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Abstract
In line with the global markets’ current trend, the Palestinian market has recently witnessed consecutive implementations
of different sales technologies by leading firms in different industries; one of these technologies is the Sales Force
Automation (SFA) technology. However, although the adoption and use of sales technologies have been attractive topics for
IT literature over the last two decades, the Palestinian empirical research remains silent in this regard, leaving the outcomes
of implementing and using the SFA technology in the Palestinian market unveiled yet. Accordingly, this study unfolds the
outcomes of SFA usage and uncovers whether this technology tells a success- or a failure-story among the Palestinian firms
employing it. Based on literature review and a case study of SFA implementation by one of the leading Palestinian firms, a
group of expected outcomes was hypothesized to measure the realization of the SFA technology benefits from three
perspectives: sales managers, salespersons, and customers. The results show that using SFA technology in the Palestinian
commercial firms has achieved all of its expected outcomes as indicated by responses of sales managers, salespersons, and
related customers who were totally appreciating this technology and its key benefits.
© 2015 Jordan Journal of Mechanical and Industrial Engineering. All rights reserved
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1. Introduction
In today’s world, so intense markets’ competition sales
managers are confronting unsurpassed pressures to
maintain effective selling strategies [1; 2], enforcing an
additional burden on sales forces to create a competitive
advantage [3]. Consequently, most firms, in every
industry, are closely observing the area of Information
Technology (IT) and rushing to invest significant
resources in Sales Force Automation (SFA) technology
with the goal of improving sales performance and
enhancing customer services [4; 5]. In spite of the fact that
there is no conclusive definition for SFA technology, it can
be regarded as the deployment of technology in the form
of computer hardware, software, and telecommunication
by sales personnel to automate selling and administration
[6]. By definition, SFA technology seems to come up with
momentous potentials [7]. Order processing, order
tracking, inventory control, customer management, sales
performance evaluation [8], and most importantly, speed
of information flow and sharing [9] are just a few
examples of the business areas an SFA system aims to
improve by means of automation.
In accordance with the current global market trend, the
Palestinian market has recently witnessed consecutive
implementations of different sales technologies by leading
firms in different industries along with the growing
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number of vendors who offer specialized implementation
and support services on SFA and Customer Relationship
Management (CRM) technologies. Interestingly, mobile
solutions, GSM wireless technology, and centralized
databases have been employed with SFA systems to
support the business nature of hosting firms, which clearly
indicates that SFA local projects are not basic or simple,
but rather, they embody an advanced model of latest
technologies.
The empirical study, however, has provided no ample
scholarly evidence on the benefits gained from using SFA
technology [10]; one of the noticeable findings is that a
successful utilization of SFA technology is viewed as
rather a sophisticated and unguaranteed task; it entails an
additional in-depth examination of the conditions and
circumstances in which the use of this technology
produces satisfying results [2; 8; 11-14]. Some recent
evidence went beyond this notion, Buehrer et al. [12]
report that more than 50% of SFA adoption projects turned
to be unsuccessful by leaving no positive impact on the
firm’s sales. On the other hand, some studies empirically
document favorable links between SFA systems and sales
staff productivity (for example, see [15-17]; others testify
on the SFA benefits [18; 19], and anecdotally, some
believe that SFA is a nowadays-survival tool [9; 20-24]).
However, other studies [25-30] believe that judgment on
SFA benefits has not been completed yet, and the current
empirical research is still lacking ample evidence.
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In the presence of this paradox, it is not surprising to
find a long line of study intensively investigating SFA
adoption and usage, while the academic community calls
for more investigations in this area. Yet, the Palestinian
empirical study remains silent in this regard, leaving the
outcomes unveiled. In summary, the main premise of this
study, however, resides in the notion of using SFA
technology; the current attempt is to play a catalyst role in
this field through unfolding whether this technology tells a
success- or a failure-story among the Palestinian firms
embracing it.
2. Conceptual Background
Employing technology in sales has a considerable
impact on relationship-building processes among the
manager, the salesperson, and ultimately, the customer
[31]. On the grounds of this notion, the primary effort is to
form a three-dimensional conceptual framework of SFA
technology in which the potential benefits are addressed
from the perspective of the customer in addition to salesmanager and the salesperson. In this study, related
literature has been used to develop a conceptual
framework. Since the SFA benefits, circulated in related
literature, stem from the functions and capabilities of SFA
international packages that are usually implemented in
well developed markets, using literature to develop the
study’s conceptual framework may increase the probability
of underestimating SFA benefits due to the high standards
of used benchmark. To overcome this issue, a thorough
review of a local SFA system has been introduced before
embarking on the conceptual framework. Doing so should
keep the hypotheses of this study within reasonable
boundaries.
2.1. Hypotheses Development
2.1.1. Sales Managers’ Perspective
According to Stoddard et al. [17], managers spend only
37% of their time doing these roles while the other 63% is
used in administrative work and preparing reports; one
way to avoid this ineffectiveness in a sales manager job is
through adopting SFA. In Boujena et al. [3], it is indicated
that 90% of managers decided to automate their sales force
because they believed it made a salesperson appear more
competent and representative.
Less Administrative Work
Automating
and
standardizing
selling
and
administrative activities are one of the major outcomes
sales managers pursued through using SFA [32]. SFA
reduces the time spent on paperwork by standardizing
sales reporting forms and, therefore, improves managers’
efficiency when having more time for reading and
analyzing sales data [8; 33]. Therefore, the first hypothesis
is stated as follows:
1. H1a: Using SFA technology allows sales managers to
have more time for sales management.

Accessibility to more Accurate and Relevant Information
To be managers updated on-time with accurate
information about sales activities would enhance sales
decision-making, such as better resources allocation and
ranking of customer orders priorities, which should in turn
be transmitted into higher sales rates. The role of SFA in
increasing the access to timely accurate information has
been much emphasized in sales IT literature (see, for
example, [2; 9; 11; 34; 35]). Thus, we formulate the
second hypothesis as follows:
2. H1b: Using SFA technology provides sales managers
with more accurate and timely information.
Better Customer Management
By capturing more information about customers’
purchases and payments history, and this is what an SFA
system is supposed to provide, sales managers can manage
customers according to their profitability [19]. With such
information, customer needs would also be addressed more
appropriately across sales functions since sales managers
are assumed to be in a better position to inform and guide
internal processes responsible for meeting customer
expectations [3]. Adequate coverage of customers is
another benefit of using SFA in this regard [2].
Accordingly, the third hypothesis is formulated as follows:
3. H1c: Using SFA technology allows sales managers to
efficiently manage customer relationships.
Additional Monitoring and Control
With an SFA system, managers are able to scan and
analyze the frequency of and time allocated for sales by
their salespersons, leading to more monitoring [1]. More
specifically, SFA enables sales managers to monitor their
salespersons’ field activities as they occur, which allows
manager to call reports on sales activities for territories,
groups, or customers aggregated over time; leading to
more effective and efficient management of the sales force
[11; 19]. Therefore, the forth hypothesis is stated below:
4. H1d: Using SFA technology allows sales managers to
exert additional control over sales activities.
2.1.2. Salespersons’ Perspective
Because the profitability of sales firms is highly
dependent on the effectiveness of their salespersons, when
studying factors affecting the firm’s sales performance, the
job of the salesperson entails pausing and much
contemplation [36]. One of the biggest promises of SFA
technology is to enhance a salesperson's performance. As a
result, a considerable field study (see, for example, [15;
37], among others) is surely needed. Schillewaert and
Ahearne [38] concentrate on how SFA technology helps
sales forces to improve their performance.
More Competent Salesperson
Adding to salespersons’ competence entails optimizing
SFA to increase the salespersons' knowledge about the
products they sell, the customers they serve, the volume
and the quality of market information they need [3]. One
approach to have informed salespersons is to grant them
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the privilege to access up-to-the-minute information
regardless of location and time [8; 11; 17]. The accuracy
of information and reporting is also a necessary input in a
salesperson's competency and is considered one of the key
factors to encourage investments in SFA technology [9;
34; 35]. Therefore, the fifth hypothesis is stated as follows:
5. H2a: Using SFA technology leads to more competent
salesperson.
More Time for Selling
Stoddard et al. [17] indicate that using SFA technology
increases salespersons’ productivity by 10% and, on
average, provides them with two working days of selling
time per month. Time saving, therefore, is one of the
anticipated outcomes of using SFA system. Based on
previous studies, time saving means reducing the
downtime in the salespersons’ workday, minimizing
repetitive manual back-office activities that are handled
manually by salespersons for control and monitoring
purposes, faster sales orders entry and fulfillment [2],
decreasing the time consumed in supporting [3], and, yet,
eliminating the errors encountered with manual sales
processing [19]. Providing a salesperson with extra time, if
utilized efficiently, should be translated into higher sales
rates and revenue growth [6; 15; 37-39], suggesting that
increasing technology usage, accompanied with other
supportive inputs, is the way to improve sales rates
nowadays. To summarize, the sixth hypothesis is stated
below:
6. H2b: Using SFA technology allows more selling time
for salesperson.
2.1.3. Customers’ Perspective
While the customer is addressed in fewer SFA research
studies – since it has strong connections with studies on
Customer Relationship Management (CRM) [40] –
enhancing customer support is still viewed as a strategic
goal of SFA implementations [9; 39]. In the present study,
customer services are supposed to improve when a
customer is served by a salesperson with SFA.
On the assumption that the firm’s effort to accrue a
good return on SFA investment has been attained by
improving sales efficiency, such return produces no more
than internal values; without adding value for the
customer, those values would be evaporated [41]. In this
context, Serdaroglu [2] considers the successful sales
technology as the one that enhances customer services
rather the one which increases the firm's profits.
Better Communications
Helping salespersons to gain more information about
their customers is what firms look for when using SFA
[42]. With internet, firms usually perceive SFA as a
powerful and low-cost way to communicate with
customers [43; 44]. The pending question is that how
customers perceive communications with salespersons
who use SFA. Boujena et al. [3] answers this question by
assuming that a salesperson with a SFA system is more
informed and able to show the customers his/her
knowledge in selling contexts, presenting a salesperson’s
interest about customer needs. Schillewaert and Ahearne
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[38] support this theory empirically by documenting a
positive effect of SFA on sales presentation and adaptive
selling techniques. Therefore, hypothesis number seven is
stated as follows:
7. H3a: Using SFA technology enhances communications
between customer and salesperson
Higher Service Quality
The increasing knowledge of today’s customers results
in making customer service the backbone of the selling
function. Many firms are keen to improve service quality
[45; 46]; SFA is an option to do so. Proposing that SFA is
an investment in service quality might be justified by
many reasons. Stoddard et al. [17] discuss some of these
reasons including fast scanning of product problems, the
more accurate pricing, and the availability of online
customer profile information. Similarly, according to
Schillewaert and Ahearne [38], SFA enables a salesperson
to review customer orders and payments history,
understand customer current and future requirements.
Finally, Barker et al. [11] indicate that one primary goal of
this technology is to provide a salesperson with all the
information needed to close orders more efficiently. Thus,
the eighth hypothesis is formulated as follows:
8. H3b: Using SFA technology leads to higher quality of
customer’s services.
3. Methodology
3.1. Setting and Participants
Three leading Palestinian distribution firms that use
SFA technology were selected to achieve the purpose of
the present study. The three firms have a total of 26 sales
managers, 120 salespersons, and 150 customers who were
referred by participating sales managers and salespersons.
Inspired by the work of [4; 10; 12; 14], we, first, adopted a
qualitative approach to interview three sales managers; one
manager in each firm. The aim of these interviews was to
(1) supplement the current developed theory, (2) check the
face validity of adapted SFA benefits realization measures,
and (3) to assess the validity of our conceptual model,
including the study hypotheses. After conducting these
interviews, a quantitative approach was followed to solicit
quantitative data via close-ended questionnaires.
Questionnaires were decided upon since they fit better
with the study purposes in comparison to other
instruments. Specifically, they ensure a high rate of
response specially when they are distributed and collected
in person, they are less expensive and easier to administer,
and, among others, they assure confidentiality.
Three questionnaires were designed for each of the
sales managers, salespersons, and customers. Sales
managers in each firm were contacted by telephone and
informed of the purpose of the study and asked to
participate in the study to coordinate with their subordinate
of salespersons for completing the questionnaires assigned
to them. All customers, referenced by sales managers and
salespersons, were used to fill customers questionnaires.
All participants were informed that their responses would
be confidential and solely used for academic purposes. In
total, response rates of 100%, 95%, and 98% have been
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obtained for sales managers, salespersons, and customers,
respectively. After filled questionnaires were returned, the
responses were edited to ensure completeness, consistency
and readability. All incomplete questionnaires were
discarded and the final usable rates were 100%, 92%, and
95% for sales managers, salesperson, and customers,
respectively.

samples test (t-test for Equality of Means) and one-way
ANOVA Test are used. T-test method compares the means
of a qualitative independent variable which has two levels
(in our case, experience and gender variables), whereas
one-way ANOVA compares means of a qualitative
independent variable which has more than two levels (in
our case, age and education variables).

3.2. Measurement

4. Results

Each questionnaire included two sections of questions:
(1) a participant information section and (2) questionnaire
categories and questions section. Section one aims to
gather information about the participant profile; it has two
questions that were developed in order to group the
participants of sales managers and salespersons by age and
experience while the participants of customers are to be
grouped by gender and education. The questionnaires
comprised close-ended questions using the Likert scale.
This mode of preference indication was deemed the most
preferable and the most common as compared to other
modes of scales. The Likert scale was easy to construct
and could be easily understood by the respondents. It
allowed the respondents a sufficient range of choices when
answering the questions, thus enabling the collection more
accurate information particularly from the non-experts
such as customers and salespersons. For the purpose of
statistical analysis, numbers were assigned to each anchor.
The anchors used are: Strongly Disagree (=1); Disagree
(=2); I Don’t Know (=3); Agree (=4); Strongly Agree (=5).
To ensure the reliability of data collection instrument,
Cronbach’s alpha coefficient [47] was calculated using
equation (1), for each element in the three questionnaires.
Table 1 shows Cronbach’s Alpha for each questionnaire’
paragraphs; all coefficients were above 0.7 which insure
the internal consistency among questionnaires constructs.
K

σ Y2i
∑

 K 
1 − i =1 2
α =
σX
 K − 1 








Table 2 shows the descriptive statistics for the
hypotheses developed in the present study. The first set of
hypotheses was concerned with the main effects of SFA
technology on sales managers’ work. The results indicate
that sales managers convey a positive perception on the
SFA technology benefits as indicated by questionnaire
paragraphs related to each hypothesis; confidence intervals
with lower limits above 3.5 mean. The confidence
intervals [48] are calculated using equation (2):

95%CI for mean = X ± t n−1,0.025
Where X is the sample mean,

= 0.025 confidence and n − 1 degrees of freedom, s is
2
the sample standard deviation and n is the sample size. For
example, the number of sales managers surveyed is 26,
hence n = 26 and the degrees of freedom (n-1) becomes
25. For paragraphs one (Less administrative work) in
Table (2), the mean ( X = 3.9835) and the sample standard
deviation ( s = 0.64565). From the t-table, we found that

t 25, 0.025 =2.06. Substituting in equation (2), one can easily
find that the 95% CI for the mean of the first paragraph is
[3.7227, 4.2443]. Other tabulated values for confidence
intervals for means of other paragraphs could be computed
similarly using equation (2).
Table 1. Cronbach’s alpha for questionnaires’ paragraphs

2
Yi

Paragraph

is the variance

the questionnaire and

K

X = ∑ Yi

t n −1,0.025 is the t-value at

(1)

observed total questionnaire scores, σ

i in

(2)

α

Where α is the Cronbach’s alpha, K is the number of
statements in the questionnaire, σ X2 is the variance of the
of statement (question)

s
n

Sales
Managers

.

i =1

3.3. Approach
A five-item Likert scale was used in each
questionnaire; all responses were obtained on a five-point
range “strongly agree” to “strongly disagree” with a total
score of 15 and average 3. Accordingly, being an item
mean above 3 would be considered a positive opinion and
vice versa. However, to accept a particular hypothesis, the
descriptive statistics of a related questionnaire paragraph
should yield a 95% confident that the paragraph’s true
mean with a lower interval limit of more than 3.5. Such
conservatism should add more reliability and
confidentiality on the analysis results. To outline the
statistical difference among respondents, independent

Salespersons

Customers

Less administrative
work
Accessibility to
more accurate and
relevant information
Better customer
management
Additional
monitoring and
control
More competent
salesperson
More time for
selling
Better
communications
Higher service
quality

Number
of
Items

Cronbach’s
Alpha
(α )

7

0.731

8

0.887

6

0.770

5

0.962

11

0.928

9

0.945

9

0.710

10

0.825

The results in Table 2 reveal that sales managers, sales
persons as well as customers are in favor of using SFA in
sales management. More specifically, utilizing SFA
technology substantially improves the performance of all
stakeholders involved in the sales management process in
Palestine.
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Table 2. Descriptive statistics and confidence intervals
Mean

Std. Dev.

(X )

( )

Less administrative work

3.9835

.64565

3.7227

4.2443

Accept H1a

Accessibility to more accurate and
relevant information

3.9038

.84218

3.5637

4.2440

Accept H1b

Better customer management

3.8654

.71960

3.5747

4.1560

Accept H1c

Additional monitoring and control

3.9308

1.02128

3.5183

4.3433

Accept H1d

Sales Managers Questionnaire’s
Paragraphs Average

3.9234

.66837

3.6534

4.1933

Positive attitude towards
SFA use

More competent salesperson

3.7215

.93035

3.5465

3.8965

Accept H2b

More time for selling

3.7888

1.05568

3.5902

3.9874

Accept H2c

Questionnaire Paragraph

95% Confidence Interval for
Mean ( X )

Conclusion

s

Salespersons Questionnaire’s
Paragraphs Average

3.7518

.94947

3.7518

3.9304

Positive attitude towards
SFA use

Better communications

3.6169

.55987

3.5244

3.7095

Accept H3a

Higher service quality

3.6769

1.05568

3.5902

3.9874

Accept H3b

Customers Questionnaire’s
Paragraphs Average

3.7518

.61549

3.5752

3.7787

Positive attitude towards
SFA use

4.1. Hypotheses 1

4.2. Hypotheses 2

Table 3 (the four hypotheses (H1a, H1b, H1c, and H1d)
on the SFA benefits for sales managers’ field work) shows
the t-values for the statistical differences among
responding sales managers according to their profiles. All
coefficients were not significant at the significance level of
α = 0.05 . This indicates that all sales managers have the
same positive perception towards SFA technology benefits
regardless of their age as all t-vales in Table 3 belong to
the interval − 2.06 ≤ t ≤ 2.06 . Likewise, all sales
managers have the same positive perception towards SFA
technology benefits regardless of their experiences as all pvalues in Table 3 are greater than the significance
level α = 0.05 . Herein, we assume the general case of
unequal variances of normally-distributed categories of the
independent variables.

With respect to how salespersons perceive the benefits
of SFA technology, two hypotheses were developed. The
descriptive statistics and confidence intervals for
salespersons average responses were also above the mean
threshold of 3.5, which implies the acceptance of the
assumed SFA benefits by salespersons. Thus, both
hypotheses (H2a and H2b) are accepted (true). Testing for
statistical differences among salespersons responses,
according to their personal profiles, reveals that all
salespersons, regardless of experience and age, accept that
the assumed SFA benefits; t-values as well as the p-values
were not significant at the significance level α = 0.05 , as
shown in Table 4.

Table 3. t-Test and ANOVA results summary for hypotheses 1
(sales managers)

Table 4. t-Test and ANOVA results summary for hypotheses 2
(salespersons)
Independent Variables/Test
Dependent Variable

Independent Variables/Test

Age/ANOVA

Experience/t-Test

H2a: More competent
salesperson

.056a

-.015b

H2b: More time for
selling

.111

.680

Dependent Variable

a

Age/ANOVA

Experience/t-Test

H1a: Less
administrative work

.839a

.543b

H1b: Accessibility to
more accurate and
relevant information

.398

-.145

H1c: Better customer
management

.341

-.145

H1d: Additional
monitoring and control

.288

a
The hypothesis is true (accepted) if the tabulated p-values are
greater than α = 0.05 .
b
The hypothesis is true (accepted) if the tabulated t-vales lie in the
interval − 2.06 ≤ t ≤ 2.06 .

4.3. Hypothesis 3
.486

The hypothesis is true (accepted) if the tabulated p-values are
greater than α = 0.05 .
b
The hypothesis is true (accepted) if the tabulated t-vales lie in the
interval − 2.06 ≤ t ≤ 2.06 .

Better communications and higher service quality are
the two hypotheses that were developed to evaluate SFA
technology benefits from a customer perspective. The
descriptive statistics and confidence intervals for
customers’ average responses on these two benefits also
have a value greater than 3.5, which means customers’
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acceptance to the assumed SFA benefits. This supports the
hypothesized SFA benefits (H3a and H3b) under a
customer perspective. With regards to statistical
differences among customers’ perspectives according to
their personal profiles, regardless of gender and education
level, customers are in favor of SFA technology at the
significance level of 5%, as shown in Table 5. This leads
to concluding that customers convey a positive perspective
towards the assumed SFA benefits regardless of their
gender and education.
Table 5. t-Test and ANOVA results summary for hypotheses 3
(customers)
Independent Variables/Test
Dependent Variable
Education/ANOA

Gender/t-Test

H3a: Better
communications

.615a

.222b

H3b: Higher service
quality

.201

1.292

a

The hypothesis is true (accepted) if the tabulated p-values are
greater than α = 0.05 .
b
The hypothesis is true (accepted) if the tabulated t-vales lie in the
interval − 2.06 ≤ t ≤ 2.06 .

5. Discussion
The ultimate purpose of this study was to empirically
evaluate whether the SFA presumed benefits have been
realized by the key users of this technology. Therefore, the
study empirically distinguishes among the different
impacts of SFA based on the users who utilize this
technology; each is expected to have different points of
interest accordingly. Sale managers are of the users who
have been given the highest attention since they were
assumed as key makers of the decision to invest in SFA
technology; their feedback on whether SFA returns
valuable benefits is the backbone of our evaluation. For
this reason, the first question that this study sought to
answer was “does SFA technology use impact sales
managers’ performance positively?”
To answer this question, four aspects within a sales
manager work’s domain were investigated: the excessunproductive administrative work, accessibility for
accurate-relevant
sales
information,
customer
management, and the mentoring and control function. The
SFA technology was considered an added value tool when
it results in a less administrative work and enhances the
other three areas of sales managements. With respect to
these areas of investigation, the analysis of sales
managers’ questionnaire survey clearly indicates that sales
managers are better off with SFA technology and
statistically support the hypotheses drawn about them.
More specifically, by taking the responses averages on
each benefit as a scaling tool to rank in descending order
how sales managers perceive these benefits of SFA
technology, the less administrative work will be at the top
while the efficiency in customer relationship management
will be the least important benefit. This means that sales
managers appreciate SFA technology as an internal more
than as an external tool. Such a result was supported
regardless of the sales managers’ different personal
profiles.

The second question sought the same previous answers
but on the salespersons side; “does SFA technology use
impact salesperson’s performance positively?” To answer
this question, two benefits were evaluated; the
salesperson's competency and the salesperson's time for
selling. The analysis of salespersons’ questionnaire results
reveals that, by using SFA technology, the salespersons,
regardless of their personal profiles, felt more competent
and representative in their work and found extra time for
selling; the two related hypotheses were supported
accordingly.
In reference to customers, the study question was “does
SFA technology use lead to maintain better customer
service?” The investigation around this question covers
customers who are in direct contact and communicate with
salespersons using SFA technology. Two SFA benefits
were targeted in the customers’ questionnaire survey: the
better communication with and the better service quality
from salespersons who use this technology. The results of
the questionnaire analysis show that all the sampled
customers were positively impacted by this technology in
terms of quality of service first and communications with
salespersons second as ordered based on average
responses. The results also support the hypotheses
formulated on these two benefits without statistical
differences among customers’ various personal
characteristics.
6. Implications
This study has implications for academics in
information systems disciplines and for the sales
management practitioners too. It also has implications for
sales technology local vendors. From an academic
perspective, the conceptual framework developed in this
study provides a reasonable understanding of how sales
function could be impacted by technology applications.
From a practical perspective, however, sales management
practitioners who plan to introduce SFA technology in
their firms could utilize the finding of this study to know
what this technology actually renders in the field and how
to start thinking about more advanced benefits than the
standard achieved ones. Suppliers may also benefit from
these study findings as they are assumedly looking for a
better understanding of what sales managers, salespersons
and customers should realize from this technology and
how to upgrade their products. However, the work
accomplished in this study has its limitations. These
limitations steer our suggestions for future studies.
7. Limitations
As the case of any research study, the present study has
its own limitations. One limitation is the population size.
Three Palestinian commercial firms were considered; this
is due to the limited commercial firms that adopt SFA
technology in Palestine. Thus, if more firms were
available, the results of this study could be more
generalized. Another limitation is the dependence on
secondary data (questionnaires) for analysis; the use of
primary data (such as studying the relationship between
the use of SFA and sales dollar amounts, inventory
turnover ratio, and other financial data) would support the
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findings of this study. Moreover, investigating the
realization of SFA promised benefits is not enough as long
as understanding all SFA’s dimensions entails
investigating, among many other things, the reasons of and
the barriers to making this technology business valueadding.
References
[1] G. Wright, K. Fletcher, B. Donaldson, J.H. Lee. "Sales force
automation systems: an analysis of factors underpinning the
sophistication of deployed systems in the UK financial
services industry". Industrial Marketing Management, Vol.
37 (2008) No.8, 992-1004.
[2] M. Serdaroglu."Sales force automation use and salesperson
performance". University of Paderborn, Ph.D. Dissertation,
2009.
[3] O. Boujena, W.J. Johnston, D.R. Merunka. "The benefits of
sales force automation: a customer’s perspective". Journal of
Personal Selling & Sales Management, Vol. XXIX (2009),
No. 2.
[4] R. Cascio, B.J. Mariadoss,N. Mouri. "The impact of
management commitment alignment on salespersons'
adoption of sales force automation technologies: an empirical
investigation". Industrial Marketing Management, Vol.
39(2010), 1088–1096.
[5] D. Rangarajan, E. Jones, W. Chin. "Impact of sales force
automation on technology-related stress, effort, and
technology usage among salespeople". Industrial Marketing
Management, Vol. 34 (2005), 345– 354.
[6] N. Lingaiah, G. Pires,J. Stanton. "An evaluation of marketing
issues in sales force automation". ANZMAC Conference
Proceedings Adelaide, 2003.
[7] J. Guan, R.M. Barker, D.J. Faulds, S.F. Gohmann. "Sales
force automation acceptance: an exploratory study of the role
of job experience". The Journal of Applied Business Study,
Vol. 20 (2004), No. 3.
[8] L. Koivula. "Sales force automation systems - critical success
factors in implementation and operation". Master’s Thesis in
Advanced Financial Information Systems, Swedish School of
Economics and Business Administration, 2006.
[9] F. Buttle, L. Ang, R. Iriana."Sales force automation: review,
critique, study agenda". International Journal of Management
Reviews, Vol. 8 (2006), No. 4, 213–231.
[10] S. Senecal, E.B. Pullins, R.E. Buehrer. "The extent of
technology usage and salespeople: an exploratory
investigation". Journal of Business and Industrial Marketing,
Vol. 22 (2007) No.1, 52–61.
[11] R.M. Barker, S.F. Gohmann, J. Guan,D.J. Faulds. "Why is
my sales force automation system failing?". Business
Horizon, Vol. 52 (2009), 233–241.
[12] E.R. Buehrer, S. Senecal,E.B. Pullins. "Sales force
technology usage—reasons, barriers, and support: An
exploratory
investigation".
Industrial
Marketing
Management, Vol. 34 (2005), 389– 398.
[13] E.D. Honeycutt. "Technology improves sales performance doesn’t It? an introduction to the special issue on selling and
sales technology". Industrial Marketing Management, Vol.
34 (2005), 301– 304.
[14] N. Schillewaert, M.J. Ahearne, R.T. Frambach, R.K.
Moenaert. "The adoption of information technology in the
sales force". Industrial Marketing Management, Vol. 34
(2005), 323– 336.
[15] N. Kanwal,S. Ahmed, S. "Sales force automation and
organization profitability: the case of Unilever and Dalda
companies". International Review of Business Study Papers,
Vol. 5 (2009), 365‐373.

73

[16] A. Haroon, S. Ahmed. "Assessing relationship among
performance, managerial practices, sales force automation: a
study on Unilever and Dalda Pakistan". International Review
of Business Study Papers, Vol. 5 (2009), 73-90.
[17] J.E. Stoddard, S.W. Clopton, R.A. "Sales managers’
perceptions of the benefits of sales force automation".
Journal of Selling and Major Account Management, Vol. 7
(2007), No. 3.
[18] J. Lee, O. Mohamad, T. Ramayah, T. Ching. "Sales force
automation usage and performance". IGI Global-Ch11, 2011.
[19] B. Keltner, B. Jensen. "Information technology and strategic
sales management. RAND "- A Paper Prepared for National
Science Foundation, (1999).
[20] C. BenMoussa. "Supporting the pharmaceutical sales force
through
mobile
information
and
communication
technologies: an exploratory investigation". Turku Centre for
Computer Science, 2006.
[21] C. Mona. “Sales automation in snack food industry in India”.
ZENITH International Journal of Business Economics and
Management Research, Vol. 3 (2013) No. 9, 169-175.
[22] C. K. Lagat, H.W. Ndegwa, R. Bonuke. “Determinants of
sales force technology adoption among insurance sales agents
in Kenya”. African Journal of Marketing Management, Vol.
7 (2015), 1-6.
[23] J. Kevin, J. T. Andzulis , A. Rapp , R. Agnihotri. “Social
media technology usage and customer relationship
performance: A capabilities-based examination of social
CRM”. Journal of Business Research, Vol. 67 (2014), 1201–
1208.
[24] D. Wu, D. W. Rosen, L. Wang, D. Schaefer. “Cloud-based
design and manufacturing: A new paradigm in digital
manufacturing and design innovation”. Computer-Aided
Design, Vol. 59 (2015), 1–14.
[25] J. K. Sager1, A. J. Dubinsky, P. H. Wilson, C. Shao. “Factors
influencing the impact of sales training: test of a model”.
International Journal of Marketing Studies; Vol. 6 (2014)
No.1, 1-20.
[26] M. Ahearne, R. Jelinek, J. Mathieu, A. Rapp, N.
Schillewaert. “A Longitudinal examination of individual,
organizational and contextual factors on technology
adoption and job performance”. Creating and Delivering
Value in Marketing Developments in Marketing Science:
Proceedings
of
the
Academy
of
Marketing
Science 2015, 171.
[27] M. Lembach. “Does a Good Fit between Mobile Work
Support Functions and Mobile Sales-Force Tasks Lead to
Improved Work Performance?. Journal of Electronic
Commerce in Organizations (JECO), Vol. 11 (2013) No. 4,
1-18.
[28] M. Rodriguez, R. M. Peterson, H. Ajjan. “CRM/social
media technology: impact on customer orientation
process and organizational sales performance.” Ideas in
Marketing: Finding the New and Polishing the Old
Developments in Marketing Science: Proceedings of the
Academy of Marketing Science 2015, 636-638.
[29] Y. B. Limbu, C. Jayachandran, B. J. Babin. “Does
information and communication technology improve job
satisfaction? The moderating role of sales technology
orientation”. Industrial Marketing Management, Vol. 43
(2014), 1236–1245.
[30] B. J. Mariadoss, C. Milewicz, S. Lee, A. Sahaym.
“Salesperson competitive intelligence and performance: The
role of product knowledge and sales force automation usage.”
Industrial Marketing Management, Vol. 43 (2014), 136–145.
[31] A.J. Bush,V.D. Bush, L.M. Orr, R.A. Rocco. "Sales
technology: help or hindrance to ethical behaviors and
productivity?". Journal of Business Study, Vol. 60 (2007),
1198–1205.

74

© 2015 Jordan Journal of Mechanical and Industrial Engineering. All rights reserved - Volume 9, Number 1 (ISSN 1995-6665)

[32] D.J. Faulds, J. Guan, R.M. Barker, S.F. Gohmann. "Sale
force automation systems: The correspondence between the
perception of productivity gains and the perception of
management control among salespeople". Review of
Business Information Systems Vol. 11 (2007) No. 2.
[33] L.E. Henson. "Sales force automation expectations, practices
and outcomes in the specialty chemical industry: a survey
analysis". Ph.D. Dissertation - Capella University, 2008.
[34] M. Wang, S. Chung, K. Wang. "A survey of sale force
automation – setting up management practice for Taiwan’s
financial service industry". Unpublished paper, 2008.
[35] R.C. Erffmeyer, D.A. Johnson."An exploratory study of sales
force automation practices: expectations and realities".
Journal of Personal Selling and Sales Management, Vol.
XX1 (2001), 167-175.
[36] E. Longino."Sales management control, territory design,
sales force performance, and sales organizational
effectiveness in pharmaceutical industry". Unpublished
paper, 2007.
[37] M. Serdaroglu. "Optimizing sales force automation use to
maximize sales performance". University of Paderborn, PhD
Study Proposal, 2006.
[38] N. Schillewaert, M. Ahearne. "The effect of information
technology on salesperson performance". Institute for Study
of Business Markets (ISBM) Report 5-(2001), the
Pennsylvania State University.
[39] T. Olofsson, M. Emborg. "Feasibility study of field force
automation in the Swedish construction sector." IT-con Vol.
9, (2004), 285-286.
[40] K.A. Richards, E. Jones."Customer relationship management:
finding value drivers". Industrial Marketing Management,
Vol. 37 (2008), 120–130.

[41] B. Rogers,M. Stone, B. Foss. (2008). "Integrating the value
of salespeople and systems: adapting the benefits dependency
network". Journal of Database Marketing and Customer
Strategy Management, Vol. 15 (2008) No.4, 221-232.
[42] R. Agnihotri, A.A. Rapp.“Effective sales force automation
and customer relationship management: a focus on selection
and implementation”. Business Expert Press; 2010.
[43] P.A. Reday, R. Marshall."The impact of sales force
automation technology on relationship building of insurance
agents in Singapore". International Academy of Business and
Economics. Vol. 7 (2007), Issue 1.
[44] R. Jelinek. “All pain, no pain? Why adopting sales force
automation tools is insufficient for performance
improvement”. Business Horizons, Vol. 56 (2013) No. 5,
635-642.
[45] D. Upadhyaya, M. Badlani."Service quality perception and
customer satisfaction in life insurance companies in India".
International Conference on Technology and Business
Management, March 28-30, 2011.
[46] J. E. Cicala, A. J. Bush, D. L. Sherrell, G.D. Deitz. “Does
transparency influence the ethical behavior of salespeople?”.
Journal of Business Research, Vol. 67 (2014) No.9, 17871795.
[47] L. J. Cronbach, R. J. Shavelson. “My Current Thoughts on
Coefficient Alpha and Successor Procedures”. Educational
and Psychological Measurement, Vol. 64 No. 3, June 2004,
391-418.
[48] Montgomery D. C., Runger G. C. Applied Statistics and
Probability for Engineers, 4th Edition, John Wiley and Sons,
2007.

