
 
  

  

Managing a Sales Force 
 

Course Module in Sales Management 
 
Course Modules help instructors select and sequence material for use as part of a course. Each module 
represents the thinking of subject matter experts about the best materials to assign and how to organize 
them to facilitate learning. 
 
Each module recommends four to six items. Whenever possible at least one alternative item for each 
main recommendation is included, as well as suggested supplemental readings that may provide a 
broader conceptual context. Cases form the core of many modules but we also include readings from 
Harvard Business Review, background notes, and other course materials. 
 
1. Overview of suggested content (HBS case unless otherwise noted) 
 

Title Author Product 
Number 

Publication 
Year 

Pages Teaching Note 

1. Sales Compensation 
Sales Force Integration at 
FedEx (A),(B),(C),(D), & (E) 

Godes 506029 
 

2005  17p 508073 

Alternative 1: Designs by 
Kate: The Power of Direct 
Sales  
(HBS Briefcase) 

Deighton & 
Abbot 

4284 2011 10p 4285 

Alternative 2: EFI, Inc. (A) Godes & 
Barley 

508044 2008 21p 508084 

Supplement : Aspects of 
Sales Management: An 
Introduction (HBS note) 

Cespedes 589061 1998 16p -- 

2. Developing Skills in a Sales Force 
Lincoln Financial Group, (A), 
(B) and (C) 

Godes & Lane 508028, 
508029, 
508030 

2008 21p  
14p 
11p 

508083 

Alternative: Baria Planning 
Solutions, Inc.: Fixing the 
Sales Process (HBS 
Briefcase) 

Wheelwright & 
Schmidt 

4568 2011 16p 4569 

Supplement 1: Best Face 
Forward (HBR article) 

Rayport & 
Jaworski 

R0412B 2004 13p -- 

Supplement 2: Leveraging 
the Psychology of the 
Salesperson (HBR article) 

Rapaille & 
Coutu 

R0607B 2006 11p -- 

3. Sales Compensation Plan in a Professional Services Firm 

https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=506029
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=506029
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4284
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4284
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4284
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=508044
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=508028
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=508028
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=508028
http://cb.hbsp.harvard.edu/cb/product/508028-PDF-ENG
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4568
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4568
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=4568
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0412B
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0412B
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0607B
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0607B
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0607B


 
  

  

Perelson Weiner LLP Narayandas & 
Steenburgh 

506006 2005 27p 506080 

Alternative: ENSR 
International 

Godes 503075 2003 24p 503094 

Supplement: How Right 
Should a Customer Be? 
(HBR article) 

Anderson & 
Onyemah 

R0607D 2006 12p -- 

 
II. Rationale for selecting and sequencing the items in this module 
 
This module explores strategies for managing a sales force.  
 
Section 1 looks at the central issue confronting sales mangers: sales compensation. Sales Force 
Integration at Fedex (A) is the first of a case series that focuses on sales compensation and the evolution 
of a compensation plan. It also considers the integration of heterogeneous sales forces. The first 
alternative, Designs by Kate: The Power of Direct Sales (an HBS Briefcase), illuminates the importance of 
salepeople’s perceptions of incentives and the impact of these perceptions on product and company 
performance. The second alternative, EFI, Inc., allows for a deep discussion of the bases for variable 
compensation in sales, including observability of effort and outcome, risk aversion, and team vs. 
individual pay. 

Section 2 takes up the topic of developing skills in a sales force. In the Lincoln Financial Group case 
series, students are confronted with a range of decisions – from strategic to tactical – surrounding the 
transformation a $7 billion wholesaler of financial services products; the cases closely examine the firm’s 
management and development of the skill level of its sales resources. In the alternative case, Baria 
Planning Solutions, the managers of a consulting firm are concerned about the disappointing 
performance of the sales team in attaining new clients and renewing existing ones. In looking for 
solutions, they explore the benefits of resources pooling, cross training, and scheduling flexibility. 

Section 3 explores the subject of sales compensation plan in a professional sales firm. In the main case, 
Perelson Weiner LLP, a successful accounting firm in New York City begins to re-evaluate its incentive 
strategy as it makes plans to grow its business. The alternative case, ENSR International, examines a 
sales organization and the selling of professional services and highlights the complexity of selling those 
services. 

 

 

 

 

  

 

https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=506006
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=503075
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=503075
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0607D
https://hbsp.harvard.edu/search?N=&Nrpp=10&Ntt=R0607D

