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ABSTRACT

Salespersonpmiencepioven #sekey to organizational competitive advantage. With
models sélling evolving to respond to the marketplace, there are changes in the c
requirements and roles people must play for future success, resoitiay ikinde emergence
sales professionals. While there has been research itetlesadespast@mntcpmpetency,
there is a gap in the literature regarding salas petardiger purpose of this stialy i
develop a competency modéaida@atest managers in Ho Chi Minh City B2B market
basifor develo@mgeveurriculum BBA in Salesdvlagement for the University of Finance
MarketingThe current research used a descriptive, analytical, straightforward method
reseahn design to collect both quantitative and qualitatieel eath w@ personal contact
with participants.

The research found competencies in eight clusters in the following three categor
esseal for exemplary performdficgtLiie Sales Managers: team effectiveness, person
effectivenasgexecution and results. All numerical data were analyzed using descriptive s

The findings of this stoolthat,all eight competency clusters were considered vt
importantjtiv a mean rating of 4.15. The rank order of the eight comgiestdbgtfactors
the most important behavioral comgaBridesnd Maintains Relationships, Influences to
Achieve Goals, and Manages as dheeagleults of the atadyoinoutthat customer
service or pempated competencies, somesiofieskdi#egl, communication, interpersonal
skills, and relationship building), as well as busiergs pottargrto B2B organizations,
and thegep threeompencies were deemed extremely impotinat daledinstanagers
accordirgdtudy participants.

Keywordsfirst-linesales managerygness to businessrketcompetencies

Publishedby: Associated Asia Research Foundation



ACKNOWLEDGMENT

The authowould like to thainthe following individualfor supporting and
helping hincomplete this study.

Foremost, havould like to exprespecial thardand sincere gratitude to his
supervisor, Prof. Dr. Premka Rajagopal, for his invaluable guidance, helpful
comments, and continuous encouragemenbugiout the writing of this
dissertation. He has provided a hogetribution toward the refinement of all the
chapters.

He also acknowledghbis ledurers in research method who helped ailot
inthe process of dissertation writing.

The author also esds his deepest gratitude to all Dissertation
Committee members for their advice ansights, which led to the successful
completion of the final writingde is thankful to Prof. Dr. Serafin Ngohayon,
president ofthe Ifugao State University, and Prbr. Ben Lee founder and
chairman of EDS Business Acadefolytheirs uppor t dur ileargingt he a
period He also express hisspecial tharskand sincere gratitude to Prof. Dr. Nancy
Ann P. Gonzale®r herinvaluable helps and supports.

Finally yet importantlythe authoracknowledgethe participants in this study
for the timeand support they sanded without their cooperatiqrthis endeavor
would not have been possible.

LQP
Publishedby: Associated Asia Research Foundation



DEDICATION

Thisdissertation idedicated tamy wife, my big farmy, and my best friengds
without their caring support, this would not have been possible.

This is also dedicated mmemory of myparentswho passed on a love of

realing and respect for education.
Lastly, this study could not have been possible withoutovlke and
understanding of my threkaughtersPham Thi Van Giang, Pham Tuong Van

Khanh, and Pham Quynh Van Anh.

Luyen Quoc Pham

Publishedby: Associated Asia Research Foundation



Vi

CONTENTS
ACKNOWLEDGMENT ....oiiiiiiiiiiiii e immmmsme e e e e I
LIST OF TABLES.......o et s N

Chapter 1 INTRODUCTION........coiiiiiieiieni i e et s e L

Theoretical/Conceptual Framewark.................oovvmmmmeeveeneeii e e e L.
Paradigm of the Study...........cciiiiiiiiiee e e .20.
Statement of the Problem...............ooi o231
Hypotheses... ettt —— ettt et m— 1t et b ettt e« DD

Chapte 2 METHODOLOGY .. et m————— 1ttt 11 OO

Research Method33
Research ENVIFONMENT.........o.uiiiiit i e e et e e e e e e e e Q)
ST 00 0 L= | TSP § 4
Data Gathering TOQIS.........cc.oiiviiiii i e e e e eene e AL
Data Gathering ProCedure.............couuivvrimmmmee e eeeeeeeee e s a0 43
Statistical TreBeNt.............oiviiiiii e e e e et e e e eneee 4D

Chapter 3 RESULTS AND DISCUSSIONS.......c.oiiiiiiii e Sl

Demographic Profile of the Respondents... .51
Competencies Needed for Free Sales Managers in Ho Ch| Mlnh 01@4
Difference on the Competencies Considered Important follireSales
Managers and Reaipbtesi.d.e.n.t.s.6....Rr.0.1.63 e
Proposed Courses in the Curriculum of BBA in Sales Management.7.7
Trends and Issues Facing the B2B Market in Near Euturte............... 85..
Proposed Intervention Plan...............cooovi e e e e eeieeee e v 0220 90

Chapter 4 CONCLUSIONS AND RECOMMENDATIONS..........cc...e. a3.

CONCIUSIONS . ..t e e e e e e s et e e e e e ene e e e e s D3
RecoOmMMENAtiONS. . ..ot et e e s e e nenene e D81

Appendix A InV|tat|on to Part|C|pate ................................................... 108
Appendix B. Invitation to Participate (Viethamese)...................ce.... 110
Appendix C. Survey INStrument............ccuuevenvmmmmmmee s eeeneeeneeenesssmmmmenll 12

Publishedby: Associated Asia Research Foundation



Vil

Appendix D. Listing and Coding of Competencies...................ccuue. 126
Appendix E. The BBA in Salesmdgement program in UFM (2012018
[T 070 = U0 ) PP UPPPPIN! 1242
Appendix F. Proposed Intervention Program for Restructuring the
Curriculum of BBA in Sales Management Program in UEM............ 131
Appendix G. CURRICULUM VITAE........ccooiiiiiiiiii e 138

Publishedby: Associated Asia Research Foundation



Vil

LIST OF TABLES

Table 1. The Roles of Sales Managers...........oovvvicemmmeeeeiieeeieeeee e e . 18
Table 2. Competency Development Framework for Sales Professianals....20

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

Competencies of SalegpRe...........oooiiiiiii e 20
Table 4. Favia's B2B Sales Manager Competency.LiSk.............occoeeemeeenn.. 22
Tabl e 5. Buschds Frontline..Sal.es.2Managert
Table 6. Sample Size Generation by Saunders et al..(2009).............cceen... 40
Table 7. Early/Late Response StatiStiCS.............ccovnvemmmmmeeveeeneenieineene s cmmmmenn 4T

Table 8. Independent Samples Test for Early/Late Response Statistics....48
Tabl e 9. Scal.es.f..Rel..ahb.i.l.i.t.y..t.e.s.1.50

Table 10. Profile of Respondents of the Study................commmeeeenveenieenneenn. 53.
Table 11. Composite Mean Scale for Evaluating Competencies................ 54
Table 12. Top Dimensiomsthin the Competencies...............ccceeevvecemmmeennenn...06

Table 13. Means and Standard Deviations of the Competencies in Descending Order
...58

Table 14. Means and i8tard Deviations of the Competencies and Dimensions in

the Category of Team Effectiveness...........cccooovicemeeee i e .60

Table 15. Means and Standard Deviations of the Competencies and Dimensions in

the Category of Persofafe CliVeNeSS.......c..vvvvieiv et e e e e eei e e e et v O 1

Table 16. Means and Standard Deviations of the Competencies and Dimensions in

the Category of Execution and ReSUILS.............o.uiemmcemr e e . 02

Table 17. Test for Determining the Significant Difference in the Competencies

Considered Important for Fisshe Sales Managers by Gender..................... 67.

Table 18. Group Statistics by Gender.............ovvuviccmmmee e e B

Publishedby: Associated Asia Research Foundation



IX
Table 19. Ttest for Determining the Significant Difference on the Competencies in
the Category of Team Effectiveness...............covneemmeeeeevevie e et s 88
Table 20. Test forDetermining the Significant Difference on the Competencies in
the Category of Personal Effectiveness............coovvucemmmee v e eeieei et vmmnene .09
Table 21. Ttest for Determining the Significant Difference on the Competencies in
the Catgory of Execution and ReSUILS..............covuvemmmmmeeeeieeeneenneeen s cmmmmnm e L O
Table 22ANOVA Results ofthe Importance of Competencies Varied by the Job
Position of the ReSPONdENtS.........coouiviiiiicmeme e e e 2
Table 23ANOVA Results of the Importance of Competencies Varied by the
Years in Current Position of the Respondents................ovvemmmeeeeeeneeennnnns 74.
Table 24ANOVA Results of the Importance of Competencies Variedhey t
Educational Background of the Respondents............cooouueemmmeeeevneeineennnnns 75.
Table 25ANOVA Results of the Importance of Competencies Varied by the Age
Of the RESPONUENTS.......iiiviiiiiie et o e et e e s e e e e et e e e e s o ]
Table 26. Composite Mean Scale for Evaluating Courses...............ceuuem.... 80
Table 27. Means and Standard Deviations of the Proposed Courses in BBA in Sales
Management Pr og.r.am..(.Meamn..Q..4..0Q0)....82
Table 28. Means and Standard Deviations of the Proposed Courses in BBA in Sales
Management Program (Mean < 4.0)........ccooueiuncmmmmmme e e eeee e e e e s smmmmmme o0 0.3

Table 29. List of SuggesteduZes by Respondents in Descending Qrder....84

Publishedby: Associated Asia Research Foundation



LIST OF FIGURES

Figure 1. Defining competency (as cited in Busch,.2012)...............ccceeen.... 14
Figure 2. Human capital role complexity (CEB, 2007)...........c...cvtecumnmen..... 18
Figure 3. Foundation, Core, and Exemplar competencies (Herbison, 201328. 75)

Figure 4. Theoretical framework linking for competency model-tihérsales

managers in B2B Markel...........ooouiiuiiceme e et e e e e 200,
Figure 5. Paradigm of the Study...............oiiitimeme e e 30
Figure 6. Research map for design methodology............cvvrcemmmmeeeeneeennnnnn 35.
Figure 7. Map of Ho Chi Minh City, Vietnam..............o.viiimmmme e 37..

Publishedby: Associated Asia Research Foundation



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,
20009; Cooper, 2014). As many of the wor
the past century, so too has the focus on efficiency and success and wiat iatakes
manager to be competelnt 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 savingevwgmaductofferings.

However, these cannot solely define success. Malzdiasshareshe following on

succes 00nly a handful of companies understand that all successful business
operations come down to three basic principles: People, Paoduetofit Without

TOP peopl e, you canno(ascittdiCoopec2ild, wil it h t he
has beemecogired that the top ten percent of managers show the most positive
impact on the businesssult§rom an organization (Zenger & Folkman, 2009).

The world has become a global villageauseof the dizzying pace of
technological innovations, shortened protifeccycles, increase in competition, and
gl obalizati on. Consequentl vy, a firmds c

on its distinctive capabilities and core competences, and on how these resources are
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managed. Firms can generate competitigntaje from the way they manage their
internal resources. Theciety dependgonthe marketing performance of business
organizations for its living standard, and these organizations, in turn depend on the
sales performance of their sales force to athecompetitivadvantage (Asiegbu,

2009). Thus, incompetencethé sales forcaffects theorganizationsmarketing
performance in particular and human saziegonomic welbeing in general. It
becomes apparent that the effect of poor sales faffoenp&nce 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 improvingsddes performance of the fi(Asiegbu,

Ogbuiji, &Ubani, 2012)

The sales manager is the perssponsible for leading and guiding a team of
salespeopl® sales manager's tasks often include assigning sales territories, setting
quotas, mentoring the membershof or hersales team, assigning sales training,
building a sales plan, and hilasgvell adiring salespeople. In large companies, sales
guotas and plans are typically established at the eXegetigad a manager's main
responsibility is to see to it that balespeoplmeetthose quota@Cron & DeCarlo,

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

i nvolved focusing on salespeopleds perf
manager 0s per for mance and | eaded)s hip
Salespeopleriwe their performance through thability to gain new distribution of

products either tangible or intangible; gaining new accamtsell as by hitting
Publishedby: Associated Asia Research Foundation



3
sales targets on a monthly, quarterly, or annual basis. In comparison, the performance
of a sales manager should be seen as tig tbihire and develop talethat
eventuallythey could use in succession planningrabdilding thebench. Building
the bench refers to having a lupeof people who are ready and able to take on new
positions when a vacancy arises. In additites sanagers 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 tdawisbeen linked tahe overall success of an
organization (Zenger & Folkman, 2008)wadays, 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 plarbijber & Lancaster, 2008usiness 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 buyensand in B2B mkets
normally derived demandustomers are often geographically concentrated and
negotiation is the order of the day in dealings between marketer and customer
(Jobber & Lancaster, 2009his indicatesthe need to identifynecessary
competenies for successf sales managers every market around theorld,
especiallfirst-line sales managersthebusiness to businesgarketin Ho Chi Minh

City, Vietnam.
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Vietnam started itcenomy renovation (Doi Moi) 986 with the policy of
transitioning from centized economy to markdtiven economy. Alongsidie
progress of the transition, Vietnam also asked for Foreign directed investment (FDI)
from most developed countries into ew&egtionof economy. Thigylobalization
trend pr op ednemytd beeomasaomgiersandenwre stable than it was
before.With the trend of economic globalizaticslespeopl@laya critical role in
organizatios in delivering customer valaad the way they fulfill this role is directly
influenced by sales managers, thd ordkal element in a productive sales force
(Piercy,Cravens, & Lane, 2Q0Busch, 20)2However, despite the potential for
sales managers to influence salesef@eriormance in the evolving sales model
given visibility i orkflow, reshaedsfocustngipn salgse e s &
manager selection and performaarestill imited especially in Vietnam

Competenciesire defined ademonstrable characteristics of a person that
enable performance, atitey entail knowledge, skdlsd behaviorshat facilitate
employees to outperfor(alargyrou & Woods, 2009)hecompetencyf firstline
sales managers (FLSMSs) is the area of interest for thidrstehsinglymanager
competence proves challenging bed@2Beompanies tend to promote spéeple
to firstline 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 higpperforming salespeoptgventhatthe role is mukfacete

with unique needs that require aligning competencies (Zallocco, Pullins, & Mallin,
Publishedby: Associated Asia Research Foundation



5
2009).1t is not unusual for a sales manager to be promoted from a sales position in
the same organizatiorhis can give rise to performance probl&akespeople who
arepromoted to firsline managers may fail to distinguish managemkstfriais
doing tasks and continuing sell (doing) rather thamanaging salespeople
(managing(Donaldson, 2007%ales management has always played a critical role in
organizationsManagers lead a team, respond to customers, continually improve
products and services, and turn policies into adti@nimpact of higperforming
managers on revenues and profits is-deellimentedHence, competent sales
managers are one of the key asse¢sled to outperform competitors (Cron &
DeCarlo, 2009Jobber & Lancaster, 200Qjckramasinghe & Nimali, 200G)ven
this importance, there are numerous studies cited in the literature on manager
competence;and while there is an assumption of simdampetencies in
management functiomsross organizations and levels of management, it has been
determined that not albmpetency items or behaviors are equally useful for all jobs,
job levels, businesegments, or regiof&.actice in the sales profeasandcurrent
research on competenciedicate that sal@srson competencies are key to
organizational competitive advanti@yesch, 2012)Nhile there has been researchin
the area of entrevel sales person competency, there is a gap in the litaratnge
other professional sales levels, e.g., sales management (Lamheityh20089)

needed now is a more coherent understanding of the competeficserefsales

Publishedby: Associated Asia Research Foundation



6
managers iB2B organizationsn Ho Chi Minh City, Vietnanmp grasp what is
neededo achievanew levels of individual, teamd organizational performance.

Up to January 2015, there are more tt@hhghereducationnstitutions
(HEIs) operating in Vietnam. In which, more than Bfghereducationfacilities
offer bachelor degree pragis on business administration and marketing
managemenPreviously, there were no institutions offeringsalgs management
program.lt was only in 2010, when thmiversityof Finance- Marketing (UFM)
becamehe first and only university in Viethameaoifffy Bachelordegree program
thatspecializein Sales lghagemenivith more than 200 students applying at the first
cohort. By 2015 total 0500 studentsnrolled in the prograrBince BBA in Sales
Management i new prograpandup to now,s offeredonly bythe University of
FinanceMarketing its curriculum may not fully meet the requirements from the
businesses.

Educators Tesone and Ri@005) focused on the collaboration of education
and businedsd curriculum paradignmiheir theories haveared that effective core
competency models needed by epirgl 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 skidld hgethe
organizations that plement them. They also belithv& competency models could
aid in educating future generations of leaders by guiding university facilities in

designing curricula to (aseitediiHerdisen20ld ust r
Publishedby: Associated Asia Research Foundation
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Therefore, there rgallya need to identify a comjgacy model for sales managers,
especially firdtne sales managers in B2B markstinet namdés context.
identify the ourses necessary in the BBA in Sadasalyement prograisialsohigh.

The results of thisesearch cahe a good basi®r the University ofFinance-
Marketing to adjust and/anodify itsacademiprograms to meet the requirements

of humanresourcenarket in Vietnam.

Theoretical/Conceptual Framework

According toDonalbdson (20(¥), the role of the sales manager involves
planning,organizing staffing, directingand controlling performance. The precise
nature of sales managemempsn to debate but should include (a) defining the role
and tasks of the sales functionrefation to overall corporate and marketing
objectives; (b) selecting, trainimnd delegating subordinates; (c) using time
effectively; (d) allocating time to think and plan; (e) exercising leadership; and (f)
maintaining control (p. 1Xeough (20063tateso an excel | ent sal es
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 witle t ool s t hey need t
According to Ingram et al. (2005), the sales management process is also complicated
by a number of trends includilgan i ncrease in the comp
offering caused by the bundling of products andcesrvinfusion of technology,

shorter product life cycles, and more adaptations to meet the specific needs of
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customersCollaboration with customers and with other units within the selling
organi zation is increasi nglCystomemfocusi$¢ a nt
the driving force behind business today due to the intense level of competition and
customer demang@learlythe role of the sales manager has changed shifting from a
monitoring and controlling function to a strategic planning andirgpéaehction. In
additionthe job of salesperson has evolved with technology increasing the autonomy
of the already independent salespetderb{son 2QL.3).

Yet at the same timihis change in the role of the sales manager is primarily
based on anecdbtavidence. Foexamplepne text talks about the trends in sales
management stating that the basic trend is to lead more and manage less (Ingram et
al.,208) . Thi s text goes on to specifically
rather than contipcoaching instead of criticism, salesperson empowerment rather
than domination, sharing information rather than withholding it, and adapting to
individual salespeople rather than treating eerydanh e s ame 60 20®B) ngr am
However, the original tagle this information is based on is simply a discussion of
anecdotal evidence, rather than empirical evidence.

In addition, salespeople oftework in social, psychologicaind physical
isolation as compared to other organizational employees. Thigdnategasomy 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 hiensgless.

manager 0 s | o othesfirstdine imanagememntt jobs. Salmanagers
Publishedby: Associated Asia Research Foundation
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often must motivate people at a long distance, supervise personnel they see on an

irregular basis, assume accoesponsibilities while directing sales subordinates, and

conduct situation specific performance appraiBaiser and fewersalespeple

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

professionals curren{i$mith 204).
Johnston and Marah(2006), in theitextbook on sales managemeagfine
sales management as a process consisting ahtéresdéed sets of processelse

formulation of a sales program, thelementation of the sales programd the

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

definess al es management si mply as spesenalmanag

selling functionlggram et al., 20p5This same text goes on to say,thafa |l e s

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

well as in evaluating and controlling personal satlihgi v ip.B)iAetlsrd tex¢
defines sales managemenbashe attai nment of sal es
efficient manner through planning, staffing, training, leadimy controlling
organizationatesources/(Futrell, 2013, p. 4). The third ddfom does not dfer
much from thegereral definition of managemgnthich isthe attainment of
organizational goals in an effectidad efficient manner through planning,
organizing, leading, and coiitng organizational resourc&ke third definition is

essentiallyhe samas the 1957 general definiti®herefore, none of the textbook

Publishedby: Associated Asia Research Foundation

f

(O



1C
definitions of sales managemdafinesthe competencies necesdarythe sales
manager s | ob.

In addition to the previousesponsibilitiesKahle (2005) added thadales
managers nsti get to know their peoplehi$ is accomplished personatigough
activities such as lunch witteir salespeople and makiraiswith the salespeople.
Sales manageralso acks a liaison between the sales force and the rest of the
organizationSalesnanagers are also responsible for managing compensation plans,
recruiting,and conducting effective sales meetings and presenigtaiis, 2005)
Clearlythe job of sales managegquires a cadre dfilks and abilities.

Sales managemestan incretly important and difficult job. Unfortunately,
it is often the most undémained job in the entire organization. Sales managers are
often left to figure it out themselves and only spaltentages ever dKabhle,
2005).One of the trendaffeding sals professionals is theend toward training as
baby boomers retire. Ate same timeales managers are often the primary trainers
for sales people, yet they seldom receive training themselves for their,awh jobs
to mention training in how to trailngir own peopléBusch, 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 snar&ebusiness
versusconsumer customews put another way, business marketing to consumer

(B2C marketing) and businessesketing to other businesses or organizations (B2B
Publishedby: Associated Asia Research Foundation
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marketing). Though the basic principles of marketing and selling apply to both
marketsthere are also some significant differences between the two with regard to
marketing and selling.

Kotler and Amstrong (249) 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 toZimmermanand Blythe(20L3), customers who are institutions like
hospitals, schools, chariti@ed goernment organizations also joit@anake up the
business market. The business market consists of not just physical products but
services as well. Incfabusinesses, governments, organizatiodsnstitutions buy
virtually every product and service.

Kotler, Keller, Brady, Goodman, and Hang2(l2) addressed several
characteristics of B2B markets that contrast sharply with those of customer markets
as follows:(1) Fewer and larger béy€&hss feature results from the fact that the
amount of business buyers is far fewer, but the size of each purchase order is usually
much largetthan those in customer markets; CX)se supptisstomer relatiorghip
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 ofteuggliecs svho also
Publishedby: Associated Asia Research Foundation
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buy fom them; (3)Professional purché@sBuginessesisually establish their own
purchasing policies, constraints, and requiremtd suppliers must follgvior
example, requests for quotations, proposals, and purchase ¢c@hkdwelisple buying
infuenced Businessbuying 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, ontiaimeldl sales forces
can dal wih the welltrained buyers; (Bjultiple sales caBecause 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
mug be patient and make a lot of attentptpursue targeted objectives;lij@)astic
demand The total demand for plenty of business goods and servicesrischot
affected by price changes;HlTictuating demamtie demand for business goods and
servces tends to be more volatile. A percentage increase in customer demand can
lead to a far larger pemntage rise in business demandGé®@graphically concentrated
buyei® Business buyers tend to be concentrated in certain regions. This characteristic
hdps to reduce selling costs. Simultaneously, business marketers need to monitor
regionashifts of certain industries; and [ect purchasin@rganizational buyers
often buy directly from manufacturers rather than through intermediaries, in
particulargoods that are technigatomplex or expensive (Kotletr al., 202 pp.

196198).
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Based on many year sandBlythg203icane witd , Zi m
another striking feature of B2B markets that buyers sometimes also purchase to avoid
penalties fromgovernment regulators or negative publicity from activist groups.
Thus, B2B marketers should pay very close attention to meeting local go®ernment
regulations so that they can design the most effective B2B marketing programs when
doing international bugss.

The termcompetencycan be defined in several different walys.broadest
definitions of competency include knowledge, skill, behaviors, characteristics, and
personality traits. The narrowest definitions might include only traits or
characteristicspr only knowledge, skills, and abilitiBecker (2007) defines
competenceas having general knowledge, understanding and comprehension, skill
sets to perform a job, beli ef i nesxsneds
in the business. He hlmlesthat 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 compeles, also called vocational or technical
competencies, are visible amdiree the world tasks, resultand outputs and (b)
individual or behavioral competencies are not visible or specific to a job but are
applicable to the business setting as a \{ffiglerel). These are characteristics of

the people dog the world knowledge, skillsnd attitudes.
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Figure 1 Defining competency as cited in Busch 2012.

Attribute bundles are a combination of behavioral and functional
conpetencies creating a hybrid form of competency using terms Sudblem
solvingwhich requires technical knowledge and pretdérmg techniques. While
attribute bundles provide comforting competency labels, sieddaship skiley
do not defne the underlying factors required for performance and thus are difficult
to use in implementinguman resourcstrategiesuch as selection, developnamnt
performance management (Lambert, 2009). The delineation between Vvisible

(functional) and hidden (heevioral) competencies poses a dilemma for the sales
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profession especially when sales orisdéded professionals attempt to define those
competencies required for superior performance. Given the sales profession is more
understood at a professiamdeor 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 influencinge tperformance of an individual within a
unique job or setting (Lambert, 2009).

Competency modelshave 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 movemstdrted 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 Il (Reiser & Dempsey, 2012).
The militaryds aining gagesosganization$ and payahologists the t r
framework to apply the same process in a nonmilitary environment.

There are many usesaotompetency model by Organizational Development
professionals. Competency models can be used (a) for recruitmefeciioch;s(b)
for assessment; (c) for individual development planning; (d) as a tool to develop
curricula and other training material; () as a coaching, counseling, and mentoring
tool; (f) as a career development tool; and (g) as a succession planf@Bogdoo
2012) Competencynodels help align theiman resourcesystem vertically with the

organi zati onds strategic o hymarnc resourcess anc
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functions. Competency models may also help with coaching effectiveness, counseling
and mentoring, or behavioral benchmarkiogl (Dooley et al.,, 2004)The
importance given to competencies in the organizational context is continually
increasingdriven by business and human resources agendas to deliver business
performance by improvinge performance of individual managers (Wickramasinghe
& Nimali, 2009). The increased demand combined with the extensive use of the term
ocompetencyo in mu | dinis geldueation, hpsyghblbgieald v i s i b
business) hassulted in the practicéidentifying job requirement8uysch, 2012

Competenchpased models, through itioation of knowledge, skilsnd
behaviors help organizationsiace strategic goals (Le Dé&sWinterton, 2005).

Utilizing competency models for assessment, caredopiegnt, and succession
planning takes the press full circle. Instead of usiogexternal candidate selection,
competency models can inform HR managers and other leaders on how to develop
people for intrarganizational opportunities and for inteseétction 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
manage 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, emploelgel competencies are a catalyst to evolving
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business concep#d strategies into realized organizational performance (Cardy &
Selvarajan, 2006; Corporate Executive Board [CEB], 2005).

As the demands of a filste manager differ from those of a sales executive,
S0 is the composition of the respective competencyatso Sales managers have two
primay responsibiltiesac hi eve t he organizationds goc
reporting to them. Firdine sales managers are the most important factor in
achieving and sustaining success for an organization. They @veathdehind
transformations, and in the face of an-evelving selling landscape, effective sales
managers must evolve from the historical super sales performers to business
strategists and coaches (Cron & DeCarlo, 2009; Hodge & Schachter, 20i@6). As sa
models evolve, so must the skills required to execute orFapak? 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 ExecutvBoard [CEB], 2007).
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According to Cron and DeCarlo (2009), sales management competencies are

Figure 2. Human capital role complexity (CEB, 2007).

defined as sets of knowledge, skills, behaviordtitukea 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 Mangers

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

- Strategic Action - Technical knowledge
- Coaching - Presentation skills -
- Team Building - Communication skills
- SeltManagement Listening skills

- Global Perspective Supervisory skills

- Technology Teamwork -

Drive change
Promote teamwork
Place organization
success above
individual gains
Influence decisions
and actions
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- Recognize and
develop new busines
opportunities

- Negotiate in straight
forward selling

situations
Futrell (2013) DeeterrSchmelz, Goebel, Guest and Eric
and Kenredy (2002) (1989)
- Defining the role and - Communication/listenin¢ - Intellectual ability
tasks of the sales skills - Motivation

Human relations skills
Possession of knowledc

function in relation to
overall corporate anc

Human relations skill
Perception of

marketing objectives - Motivational skills threshold social cues

- Selecting, training ar - Coaching skills - Dominance
delegating - Organization/ time - Higher than average
suk_Jord!nates; _ management energy

- Using time effectivell . Honest/ethical - Persuasiveness

- Allocating time to tendencies - Personal impact
think and plan; - Leadership skills - Human interaction

- Exerdsing leadership . wiliingness to empower - Behavior flexibility
- Maintaining control. _ Crediblity - Ambition
- Tolerance of
uncertainty

In Rothwell, Doahue and Park's (2002) studlyey developed a set of three
main categories of competencies for salespeople with each having a subset of four

categoriesd he framework is presented in thdowingtable:
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Table 2. Competency Devdopment Framework for Sales Professionals

Knowledge of Self Knowledge of Products  Knowledge of Clients
and Services and Business

Enhancing interpersonal Establishing ongoing clie Forecasting, planniygnd
selling skills and self and stakeholder prospecting for clients
development information process
Managing client Identifying and Managing calls, timend
communications communicating product sales territory

features and benefits
Enhancing negotiation ar Establishing and Providing ervice and
influencing skills maintainng a competitive managing client

analysis process relationships
Resolving sales and Linking sales and Developing new products
interpersonal conflicts an marketing strategies and services and manag
coping with change projects

Noe: 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 ietheelimited. Kim and Hong
used Spencer and Spencer's (1993) iceberg model to show a relationship between
competency and performance. FikKdtn and Hong conducte&ehavioral Event
Intervieve (BEIs) to determine the competencies of salespeople in the
phamaceutical industry. They identified 10 competencies that were grouped into
three dimensions: motive and traits-geliceptand knowlede and skills. THEO
competencies were: impact and influencing, achievement orientation, analytical
thinking, initiive/persistence, flexibility, problem solving,- ssinfidence, self

appraisals and continual learning;ceaifrol and $rategic objective€omparing
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the Kim and Hongds competencies of sal e
(1983) promotional ceitia for sales managers &uyzaté ( 198 2) compet e
managersonsiderable overlap can be observed as the following table demonstrates:

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

Dubinsky & Ingram Boyzatis (1982) Kim & Hong (2005)
(1983)

Selfconfidence Selfconfidence Selfconfidence

Emotional Maturity Selfcontrol; accurate self Selfcontrol, seHappraisals
assessment

Persistence Stamina/ adaptability Initiative/persistence

Integrity Perceptual objectivity

Aggressiveness Use of socialized & Impact and influencing
unilateral power

Creativity Use of concepts, Flexibility
conceptualization

Selfmotivation Proactivity, spontaneity Achievement orientation

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

In 2010, Favia also dsBraganidis and Mentzas (2086¥ign approach to
develop an initial competency model for sales managers in B2B market. The design
was alsoimilar to the design used by Kand Hong (2005).RHE findings indicated
that the initial competency modet &ales managers hasc®npetencies andxsi
competency clusters includretationship building, planning, monitoring, directing, evaluatil
andrewardinigavia (2010) studied the competencmsresl specifically by business
to-business sales managers. Falb&dowpresentshe compe e nc i e siniiah Fa v i
competency model. The 31 competencies are broken into six clusters: Relationship

building, planning, monitoring, directing, evaluatnog;eavarding.
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Table 4. Favia's B2B Sales Manager Competency List

Relationship Building Planning Monitoring
Relationship oriented Learning oriented Supports reps
People oriented Product and industry High energy
Customer oriented knowledge
Empathetic Adaptable
Satisfaction through Analytical
others Intuitive
Ethical Politically astute
Communication and Problem solving
listening Confident
Teamwork oriented Initiative
Patient
Understand cultural
differences
Boundary spanning

Directing Evaluating Rewarding
Coaching Results oriented Empower salespeople
Training and Understand when to taki Reward representatives
development action
Motivate and lead Competitive
Sales skills

(Favia, 2010, p.103)

Her bi son (2013) umodako cfeatevallist 6f the mostmp et e n
impactful and learnalde mpetencies fonsurancdased financial services front line
sales manageidie competencies were analyzed and ranked by aggregated order of
importance, and then by their status as exemmareocompetencies. The exemplar
competences were the followiaghieve results, drives culture, care and concern, consister
selection fogndrelationship managehnentore competencies were the following:
coaching, communication, trainiappamede\accountabilitgrideeligtionship builder

Additionally, the toftier managers utilized twice the number of competencies of the
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middletier manager3.here are threBehaviors, knowledge, and skills (BKS)
competency groupings: exemplar cdamnmees, core competencies, and resource
inefficient competencies (the competencies exhibited only by-trerdalignagers).
The diagram of a competency model that includes foundational, core, and exemplar

competencies could be represented as a pyramiéjgses.

Exemplar
Achieve Results
Drive Culture
Care & Concern
Exemplar - Consistent
Selection Focus
Relationship Maint.
Core
Core - Coaching
Communication
Training & Develop
Accountability Focus
Relationship Builder

_ Foundation
Foundation - Ethics

Product & Industry
Knowledge

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

In 2012,Buschused Delphi technique with an expert panel of 35 nominated
Chief Sales Officers (CSOs) and Front Line Sales Manag&vs)Rb determine
competencies for FLSMs in 4orofit organizations. Through a threend
electronic questionnaire series, the panel reached consensus on 34 competencies in
eight clusters in the following three categories considered essential foryexempla
performance by FLSM3eam Effectiveness, Personal Effectiveneasd Eesulton

Table 5 below showsdthree categories wigght clusters.
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Table 5. B u s cHiodthne SalesManagers @mpetency Qusters

TEAM PERSONAL EXECUTION AND
EFFECTIVENE SS EFFECTIVENESS RESULTS

Coaches for Sales Resu Manages as a Leader Builds and Maintains
Relationships

Manages Performance  Influencesto Achieve  Sales Process
Goals

Builds Talent Develops Selfto
Achieve Goal

In formulation of a theoretical perspective for studying the competencies for
first-line sales managen B2B market, organizational development theory provided
a useful starting point. This conception of the organization attempts to emphasize
integation and consensus amgoorganizational membewdile focusing attention
on the reasons for existence of conflict rather than on reasons for the absence of
conflict Busch2012.

The pupose of this studg ito develop a competency model for-irgt ales
managersf B2B market in Ho Chi MinBased on the preceding discussion and the
synthesis of the existing literature, a proposed conceptual framework for the current
research is designed as shown in FgUiteethreemain components that constitute
the conceptual framework include the gmies of competencies in Team
Effectiveness, Personal Effectivenésgcutives and Results, 8@ | e s Manage
performanceBased fronBuscld €012) competency mod#ie conceptual model

for this study was catructed in order to investigate the critical competencies
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necessary for fiebti ne s al

City.

Category One: Team
Effectiveness
Coaches for Sales Results

€S

Manages Performance
Builds Talent

Category Two: Personal
Effectiveness
Marages as a Leader

h 4

28

ma n aBgRmaskét ingHe Chi Mimhma n c e

Performance of
First-line Sales

Influences to Achieve Goa
Develops Self to Achieve
Goals

Category Three: Execution
and Results
Builds and Maintains

Relationships
Sales Process

Managers in B2B
market

Figure 4. Theoretical framework linking for competencymodel offirst-line sales
managers in B2B market

There are three competency clusters i ¢laen EffectivenessCategory

(1)Coaches for Sales ResliitsManages Performanead(3) Builds Talent.

Coaches for Sales Results Competency Cluséee compiencies required

in order for exemplary firBhe sales managers to draw out the best performance of

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

feedbackThis competency cluster consists of fommpeteng items (1) Observes
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sales behavior tdentify strengths, weaknessed, opportunities for improvement;
(2) Balances corrective with positive feedback to ensure optimumcguata
performance improvement; B¢monstrates expected behaviors to achieve results,
providing instruction, positive models, and opportunities for observabodeinto
help skill development; (Miptivates individals to enable sales performance; and (5)
Links expected behaviors tategic sale®lated outcomg8usch, 2012)

Performance Management Competency Clusterare ompetencies
required in managing individual and team outputs to proactively and continuously
improve sales resulihis competency cluster consists of forapeteng items (1)
Manages underperformance by providintear understanding of what is needed to
improve and the consequences of failing to do so with the confidence that the person
has beeffully heard and fairly treated; &ts clear expectations for conduaatrk
activity and performance; Bdmpaes peformance to expectations; Rginforces
efforts and progress using rewamad recognition as appropriate; and\(djeres to
organi zat i on sagenemd poficees amchpnoced(Bameh,2012)

Builds Talent Competency Clusteare ompetenciesequired in order for
exemplary firdine sales managers &ssessontinuously team capability and
capacity, managing hiring, promotion, and termination to improve sales performance.
This competency cluster consists of thoeepeteng itens: (1) Hires, pomotes, and
terminates to improve sales perfanoeaand address capability gapsEf@ures

enough capacity on the team to achieve objectives,atiegofor talent as
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appropriate; and (3peeks to fill talent gaps through collaboration with team
membes to create and execute developmental glahs team and individual level
(Busch, 2012)

There are three competency clusters in Rbesonal Effectiveness
Category. (1) Manages as a Leadg2) Influences to Achieve Goaland (3)
Develops Self to Achie Goals

Manages as a Leader Competency Clustare ompetencies required in
order for exemplary fihihe sales managers to build credibility and trust, achieve
aspirations, maintain an appropriate attitude, and lead teams and other individuals.
This canpetency cluster consists of nimempeteng items (1) Demonstrates
unquestionable business ethics and commitmeampany and personal values; (2)
Displays responsiityl for own actions and results; (@anages with balance,
objectivityand respect fathe individual; (4Pemonstrates and insp$ confidence;

(5) Is arole model for high performance; @isplays seldontrol and keeps
disruptiveemotions and impulses in check; @@monstrates smarisktaking in
making decisions; (laintains res#dncy to manychanges, inputxr stresses
throughot the course of working; and [isplays versatility and adaptability at
mary different tasks and proces@ssch, 2012)

Influences to Achieve Goals Competency Clusteare ompetencies
required in ordefor exemplary firdine 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 approphmiate.
competency cluster consistdiod @ mpeteng items(1) Overcomes objections with
skill, using examples, logic, datapther pertinent information; (P)emonstrates
active listening, paying close attention to what is being said and using questioning
techniques effectively to probmdeclarify in prsuit 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, ensdgsive manner that engages the audience
and helps them derstand and retain the message; Edgures responsive
communication by making sure inquiries are addressed and expéatitkto the
needs of others; and (&ltains persuasive communigatiinfluencing perceptions
and using sound reasoning to achiewired responses or decisi@sch, 2012)

Develops Self to Achieve Goals Competency Clustare ompetencies
required in order for exemplary filige sales managers to stay currentageatmme
and technology to expedite work, and identify and take advantage of development
opportunities to achieve personal and professional §ibmscompetency cluster
consists of oneotnpeteng item Maintains current business, industry, customer,
competitivenessand financial aclem, and incorporates into w@Busch, 2012)

There are two competency clusters irEttecution and Results Category

(1) Buitls and Maintains Relationstapsl (2) Sales Process.
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Builds and Maintains Relationships Competerng Cluster are
competencies required in order for exemplarylifiesstsales managers to identify,
build, and sustain key business relationships both internally and exidnsally.
competency cluster consists of three competency (fe@siltivates andavelops
trusted advisor status, by ensuring that product or service value propositions align
ard resonate with customer needs;A@jively nurtures, protectand develops
relationships to higher levels of confidence and collaboration among stakeholders a
all levels, based on personal miyygnd trust; and (Fdvocates for the customer,
representing customer interests within company business planning, and ensuring that
a customeoriented perspective is the touchstone for decisiomgi8kisch, 2012)

Sales Process Competency Clustaere ompetencies required in order for
exemplary firdine sales managers to identify, engage, move, close, and protect sales
opportunities.This competency cluster consists of three competency. (lm
Validates salesepresentativeso have adequate working business pipeline to
consistently achieve sales goaldn¢2kts time in strategic planning tot lpesition
the team for successnd (3) Troubleshoots pipeline aberrations, focusing rep time
on highestvalue ativities(Busch, 2012)

Paradigm of the Study

Based on the theoretical framework mentioned albwgaradigm of the
study is designed figure4. The paradigm shows the inpubcessutput model.

The input shows the different profile variables oféteondetsuch agosition in
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Industry, Years in current Position, AGender, and Educational backgrouriae
process shows thempetencies of firdine sales managers as described in@®gsch
(2012 model. T h e Buschos C 0 mp et threeccytegones ke |
competencies with eight competency clusteaches for Sales Results, Manages as
a LeaderBuilds and Maintains Relationships, Manages Performance, Influences to
Achieve Goals, Sales Process, Builds TahehDevelops Self to Achieve Goals

Finally, the output shows the propossdrvention program tdevelopthe
curricdum for BBA in Sales &hagement pgramthat will be implemented in the
University of Financé Marketingbased on the current curriculum order to

improve the academperformanceas well as practicaérformancef the students

of BBA in Sales Management

Input Process Output
Profile of Competencies of first | ri(ra?\?gﬁt?gn
Respondents line Sales Managers
Program
- Position in - Coaches for Sales Proposed
Industry Results intervention progra
- Years incurrent - Manages Performang to develoghe new
Position - Builds Talent BBA in Sales
- Age - Manages as a Leadd Management
- Gender - Influences to Achievd Curriculunto be
- Educational Goals implemented in UFN
backgound - Develops Self to based on the curren
Achieve Goals curriculum
- Builds and Maintains
Relationships
Sales Process

Figure 5. Paradigm of the s$uay
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Statementof the Problem

This research aims to partially fill the gap in literdiyr examining the
competencies required for optimum {insé sales manager performascéhe B2B
market in Ho Chi Minh CityThe main purpose of this study to identify
competenies of first linesalesmanagers of business to business market for
curiiculum development iHo Chi Minh City,Vietnam For the purposes of this
study, firsline (or frontline) sales managers are defined as individuals who often
have their own sales and account responsibilities and are managing mainly non
managerial salesrpennel (Cron & DeCarlo, 2009; Dubinsky & Ingram, 1888).
expected that this research will contritoteardsthe understanding of effective
humanrresourcedevelopment strategies to address competency needs of sales
managersn Vietnam It is also exected that the results of this study will help
universities in Vietngnespecially the University of Finanddarketing(UFM), to
build useful sales management progaamisurriculumghat meet requirements of
businessas the economyl his researcansversthe following questions

1. What is the profile ofthe researchespondents (sales managers and
executives in B2B organizations in Ho Chi Minh @itgyms of
a) positioninndustry
b) years in currentgsition
c) age
d) genderand

e) educational backgrou®d
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2. Wha competencies are important for first line sales managers in Ho Chi
Minh City along the following
2.1. Team effectiven@ss
2.2. Personal effectiverfess
2.3. Execution & Resuhts
3. Is thereasignificant difference on the competencesidered important
for first-linesalesnanagers and e s p o praféervdriables?
4. What courses should be pdacin the curriculum of BBA in Sales
Management at UFM to meet the requirements of B2B harket
5. Whatare the coming tnels in B2B market that impaeties maagers iad
the needed skills to adopt trend®
6. What intervention program is proposed to improve the curriculum of
Bachelor in Business Administration Major in Sales Management?

Hypotheses
The hypothesis fahis studyis developedased orthe research objedts,

research questions, ame conceptual frameworkhis research tests the following
hypothesis:
Ho: There isno significant difference on the competencexessarfpr first-

line salesnanagerandrespondentprofile variables.

Publishedby: Associated Asia Research Foundation



Chapter 2
METHODO LOGY

This chaptepresentshe 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 proceduteorusige collection,
treamentand analysis of the data.

Research Method

The purpose of this studg to identify competencies dirst linesales
managers of business to business marketufoiculum development itHo Chi
Minh City, Vietnam This research used a descriptive, yéipal, 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 toveontdaktudy and
provide cultural meaning to the organization studied (Cresw@ll, @9 research
methodology complemented the culture of the organization, and the results use the
i ndustryods | anguage. Creswel | odasediint ed o1
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 stuayere mainly sales managert®p and middle
manages working in B2B marketsn Ho Chi Minh City, VietnanSome of the

participants were lecturgpsbfessorgeaching sales and marketing in universities in
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Ho Chi Minh City All members of the study populatioeravinvited to complete an
onlinesurvey delived througtemail Members of the population receian email
from theresearcheincludng alink to thesurveyquestionnairé GoogleDoc site)
during a period dhree to fivaveeksfrom the first day to the final day of thevey
time.Electronic reninders wre sent weekly to members of the populationhake
not yet responded to theurvey The first page of thenline surveysite wasthe
informed consent fornRarticipants who accepthe informed consent formowld
go to the second page contamiinstructions for completing tlgeiestionnaire
Participants who rejectthe informed consent formould ignore the surveyhe
first part of the electronic instrument veagdemographic questionnaire.

Data from completed surveysre analyzed using daptive and inferential
statisticsDescriptive data for each item of the questionnaire determinedData
were then imported into an SPSS datasiéet o n b a ¢ h @scalcalatqol hoa  w
determine the internal consistency and reliability of the scthesqoéstionnaire:

competencgategorieandperceived B2Bfirdti ne sal es manager so
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(1]

Input Competency model and demographics survey into GoogleDoc Form

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

Figure 6. Research map for design methodology

Research Environment
The study was conducted in Ho Chi Minh City, VietRemChiMi nh Ci t y 0

former name was Sai Gon. Long time, agmy tourists vieweadt as Oa pear |
f ar Bavkiah Gay, reveals its splendid beauty. Its current name is an expression

of great commemoration of Ho Chi Minh Uncle, who eva®the leader othe

nation. Ho Chi Minh City consists 24 districts District 1, 2, 3, 4, 5, 6, 7, 8, 9,
10,11,12, Thu Duc, Go Vap, Binh ThaRrhy NhuanBinh Chanh, Binh Talan

Binh, Tan PhuNha Be Hoc Mon,Can Gioand Cu Ch(see Figure 7lror the time

being, CMC is considereaneof the most dynamic areas of the counarysocial,
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cultural and economic center of the SoidthChi Minh Cityisthe most important
economic center in Vietham as it accounts for a high proportion of Vietham's
economy. Ho Chi Minhity plays an important driving impetus of Economy of
Vietnam. This cityugt accounts for 0.6% land area ab@o population d¥ietnam,
neverthelessaaccounts for 20.2% GDP, 27.9% industrial outpnd 34.9% FDI
projects in this country in 22 (Ho Chi Nhh City Portal, 2013According to the
Genenl Statistic Office of Vietnam (GSO\WWy 31 December 2014, there were
about 150,000 acting enterprises in Ho Chi Minh City with above 2,700,000
empl oyees. The number of acB2Bmgrkeewas er pr
about 75,000 with above 1,000,000 employees as of December 2014 (GSQV, 2015).
The sales force i n Ho Chi Mi nh Cityds B

people with arountl5000 sales managers.

Publishedby: Associated Asia Research Foundation



HO CHI MINH CITY MAP
106° 30’ 106° 45' 107°00'
N
\~
i
\ J
e 5
o @ 2
TAY NINH 4 e
f 7. -
/ ; \ 2
¢ [ e
. \
£ 4 X N pr—
¢ BINH DUONG OO\ /
} | > /
\. Fo \. %
\.
117 _Ken TavEG 11
00 < 00’
-
109 o
. 10
45 45"
DONG NAI
LONG AN
INDEX 7
@ Industrial Zone
—(1_)— National Road
109 —@@— Provincial Road
30" 10
Railway 30°
e Boundary of Province
Boundary of District
River, Sping
+ Air Port
= Sea Port
ﬁ Train Station L P
BIEN DONG
) Administrative Center
106° 30° 106° 45' 107°00'

Figure 7. Map of Ho Chi Minh City, Vietnam

Respondents

Populatiorof the studyin this context, refers only to the target population on

which this research is conducted. The target population is said to beefingdll
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selection of people who share common teaits characteristics, selected from the
Universe, where one can find different types of targetable individuals with different
traits and characteristicSopper & Schindler, 28. According to Cooper and
Schindler, due to the large size of the populagisnwell as time and money
constraints, researchers cannot meet every individual who qualifies

The focus of this research was on B2B enterprises in Ho Chi Mir8t@iyy.
participantavere recruited from across Ho Chi Minh City in order to maximize the
geographic dispersion of the studwst of the participants were sales manageps,
andmiddlelevelexecutivesn B2B enterprise§he researcher contacted the Ho Chi
Minh City Union of Business Administration (HYB#Ad the Vietnam Chamber of
Commerce r&d Industry in Ho Chi Minh Citfy CCFHCM) and asked for names,
and also completed catdlk to a variety of B2B enterprigesio Chi Minh CityIn
order tohave auniveral reprentatignorganizations with more than 2&@ployees
and corporate revenuaisoveVND 10billionsper yeawere used.

The process of selecting units from populatioimterest isdled sampling.
The main points that the sample should be papan representative if itneeded
for generalizationOne of the approachdsr gereralization of samples called
sampling modelThe first step is identifying the population; next is drawing fair
sample from the populatiotiten conducting the research. The sample then can be
generalized to the population because it is a represeotaiyTrochimbDonnelly

& Arora,2016).
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The sample of the study wdisawn from he estimated size of the total
populationof abovel8 000 sales manageiop andmiddlelevelmanager working
in B2B enterprisdss Ho Chi Minh City(HUBA, 2012)In this researchthe entire
populationwould not be examinedbecausehe researchvould not be able to
conduct inferential statisticBhe criterion of interest was successfutliitst sales
managerghereforea Smple Random Samplingas used to select thetmapants.
In this technique, each member of the population has an equal chance of being
selected as subjethe entire process of sampling wane in a single step with each
subject selected independently of the other members of the pop@atbper&
Schindler, 208). The researcheisedcomputeraided random selectifor sampling
Thismethod is suitde for the population wittnany members
One of theformulast o cal cul ate the sample si:
formula. The formula (sometimesw t t en as SlasYoennldted byf o r mu
Slovinin 1960:
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 ad the specified margin error®f. 0 5 , sample size res!
formula wa 391.

According to Coopeand Schindler (2IB), 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 option3.he table belowasset to derive the suitable number of
the sample.

Table 6. Sample Size @neration 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
10000 370 964 1,936 4,899
25,000 378 1,023 2,191 6,339
50,000 381 1,045 2,291 6,939
10Q000 383 1,056 2,345 8,762
1,00Q000 384 1,066 2,395 9,513
1000Q000 384 1,067 2,400 9,595
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From Table6, with the specified margin error@D5, sample size is 370 for
population of 10,000 and13fr the population 050,000.S0,in gathering data, the
sample size was limited3@L participants, and may have limited the research due to
sample size (Trochiet al, 20L6). In casesome potemhl participants would not
answer the questionnaife00potential respondents were seleeed sent with
invitation to participate in the study

Data Gathering Tools

A valid instrument is one that measures statistically what it purports to
measure, Wit 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-fingt 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 competengldsh were reviewed to be
potentially relevant targt-line businesk business sales managers. The review
included ive textbooks in professional selling and over 30 academic journal articles
related to competency and professional selling to identify taxonomies of sales
manager activity, role identifica research, and existing task identification research
for inclusion into the preliminary model. At framework competency statements

for consideration as being relevant to-fingt sales managers were grouped into
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competency clusters, and an ontun@ey instrument was developdte researcher
developed a survey instrument u®ight competenciesound germane to B2B
market (Busch, 2012). Each surveyfdadsections:
1. Demographic information;
2. Questions relating to the degree of importanceezifgpcore competencies

in eightdomainsCoaches for Sales ResiManages as a LeadBuilds and

Maintains Relationshijgdanages Performandefluences to Achieve Goals

Sales Procedduilds Talentand Develops Self to Achieve Gpals

3. Quantitativequestions relating to the degree of importance of competencies
for first-linesalesnanagers in B2B market; and
4. Qualitative questions relating to personal perceptions on trends and issues in

B2B market in Vietnam.

The instrument used gbint Likerttypescale to rate competency statements
on a scale of 1Unnecessaryto 5 (Essentia) to determine the perceived relative
importance of the independent variableSadches for Sales ResiNtanages as a
Leader Builds and Maintains Relationshijdainages &formance Influences to
Achieve GoalsSales ProcesBuilds Talentand Develops Self to Achieve Goals
The fourth section of the instrument had six egmsted questions that would (a)
determine perceptions of needadles manageabilities, (b) ideri 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 importdinstfibne sales
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manages, and (e) predict what business acumen is expestidoianagey inB2B
market

The instrument was previously pikdted andhe content validity established
based on feedbaxkom executives anshles managers in Ho Chi Minh City who
were experts in the field of B2B market. Outightpossible competency factors
identified in the original survey questionnaire (see Appg@ndwo were rated the
highest: Builds and Maintains Relationshgrsd Influences to Achieve Goals
According to Fowler (2002), the concept of reliability refers to how accurate the
estimate othe 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 dimensioBsilds and Maintains Relationshigsd
Influences to Achieve Goplsvere 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 respndents completethe surveynlinethroughGoogEDoc site The
informed consent (see Appendix A) and the survey (see Appenaireuploaded
on GoogleDodogether. Using a salfiministerednlinequestionnaire allowed the
researcher greater flexibifdy 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 througdoogleDoc.com. It required less th&miinutes to
complete with aanticipated turnaround time of fivesiness days. After 10 business
daysa followup fax was sent to those who had not responded tentlad.e

The data were collected over -ave®k pend from executives and sales
managers dB2B organizations in Ho Chi Minh City, Vietnam (from December 2014
to January 2015). A survey wasaded to 1200 sales managers and executives in
B2B organizations in Ho Chi Minh City on December 01, 2014. Veysswere
numbered for the purpose of following up with participants who did not return the
instrument within theecommended five days afteceipt. On December 08, 2014, a
second invitation to participate was faxed to those who had still not respomded.
December 15, 2015, a third invitation wasied 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 -eailed survey instruments, 102 were retwraesmalil
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 usgtddasurv
response rate of 28.4%). The third invitation surveys to additional 168 sales managers
and executives producedmdre responses. Therefotige total usable surveys was

372 (total response rate of 27.2%). Cliiargera et al. (2003) stated thapoese
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rates were usually low for exectlevel employees; often as low as gghtent.
Previous guantitative senior management studies have shown that response rates
were acceptable in the 13% to 20% range (Agle et al., 1999).

Statistical Treatment

Reponses 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 eofntimber of
observations in each category by peateartd mean of each competency;

2. A descriptive analysis determined the strongest valueritooralek the
top competencies;

3. The analysis of variance (ANOVA) and one sargsé Were conducted
to determine if there was asignificant difference on the competencies considered
important for first line sales managers by resporaledttseir profile variableand

4. A qualitative analysis was undertaken to capture the perception sales
managers anekecutives 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 epetied questions and to contribute personal
anecdotes to the sty The answers from the opeEmded questions were coded and

synthesized to look for emerging themes, patterns and discrepancies.
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This is particularly important to researchers wdtoassimplified yet effective
way to handle datén order to be sure thdahere 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-tespondents. If there is
no statistical difference between early anddapomdents, then the results of the
respondents are generalizable (Miller & Smith, 1983). The comparison of early
respondents to late respondents on ignet €ompetency clustef3o@aches for Sales
Results Manages as a Leadd&uilds and Maintains Relasbips Manages
Performance Influences to Achieve GoalSales Proces®8uilds Talent and
Develops Selfto Achieve Ggadkowed no significant difference between the means

(see Tablé).
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Table 7. Early/Late Response Statistis

Group Statistics

Group of N Mean Std. Std. Error
Respondents Deviation Mean
Coaches for Sales Early Responses 296 4.1669 42160 .02451
Results Late Responses 76 4.2026 45313 .05198
Manages Performanc 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 Leade Early Responses 296 4.1896 57708 .03354
Late Responses 76 4.2529 .57909 .06643
Influences to Achie  Early Responses 296 4.2500 .66988 .03894
Goals Late Responses 76 4.3053 .65684 .07534
Develops Self to Early Responses 296 4.1250 .84447 .04908
Achieve Goals Late Responses 76 4.2237 .82622 .09477
Builds and Maintains Early Responses 296 4.2849 .56806 .03302
Relationships Late Responses 76 4.3377 .59002 .06768
Builds and Maintains Early Responses 296 4.1194 .73851 .04293
Relationships Late Responses 76 4.1667 .74932 .08595

The Levene's Test for Equality of Varian¢egan score) of all eight
competency factors showed no significafferdnce beteen early and late
respondents, gevalues were all greater than .05 (see SalBecause there was no
statistical difference between early and late respondents, the low response rate is not

anisue. Hence, the results are generalizable (Miller & Smith, 1983).
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Table 8. Independent Samples Tesfor Early/Late Response Statistics

Independent Samples Test

Levene's Test for
Equality of Variances

t-test for Equality of Mean

F Sig. T df Sig. (2 Mean Std. 95% Confidence
tailed) Differenct Error Interval of the Differ¢
Differenc  Lower Upper

Coaches for Equal variances assume .320 572 -.649 370 517  -.03574 .05506 -.14401 .07253

Sales Results  Equal variance®t -.622 110.656 535 -.03574 05746 -.14961 .07813
assumed

Manages Equal variances assume .166 .683 -536 370 592  -.03659 .06826 -.17083 .09764

Performance Equal variances not -522 112.740 603 -.03659 .07011 -.17550 .10232
assumed

Builds Ta#nt Equal variances assume 321 572 -781 370 435 -.05974 .07652 -.21021 .09072

Equal variances not - 773 115.015 441  -.05974 07731 -.21288 .09339
assumed

Manages asa Equal variances assume .022 .882 -.853 370 394 -06336 .07426 -.20939 .08267

Leader Equal variances not -.851 116.202 396 -.06336 .07441 -.21074 .08402
assumed

Influences to Equal variances assumet .023 .881 -.644 370 520 -.05526 .08581 -.22399 .11346

Achieve Goals Equal variances not -.652 118.263 516 -.05526 .08481 -.22321 .11268
assumed

Develops Self  Equal variances assume .036 .850 -.913 370 362 -.09868 .10812 -.31129  .11393

to Achieve Equal variances not -.925 118.464 357 -.09868 .10673 -.31003 .11266
Goals assumed

Builds and Equalvariances assumed 189 .664 -717 370 474 -05281 .07363 -.19760 .09198

Maintains Equal variances not - 701 113.316 485 -.05281 .07530 -.20200 .09638
Relationships assumed

Sales Process Equal variances assume 217 .641 -497 370 620 -.04730 .09525 -.23460 .14000

Equalvariances not -492 115.253 623 -.04730 .09608 -.23760 .14301

assumed
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Kimberlin and Winterstein (2008) posited viadtitys the degree to which a
research instrument measures the phenomenon it intends to measure, and reliability is
the degree to hich 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 awlusions from the data (Creswell, 20R&)iabilityndicates the extent to
which data are consistent and free from erkonsbrlin & Winterstein, 20R8n
this study, he competency model, dedvfrom Busch (2012) competency model,
includes eight ustersCoaches for Sales ResiMlanages as a LeadBuilds and
Maintains Relationshjpglanages Performandafluences to Achieve Goalsales
ProcessBuilds TalentandDevelops Self to Achieve Godisach cluster had up to
nine dimensions that captd various aspects of that factor. This competency model
was used to assess the competencies necessaryliioedisiles managers in B2B
organizations in Ho Chi Minh Cityn& the measurement instrument adapted
from Busch §2012) competency whel, the pilotestand content validity can be
bypasseddowever, in order to make sure the data were consistent and free from
error, the researcher ascertained the reliability of this instrument by conducting
Leveneds test for ndq@uwaldist yal @fh av acroied fad e.i
indicates that the data are reliafotan .60 to under .70 is acceptafileorge &

Mallery, 20034 s u , Hs u, Huang, Leong, valesfori |, 20C
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each competency cluster as well as for the wktilement wre all above .6@hich

indicates a high degree of internal camgigtamong the data collectealb(e& 9.

Table 9. ScalesoReliability test

Reliability Statistics

Scale Cronbach's Alpha N of Items
Coaches for S 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 122 3
Sales Process 720 3
All variable .948 A

a:Develops Self to Achieve Goals competency cluster has one item sa. it is not able to ce
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Chapter 3
RESULTS AND DISCUSSIONS

Demographic Profile of the Respondents

Demographic data afespondentsnvere collected using the demographic
informaton section (Part 1) of the survey. The demographic characteristics of sales
managersaand executivesnclude professional positionnumber of years in the
profession, educatiaih background, age, and gend&able 10 shows the
demographic profile afesponénts (sales managers, top and miohdieagers in
B2B organizations, and some sales and marketing lectukssChi Minh City,
Vietnam

It is shown in Bble D that as for professional positionf the 372
respondents, 8@qual to 23.9%) are general agap 74 (19.9%) arelirecors of
sales and marketir@® (78%) are sales executive) {296%) are middle managers
in other positions of the company/organization, &0d(18.8%) are in other
positions of therganizationsMost of these 70 respamtsare professors, lecturers
and education managers in several universities in Ho Chi Mido@sigering that
more than81% of the respondentgerefrom B2B businesse)e results of the
research seem to reflexicuratelyhe real perception of manager€B2B market
about competencies nedder firstline sales managers

As for the number of years in the professi81 respondentgequal to

35.2%) havebeen in the profession ftass tha® years138(37.1%) having5 to 10
Publishedby: Associated Asia Research Foundation



52
years of experienc& (19.4%) have been in the job fadto 15years, andl (8.3%)
have worked fomore thanl5 yearsSincemostof the respondents (appro&5%)
have many yean$experience ithejob, their vision and opinions are more reliable.

Table D alsoshows that afr educational backgrounti32 (35.8%) out of
372responderd have high school diploma,41(36%) are assciate graduates, 72
(19.4%) arauniversity/college graduate) (10%) havema s $ degre®, and four
respondents (1.1%) have doctoegjrdeThe figures demonstrate¢hat respondents
have high education qualification.

As for agethereare 27 participantg7.3%) in the ages of less than 30 years
old; 65 (17.5%)arein the agebetweer30 and 39149 (40.1%)are in the ages
betweerl0 and 49124 (333%) ae in the ages between 50 andabé7 (1.9%) are
in the agesabove 60 years oldThis information indicates that most the
respondentare moe than 30 years oldp they are matwtén thinking andn
answeringhe questionnaire.

As for gendermale respondent258 or 69.4%) outnumber thefemale
respondents1(4 or 30.6%). This means that, in Vietnahe number of male
managers as well ather top and middle managerdaigyer tharthe number of

femalemanagers.
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Table 1Q Profile of Respondents of the Study

Frequency Percent Valid  Cumulative

Percent Percent
Position of respondents in the industry
General Manager 89 23.9 23.9 23.9
D|recto.r of Sales and 74 199 199 438
Marketing
Sales Executive 29 78 78 516
Other middle Manager 110 296 296 81.2
Other 70 18.8 18.8 100.0
Total 372 100.0 100.0
Years in current profession
Less than 5 year 131 352 352 352
Between 5 and 10 years 138 371 371 723
Between 11 and 15 years 72 194 194 917
More than 15ears 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 19.4 194 90.9
Masterds degr 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
300 39 65 17.5 17.5 24.7
400 49 149 40.1 40.1 64.8
500 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 113 304 304 304
Male 25 696 696 100.0
Total 372 100.0 100.0
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Competencies Needed forFirst-line Sales Managersin Ho Chi Minh City

In order to identify the competencies needed forlifiestsales managers in
B2B market in Ho Chi Minh Cjtthis study useBux hd s ( 2 Qedcf model o mp e
The research questior this objectives
What comeacies are important findisiles managers in Ho Chi Minh City along
the followiig) Team effectivefBBersonal effectivenegSIExecution aRekdts?
Respondents were asked to rate the importaitlee eight competency
factors (with 34 dimensiorfey firstline sales managers in B2B markeich of the
five possible responses was assigned a value from 1 to 5, whbreetessdy=
SlightlymhiportanB = Moderately Importdnt Very importa@nd 5 =EssentialAn
analysis of the rank order of tBd dimensionsperceived as important was
categorized into levels (see Table

Table 11 Composite Mean Scaldor Evaluating Competencies

Level of Description Composite

importance Mean

Essential It is essential fahe success of firBhe sales 4.500r more
managers

Very Importat It is very important fothe succss of firstine 3.5®4.49
sales managers

Moderately It has anoderate level of importance the 2.5®3.49

Important succss of firsline sales managers

Slightly It has sora importance fathe succss of first 1.5@2.49

Important line sales managers

Unnecessary It has little to no importance fdre sucess of 1.49 or less

first-line sales managers

The rank order fothe eight dimensions indicatést the most important

competency clusters aiManages as a Lead@oaches for Sales Resulsd
Publishedby: Associated Asia Research Foundation



5t
Manages Performandée toprated dimesions within eacfactor focuson Displays
responsibility for own actions gnMaoesgaliss individuals to enable sales ;pgridrmance
Sets clear expectations fqrwordactivity and perforfsaecé&abld?). With thee
findings, firsline sales managersHno Ch i Mi nh Cityos B2 B
equipped with high responsibility, motivation skill, sdaadildset clear objectives.
Theer esul t s ar e di fferent wi t h Buschos
competency clusters that ranked highest in imperfandrontline sales managers
werePersonal Effectivéviagages as a Le@dtn mean value 4.58eam Effectiveness
Coaches for Sales Ré&id)sTeam Effectivedasages Perfornfdr®e®); andPersonal

Effectivendsfiuences to Aclieaé4.23).
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Competency Dimension Mean S
Cluster Deviation
Manages as a Displays responsibility for own actionsa 4.81 535
Leader results
Coaches for Motivaes individuals to enable sales 4.50 .667
Sales Results  performance
Manages Sets clear expectations for conduct, wor 4.48 .642
Performance activity and performance
Influences to Demonstrates active listening, paying cl 4.37 747
Achieve Goals attention to what is beingdand using
guestioning techniques effectively to prc
and clarify in pursuit of accurate
understanding
Builds and Actively nurtures, protects and develops 4.37 147
Maintains relationships to higher levels of confider
Relationships  and collaboratiomaong stakeholders at ¢
levels, based on personal integrity and t
Builds Talent Ensures enough capacity onthe team tc¢  4.31 .663
achieve objectives, negotiating for talent
appropriate
Sales Process Invests time in strategic plannindpést 4.29 .888
position the team for success
Develops Self to Maintains current business, industry, 4.15 .841

Achieve Goals

customer, competitimessand financial
acumen, and incorporates into work

Table 13 displaysthe list of eight competencies witkeir corresponding
mears and standard deviat®rAll eight competency clusters were considbgréok
respondentyery important, with a mean rating 415 The Builds and Maintains
Relationshipempetenbgtis required in order for exemplarytfiige sales managers
to identify, build, and sustain key busireationships both internally and externally
wasranked highest hiyie respondents (see TabB with a mean 04.2957. This

compeency fdlsin the Category ofExecution andResults This result reflestthe
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importanceof 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 toinfluence follower to achiewagmals considered one of the top
competencies e respondents. This competency emdkecond with a mean of
4.2613.Leadership skillare very necessary for managers in general and are not
exceptiorfor firstline sles managers. This competencynamagas a leadeasa
mean of 4.202and rankedhird in the list These two competenciedl fa the
Category of Personal Effectiveneskor all othercompetencieshe means asdl
above 4.0Three competencies inet Category of Team Effectivenes$Coaches
for Sales ResultManages Performancend Builds Talentranked lowebut the
means arstill high, above 4.0Vith these statistic results, it can be corntiund all
respondents consideompetency clusteksery important for exemplafirst-line
sales managetserbison (2013) aldound that achieve results competency was the

highest rankor exemplaysales managers.
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Table 13 Means and Standard Deviations of the Competencies Pescending Order

N Minimum  Maximum  Mean Std.
Deviation

Builds and Maintains 372 3.00 5.00 4.2957 57221
Relationships
Influences to Achieve 372 2.40 5.00 4.2613 .66673
Goals
Manages as a Leader 372 2.89 5.00 4.2025 57727
Coaches for Sales Resull 372 3.20 5.00 4.1742 42785
Develops Self to Achieve 372 3.00 5.00 4.1452 .84062
Goals
Manages Performance 372 3.00 5.00 4.1419 .53034
Builds and Maintains 372 2.33 5.00 4.1290 .73996
Relationships
Builds Talent 372 2.67 5.00 4.0753 .59473
Valid N (listvise) 372

Tablesl4 throughl6 present the essential competency items in each category
and competency.The Category of Team Effectivenessincludes three
competencies (orompetency lasters) and 13 competency items (dimensiOns).
the 13competencydimensionsMotivates individuals to enable sales ewid@etance
clear expectations for conduct, woakagtertyrmagioge nsionshave highest mean
values 4.50 and 4.48n Busch (201 2tudy three dimensions of competencies: (1)
Hires, prootes, and terminates to improve sales performacepadidgadd(@ss
Ensures enough capacity on the team to achieve objectives, negotiatingaod talent as ap
(3) Seeks to fill talent gaps through collaboration with teacreatermrdosisexecute

developmental plans at the team and indivedeiabl@cehighestin importancefor
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frontline sales managers. The stedults confirnthe importancef motivation and
setting objectives abilities of sales managers in B2& matk Chi Minh City.

The Category of Personal Effectivenesscludes threeompetencies and 1
competency itemg§Table 16). Among 15 dimensions of competencies in this
category, three itemBigplays responsibility for own actions; dehresstes and
inspires configemmeDemonstrates active listening, paying close attention to what is beir
and using questioning techniques effectively to probe and clarify in pursuit of accurate L
have highest mean vatud.81, 4.42, and.3¥. These findings implythat sales
managers in Ho Chi Minh City should haigdr sense of responsibility, confidence,
and understandinghese results diffeirom thefindings of Busch (2012)n which
business ethics and commitment to company wer@é&aus esstial for sales
managers.

The Category of Execution and Resultsncludeswo competeng clusters
andsixdimensiong Tablel6). The itemActively nurtures, protects and develops relationshiy
to higher levels of confidence and collabstdiehaltens at all levels, based on personal
integrity and trbasthe highestMean value 0437 among sixxompetency itemin
Buscld €012) studythe itemValidates sales representatives have adequate working bus
pipeline to consistendyeashles goals the only oneonsidered most important
among siximensionsThese study results will helpurriculumdevelopers to find
out suitable modules in BBA in Salemdfjement in order to improtfe needed

competencies for future sales margg the B2B market
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Table 14 Means and Standard Deviations of the Competencies and Dimensionstire Category ofT eam Effectiveness

Competency Competency ltem(Dimension) N Minimum Maximum  Mean Std. Deviation
Coaches for Observes sales behavior to identify strengths, weaknes 372 2 5 4.40 .730
Sales Results  and opportunities for improvement

Balances corrective with positive feedback to ensure 372 3 5 3.92 .810

optimum guidance and performance improvement

Demonstrates eected behaviors to achieve results, 372 3 5 4.05 729

providing instruction, positive models, and opportunities
observation in order to help skill development

Motivates individuals to enable sales performance 372 2 5 4.50 .667
Links expected behaxs to strategic saledated outcomes 372 2 5 4.00 742
Manages Manages underperformance by providing a clear 372 2 5 3.90 .857

Performance  understanding of what is needed to improve and the
consequences of failing to do so with the confidence the
person has beeully heard and fairly treated

Sets clear expectations for conduct, work activity and 372 3 5 4.48 .642
performance
Compares performance to expectations 372 2 5 4.18 .834
Reinforces efforts and progress using rewards and 372 3 5 4.16 746
recognitioras appropriate
Adheres to organizationst 372 2 5 3.98 .834
and procedures

Builds Talent  Hires, promotes, and terminates to improve sales 372 2 5 4.00 742
performance and address capability gaps
Ensure enough capacity on the team to achieve objectir 372 3 5 431 .663
negotiating for talent as appropriate
Seeks to fill talent gaps through collaboration with team 372 1 5 3.92 973

members to create and execute developmental itens a
teamand individual level

Valid N (listwise) 372
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Table 15 Means and Standard Deviations of the Competencies and Dimensionstire Categoryof Personal Effectiveness

Competency Competency Item (Dimension) N Minimum  Maximum  Mean Std.
Deviation
Manages asa Demonstrates unquestionable business ethics and commitmen 372 3 5 4.26 762
Leader company and personal values
Displays responsibility for own actions and results 372 3 5 481 535
Manages with balance, objectivity and respebefindividual 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 selfontrol and keeps disruptive emotions and impulse: 372 2 5 4.06 .860
check
Demonstrags smart riskaking in making decisions 372 2 5 3.92 922
Maintains raléency to many changes; inpartstresses throughout 372 2 5 3.94 .966
the course of working
Displays versatility and adaptability at many different tasks and 372 3 5 4.26 .695
processes
Influences to Overcomes objections with skill, using examples, logic, data, o 372 2 5 4.29 .851
Achieve Goals pertinent information
Demonstrates active listening, paying close attention to what is 372 3 5 4.37 q47

said and using questioning teaeoeffectively to probe and clari

in pursuit of accurate understanding

Determines the appropriate communication format for the situar 372 2 5 4.18 795
and ensures that verbal/written communications, and group

presentations convey information aehs in a clear, concise,

accurate, and persuasive manner that engages the audience a

Ensures responsive communication by making sure inquiriesa 372 2 5 431 754
addressed and expedited to facilitate the needs of others
Attains persuasive communication, influencing perceptions anc 372 3 5 4.16 .788
sound reasoning to achieve desired responses or decisions
Develops Selfto  Maintains current business, industry, customer, competitive, an 372 3 5 4.15 841
Achieve Goals financial acumeand incorporates into work
Valid N (listwise) 372
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Table 16 Means and Standard Deviations of the Competencies and Dimensionstire Categoryof Execution and Results

Competency Competency Item (Dimension) N Minimum  Maximum Mean Std.
Deviation
Builds and Cultivates and develops trusted advisor status, by 372 2 5 4.21 .846
Maintains ensuring that product or service vaiopositions
Relationships alignand resonate with customer needs
Actively nurtures,rptects and develops relationshij 372 2 5 4.37 147

to higher levels of confidence and collaboration

among stakeholders at all levels, based on persot

integrity and trust

Advocates for the customer, represeiirsjomer 372 3 5 4.31 75
interestsvithin company busess planning, and

ensuring that a custor@iented perspective is the

touchstone for decision making

Sales Process Validates sales representatives have adequate wt 372 2 5 4.06 .822
business pipeline to consistently achieve sales gc
Invests time in strategic planning to best position 372 2 5 4.29 .888
team for success
Troubleshoots pipeline aberrations, focusing rept 372 1 5 4.03 .968
on highestwalue activities
Valid N (listwise) 372
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Difference on the mpetencies Considered Important for First-line Sales
Managers andRe s p o n dPeofild \&ariables

The research question for identifying the difference on the competencies
consideredmportant for firsline sales managers by respondemitheir pofile
varialbes is

Is thera significant difference on the cooopsidecezsimportant flondisdles
managers and s p @mofdeevariable$?

The hypothesifor this research questionis

Ho: There is no significant difference on the recegsdgnciastine sales
manageaadrespond éptofile variables.

To determingéhe answer to research problem thaeeindependent sample
testwas calculated on the competencies to determine the impact of gender on the
mean of competenciafida oneway analysis of variance (ANOVA) was calculated
using thecompetencycore to determine the impact @b position,age, level of
educationandjob tenureof the respondentsn themean value of competencies

Anindependent sampidestof equaliy of means was usedassess whether
the importancef competencies variedor notby the gender of thespondents
Specifically, thetestdetermined if there is a significant difference between the group
means of the competencies necessary fdrlifegs sales manageend the

r e s p o mendenThesr@sults of thetestanalysis are shown in TatBdo Table
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21 Before using independent santpiestof equality of meang,eveneds Test
Equality of Variancd§ test\was performed. e v e rest forsEquality of Variances
Is a test that determines if the two conditions have about the same or different
amounts of variability between scoleshe two smaller columns labeled F and, Sig.
the value inthe Sig. columis usel to determine which roto read fromA value
less than .05 means that the variability in two condsiond the samehat the
scores in one condition vary much more than the scores in second condition. Put
scientifically, it means that the variability in the two condigosgnificantly
different.In this case (Sig. value is less thanitGjould beead from the second
row.If the Sig. valuelnev eneds Test f oisgrdatgtham 05, ity of
should beaead from thdirst row. After havng a row to red from, it is time to look
at the results fothe T-test. These resultsll if the Means for the two groups are
statistically different (significantly different) or efytarerelatively the samin T-
test, Sig (Zailed) valueellsif the two conditio Means are statistically differdnost
make sure to read from the appropriate tbilie Sig (Zlailked) value is greater than
05, itcanbe concludd that there is no statistically significant difference between two
conditionggroups In other words,the differences between condition Means are
likely due to chance and not likely due to the indepievariable manipulatio if
the Sig (Zailed) value is less than or equal toitGBeanghere is a statistically

significant difference between conddigroups That means the differences
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between conditidgroups Means are not likely due to change and are probably due
to the independent variable manipulation.

ThelLevene's Test for Equality of Varian@edblel9-21) for the competency
Coaches for Sadssiltgavethe significancéevelof .000, lower than .0So the result
in Equal variances not assameded for independent santgkest. The mean score
for Coaches for Sales Resuipeterwegs higher for women (4135 than for men
(4.1D5), the difference was statistically significant becavs@egowas .000 < .05.
Therefore the hypothesis thahdre is no signdant difference of€oaches for Sales
ResultCompetgnoecessaryor firstline managerand respondentsgender is
rejectedThis result meartha women considehe importancef Coaches for Sales
ResultsCompetency higher than men do

For the competencevelops Self to Achievet@altestgave the sig. level
of .0, so the result iBqual variances not assanesedor independent sampte
test. In the independent samplestof equality ofmean value fobevelops Self to
Achieve Go@lsmpetenpyalue was .000 < .05. Therefdte hypothesis thatdre
IS no signitant difference oevelops Self to AchmaleCGmpetemmcessarjor
first-line managerandrespondentsyendels rejected. The mean score tioe said
competencwyas higher for women (863 than for men (40B9. This resulshows
tha women considehe importancef Develops Self to Aaddwve Goal€ompetency

higher than men do
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For the competenciemfluences to Achieve &@uwhlBuildsand Maintains
Relationshifize F testgave the sig. leMelwer than(05, and theSig. (Zailed) values
in theindependent sampl¢estgreater tharts. Thereforgthe hypothas that here
iIs no significant difference on $hecompetenies and respondentsgenderis
accepted

For the competenciddanages PerformBAunitds Talemaind Manages as a Leader
the F testgave the sig. level greater tl#) and the yvalues in the independent
samplettestlower than .05. Therefgréhe hypothess that here is no significant
difference on thee competenies andrespondentsgenderis rejectedThis means
that men and women haddferent points of viewon the importancef these
competencies fdirst-line sales managers in B2B market in Ho Chi Minh City.

Lastly, the sig. level in the F test forShée Proc€ssnpetemnegs .184 =05,
the Sig. (2ailed) valuen the independent sampeestwas.463> .05. Therefore
the hypotheses that there is no significant difference on this competency and
r espond e nstascéptedBisrdsaltrimpliethat women and men have the
sane poins of view on the importanaef Sale Process Competency necessary for
first-line sales managers in Ho Chi Minh City B2B market.

The summary of the results of the independ&adt for Equality of Means
for assessinghether the importan@d competencieis variedor notby the gender

of the respondents is presented ablg17.
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Table 17 T-test for Determining the Significant Difference irthe Competencies
Considered Important for Arst-line Sales Minagersby Gender

Mean Std. Deviation T  Sig.(2 Hypothesis
Male Female Male Female tailed)  testing

Coaches for Sales 4.1205 4.2513 .52886 .15533 3.639 .000 Rejected
Results

Manages 4.0517 4.2867 .55568 .49633 3.871 .000 Rejected
Performance

Builds Talent 3.9588 4.2655 .63288 .50819 4.550 .000 Rejected
Manages as a Leac 4.1291 4.3304 .5838 .49277 3.200 .001 Rejected
Influences to 4.2232 4.2938 .73120 .46833 1.116 .265 Accepted

Achieve Goals
Develops Self to 4.0039 4.3367 .96247 .67626 3.807 .000 Rejected
Achieve Goals

Builds and 4.2136 4.3451 .68250 .55978 1.945 .053 Accepted
Maintains

Relationships

Sales Process 4.0798 4.1416 .73873 .76221 .735 .463 Accepted

Table 18 Group Statisticsby Gender

Gender N Mean Std. Std. Error
Deviation Mean
Coaches for Sales Result 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 Female 113 4.2938 .46833 .04406
Goals Male 259 4.2232 .73120 .04543
Develops Self to Achieve Female 113 4.3363 67626 .06362
Goals Male 259 4.0039 .96247 .05980
Builds and Maintains Female 113 4.3451 .55978 .05266
Relationships 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-testfor Determining the Significant Differenceon the Competenciesin the Category offeam Effectiveness

Considered Important for Arst-line Sales Managers by é&pondents and theiGender

6¢

Independent Samples Test

Levene's Test for

t-test for Equality of Means

Equality of
Variances
F Sig. T Df Sig. (2 Mean Std. Error  95% Confidence
tailed) Difference Difference Interval of the
Difference
Lower Upper
Coaches for Equal variances 97.796 .000 2.580 370 .010 .13086 .05071 .03114 .23059
Sales Result assumed
Equal variances 3.639 339.533 .000 .13086 .03596 .06012 .20160
not assumed
Manages Equal variances 553  .458 3.871 370 .000 .23499 .06070 .11563 .35435
Performance assumed
Equal variances 4.047 237.204 .000 .23499 .05807 .12059 .34939
not assumed
Builds Equal variances .863 .354 4.550 370 .000 .30667 06741 .1412 .43922
Talent assumed
Equal variances 4,954 262.650 .000 .30667 .06190 .18478 .42856

not assumed
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Table 20 T-testfor Determining the Significant Differenceon the Competenciesin the Category oPersonal Effectiveness
Considered mportant for First-line Sales Managers by é&pondents and theiGender

Independent Samples Test

Levene's Test fo t-test for Equality of Means
Equality of
Variances
F Sig. T Df Sig. (2 Mean Std. Error  95% Confidence
tailed) Difference Difference Interval ofthe
Difference
Lower  Upper
Manages as Equal variances 2.656 .104 3.200 370 .001 .20125 06289  .07759 .32492
a Leader assumed
Equal variances 3.419 250.418 .001 .20125 .05886  .08532 .31719
not assumed
Influences  Equal variaces 28.637 .000 .945 370 .345 .07064 07472 -.07628 .21756
to Achieve assumed
Goals Equal variances 1.116 319.855 .265 .07064 .06329 -.05387 .19515
not assumed
Develops  Equal variances 22.030 .000 3.329 370 .001 .33242 09985 .13608 .528P
Selfto assumed
Achieve Equal variances 3.807 296.800 .000 .33242 .08731 .16059 .50426
Goals not assumed
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Table 21 T-testfor Determining the Significant Differenceon the Competenciesin the Category oExecution and Results
Considered Important for Arst-line Sales Managers by éspondents and theiGender

Independent Samples Test

Levene's Test t-test for Equality of Means
for Equality of
Variances
F Sig. T Df Sig. (2 Mean Std. Error 95% Confidence
tailed) Difference Difference Interval of the
Difference
Lower Upper
Builds and Equal variance: 4.713 .031 1.800 370 .073 13149 .07303 -.01213 .27511
Maintains assumed
Relationships Equal variance: 1.945 257.390 .053 13149 .06761 -.00165 .26464
not assumed
Sales Proces Equal variance: 1.772 .184 735 370 463 .06180 .08410 -.10357 .22716
assmed
Equal variance: 726 207.484 469 .06180 .08514 -.10605 .22964

not assumed
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The oneway analysis of variance (ANOVA)used to determine whether
there are any sidioant differences betwet®e Mears of two or more independent
(unrelated) groupB this studyANOVA was usetb assess whethégre importance
of competencies variedor notby thejob position ¢ the respondent3.he data in
Table 2 show that the significance levadf all @mpetenciesvere below 0.05;
therefore, there is a statistically significant differeritbe mmpetencies necessary
for first-linesalesna nager s a njob postignptbustiee eull hypodhesis is
rejected. This result implidgmt, different jb positiors could lead to differepoints
of view on the importancef each competency considered necessary fdrnérst

sales managers in B2B market.
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Table 22 ANOVA Results ofthe Importance of Competencies Varied by the Job
Position of the Respondents

ANOVA
Sum of df Mean F Sig.
Squares Square
Coaches for Between Groups 2.840 4 .710 3.552 .007
Sales Results  Within Groups 73.371 367 .200
Total 76.211 371
Manages Between Groups 9.868 4 2.467 8.900 .000
Performance  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 asa Between Groups 4.925 4 1.231 3.985 .004
Leader Within Groups 113.399 367 .309
Total 118.324 371
Influences to Between Groups 10232 4 2.558 6.149 .000
Achieve Goals Within Groups 152.668 367 416
Total 162.899 371
Develops Self Between Groups 11473 4 2.868 3.662 .006
to Achieve Within Groups 287438 367 .783
Goals Total 298.911 371
Builds and Between Groups 7.554 4 1.888 4.649 .001
Maintains Within Groups 149.080 367 406
Relationships  Total 156.634 371
Sales Process Between Groups 14654 4 3.664 7.021 .000
Within Groups 191.510 367 522
Total 206.164 371

Table 3

presentsthe resuk of ANOVA for assessg whether the

importanceof competenciess variedor not by theyears in current positiaf the

respondents. The data iable 3 showthat the significance lesef dmost dl

competencief@excepBales Proaesapetencywereabove0.05 therefore, there 1
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significant difference e ®@mpetencies necessary for -firset salesnanagers and
r e s p o ryeles mtcugrént positiptinus the null hypotheses aeceped for the
first severcompetenciesThis resultmpliesthat,years in current positiadoes not
lead to different poistof view on the importancd each competency considered
necessary for fidine sales managers in B2B markbe null hypothesi®if the
competency o%alsProcess rejected since the Sig. value was .000 €hi@85means
that, with differentnumber of years working in the positiorth@yrespondents, there
would be differenbpinionsconsidering the importanoéSales Proce<sanpete nioy

first-line sales managers in B2B market.
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Table 23 ANOVA Results of the Importanceof Competencies &ried by theYears in

Current Position of the Respondents

ANOVA
Sum of  Df Mean F Sig.
Squares Square
Coaches for Between Groups .905 3 302 1.474 221
Sales Results  Within Groups 75.306 368 .205
Total 76.211 371
Manages Between Groups 1.272 3 424 1.414 238
Performance 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 asa Between Groups 1.273 3 424 1.335 .263
Leader Within Groups 117.050 368 .318
Total 118.324 371
Influences to Between Groups 2.630 3 877  2.013 .112
Achieve Goals Within Groups 160.269 368 436
Total 162.899 371
Develops Self  Between Groups .450 3 .150 185 .907
to Achieve Within Groups 298.461 368 811
Goals Total 298.911 371
Builds and Between Groups 2.758 3 919 2.199 .088
Maintains Within Groups 153.876 368 418
Relationships  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

Thedata in Bble 2 showthe results of ANOVAon whether the imprtance
of competenciess variedor not by the educational background of the respondents.
Sincethe significance legebf all competenciesvere below 0.05, there is a

statistically significant differencetive ©mpetencies necessary for -firgt sales
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manager s a ndducatemalpackgdoand.tTisefefore, the null hypothesis is
rejected. This result impligsat, different educational background could lead to
different poins of viewon the importancef each competency considered necessary
for first-line sales managers in B2B market.

Table 24 ANOVA Results of the Importanceof Competencies &ried by the
Educational Backgroundof the Respondents

ANOVA
Sum of df Mean F Sig.
Squares Square
Coaches for Betwea Groups 3.032 4 .758 3.802 .005
Sales Results  Within Groups 73.179 367 .199
Total 76.211 371
Manages Between Groups 4.898 4 1.224 4.212 .002
Performance Within Groups 106.703 367 291
Total 111.601 371
Builds Talent Between Groups 13.107 4 3.277 9.2 .000
Within Groups 126.555 367 .345
Total 139.662 371
Manages asa Between Groups 4.016 4 1.004 3.224 .013
Leader Within Groups 114.307 367 311
Total 118.324 371
Influences to Between Groups 5.458 4 1.364 3.181 .014
Achieve Goals  Within Groups 157.441 367 429
Total 162.899 371
Develops Self tc Between Groups 8.669 4 2.167 2.740 .029
Achieve Goals  Within Groups 290.242 367 791
Total 298.911 371
Builds and Between Groups 4.468 4 1.117 2.694 .031
Maintains Within Groups 152.167 367 415
Relationships 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 3, ANOVA was usg to assesswvhether the importancef
competenceis variedor not by the age othe respondents. Sint¢ke significance
leves of all competenciegerebelow 0.05, there is a statistically significant difference
inthe ®mpetencies necessary forfirtsalesna nager s a nédge.rSe,s po nd
the rull hypothesis is rejected. This result imphat respondents with different
age will lead to different poistof view on the importanad each competency

considered necessary for {fins¢ sales managers in B2B market.
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Table 25 ANOVA Results of the inportanceof Competencies &ried by theAgeof the
Respondents

ANOVA
Sum of df Mean F Sig.
Squares Square
Coaches for Between Groups 2.656 3 .885 4.430 .004
Sales Results Within Groups 73.555 368 .200
Total 76.211 371
Manages Between Groups 13.016 3 4.339 16.196 .000
Performance 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 ¢ Between Groups 8.115 3 2.705 9.032 .000
Leacer Within Groups 110.209 368 .299
Total 118.324 371
Influences to Between Groups 19.498 3 6.499 16.679 .000
Achieve Within Groups 143.401 368 .390
Goals Total 162.899 371
Develops Between Groups 31.051 3 10.350 14.220 .000
Self to Within Groups 267.860 368 728
Achieve Total 298.911 371
Goals
Builds and Between Groups 8.069 3 2.690 6.662 .000
Maintains Within Groups 148.565 368 404
Relationships Total 156.634 371
Sales Proces: Between Groups 15.792 3 5.264 10.176 .000
Within Groups 190.372 368 517
Total 206.164 371

ProposedCourses in the Curiculum of BBA in SalesManagement

The second objective of the current studyoisdeétermine the courses
University ofFinanced Marketing (UFM¥hould dfer in the Bichelor ofBusiness

Administration majoin Sales Blnagement curriculum to develop competencies
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necessary for studentsresponsd¢o the needs of the B2B mark&he research
question for this objective is

What coses should be placed in the cuBBAlLmSafes dhagement 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 nationahtanational
demands and realitieddnfortunately, in Vietnanthis activity is given the least
importance since the use of popular teotb@vailable in the market pasded the
selection of curriculum conternd topics in syllabbince 2010, therersity of
Financed Marketing began offerinBBA in Sales Management persgr The
program takes students fdull-time years to completéhe current BA in Sales
Management curriculugonsists o#2 courses(see AppendiE). In UFM, the
Bachelor of Bsiness Administratio program with a concentratiom Sales
Managemenincludes courses related to sales tbah prepare students for sales
careersT his progranprovidesundergraduate students with a foundational education
in business and managementgyies, along with coursework in marketing, market
research and analysis, economics, communications, customeasersatesiere,
studentdearn the foundations of business principles and study how consumers react
to certain ads or products. Theles and marketing emphagivides business
acumen and valuable tools for students. Praegrama 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 whendaaisions and
managing business activitidsughthis curriculum of BBA in SalesaMagemens
currentlyused ineducatingstudentsat UFM thereis stilla need tamprove and
update itxourses in order to meet new requiresikeain the market and dance
the necessary skills for the graduates of the program.

In order to rate the importancé the current coues in the curriculum of
BBA in Sales Bhagement,espondents were asked to rate the importahce
coursework offerings in sales and marketitggher education, and their relevance
to B2B work place environmerEach of the five possible responses was assigned a
value from 1 to 5, where 1rnotimportar =somewhat impqréanstimportang =
very importaand 5 =extremeipportanAn analysis of the rank order of thé 3

coursegperceived as important was categorized into levels (se26)lable
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Table 26 Composite Mean Scale for Evaluating Gurses

Level of Description Composite

importance Mean

Essential It is essential for the development of competer More than
needed for the success of sales management 4.50
students.

Very Importat It is very important for the development of 3.5®4.49

competencies needed for the success of sales
management students.

Moderately It is moderately important for the development 2.5@3.49
Important competencies needed for the success of sales
management students.
Slightly It is slightly important for the development of 1.5@2.49
Important competencies needed for the successasf sal
management students.
Unnecessary It is not necessary for the development of 1.49 or less

competencies needed for the success of sales
management students.

Table27 and Bble 2&8lisplaytheresuls of the survey iMeans and Standard
Deviatonsfor the proposed coursés descending ordelt is showrthat almost all
of thecore coursesinthecarnt cur ri cul um o f ana§)enMdiots B B/
wee considered very important the respondents with Mean vausbove 4.0
(Table 27)Selling 8ls (456); Customer Behavid®2) Customer Relationship Management
(4.29); Sales Managen{ér6); Organizational Behaiid?l); Business Analysis and
Foreca¢#.18);Marketing Managentgasic Marketiagd Internship @.08);Human
Resource madgemeahd Economic LaWks06); Management Information Skistelcs
Relatiormnd Supply Chain Managdm88)andElectronic Comn{dt68).These data
also supportthe results of competencies necessary forlifiestsales managers

discussed deer. However, hese results are different with ttesearch of Roy (2009)
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on business competencies important for éewgl managers in destination
marketing organizations (DMOs). According to Roy (20@9hjghestated courses
were introduction toamputer technology, foreign language, and business writing. In
ratingthe courses irhospitality operations that aneportant to DMOSs, the highest
ratings werehospitality law, ethics, and social protocol, followed by a cultural
component. Front officenanagement, food and beverage management, and cruise
line management ranked the lowest.

In this study, mong the higlly ratedcoursesare thespecialized core courses
for sales management curricul@ualling skill€ustomer Relationship Managatasnt
ManagemgeMiarketing Managenteternship, Supply Chain ManageaedtElectronic
Commerd&vo othercourses are alsotire specialized core course list bae lower
ratingsand are ibhelower half of the lisRetail Managenf@:®4) andradd’romotion

Managemé¢ai79).
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Table 27. Means and Stanaard Deviations of theroposed @urses in BBA in Sales
Management Pogram( Mean O 4. 0)

N Minimum  Maximum  Mean Std.
Deviation

Business Communications 372 3 5 4.56 .558
Seling skills 372 3 5 4.56 .664
Customer Behavior 372 3 5 4.32 .691
Customer Relationship 372 2 5 4.29 .851
Management
Sales Management 372 3 5 4.26 .783
Organizational Behavior 372 3 5 4.21 .700
Business Analysis and 372 3 5 4.18 .872
Forecast
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 372 3 5 4.06 .822
Management
Economic Laws 372 2 5 4.06 .860
Management Information 372 2 5 4.03 .824
Systems
Puwlic Relations 372 2 5 4.03 .862
Supply Chain Managemer 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 Stanaard Deviations of theroposed Qurses in BBA in Sales
Management Rogram (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 1999
Strategic Management 372 3 5 3.94 .760
Quality Management 372 1 5 3.84 .885
Managemnt 372 1 5 3.79 971
Trade Promotion 372 1 5 3.79 .884
Management
Introduction to Computer 372 2 5 3.71 991
Technology
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 Accoting 372 2 5 3.66 .842
International Business 372 1 5 3.63 1.037
Management
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 372 1 5 3.32 1.091
Accounting
Linear programming 372 1 5 3.19 .878
Valid N (listwise) 372

Question 38 in Part 3 of the questionnairecaglspondents to list oother
courses that they think are importantantributing competeres needed for first
line sales manageifidhe researcher recorded all the answers to Excel © file and

calculaté the percentage of each proposed courséghéototal number of
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respondents (372) based on its frequdi®yresults are presented ablB29. Of
the 18 suggested courses frdm respondents, four courses got highest attention
Business to Business (B2B) Mé&tl8e8a%) Marketing & Sales Analytlés67%),
Marketing Resedt€h40%), an8usiness Negotiatidh98%).Therefore these fou
courses would be considered &mtdtion in the curriculum of BBA in Sales
Management as selectmodules

Table 29 List of Suggested Courses by Respondents in Descendingder

Proposed Courses Frequency Percent

1. Business to Busess (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.ModernBusiness 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%
Numberof respondents 372
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Trends and Issues Facing the B2B lerket in Near Future

Additionally, the study seeks identify trends and issues facing the B2B
market in Ho Chi Minh City as well as in Vietnam. The research myfmstiois
objective is

What are the comindsti@nB2B market that ingades managers and #e need
skilsto adophetrends?

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-epdad questions determined the
repondent sd perceptions of competB2Bici e s,
organizations

After comprehensive lising and compiling ather e spondent sd a
resulting from thejualitative questionthe researcher conducted a thematic analysis
of the results by coding the data. Tla¢aon 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 grouy repeating ideas. The goal of thematic analysis is to narrow down
a numbeiof themes from the data to create one overarching tareenethod of
theme organization is the identification of nodes. Node creation hekpsetreher
identify themes by reviewing the data for concepts, language, or thoughts taken from

the respondein sadswertranscripts. When identifying nodes, the researcher can
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identify common themelsy manually highlighting and coding the text from the
transcript of eachuestionIn this researchhe transcripts we manually reviewed
to gather themes and siliemes dr each questionyhich prompéd validation of
nodes through keyword identificatidine following are perceptions gleaned from
therespondentbased on their answers to thiéerentquestios asked:
oln your opi ni on, critked fort sales knanademmentdtodentsaau
acquire to be successful in the future?¢

Possessing good interpersonal and communication skidgtrésnely
important,as81% of the respondents commented on communication as a top skill.
Marketing skills, knovdge of technology, and communication skills dominated the
skill sets perceived to be important. Marketing skills were rated high@2govath
ther espondent s citing 0O S0me f og centicab f s al
Respondents belietleat having té ability to interact with customers face to face,
along with a pleasing personality, is criticdirétline salesnanagrs. In factpne
respondent sayd believe that in the next few years we will see students graduating witt
proper pergperson communication skills. We are becoming too dependent on texting
mailing. We are losing the skills of one on one conversation and the ability to listen

Another respondent reinforcéde B2B marketonnection by sayingkirst
line B2B salemnagers need to have a thorough understanding of B2B sales, market

operations. The community that supports my B2B organization knows that | underst
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business. Finsé sales managers need to understand how B2B organizdi orekare connect
moments of truth for customers

What emerging trends in the B2B market will have the biggest impact on sales m:
students and why?

Overwhelnngly, the use of technology reaching a wider customer base
ranked highest, wit81% of the resppndents believing that the use of the Internet
has changed the way B2B organizations do business. The way orgamiyatien
greater number of professional and association conventions and training meetings
hdd, and numerous local, provinaad Govenment 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 relatistrsihggies wh increasingly
computer savvgustomers requires building relationships gfir@acial networking,
bloggingand destination Web sites. Knowledge-airemerce, advanced computer
skills, and awareness of global market places were ratédpasdiogors of trends
impacting the segment.

Respondents fedhat 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 accessibitigrket the customers, and
the relationships that are built from faedéace communication, which is lost with

increased use of the Imet.One executive believetheability to interact with customers
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facéoface, along with a pleasing pexsoveatititical tréits firsine sales managers
Mergers, intense competition, and a bad economy contribute to the main challenges
facing the segment, followed by ensuring that a high degree of professionalism,
ediwcation, and awareness is madé of the curriculum irsales management
educéon.
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 nstaledng of the B2B business.
Quality education and passion for the industry were cited yf #38aespondents
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 caimstitutions of higher learning do to improve the leadership ability of its stu
The most important criteria for leadershiml managemeateto develop,
maintain, and encourage liberal education, critical thinking skills and quality
internships ah co-operations The distinction between B2B market and sales
management is important for students to know. More5dfarof the respondents
feelthat leadership courses and business courses need t@ betharturiculum.
One respondent believdsat future sales manageshould have more trainsnig
speci fi c Speoalgzaienmwithén:the iadustry; each segment is becoming more del

with specialized skills needed to manage new produéts ndtcseecn be@btoftlpe t o
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respondentsgedicated work ethic and genuine passion for the business are traits
needed fofirst-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
weae cited as major threats feetsegment. Funding isswesiain as long as the
economy I S I n a downtur n. The constant
important to B2B organizations. Knowledge of the industry has been challenging in
the past. One respdent replies The general public does not understdBZBwhat a
organization is and does not know the economic impact of B2B market. We need a [publ
campaign of who we are and what we do and how it genarateCtaxmdotlarsii c at i r
functions of a B2B organization creates value and gives credibility to the industry.
Because the B2B organizateells to another organizatidack of qualifiecdales
staffsand an inability to identify aretruit diverse work staffentinue due to lalbo
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 andyexternal
and provide creative strategies to meet custo@aeds.

What can be done #imsdhallenges?

Fortyfive percent 43%) of the respondents believeales management
education is oftenomsidered vocationally orientedeTshift toward inclusion of

business courses was found magority 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 workpla@d business executives expectliinstB2B sales
manages to have industry and vocational knowledge as well as business acumen. The
common theme desired by B2B orgdions is the service componantwhich
relationships with people are the focus. Hiring faculty with industry experience was
found to be an imgrtant part of establishing the appropriate balance between
industryspecific knowledge and technical skills. Faculty with industry experience may
have a greater understanding of the B2B market workplace.

Proposed Intervention Plan

The proposed intgention plan is to restructutée curriculum for BB in
Sales Management prograrthatUniversity of FinanceMarketing. The University
of FinanceMarketing (UFM), operating directly under the Ministry of Finance, was
established in 1976, and has by now edaic$8%th year of operation. At present,
UFM has a varigtof training programsnd withl4 academidaculties offering Z
majors. Theskead to the awarding of undergraduate and graduate degrees in such
fields as bsiness administration, banking dmhnce, accounting, marketing,
valuation, real estate trading, international business, hospitality management,
management information system, Business Englisfhettraining scope of UFM
has sharply increased in the past years, with nearly 20,008 stwdé¢aking part in

t he Uni v e rtainihgypfograme eanging ftos feugar undergraduate to
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graduate studies. Most of UFM graduates whose qualifications are appreciated by the
society have secured relevant andpaelljobs.

The current BBAn Sales inagement program is rather go®d has many
modules that help ieontributing necessary competencies for studdowever, the
study results shothat there have been many trends that force sales managers to
acquirenew skills as well as castgncies to adapt the market chanflestefore
the new curricula f@BA in Sales Bhagement will meet the requireméntsocial
need of high skill employees. Thésnvention plan isea in detail in appendix F

In summary,B2B organizations do bossses in a competitive market
which meeng and exceeding the custosieeeds is a core competency. Executives
and sales manageitsB2B markeidentified the strongest competencies and skills
needed forfirstline salesmanagers. Results show thatuamber of specific
competencies theemed important, with mean rasdores oft.150r better. Overall,
there was general consensus among study participanBuithiatand Maintains
Relationshigefluences to Achieve, @adl$lanages as a Leadempeencies are
extremely important to the segment. The results of the study show that customer
service or peoplariented competencies, sometimes caleft skills(e.qg.,
communication, interpersonal skills, and relationship building), as well as business
acumen are important tB2Borganizationsand theséop threecompetencies were
deemed extremely important féirst-line salesmanagers according to study

participants. The findings are similaBtscld @0L2 andHerbiso® @013 studies
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on competencies For-Profit organizations and a U.S. insurdoased financial
services companyfhe competencieme sortedn descending ordeBuilds and
Maintains Relationshjpgafluences to Achieve Goalanages as a Leadeoaches
for Sales ResulBevelops &8lf to Achieve Goal#lanages Performan&uilds and

Maintains Relationshj@sdBuilds Talent
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Chapter 4
CONCLUSIONS AND RECOMMENDATIONS

Conclusions

Salespeoplelaya critical role in organizat®im delivering customer value,
and the way they fill 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., 2009T.his research aims to partially fill the gap in literature by
examining the copetencies required for optimymerformance ofirst-line sales
managey inthe B2B market in Ho Chi Minh City. Tinain purpose of this study is
to develop a competency model necessathif@muccess difst-line sales managers
in B2B market as viedby CEOs and Sales Managmerscurriculum development
in Ho Chi Minh City, Vietnamin addition, this study also aitosachieve the
following specificobjectives (1) To identify competencies considered essential for
first-line sales managers in Ho Chi M@h t yds B2B mar ket as
organi zations® executives as well as Seé
UFM shaild offer in the BBA in Sales aWagement curriculum to develop
compet@cies necessary for students in response to the needB2B timarketand
(3) To recognize new trends in B2B market and new needed rskilisline sales
managers so thétigherEducationinstitutions offering BBA in Sales Management

program can agh. The study results reveal the following
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1) As for the respodent$profile, talf of total 372 respondents (51.6%) in
the study are general managers, sales and marketing managers, and sales
executives from B2B organization Ho Chi Minh City. The other
respondents are middle managers or professors, lecturexdu@aion
managers in several universities in Ho Chi Minh City. itylagbtthe
respondenst (65%) have more than five years experierbe job. Over
71% oftherespondents are high school graduatesssociate graduates,
only less than 29%re higher ducation graduates. Most tiie
respondents (more than 92%) are in the ages of 30 orLasthg male
respondents 851%) outnumber théemale respondentsQ8%). The data
confirm the reliability, experienemd quality of theespondentof the
study.

2) All eight clustersof the competency modekere considered very
importantby the respondentsiith a mean rating of 4.T%he rank order
of the eght competency factors indicatdmt the most important
behavioral competencies &mwailds and Maintainsti®ekhipsnfluences to
Achieve Gga#d Manages as a Leaddowed byCoaches for Sales
Results Develops Self to Achieve Ggdl&anages Performandauilds
and Maintains RelationshipsidBuilds TalentThe toprated dimesions
within each factofocus on Displays responsibility for own actions; and results

Motivates individuals to enable sales ;paridrBetacelear expectations for
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condycwork activity and performiangeneral the Builds and Maintains
Relationshigsmpetency, thas required in order for exemplary flige
sdes managers to identify, budldd sustain key businestationships
both internally and externallsanked highest among the respondents.
Ability to influence foltavachieve goatsalso considered ewf the top
competencies by respondehesadership skilksre also considered by the
respondentsery necessafgr firstline sales managers dodmanager
in general
An independent sampteest of equality of means was udedassess
whetherthe importancenof competencies variedor notby the gender of
the respondent3he results exposkatmenconsidered the competencies
of a) Coaches for Sales Results, b) Manages Performance, ¢) Builds Tal
Manages as a Leader, and e) DevelapkiSealfGoateore important for
B2B firstline sales managers thammendid. The ttestof equality of
means also showthat there was naignificant difference on the
competenes: a) Influences to Achieve, GnaBuilds and Maintains
Relationshipsid cyales Prockssveemrmen and womerlrhe ANOVA
was used tassess wheth#te importancef competenciess variedor
not by the job positios years in current positi@aucational background,
and agef the respondentd he results shothat, differentjob positions

different educational backgrounds, and different age deukdslead to
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different poins of view on the importanoé each competency considered
necessary for fidine sales managers in B2B maiketvever, different
years in cuant positiondoesnot lead to different poistof view on the
importance of each competenc{except forSales Process Conjpetency
considered necessary for {fins¢ sales anagers in B2B market.
Since 2010, the University of Finandarketing began offieg BBA in
Sales Management pragr The program takes students flulitime
years to complete. The current BBA in Sales Management curricula
consists of 42 course&xtudy esultsreveal that almost albre courses in
the cure nt curri cul uAnin 8dles Mdndgénent réBeB
considered very important by respondents with Mears adlaee 4.0
Many ofthese high rating coursase specialized core courses for sales
management curriculun®penended question 38 in Part 3 of the
guestionnaire asks resgents to list oubther courses that they think are
important forthe development of cqatencies needed for fiiste sales
managers. (hel1l8 suggested courses fritma respondents, four courses
got highest attentiorBusiness to Business Mark&gikgting & Sales
AnalyticsMarketing Reseasstd Business Negotiatibmsse fourcourses
would be considered faddtion to the curriculum of BBA in Sales

Management as selection modules.
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5) Anecdotal data collected from omewed questions determindake
respondent sd perceptions of compet e
the industryResults of the study show that customer service or people
oriented competencies, sometimes calbédskillee.g., communication,
interpersonal skills, and reaship building), as well as business acumen
are important to B2B organizations, and ttegsthree competenciesea
deemed extremely important for fiise sales managers according to
study participants. The findings are similar to Bug2Bl2) and
Herbiso® &013) studies on competencies inA¥offit organizations and
a U.S. insurandmsed financial services company.

6) To apply the research findingspr@posed intervention program was
preparedto developa new curriculum for BBA in Saleandgemen
ba®d on the current curriculumtdie University of FinaneéMarketing.

7) This study has implications for several stakeholders: sales management
educators, recruiters, trainers, and students studying sales management and
marketing. The findings can (ajoyde educators with relevant
information on desired ogetencies important to industribat 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 (ajive firstline sales managers information on core

competencies desired by executives in the workforce and required of
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future leadersB2 B o r g a execumtiaes icam ralsodbenefit from the
findings in this study by increasing or developing internal emaardg
training in areas of sdalfentified weaknesses such as customer
relationship management or advanced people skills. This implies that all
customer contact personnel iB2B organizatioshould be crossained
to understand customer relations, whidheffectively produce positive
financial success and customer satisfaction.

Recommendations

Discovering the needs of the B2B market through educational research must
involve key players inthe field to collaborate and identify an array of skdl sets t
single sales management curriculum could addhess. is a disproportionate
amount of published research available to assist organizations in the identification of
core competencies to drive sales effectiveiiégs.limited research available
conentrates on broad traits or characteristics related tbnérstales manager
selection from the perspective of sales executives or general mdoagees., to
accept these general competencies as significant for the role of sales managers, one
must irier that the salient characteristics of sales executives or general managers are
similar to the characteristics of sales managers, which is not supported with empirical
evidenceBy defining sales managempetencies, employees, managedsieaders
can gasp what is required to reach new levels of performaneefore, this

research aims to partially fill the gap in literature by investigating the competencies
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required for optimum firdine sales manager performance in the B2B market in Ho
Chi Minh Ciy, Vietnam. It is expected that this research will contribute to the
understanding of effectiveumanresource development strategies to address
competency needs of sales managdées.following recommendations for future
research are based on the findofgihis study and the need for future research on
B2B organizations

1) Sincemajority of the respondents only finished high school and received
associate diplomas, it is recommended that they pursue higherFsiudies
the positios of sales manager, middtenager, or higher positioan,
bachelod s d e g r o @madtes grableate may be fully equipped with
necessargompetencies tguccessfully complete the tadkse present
study should be expanded to include more national participants to
determine if @eds are different in other provinces. This will add to the
generalizability of the findings.

2) B2B organizations in Ho Chi Minh City should heaaming courses to
improve the following competencies for their-fir@ sales managers in
order to meet cuent requirements from the mark@tilds and Maintains
Relationshipsfluences to Achieve @u@dldanages as a Ledder suitable
courses to be taught should be: Busingssnmunication Sales
Management, and Leadersfipe present study should &eganded to

include all sales managers to deteraungetency modelecessary for
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10(
sales managers in generfais willalsoadd to the generalizability of the
findings.
Since espondents with different agmlucational background, and job
position have different poins of viewon the importace of each
competency considered necessary forlifiestsales managers in B2B
market B2B organizations should usentral tendency ohany different
respondents to geiccurately thepinions on what they want targey
Firstlines sales managemsarketingmanagersand CEOs of B2B
organizationwgith the ages above 40 awith bachelod degree or higher
education are most suitablegining opinions on competencies necessary
for first-line sales managers.
Sales rd marketing concentration in BBA program shadaotdude
modules that providestudents with knowledge and skills on
CommunicationsManagementLeadership, Marketingellgg, Business
to Business Marketing, Marketing & Sales Analytics, Marketing Research,
and Business Negotiations.
Knowledge and skills on internet sales and marketing, softaskills,
business acumen are important to B2B organizaGongpanies should
regularly have marketing research to identify new trends on market, buying

behavioraswell as empetitive status and then act accordingly
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6) A longitudinal followup study is needed to assess whétiseline sales

7

managers are demonstrating the competency behaviors impdst2t to
market Skills and competency ratingsfimt-line salesnanagers should

be shared with students to allow them the opportunity to evaluate their
own strengths and weaknesses and relate them to their program.

Lastly, he prepared intervention program is highly recommended for use
in the University of Finance Marketing to improve theuality of

education for the BBA in Saleakagement program
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APPENDICES

Appendix A.lnvitation to Participate
Decembell, 2014

Dear Colleague,

| am a sales and marketing professor anadargtin the Doctoral Program
of the Ifugao State University in Lamut, Ifugao, Philippines, undertaking a study in
B2B marketMay | inviteyou to participatey answring the attached questionnaire
entitled Competency AssessmenTl8sadean attempto determinethe essential
competencies thafirst-line sales managers ne@d order to carry out their
responsibilities effectively in business to businessri{&Bjin the future.

You were selected to bearticipant because you are a sales managaeand
considered an expert possessing specific knowledge aniaftepth exprience
aboutthe topic being researchddthis research is aimed at obtaining yoponses
to specific inquiries regarding desired job competencies fndirsales managers
in your organization. The average time to complete the questionnaire is 15 minutes.
Your expertise and experience in the field will contribute to understaadurtgren
higher education needs of B#Bsales 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 publistte Please note ttreny comment or concern regarding this project is
welcome. You may call me at +848936865 if you have any questregarding
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this research. To participate, please complete the survey and retunnat byitkin
five 6) business days. If you choos@ to participate in the study, please indicate
that by return-enail.
Thank you for taking time to complete @mmpetency Assessmeamdtale
participating in the study. Your feedback will contribute to the continuous
improvement ofsales and mlagting education and may provide guidelines for

enhancing human resources objectives.

Sincerely,

Pham Quoc Luyen
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Appendix B. Invitation to Participate (Viethamese)
Ngay 01 thang M iHainnm 2014

Th aquy v,

Téilam tGi ngvienv Qu ntr banhang & marketing , vala
Nghiénc usinhti ns titr ng'n ih ccongl plfugaot iLamut,
Ifugao, Philippines . Toi L an g cthihnm tnghiénc uc - l i °n nquan
th tr ngB2B,vatdimu nm io6ng/b athamgia.B ngcauh ikh osat
LAhkemcdét i ° uBstgL §hgi 8 NBcnsg nhl mxac L nh xem
nh ngnnngl cc nthi tnaochocacnhaqu ntr banhangc pc s L
th chi nt tcongvi cc ah trongth tr ngB2Btrongt ng lai .

dng/ B" cin ithamgiakh oséatb iviéng/b alanhaqu ntr
banhangval cxemnh m tchuy éngiacdéki nth cc th vakinh
nghi mchuy énsauv ch L L cnghiénc u. Nghitnc unaynh m
m clL é&thuth pph nh ic abnlk yéuc uc th v nhAngl ccbéng
vi cmongmu nchocacnhaqu nlybanhangtr ctuy n L utién trong
t ch cc ab n. Th igiantrungb inh L hoanthanhb ncauh ilal5
phut. Chuy én mo6n va kinhnghi mc ab ntrongl @hv cnays L ng
gopvaos hi ubi tv yéucugiaod cL ih ct nglai v qu ntr ban
hang B2B.

D li uthuth ps L c¢cs dngl tngh pcho cacm ctiéu
c anghiénc unayvas b hu b saukhid @annghiénc ul choan

thanhvabdocédocu icungl ccébngb .Xinl uyr ngb tkf yki n
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ho cquant amv d annaylL ul cchaol n. Ong/ba c6th g icho
téi theos +84.93-899-6865n ucob tk[ cauh iliénquan L n nghi én
c unay.n thamgia,wil onghoanthanhvi ckh osatvag il ib ng
e-mail trongv ong5ng aylamvi c¢c.N u 6ng/ba khong mu n tham gia vao
nghiénc unay, xinchobi t qua e-mail.

Cam n o6ng/b alL «danhth igianho anth anh Bang L. §h gida Kh=
nAng vathamgiavaocu ckh osat.Cacph nh ic aéng/b as gop
ph nnangcaoch tl nglL ot obanhangvati pth vagiluptnng

c ngcacm ctiéungu nnhanl c.

Trantr ng,

Ph mQu cLuy n
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Appendx C. Surveyl nstrument
FIRST-LINE SALES MANAGER COMPETENCY SURVEY
Liiu y quantr C"E)g (Important Notes  ):

T Cntr | ih tt tc caccauh i (All of the survey responses are
required ).

1 Cacphatbi unnngl ctrongm inhomkh nhAnglk cs px p
khongtheoth t nh t L nh(The competency statements within
each competency cluster are in no particular order ).

 Cacnhomkh nnng Lcd nt ¢ 8c nnaclhg chnngvacoth
nhinth yvaxaclL nhcoéngvi c.NAngl chanhvi, v nkhéng nhin
th y Lcho ccotinhca bi tchom tcéngvi cnh ngcdth ap
d ng Lcchob ic nhkinhdoanht ngth ,khéng L chaog m
trong nghi én c un ay, vi ching th nglk cxadclknh cptl
doanh nghi p,vid nh ,kh nnAnglanh L o é Tlie competency
clusters are derived from funct  onal competencies and are visible
and define the work. Behavioral competencies, which are notvisible
or specific to a job butare applicable to the business setting as a
whole, are not included in this research, as they are typically

defined at the enterp rise level, e.g., leadership capabilites ).

PHAN 1: NH AN KH MU HoC - PART 1: DEMOGRAPHICS

1. B nLkanggi vV trinaotrongng anh (Whatposition do you hold in the
industry )?
T nggidm L c (General Manager )
Gi 8 mchén hang va marketing ( Director of Salesand Marketing )
niuhanhbanhang (Sales Execu tive)
Qu nly c ptrung kh ac (other middle Manager)
Khac ( Other)
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2. Bnlk«amcébngvi cnay L chbaoléaur i(How many years have you
been in your profession )?

D i5nnm (LesSyearhan

T 5L nl1l0n Anm (Between 5 and 10 years)

T 11 L n15n Am (Between 11 and 15 years)

Tr°n 15 nnm (More than 15 years)
3. Tr 3 n hh d&v n (Educatonal Background )

Ph thong trung h ¢ (High school diploma)

Trung ¢ p (Associate degree)

n ih c/Cao L ng (University/college graduate)

Th cs (Master & degree)

Ti ns (Doctoral degree)
4. Tu itac (Age)

29 or less

30 - 39

40 - 49

50 - 59

60 or above

5. Gi itinh (Gender)
N (Female)
Nam (Male)
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PHAN2: né NH GCAEKH n NNN @nN THI 4T CHO C AC GI AM
SAT BAN HANG CONG NGHI blP
PART 2: ASSESSMENT SCALE OF COMPETENCIES NEEDED
FOR B2B FIRST -LINE SALES MANAGERS

Scale Mbc L# quan Mot A (Description)
tr Cdg (Level of
Importance)
1 Khéngc nthi t | Noitcot mquantr ngchos thanhcdng

(Unnecessary) c agiamsatb an h ang (Ithas litle to no
iImportance to the success of first -line sales

managers)
2 H iquantr ng |[N- ¢ Daiguarhtr ngchos thanhcong
(Slightly c agidmsatb an h ang (Ithas some
Important) importance to the success of first -line sales
managers)
3 Quantr ng N6cot mqguantr ngchos thanh congc a
(Moderately giam satb an h ang (Ithas a moderate level of
Important) importance to the success of first -line sales
managers)
4 R tquantr ng | N&6r tt mquantr ngchos thanhcong

(Very Important) c agiamsatb an h ang (ltis very important to
the success of first -line sales managers)

5 C nthi t N6r tc nthi tchos thanhcdéngc agiam
(Essential) satb an h ang (Itis essential to the success of
first -line sales managers)

Hi4"ngd mn: Cac phatbi usau L ®th hi nquan mtciadéngb av
cackh nnAngc nthi tchocacgiamsatbéanhang trongth tr ng
cong nghi p. Lam tchuy éngia,wil ong L. &h gi & cacphatbi u
d iL®t mclL (1-khéngc nthi t)L n(5 -c nthi t)cho
giam sat b an h ang - The following statements refer to your
perceptions of competencie s needed byfirst -line sales managers in
B2B market. As an expern, please rate the competency statements
below from (1 - unnecessary)to (5 - essential)forf irstline sales
managers .
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COMPETENCIES

Level of
Importance

l. HIblU QUIn NHOM - TEAM EFFECTIVENE SS

I.1. Hukaluy oy LV nang cao doanh's C3 (Coaching for Sales Results)

1. Quansathanhvi banhang L xacLnhnh ng Li m
m nh, Li my u,vac h ik cithi n (Observes
sales behavior to identify strengths, weaknesses, and

opportunities for improvement)

2. Canb ngs kh cph cv inh ngph nh itichc c
L L mb oh ngdnt i uvacithi nhi usu t
lam vi ¢ (Balances corrective with positive feedback to
ensure optimum guidance and performance

improvement)

3. Th hi nrédnh nghanhvid ki nL Ltk tqu ,
L aracdch ngd n,cacmohinht t,vacacc h i
quans at L phattri nnnng!l c (Demonstrates
expected behaviors to achieve results, providing
instruction, positive models, and opportunities for

observation in order to help s kill development )

4. n ngviéncanhéan L. kich ho tthanhtich béanhang

(Motivates individuals to enable sales performance)

5. Ktn icachanhvitr 6ng L iv inh ngk tqu co
liénquan L nbanhangchi nl c (Links expected

behaviors to strategic sales -related outcomes)

[.2.Qu anly Thanhtich - Manages Performance

6. Qu nlythanhtichth pb ng c 8camam: ts
hi ubi trérangv nh nggic nthi tL cithi nva
h qgu cavi ckhénglamnh vyvis tint ng

rngng ilk-L« cngheval ix céngb ng
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Level of

COMPETENCIES
Importance

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

treated)

7.n tkf vngrdérangchovi cth chi n,ho tL ngva
hi usu tlamvi c (Sets clear expectations for conduct, 11213145

work activity , and performance)

8. Sosanhhi usu tv is mong L i (Compares

performance to expectations)

9. Cngc cacn | cvatinb b ngcachs d ngcéc
ph nth ngva céong nh nthichh p (Reinforces
efforts and progress using rewards and recognition as

appropriate)

10. Tuanth caccacchinhsachqu nly hi usu tva
th tccat ch c(Adheres to organii|(2|3|4/|5

performance management policies and procedures)

1.3. Xay d 'ng T ain Ang - Building Talent

11. Tuy nd ng, khuy nkhich,vach md t(h p
L ngv inh anvién) L néng caoth anhtich ban hang
vaxacLnh L cnh ngkh nnngcony ukém 11213145
(Hires, promotes , and terminates to improve sales

performance and address capability gaps)

12 n mb oL nnAngl ctrongnh 6mnh mLtL c

m ctiéu, L ‘mphantimki mtainnngchoph u h p 11213]4ls

(Ensures enough capacity on the team to achieve
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Level of

COMPETENCIES
Importance

objectives, negotiating for talentas appropriate)

13. T3® m c8d¢d bl lnh ngkho ngtr ngtainnng
thongquah ptacv icacthanhvién L sangt ora
vath chi ncack ho chphatti n m clL L i
nh 6m va ca nh an (Seeks to fill talent gaps through 11213145
collaboration with tt' am members to create and
execute developmental plans at the team and

individual level)

1. HIblU QU CA NHAN - PERSONAL EFFECTIVENESS

I1.1.Qu anly nh 4 lam #t L« n h Aol- Manages as a Leader

14. Th hi nLk ol ckinhdoanhtrongs angvag n
k tv icacgiatr c acbngty vacanhan
(Demonstrates unquestionable business ethics and

commitment to company and personal values)

15. S nsangch utrachnhi mtr c¢nh nghanh
L ngvak tqu c ab nth an (Displays responsibility 11213145

for own actions and r esults)

16. Qu nly,canb ngv itinhkh &ch quanv atén
tr ng cacca nh an (Manages with balance, objectvity , (121345

and respectfor the individual)

17. Th hi nvatruy nc mh ngchos t tin

(Demonstrates and inspires confidence)

18. Lam thinhm uchoth anhtichcao (Isa role

model for high performance)

19. Th hins t ch vakimgi c¢cmxldcvaxungt
trongt mki msoéat (Displays self -control and keeps 11213145

disruptive emotions and impulses in check)
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COMPETENCIES Level of
Importance
200 Th hi ns ch pnh nm ohi mm tcéachth éng
minhtrongvi cL araquy tL nh (Demonstates 11213145

smart risk -taking in making decisions)

21. Th hi nkh nnngph ch itr cnhi uthay L i,
y ut L uvao,ho ccnngth ngtrongsu tquétrinh
lam vi ¢ (Maintains resilie ncy to many changes;

inputs; or stresses throughout the course of working)

22.  Th hi ntinhlinhho tvakh nnngthich ngv i
nhi unhi mv vaquatrinhkh acnhau (Displays
versatlity and adaptability at many different tasks

and processes)

1.2.T Ao anhh 4’ ng LV LAt Lit"cm scti éu - Influences to Achieve

Goals

23. V tquacacph nbacb ngcack nnng,s d ng
cacvid ,logic,d li u,ho ccacthongtinli én quan
kh ac (Overcomes objections with skill, using

examples, logic, data, or ot her pertinentinformation)

24. Th hins ch L ngl ngnghe,ch tyt inh ng
gikang L cndivab ngcachs d ngcack thu t
L tcauh ihi uqu L thAmdovalamrdnh mL t
L c¢cs hi ubi tchinhx ac (Demonstrates active
listening, paying ¢ lose attention to whatis being said
and using questioning techniques effectively to probe

and clarify in pursuit of accurate understanding)

25. X 8cnhhinhth ctruy nthéngphu h pv itinh
hinhval mb or nggiaoti pb ngl inéi/vi tva

cactrinhbaynhdmtruy n L tthoéngtinvayt ng
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COMPETENCIES

Level of
Importance

m tcachrdrang,ng ng n,chinhxacvathuy tph c
L I6ikéos chuycang inghevagiuph hi uva
| ugi | icacth éng Li p (Determines the appropriate
communication format for the situation and e nsures
that verbal/written communications, and group
presentations convey information and ideasin a clear,
concise, accurate, and persuasive manner that

engages the audience and helps them understand and

retain the message)

26. n mb ogiaoti pphuh pb ngcéch Lnhrdva
L ngligcacyéuc uc ang inghe (Ensures
responsive communication by making sure inquiries
are addressed and expedited to facilitate the needs of

others)

27. n tt itruy nthoéngthuy tph ¢, nhh ngln
guan mkvas dnglyl L Ltk cphnh ihoc
quy t L nhmong L i (Attains persuasive
communication, influencing perceptions and using
sound reasoning to achieve desired responses or

decisions)

I1.3.Phattri vnbanth an LvLAt m::cti éu - Develops Se
Goals

If to Achieve

28. Duytri s hi ubi tv tinh hinh kinh doanh,
nganh, khach hang, ¢ nhtranh,v ataichinhhi nt i
val as hi ubi tL -vaocongvi c (Maintains
current business, industry, customer, competitive, and

financial acumen, andincorpo rates into work)
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COMPETENCIES

Level of
Importance

. TH BC HI bN VA KuT QU ii (EXECUTION AND RESULTS)

.3.T AodlngvaDuytr i caicm COguan h oy- (Builds and Maintains

Relationships)

29. Nudid ngvaphattri ntinhtr ngc v ntnc vy,
b ngcach L. mb or nggiatr s nph mho cdchv
L clLiuchnhvacngh ngv inhuc uc a
kh ach h ang (Cultivates and develops trusted advisor
status, by ensuring that product or service value

propositions align and resonate with customer needs)

30, Ch L ngnuéid ng,b ov vaphattri ncacm i
qguanh vic pL caoh nc as t tinvas h p
tacgi acacbénliénquan ttc cacc p,d atrén
tinhtoanv nvas tint ngcanhan (Actively
nurtures, protects and develops relationships to higher
levels of confidence and colla boraton among
stakeholders at all levels, based on personal integrity

and trust)

3. H tr cho kh3§8ch ildi"mchoquyk nl i
khach hangtrongvi cl pk ho chkinhdoanhc a
congty,valk mb or ngm tquan Li mLnhh ng
khachhanglachu nm cchovi craquy tLnh
(Advocates for the customer, representing customer
interests within company business planning, and
ensuring thata customer -oriented perspective is the

touchstone for decision making)

. 2. Qu antr oquatrinhbanh ang - (Managing the Sales Process

32. X8cnhinh nglidi nbanhangconh ngho t
L ngkinhdoanhph Oh pL luénlktlk cm ctiéu

1

2

3

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. n ut th igianchovi cho ch Lnhchi nl cL
xaclknhv trit tnh tcho L iL thanhcéng (Invests
time in strategic planning to best position the team for

success)

34. X lycacho tlL ngsail ch,t ptrungth igian
c aNVBHvaocacho tL ngmang! igiatr caonh t
(Troubleshoots pipeline aberrations, focusing rep time

on highest -value actvities)
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PHAN3: né¢ NH Gl
DOANH NGHI bIP B2B

12z

¢ Cig ENNKGIEnN THI 4T CHO C AC
- PART 3: ASSESSMENT SCALE OF

COMPETENCIES NEEDED IN B2B ORGANIZATIONS

Cé&c phét bi

rom clL

lién quanc achuiangtrong m Oitr

usau L @ph n anhquan Li mc aOng/B av m clL
ngc acacmoénh clL
marketing,v am cL
B2B. Vui long ch

cgingdy bclk ih cbanhangva
ng kinh doanh

L $hgidac adng/b avit ngy ut -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
represents your opinion regarding the dimensions of each factor.

1 = khéng quan tr
2=h iquantr

3 =quan tr
4=r tquantr
5 = vd cung quan tr

ng

- notimportant

ng - somewhatimportant

ng - important

ng - very important

ng - extremely important

Cour ses

Level of
importance

An h wiEnglish

213|4

Giaoti p kinh doanh

- Business Communications

Hanh vi khach hang

- Customer Behavior

Hanh vi t

ch c - Organizational Behavior

al B W N

H th ngthongtinqu ntr

Information Systems

R R R R e
gl o af ;o o;

2
2
2
2

Wl W W w
R

- Management

K toanqu ntr

- Managerial Accounting

Kinht |

ng - Econometrics

Kinh t

vemo - Macro Economics

© o NI ©

Kinh t

vim o6 d Micro Economics

Lu tkinht

- Economic Laws

11.

Mark et i n g nc-rBasic Barketing

12.

Nghi pv béan hang - Selling skills

13.

Nguyén ly k
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Cour ses . Level of
importance
14.  Nguyénlyth ngké - Principles of Statistics 1123|145
15. PhéantichvaD baotrong kinhdoanh 0Business [1|2 |3 |45
Analysis and Forecast
16. Phéplu tlL ic ng - BasiclLaws 1123|415
17. Quanh cbng ch uang - Public Relations 1123|145
18. Qu nlych tl ng - Quality Management 1123|415
19. Qu ntr banhang - Sales Management 112345
20, Qu ntr banl - Retail Manag ement 1123|145
21. Qu ntr chi nl c- Strategic Management 1123|415
22. Qu ntr Chu icung ng - Supply Chain 1123|415
Management
23. Qu ntr h c- Management 1123|145
24, Qu ntr Kinhdoanhqu ct - International 1123|415
Business Management
25. Qu ntr marketing - Marketing Management 112|345
26. Qu ntr nhanl c-Human Resource 1{2(3(|4|5
Management
27. Qu ntr Quanh khéachh ang - Customer 1123|145
Relationship Management
28. Qu ntr r iro - Risk Management 1123|145
29. Qu ntr taichinh - Financial Manage ment 112|345
30. Qu ntr xucti nth  ngm i- Trade Promotion 1123|415
Management
31. Quyho chtuy ntinh - Linear programming 1123|415
32. Taichinh&Ti nt - Finance and Monetary 1123|415
33. Th tr ng Tai chinh - Financial Market 1123|145
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Cour ses Level of
importance
34. Th chanhngh nghi p1 - Internship 1 1123|145
35. Th chanhngh nghi p2 - Internship 2 1(2|13(|4]|5
36. Th ngm iLint -ElectronicCommerce 1(2|3(|4]|5
37. Tinh clL ic ng - Introduction to Computer 1123|415
Technology
38. Mon khac (wilongli tké ra) o other courses
(please list out):
eeeeéééeccceeceecéééeeceeceéé (12|13 (14]5
eéééeéeéeecéeceeceeceeceeceeéeéeé |112|3|14(5
eeeeéééececcececeecéééeeceeceéeé (12|13 (4]5
eeééeéeéecéeecéeeceeececeeeceéeéeé |112|13|14]5

PHAN 4:C AUHsalMj naNHTINH - PART 4: QUALITATIVE
OPEN-ENDED QUESTIONNAIRE
1. Theo qumr abin,k nAnng nitnrbngr tquantr ngcho
sinhviéenqu ntr b8&n h " nhgnhledng 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 ngxuh ngm in itrongth tr ngB2Bs cOtaclk ngl nnh t
L iv isinhvi énqu ntr ban hangvat isao? - Whatemerging tr ends
in the B2B market will have the biggestimpacton sales management

students and why ?
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. Nh ngph mch tnaogépph nchothanhcéngc ab ntrong!| &h
v cqu ntr banhang? - To whatqualities do you attribute your

success in the sales managementarea ?

. Cacc s L" oot Lh ccoth | " m gniéanglcaokh nnng | «wnh
cho sinh vién? - Whatcan institutions of higher learning do to improve
the leadership ability of its students ~ ?

L

. Thachth cl nnh t v i | 20du nir banhangB2Blagi? -
What is the biggest challenge facing the B2B sales management
segment?

. Coth I " m gi¥ idacthachth _ cL - ?Whatcan be done about

these c hallenges?
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Appendix D. Listing and Coding of Competencies

COMPETENCY CODING COMPETENCY ITEMS
CLUSTER
TEAM Q1.1.1 | Observes sales behavior to identify strengt
EFFECTIVENESS weaknesses, and opportunities for
improvement
Q1.1. Coaches for Sales| Q1.12 | Balances corrective with positive feedback
Results-Competencies ensure optimum guidance and performanc
required in order for improvement
exemplary firsine sales Q1.1.3 | Demonstrates expected behaviors to achig
managers to draw out the results, providing instruction, positive mode
best performance of the and opportunities for observation in order t
individual or group throug help skildevelopment
ongoing observation, Q1.1.4 | Motivates individuals to enable sales
motivation, and performance
developmental feedback.[ Q1.1.5 | Links expected behaviors to strategic-saleg
related outcomes
TEAM Q1.2.6 | Manages underperformance by providing a8
EFFECTIVENESS clear understanding of what is needed to
improve and the consequences of failing tg
Q1.2. Manages so with the confidence that the person has
Performance- fully heard and fayrkreated
Competencies required i Q1.2.7 | Sets clear expectations for conduct, work
managing individual and activity and performance
team outputs tproactively] Q1.2.8 | Compares performance to expectations
and continuously improve  Q1.2.9 | Reinforces efforts and progress using rewa
sales results. and recognition as appropriate
Ql1L210|Adheres t o oforngaacei z a
management policies and procedures
TEAM Q1.3.11 | Hires, promotes, and terminates to improve
EFFECTIVENESS sales performance and address capability
Q1.3.12 | Ensures enough capacity on the team to
Q1.3. Builds Talent- achieve objectives, negotiating for talent as
Competencies required if] appropriate
order for exemplary first | Q1.3.13 | Seeks to fitalent gaps through collaboratio

line sales managers to
continuously assess tean
capability and capacity,
managing hiring,
promotion, and terminatig
to improve sales

performance.

with team members to create and execute
developmental plans at tham and individug
level
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COMPETENCY CODING COMPETENCY ITEMS
CLUSTER
PERSONAL Q2.4.14 | Demonstrates unquestionable business et}
EFFECTIVENESS and commitment to company and personal
values
Q2.4. Manages as a Q2.4.15 | Displays responsihilitgrfown actions and
Leader- Competencies results
required in order for Q2.4.16 | Manages with balance, objectivity and resy
exemplary firdine sales for the individual
managers tbuild Q2.4.17 | Demonstrates and inspires confidence
credibility and trust, achiel Q2.4.18 | Is a role model for high performance
aspirations, maintainan I Q2.4.19 | Displays sekontrol and keeps disruptive
appropriate attitude, and emotiors and impulses in check
lead teams and other Q2.4.20 | Demonstrates smart rigking in making
individuals. decisions
Q2.4.21 | Maintains resiliency to many changes; inpu
stresses throughout the course of working
Q2.4.22 | Displays versatility and adaptability at man
different task and processes
PERSONAL Q2.5.23 | Overcomes objections with skill, using
EFFECTIVENESS examples, logic, data, or other pertinent
information
Q2.5. Influences to Q2.5.24 | Demonstrates active listening, paying closs
Achieve Goalsd attention to what is being said and using
Competencies required ir] qguestioning techniques effectively to probe
order for exemplary first clarify in pursuit of accurate understanding
line sales managers to Q2.5.25 | Determines the appropriate communicatior
effectively listen, speak, format for the situatioma ensures that
persuade, question, and verbal/written communications, and group
write within appropriate presentations convey information and idea
business norms based or clear, concise, accurate, and persuasive m
sold understanding of that engages the audience and helps them
needs, using whatever understand and retain the message
medium is most Q2.5.26 | Ensures responsigemmunication by makin
appropriate. sure inquiries are addressed and expedite(
facilitate the needs of others
Q2.5.27 | Attains persuasive communication, influen
perceptions and using sound reasoning to
achieve desired responses or decisions
PERSONAL
EFFECTIV ENESS
Q2.6. Develops Selfto Q2.6.28 | Maintains current business, industry, custo

Achieve Goalsd

competitive, and financial acumen, and
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COMPETENCY CODING COMPETENCY ITEMS
CLUSTER
Competencies required ir] incorporates into work
order for exemplary first
line sales managers to sti
current, manage time andg
technology to expedite
work, and identify and tak
advantage of developmet
opportunities to achieve
persoml and professional
goals.
EXECUTION AND Q3.7.29 | Cultivates and develops trusted advisor stg
RESULTS by ensuring that product or service value
propositionsalign and resonatetivicustomer
Q3.7. Builds and needs
Maintains Relationships | Q3.7.30 | Actively nurtures, protects and develops
0 Competencieequired in relationships to higher levels of confidence
order for eemplary first collaboration among stakeholders at all lev
line sales managers to based on personal integrity and trust
identify, build, and sustaif Q3.7.31 | Advocates for the customer, representing
key busines®lationships customeilinterests within company business
both internallyand planning, and ensuring that a custemer
externally oriented perspective is the touchstone for
decision making
EXECUTION AND Q3.8.32 | Validates sales representatives have adeq
RESULTS working business pipeline to consistently
achieve sales goals
Q3.8. Sales Process Q3.8.33 | Invests time in strategic planning to best
Competencies required ir] position the tearfor success
order for exemplary first | Q3.8.34 | Troubleshoots pipeline aberrations, focusir

line sales manageos
identify, engage, move,
close, and protect sales

opportunities.

rep time on highestlue activities

Publishedby: Associated Asia Research Foundation



12¢

Appendix E. The BBA in Sales Management program in UFM (2012018

program)

No |Id Courses Credit hours
GENERAL EDUCATION 38

1. 010015 | The basigrinciples of Marxisfheninism 5
2. 0100 | Revolution Plicy of Vietnam Communist Par 3
3. 01006 Ho Chii Mi nhds t hough 2
4. 01008 | Basic Laws 2
5. Select one of three following courses

010020 | History of Economic Theories 2

0100?? | Business Researtiodde 2

010019 | Applied Psychology in Business 2
6 010@1 | Business Communication 2
7. 010@2 | English2 3
8. 010@3 | English3 3
9. 010@4 | English4 3
10. | 010@5 | Advanced Mathematics 4
11. | 010@7 | Introductionto Informatics 3
12. | 010@6 | 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. | 010B1 | Micro-economics 3
15. | 010B2 | Macreeconomics 3
16. | 010@B3 | Management 3
17. | 01034 | Basic Marketing 3
18. | 0108 | Accounting Principles 3
19. | 010@9 | Econometrics 3
20. | 010@5 | Financed Monetary 3
21. | 010@0 | Customer Behavior 2
22. | 010@6 | Economic Law 3
23. | 010®2 | Human Resource Management 3
24. | 010®4 | Financial Management 3
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No |Id Courses Credit hours
25. | 010®5 | Strategic Management 3
26. | 0110 | Internshipl 2
27. | 0142 | Selling skills 3
28. | 01A196 | Sales Management 3
29. | 0144 | Retails Management 3
30. | 0145 | Customer Relationship Management 3
31. | 0138 | Supply Chain Management 3
32. | 01®@53 | Internship2 2
33. | 01028 | Advance Computer Science 3
34. Select one of two followgrcourses

010266 | Electronic Commerce 2

010268 | Trade Promotion Management 2
35. | 010®9 | Marketing Management 3
36. | 01@92 | International Business Management 3
37. | 01@93 | Risk Management 3
38. | 01®B03 | Business Analysis and Forecast 3
39. | 01@94 | Financial Market 2
40. | 0140 | Quality Management 3
41. | 01®B01 | Organizational Behavior 2
42. | 01®B25 | Final Practice & Thesis Writing 8

TOTAL CREDITS 124
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Appendix F. Proposed Irtervention Program for Restructuringthe Curriculum
of BBA in Sales Management ®gram in UFM
1. Rationade

One of the most important activities of the university is the development of
curriculum orcourse outlines in consonance with the national and international
demands and realitiéshe University of FinanceMarketing is the first and only
universityanong above 433 higher education institution¥ietnam that offers
Bachelob slegree program specializingSales Management. Since BBA in Sales
Management is mew program in Vietnam, its curriculum may not fully meet the
requirements from the busines&ekicators Tesone and Ri@005) focused on the
collaboration of education and busidedscurriculum paradigms. Their theories
have argued that effective core competency models needed-laventnanagers
are determined by specific industry leaderare useful tools for both organizations
and educators taapt. Competency models paimoanprehensive picture of critical
skills needed by the organizations that implement them. They also believed that
competency models could aid in educating fgemerations of leaders by guiding
uni versity facilities i n designing cur:t
Therefore, there ia needto identify the ourses necessary in the BBA in Sales
Management program.

The current BBA in Salesakhgemengrogram is rather good @& has many

modules that help icontributing necessary competencies for studdowgver the
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studyresults showhat there have beemany trends that foreales managers to
equip themselves witmew skills as well as competes toadapt the market
changes. Ae proposednew curmcula for BBA in Salesdviagement will meet the
requiremers forsocial neexbf high skill employees.

2. Objectives

The main objective of the proposed intervention @ato enhance the
education quayi as well & the brand name of the BBA in Salesndgement
program of the University of Financdéarketing.The specific objectives of the
proposed intervention plan are:

- To build degree programs that tightly fit the needs of the business
communityby sypplying necessary and up to date skills and knowledge
for students

- To permit students to augment traditional learning approaches with
extensive sales and negotiation role plpybggams;

- To build a BBA in Salesavlagement program that edusatadents
on knowledge and skills needed feorking successfully in the
changing, high deanding, and challenging mar&at

- To create a new prograbasd on the current curriculum with

revisions to meet above requirements.
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