perceptions and using 
sound reasoning to achieve desired responses or decisions 

372 3 5 4.16 .788 

Develops Self to 

Achieve Goals 
Maintains current business, industry, customer, competitive, and 
financial acumen, and incorporates into work 

372 3 5 4.15 .841 

 Valid N (listwise) 372     
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Table 16. Means and Standard Deviations of the Competencies and Dimensions in the Category of Execution and Results 

Competency Competency Item (Dimension) N  Minimum  Maximum Mean Std. 
Deviation 

Builds and 

Maintains 

Relationships 

Cultivates and develops trusted advisor status, by 

ensuring that product or service value propositions 

align and resonate with customer needs 

372 2 5 4.21 .846 

Actively nurtures, protects and develops relationships 

to higher levels of confidence and collaboration 

among stakeholders at all levels, based on personal 

integrity and trust 

372 2 5 4.37 .747 

Advocates for the customer, representing customer 

interests within company business planning, and 

ensuring that a customer-oriented perspective is the 

touchstone for decision making 

372 3 5 4.31 .775 

Sales Process Validates sales representatives have adequate working 

business pipeline to consistently achieve sales goals 

372 2 5 4.06 .822 

Invests time in strategic planning to best position the 

team for success 

372 2 5 4.29 .888 

Troubleshoots pipeline aberrations, focusing rep time 

on highest-value activities 

372 1 5 4.03 .968 

 Valid N (listwise) 372     
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Difference on the Competencies Considered Important for First-line Sales 

Managers and Respondentsõ Profile Variables 

The research question for identifying the difference on the competencies 

considered important for first-line sales managers by respondents and their profile 

variables is,  

Is there a significant difference on the competencies considered important for first-line sales 

managers and respondentsõ profile variables? 

The hypothesis for this research question is, 

H0: There is no significant difference on the competencies necessary for first-line sales 

managers and respondentsõ profile variables. 

To determine the answer to research problem three, an independent sample t-

test was calculated on the competencies to determine the impact of gender on the 

mean of competencies and a one-way analysis of variance (ANOVA) was calculated 

using the competency scores to determine the impact of job position, age, level of 

education, and job tenure of the respondents on the mean value of competencies. 

An independent sample t-test of equality of means was used to assess whether 

the importance of competencies is varied or not by the gender of the respondents.  

Specifically, the t-test determined if there is a significant difference between the group 

means of the competencies necessary for first-line sales managers and the 

respondentsõ gender. The results of the t-test analysis are shown in Table 18 to Table 
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21. Before using independent sample t-test of equality of means, Leveneõs Test for 

Equality of Variances (F test) was performed. Leveneõs Test for Equality of Variances 

is a test that determines if the two conditions have about the same or different 

amounts of variability between scores. In the two smaller columns labeled F and Sig., 

the value in the Sig. column is used to determine which row to read from. A value 

less than .05 means that the variability in two conditions is not the same, that the 

scores in one condition vary much more than the scores in second condition. Put 

scientifically, it means that the variability in the two conditions is significantly 

different. In this case (Sig. value is less than .05), it should be read from the second 

row. If the Sig. value in Leveneõs Test for Equality of Variances is greater than .05, it 

should be read from the first row. After having a row to read from, it is time to look 

at the results for the T-test. These results tell if the Means for the two groups are 

statistically different (significantly different) or if they are relatively the same. In T-

test, Sig (2-Tailed) value tells if the two condition Means are statistically different. Just 

make sure to read from the appropriate row. If the Sig (2-Tailed) value is greater than 

05, it can be concluded that there is no statistically significant difference between two 

conditions/groups. In other words, the differences between condition Means are 

likely due to chance and not likely due to the independent variable manipulation. If 

the Sig (2-Tailed) value is less than or equal to .05, it means there is a statistically 

significant difference between conditions/groups. That means the differences 
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between condition/groups Means are not likely due to change and are probably due 

to the independent variable manipulation.  

The Levene's Test for Equality of Variances (Table 19-21) for the competency 

Coaches for Sales Results gave the significance level of .000, lower than .05, so the result 

in Equal variances not assumed was used for independent sample t-test. The mean score 

for Coaches for Sales Results Competency was higher for women (4.2513) than for men 

(4.1205), the difference was statistically significant because p-value was .000 < .05. 

Therefore, the hypothesis that there is no significant difference on Coaches for Sales 

Results Competency necessary for first-line managers and respondentsõ gender is 

rejected. This result means that women consider the importance of Coaches for Sales 

Results Competency higher than men do. 

For the competency Develops Self to Achieve Goals, the F test gave the sig. level 

of .000, so the result in Equal variances not assumed was used for independent sample t-

test. In the independent sample t-test of equality of mean value for Develops Self to 

Achieve Goals Competency, p-value was .000 < .05. Therefore, the hypothesis that there 

is no significant difference on Develops Self to Achieve Goals Competency necessary for 

first-line managers and respondentsõ gender is rejected. The mean score for the said 

competency was higher for women (4.3363) than for men (4.0039). This result shows 

that women consider the importance of Develops Self to Achieve Goals Competency 

higher than men do. 
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For the competencies Influences to Achieve Goals and Builds and Maintains 

Relationships, the F test gave the sig. level lower than .05, and the Sig. (2-tailed) values 

in the independent sample t-test greater than .05. Therefore, the hypothesis that there 

is no significant difference on these competencies and respondentsõ gender is 

accepted.  

For the competencies Manages Performance, Builds Talent, and Manages as a Leader, 

the F test gave the sig. level greater than .05, and the p-values in the independent 

sample t-test lower than .05. Therefore, the hypotheses that there is no significant 

difference on these competencies and respondentsõ gender is rejected. This means 

that men and women have different points of view on the importance of these 

competencies for first-line sales managers in B2B market in Ho Chi Minh City. 

Lastly, the sig. level in the F test for the Sale Process Competency was .184 > .05, 

the Sig. (2-tailed) value in the independent sample t-test was .463 > .05. Therefore, 

the hypotheses that there is no significant difference on this competency and 

respondentsõ gender is accepted. This result implies that women and men have the 

same points of view on the importance of Sale Process Competency necessary for 

first-line sales managers in Ho Chi Minh City B2B market.  

The summary of the results of the independent t-test for Equality of Means 

for assessing whether the importance of competencies is varied or not by the gender 

of the respondents is presented in Table 17. 
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Table 17. T-test for Determining the Significant Difference in the Competencies 
Considered Important for First-line Sales Managers by Gender 

 Mean Std. Deviation T Sig.(2-
tailed) 

Hypothesis 
testing  Male  Female  Male  Female  

Coaches for Sales 
Results 

4.1205 4.2513 .52886 .15533 3.639 .000 Rejected 

Manages 
Performance 

4.0517 4.2867 .55568 .49633 3.871 .000 Rejected 

Builds Talent 3.9588 4.2655 .63288 .50819 4.550 .000 Rejected 
Manages as a Leader 4.1291 4.3304 .58383 .49277 3.200 .001 Rejected 
Influences to 
Achieve Goals 

4.2232 4.2938 .73120 .46833 1.116 .265 Accepted 

Develops Self to 
Achieve Goals 

4.0039 4.3367 .96247 .67626 3.807 .000 Rejected 

Builds and 
Maintains 
Relationships 

4.2136 4.3451 .68250 .55978 1.945 .053 Accepted 

Sales Process 4.0798 4.1416 .73873 .76221 .735 .463 Accepted 

 
Table 18. Group Statistics by Gender 

 Gender N  Mean Std. 

Deviation 

Std. Error 

Mean 

Coaches for Sales Results Female 113 4.2513 .15533 .01461 

Male 259 4.1205 .52886 .03286 

Manages Performance Female 113 4.2867 .49633 .04669 

Male 259 4.0517 .55568 .03453 

Builds Talent Female 113 4.2655 .50819 .04781 

Male 259 3.9588 .63288 .03933 

Manages as a Leader Female 113 4.3304 .49277 .04636 

Male 259 4.1291 .58383 .03628 

Influences to Achieve 

Goals 

Female 113 4.2938 .46833 .04406 

Male 259 4.2232 .73120 .04543 

Develops Self to Achieve 

Goals 

Female 113 4.3363 .67626 .06362 

Male 259 4.0039 .96247 .05980 

Builds and Maintains 

Relationships 

Female 113 4.3451 .55978 .05266 

Male 259 4.2136 .68250 .04241 

Sales Process Female 113 4.1416 .76221 .07170 

Male 259 4.0798 .73873 .04590 
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Table 19. T-test for Determining the Significant Difference on the Competencies in the Category of Team Effectiveness 
Considered Important for First-line Sales Managers by Respondents and their Gender 

Independent Samples Test 

 Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Coaches for 

Sales Results 

Equal variances 

assumed 

97.796 .000 2.580 370 .010 .13086 .05071 .03114 .23059 

Equal variances 

not assumed 

  3.639 339.533 .000 .13086 .03596 .06012 .20160 

Manages 

Performance 

Equal variances 

assumed 

.553 .458 3.871 370 .000 .23499 .06070 .11563 .35435 

Equal variances 

not assumed 

  4.047 237.204 .000 .23499 .05807 .12059 .34939 

Builds 

Talent 

Equal variances 

assumed 

.863 .354 4.550 370 .000 .30667 .06741 .17412 .43922 

Equal variances 

not assumed 

  4.954 262.650 .000 .30667 .06190 .18478 .42856 
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Table 20. T-test for Determining the Significant Difference on the Competencies in the Category of Personal Effectiveness 
Considered Important for First-line Sales Managers by Respondents and their Gender 

Independent Samples Test 

 Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Manages as 

a Leader 

Equal variances 

assumed 

2.656 .104 3.200 370 .001 .20125 .06289 .07759 .32492 

Equal variances 

not assumed 

  3.419 250.418 .001 .20125 .05886 .08532 .31719 

Influences 

to Achieve 

Goals 

Equal variances 

assumed 

28.637 .000 .945 370 .345 .07064 .07472 -.07628 .21756 

Equal variances 

not assumed 

  1.116 319.855 .265 .07064 .06329 -.05387 .19515 

Develops 

Self to 

Achieve 

Goals 

Equal variances 

assumed 

22.030 .000 3.329 370 .001 .33242 .09985 .13608 .52876 

Equal variances 

not assumed 

  3.807 296.800 .000 .33242 .08731 .16059 .50426 
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Table 21. T-test for Determining the Significant Difference on the Competencies in the Category of Execution and Results 
Considered Important for First-line Sales Managers by Respondents and their Gender 

Independent Samples Test 

 Levene's Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Builds and 

Maintains 

Relationships 

Equal variances 

assumed 

4.713 .031 1.800 370 .073 .13149 .07303 -.01213 .27511 

Equal variances 

not assumed 

  1.945 257.390 .053 .13149 .06761 -.00165 .26464 

Sales Process Equal variances 

assumed 

1.772 .184 .735 370 .463 .06180 .08410 -.10357 .22716 

Equal variances 

not assumed 

  .726 207.484 .469 .06180 .08514 -.10605 .22964 
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The one-way analysis of variance (ANOVA) is used to determine whether 

there are any significant differences between the Means of two or more independent 

(unrelated) groups. In this study, ANOVA was used to assess whether the importance 

of competencies is varied or not by the job position of the respondents. The data in 

Table 22 show that the significance levels of all competencies were below 0.05; 

therefore, there is a statistically significant difference in the competencies necessary 

for first-line sales managers and respondentsõ job position; thus, the null hypothesis is 

rejected. This result implies that, different job positions could lead to different points 

of view on the importance of each competency considered necessary for first-line 

sales managers in B2B market. 
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Table 22. ANOVA Results of the Importance of Competencies Varied by the Job 
Position of the Respondents 

ANOVA  

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Coaches for 

Sales Results 

Between Groups 2.840 4 .710 3.552 .007 

Within Groups 73.371 367 .200   

Total 76.211 371    

Manages 

Performance 

Between Groups 9.868 4 2.467 8.900 .000 

Within Groups 101.733 367 .277   

Total 111.601 371    

Builds Talent Between Groups 5.723 4 1.431 3.921 .004 

Within Groups 133.938 367 .365   

Total 139.662 371    

Manages as a 

Leader 

Between Groups 4.925 4 1.231 3.985 .004 

Within Groups 113.399 367 .309   

Total 118.324 371    

Influences to 

Achieve Goals 

Between Groups 10.232 4 2.558 6.149 .000 

Within Groups 152.668 367 .416   

Total 162.899 371    

Develops Self 

to Achieve 

Goals 

Between Groups 11.473 4 2.868 3.662 .006 

Within Groups 287.438 367 .783   

Total 298.911 371    

Builds and 

Maintains 

Relationships 

Between Groups 7.554 4 1.888 4.649 .001 

Within Groups 149.080 367 .406   

Total 156.634 371    

Sales Process Between Groups 14.654 4 3.664 7.021 .000 

Within Groups 191.510 367 .522   

Total 206.164 371    

 

Table 23 presents the results of ANOVA for assessing whether the 

importance of competencies is varied or not by the years in current position of the 

respondents. The data in Table 23 show that the significance levels of almost all 

competencies (except Sales Process competency) were above 0.05; therefore, there is no 
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significant difference in the competencies necessary for first-line sales managers and 

respondentsõ years in current position; thus, the null hypotheses are accepted for the 

first seven competencies. This result implies that, years in current position does not 

lead to different points of view on the importance of each competency considered 

necessary for first-line sales managers in B2B market. The null hypothesis for the 

competency of Sales Process is rejected since the Sig. value was .000 < .05. This means 

that, with different number of years working in the position by the respondents, there 

would be different opinions considering the importance of Sales Process Competency for 

first-line sales managers in B2B market. 
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Table 23. ANOVA Results of the Importance of Competencies Varied by the Years in 

Current Position of the Respondents 

ANOVA  

 Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Coaches for 

Sales Results 

Between Groups .905 3 .302 1.474 .221 

Within Groups 75.306 368 .205   

Total 76.211 371    

Manages 

Performance 

Between Groups 1.272 3 .424 1.414 .238 

Within Groups 110.329 368 .300   

Total 111.601 371    

Builds Talent Between Groups 1.669 3 .556 1.484 .219 

Within Groups 137.993 368 .375   

Total 139.662 371    

Manages as a 

Leader 

Between Groups 1.273 3 .424 1.335 .263 

Within Groups 117.050 368 .318   

Total 118.324 371    

Influences to 

Achieve Goals 

Between Groups 2.630 3 .877 2.013 .112 

Within Groups 160.269 368 .436   

Total 162.899 371    

Develops Self 

to Achieve 

Goals 

Between Groups .450 3 .150 .185 .907 

Within Groups 298.461 368 .811   

Total 298.911 371    

Builds and 

Maintains 

Relationships 

Between Groups 2.758 3 .919 2.199 .088 

Within Groups 153.876 368 .418   

Total 156.634 371    

Sales Process Between Groups 16.187 3 5.396 10.452 .000 

Within Groups 189.977 368 .516   

Total 206.164 371    

 
The data in Table 24 show the results of ANOVA on whether the importance 

of competencies is varied or not by the educational background of the respondents. 

Since the significance levels of all competencies were below 0.05, there is a 

statistically significant difference in the competencies necessary for first-line sales 
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managers and respondentsõ educational background. Therefore, the null hypothesis is 

rejected. This result implies that, different educational background could lead to 

different points of view on the importance of each competency considered necessary 

for first-line sales managers in B2B market. 

Table 24. ANOVA Results of the Importance of Competencies Varied by the 

Educational Background of the Respondents 

ANOVA  

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Coaches for 

Sales Results 

Between Groups 3.032 4 .758 3.802 .005 

Within Groups 73.179 367 .199   

Total 76.211 371    

Manages 

Performance 

Between Groups 4.898 4 1.224 4.212 .002 

Within Groups 106.703 367 .291   

Total 111.601 371    

Builds Talent Between Groups 13.107 4 3.277 9.502 .000 

Within Groups 126.555 367 .345   

Total 139.662 371    

Manages as a 

Leader 

Between Groups 4.016 4 1.004 3.224 .013 

Within Groups 114.307 367 .311   

Total 118.324 371    

Influences to 

Achieve Goals 

Between Groups 5.458 4 1.364 3.181 .014 

Within Groups 157.441 367 .429   

Total 162.899 371    

Develops Self to 

Achieve Goals 

Between Groups 8.669 4 2.167 2.740 .029 

Within Groups 290.242 367 .791   

Total 298.911 371    

Builds and 

Maintains 

Relationships 

Between Groups 4.468 4 1.117 2.694 .031 

Within Groups 152.167 367 .415   

Total 156.634 371    

Sales Process Between Groups 18.437 4 4.609 9.011 .000 

Within Groups 187.727 367 .512   

Total 206.164 371    
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In Table 25, ANOVA was used to assess whether the importance of 

competencies is varied or not by the age of the respondents. Since the significance 

levels of all competencies were below 0.05, there is a statistically significant difference 

in the competencies necessary for first-line sales managers and respondentsõ age. So, 

the null hypothesis is rejected. This result implies that, respondents with different 

ages will lead to different points of view on the importance of each competency 

considered necessary for first-line sales managers in B2B market. 
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Table 25. ANOVA Results of the Importance of Competencies Varied by the Age of the 

Respondents 

ANOVA  

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Coaches for 

Sales Results 

Between Groups 2.656 3 .885 4.430 .004 

Within Groups 73.555 368 .200   

Total 76.211 371    

Manages 

Performance 

Between Groups 13.016 3 4.339 16.196 .000 

Within Groups 98.585 368 .268   

Total 111.601 371    

Builds Talent Between Groups 23.835 3 7.945 25.242 .000 

Within Groups 115.827 368 .315   

Total 139.662 371    

Manages as a 

Leader 

Between Groups 8.115 3 2.705 9.032 .000 

Within Groups 110.209 368 .299   

Total 118.324 371    

Influences to 

Achieve 

Goals 

Between Groups 19.498 3 6.499 16.679 .000 

Within Groups 143.401 368 .390   

Total 162.899 371    

Develops 

Self to 

Achieve 

Goals 

Between Groups 31.051 3 10.350 14.220 .000 

Within Groups 267.860 368 .728   

Total 298.911 371    

Builds and 

Maintains 

Relationships 

Between Groups 8.069 3 2.690 6.662 .000 

Within Groups 148.565 368 .404   

Total 156.634 371    

Sales Process Between Groups 15.792 3 5.264 10.176 .000 

Within Groups 190.372 368 .517   

Total 206.164 371    

 

Proposed Courses in the Curriculum of BBA in Sales Management 

The second objective of the current study is to determine the courses 

University of Finance ð Marketing (UFM) should offer in the Bachelor of Business 

Administration major in Sales Management curriculum to develop competencies 
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necessary for students in response to the needs of the B2B market. The research 

question for this objective is, 

What courses should be placed in the curriculum of BBA in Sales Management at UFM to 

meet the requirements of B2B market? 

One of the most important activities of the university is the development of 

curriculum or course outlines in consonance with the national and international 

demands and realities. Unfortunately, in Vietnam, this activity is given the least 

importance since the use of popular textbooks available in the market has guided the 

selection of curriculum contents and topics in syllabi. Since 2010, the University of 

Finance ð Marketing began offering BBA in Sales Management program. The 

program takes students four full-time years to complete. The current BBA in Sales 

Management curriculum consists of 42 courses (see Appendix E). In UFM, the 

Bachelor of Business Administration program with a concentration in Sales 

Management includes courses related to sales that can prepare students for sales 

careers. This program provides undergraduate students with a foundational education 

in business and management principles, along with coursework in marketing, market 

research and analysis, economics, communications, customer service, and sales. Here, 

students learn the foundations of business principles and study how consumers react 

to certain ads or products. The sales and marketing emphasis provides business 

acumen and valuable tools for students. Programs are organized around a 

management framework where students gain an understanding of the concepts of 
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sales and marketing and learn to apply these concepts when making decisions and 

managing business activities. Though this curriculum of BBA in Sales Management is 

currently used in educating students at UFM, there is still a need to improve and 

update its courses in order to meet new requirements from the market and enhance 

the necessary skills for the graduates of the program.  

In order to rate the importance of the current courses in the curriculum of 

BBA in Sales Management, respondents were asked to rate the importance of 

coursework offerings in sales and marketing in higher education, and their relevance 

to B2B work place environments. Each of the five possible responses was assigned a 

value from 1 to 5, where 1 = not important, 2 = somewhat important, 3 = Important, 4 = 

very important, and 5 = extremely important. An analysis of the rank order of the 37 

courses perceived as important was categorized into levels (see Table 26). 
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Table 26. Composite Mean Scale for Evaluating Courses 

Level of 

importance 

Description Composite 

Mean 

Essential It is essential for the development of competencies 

needed for the success of sales management 
students.  

More than 

4.50 

Very Important It is very important for the development of 
competencies needed for the success of sales 

management students. 

3.50ð4.49 

Moderately 

Important 

It is moderately important for the development of 

competencies needed for the success of sales 
management students. 

2.50ð3.49 

Slightly 
Important 

It is slightly important for the development of 
competencies needed for the success of sales 

management students. 

1.50ð2.49 

Unnecessary It is not necessary for the development of 

competencies needed for the success of sales 
management students. 

1.49 or less 

 
Table 27 and Table 28 display the results of the survey in Means and Standard 

Deviations for the proposed courses in descending order. It is shown that almost all 

of the core courses in the current curriculum of UFMõs BBA in Sales Management 

were considered very important by the respondents with Mean values above 4.0 

(Table 27): Selling skills (4.56); Customer Behavior (4.32); Customer Relationship Management 

(4.29); Sales Management (4.26); Organizational Behavior (4.21); Business Analysis and 

Forecast (4.18); Marketing Management, Basic Marketing and Internship 2 (4.08); Human 

Resource Management and Economic Laws (4.06); Management Information Systems, Public 

Relations and Supply Chain Management (4.03); and Electronic Commerce (4.02). These data 

also support the results of competencies necessary for first-line sales managers 

discussed earlier. However, these results are different with the research of Roy (2009) 
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on business competencies important for entry-level managers in destination 

marketing organizations (DMOs). According to Roy (2009), the highest rated courses 

were introduction to computer technology, foreign language, and business writing. In 

rating the courses in hospitality operations that are important to DMOs, the highest 

ratings were hospitality law, ethics, and social protocol, followed by a cultural 

component. Front office management, food and beverage management, and cruise 

line management ranked the lowest. 

 In this study, among the highly rated courses are the specialized core courses 

for sales management curriculum: Selling skills, Customer Relationship Management, Sales 

Management, Marketing Management, Internship 2, Supply Chain Management, and Electronic 

Commerce. Two other courses are also in the specialized core course list but have lower 

ratings and are in the lower half of the list: Retail Management (3.94) and Trade Promotion 

Management (3.79).  
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Table 27. Means and Standard Deviations of the Proposed Courses in BBA in Sales 
Management Program (Mean Ó 4.0) 

 N  Minimum  Maximum Mean Std. 

Deviation 

Business Communications 372 3 5 4.56 .558 

Selling skills 372 3 5 4.56 .664 

Customer Behavior 372 3 5 4.32 .691 

Customer Relationship 

Management 

372 2 5 4.29 .851 

Sales Management 372 3 5 4.26 .783 

Organizational Behavior 372 3 5 4.21 .700 

Business Analysis and 

Forecast 

372 3 5 4.18 .872 

English 372 2 5 4.11 .883 

Marketing Management 372 3 5 4.08 .830 

Basic Marketing 372 3 5 4.08 .726 

Internship 2 372 2 5 4.08 .830 

Human Resource 

Management 

372 3 5 4.06 .822 

Economic Laws 372 2 5 4.06 .860 

Management Information 

Systems 

372 2 5 4.03 .824 

Public Relations 372 2 5 4.03 .862 

Supply Chain Management 372 3 5 4.03 .880 

Electronic Commerce 372 2 5 4.02 .908 

Valid N (listwise) 372     
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Table 28. Means and Standard Deviations of the Proposed Courses in BBA in Sales 
Management Program (Mean < 4.0) 

 N  Minimum  Maximum Mean Std. 

Deviation 

Risk Management 372 2 5 3.95 .907 

Internship 1 372 2 5 3.94 .897 

Retail Management 372 1 5 3.94 .999 

Strategic Management 372 3 5 3.94 .760 

Quality Management 372 1 5 3.84 .885 

Management 372 1 5 3.79 .971 

Trade Promotion 

Management 

372 1 5 3.79 .884 

Introduction to Computer 

Technology 

372 2 5 3.71 .991 

Macro Economics 372 2 5 3.68 .895 

Finance and Monetary 372 2 5 3.68 .981 

Financial Management 372 1 5 3.66 .934 

Managerial Accounting 372 2 5 3.66 .842 

International Business 

Management 

372 1 5 3.63 1.037 

Micro Economics 372 1 5 3.58 1.026 

Principles of Statistics 372 2 5 3.48 .964 

Financial Market 372 2 5 3.42 .944 

Basic Laws 372 2 5 3.40 .925 

Econometrics 372 2 5 3.39 .831 

Fundamentals of 

Accounting 

372 1 5 3.32 1.091 

Linear programming 372 1 5 3.19 .878 

Valid N (listwise) 372     

 

Question 38 in Part 3 of the questionnaire asked respondents to list out other 

courses that they think are important in contributing competencies needed for first-

line sales managers. The researcher recorded all the answers to Excel © file and 

calculated the percentage of each proposed course to the total number of 
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respondents (372) based on its frequency. The results are presented in Table 29. Of 

the 18 suggested courses from the respondents, four courses got highest attention: 

Business to Business (B2B) Marketing (18.82%), Marketing & Sales Analytics (16.67%), 

Marketing Research (16.40%), and Business Negotiations (13.98%). Therefore, these four 

courses would be considered for addition in the curriculum of BBA in Sales 

Management as selection modules. 

Table 29. List of Suggested Courses by Respondents in Descending Order 

Proposed Courses Frequency Percent 

1. Business to Business (B2B) Marketing 70 18.82% 

2. Marketing & Sales Analytics 62 16.67% 

3. Marketing Research 61 16.40% 

4. Business Negotiations 52 13.98% 

5. Fundamentals of Business Writing 45 12.10% 

6. Professional Selling 45 12.10% 

7. Internship in Marketing or Sales 45 12.10% 

8. Integrating Sales and Marketing with Service 45 12.10% 

9. Advanced Professional Selling 38 10.22% 

10. Leadership 35 9.41% 

11. Professional Workshops in Marketing 34 9.14% 

12. Marketing Capstone Project 32 8.60% 

13. Communicating with Markets through IMC 32 8.60% 

14. Modern Business Trends 31 8.33% 

15. Negotiation and Conflict Management 28 7.53% 

16. Fengshui in Business 26 6.99% 

17. Team Communication 19 5.11% 

18. SEO Top Google Techniques 16 4.30% 

Number of respondents 372  
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Trends and Issues Facing the B2B Market in Near Future  

Additionally, the study seeks to identify trends and issues facing the B2B 

market in Ho Chi Minh City as well as in Vietnam. The research question for this 

objective is,  

What are the coming trends in B2B market that impact sales managers and the needed 

skills to adopt the trends? 

Six qualitative questions were asked to determine perceptions of skill sets 

needed, trends, future curriculum development, and challenges facing B2B 

organizations. Anecdotal data collected from open-ended questions determined the 

respondentsõ perceptions of competencies, trends, and issues important to the B2B 

organizations.  

After comprehensively listing and compiling all the respondentsõ answers 

resulting from the qualitative questions, the researcher conducted a thematic analysis 

of the results by coding the data. The data on the list were coded into themes. A 

theme functions as a way to categorize a set of data into an implicit topic that 

organizes a group of repeating ideas. The goal of thematic analysis is to narrow down 

a number of themes from the data to create one overarching theme. One method of 

theme organization is the identification of nodes. Node creation helps the researcher 

identify themes by reviewing the data for concepts, language, or thoughts taken from 

the respondentsõ answer transcripts. When identifying nodes, the researcher can 
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identify common themes by manually highlighting and coding the text from the 

transcript of each question. In this research, the transcripts were manually reviewed 

to gather themes and sub-themes for each question, which prompted validation of 

nodes through keyword identification. The following are perceptions gleaned from 

the respondents based on their answers to the different questions asked: 

òIn your opinion, what skills do you believe are critical for sales management students to 

acquire to be successful in the future?ó 

Possessing good interpersonal and communication skills is extremely 

important, as 81% of the respondents commented on communication as a top skill. 

Marketing skills, knowledge of technology, and communication skills dominated the 

skill sets perceived to be important. Marketing skills were rated highest, with 72% of 

the respondents citing òsome form of sales and marketing skilló as critical. 

Respondents believe that having the ability to interact with customers face to face, 

along with a pleasing personality, is critical for first-line sales managers. In fact, one 

respondent says, òI believe that in the next few years we will see students graduating without the 

proper person-to-person communication skills. We are becoming too dependent on texting and e-

mailing. We are losing the skills of one on one conversation and the ability to listen.ó 

Another respondent reinforced the B2B market connection by saying, òFirst-

line B2B sales managers need to have a thorough understanding of B2B sales, marketing and 

operations. The community that supports my B2B organization knows that I understand their 
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business. First-line sales managers need to understand how B2B organizations are connected to make 

moments of truth for customers.ó 

What emerging trends in the B2B market will have the biggest impact on sales management 

students and why?  

Overwhelmingly, the use of technology in reaching a wider customer base 

ranked highest, with 81% of the respondents believing that the use of the Internet 

has changed the way B2B organizations do business. The way organizations buy, the 

greater number of professional and association conventions and training meetings 

held, and numerous local, provincial and Government meetings have all contributed 

to the need to develop new marketing techniques. More than 50% of the executives 

supported the use of technology in B2B sales and marketing to clients and maintained 

customer databases. Implementing customer relationship strategies with increasingly 

computer savvy customers requires building relationships through social networking, 

blogging and destination Web sites. Knowledge of e-commerce, advanced computer 

skills, and awareness of global market places were rated as high predictors of trends 

impacting the segment. 

Respondents feel that the Internet provides customers with more options for 

buying goods and services at their fingertips. However, the challenge for B2B 

organizations is how to balance computer accessibility to market the customers, and 

the relationships that are built from face-to-face communication, which is lost with 

increased use of the Internet. One executive believes, òthe ability to interact with customers 
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face-to-face, along with a pleasing personality were critical traits for first-line sales managers.ó 

Mergers, intense competition, and a bad economy contribute to the main challenges 

facing the segment, followed by ensuring that a high degree of professionalism, 

education, and awareness is made part of the curriculum in sales management 

education.  

To what qualities do you attribute your success in the sales management area?  

Good business sense and a working knowledge of other business disciplines 

were identified as important, followed by an understanding of the B2B business. 

Quality education and passion for the industry were cited by 43% of the respondents 

as reasons for success in the segment. Listening to the customer and having a great 

customer were also mentioned by 35% of the respondents. 

What can institutions of higher learning do to improve the leadership ability of its students?  

The most important criteria for leadership and management are to develop, 

maintain, and encourage liberal education, critical thinking skills and quality 

internships and co-operations. The distinction between B2B market and sales 

management is important for students to know. More than 54% of the respondents 

feel that leadership courses and business courses need to be parts of the curriculum. 

One respondent believes that future sales managers should have more trainings in 

specific segments: òSpecialization within the industry; each segment is becoming more demanding 

with specialized skills needed to manage new products not seen before.ó According to 18% of the 
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respondents, dedicated work ethic and genuine passion for the business are traits 

needed for first-line sales managers. 

What is the biggest challenge facing the B2B sales management segment?  

 
A bad economy, funding, and lack of government support for the industry 

were cited as major threats to the segment. Funding issues remain as long as the 

economy is in a downturn. The constant challenge of defining òrelevanceó is 

important to B2B organizations. Knowledge of the industry has been challenging in 

the past. One respondent replies, òThe general public does not understand what a B2B 

organization is and does not know the economic impact of B2B market. We need a [public relations] 

campaign of who we are and what we do and how it generates tax dollars.ó Communicating the 

functions of a B2B organization creates value and gives credibility to the industry. 

Because the B2B organization sells to another organization, lack of qualified sales 

staffs and an inability to identify and recruit diverse work staffs continue due to labor 

shortages and the retiring of the baby boomer generation. B2B organizations have a 

responsibility to their membership to ensure that the B2B market is shown in the best 

light, and must constantly develop strong relationships, both internally and externally, 

and provide creative strategies to meet customersõ needs. 

What can be done about these challenges? 

Forty-five percent (45%) of the respondents believe sales management 

education is often considered vocationally oriented. The shift towards inclusion of 

business courses was found in a majority of the sales management programs studied. 
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The business of B2B organizations requires highly educated students to satisfy the 

needs of the future workplace, and business executives expect first-line B2B sales 

managers to have industry and vocational knowledge as well as business acumen. The 

common theme desired by B2B organizations is the service component, in which 

relationships with people are the focus. Hiring faculty with industry experience was 

found to be an important part of establishing the appropriate balance between 

industry-specific knowledge and technical skills. Faculty with industry experience may 

have a greater understanding of the B2B market workplace. 

Proposed Intervention Plan 

The proposed intervention plan is to restructure the curriculum for BBA in 

Sales Management program at the University of Finance - Marketing. The University 

of Finance-Marketing (UFM), operating directly under the Ministry of Finance, was 

established in 1976, and has by now reached its 39th year of operation. At present, 

UFM has a variety of training programs, and with 14 academic faculties offering 27 

majors. These lead to the awarding of undergraduate and graduate degrees in such 

fields as business administration, banking and finance, accounting, marketing, 

valuation, real estate trading, international business, hospitality management, 

management information system, Business English, etc. The training scope of UFM 

has sharply increased in the past years, with nearly 20,000 students now taking part in 

the Universityõs various training programs ranging from four-year undergraduate to 
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graduate studies. Most of UFM graduates whose qualifications are appreciated by the 

society have secured relevant and well-paid jobs. 

The current BBA in Sales Management program is rather good as it has many 

modules that help in contributing necessary competencies for students. However, the 

study results show that there have been many trends that force sales managers to 

acquire new skills as well as competencies to adapt the market changes. Therefore, 

the new curricula for BBA in Sales Management will meet the requirements for social 

needs of high skill employees. The intervention plan is seen in detail in appendix F. 

In summary, B2B organizations do businesses in a competitive market in 

which meeting and exceeding the customersõ needs is a core competency. Executives 

and sales managers at B2B market identified the strongest competencies and skills 

needed for first-line sales managers. Results show that a number of specific 

competencies is deemed important, with mean rank scores of 4.15 or better. Overall, 

there was general consensus among study participants that Builds and Maintains 

Relationships, Influences to Achieve Goals, and Manages as a Leader competencies are 

extremely important to the segment. The results of the study show that customer 

service or people-oriented competencies, sometimes called soft skills (e.g., 

communication, interpersonal skills, and relationship building), as well as business 

acumen are important to B2B organizations, and these top three competencies were 

deemed extremely important for first-line sales managers according to study 

participants. The findings are similar to Buschõs (2012) and Herbisonõs (2013) studies 
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on competencies in For-Profit organizations and a U.S. insurance-based financial 

services company. The competencies are sorted in descending order: Builds and 

Maintains Relationships, Influences to Achieve Goals, Manages as a Leader, Coaches 

for Sales Results, Develops Self to Achieve Goals, Manages Performance, Builds and 

Maintains Relationships, and Builds Talent. 
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Chapter 4 

CONCLUSIONS AND RECOMMENDATIONS  

Conclusions 

Salespeople play a critical role in organizations in delivering customer value, 

and the way they fulfill this role is directly influenced by sales managers, the most 

critical element in a productive sales force (Babakus et al., 1996; Guest & Meric, 1989; 

Piercy et al., 2009). This research aims to partially fill the gap in literature by 

examining the competencies required for optimum performance of first-line sales 

managers in the B2B market in Ho Chi Minh City. The main purpose of this study is 

to develop a competency model necessary for the success of first-line sales managers 

in B2B market as viewed by CEOs and Sales Managers for curriculum development 

in Ho Chi Minh City, Vietnam. In addition, this study also aims to achieve the 

following specific objectives: (1) To identify competencies considered essential for 

first-line sales managers in Ho Chi Minh Cityõs B2B market as viewed by B2B 

organizationsõ executives as well as sales managers; (2) To determine the courses 

UFM should offer in the BBA in Sales Management curriculum to develop 

competencies necessary for students in response to the needs of the B2B market; and 

(3) To recognize new trends in B2B market and new needed skills for first-line sales 

managers so that Higher-Education Institutions offering BBA in Sales Management 

program can adopt. The study results reveal the following: 
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1) As for the respondentsõ profile, half of total 372 respondents (51.6%) in 

the study are general managers, sales and marketing managers, and sales 

executives from B2B organization in Ho Chi Minh City. The other 

respondents are middle managers or professors, lecturers, and education 

managers in several universities in Ho Chi Minh City. Majority of the 

respondents (65%) have more than five years experience in the job. Over 

71% of the respondents are high school graduates or associate graduates, 

only less than 29% are higher education graduates. Most of the 

respondents (more than 92%) are in the ages of 30 or more. Lastly, male 

respondents (69.4%) outnumber the female respondents (30.6%). The data 

confirm the reliability, experience and quality of the respondents of the 

study. 

2) All eight clusters of the competency model were considered very 

important by the respondents, with a mean rating of 4.15. The rank order 

of the eight competency factors indicates that the most important 

behavioral competencies are Builds and Maintains Relationships; Influences to 

Achieve Goals; and Manages as a Leader; followed by Coaches for Sales 

Results; Develops Self to Achieve Goals; Manages Performance; Builds 

and Maintains Relationships; and Builds Talent. The top-rated dimensions 

within each factor focus on Displays responsibility for own actions and results; 

Motivates individuals to enable sales performance; and Sets clear expectations for 
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conduct, work activity and performance. In general, the Builds and Maintains 

Relationships competency, that is required in order for exemplary first-line 

sales managers to identify, build and sustain key business relationships 

both internally and externally, ranked highest among the respondents. 

Ability to influence followers to achieve goals was also considered one of the top 

competencies by respondents. Leadership skills were also considered by the 

respondents very necessary for first-line sales managers and for managers 

in general.  

3) An independent sample t-test of equality of means was used to assess 

whether the importance of competencies is varied or not by the gender of 

the respondents. The results expose that men considered the competencies 

of a) Coaches for Sales Results, b) Manages Performance, c) Builds Talent, d) 

Manages as a Leader, and e) Develops Self to Achieve Goals more important for 

B2B first-line sales managers than women did. The t-test of equality of 

means also shows that there was no significant difference on the 

competencies: a) Influences to Achieve Goals, b) Builds and Maintains 

Relationships, and c) Sales Process between men and women. The ANOVA 

was used to assess whether the importance of competencies is varied or 

not by the job positions, years in current position, educational background, 

and age of the respondents. The results show that, different job positions, 

different educational backgrounds, and different age levels could lead to 
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different points of view on the importance of each competency considered 

necessary for first-line sales managers in B2B market. However, different 

years in current position does not lead to different points of view on the 

importance of each competency (except for Sales Process Competency) 

considered necessary for first-line sales managers in B2B market. 

4) Since 2010, the University of Finance - Marketing began offering BBA in 

Sales Management program. The program takes students four full-time 

years to complete. The current BBA in Sales Management curricula 

consists of 42 courses. Study results reveal that almost all core courses in 

the current curriculum of UFMõs BBA in Sales Management were 

considered very important by respondents with Mean values above 4.0. 

Many of these high rating courses are specialized core courses for sales 

management curriculum. Open-ended question 38 in Part 3 of the 

questionnaire asks respondents to list out other courses that they think are 

important for the development of competencies needed for first-line sales 

managers. Of the 18 suggested courses from the respondents, four courses 

got highest attention: Business to Business Marketing, Marketing & Sales 

Analytics, Marketing Research, and Business Negotiations. These four courses 

would be considered for addition to the curriculum of BBA in Sales 

Management as selection modules. 
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5) Anecdotal data collected from open-ended questions determined the 

respondentsõ perceptions of competencies, trends, and issues important to 

the industry. Results of the study show that customer service or people-

oriented competencies, sometimes called soft skills (e.g., communication, 

interpersonal skills, and relationship building), as well as business acumen 

are important to B2B organizations, and these top three competencies are 

deemed extremely important for first-line sales managers according to 

study participants. The findings are similar to Buschõs (2012) and 

Herbisonõs (2013) studies on competencies in For-Profit organizations and 

a U.S. insurance-based financial services company.  

6) To apply the research findings, a proposed intervention program was 

prepared to develop a new curriculum for BBA in Sales Management 

based on the current curriculum of the University of Finance - Marketing. 

7) This study has implications for several stakeholders: sales management 

educators, recruiters, trainers, and students studying sales management and 

marketing. The findings can (a) provide educators with relevant 

information on desired competencies important to industries that can be 

used to adjust curricula, (b) supply human resource departments and 

recruiters with a list of current core competencies germane to this 

segment, and (c) give first-line sales managers information on core 

competencies desired by executives in the workforce and required of 
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future leaders. B2B organizationsõ executives can also benefit from the 

findings in this study by increasing or developing internal management 

training in areas of self-identified weaknesses such as customer-

relationship management or advanced people skills. This implies that all 

customer contact personnel in a B2B organization should be cross-trained 

to understand customer relations, which will effectively produce positive 

financial success and customer satisfaction. 

Recommendations  

Discovering the needs of the B2B market through educational research must 

involve key players in the field to collaborate and identify an array of skill sets that no 

single sales management curriculum could address. There is a disproportionate 

amount of published research available to assist organizations in the identification of 

core competencies to drive sales effectiveness. The limited research available 

concentrates on broad traits or characteristics related to first-line sales manager 

selection from the perspective of sales executives or general managers. However, to 

accept these general competencies as significant for the role of sales managers, one 

must infer that the salient characteristics of sales executives or general managers are 

similar to the characteristics of sales managers, which is not supported with empirical 

evidence. By defining sales manager competencies, employees, managers and leaders 

can grasp what is required to reach new levels of performance. Therefore, this 

research aims to partially fill the gap in literature by investigating the competencies 
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required for optimum first-line sales manager performance in the B2B market in Ho 

Chi Minh City, Vietnam. It is expected that this research will contribute to the 

understanding of effective human-resource development strategies to address 

competency needs of sales managers. The following recommendations for future 

research are based on the findings of this study and the need for future research on 

B2B organizations: 

1) Since majority of the respondents only finished high school and received 

associate diplomas, it is recommended that they pursue higher studies. For 

the positions of sales manager, middle manager, or higher position, a 

bachelorõs degree holder or a master graduate may be fully equipped with 

necessary competencies to successfully complete the tasks. The present 

study should be expanded to include more national participants to 

determine if needs are different in other provinces. This will add to the 

generalizability of the findings.  

2) B2B organizations in Ho Chi Minh City should have training courses to 

improve the following competencies for their first-line sales managers in 

order to meet current requirements from the market: Builds and Maintains 

Relationships, Influences to Achieve Goals, and Manages as a Leader. The suitable 

courses to be taught should be: Business Communication, Sales 

Management, and Leadership. The present study should be expanded to 

include all sales managers to determine competency model necessary for 
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sales managers in general. This will also add to the generalizability of the 

findings.  

3) Since respondents with different age, educational background, and job 

position have different points of view on the importance of each 

competency considered necessary for first-line sales managers in B2B 

market, B2B organizations should use central tendency of many different 

respondents to get accurately the opinions on what they want to survey. 

First-lines sales managers, marketing managers, and CEOs of B2B 

organizations with the ages above 40 and with bachelorõs degree or higher 

education are most suitable in giving opinions on competencies necessary 

for first-line sales managers. 

4) Sales and marketing concentration in BBA program should include 

modules that provide students with knowledge and skills on 

Communications, Management, Leadership, Marketing, Selling, Business 

to Business Marketing, Marketing & Sales Analytics, Marketing Research, 

and Business Negotiations. 

5) Knowledge and skills on internet sales and marketing, soft skills, and 

business acumen are important to B2B organizations. Companies should 

regularly have marketing research to identify new trends on market, buying 

behavior, as well as competitive status and then act accordingly. 
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6) A longitudinal follow-up study is needed to assess whether first-line sales 

managers are demonstrating the competency behaviors important to B2B 

market. Skills and competency ratings for first-line sales managers should 

be shared with students to allow them the opportunity to evaluate their 

own strengths and weaknesses and relate them to their program. 

7)  Lastly, the prepared intervention program is highly recommended for use 

in the University of Finance - Marketing to improve the quality of 

education for the BBA in Sales Management program. 
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APPENDIC ES  

Appendix A. I nvitation to Participate 

December 01, 2014  

Dear Colleague, 

I am a sales and marketing professor and a student in the Doctoral Program 

of the Ifugao State University in Lamut, Ifugao, Philippines, undertaking a study in 

B2B market. May I invite you to participate by answering the attached questionnaire 

entitled Competency Assessment Scale. This is an attempt to determine the essential 

competencies that first-line sales managers need in order to carry out their 

responsibilities effectively in business to business (B2B) market in the future. 

You were selected to be a participant because you are a sales manager and are 

considered an expert possessing specific knowledge on and an in-depth experience 

about the topic being researched. This research is aimed at obtaining your responses 

to specific inquiries regarding desired job competencies for first-line sales managers 

in your organization. The average time to complete the questionnaire is 15 minutes. 

Your expertise and experience in the field will contribute to understanding the future 

higher education needs of the B2B sales management.  

Data collected will be used in the aggregate form for the purposes of this 

research and will be destroyed after the research project is completed and a final 

report is published. Please note that any comment or concern regarding this project is 

welcome. You may call me at +84.93-899-6865 if you have any question regarding 



 

 

Published by: Associated   Asia   Research   Foundation 

109 

this research. To participate, please complete the survey and return it by e-mail within 

five (5) business days. If you choose not to participate in the study, please indicate 

that by return e-mail.  

Thank you for taking time to complete the Competency Assessment Scale and for 

participating in the study. Your feedback will contribute to the continuous 

improvement of sales and marketing education and may provide guidelines for 

enhancing human resources objectives. 

 

Sincerely, 

Pham Quoc Luyen 
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Appendix B. Invitation to Participate (Vietnamese) 

Ngày 01  tháng M i Hai  nńm 2014. 

Th a quý v ,  

Tôi là m t Gi ng viên v  Qu n tr  bán h àng &  marketing , và là 

Nghiên c u sinh ti n s  t i tr ng ŉ i h c công l p Ifugao t i Lamut, 

Ifugao, Philippines . Tôi Ŀang thc hi n m t nghi ên c u c· li°n quan Ŀn 

th  tr ng B2B, và tôi mu n m i ông/b à tham gia. B ng câu h i kh o sát 

Ŀ²nh k èm c ó ti°u Ŀ Bѫng Ŀ§nh gi§ Nńng lҔc, s  nh m x ác Ŀnh xem 

nh ng n ńng l c c n thi t n ào cho c ác nh à qu n tr  bán h àng c p c  s  Ŀ 

th c hi n t t c ông vi c c a h  trong th  tr ng B2B trong t ng lai . 

ďng/B¨ Ŀc m i tham gia kh o sát b i vì ông/b à là nh à qu n tr  

bán h àng và Ŀ c xem nh  m t chuy ên gia c ó ki n th c c  th  và kinh 

nghi m chuy ên s âu v  ch  Ŀ Ŀ c nghi ên c u. Nghiên c u n ày nh m 

m c Ŀ²ch thu th p ph n h i c a b n Ŀ yêu c u c  th  v  nńng l c công 

vi c mong mu n cho c ác nh à qu n l ý bán h àng tr c tuy n Ŀu ti ên  trong 

t  ch c c a b n. Th i gian trung b ình Ŀ hoàn th ành b n c âu h i l à 15 

ph ú t. Chuy ên m ôn và kinh nghi m c a b n trong l Ƨnh v c n ày s  Ŀ·ng 

góp vào s  hi u bi t v  yêu  c u gi áo d c Ŀi h c t ng lai v  qu n tr  bán 

hàng B2B.  

 D  li u thu th p s  Ŀ c s  d ng Ŀ t ng h p cho các m c tiêu  

c a nghi ên c u n ày và s  b  hu  b  sau khi d  án nghi ên c u Ŀ c ho àn 

th ành v à báo cáo cu i cùng Ŀ c công b . Xin l u ý r ng b t k ʃ ý ki n 
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ho c quan t âm v  d  án n ày Ŀu Ŀ c ch ào Ŀ·n. Ông/bà  có th  g i cho 

tôi theo s  + 84.93 -899 -6865 n u c ó b t k ʃ câu h i li ên quan Ŀn nghi ên 

c u n ày. ŉ  tham gia, vui l òng ho àn th ành vi c kh o sát và g i l i b ng 

e-mail trong v òng 5 ng ày l àm vi c. N u ông/bà không mu n tham gia vào 

nghiên c u n ày, xin cho bi t qua  e-mail.  

Cám n ông/b à Ŀ« dành th i gian ho àn th ành Bѫng Ŀ§nh gi á Khѫ 

nńng và tham gia vào cu c kh o sát. C ác ph n h i c a ông/b à s  góp 

ph n nâng cao ch t l ng Ŀ ö t o bán h àng và ti p th  và giúp t ńng 

c ng các m c ti êu ngu n nh ân l c. 

 

Trân tr ng,  

 

Ph m Qu c Luy n 
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Appendix C. Survey I nstrument 

FIRST-LINE SALES MANAGER COMPETENCY SURVEY  

 
Lҋu ý  quan tr Ѽng ( Important Notes ): 

¶ C n tr  l i h t t t c  các câu h i (All of the survey responses are 

required ). 

¶ Các phát bi u n ńng l c trong m i nh óm kh  nńng Ŀ c s p x p 

kh ông theo th  t  nh t Ŀnh ( The competency sta tements within 

each competency cluster are in no particular order ). 

¶ Các nhóm kh  nńng Ŀc d n t  c§c nńng lc ch c nńng và có th  

nh ìn th y và xác Ŀnh c ông vi c. Nńng l c h ành vi, v n không nhìn 

th y Ŀc ho c có tính cá  bi t cho m t c ông vi c nh ng có th  áp 

d ng Ŀc cho b i c nh kinh doanh t ng th , không  Ŀ c bao g m 

trong nghi ên c u n ày, vì chúng th ng Ŀ c xác Ŀnh  c p Ŀ  

doanh nghi p, ví d  nh , kh  nńng l ãnh Ŀoé (The competency 

clusters are derived from functi onal competencies and are visible 

and define the work. Behavioral competencies, which are not visible 

or specific to a job but are applicable to the business setting as a 

whole, are not  included in this research, as they are typically 

def ined at the enterp rise level, e.g., leadership capabilities ). 

 

PHлN 1: NH ÂN KH мU HюC - PART 1: DEMOGRAPHICS  
 

1.  B n Ŀang gi  v  tr í nào trong ng ành ( What position do you hold in the 

industry )?  

 T ng gi ám Ŀ c (General Manager )  

 Gi§m Ŀc bán h àng và marketing ( Director of Sales and Marketing )  

 ŉiu h ành b án h àng (Sales Execu tive ) 

 Qu n l ý c p trung kh ác (other middle  Manager ) 

 Khác ( Other )____________ 
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2.  B n Ŀ« làm c ông vi c n ày Ŀ c bao l âu r i (How many years have you 

been in your profession )? 

 D i 5 nńm (Less than 5 year)  

 T  5 Ŀn 10 n ńm (Between 5 and 10 years)  

 T  11 Ŀn 15 n ńm (Between 11 and 15 years)  

 Tr°n 15 nńm (More than 15 years) 

3.  Tr³nh Ŀ h c v n (Educational Background ) 

 Ph  th ông trung h c (High school diploma)  

 Trung c p (Associate degree)  

 ŉ i h c/Cao Ŀng (University/college graduate)  

 Th c s  (Master õs degree) 

 Ti n s  (Doctoral  degree) 

4.  Tu i t ác (Age) 

 29 or less  

 30 - 39  

 40 - 49  

 50 - 59  

 60 or above  

 

5.  Gi i t ính (Gender) 

 N  (Female) 

 Nam (Male)  
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PHлN 2: ŉćNH GIć CÁC KH й NŃNG CлN THI чT CHO C ÁC GI ÁM 

SÁT B ÁN H ÀNG CÔNG NGHI ыP  

PART 2: ASSESSMENT SCALE OF COMPETENCIES NEEDED 

FOR B2B FIRST -LINE SALES MANAGERS  
 

Scale  MҌc Ŀ҂ quan 

trѼng (Level of 

Importance)  

Mô t ѧ (Description)  

1  Không c n thi t 

(Unnecessary)  

Nó ít có t m quan tr ng cho s  th ành c ông 

c a gi ám s át b án h àng (It has little to no 

importance to the success of first -line s ales 

managers)  

2  H i quan tr ng 

(Slightly 

Important)  

N· cǄng hi quan tr ng cho s  th ành c ông 

c a gi ám s át b án h àng  (It has some 

importance to the success of first -line sales 

managers)  

3  Quan tr ng 

(Moderately 

Important)  

Nó có t m quan tr ng cho s  th ành  công c a 

giám s át b án h àng  (It has a moderate level of 

importance to the success of first -line sales 

managers)  

4  R t quan tr ng 

(Very Important)  

Nó r t t m quan tr ng cho s  th ành c ông 

c a gi ám s át b án h àng  (It is very important to 

the success of first -l ine sales managers)  

5  C n thi t 
(Essential)  

Nó r t c n thi t cho s  th ành c ông c a gi ám 
sát b án h àng  (It is essential to the success of 

first -line sales managers)  

 

Hҋ n҄g dѫn : Các phát bi u sau Ŀ©y th  hi n quan Ŀim c a ông/b à v  
các kh  nńng c n thi t c ho c ác gi ám s át b án h àng trong th  tr ng 

công nghi p. Là m t chuy ên gia, vui l òng Ŀ§nh gi á các ph át bi u 

d i Ŀ©y t  m c Ŀ  (1 - không c n thi t) Ŀn (5  - c n thi t) cho 

giám s át b án h àng - The following sta tements refer to your 

perceptions of competencie s needed by first -line sales managers in 

B2B market . As an expert, please rate the competency statements 
below from (1  - unnecessary) to (5  - essential) for f i rst-line sales 

managers . 
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COMPETENCIES  
Level of 

Importance  

I. HIыU QUй NHÓM - TEAM EFFECTIVENE SS 

I.1. HuѨn luy ѹn Ŀѷ nâng cao doanh s Ѿ - (Coaching for Sales Results)  

1.  Quan sát hành vi bán hàng  Ŀ xác Ŀnh nh ng Ŀi m 

m nh, Ŀi m y u, v à c  h i Ŀ c i thi n (Observes 

sales behavior to identify strengths, weaknesses, and 

opportunities for improvement)  

1 2 3 4 5 

2.  Cân b ng s  kh c ph c v i nh ng ph n h i t ích c c 

Ŀ Ŀm b o h ng d n t i u và c i thi n hi u su t 

làm vi c (Balances corrective with positive feedback to 

ensure optimum guidance and performance 

improvement)  

1 2 3 4 5 

3.  Th  hi n r õ nh ng h ành v i d  ki n  Ŀ Ŀt k t qu , 

Ŀ a ra c ác h ng d n, c ác m ô h ình t t, và các c  h i 

quan s át Ŀ ph át tri n n ńng l c (Demonstrates 

expected behaviors to achieve results, providing 

instruction, positive models, and opportunities for 

observation in order to help s kill development ) 

1 2 3 4 5 

4.  ŉ ng vi ên c á nh ân Ŀ k ích ho t thành tích  bán hàng 

(Motiva tes individuals to enable sales performance)  
1 2 3 4 5 

5.  K t n i các h ành vi tr ông Ŀ i v i nh ng k t qu  có 

li ên quan Ŀn b án h àng chi n l c (Links expected 

behaviors to  strategic sales -related outcomes)  

1 2 3 4 5 

I .2. Qu ѧn l ý  Thành tích  - Manages Performance  

6.  Qu n l ý th ành t ích th p b ng c§ch Ŀa ra m t s  

hi u bi t r õ ràng v  nh ng g ì c n thi t Ŀ c i thi n và 

h  qu  c a vi c kh ông l àm nh  v y v i s  tin t ng 

r ng ng i Ŀ· Ŀ« Ŀ c nghe v à Ŀ i x  công b ng 

1 2 3 4 5 
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COMPETENCIES  
Level of 

Importance  

(Manages underperformance by providing a clear 

understanding of what is needed to improve and the 

consequences of failing to do so with the conf idence 

tha t the person has been fully heard and fairly 

treated)  

7.  ŉ t k ʃ v ng r õ ràng cho vi c th c hi n, ho t Ŀng và 

hi u su t l àm vi c (Sets clear expectations for conduct, 

work activi ty , and performance)  

1 2 3 4 5 

8.  So sánh hi u su t v i s  mong Ŀ i (Compares 

performance to expectations)  
1 2 3 4 5 

9.  C ng c  các n  l c và ti n b  b ng cách s  d ng các 

ph n th ng và công nh n th ích h p (Reinforces 

efforts and progress using rewards and recognition as 

appropriate)  

1 2 3 4 5 

10.  Tuân th  các các ch ính s ách qu n l ý hi u su t và 

th  t c c a t  ch c (Adheres to organizationsõ 

performance management policies and procedures)  

1 2 3 4 5 

I .3. Xây d Ґng T ài n ńng - Building Talent  

11.  Tuy n d ng, khuy n kh ích, và ch m d t (h p 

Ŀ ng v i nh ân vi ên) Ŀ nâng cao th ành t ích b án h àng 

và xác Ŀnh Ŀ c nh ng kh  nńng còn y u k ém 

(Hires, promotes , and terminates to improve sales 

performance and address capability gaps)  

1 2 3 4 5 

12.  ŉ m b o Ŀ  nńng l c trong nh óm nh m Ŀt Ŀ c 

m c ti êu, Ŀ m̈ ph án t ìm ki m t ài n ńng cho ph ù  h p 

(Ensures enough capacity on the team to achieve 

1 2 3 4 5 
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COMPETENCIES  
Level of 

Importance  

objectives, negotiating for talent as appropriate)  

13.  T³m c§ch Ŀ l p Ŀy nh ng kho ng tr ng t ài n ńng 

th ông qua h p t ác v i các th ành vi ên Ŀ sáng t o ra 

và th c hi n c ác k  ho ch ph át tri n  m c Ŀ  Ŀi 

nh óm và cá nh ân (Seeks to f ill talent gaps through 

collaboration with te am members to create and 

execute developmental plans at the team and 

individual level)  

1 2 3 4 5 

II . HIыU QUй CÁ NHÂN - PERSONAL EFFECTIVENESS  

II .1. Qu ѧn l ý  nhҋ là m ҂t L«nh ĿѦo - Manages as a Leader  

14.  Th  hi n Ŀo Ŀ c kinh doanh trong s áng và g n 

k t v i các gi á tr  c a công ty v à cá nh ân 

(Demonstrates unquestionable business ethics and 

commitment to company and personal values)  

1 2 3 4 5 

15.  S n s àng ch u tr ách nhi m tr c nh ng h ành 

Ŀ ng và k t qu  c a b n th ân (Displays responsibility 

for own actions and r esults)  

1 2 3 4 5 

16.  Qu n l ý, cân b ng v i t ính kh ách quan v à tôn 

tr ng các cá nh ân  (Manages with balance, objectivi ty , 

and respect for the individual)  

1 2 3 4 5 

17.  Th  hi n và truy n c m h ng cho s  t  tin 

(Demonstrates and inspires confidence)  
1 2 3 4 5 

18.  Là m t h ình m u cho th ành t ích cao (Is a role 

model for high performance)  
1 2 3 4 5 

19.  Th  hi n s  t  ch  và k ìm gi  c m x úc và xung Ŀt 

trong t m ki m so át (Displays self -control and keeps 

disruptive emotions and impulses in check)  

1 2 3 4 5 
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COMPETENCIES  
Level of 

Importance  

20.  Th  hi n s  ch p nh n m o hi m m t c ách th ông 

minh trong vi c Ŀ a ra quy t Ŀnh (Demonstra tes 

smart risk -taking in making decisions)  

1 2 3 4 5 

21.  Th  hi n kh  nńng ph c h i tr c nhi u thay Ŀi, 

y u t  Ŀu vào, ho c cńng th ng trong su t qu á tr ình 

làm vi c (Maintains resilie ncy to many changes; 

inputs; or stresses throughout the course of working)  

1 2 3 4 5 

22.  Th  hi n t ính linh ho t và kh  nńng thích ng v i 

nhi u nhi m v  và qu á tr ình kh ác nhau (Displays 

versa tility and adaptability at many different tasks 

and processes)  

1 2 3 4 5 

II .2. T Ѧo ѧnh h ҋ n̓g Ŀѷ ĿѦt Ŀҋ҈c m ҉c ti êu - Influences to Achieve 

Goals  

23.  V t qua c ác ph n b ác b ng các k  nńng, s  d ng 

các ví d , logic, d  li u, ho c các th ông tin li ên quan 

kh ác (Overcomes objections with skill, using 

examples, logic, data, or ot her pertinent information)  

1 2 3 4 5 

24.  Th  hi n s  ch  Ŀ ng l ng nghe, ch ú  ý t i nh ng 

gì Ŀang Ŀ c n ói và b ng cách s  d ng các k  thu t 

Ŀt c âu h i hi u qu  Ŀ th ńm d ò và làm r õ nh m Ŀt 

Ŀ c s  hi u bi t ch ính x ác (Demonstrates active 

listening, paying c lose attention to what is being said 

and using questioning techniques effectively to probe 

and clarify in pursuit of  accurate understanding)  

1 2 3 4 5 

25.  X§c Ŀnh h ình th c truy n th ông ph ù  h p v i t ình 

h ình v à Ŀm b o r ng giao ti p b ng l i n ói / vi t và 

các tr ình b ày nh óm truy n Ŀt th ông tin v à ý t ng 

1 2 3 4 5 
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COMPETENCIES  
Level of 

Importance  

m t c ách r õ ràng, ng n g n, ch ính x ác và thuy t ph c 

Ŀ lôi k éo s  ch ú  ý c a ng i nghe v à giúp h  hi u và 

l u gi  l i các th ông Ŀi p (Determines the appropriate 

communication format for the situation and e nsures 

tha t verbal/written communications, and group 

presenta tions convey information and ideas in a clear, 

concise, accurate, and persuasive manner that 

engages the audience and helps them understand and 

retain the message)  

26.  ŉ m b o giao ti p ph ù  h p b ng cách Ŀnh r õ và 

Ŀ§p ng Ŀ¼ng các yêu c u c a ng i nghe (Ensures 

responsive communication by making sure inquiries 

are addressed and expedited to facilitate the needs of 

others)  

1 2 3 4 5 

27.  ŉ t t i truy n th ông thuy t ph c, nh h ng Ŀn 

quan Ŀim và s  d ng l ý l  Ŀ Ŀt Ŀ c ph n h i ho c 

quy t Ŀnh mong Ŀ i (Attains persuasive 

communication, influencing perceptions and using 

sound reasoning to achieve desired responses or 

decisions)  

1 2 3 4 5 

II .3 . Phát tri ѷn bѧn th ân Ŀѷ ĿѦt m ҉c ti êu -  Develops  Self to Achieve 

Goals  

28.  Duy trì s  hi u bi t v  tình hình kinh doanh, 

ngành, khách hàng, c nh tranh, v à tài ch ính hi n t i, 

và Ŀ a s  hi u bi t Ŀ· vào công vi c (Maintains 

current business, industry, customer, competi tive, and 

financial acumen, and incorpo rates into work)  

1 2 3 4 5 



 

 

Published by: Associated   Asia   Research   Foundation 

120 

COMPETENCIES  
Level of 

Importance  

III. TH ѢC HI ыN V À KчT QUй (EXECUTION AND RESULTS)  

III.3. T Ѧo dҐng v à Duy tr ì  các m Ѿi  quan h ѹ - (Builds and Maintains 

Relationships)  

29.  Nuôi d ng và ph át tri n t ình tr ng c  v n tin c y, 

b ng cách Ŀm b o r ng gi á tr  s n ph m ho c d ch v  

Ŀ c Ŀi u ch nh v à c ng h ng v i nhu c u c a 

kh ách h àng (Cultivates and develops trusted advisor 

status, by ensuring that product or service value 

propositions align and resonate with customer needs)  

1 2 3 4 5 

30.  Ch  Ŀng nu ôi d ng, b o v  và ph át tri n c ác m i 

quan h  v i c p Ŀ  cao h n c a s  t  tin v à s  h p 

tác gi a các bên li ên quan  t t c  các c p, d a tr ên 

t ính toàn v n v à s  tin t ng cá nh ân (Actively 

nurtures, protects and develops relationships to higher 

levels of confidence and colla boration among 

stakeholders at all levels, based on personal integrity 

and trust)  

1 2 3 4 5 

31.  H  tr  cho kh§ch h¨ng, Ŀi di n cho quy n l i 

kh ách h àng trong vi c l p k  ho ch kinh doanh c a 

công ty, v à Ŀm b o r ng m t quan Ŀi m Ŀnh h ng 

kh ách h àng l à chu n m c cho vi c ra quy t Ŀnh 

(Advocates for the customer, representing customer 

interests within company business planning, and 

ensuring that a customer -oriented perspective is the 

touchstone for decision making)  

1 2 3 4 5 

III. 2 . Quѧn tr ѻ qu á trình bán h àng -  (Managing the Sales Process ) 

32.  X§c Ŀnh nh ng Ŀi di n b án h àng có nh ng ho t 

Ŀ ng kinh doanh ph ù  h p Ŀ lu ôn Ŀt Ŀ c m c ti êu 
1 2 3 4 5 
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COMPETENCIES  
Level of 

Importance  

doanh s  (Validates sales representatives have 

adequate working business pipeline to consistently 

achieve sales goals)  

33.  ŉ u t  th i gian cho vi c ho ch Ŀnh chi n l c Ŀ 

xác Ŀnh v  tr í t t nh t cho Ŀ i Ŀ th ành c ông (Invests 

time in stra tegic planning to best position the team for 

success)  

1 2 3 4 5 

34.  X  lý các ho t Ŀ ng sai l ch, t p trung th i gian 

c a NVBH v ào các ho t Ŀ ng mang l i gi á tr  cao nh t 

(Troubleshoots pipeline aberrations, focusing rep time 

on highest -value activities)  

1 2 3 4 5 

  



 

 

Published by: Associated   Asia   Research   Foundation 

122 

PHлN 3: ŉćNH GIć CćC KHй NŃNG CлN THI чT CHO C ÁC 

DOANH NGHI ыP B2B - PART  3 : ASSESSMENT SCALE OF 

COMPETENCIES NEEDED IN B2B  ORGANIZATIONS  
 

Các phát bi u sau Ŀ©y ph n ánh quan Ŀi m c a Ông/B à v  m c Ŀ  

quan tr ng c a các m ôn h c Ŀ c gi ng d y  b c Ŀi h c bán h àng và 

marketing, v à m c Ŀ  li ên quan c a ch úng trong m ôi tr ng kinh doanh 

B2B. Vui lòng ch  rõ m c Ŀ  Ŀ§nh gi á c a ông/b à v i t ng y u t  - The 

following statements refer to your perceptions of the level of importance of 
coursework offerings in sales and marketing higher education, and their 

relevance to B2B work place environments. Please indicate the rating that 

repr esents your opinion regarding the dimensions of each factor.  

1 = không quan tr ng - not important   

2 = h i quan tr ng - somewhat important   

3 = quan tr ng - important  

4 = r t quan tr ng - very important   
5 = vô cùng quan tr ng - extremely important  

 

Cour ses Level of 

importance  

1.  Anh vńn - English  1 2 3 4 5 

2.  Giao ti p kinh doanh - Business Communications  1 2 3 4 5 

3.  Hành vi khách hàng - Customer Behavior  1 2 3 4 5 

4.  Hành vi t  ch c - Organizational Behavior  1 2 3 4 5 

5.  H  th ng th ông tin qu n tr  - Management  

Information Systems  

1 2 3 4 5 

6.  K  toán qu n tr  - Managerial Accounting  1 2 3 4 5 

7.  Kinh t  l ng - Econometrics  1 2 3 4 5 

8.  Kinh t  vƧ mô - Macro Economics  1 2 3 4 5 

9.  Kinh t  vi m ô ð Micro Economics  1 2 3 4 5 

10.  Lu t kinh t  - Economic Laws  1 2 3 4 5 

11.  Marketing cńn bn - Basic Marketing  1 2 3 4 5 

12.  Nghi p v  bán h àng - Selling skills  1 2 3 4 5 

13.  Nguyên lý k  toán - Fundamentals of Accounting  1 2 3 4 5 
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Cour ses Level of 
importance  

14.  Nguyên lý th ng k ê - Principles of Statistics  1 2 3 4 5 

15.  Phân tích và D  báo trong kinh doanh ð Business 

Analysis and Forecast  

1 2 3 4 5 

16.  Pháp lu t Ŀi c ng - Basic Laws  1 2 3 4 5 

17.  Quan h  công ch úng - Public Relations  1 2 3 4 5 

18.  Qu n l ý ch t l ng - Quality Management  1 2 3 4 5 

19.  Qu n tr  bán h àng - Sales Management  1 2 3 4 5 

20.  Qu n tr  bán l  - Retail  Manag ement  1 2 3 4 5 

21.  Qu n tr  chi n l c - Strategic Management  1 2 3 4 5 

22.  Qu n tr  Chu i cung ng - Supply Chain 

Management  

1 2 3 4 5 

23.  Qu n tr  h c - Management  1 2 3 4 5 

24.  Qu n tr  Kinh doanh qu c t  - International 

Business Management  

1 2 3 4 5 

25.  Qu n tr  marketing - Marketing Management  1 2 3 4 5 

26.  Qu n tr  nh ân l c - Human Resource 

Management  

1 2 3 4 5 

27.  Qu n tr  Quan h  kh ách h àng - Customer 

Relationship Management  

1 2 3 4 5 

28.  Qu n tr  r i ro - Risk Management  1 2 3 4 5 

29.  Qu n tr  tài ch ính - Financial Manage ment  1 2 3 4 5 

30.  Qu n tr  xúc ti n th ng m i - Trade Promotion 

Management  

1 2 3 4 5 

31.  Quy ho ch tuy n t ính - Linear programming  1 2 3 4 5 

32.  Tài chính & Ti n t  - Finance and Monetary  1 2 3 4 5 

33.  Th  tr ng Tài chính - Financial Market  1 2 3 4 5 
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Cour ses Level of 
importance  

34.  Th c h ành ngh  nghi p 1 - Internship  1 1 2 3 4 5 

35.  Th c h ành ngh  nghi p 2 - Internship  2 1 2 3 4 5 

36.  Th ng m i Ŀi n t  - Electronic Commerce  1 2 3 4 5 

37.  Tin h c Ŀi c ng - Introduction to Computer 

Technology  

1 2 3 4 5 

38.  Môn khác (vui lòng li t k ê ra) ð other courses 

(please list out):  

     

ééééééééééééééééééééééé 1 2 3 4 5 

ééééééééééééééééééééééé 1 2 3 4 5 

ééééééééééééééééééééééé 1 2 3 4 5 

ééééééééééééééééééééééé 1 2 3 4 5 

 

PHлN 4: C ÂU HяI M ј ŉэNH T ÍNH - PART 4: QUALITATIVE 

OPEN-ENDED QUESTIONNAIRE  
 

1.  Theo quan Ŀim c a b n, k  nńng n¨o bn tin r ng r t quan tr ng cho 

sinh viên qu n tr  b§n h¨ng Ŀ thành công trong t ng lai? - In your 

opinion, what skills do you believe are critical for sales management 

students to acquire to be successful in the future?   

__________________________________________________________________ 

__________________________________________________________________ 

2.  Nh ng xu h ng m i n i trong th  tr ng B2B s  có tác Ŀ ng l n nh t 

Ŀ i v i sinh vi ên qu n tr bán h àng và t i sao? - What emerging tr ends 

in the B2B market will have the biggest impact on sales management 

students and why ?  

__________________________________________________________________ 

__________________________________________________________________ 
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3.  Nh ng ph m ch t n ào góp ph n ch o th ành c ông c a b n trong l Ƨnh 

v c qu n tr  bán h àng? - To what qualities do you attribute your 

success in the sales management area ?  

__________________________________________________________________ 

__________________________________________________________________ 

4.  Các c  s  Ŀ¨o to Ŀi h c có th  l¨m g³ Ŀ nâng cao kh  nńng l«nh Ŀo 

cho sinh viên? - What can insti tutions of higher learning do to improve 

the leadership ability of its students ?  

__________________________________________________________________ 

__________________________________________________________________ 

5.  Thách th c l n nh t Ŀi v i lƧnh vc qu n tr  bán hàng B2B là gì? - 

What is the biggest challenge facing the B2B  sales management 

segment?  

__________________________________________________________________ 

__________________________________________________________________ 

6.  Có th  l¨m g³ Ŀi v i các thách th cֵ Ŀ·? - What can be done about 

these c hallenges?  

__________________________________________________________________ 

__________________________________________________________________ 
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Appendix D. Listing and Coding of Competencies  

COMPETENCY 
CLUSTER 

CODING  COMPETENCY  ITEMS 

TEAM 
EFFECTIVENESS  

 
Q1.1. Coaches for Sales 
Results -Competencies 
required in order for 
exemplary first-line sales 
managers to draw out the 
best performance of the 
individual or group through 
ongoing observation, 
motivation, and 
developmental feedback.  

Q1.1.1 Observes sales behavior to identify strengths, 
weaknesses, and opportunities for 
improvement 

Q1.1.2 Balances corrective with positive feedback to 
ensure optimum guidance and performance 
improvement 

Q1.1.3 Demonstrates expected behaviors to achieve 
results, providing instruction, positive models, 
and opportunities for observation in order to 
help skill development 

Q1.1.4 Motivates individuals to enable sales 
performance 

Q1.1.5 Links expected behaviors to strategic sales-
related outcomes 

TEAM 
EFFECTIVENESS  

 
Q1.2. Manages 
Performance -
Competencies required in 
managing individual and 
team outputs to proactively 
and continuously improve 
sales results.  

Q1.2.6 Manages underperformance by providing a 
clear understanding of what is needed to 
improve and the consequences of failing to do 
so with the confidence that the person has been 
fully heard and fairly treated 

Q1.2.7 Sets clear expectations for conduct, work 
activity and performance 

Q1.2.8 Compares performance to expectations 

Q1.2.9 Reinforces efforts and progress using rewards 
and recognition as appropriate 

Q1.2.10 Adheres to organizationsõ performance 
management policies and procedures 

TEAM 
EFFECTIVENESS  

 
Q1.3. Builds Talent -
Competencies required in 
order for exemplary first-
line sales managers to 
continuously assess team 
capability and capacity, 
managing hiring, 
promotion, and termination 
to improve sales 
performance.  

Q1.3.11 Hires, promotes, and terminates to improve 
sales performance and address capability gaps 

Q1.3.12 Ensures enough capacity on the team to 
achieve objectives, negotiating for talent as 
appropriate 

Q1.3.13 Seeks to fill talent gaps through collaboration 
with team members to create and execute 
developmental plans at the team and individual 
level 
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COMPETENCY 
CLUSTER 

CODING  COMPETENCY  ITEMS 

PERSONAL 
EFFECTIVENESS  

 
Q2.4. Manages as a 
Leader - Competencies 
required in order for 
exemplary first-line sales 
managers to build 
credibility and trust, achieve 
aspirations, maintain an 
appropriate attitude, and 
lead teams and other 
individuals.  

Q2.4.14 Demonstrates unquestionable business ethics 
and commitment to company and personal 
values 

Q2.4.15 Displays responsibility for own actions and 
results 

Q2.4.16 Manages with balance, objectivity and respect 
for the individual 

Q2.4.17 Demonstrates and inspires confidence 

Q2.4.18 Is a role model for high performance 

Q2.4.19 Displays self-control and keeps disruptive 
emotions and impulses in check 

Q2.4.20 Demonstrates smart risk-taking in making 
decisions 

Q2.4.21 Maintains resiliency to many changes; inputs; or 
stresses throughout the course of working 

Q2.4.22 Displays versatility and adaptability at many 
different tasks and processes 

PERSONAL 
EFFECTIVENESS  

 
Q2.5. Influences to 
Achieve Goals ð
Competencies required in 
order for exemplary first-
line sales managers to 
effectively listen, speak, 
persuade, question, and 
write within appropriate 
business norms based on a 
solid understanding of 
needs, using whatever 
medium is most 
appropriate.  

Q2.5.23 Overcomes objections with skill, using 
examples, logic, data, or other pertinent 
information 

Q2.5.24 Demonstrates active listening, paying close 
attention to what is being said and using 
questioning techniques effectively to probe and 
clarify in pursuit of accurate understanding 

Q2.5.25 Determines the appropriate communication 
format for the situation and ensures that 
verbal/written communications, and group 
presentations convey information and ideas in a 
clear, concise, accurate, and persuasive manner 
that engages the audience and helps them 
understand and retain the message 

Q2.5.26 Ensures responsive communication by making 
sure inquiries are addressed and expedited to 
facilitate the needs of others 

Q2.5.27 Attains persuasive communication, influencing 
perceptions and using sound reasoning to 
achieve desired responses or decisions 

PERSONAL 
EFFECTIV ENESS 

 
Q2.6. Develops Self to 
Achieve Goals ð

 
 
 

Q2.6.28 

 
 
 
Maintains current business, industry, customer, 
competitive, and financial acumen, and 
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COMPETENCY 
CLUSTER 

CODING  COMPETENCY  ITEMS 

Competencies required in 
order for exemplary first-
line sales managers to stay 
current, manage time and 
technology to expedite 
work, and identify and take 
advantage of development 
opportunities to achieve 
personal and professional 
goals.  

incorporates into work 

EXECUTION AND 
RESULTS 

 
Q3.7. Builds and 
Maintains Relationships 
ð Competencies required in 
order for exemplary first-
line sales managers to 
identify, build, and sustain 
key business relationships 
both internally and 
externally 

Q3.7.29 Cultivates and develops trusted advisor status, 
by ensuring that product or service value 
propositions align and resonate with customer 
needs 

Q3.7.30 Actively nurtures, protects and develops 
relationships to higher levels of confidence and 
collaboration among stakeholders at all levels, 
based on personal integrity and trust 

Q3.7.31 Advocates for the customer, representing 
customer interests within company business 
planning, and ensuring that a customer-
oriented perspective is the touchstone for 
decision making 

EXECUTION AND 
RESULTS 

 
Q3.8. Sales Process - 
Competencies required in 
order for exemplary first-
line sales managers to 
identify, engage, move, 
close, and protect sales 
opportunities.  

Q3.8.32 Validates sales representatives have adequate 
working business pipeline to consistently 
achieve sales goals 

Q3.8.33 Invests time in strategic planning to best 
position the team for success 

Q3.8.34 Troubleshoots pipeline aberrations, focusing 
rep time on highest-value activities 
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Appendix E. The BBA in Sales Management program in UFM (2014 ð 2018 

program) 

No Id Courses  Credit hours 

  GENERAL EDUCATION  38 

1.  010015 The basic principles of Marxism-Leninism 5 

2.  010017 Revolution Policy of Vietnam Communist Party 3 

3.  010016 Ho Chi Minhõs thoughts 2 

4.  010018 Basic Laws 2 

5.   Select one of three following courses  

 010020 History of Economic Theories 2 

 0100?? Business Research Methods 2 

 010019 Applied Psychology in Business 2 

6.  010021 Business Communication 2 

7.  010022 English 2 3 

8.  010023 English 3 3 

9.  010024 English 4 3 

10.  010025 Advanced Mathematics 4 

11.  010027 Introduction to Informatics 3 

12.  010026 Statistics and Probability 3 

13.   Select one of two following courses  

 010030 Applied Mathematic Models in Economic 3 

 010029 Linear programming 3 

  PROFESIONAL EDUCATION  86 

14.  010031 Micro-economics 3 

15.  010032 Macro-economics 3 

16.  010033 Management 3 

17.  010034 Basic Marketing 3 

18.  010038 Accounting Principles 3 

19.  010039 Econometrics 3 

20.  010035 Finance ð Monetary 3 

21.  010040 Customer Behavior 2 

22.  010046 Economic Laws 3 

23.  010062 Human Resource Management 3 

24.  010064 Financial Management 3 
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No Id Courses  Credit hours 

25.  010065 Strategic Management 3 

26.  010110 Internship 1 2 

27.  010142 Selling skills 3 

28.  010196 Sales Management 3 

29.  010144 Retails Management 3 

30.  010145 Customer Relationship Management 3 

31.  010138 Supply Chain Management 3 

32.  010253 Internship 2 2 

33.  010028 Advance Computer Science 3 

34.   Select one of two following courses  

 010266 Electronic Commerce 2 

 010268 Trade Promotion Management 2 

35.  010099 Marketing Management 3 

36.  010292 International Business Management 3 

37.  010293 Risk Management 3 

38.  010303 Business Analysis and Forecast 3 

39.  010294 Financial Market 2 

40.  010140 Quality Management 3 

41.  010301 Organizational Behavior 2 

42.  010325 Final Practice & Thesis Writing 8 

  TOTAL  CREDITS  124 
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Appendix F. Proposed Intervention Program for Restructuring the Curriculum 

of BBA in Sales Management Program in UFM 

1. Rationale 

One of the most important activities of the university is the development of 

curriculum or course outlines in consonance with the national and international 

demands and realities. The University of Finance - Marketing is the first and only 

university among above 433 higher education institutions in Vietnam that offers 

Bachelorõs degree program specializing in Sales Management. Since BBA in Sales 

Management is a new program in Vietnam, its curriculum may not fully meet the 

requirements from the businesses. Educators Tesone and Ricci (2005) focused on the 

collaboration of education and business-led curriculum paradigms. Their theories 

have argued that effective core competency models needed by entry-level managers 

are determined by specific industry leaders and are useful tools for both organizations 

and educators to adopt. Competency models paint a comprehensive picture of critical 

skills needed by the organizations that implement them. They also believed that 

competency models could aid in educating future generations of leaders by guiding 

university facilities in designing curricula to meet the industryõs changing needs. 

Therefore, there is a need to identify the courses necessary in the BBA in Sales 

Management program.  

The current BBA in Sales Management program is rather good as it has many 

modules that help in contributing necessary competencies for students. However, the 
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study results show that there have been many trends that force sales managers to 

equip themselves with new skills as well as competencies to adapt the market 

changes. The proposed new curricula for BBA in Sales Management will meet the 

requirements for social needs of high skill employees.  

2. Objectives 

The main objective of the proposed intervention plan is to enhance the 

education quality as well as the brand name of the BBA in Sales Management 

program of the University of Finance - Marketing. The specific objectives of the 

proposed intervention plan are: 

- To build degree programs that tightly fit the needs of the business 

community by supplying necessary and up to date skills and knowledge 

for students; 

- To permit students to augment traditional learning approaches with 

extensive sales and negotiation role playing programs; 

- To build a BBA in Sales Management program that educates students 

on knowledge and skills needed for working successfully in the 

changing, high demanding, and challenging market; and 

- To create a new program based on the current curriculum with 

revisions to meet above requirements. 

 




