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ABSTRACT
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Effectiveness of Saleswomen

Lucette Bowers Comer, Doctor of Philosophy, 1988

Dissertation directed by: Marvin A. Jolson
Professor
Department of Marketing

Because of an increasing shortage of qualified salespersonnel,

recruiters for sales positions are very receptive to female

applicants. Despite this, sex—discrimination is still detectable

in the marketplace. Some sales managers resist bringing women into

male-oriented areas of selling, criticizing them for alleged

weaknesses. Their criticisms stem from the belief that saleswomen

will behave according to gender stereotypes on the job and that

this behavior will impact negatively on selling performance Sales

managers need assurance that the saleswomen they hire will perform

well on the job.

This research investigated the usefulness of the concept of
"sex role identity" as a basis for segmenting the pool of female

applicants by their potential for effective performance. A survey



was conducted of sales managers in three traditionally male areas
of selling, who described saleswomen under their supervision. The
relationships between sales managers' perceptions of

gender

stereotypic behavior, selling effectiveness, and sex role identity

were examined. Saleswomen's gender stereotypic behavior was
defined as perceived weaknesses in three areas: "selling ability,"
"human relations," and '"motivation." Selling effectiveness was

measured as perceived proficiency in performance of six functions
of selling and non-selling activities. Saleswomen were classified
into sex role types on the basis of their sales managers'
perceptions of their masculine ("instrumental") and feminine
("expressive") traits in their sex role identities on the Bem Sex
Role TInventory. Seven research hypotheses were tested using

univariate and multivariate analysis of variance and correlational

analyses.

The results showed that sales managers perceived some gender

stereotypic behavior in the marketplace and that some of this

behavior was associated with reduced selling effectiveness. Sex

role types of saleswomen related to both perceived gender

stereotypic behavior and selling effectiveness. Androgynous and

masculine saleswomen were perceived as both the least stereotyped

and the most effective performers. The findings give partial

support for a two-dimensional model of selling effectiveness



defined by masculine "instrumentality" and feminine

|

"expressiveness." The results have implications for the selection,

training, and supervision of saleswomen.
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CHAPTER ONE
INTRODUCTION

Description of the Problem in the Marketplace

There is a constantly increasing shortage of qualified sales

personnel in the marketplace (Anderson and Hair 1983). Turnover is

traditionally high in selling jobs (e.g., Jolson, Dubinsky and

Anderson, 1987; Williamson 1983; McMahon 1981) and replacement

personnel are continually needed. The number of new sales

positions increases yearly, inflating the need for qualified

applicants. The demand for new salespersons, above and beyond

replacement personnel, is projected to increase by as much as

twenty percent between 1984 and 1995. During the same period, the

number of applicants for sales positions from traditional sources

is expected to decrease (Bureau of Labor Statistics, reported 1in

Taylor 1986). The many women currently entering the work force are

a logical source of reinforcements for the applicant pool.

Spurred by EEO legislation, the woman's movement, and economic

need, women have been moving into the job market (e.g., Cahan 1985;

Sutton and Moore 1985). More women are acquiring professional

training in business; the percentage of bachelor's degrees in



: —_—
business and management awarded to women has increased from 8.17 in

1971, to 39% in 1982 (National Center for Educational Statistics,

reported in The Lady Means Business 1984). The percentage of women

entering marketing is particularly high. Women received more than

50% of all marketing degrees awarded in United States colleges and

universities in 1985 (National Center for Educational Statistics,

Females are enrolling in sales

reported in Kellerman 1987).
management classes and are expressing interest in the types of
selling jobs that have been traditionally held by males (Comer and

Jolson 1985).

Women in Selling Positions

There is a trend toward more women in selling positions. A survey

by the Research Institute of America reported a dramatic increase
(Reported in A

in the the number of firms employing saleswomen

Survey of Sales 1985). Firms that led the way in hiring women have
found them to be capable salespersons and are increasing the
on their staffs. In 1984, women

proportions of saleswomen
(Selling: A Fortune

constituted 39% of the Xerox sales force

Portfolio 1984), and 31% of Johnson and Johnson's field sales force

(Skolnik 1985). It has been projected that as many as two-thirds of

the next decade will be

the newcomers to the salesforce during

women (Taylor 1986).




Opportunities for Women in Selling. Opportunities in selling

provide substantial benefits for women. Jobs 1in sales have

traditionally been routes to high positions in the corporate world

(Anderson and Hair 1983; Sussman 1979; Kanter 1977). In the past,
women who entered marketing have been concentrated 1in staff

positions (Pletcher and Joyce 1976; Pletcher 1978). Access to

entry-level selling positions can open the door of line management

to talented women. Selling offers women the opportunity to prove

their worth to the company while also gaining valuable experience

with its products and its customers in the marketplace (Corporate

Woman 1979).

Overall, earnings of women still 1lag behind those of men

(e.g., Cahan 1985; Sutton and Moore 1985; Bergmann 1986; Anderson

1987).1 Selling is one of the few fields in which women's earnings

have the potential of being comparable to those of men. For

example, female sales engineers have been reported to be the

highest paid women in the country (Bureau of Labor Statistics,

reported in Nickels 1984). In most positions held by women,

3 " ' PR kS
however, earnings are determined by supervisor s evaluations, which

may be biased. In commissioned sales jobs, on the other hand,

compensation is directly attributable to the efforts and

productivity of the salesperson.

Strengths of Women in Selling. Women bring many strengths to




the sales job. Assets claimed for them by their supporters include

their 1listening ability (Skolnik 1985; Scanlon 1973), thedr
door-opening ability (Kanuk 1978; Carter and Bryan 1978), their
(Cole 1985), and

hard-working natures, their eagerness to learn

even that they don't "look, talk, or act like salesmen" (Why Hire

Saleswomen 1978, p. 4). Women have traditionally performed well in

such as direct to home selling of

female-oriented selling jobs2
small ticket items, and many of those who have penetrated male
industrial selling, are high

selling strongholds, such as

provide testimonials to the

performers. Published case studies

success of women in non-traditional selling positions (e.g.,

Selling: A Fortune Portfolio 1984; Gibson 1984; Skolnik 1985). (For

a recent review of the current status of women in selling see Gable

and Reed 1987.)

Barriers Against Women in Traditionally
Male Areas of Selling

Despite the need for salespersons and the proven success of many

women in selling, discrimination against women still can Dbe

identified in traditionally male-oriented areas of selling. Women

face barriers in gaining entry to jobs and those women who gain

entry to such jobs still experience discriminatory treatment on the
Jjob.

Barriers to Entry. Discriminatory hiring practices still

~



prevent qualified women applicants from obtaining sales jobs.

Jolson (1983) found evidence of discriminatory screening practices

in industrial selling and in smaller consumer goods firms. A

recent survey of sales managers found that close to thirty percent
of respondents expressed reluctance to adding women to their staffs

(Jolson and Comer 1987). These sales managers were critical of

women's potential for success on the job because of supposed

gender-related characteristics which they believed would interfere

with job performance.

Discriminatory Treatment. Evidence of differential treatment

of salesmen and saleswomen has been reported within a traditionally
male selling organization (Finn and Moncrief 1985). Saleswomen were
assigned higher quotas than were comparable salesmen and were given

lighter workloads, which made it more difficult for them to achieve

the quotas. The Ortho Pharmaceutical Company has recently been

charged with discriminatory practices by the Equal Employment

Opportunity Commission (EEOC) because of the alleged use of

sex—biased training materials. These materials, consisting of a

"things to be concerned about

report to division managers about

when hiring women," alleged, among other things, that "a married

mother is not statistically likely to survive at Ortho" (Kurtz

1986’ P. A.B).

Gender Stereotypes in Selling. Kanuk (1978) contended that




exclusion of women from careers in industrial selling was based on

sexual stereotypes. She argued that stereotypic thinking must be

eliminated before women could compete successfully with men on

these jobs. Despite the progress that has been made in integrating

women onto industrial salesforces, stereotypes persist.

Stereotypic thinking was identified among salesmen and saleswomen

attending a seminar of the Sales and Marketing Executives

Association of Los Angeles (SMELA) (Saleswomen Speak Out 1984).

When asked to enumerate qualities associated with males, females,

and leaders, salespersonnel of both sexes used such terms as

"homebodies, shy, emotional, and jealous" to describe women.

Evidence of stereotypic thinking was also found in the training

materials alleged to be used at the Ortho Pharmaceutical Company
(Kurtz 1986). These materials described women in such terms as more

. . . . 1
"sensitive," more "passive," less "assertive,' and more

"affectionate," than men.

Criticisms of Women in Selling

Criticisms of saleswomen by sales managers have their roots in the

belief that saleswomen will behave 1in accordance with gender

stereotypes, and that this stereotypic Dbehavior will impact

negatively on their selling performance. Gender stereotypic

behavior has the potential for impacting upon selling performance

through effects on the selling ability, the human relations, and



the motivation of saleswomen.

Selling Ability. Women's ability tends to be devalued in our

culture, even when the performance of the women is acknowledged to

be high. (See Hansen and O'Leary 1985 for a discussion of the

relevant research.) Women's high achievement is not as likely as

that of men to be perceived as stemming from high ability.

Research has found that raters tend to attribute the successful

performance of women to factors such as luck (Deaux and Emswiller

1974; Deaux and Farris 1979), effort (Etaugh and Brown 1975;

Feldman-Summers and Kiesler 1978), or task ease (Feather and Simon

1975; Rosenfeld and Stephans 1978), but rarely to their ability,

This may partially explain why, despite the many examples of high
performing saleswomen cited in the literature (e.g., Scanlon 1973;

Stern 1978; Selling/A Fortune Portfolio 1984; Figel 1983; Corporate

Woman 1978; Gibson 1984; Oh, What a Feelin' 1984; Cole 1985;

Skolnik 1985; Krasnow 1986; Two Successful Saleswomen 1987; Rehert

1988), sales managers continue to disparage the ability of

saleswomen.

Human Relations. The natural arena for achievement of women is

in their relationships with others. Females are generally believed

to be more interpersonally oriented than males (e.g., Miller 1975;

Gilligan 1982), and saleswomen are well liked by their customers

(e.g., Swan et al. 1984; Lundstrom and Ashworth 1983). Despite

~




this, some sales managers believe that the type of interactions

that saleswomen have with their customers will not result in

maximal selling effectiveness. Some of the criticisms are not

directed toward the possession of  stereotypically feminine

qualities, but toward the fact that these qualities are not

balanced with stereotypically masculine qualities. Other

criticisms are directed toward saleswomen's communication styles on

the job,

Motivation. Criticisms of the motivation of saleswomen arise
e —

from the belief that behavior that is consistent with gender

Stereotypes will detract from the ability of saleswomen to sustain

the performance of the sales job. Sales jobs are very demanding in

time, energy, and disappointments. Some sales managers believe

that  women cannot successfully integrate their gender and

occupational roles, and that the resulting conflict will detract

from their productivity on the job. Others believe that women lack

the necessary emotional mechanisms to sustain the intense inner

drive required in many sales positions.

Segmentation of the Pool of Saleswomen

Segmenting the pool of applicants for sales positions on the basis

of sex role identity may provide a way of identifying those

individuals who have the most potential for success as
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salespeople.

Sex Role Identity. Sex role identity is defined as the

relative degree to which individuals endorse the socially desirable

traits associated with their own and the opposite gender (e.g., Bem

1974; Spence and Helmreich 1978). Masculinity and femininity are

conceived of in terms of the instrumental/expressive dichotomy

proposed by Parsons and Bales (1955). Masculinity is defined 1in

terms of instrumental traits appropriate to the traditional social

role of the male who protects and provides for his family.

Femininity is defined in terms of expressive traits appropriate to

the traditional social role of the female who ministers to the

family's physical and emotional needs. In the present study, sales
managers' perceptions of the sex role identities of saleswomen are

measured by administration of the Bem Sex Role Inventory (BSRI).

Sex Role Types. Women are classifiable into sex role types on

the basis of the relative amounts of masculine (instrumental) and
feminine (expressive) traits in their sex role identities (Spence,

Helmreich and Stapp 1975; Bem 1977). Figure 1-1 depicts four types

of women categorized according to their relative endorsement of

masculine instrumentality and feminine expressiveness. Those women

who have high femininity and low masculinity scores, are classified

as feminine females; those with high masculinity and low femininity

scores are classified as masculine females. Women who have both



Figure 1-1
Sex Role Types of Women

FEMININITY
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A typology of women based on the relative degree to which
they endorse masculine and feminine traits.

10



high masculinity and femininity scores are classified as

androgynous females, while those who are low on both scores are

classified as undifferentiated females. The present study
investigates the correspondence between these sex role types and
the degree to which saleswomen are perceived by their sales

managers to behave in accordance with gender stereotypes. It also

investigates the relationship between sex role types and selling

effectiveness.

Selling Effectiveness

In the present study, selling effectiveness is defined as
proficiency in carrying out the personal selling process by the
performance of six promotional functions of selling and of

non-selling activities.

The Personal Selling Process. Performance of the

sales job

involves the implementation of a sequence of activities known

as
the personal selling process (e.g., Dubinsky 1980). Effective
performance of the job requires effective performance of each
sequential step in this process.

The Functions of Selling. One model of the personal selling

process conceives of the activities performed by salespersonnel as
a series of promotional functions which must be performed whenever

a sales transaction takes place (Jolson 1974a; 1977b; 1984; 1986bh).

11
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There are six functions in the model: prospecting, contacting,

probing for needs, stimulating desire, closing, and retaining.

These are described briefly in Figure 1-2. For purposes of this

research, selling effectiveness is defined as the proficiency of

saleswomen in performing these six promotional functions, in

addition to non-selling activities, as rated by their supervising

sales managers.

A Two Dimensional Performance Model. The

effectiveness of

performance of the functions of selling can be viewed according to

a  two-dimensional model. This model conceives of selling

performance in terms of an instrumentality/expressiveness dichotomy

(Parsons and Bales 1955). Under the assumptions of this model,

outstanding salespersons will balance instrumental and expressive
behaviors in their performance of the job (e.g., Blake and Mouton
1980). Instrumental selling behaviors involve activities that focus

on concern for the sale, such as directing the probing process and

asking for the order. Expressive selling behaviors involve

activities that focus on concern for the customer, such as as

listening to the customer and customer service activities. The

present study investigates the correspondence between the sex role

types of saleswomen and their performance of the instrumental and

expressive aspects of the functions of selling.

Sex Role Type and Selling Effectiveness. There

is some




Figure 1-2
Definitions of )
The Six Functions of Selling

Prospecting

Identifying prospective customers for the firm and/or
its product.

Contacting

The first one-—on-one relationship be;ween the salesperson
and the prospect, usually in person.

Probing for Needs

: ive
Determination of the prospect'n ngeds through acti
listening and discerning questioning.

Stimulating Desire

The offering of the seller's products/servmc;s iiailv
response to the prospect's needs/problemn. yp Y s
this takes the form of a sales presentation or demonstration.

Closing

Asking for, and obtaining, the order.

Retaining

Retaining the order and the customer.

* The increasing popularity of telemarketing has introduced
situations where the initial, and even subsequent, contacts

are made by telephone.




effectiveness.

evidence that sex role types relate to selling

effective

Androgynous females have been found to be more

salespersons than are feminine females among part time direct

4
saleswomen,  and on this basis, the BSRI has been recommended to

sales managers as a tool to aid in selection of salespersons (Teer
1985). More information is needed about the relationship between
the sex role types of saleswomen and the selling effectiveness of

saleswomen as well as about the appropriateness of the use of the

BSRI as a screening tool for sales jobs. (See Nelson 1987 for a

tests 1in the sales

current report on the use of personality

selection process.)

Purpose of the Research

The primary purpose of this dissertation is to investigate whether

saleswomen are perceived by sales managers as behaving in

accordance with gender stereotypes and, if so, whether the

perceived behavior is correlated with their selling effectiveness.
L investigates whether saleswomen, classified into sex role types,

differ in the degree to which they are perceived by sales managers

to  behave in accordance with gender stereotypes. It also

lnvestigates whether there are differences in selling effectiveness

among saleswomen of the different sex role types.



Research Questions

The following questions guided the research:

(1) Are saleswomen in traditionally male-oriented areas of
selling perceived by their sales managers to behave in
accordance with gender stereotypes impacting on their
selling ability, human relations, and motivation?

(2) Does the degree to which saleswomen in traditionally
male-oriented areas of selling are perceived by their
sales managers to behave in accordance with gender
Stereotypes correlate with the effectiveness of their

selling performance?

(3) Does the degree to which saleswomen in traditionally
male-oriented areas of selling are perceived by their
sales managers to behave in accordance with gender
Stereotypes differ among saleswomen of four different

sex role types?

(4) Does the effectiveness of selling performance in
traditionally male-oriented areas of selling differ
among saleswomen of four different sex role types?

Significance of the Research

This present study adds to the current state of knowledge about

women in selling in several important ways. It examines the

problem within a conceptual framework that offers insight into the

Mmanner in which masculine and feminine traits of saleswomen are



related to their perceived behavior on the job. It also provides

information of practical value to sales managers, to saleswomen,

and to vocational counselors, as discussed below.

Conceptual Significance

Most prior research on women in selling has focused on differences

The present study focuses on

between salesmen and saleswomen.

differences among the saleswomen themselves, classified according

to their sex role types.

No previous study has examined the relationship between
perceived gender stereotypic behavior of saleswomen in
traditionally male—oriented areas of selling and selling

effectiveness. This study measures selling effectiveness (using a

behaviorally derived scale) at each stage in the personal selling

six mutually

pProcess., Evaluation of saleswomen's performance of

exclusive and collectively exhaustive selling functions and of

non-selling activities serves as the basis of the measure.

The present study contributes to the growing body of

vocational behavior. Tt

literature about sex role identity and

extends the investigation of the relationship between sex role

identity and selling effectiveness to traditionally male-oriented

selling jobs. It addresses the correspondence between the sex role

types of saleswomen and the instrumental and expressive behaviors



required in performing the functions of selling.

The present research contributes to the literature about sex

discrimination in business. It asks the question of whether gender

Stereotypes are still operational in traditionally male-oriented

selling jobs and whether behavior that is perceived to conform to

these stereotypes has any negative impact on the selling

effectiveness of women.

The research provides additional evidence concerning the

appropriateness of the BSRI for use as a managerial tool to aid in

the selection of saleswomen for different types of selling jobs.

Practical Sipnificance

The present study provides useful information to sales managers, in

their capacity as recruiters, trainers, and supervisors of

saleswomen; to women, as applicants for, and incumbents in, selling
jobs; and to vocational counselors, as advisors to women who are
interested in careers in selling.

Significance to Sales Managers. This study is potentially of

will

interest to sales recruiters. It provides information that

help them select appropriate persons for their jobs, based on their
sales

sex role types. It is also potentially of interest to

trainers. Tt will help them identify those women who are deficient

17



in  personal qualities needed 1in their jobs so that training

Programs can be targeted toward their needs. It is potentially of

interest to supervisors of saleswomen. It will help them identify

saleswomen with different behavioral needs and help them to

determine the appropriate type of support and guidance for them.

Significance to Women. This study provides information of

value to women. If sex role identity is found to relate to

Saleswomen's effectiveness on the job, and it is possible to

identify those women with the greatest potential for success, the
entry of some women into traditionally male-oriented selling jobs

May be eased. The results are potentially of interest to female

Students of sales management who hope to embark on careers in

selling. Tt will help them determine the type of selling job that

is most compatible with their sex role type. It is potentially of

interest to  those saleswomen who  experience problems on

traditionally male sales forces. It may help them develop insights

into the underlying causes of their problems and may suggest ways
It is potentially of interest to saleswomen

of dealing with them.

who gare currently performing effectively in  traditionally

female-oriented areas of selling, who might be interested in moving
into more challenging traditionally male-oriented selling jobs. Tt

may help them evaluate the advisability of making such a change,

based on an understanding of their sex role types.



Counselers. The study 1is also

Vocational

Importance to

potentially of interest to vocational counselors who will be better
able to provide information to women about the appropriateness of

various types selling jobs to their sex role types and to provide

information to saleswomen who experience difficulties while on

those jobs.

Organization of the Dissertation

Chapter One has provided an introduction to the problem area, a

statement of the purpose of the research, an enumeration of the

research questions that are to be addressed, and a discussion of

the potential significance of the findings both conceptually and

practically. Chapter Two contains a review of the literature

pertaining to the perceived stereotypic behavior of women in

reviews of the literature

selling. Chapter Three contains
pertaining to the functions of selling and the concept of sex role

It also develops the conceptual framework that underlies

identity.
Chapter Four describes the research methodology. It

the research.
sets forth the variables that were investigated, the hypotheses
that were tested, the nature of the sample, the design of the

study, and the statistical techniques that were used to analyze the

data. Chapter Five presents the results of the data analysis and
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discusses the findings, both in general and in the context of the
three different selling situations that were examined. Chapter Six
contains a summary of the study, conclusions, implications and

managerial recommendations, as well as a discussion of the

limitations of the study and an agenda for future research.



Endnotes

1. Some progress has been noted among younger women. According to

recent figures, women between the ages of 25 and 34 now earn about

75% of the salaries of their male counterparts, while those between

20 and 24 now earn 85.7% (Beware the "W-4 Shock" 1987).

2. As defined here, a female-oriented selling job is one on

which the percentage of females 1is greater than 507, a

male-oriented job 1is one on which the percentage of females

employed is less than 50%, while a sex-neutral job is one on which
the percentage of males and females is approximately equal (e.g.,
Kiesler 1975; Heilman 1983; Comer and Jolson 1985). By this

definition, in-store retail selling, and direct selling of small

ticket items (e.g., cosmetics, housewares) are female-oriented,

selling to organizational end-users, selling to resellers, and

direct sales of large ticket items are male-oriented, while real

ex—neutral (Statistical Abstract

estate selling is approximately s

of the United States 1984).

3. It should be noted that these functions are not exclusively
performed by salespersons. In some selling situations, an
impersonal promotional tool 1is substituted. For example, in retail



selling, the function of prospecting is almost always performed by

advertising.

4. Teer (1985) found that among part—time saleswomen in one
direct selling organization, androgynous females achieved higher

dollar sales over a four month period than did feminine females.




CHAPTER TWO
THE RELEVANT LITERATURE: I

Three clusters of literature underlie the conceptual framework of

this study. The first cluster concerns empirical studies comparing

job-related characteristics of saleswomen to those of salesmen on

The discussion focuses on gender

traditionally male salesforces.

stereotypes and problems that might result if saleswomen were to

behave according to these stereotypes. The next deals with the
concept of sex role identity and its measurement. The Bem Sex Role

Inventory (BSRI) is introduced along with the theory underlying its

sex role identity to behavior,

construction, the relationship of

and its application to the understanding of vocational behavior.
The final cluster of literature deals with selling effectiveness
and its measurement, and discusses the use of performance of the
functions of selling as a basis for the evaluation of selling

performance.

This chapter reviews the literature pertaining to gender
Stereotypes about women in selling. It begins with a discussion of

the background of the research in the context of gender stereotypes

to a discussion of

in  business. The discussion proceeds



limitations in existing research into sex differences in selling.
Existing gender stereotypes about women in selling are then
discussed. They are grouped in three general categories: (1) those
that potentially impact upon selling ability, (2) those that
potentially impact upon human relations ability, and (3) those that

potentially impact upon motivation.

The Context of the Research

This section establishes the context of the study. It provides
background information about gender stereotypes and discusses the

limitations of existing research into gender differences among

salespersons.

Gender Stereotypes

Background information about gender stereotypes 1is introduced

First, the reasons why gender stereotypes are believed to be
damaging to women in business are presented. Then, the reasons why

stereotypes are so difficult to change are discussed. Next the

content of gender stereotypes is described. Finally, the concept

of the "kernel of truth" that underlies stereotypes is introduced.

The Effects of Gender Stereotypes in Business. Thinking based

r~o
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on gender stereotypes is believed to underlie some of the barriers

faced by women who seek careers in non-traditional occupations.

Stereotypic thinking by recruiters has been found to impact upon
the pre-entry screening process of female job applicants (Cash,
Gilken and Burns 1977; Cohen and Bunker 1975; Dipboye, Arvey and
Terpstra 1977; Dipboye, Fromkin and Wiback 1975; Gerdes and Garber

1983; Haefner 1977; Rose and Andiappan 1978; Shaw 1972; Zickmund,

Hitt and Pickens 1978). On the job, stereotypic thinking by

Supervisors has been found to impact upon the evaluation of the
performance of women (Cline, Holmes and Werner 1977; Mischel 1974),
the perceived promotion potential of women (Rosen and Jerdee 1974;

1975), the assignment of tasks to women (Terborg and Ilgen 1975),

and the allocation of rewards to women (Heilman and Guzzo 1978).

The Stability of Gender Stereotypes. Despite the fact that

attitudes toward sex roles have been changing rapidly (Thornton and

Freedman 1979; Cherlin and Walters 1981; Helmreich, Spence and

Gibson 1982; Thornton, Alwin and Camburn 1983), gender stereotypes

appear remarkably resistant to change (Locksley et al. 1980;

Ashmore and DelBoca 1979). Gender stereotypes are self-perpetuating

and self-£fulfilling. Stereotypers screen out information that

contradicts stereotypes and selectively attend to information that

1979). The behavior of

confirms them (Ashmore and DelBoca

stereotypers can elicit stereotypic behavior by others (Snyder and



Swann 1978; Snyder, Tanke and Berscheid 1977), thus perpetuating
the stereotypes. Stereotypes influence thinking in subtle ways.
Persons have been found to overestimate the frequency of behavior
that is consistent with gender stereotypes (Hepburn 1985) and to

fill in memory lapses with stereotypic material (Halpern 1985).

The Content of Gender Stereotypes. There 1is considerable

agreement within our culture about the content of gender
stereotypes (e.g., Broverman et al. 1972; Werner and LaRussa

1985). The most widely cited investigation into gender stereotypes

was performed by Broverman et al. (1972), who isolated two basic

clusters of traits that were associated with men and women: a

competency cluster and a warmth-expressiveness cluster. These

stereotypes are closely related to the items used by Bem (1974) in

the construction of the masculinity and femininity scales of her

Sex Role Inventory (BSRI). Recently, Werner and LaRussa (1985)

identified similar clusters of traits associated with males and

females. They found men still stereotyped as more forceful,

independent, stubborn, and reckless, and women still perceived as

more mannerly, giving, emotional, and submissive (Werner and

LaRussa 1985). (For a discussion of the factors that contribute to

the perpetuation of stereotypes, see Ashmore and DelBoca 1979.)

The "Kernel of Truth" Behind Gender Stereotypes. A "kernel of

truth" underlies each stereotype. Researchers are currently



investigating gender stereotypes to determine whether there is any
evidence of real differences between the sexes (e.g., FEagly and
Wood 1982), and if so, whether the differences are innate or
attributable to other factors, such as sex role socialization. The
reference point for the ongoing research is a work by Maccoby and
Jacklin (1974) who compiled and analyzed over 1600 studies,
concluding that differences existed in the case of only four
traits: verbal ability (favoring females), and aggression,
mathematical, and spatial abilities (favoring males). Current
investigations attempt to clarify and expand on the findings of
this landmark study (Deaux 1985).

Existing Research into
Gender Differences in Selling

Existing research into gender differences in selling performance
must be interpreted with caution. Relatively few such studies have
been performed. Because of the potential for bias in them, the
findings should not be accepted as evidence of true differences

between salesmen and saleswomen.

Sex Bias of Raters. The performance ratings of saleswomen by
male sales managers may be biased. Results of laboratory research
have revealed a tendency for raters to devalue the accomplishments
of women relative to men (O'Leary and Hansen 1982). The

accomplishments of females have been devalued relative to men by



raters of both sexes (Cline, Holmes and Werner 1977; Etaugh and

Wortman 1979; Paludi and Bauer 1983;

Rose 1975; Linsenmeier and

Kiesler and Goldberg 1971; Wallston and

Peck 1978; Pheterson,
O'Leary 1981; Zickmund, Hitt, and Pickens 1978; Paludi and Strayer

1985), although bias against women appeared most pronounced when

tasks or jobs were those perceived as traditionally performed by
males (Cohen and Bunker 1975; Feather 1975; Feather and Simon 1975;

Rosen and Jerdee 1974). While there were some exceptions, including

instances when females were rated higher than were males (e.g.,

Jacobson and Effertz 1974), it is believed

Abramson et al. 1977;

that a clear trend has been established toward downgrading the

performance and achievement of females relative to males (Hansen

and O'Leary 1985; Paludi and Strayer 1985). The study by Swan and

Futrell (1978) in which sales managers rated the performance of

saleswomen may reflect this type of bias.

Women's Self-Reports. The tendency of women to devalue their

Females have been

own capabilities may have biased the research.

found to attribute their successes to causes other than their own

1983), while men have shown the opposite

1977; Erkut 1983). This

abilities (Chrombie

tendency (Bar-Tal and Frieze 1976;

assymmetry among males and females in attributions of their own

success has been explained by the relatively different expectations

for success expressed by males and females (Deaux 1984), reflecting

o
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the relatively low self esteem of women (Caplan 1985; Sanford and

Donovan 1984). This may account for the relatively low self

confidence in their abilities reported by saleswomen in the
Tesearch by Swan, Futrell and Todd (1978). Alternatively, the
responses may reflect a greater honesty among women in reporting
their anxieties and fears in self-reports than among men (Spiegler
and Liebert 1970; Wilson 1967) or their greater willingness to

admit to feminine traits in their self-disclosures (e.g., Derlega

et al. 1981).

The Effect of History. Events occuring during the time period

when most of the research was conducted, may have impacted on the

behavior of the women. At the time, the Equal Rights Ammendment

was  being debated, women were just beginning to move 1into

traditionally male-oriented selling jobs, and male incumbents were

reacting to their presence. The performance of saleswomen may have

been affected by the attitudes and actions of their male

colleagues. Rosen (1982) has demonstrated the potential of
affirmative action programs to provoke efforts by male supervisors

and co-workers to undermine the performance of women.

Sex Composition of the Workplace. The sex composition of the

workplace may have biased the research. Women experience different

Pressures in environments in which they are statistically rare than

they do in those in which they are plentiful (e.g., Guttentag and



Secord 1983; Secord 1982; 1983). Small group research has

illustrated how behavior changes as the sex composition of the

8roup is varied. Group size impacts upon such factors as gender
Stereotypic behavior, sex discrimination, interpersonal style,
(For a recent review of

1eadership behavior, and self-perception.

the research into gender effects in small group interaction see
Dion 1985.) Pressures on women who have the status of "tokens" in

Organizations affect their job performance, morale, and persistence
on the job (e.g., Kanter 1977; Yoder, Adams and Prince 1983; Yoder

1985). Results of research into the behavior of saleswomen in the

traditionally male-oriented field of pharmaceutical selling 1in

which women are numerically rare (e.g., Swan, Futrell and Todd

1978; Swan and Futrell 1978; Futrell 1980) must be interpreted

differently from results obtained in a relatively sex neutral
field, such as real estate selling (Gibson, Cochran and Epley

and Swan 1981-82), or in a traditionally

1980-81;  Gibson

female-oriented field, such as department store selling (Skinner,

Dubinsky and Cronin 1984).1

Sex of Researcher. The sex of the researcher may have

introduced bias. Most known research into differences between

salesmen and saleswomen has been conducted by male researchers,

Research that is designed and executed by males may contain sex

bias in the way in which the problems were formulated, the manner
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in which the questions were posed, or even the validity of the

conclusions that were reached (e.g., Deaux 1985; Wallston and Grady

for researchers to report sex

1985). A tendency has been noted
differences that are complimentary to their own sex (e.g., Eagly

and Carli 1981).

Interpretation of Statistical Findings. Conclusions based on

if the results are reported in the

Statistics may be misleading

When the average score of females on some

form of average scores.

that the average score of males,

characteristic is lower than
comparison of the scores gives the impression that there are no
high Scoring women or low scoring men. Most research into gender

differences shows overlapping distributions; even research
revealing statistically significant differences can be used to
illustrate the great similarities between the sexes (e.g., DiPietro

relative

1981; Eagly and Carli 1981; Hyde 1981; Deaux 1984). The

and women 1is the more

number of high and low performing men

important indicator.

Criticisms of Women in Selling

I i i
n this section, stereotypes about women in selling are discussed.

lhe stereotypes are grouped together within three broad areas: (1)
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selling ability, (2) human relations ability, and (3) motivation.
These areas represent characteristics of salespersons that are of
particular importance to sales recruiters (Jolson 1977b). These
were not conceived as orthogonal concepts, but rather serve as a
convenient way to organize the stereotypes. It is possible that
behavior that relates to one area also relates to another. Tn the
discussion that follows, the reasons why each stereotype is
believed to be operational on some salesforces are presented. The
manner in which selling performance might be diminished should the
behavior of saleswomen actually conform to the stereotypes is also
discussed.

The underlying gender stereotypes and the aspect of

selling performance which each is alleged to affect are detailed in

Figure 2-1.

Behavior by saleswomen that conforms to gender stereotypes is
not potentially dysfunctional to all types of selling. A wide
continuum of sales jobs exists, and different behavioral styles may
be appropriate to different selling situations. For the purposes

of the discussion, the assumption is therefore made that the most

effective salesperson is the one who is best able to balance

2
instrumental and expressive behaviors in performing the job.

Selling Ability

. ol e '
In the present research, "selling ability'

was defined as g



Figure 2-1
Dimensions of Perceived Gender—-Stereotypic Behavior:
The Correspondence between

Gender Stereotypes about Women and
Potential Problem Areas in Selling

NATURE OF
UNDERLYING STEREOTYPE:

AREA OF POTENTIAL
PROBLEM IN SELLING:

ABILITY:

(1) Intelligence
(2) Intelligence
(3) Intelligence
(4) Adaptability
(5) Status

HUMAN RELATIONSHIPS:

(1) Nurturance

(2)  Empathy

(3) Social Orientation
(4) Submissiveness

(5) Team Playing

(6) Emotionalism

(7) Sexuality
MOTIVATION:

(1) Inner Drive

(?) Priorities

(3) Confidence in Ability

(4)  Dependency
(5)  Dependency
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Job Clarity

Conceptual Ability
Non-routine Situations

Persuasiveness
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Structure of interview

Over-Socializing

Control of interview

Cooperation

Crying behavior; rejection
coping mechanisms

Sexual ambience

Desire
Commitment to job
Magnitude of Expectancy
Need for Reinforcement
Avoidence of Unpleasant
activities



function of aptitude for the job and experience on the job (Jolson
1977b). Aptitude refers to the natural capability of persons to
acquire knowledge and skills that are needed to perform the job.
Experience 1is gained through training programs, from actual
performance of the job, and from performance on previous jobs.
Knowledge is a key component of selling ability (Weitz, Sujan and
Sujan 1986; Syzmanski 1988). Salespersons need a good base of
knowledge and the skills to acquire additional knowledge.
Salespersons need knowledge of their customers, the competition
that they face, the products that they sell, the market to which
they sell, the industry in which they sell, and their business
environment (e.g., Young and Mondy 1982). Salespersons must be able
to use their knowledge during the sales interacction. They need
knowledge of the selling process itself (Anderson and Hair 1983),
They need to have an understanding of the types of situations that
are likely to arise in the selling process, methods or techniques
that are available to use in these situations, and criteria

for
determining the appropriate technique for a given situation (Weitz,
Sujan and Sujan 1986). Syzmanski (1988) argues that the key to
selling success relates to the salesperson's ability to utilize
this "procedural knowledge" at each stage of the selling process.
The discussion that follows focuses on perceived gender stereotypic

behavior and its potential to impact negatively upon the ability of

saleswomen to acquire the knowledge and skills that are necessary



to perform job.

Perceived TIntelligence: Factual Knowledge. There 1is a

long—standing stereotype that women are intellectually inferior to

men  (Sherman 1978; Shields 1975;  1982; Rosenberg  1982),

Historically, this alleged difference in intelligence has been

attributed to such things as greater variability among males

(Shields 1982; Sherman 1978; Rosenberg  1982), structural

differences within the brain, and maternal instinct (Shields 1975 ).,
Despite the progress that women have made 1in acquiring equal

educational opportunities, and in proving themselves academically

capable, the residual of this unfortunate stereotype of men's

Superior intelligence persists (Broverman et al. 1972; Werner and

LaRussa 1985). (See Bernard 1981 for a discussion of women's

historical struggle to obtain education equivalent to those of

men, )

Research into differences between salesmen and saleswomen

Suggests that this stereotype is operating on some salesforces,

Two areas of weakness in important knowledge have been attributed

to saleswomen: product knowledge and customer knowledge. Swan ang

Futrell (1978) reported that sales managers in the traditionally

male pharmaceutical industry rated proportionately more saleswomen

than salesmen as having low product knowledge. The sales managers

rated no saleswomen as having high product knowledge, and only &



few as having medium-to-high knowledge. As if in confirmation of

Futrell and Todd (1978) found no

this knowledge deficit, Swan,

saleswomen expressing high confidence in their product knowledge
(Swan, Futrell and Todd 1978). Additional evidence of the
prevalence of this stereotype comes from a study of perceptions of

salespersons by industrial purchasing agents (Swan et al. 1984).

Re ivi
spondents reported perceiving saleswomen, on the average, as

being inferior to salesmen in their knowledge of both the products

that they sell and the customers to whom they sell.

Perceived Intelligence: Job Clarity. Another manifestation of

the :
stereotype of women's intellectual inferiority is the belief

that F
saleswomen are not able to understand the expectations of

thei
eir sales managers about the performance of their jobs.

g ; ’
aleswomen admit to having more problems with job ambiguity than do

comparable salesmen (Swan, Futrell and Todd 1978; Busch and Bush

1978; Futrell 1980; Skinner, Dubinsky and Cronin 1984). Job

ambiguity exists when salespersons are not clear about the tasks

they are to perform on the job, the priorities of the tasks, or how
they should allocate their time among tasks (e.g., Dubinsky et al.

1986). Job ambiguity is of concern to sales managers since it has

been found to relate to lower levels of job satisfaction and to

less effective job performance among salespersons (Teas 1983;

Behrman and Perreault 1984). The problem among saleswomen seems to




transcend the sex typing of the occupational environment, having

been reported by saleswomen performing the job of department store

selling, in which women predominate (Skinner, Dubinsky and Cronin
1984), and by those performing pharmaceutical selling, in which

women are numerically rare (Busch and Bush 1978; Swan, Futrell and

Todd 1978; Futrell 1980)-3

Conceptual Ability. There dis a

Perceived Intelligence:

Stereotype that women are illogical in their thinking, emotional
interest or ability for

rather than rationale, and lacking in

things like mathematics or science (Broverman et al. 1972; Werner

and LaRussa 1985).4 This is reflected in the belief held by some

sales managers that women do not have the conceptual ability to

g8rasp material of a technical nature. Technical knowledge is
important in many traditionally male areas of selling. As products
technologically

in  the marketplace become increasingly complex

(Wotruba 1981), the capability of salespersons to acquire technical
product knowledge is increasing in importance.
Perceived Adaptability: Non-routine Situations. There is 1

are generally passive, and are

stereotype that women no
Spontaneous or adventurous in their behavior (Broverman et al.

1972). Some sales managers believe that saleswomen are slow in

their reactions, and cannot adapt their behavior quickly to

74



interviews.” The ability to

unexpected occurrences during sales

alter behavior quickly in response to non-routine situations i

is

important in selling (Donnelly and Ivancevich 1975). Salespersons

and react quickly to cues

need to be able to think on their feet
A number of theorists have

emitted by their customers/prospects.

of salespersons altering their

Stressed the importance
customers (e.g.,

to match those of their

Communication styles
1979). Weitz (1981)

Merrill and Reid 1985; Alessandra et al.

Stressed the importance of behavioral flexibility to success in

adaptive selling.
have

Women are perceived to

Perceived Status: Persuasiveness.

lower social status than men (e.g., Lockheed and Hall 1976; Meeker
This status

and Weitzel-O'Neil 1977) and hence, less social power.

difference is believed to underlie the stereotype that women are

more influenceable than males, and that males are correspondingly

7
more persuasive (Eagly 1978; Eagly and Wood 1982)." Research has

shown that the ability of women to be persuasive in their

interactions with men relates to the sex—typing of the

Communication. In situations where the intent of the communication

is to give information, and in which the subject is one 1in which

females are expected to have expertise, or about which men are

relatively disinterested, men are more likely to be persuaded by
If saleswomen were to

women (Goldberg 1974; 1975; Morelock 1980).
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behave 1in accordance with this stereotype, they would have
sales presentations to men on

difficulty in delivering persuasive
males are perceived as having greater

subjects about which

expertise.

Human Relations

As defined here, "human relations" refer to the ability of
their customers, peers, and

salespersons to get along with
supervisors, and their "empathetic perception of the roles, needs,
reactions of business associates” (Jolson 1977b, p. 185).

supervisors

and
While relationships with peers and have impact on
selling performance through the training and supervision of

effectiveness is

salespersons, the critical relationship to selling
It is important

the one between salespersons and their customers.

for salespersons to demonstrate a concern for their customers

(e.g., Blake and Mouton 1980). Salespersons must establish rapport

with their customers (e.g., Wilson and Ghingold 1980; O'Shaughnessy

be responsive to their

1971-72; Nickels, Everett and Kline 1983),

needs and feelings (e.g., O'Shaughnessy 1971-72; Olshavsky 1973),

Alessandra et al. 1979;:

actively listen to their concerns (e.g.,

Main 1985; Lambert 1981), and be alert to their changing product

and service requirements (e.g., Leavitt 1983). Salespersons must
use this ability in relationships to generate sales. Although
saleswomen have been rated as equivalent to males in human
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1 1978), and are well liked by

relations ability (Swan and Futrel
1984; Lundstrom and

Swan et al.

Ashworth

their customers (e.g.,
use their

1983), some critics question their willingness to
. 8

aptitude for relationships to increase company sales. Other

that the adherence of

criticisms of saleswomen relate to beliefs

behavioral patterns will

saleswomen to stereotypically feminine

result in communication difficulties on the salesforce.

Functions. Perhaps the

Balance among

Perceived Nurturance:
as well as the most prominent

most valued feminine characteristic,
feminine gender stereotype, 1s 2 nurturing orientation that

to be motivated by a desire to help others. In

predisposes women
women are often expected to be the

their traditional family roles,
sical care and emotional support of their

primary providers of phy
that women are

Bernard (1981) suggests

husbands and children.
that mandates a life devoted

socialized to a "love and duty ethic"
to service to others. A nurturing orientation 1is an asset in

Salespersons with a nurturing orientation are service

selling.
oriented and excel at the post-transactional function of

Belief in the adherence to this nurturing stereotype by

retention.
of the conscientious

saleswomen is attested to by the many reports

care with which saleswomen attend to the needs of their customers

(e.g., Skolnik 1985; Scanlon 1973), doing "little things a man
might ignore," even when the benefits might not be "immediately




apparent in profits" (Saleswoman Diane Reader, Federal Express,

quoted in Skolnik 1985). The stereotypic belief that saleswomen

excel at retention activities is reflected in the perceptions of
industrial purchasing agents that saleswomen are more likely to
Prepare personalized preparations for each buyer, to be willing to

handle rush orders, and to follow through on deliveries than are

men (Swan et al. 1984).

Concern for the customer is important to successful selling,

defined in the

but  for optimal selling effectiveness, as

two-dimensional model of selling effectiveness, it must be balanced

with a concern for the sale itself (Blake and Mouton 1980).

Salespersons who are disproportionately concerned about the welfare

in follow up

of Customers, may expend excessive time and energy

activities for current customers while neglecting the development

of new ones (Jolson 1984), thus disturbing the balance between the

retaining and prospecting functions.

Perceived Empathy: Control of Interview. Another stereotype

closely related to that of women's nurturing orientation, 1is the

idea that women are particularly "sensitive to the needs of others"

(Broverman et al. 1972). Empathy is a valued trait that is

strongly associated with the female gender role (e.g., Bernard

1981; Brownmiller 1984; Hall 1978; 1979; Hall and labberstadt

1981). It is also an important attribute for salespersons (e.g.,
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Mayer and Greenberg 1964; Greenberg and Greenberg 1976; 1985).

Evidence that some sales managers held the stereotypic belief that

women are superior in empathy is found in the 1977 RIA survey,

Thirty five percent of responding managers agreed with the

Statement that "saleswomen are more sensitive to emotional signals

sent out by buyers and prospects'" (New Profit Opportunities, 1977).
Salespersons with strong empathy excel at "listening." The superior

empathy of saleswomen is reflected in their reputedly outstanding

1iStening ability (e.g., Figel 1983; Skolnik 1985; Carter and Bryon

1978; Swan et al. 1984).

Blake and Mouton (1980) point to a potential hazard in
disproportionately on

salespersons basing their selling style

such salespersons conduct sales

"listening." They argue that

interviews permissively, using non-directional questions to elicit

free comments from their customers, but not actively probing for

become excessively 1long,

needs. Sales interviews, consequently,
Such salespersons are reluctant to initiate closes, preferring
Customers to make spontaneous buying decisions, and may even

suggest that the customer take time to "think about it" before
making a buying decision. Blake and Mouton suggest that this

selling style may cause some customers to lose confidence in the

salesperson. Such  customers might perceive non-directional

questions as irrelevant, the length of the interview as wasteful of
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time, and might interpret the apparent reluctance of salespersons
to close the sale as reason to doubt the wisdom of making the

Purchase. The close is particularly at risk in this selling

Mayer and Greenberg (1964) have argued that a lack of

drive (an instrumental

Style.

balance between empathy and ego

Characteristic) Jjeopardizes the entire outcome of the sale because
the salesperson is unable to bring the sale to a close. They

Contend that empathy with the customer is only useful to the extent
that salespersons are willing to use it to generate sales,

Perceived Social Orientation: Over-Socializing. There ig a

Persistent belief that women are socially oriented in their work

and are motivated to achieve affiliative rewards (Hoffman 1975),

Since interpersonal relationships are such an integral part of the
traditional female social role (e.g., Bernard, 1981; Gilligan,

1984), women are alleged to value interpersonal aspects of their

Jobs, more than long term career rewards (Beutell and Brenner 1986,

Pryor 1983; Bartol and Manhardt 1979; Schuler 1975; Manhardt 1972),

Support for this idea comes from research in the traditionally

Male-oriented pharmaceutical  industry. Proportionately more

Saleswomen than salesmen expressed high interest in having the

OPPortunity to meet different people on the job (Swan, Futrell and

Todd 1978), and high importance on relationships with customers

(Busch and Bush 1978). In contrast, after controlling for age,
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Gibson and Swan (1981-82) found few differences between real estate

salesmen and saleswomen in their relative valuation of career and

affiliative rewards.10

Blake and Mouton (1980) point out a hazard associated with a

high social emphasis among salespersons. Such salespersons think

of friendships rather than

of sales as being the outgrowth

resulting from personal selling efforts. They focus their

attention on making friends with customers rather than on selling
Products to them. Their sales interviews are characterized by
small talk and personal conversation rather than by discussions of

Such salespersons rely on

customer needs and product benefits.

social activities (such as business lunches) to increase sales.

They de-emphasize activities such as probing and persuasion, and do
not exert pressure on customers to close, since they believe their
friends will buy from them when they are ready.

Perceived Submissiveness: Control of Interview. There is a

Stereotype that women are submissive in their relationships with

men (Broverman et al. 1972; Werner and LaRussa 1985). Robertson

and Hackett (1977) reported evidence of stereotypic thinking of

this type among real estate sales managers who reported perceiving

saleswomen as "slightly reserved" and "slightly humble." Tp the

Same year, as many as twenty percent of responding sales managers

to the RIA survey agreed with the statement "Saleswomen find it
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1977). More

difficult to be assertive" (New Profit Opportunities,
ining materials of the Ortho

recent evidence is found in the tra
to be '"more passsive'" and

Pharmaceutical Company alleging women
11
A3 s There are many

"less assertive" than men (Kurtz 1986, p.
ersons need to direct the sales

selling situations in which salesp
those stereotype of

interview. If saleswomen conformed to
submissiveness in their relationships with men, they would be
unable to control the conversation, would deliver low-keyed sales

presentations lacking in informative or persuasive content, and be

ineffective at closing sales with male customers.

Perceived Team Playing: Cooperation. There is a stereotype

that women lack team playing skills (Hennig and Jardim 1977). Team
playing skills include interpersonal abilities such as the ability
to compete along with others as a member of a team pursuing a

common goal, the ability to cooperate with others, and the ability

to accept and benefit from constructive criticism. The existance

of such Stereotypic thinking on salesforces is reflected in reports

of perceived "uncooperative behavior" by saleswomen (Pletcher 1978;

Futrell 1980) and the high value that saleswomen place on

independent thought and action (Swan, Futrell and Todd 1978). Some

saleswomen may have comnunication problems

evidence exists that
with their supervisors and male coworkers. Futrell (1980) alleged
that many male supervisors feel uncomfortable 1in supervising

I~
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when constructive criticism and

saleswomen, particularly
This may be partly explained by

disciplinary action is required.

the women's lack of receptivity to the criticisms.

sales managers to the 1977 RIA

Ten percent of responsing

survey cited "less willingness to admit and discuss problems" as a

major reason for not hiring saleswomen (New Profit Opportunities

1977). Busch and Bush (1978) suggested that saleswomen may fear

being judged incompetent by their supervisors, and this may inhibit
them from asking questions.

McMurry (1964) stressed the importance of cooperation and team

performance of the sales  job.

playing to the effective

Salespersons with inadequate team skills can well have difficulty

learning and improving on the job, as well as in performing

effectively as a representative of an organization.

There is a stereotype that women are

Perceived Emotionalism.

more emotional than men and that their feelings are easily hurt

(Broverman et al. 1972; Werner and LaRussa 1985). One of the most

pervasive criticisms of women by those who wish to exclude them

from traditionally male jobs is that women are too emotional (e.g.,

Schwartz 1971; Dipoye, Arvey and Terpstra 1977; Rosen and Jerdee

1978; Hennig and Jardin 1977). The stereotype is that because women

flustered at minor crises, are

are emotional, they become



sensitive, fearful, and cry easily (Rubble 1978).15 There are two

aspects to this stereotype. One is that women lack the emotional

coping mechanisms to deal with rejections on the job (Jolson and

Comer 1987). The other is that women are unable to cope with their

eémotions and cry easily on the job.

The problem of rejection 1is central to selling (McMahon

16
1981). Poppleton and Lubbock (1977) refer to the unpleasantness

of rejection in the selling of life insurance, and the fact that

this rejection was often taken personally by salespersons. McMurry

receive about 32

(1971) estimated that insurance salespersons

Fejections per week, while Jolson (1972) contended that the average
eéncyclopedia salesperson receives 179 rejections before making even

McMahon (1981) contends that rejection is a process that

one sale.
seller on an

is triggered by the buyer and received by the

eémotional level. Salespersons experience rejection everytime they
receive a "you're not OK" message from a customer. Rejection of

salespersons by customers can take many forms, including keeping

the salesperson waiting, overt rudeness, and refusals to buy.

Rejection threatens salespersons' self-esteem, causing them to feel

hurt, demeaned, vulnerable, helpless, and lost (McMahon 1981).

The pervasiveness of this stereotype about crying behavior in
selling is attested to by Robertson and Hackett (1977) who found

saleswomen to be perceived as more emotional than salesmen by sales



As many as twenty percent of

Managers, salesmen, and saleswomen.

respondents to the RIA survey in the same year, cited the excessive
major disadvantage in hiring women (New

eémotionalism of women as a
More recent evidence of the persistence

Profit Opportunities 1977).

in the training materials of the Ortho

of this stereotype is seen
Pharmaceutical Company alleging that "Women e Hore
A.3). Incidents of

eémotional...they cry more" (Kurtz 1986, p.

€rying behavior on the part of saleswomen have been reported (Women

in Selling, 1974; Jolson and Comer 1987). Crying in the presence of
saleswomen with their

Customers may damage the credibility of

Customers. As Hennig and Jardim (1977) point out, many men view

Crying behavior as the mark of someone who is uncontrollable and

whose Jjudgment can't be trusted.

Perceived Sexuality: Sexual Ambience. One role that women

frequently play is that of '"sexual object." One of the initial

concerns about admitting women to male selling strongholds was that

sexual misconduct would result (Women in Selling 1974; Why Hire

Saleswomen 1978). There are indications that the issue of sex on

the salesforce is still of concern. In the 1977 RIA survey, twenty
Percent of responding sales managers agreed with the statement
"saleswomen use their femininity in selling more than they
should." Tp addition, about half of the sales managers reported

receiving complaints from saleswomen that customers had tried to



take advantage of sex (New Profit Opportunities 1977). The training

materials of the Ortho Pharmaceutical Company did not address the

but cautioned sales managers against hiring

Sexual issue directly,
that "less attractive" women were

" ® .
attractive women," arguing

preferable because they had "learned how to deal with loneliness"

(Kurtz 1986, p. A.3).

There are two aspects to this problem: that saleswomen use sex

to sell, and that saleswomen receive unwanted advances from
to intentionally wusing

Customers. Some saleswomen frankly admit

their sexuality in selling (Hyatt 1979; Jolson and Comer 1987),

assets'" makes good business

arguing that using one's '"natural

k2 that they receive unwanted

sense. Other saleswomen complain

Sexual advances from male customers (Howard 1978; Hyatt 1979;
Pletcher 1978). The two problems are related. There 1is a

Stereotypic belief, held primarily by men, that when sexual

misconduct occurs, the woman is the instigator (Gutek 1985). This

Stereotype holds that women encourage male advances by their manner

of dress and by their non-verbal behavior. Even though the male

sex role 1is alleged to be more attuned to sex (Gross 1978; Korda

18
1986), when a sexual indiscretion occurs, men frequently perceive
the woman as being the instigator (Gutek 1985). Saleswomen are

particularly vulnerable to allegations of sexual misconduct because
their jobs require them to be attractive, to have pleasant
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to behave assertively. These may be

personalities, and

misinterpreted by customers as signs of sexual interest (Carter and

Bryan 1978). Saleswomen who do not project a completely asexual

image may be perceived as encouraging sexual advances (Hyatt 1979).

It is dysfunctional for saleswomen to be perceived in this way,

is not compatible with that of

be

Since the role of "sex object"

If saleswomen were to

"analytical thinker" (Gutek 1985).

Perceived as encouraging male overtures during sales interviews,

they would lose credibility as professional salespersons.

Motivation of salespersons is a matter of great concern to sales

Mmanagers. The lives of salespersons are frequently Ilonely ones.

Salespersons work on the boundary of the organization, away from
contact with, and support from, supervisors and peers (e.g.,

Spekman 1978). In the course of the performance of their jobs, they

frequently encounter discourtesies, disappointments, and

performance in the face of these,

rejections. To sustain their

or dynamic inner drive (Jolson

salespersons need intense desire,

1977b). They need to be driven by their egos, and to have an inner

need to achieve "victory" in the sale. They also need ego-strength
to fortify themselves with the "resiliency to bounce back from
rejections,”" to be "even more motivated" in their next attempts
(Greenberg and Greenberq 1985, p. 33) and to be challenged, rather
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4)

than defeated, by their failures (Mayer and Greenberg 1964). Many

salespersons have difficulty sustaining high levels of
self-motivation over long periods. These salespersons need
n the necessary energy level to

incentives to help them maintai
perform their jobs. This section discusses gender stereotypes that

relate to the self-motivation of saleswomen.

Perceived Inner Drive: Desire. There 1is a stereotype that

competitive," but are "passive, submissive,
of

women are 'not at all

and quiet" (Broverman et al. 1972). Evidence of the existance
is found in the

stereotypic thinking of this type on salesforces i

materials of the Ortho Pharmaceutical Company alleging that women

Salespersons

1 .
"less assertive" than men.

”n 2
were "more passive," and

oc . - : :
cupy boundary positions, where they must deal with many competing

demands .
Is from others and must routinely face much unpleasantness on

they need strong inner

the job. To enable them to persevere,
drive. Jolson (1977b) describes a quality which he calls "desire"
that involves "dynamic inner drive." This is the 'capacity to
overcome obstacles" and the "willingness to do whatever is required
(1976;

ic = : .
or success in selling" (p. 185). Greenberg and Greenberg

19 : £ :
85) describe a similar quality that they call "ego drive,'" or an

intense need & ) : . : " .
to succeed because of the feeling of "satisfaction

that comes i " (G
from the victory Greenberg and Greenberg 1985, p.

33), which they claim is essential to the success of salespersons




in all types of selling jobs. They argue that ego drive is the
force that "launches" salespersons toward prospective Customers,

and is the basic force underlying the ability of salespersons to

use empathy as a tool in persuasion (Greenberg and Greenberg 1976).
hold the stereotype that

Evidence that some sales managers
Comer

saleswomen are low in inner drive was reported by Jolson and

C ; ie
(1987)  who argued that sales managers continue LO believe
saleswomen lack "unbounded energy, initiative, and inner drive

(cf., Greenberg and Greenberg 1976)."

Perceived Priorities: Commitment to Job. Priorities that place
can deflect the

family considerations over work considerations
energies of women from the performance of the job. Women with
families have traditionally held heavy responsibilities 1in the

Such women encounter strong social sanctions if they neglect

home.
1971; Laws

their family for work-related reasons (e.g., Epstein
1979; Bernard 1981; Brownmiller 1984; Braiker 1986). Because of

family and work,

some sales

this, when conflicts arise between

managers believe that women will give priority to their families.

A decade ago, Robertson and Hackett (1977) provided evidence that
some real estate sales managers perceived saleswomen as more
home-oriented than career-oriented (although the saleswomen
themselves did not share this perception). A survey of sales

found that more sales

same time,

-
52
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managers agreed than disagreed with the statement that "married
women have more problems adjusting to selling than single or
divorced women," and close to twenty five percent of responding
sales managers cited interference of home responsibilities as a

major reason for not hiring saleswomen (New Profit Opportunities

1977).

More recent evidence of the presence of this stereotype
among sales managers is found in the training materials of the
Ortho Pharmaceutical Company that alleged that "women have more
social problems that create business problems," that "when a
married male goes home after work, someone brings him things; a

married female goes home and keeps working," that "a married mother

has greater home duties than a married father," and concluded that

"a married mother is statistically not likely to survive" at Ortho

(Kurtz 1986, P A.3). While it dis unlikely that saleswomen of

today who are seeking to enter traditionally male-oriented sales

occupations would be perceived as 'homebodies," women still

experience strong cultural pressures to fulfill their traditional

) 19
gender roles (Bernard 1981; Caplan 1985; Braiker 1986). In
confirmation of this, Futrell (1980) found evidence that
proportionately fewer saleswomen than salesmen reported

their jobs

to be central to their lives.

Historically, employers have claimed that the divided loyalty

of women causes problems in their productivity on the job, taking



the Fform of high rates of absenteeism, interrupted careers for
childbearing, refusals to relocate, and high rates of turnover

(Bergmann 1986).20 These same arguments were voiced by sales

managers in the 1970s (e.g., Kanuk 1978; Women in Selling 1974).
Close to thirty three percent of responding sales managers to the

1977 RIA survey cited problems with travel and relocation as a
(New Profit

major disadvantage in employing saleswomen

Opportunities 1977). Some sales managers

Preoccupation with personal concerns will prevent saleswomen from

still believe that

8iving sufficient attention to their jobs (Jolson and Comer 1987).

Perceived Self-Confidence. There 1is a stereotype that women

are not self-confident (Broverman et al. 1972), and that they lack
settings

confidence in their ability to perform in achievement

(e.g., Lenny 1977). Evidence of the prevalence of this stereotype

on sales forces is mixed. Research has reported that sales
managers perceived real estate saleswomen as being more

"apprehensive" than "self-confident" (Robertson and Hackett 1977),

perceived automobile saleswomen as relatively

Ashworth  1983),  but

and that customers

low in self-confidence (Lundstrom and
perceiving differences in

purchasing agents have not reported

self-confidence between industrial salesmen and saleswomen (Swan et

al. 1984). Swan, Futrell and Todd (1978), reported that no

confidence in either their

pharmaceutical saleswomen claimed high

w
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own selling ability or in their ability to call on specialists, but
proportions of saleswomen and salesmen

found no differences in
21

expressing confidence in their human relations ability.

Expectancies are salespersons' perceptions of the link between

effort and job performance. Salespersons who lack confidence in

their selling ability are 1likely to have low expectancies since

they will not perceive that expending additional effort will 1lead
to improved performance. This relationship is supported by the
finding of Teas (1981) that self-perceived ability of salespersons
correlates positively with salespersons' expectancy estimates, as
well as the finding of Bagozzi (1978) that task-specific self
esteem (analagous to confidence in selling ability) is Strongly
related to selling effectiveness. Salespersons whose expectancies

are low because they lack confidence in their selling ability, have
N0 motivation to increase their efforts.

Need for Reinforcement. there 1is g

Perceived Dependency:
stereotype that women are motivated to achieve by affiliative

rewards rather than by achievement needs.”” One aspect of this

women are dependent on others for

Stereotype is the belief that

emotional support (Broverman et al. 1972; Werner and LaRussja
1985), and that they have strong needs for approval from those in

oA
positions of authority on the job (Hoffman 1975).7" This stereotype



rather do routine work

stems from the notion that women would

(e-g., clerical) in return for a good deal of praise from a male

authority figure, than do more demanding work for better monetary

rewards. This manner of thinking has been used as a justification

for assigning women to low-paying, routine work (e.g., Bergmann

of this type on

1986). The existence of stereotypic thinking

salesforces is attested to by the statement in the training

Pharmaceutical Company that

A.3).

materials of the Ortho "women like

Praise, they respond to it" (Kurtz 1986, p.

Avoiding Unpleasant Activities. One

Perceived Dependency:

aspect of this stereotype that women over-value affiliative rewards

from their work is that they may tend to place disproportionate

importance on their relationships with customers. Young and Mondy

(1982) suggest that salespersons, who work in the field, without

frequent contacts with supervisors or peers may begin to place

dlSprOportionate importance on their relationships with customers,

may have approval needs that are not satisfied by supervisors or
and may turn to customers to satisfy those needs. As a

peers,
withdrawal of approval by

result, they become vulnerable to the

Customers. Blake and Mouton (1980) suggest that such salespersons

unpleasantness, such as

avoid situations which involve personal

They might react to

calling on dissatisfied customers.

lnterruptions during sales interviews and to objections raised by



customers as personal attacks. Such salespersons might experience
excessive stress when confronted with conflicting demands from
customers that they are unable to satisfy. The perception of
relatively high role conflict among saleswomen reported by Futrell

(1980) may, in part, reflect such problems.

Summary

This chapter has discussed criticisms of saleswomen by sales
managers in the context of gender stereotypes. Tt has suggested
the manner in which conformity to the stereotype has the potential
to impact negatively upon the performance of saleswomen. The
proposed research will investigate whether behavior that isg
perceived by sales managers to be 1in accordance with gender
stereotypes actually impacts negatively upon the selling
effectiveness of saleswomen. The next chapter extends the
literature review into the areas of selling effectiveness and sex

role identity. The model that serves as the basis for the research

is developed.



Endnotes

L. The sex distribution of the samples in these studies reflects
the sex composition of the jobs and jllustrates the potential for
bias. The sample obtained by Swan, Futrell and Todd (1978), from a

male-oriented selling area consisted of 396 males and 35 females.

The sample obtained by Skinner, Dubinsky and Cronin (1984) from a

female-oriented area consisted of 34 males and 123 females.

2. A two-dimensional model of selling effectiveness consisting

of instrumental and expressive dimensions 1is introduced (Blake and

Mouton 1980; Buzzotta, Lefton and Sherberg 1982; .Jolson 1984).
According to this model, salespersons who behave in accordance with
Masculine stereotypes would be more likely to excel at tasks
associated with the instrumental dimension of selling, while those
who behave in accordance with feminine stereotypes would be more
likely to excel at tasks associated with the expressive dimension.
Salespersons who excel at tasks associated with both instrumental
and expressive dimensions are considered the most effective.
Salespersons who excel at tasks associated with one dimension at
the expense of the other, are less effective. Thus, the most

effective salespersons are defined as androgynous in their approach



to selling.

3. Busch and Bush (1978) speculated that women, as a group,
might have a greater need for clarity than do men. Alternatively,
saleswomen may not be receiving sufficient feedback about their
performance to become secure on their jobs, since sales managers
seemed to be reluctant to discuss the negative aspects of their
performance with them (Futrell 1980). It is also possible that the
female respondents were simply more honest about expressing their
insecurities about the job than were the men (e.g., Spiegler and
Liebert 1970; Wilson 1967), and that the responses reflected the
general tendency of females to under-value their own competence

(e.g., Deaux 1984).

4. The "kernel of truth": behind women's perceived inferiority
in the ability to learn technical material received some support in
the analysis of Maccoby and Jacklin (1974) who found women to be
weaker than men in mathematical and spatial abilities, although the
differences they isolated were very small. Subsequent
meta-analysis has revealed that differences in mathematical ability
and in spatial ability accounted for only 1% and 4.5% respectively
of the variance between the sexes (llyde 1981). While researchers
have continued to claim superior mathematical ability for males
(Benboe and Stanley 1980; 1983), critics have discounted the

results (see Fox, Tobin and Brody 1979, for a review of these

e



arguments). The important contributions that have been made to the

field of mathematics by women historically (Osen 1984), weakens the

argument for the innate superiority of males, although recent

Tesearch ipto the sex typing of another technical field, that of

Computer use, argues for a male dominant stereotype in the field

(Lockheeq 1985; Fetler 1985).

5. Females might appear to have difficulty responding quickly
to Situations because their traditional socialization does not

Provide sufficient opportunities for them to develop the necessary

8kills. Biock (1984) suggests that the traditional socialization

of femaleg causes them to live in a more structured world in which

exploratory behavior is generally discouraged. Boys live in a

HIESS predictable world" where '@31 hoc strategies are frequently

demanded.” Girls do not have as many opportunities to encounter

situations in which they can develop and practice independent and
imPrOVisational behaviors and are not rewarded for such behaviors,

Differences have been identified in the types of games played by

boys ang girls (e.g., Lever 1976; 1978) and the degree to which the

SéXes differentially engage in rough and tumble play (DiPietro

1981),

6. It should be noted that at least one sales executive has

e e Ai1SE
80ne on record as preferring saleswomen over salesmen because he
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feels they think faster on their feet (cited in Carter and Bryan

1978).

7. There 1is 1little evidence to support the truth of this
stereotype. In reviews of existing research, neither Maccoby and
Jacklin (1974) nor Eagly (1978) found convincing evidence of sex
differences in influencability. Nonetheless, subsequent
meta-analyses revealed a tendency for males to conform less than
females in group pressure situations (Cooper 1979) and in non-group
situations when a communicator presented arguments in support of a
an issue. (Eagly and Carli 1981). Research has shown that the
ability of women to be persuasive in their interactions with men
relates to the sex-typing of the communication. TIn situations
where the intent of the communication is to give information, and
in which the subject is one in which females are expected to have
expertise, or about which men are relatively disinterested, men are
more likely to be persuaded by women (Goldberg 1974; 1975; Morelock
1980).

8. This 1is attested to by the consistent reports of
satisfaction with their relationships with customers expressed

saleswomen (Swan, Futrell and Todd 1978; Futrell 1980). Swan et

al. (1984) concluded that saleswomen are perceived favorably by
industrial purchasing agents. Perceptions by customers of

automobile saleswomen confirm this generally favorable attitude
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toward saleswomen (Lundstrom and Ashworth 1983).

unbalanced

9. Tt should be stressed that concern for the sale,

can cause the opposite effect,

by concern for the customer,

Salespersons can upset the balance by neglecting the servicing of

established accounts in favor of ferreting out new ones.

10. It is possible that affiliative rewards are less important

to women in a sex-neutral situation than they are in Situations

where women are numerically rare.
11. Even women with strongly dominant personalities have been
found to decline assuming leadership positions in relationships

with men (Carbonell 1984; Megeree 1969; Nyquest and Spence 1986),

The "kernel of truth" behind this stereotype may lie in the nature
of male-female social interaction patterns. The behavior of males

May make it difficult for females to assume leadership positions,

Studies of male-female interactions illustrate some of the ways men
control the conversations: males interrupt females, and change
e.g., Markel,

Subjects more frequently than the other way around

Long and Saine 1976; Zimmerman and West 1975; West and Zimmerman
1978; Fishman 1978). If customers were to exhibit such behaviors ip

their interactions with saleswomen, saleswomen could not control

the interview.

12. Hennig and Jardim (1977) argue that men learn

%]
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OTrganizational behavioral skills when participating in team sports,

an  activity that is not part of the traditional female
Socialization experience. These are the same skills that are
traditionally male-oriented

needed to function effectively in

organizations. Lacking these early experiences, females who have
not have the sense of

been socialized traditionally, may

Participation as a member of a team when on their jobs.

(1978) interpreted a significant

13.  Busch and Bush

Correlation between job clarity and satisfaction with supervision
as evidence of communication difficulties between saleswomen and

their sales managers. Pharmaceutical saleswomen have reported 1low

satisfaction with their relationships with both supervisors (Busch

and Bush 1978; Swan, Futrell and Todd 1978; Futrell 1980) andg

others salespersonnel (Swan, Futrell and Todd 1978; Futrell 1980).

14. It should be noted that the actions of male salespersonnel

difficulties of saleswomen ip

contribute to the perceived

For example, reports have indicated

functioning as team members.

that women are not generally admitted to informal bullsessions of

male salespersonnel (e.g., Women in Selling, 1974; Busch and Bush,

1978), suggesting that salesmen are not willing to accept them as
o

€quals on the salesforce.

15. The "kernel of truth" underlying this stereotype is the
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fact that our culture encourages males to suppress their emotions,

While Permitting females to express theirs (e.g., Pleck ek ¥

omen are encouraged to use crying as an emotional catharsis but

Men are permitted to express their emotions through

Men are pot.
in a woman

dnger, an emotion that is is deemed unattractive
Brownmiller 1984). Research has somewhat confirmed

(Braiker 1 986;
8reater

thig Stereotype. Lombardo et al. (1983) indicated a

self-reported likelihood of crying among female than male sub jects,

while Kraemer and Hastrop (1986) have reported more crying -

b . )
fmales in natural settings.

Greenberg (1976, 1985) argue that

16, Greenberg and
" ive them the emotion
Salespergong need great "ego stremgth™ to g =

fortitude to bounce back from such continual rejections, but foupg
0

o difference between salesmen and saleswomen in the degree ¢
"

Which they possessed the quality of "ego-strength." In contrast,

€nnig and Jardim (1977) argue that the vulnerability to personal

- 1 ot developed the sepe
T is greater in women because they have n I ense

= participating in a game in their approach to their work,

" Foio s -
17. In the words of one saleswomen, "as a woman coming in witp
se

. 1 . 1
Svery disadvantage. with no history in business, I'm willing to 4
(=] b
4
SVery edge I've got" (quoted in Hyatt 1979, p. 145).

18. The male occupational environment is a more sexualized
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is the female occupational environment. Males

environment than
approaching women about sex, and

enjoy '"talking about sex,
sexual interaction" (Gutek 1985, bp.

displaying a readiness for

166).

19. Many women feel that fulfillment of their gender role is a

A woman who fails 1in her

prerequisite for seeking a career.

obligations in her role as a woman experiences great guilt (Bernard
1981; Caplan 1985); a woman who succeeds at both roles does so only

at the price of great personal stress (Braiker 1986).

Research has generally disconfirmed the truth of these

20.
a study by Concoran and Duncan (1979)

allegations. For example,

demonstrated by regression analysis that only 3% of the wage gap
between men and could be explained by the illness of workers, the

illness of family members, or of any other evidence of low labor

force participation.

These mixed results may be explained by the situational
Women

21,
have lower

nature of women's self-confidence.
self-confidence than do men in situations where Stereotypes
attribute a relatively high level of competence to men (Lenny
1981). Results of attribution research support a tendency among

women to undervalue their own competence since they attribute their

Successes to factors other than their ability such as luck (Bar-Tal



and Frieze 1977; Simon and Feather 1973) and effort (Wiegers and

Frieze 1977; Erkut 1983; Chrombie 1983), but attribute their

failures to their lack of ability (Nicholls 1975), although some
Studies have not reported this phenomenon (e.g., Lugenbuhl, Crowe,

and Kahan 1975; McMahan 1973). This situation may be changing,

Recent reseach has uncovered no differences between men and women

in such attributions (Kaufman and Shikiar 1985).

22. Indeed, Brunig and Snyder (1985) presented evidence that

low or negative expectancies on self-evaluations may lead to

the job, such as absenteeism, noor

dYSfunctional behavior on

Performance, and turnover tendencies.

23. Research has established a "kernel of truth" underlying

these perceived differences between the sexes in the manner jp

which they are motivated by affiliation and achievement needs. The

Need for achievement and the need for affiliation seem to be linked

in women, and sex roles appear to influence these relationships
’

(SUtherland and Veroff, 1985). For males, the need for achievement

and the need for affiliation are negatively correlated (Sutherland,

1983). For females, they seem to be positively

1980; Veroft,
Veroff, 1983), implying that women

correlated (Sutherland, 1980;

with high achievement needs also have high affiliative needs.

24, Hoffman (1975) theorized that females have greater needs
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for 1ove and approval than do males. She argued that girls

€Xperience too much maternal support and protection in their early

Years and carry the resulting dependency into their adulthood,

Tetaining the child's eagerness to please adults" in their

achievement behaviors. Thus, according to her theory, women look

to those in authority positions on their jobs to satisfy their

confirmed that women are

aPproval needs. Alagna (1982) has

Seénsitive to evaluation by others and respond favorably to approval

by others. She argues that women who perform traditionally male

Toles benefit from peer approval of their activities.
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CHAPTER THREE
THE RELEVANT LITERATURE: II

e literature concerning gender

The preceeding chapter reviewed th
The discussion now turns to the concepts

Stereotypes in selling.
of selling effectiveness and sex role identity. This chapter
a review of the literature about selling effectiveness

begins with
onale for the use of

and its measurement and establishes the rati
he quality

the functions of selling as the basis of a measure of
The next cluster of literature concerns

of selling performance.
The Bem Sex Role Inventory

sex role identity and its measurement.

with the theory underlying its

(BSRI) is introduced along
f sex role identity to behavior,

construction, the relationship o

and its applicability to vocational behavior.

The three clusters of literature are then brought together to
establish the conceptual framework for the study. A model is
introduced that relates the sex role types of saleswomen to
perceived gender stereotypic behavior in the areas of selling
ability, human relations, and motivation, as well as to effective

performance of the functions of selling
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Measuring Selling Performance

Measurement issues cloud research findings about the comparative

performance of males and fepales in traditionally male areas of

¥ industr Swan and
selling. In parallel surveys of the same 1ndustry, : (
saleswomen's performance to be

Futrell (1978) reported

significantly lower than that of comparable salesmen, while Busch
and Bush (1978) reported no differences between the sexes. The

potential for bias in these studies has been discussed.

The Functions of Selling

Performance of six functions of selling served as the basis for the

the present study. The

Measure of selling effectiveness in

functions of selling constitute a model of the personal selling

. 2 - QI L. -
process involving six sequential promotional tasks that are

performed by salespeople (Jolson 1974a; 1977b; 1984; 1986b). The

quality of their performance by saleswomen is, thus, an indication

of selling effectiveness.

Effective Performance of the
Functions of Selling

The section that follows reviews the literature relevant to
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effective performance of the functions of selling. Tt specifies
the tasks that must be accomplished in performing each function and
describes effective performance of each. The primary issues
involved in performance of each function are also addressed. The
tasks to be accomplished by salespersons when performing the

functions are enumerated in Figure 3-1.

Prospecting. As defined here, the function of prospecting
refers to the process of identifying qualified prospects for the
company's products, culminating  in the first one—-on-one
relationship between the salesperson and the prospect. The tasks
performed by salespersons when prospecting involve searching for

prospects and evaluating their suitability as potential customers.

Effective prospectors must be familiar with, and use, the best

available sources of leads (Anderson and Hair 1983). They must

1l
carefully "qualify" prospects to ensure that company resources are

apportioned effectively among the best potential customers.

Prospects may be qualified either in advance of the contact, during

the contact, or at both times.

The key issue in prospecting is the frequent requirement for

salespersons to perform effort prospecting (contacting persons

without company-supplied leads). Many salespersons dislike effort

prospecting since they must work with individuals who have not
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Figure 3-1
Sequence of Tasks to be Accomplished when Performing
The Six Functions of Selling

Prospecting

Identify Marketing Opportunities
Use best available sources for leads
Identify many leads
Keep meticulous records
Maintain search for leads on continuous basis
Pre-Screen Leads
Determine prospect has a need for product
Determine ability to pay for product
Select proper buying personnel
Determine willingness to meet with salesperson
Prepare for Interview
Obtain background information about company
Obtain background information about buyer

Contac Eino
e ee—— e

Schedule Interview
Gain entry
Schedule interviews efficiently
Follow up, as appropriate

Establish Tnitial Contact with prospect
Make good first impressions
Establish rapport with prospect
Establish prestige of company and self

Probing for Needs

Acquire Information from Environment
Tour facilities
Study data



Figure 3-1 (cont'd-1)
Sequence of Tasks to be Accomplished when Performing
the Six Functions of Selling

Probing for Needs (cont'd)

Elicit Information from Prospect
Encourage prospect to talk
Appear interested in prospect's concerns

Listen attentively to prospect
Maintain eye contact with prospect

Direct Probing Process
Ask clarifying questions (as appropriate)

Ask elaborative questions (as appropriate)
Change topics easily (when appropriate)

Analyze Information
Identify main points of prospect's conversation

Establish why prospect buys
Be sensitive to non-verbal cues

Retain Information
Accurately restate prospect's points

Take notes

Stimulating Desire

Establish and maintain interest of customer
Address prospect's concerns
Use demonstrations, dramatizations, or
visual aids
Check on attentiveness periodicly
Transmit information accurately
Explain technical features
Explain product's usage

Match prospect's needs to product benefits

Use language familiar to prospect
Anticipate and deal with objections
Answer questions

Maintain credibility
Istablish own expertise
Appear trustworthy

Persuade prospect to buy

~J
(R}



Figure 3-1 (cont'd-2)
Sequence of Tasks to be Accomplished when Performing
The Six Functions of Selling

Closing

Anticipate and overcome objections
Invites prospect's summary comments
Ask for the order
Close sale

Finalize details

Arrange future visits
Conclude interview

Retaining

Retain sale
Insure prospect receives product
On time
In good condition
With access to service as needed
Maintain availability for service
Make periodic calls
Handle dissatisfaction and complaints
Retain customer
Transform prospect into loyal customer
Establish relationship with customer
Maintain availability
Develop account by obtaining:
Repeat orders
Enlarged orders
New orders

Begin Prospecting Aeain

13



"

expressed prior interest in their products and they frequently

"
encounter considerable sales resistance (Jolson 1986b). Some
salespersons avoid the prospecting function altogether when 1t

involves effort prospecting (e.g., Deuscher, Marshall and Burgoyne

1982).

Contacting. Tt is difficult to separate the Ffunctions of

prospecting and contacting, since they dinvolve overlapping

activities. The function of contacting involves: (1) gaining
access to customers, (2) making good first impressions on them, (3)
redirecting their thoughts from previous concerns, (4) establishing
rapport with them, (5) establishing credibility, and (6) making a
transition from initial conversation to the start of the actual

sales presentation.

Effective contactors establish the degree of their prospect's
receptiveness to the sales interview, making certain that
sufficient time 1is available, that the physical conditions are
favorable, and that there will be a minimum of interruptions during
the call (Young and Mondy 1982). They spend no more that a minute

or two in redirecting the thoughts of prospects from previous

4 ’
concerns by use of "small talk" (Jolson 1977b). To establish good
first impressions, they dress attractively and appropriately, have

good posture and a ready smile (Young and Mondy 1982). hey
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€stablish rapport quickly. As they guide the conversation to the

Start of the actual presentation, they both arouse the interest of

Prospects in the product and re—qualify the prospects.

The key issues in contacting are: (1) the importance of
eStablishing rapport with customers, and (2) the dimportance of

eStablishing credibility. Establishing rapport with customers is

an important aspect of selling effectiveness (Wilson and Ghingold

1980)- One way for salespersons to build rapport is by establishing
Similarities between their customers and themselves. Success in
Selling has been associated with similarities in demographic and
lifestyle characteristics (Evans 1963). O0'Shaughnessy (1971-1972)
Stressed the importance of ideological or attitudinal similarity

between salespersons and customers as well as of likability. ile

Conceived of likability as salespersons' appearance of friendship,
aPproval, ang support of the self images for their customers. Ile

Suggested that in the absence of similarity, salespersons can

@Stablish rapport by being empathetic to the needs of customers,

determining the best way to approach them, and adjusting their

behaviors accordingly. This notion of adapting behavior to

CharaCteristics of individual customers has been developed into an

elaborate system for the approach of customers based on behavior

types. (e.o., Alessandra et al. 1979; Merrell and Reid 1985; Main

Kline (1983) added to knowledge of

6
1985)., Nickels, Everett and
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rapport building by suggesting the wuse of neuro-linguistic

programming.7 They advocated that salespersons synchronize their
language and behaviors (including posture, voice tone, breathing
patterns, gestures and head movements), with that of their
customers. Moine (1982) found the unconscious use of
neuro-linguistic techniques by salespersons ks S5 maEpshamd Lk

high performance.

It is important for salespersons to establish their
credibility and legitimacy at the start of the interview (Wilson
1976). This involves establishing both the reputation of the
company, and the personal credibility of salespersons (Young and
Mondy 1982). Leavitt (1967) found evidence that the better the
company's reputation, the better chance of salespersons' getting a
first hearing among prospects. Some have debated the relative
importance of perceived similarity with the customer and perceived
expertise to selling effectiveness. Woodside and Davenport (1974)
found both to be related to selling effectiveness. Weitz (1931)
suggested that the relative importance of similarity and expertise

to successful selling is dependent upon the selling situation.

Probing for Needs. As defined here, probing for needs refers

to the establishment and clarification of the exact state of the
prospect's product-related needs during the initial phase of the

sales interview. When probing for needs, salespersons must: ()
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clarify the needs in such a way that they are understood and agreed
upon by both parties, (2) establish the specifics of product
requirements (Jolson 1986b), and (3) pave the way for the actual

Presentation by creating an atmosphere of trust between salesperson
In effective probing,

and prospect (Pederson and Wright 1971).

salespersons must be empathetic and responsive listeners to the

verbal and non-verbal

concerns of prospects, sensitive to their
signals (e.g., Kirkpatrick 1966; Alessandra et al. 1979; Lambert

probing process by inserting

1986b) to  help

into sharper focus.

1981). They must also control the
(Jolson

well-formulated questions prospects
articulate their needs and to bring the needs

The dimportance of probing for needs is well-established.

Willett and Pennington (1966) provided evidence that in successful

sales interactions, salespersons make more requests for information

than in 1less successful encounters. Weitz (1978) found that
impressions of the values and

salespersons who formed accurate

needs of customers developed better selling stratesies and were

more effective salespersons. Schuster and Danes (1980) found the
asking of questions by salespersons to be associated with

successful sales transactions.

There are two reasons why salespersons fail to probe for
needs: some salespersons assume that all prospects have identical
prospects already know the

needs, while others assume that their



true extent of those needs. Olshavsky (1973) found evidence that

retail appliance salespersons conducted sales presentations without

: ' peeds. Salespersons
establishing the nature of their prospects n Sp

determining the number
controlled the customer's search process by S

of alternatives to be considered, the order in which they were

evaluated and by drawing attention O particular product
L

attributes. le suggested that selling could be improved if

salespersons were to concentrate on determining the actual needs

and expectations of their customers. Further evidence was offered
by Schuster and Danes (1986) who found that travel agents who
volunteered unsolicited opinions made fewer successful sales than
those who did not. A& second reason for the failure of salespersons
to probe adequately is their making the assumption that customers:
(1) understand the true extent of their product-related needs and
(2) can be relied upon to communicate them. Jolson (1986b) points

out that salespersons have the responsibility to uncover needs that

are latent or of which the prospect may be currently unaware.

Stimulating Desire. As defined here, stimulating desire refers

to the delivery of the actual sales presentation or demonstration.
When stimulating desire salespersons: (1) present the product to
prospects, (2) explain its technical features, (3) translate
technical features into benefits for the buyer, and (4) offer proof

of the claims (e.g., Young and Mondy 1982). Effective presentations




must : - . .
be understandable, interesting, believable, and persuasive
To be understandable,

(Crissy, Cunningham and Cunningham 1977).
ar to prospects and

salespersons should use language that is famili
ehend. To be

ac : :
Pace their presentations to their ability to compr
needs of

int i
eresting, salespersons should address the wants and

pros . o ;
pects. Salespersons increase the interest of their
rese i . . . .
P ntations by including demonstratlons of the product, using

o dramatize the product, and using

vi 1 g
sual aids, using showmanship t
the

visualize themselves owning

verbal imagery to help prospects
product (e.g., Baer 1972; Lambert 1981). To be believable, or
credible, salespersons should show technical expertise  and
trustworthiness (O'Shaughnessy 1971-72). Salespersons establish
product benefits and

ex i
pertise by the manner in which they discuss

problems. They establish trustworthiness

r
elate them to customers'
needs.

by thei .
ir apparent sincerity and concern for customers'

according to the degree

Sales presentations can be classified
to i

which they are structured, ranging from fully automated to
com

pletely unstructured (Jolson 1973; 1975). Structured

as memorized sales

r i .
presentations involve the use of such things

talks :
and supplementary visual aids. They are appropriate in

situati P .
ons when the information needs of all prospects are similar,

When sa 5 .
lespersons are inexperienced, and in situations where
manageme i 5
g nt wishes to exert control over the sales interaction.



Unstructured presentations are personalized to the unique needs of
customers and are considered adaptive. In adaptive selling,
salespersons alter their behavior during the presentation in
response to their perceptions of the situation (Weitz, Sujan and
Sujan 1986). Adaptive selling is appropriate in situations where
the process of assuring the prospect that the seller's offering is

responsive to the buyer's needs is complex (Weitz 1981).

Sales presentations can also be categorized by the type of

07}

message used and the type of influence attempt involved. Message
can be informative or emotional (Weitz 1981). Informative messages

are appropriately used when prospects are concerned about product

performance. Emotional messages appeal to the psychological needs

of customers, and are appropriately used in reducing concerns about

social consequences of purchasing the product (Newton 1967).

Influence techniques can be open or closed (Weitz 1981). Closed
influence techniques involve deceptive or hidden purposes and are

used in difficult selling situations (e.g., when relationships

between customer and salespersons are poor, when there is low
customer  interest or routine purchase of undifferentiated

products). Open influence techniques are used in selling

situations characterized by high buyer-selling involvement, when

purchases are important to both parties, and when the negotiations
, [

are characterized by problem solving rather persuasion (Spiro and



Perreault 1979). There is no one best type of sales presentation.

Weitz (1981) proposed the need for a contingency approach to the

study of selling effectiveness, suggesting that effectiveness in
sales interactions can be best understood by examining the
the nature of the customer's

interaction between sales behaviors,
. 2 the salesperson—-customer
buying task, and the character of

relationship.
As defined here, closing refers to the process of

Closing.

asking for the order.

In performing the function of closing,

must anticipate objections Dbefore they arise,

salespersons
and ask for the

recognize closing signals emitted by prospects,
salespersons finalize the

order. If the attempt is successful,
details of the order, reinforce the decision, and leave
expeditiously. TIf the attempt is not successful, salespersons

respond to the objections that have been raised, and ask for the

inalize the a
order once again. If salespersons are unable to finalize the sale,

effective salespersons analyze the transaction to determine what

went wrong so that they can profit from the experience. Effective
salespersons are alert to signals emitted by prospects that rthe
Crissy, Cunningham and

time is right for the close (e.g.,

Cunningham 1977; Pederson and Wright 1971). Some use "trial closes"
Cunningham and Cunningham 1977). Trial closes will

(e.g., Crissy,
out hidden objections

(Wotruba

either obtain the order or smoke
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If the order is not forthcoming, and objections are raised,

1981,
of the

effective salespersons restructure the remainder
If the order is forthcoming, the

Presentation to address them.

Sale is expedited with valuable selling time saved. After the

order is successfully obtained, effective salespersons briefly
to offset the development of possible

reinforce the sale,
but not

dissonance, then thank the customer and leave quickly,

abruptly (Lambert 1981).10

The key issue in closing is the degree of control exerted by

While it has become popular to de-emphasize the

the salesperson.
importance of the close, a good deal of importance has
Some consider it to be

traditionally been placed on this function.

the "acid test” of selling success (e.g., Doubman 1939; Kirkpatrick
are reluctant to

1966). Some salespersons fear closing and hence
Others feel a competition for psychological

ask for the order.
There is general

control at the time of closing (Jolson 1986b).

functions are performed

the preceeding

agreement that if
effectively, closes will not be traumatic for salespersons but
simply be the logical outcome of the interview (e.g., Crissy,
Cunningham  and Cunningham 1977; Alessandra et al. 1979

Nonetheless, Jolson (1986b) has argued that no matter how well the

Preceeding functions are performed, salespersons never relinquish
time

their responsibility to assume a strong position at closing



g 17 4

and ask for the order.

defined here, retaining involves activities

Retaining. As

performed by salespersons during the post-transactional stage.
There are two dimensions to retaining: retaining the sale and
sale,

retaining the customer (Jolson 1984). To retain the

salespersons must take responsibility for ensuring delivery of a
properly installed product, on time, in good condition, and must be

certain that the customer knows how to use it properly and has the
necessary information to reach appropriate service personnel if
necessary. In order to retain the customer, salespersons ensure
post-transactional satisfaction by making follow-up calls that
Serve to reassure the customer and to counteract residual
postpurchase dissonance. They are alert to possible sources of

dissatisfaction, anticipate complaints before they arise, and, when

they do occur, handle them expeditiously. In order to retain the

customer, salespersons develop goodwill through periodic visits and

helpful services (Pederson and Wright 1971). Effective salespersons

act as friends to customers, remember them between visits, and
entertain them, as appropriate. They keep abreast of the
customer's activities and are alert to changes in their
product-related needs. They keep customers informed about new

products and new technical advances.

The relationship between buyer and seller changes after the
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sale (e.g., Leavitt 1983). Selling in the retention stage presents
a different problem to salespersons from selling teo first-time
These differences led Kahn and Shuchman (1961) to

customers.
advocate specialization of the salesforce around developmental and
maintenance activities. Salespersons who excel at maintenance
activities are service-oriented, exhibiting a high degree of
concern for their  customers. Salespersons who excel at
developmental activities are more concerned with the creative
aspects of obtaining new sales. Traditionally, however, the

original salesperson performs the maintenance activities.

The Functions of Selling as the Basis for
A Measure of Selling Effectiveness

A measure based on the functions of selling will satisfy criteria

for a good performance measure. Such a measure should be

multi-dimensional, the dimensions completely defining the domain of

performance. The measure should take account of only those factors
within the salesperson's control, be consistent over time, be free
from bias contributed by the evaluator, and be applicable across

territories, firms, and industries.

Multi-dimensionality. Many commonly used measures of selling

effectiveness reflect only a single aspect of a salesperson's
performance, distorting the resulting rating of overall

effectiveness. (e.g., Rush 1953; Levin 1963). A good mneasure
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should reflect all relevant dimensions, and should not reflect
(Cocanougher and Ivancevich 1978). The

irrelevant dimensions
performance should be theoretically

dimensions chosen to underlie
job that are common to all sales

meaningful, tapping aspects of the
jobs in varying degrees, and should possess face validity,

easily recognizable by the sales

measuring characteristics that are

managers who use the instrument (Heneman 1974).

Six dimensions underlie the functions; these dimensions are

complete. Since they are performed sequentially, they are

exclusive; since they encompass all the selling activities

’ 1
they are exhaustive. They are

performed by the salesperson,

theoretically meaningful. Jolson (1974a) demonstrated  their
existence, in varying degrees of dimportance, in four widely
different selling jobs. They also have face validity, being

familiar to sales managers.

Freedom From Uncontrollable Factors. The effectiveness of

salesperson's performance is influenced by situational factors

beyond their control, such as fluctuations in economic conditions,

and differences in territory potential. Such factors can give rise

to apparent differences in effectiveness of salespersons across

industries, across firms within industries, and even across

territories within firms (Darden and [rench 1970). Performance

evaluation should reflect only those factors that can be controlled




by the individual being evaluated (Churchill et al. 1985). Good
performance of the functions of selling can be described in terms
of behaviors that are under the direct control of salespersons.
Thus, the measure will be relatively free from contamination by

extraneous factors.

Freedom From Bias. The bias inherent in qualitative

evaluations can be reduced by basing the measure on readily
identifiable behaviors and by clearly specifying criteria to be
used for the evaluation of good performance (e.g., Cocanougher and
Ivancevich 1978). Lenny, Mitchell and Browning (1983) provided

evidence that sex bias in ratings can be reduced, or eliminated

9
entirely, by clear specification of evaluative criteria. = The

functions of selling are amenable to description in terms of
identifiable behaviors, and the criteria for good performance can

also be clearly specified.

Reliablity. A good effectiveness measure should not fluctuate
with random events in the marketplace, but should be consistent
over time (Jolson 1974b). Supervisor's evaluation of the quality of
a salesperson's performance of the Ffunctions should be relatively

reliable over time.

Validity. - The functions of selling possess face validity.

They have been applied to the evaluation of salespersons in four
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different types of selling, including selling in department Stores,

S . - . .
ales of industrial package manufacturers, selling for distributors

of gift items, and selling life insurance (Jolson 1974a).

Applicable Across Sales Jobs. Performance evaluation based on

the performance of the functions lends itself to measurement acrosg
territories, firms, and industries. The importance of each
function ip the performance of particular jobs varies considerably,
h0Wever. In some selling situations, certain functions may not

€ven be performed by a salesperson, but may be carried out by an

problem of differential

lmpersonal promotional tool.13 The

Mportance of functions across sales jobs can be circumvented by j

determined importance

wei : .
€ighting scheme based on managerially

Welghts. 'This device was suggested by Cotham and Cravens (1969)

for use 1ip combining multiple quantitative measures for evaluation
Purposes and was adapted by Jolson (1974a) for use with the

functiong, The procedure requires sales managers both to evaluate

the quality of salespersons's performance on the functions and to

Fate them on the importance of the functions to the salesperson's
into a summary measure of

Job. The results are then combined

Overall selling effectiveness.

NOH—Selling Activities. In any sales job there are some duties

that do not contribute to the performance of the personal selling
To be inclusiva,

Process, but that are necessary parts of the job.
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these non-selling activities were included in the measure, but are

ot of any theoretical interest in the research.

Summary

The functions of selling were introduced as a basis for a
Performance tool that: (1) meets criteria for a good measure of
selling effectiveness, and (2) is adaptable to measurement across

The manner in which

territories, firms, and industries.

salespersons perform the functions of selling may be related to the

instrumental and expressive traits that they possess in their sex

role identities.

Sex Role Identity

Sex role identity refers to the degree to which persons possess

Personality traits that are characteristic of their own and the

Opposite gender. Bem (1974) rejected the concept of masculinity

and femininity as opposite ends of a bi-polar continuum. (For a

discussion of prior masculinity-femininity scales and  the

bi-polarity issue, see Constantinople 1973.) Her theory proposed
that all individuals possess traits associated with both sexes in

varying degrees. She distinguished between sex-typed individuals,

who strongly endorse society's stereotypes of appropriate behavior
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for a particular gender, and non-sex—typed individuals, who endorse
traits associated with both genders in approximately equal
amounts. Bem developed a scale to measure sex role identity. The

scale, currently in wide use, will be used in this study.

A Scale to Measure Sex Role Identity

The 60-item BSRI consists of three subscales: masculinity,
femininity, and social desirability. The masculinity and
femininity subscales each contain 20 personality traits which were
selected on the basis of their . sex-typed social desirability.
Traits on the masculinity scale were judged more socially desirable
for men to possess than for women. Conversely, those on the
femininity scale were judged to be more socially desirable for
women to possess than for men. The social desirability scale
provides a neutral context for the masculine and feminine items.

The items included on the BSRI are displayed in Figure 3-2.

Psychometric Properties of the BSRI. The BSRT has exhibited

good internal consistency throughout its ‘use€. Bem's original
coefficient alphas for her two normative samples were: Masculinity
.86, .86; Femininity .80, .82; Social Desirability .75; <70,
Coefficient alphas for the original androgyny scale based on
Nunnally's (1978) formula for linear combinations were B85 and .86,

Original test-retest reliabilities were good at: Masculinity




Figure 3-2

Items on the Masculinity, Femininity and
Social Desirability Scales of the BSRI

Masculine Items Feminine Items Neutral Items
49, Acts as leader 11. Affectionate 51. Adaptable
46. Aggressive 5. Cheerful 36. Conceited
58. Ambitious 50. Childlike 9. Conscientious
22. Analytical 32. Compassionate 60. Conventional
13. Assertive 53. Does not use harsh 45. Friendly
language
10. Athletic 35. Eager to soothe 15. Happy
hurt feelings
55. Competitive 20. Feminine 3. Helpful
4. Defends own beliefs 14. Flatterable 48. Inefficient
37. Dominent 59. Gentle 24. Jealous
19. Forceful 47. Gullible 39. Likable
25. Has leadership 56. Loves children 6. Moody
abilities
7. Independent 17. Loyal 21. Reliable
52. Individualistic 26. Sensitive to the 30. Secretive
needs of others
31. Makes decisions 8. Shy 33. Sincere
easily
40. Masculine 38. Soft spoken 42. Solemn
1. Self-reliant 23. Sympathetic 57. Tactful
34. Self-sufficient 44, Tender 12. Theatrical
16. Strong personality 29. Understanding 27. Truthful
43. Willing to take a
stand 41. Warm 18. Unpredictable
28. Willing to take 2. Yielding 54, Unsystematic

risks

The number preceeding each item reflects the position of each
adjective as it actually appears on the Inventory.

Definitions of ambiguous terms will be included on the
instrument, as was done by Comer and Jolson (1985)

SOURCE:

Bem, S. L. (1974)
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.93, Social Desirability

r = .90, Femininity r = .90, Androgyny r =

r = _89.

b-Scales. The items on the

Masculinity and Femininity Su

masculinity and femininity subscales were originally selected to be

(1955) conceptualization of

5 1
consistent with Parsons and Bales

Such traits as independence,

instrumentality and expressiveness.
associated with masculine

assertiveness, and dominance are

compassion, and

instrumentality. Traits such as sympathy,

sensitivity to the needs of others are associated with feminine
expressive or nurturing behavior (e.g., Bem 1974; 1975; 1976;
Spence and Helmreich 1978). The traits on these subscales have a
Sstrong correspondence with the stereotypes associated with
masculinity and femininity in our culture (e.g., Broverman et al.

1972; Bem 1979).

Construct Validity. Criticisms of the construct validity of

the masculinity and femininity subscales (e.g., Pedhazur and

Tetenbaum 1979; Locksley and Colten 1979) appear to be originate in
a difference of opinion as to the intent of the scale (Bem 1977).
When the scale is viewed as an operationalization of instrumental
and expressive qualities (Bem 1977; Spence and Helmreich 1979), the
Taylor 1984;

construct validity is believed to be good (e.g.,

Ramanaiah and Martin 1984).
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5, |

As defined here, the term sex role

Classification of Subjects.
type refers to the classification to which saleswomen are assigned
on the basis of the strengths of the masculine instrumentality and

as measured on

femini : : ; . s
inine expressiveness in the sex role identities,
currently

th o e ; ;
e BSRI. Two methods of classification of subjects are
separate

Bem originally used a subtractive technique to

in use.
sub e : ; o .
jects into masculine, feminine, and androgynous categories based
on the s : e g 4 o .
statistical significance of the difference between the means
This procedure has

of thej —_—
eir masculinity and femininity scores.
conceptual

(Straham, 1975) and

be itici
€n  criticized on statistical
method,

(Spence, Helmreich and Stapp, 1975) grounds.
and Stapp

An additive

(1975) uses a median

introduced by Spence, Helmreich

split techni
nic g s : .
ique to divide the sample into four groups of masculine,
individuals. This

feminine o e
e ine S i
» androgynous, and undifferentiated

method s . - i s
olves some of the difficulties of the subtractive method,
14

but re .
sults e .
ts in a classification scheme that is sample based.
method after its application

None o
Nonetheless, Bem (1977), endorsed this
strengoe i
gthened her early results. This procedure is currently the
classifi 3 .
sification method of choice, and was used in the current

research.

Evaluation of Sex Role Identity

While s i : :

> sex role identity is normally measured by self-reports of the

individus i i 3
ividual involved, two instances of sex role identity rated both




of

by self and by another have been identified. Spence and Helmreich
(1978) obtained ratings of the sex role identities of the parents
arents themselves, and by

of college students both from the the p

the students.15

They posed three questions: (1) are the measures correlated,

(2) are the resulting classifications the same, and (3) are the
results different when the data are analyzed using classifications

based on the two sets of evaluations? They found that correlations

between the ratings by students and by the parents themselves to be

modest but positive and highly significant, which they interpreted

as evidence that there was some veridicality Dbetween students'

perceptions and the self-images of the parents. They found only

minor differences between the mean masculinity and mean femininity

Scores using the the two classification schemes. Differences were

in the direction of the sex role stereotypes. Classifications

into sex role types produced only minor differences 1in the

distributions. Alperson and Friedman (1983) evaluated the degree

to which opposite sex partners in interpersonal dyads were able to

validate each others sex role identity, as measured by the BSRI.

(Validation entailed agreement about whether or not each individual

trait was characteristic of the target individual.) They found

that the masculine characteristics of women, were less likely to be

validated by their male partners than were their feminine
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characteristics.

The Relationship between
Sex Role TIdentity and Behavior

Bem (1975) theorized that an individual's sex role type would

correspond to his or her behavior in sex—typed situations.

Behaviorsl Assumptions. Several assumptions about the

. . PP e ' i ity : is
relationship between an individual's sex role identity and his or

her behavior underlie Bem's (1974) theory. Bem held that sex—typed

individuals were strongly motivated to maintain gender-appropriate

behavior, consistent with society's culturally dgternined
standards.  Hence, she predicted that they would excel at

instrumental or expressive activities corresponding to thelr sex

role type (Bem, 1975). She further predicted that they would prefer

activities that were congruent with their sex types, would avoid

those that were not, and would experience greater comfort when

performing such activities (Bem and Lenny, 1976). In contrast,

non-sex-typed (androgynous) individuals would display flexibility

in  their behavior, perceiving a wider range of options and

performing activities identified with either sex comfortably, as
dictated by the situation.

Behavioral Validation. Bem and her colleagues conducted three
empirical tests of her theory. Overall, in the laboratory,



masculine and androgynous subjects displayed more masculine
(instrumental) behaviors than did feminine subjects, while feminine
and androgynous subjects displayed more feminine (expressive)
behaviors than did masculine subjects (Bem 1975; Bem, Martyna and
Watson 1976). Sex-typed individuals actively resisted performing
sex—-crossed behaviors, while non-sex—typed individuals were equally
comfortable performing activities regardless of their
gender-appropriateness (Bem and Lenny 1976). These studies
demonstrated a relationship between the possession of masculine and
feminine personality traits by individuals, and their performance
of activities categorized as instrumental or expressive. They
establish the theoretical basis for investigating the relationship
between the psychological sex type of saleswomen and their
performance of the dinstrumental and expressive aspects of the

functions of selling.

Gender Schema Theory. Bem (1979; 198la; 1981b; 1982)

strengthened her theory of behavioral correspondence by suggesting
that sex-typed individuals organize their thinking around gendar

lines, possessing cognitive structures known as gender schema in

; 17 .
their self concepts. Gender schema theory permits stronger
predictions about the relationship between psychological sex-type
and behavior. It provides a theoretical basis for investigating

the relationship between psychological sex type and performance of
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gender sterotypic behavior by saleswomen, abovand e

instrumental and expressive activities.

. |
Challenges to the Behavior Assumptions. Bem's theory of

psychological sex-type and sex—-typed

correspondence  between
behavior was questioned by Spence and Helmreich (1978). While they
agreed that Bem's laboratory studies revealed a relationship

between instrumental and expressive personality traits and
behavior, they argued that the correspondence extended only to
behaviors that were classifiable as instrumental or expressive. In

a conceptual replication of Bem and Lenny's (1976) study,

Helmreich, Spence, and Holahan (1978) confirmed this line of

thinking by finding sex role identities of subjects only weakly

related to sex-typed behaviors that were not characterizable as

instrumental or expressive activities. They argued that these

activities called for different personality traits than those

included in the constructs of instrumentality and expressiveness.

These results have been replicated (Haracarawiz and DePaulo 1982;

Uleman and Weston 1986). If Spence and Helmreich were correct, the

sex role types of saleswomen would relate to selling effectiveness

through the instrumental and expressive components of their sex

role identities only and would show only a weak relationship to the

; . ; 18
perception of gender stereotypic behavior by sales managers.
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The Relationship between Sex Role Tdentity
and Occupational Behavior

Spence and Helmreich (1979) speculated that instrumental and
expressive traits have behavioral applications beyond the narrow
confines of masculine and feminine behaviors, suggesting a
relationship to occupational behavior. A stream of literature
ensued. Results are particularly relevant to the understanding of

the behavior of women in non-traditional occupations.

Preference and Comfort. Female students have been found to

prefer occupations congruent with their sex role types (Wertheim,
Windom and Wortzel 1978; Wolfe and Betz 1981; Clarey and Sanford
1982; Feather and Said 1983). Similarly, they have been found to
choose major fields consistent with these types (Harron et al.
1974; Moreland et al. 1979; Long 1982). Female students in
non-traditional fields are more satisfied with their choices
(Strange and Rea 1983), and more secure about the correctness of
their choices (Yanico, Hardin and McLaughlin 1978), when the fields
are congruent with their sex role types than when they are not.
I'ield surveys have confirmed that feminine females predominate in
traditionally female occupations, such as nursing (Vandever 1978),
dental hygiene (Hamby and Shapiro 1983), secretarial and clerical
work (Mouillet 1979; Waddell 1983), and homemaking (Gaudreau,

1975), while masculine-typed women predominate in traditionally




and McCullers,

male fields, such as medicine and law (Williams

1983), and management (Mouilliet 1979; Waddell 1983).

Performance Effectiveness. Spence and Helmreich  (1980)

suggested that individuals who are high in instrumental traits

might also be more successful in traditionally male fields than

others. A  recent study by Jagacinski (1987) confirmed a

relationship between instrumental (masculine) traits and

effectiveness of performance in engineering, but none was found
and effectiveness of

between expressive (feminine) traits

performance.

The Relationship between Sex Role Identity

and Personal Selling

The concept of sex role identity was introduced to the literature

of personal selling by Gibson, Cochran and Epley (1980-81). Tn

their study, they inferred sex role identity but did not measure
k8 explaining the relatively high self concept and achievement
motivation of young neophyte real estate saleswomen, by suggesting

that they lacked female stereotypes in their sex role identities.

A study by Comer and Jolson (1985) involved the relationship

between the sex role identities of students of sales management and
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their preferences Ffor five sex—typed selling occupations. They

found differential strengths of preferences for sex-typed sales

Jobs among female students classified into sex role types by Bem's

original scoring system. The preferences of masculine females
resembled those of males. Those of feminine and androgynous

females were relatively similar. Since students of sales

Management constitute a pool of applicants for selling positions,
these results 1laid the groundwork for the investigation into the

relationship between saleswomen's sex role types and their behavior
on the salesforce. A limitation of the study was that findings

concerning student preferences were not related to actual choice of
sales job or subsequent behavior on salesforces.

Teer (1985) identified a relationship between sex role

identity and selling effectiveness in dollar volume sales of

part-time direct saleswomen. He found that androgynous females had

Slgnificantly greater selling success than feminine females on one

of two measures of selling effectiveness. Several limitations can

be identified in Teer's work. Dollar volume of sales may have been

lnappropriate as a measure of selling effectiveness since the

saleswomen were employed only part-time, and no control was

included for differential time and effort expended by saleswomen.

The sample was composed primarily of minority women. Black women

have been found to differ from white women in personality traits

a9



Landrini 1985; Adams 1980).
The

that relate to sex role identity (e.g8.»

Finally, only one type of selling job was investigated.
jobs.

Tesults may not be generalizable to other types of selling

Sex Role Tdentity and Perceived
Gender Stereotypic Behavior of Saleswomen

investigated the relationship

Since very 1little research has

between sex role type and occupational behavior in selling,
information must be extrapolated from other contexts. Saleswomen's
sex role types may relate to the perception of their gender
stereotypic  behavior through impacting wupon their "selling

il15 "o . i .
ability, human relations," and "motivation."

Selling Ability. Sex role masculinity may relate to

sale: ' e . . .
eswomen's ability to acquire important technical knowledge.

j & g . R ; . )
High cognitive ability has been found to be associated with

cross-sex typing (Maccoby 1966). Masculine-typed individuals of

both sexes have been found to outperform others in mechanical

reasoning (Antill and Cunningham 1982) and on arithmetic (Selkow

1985). Masculine instrumentality has been found to be related
positively to expectancy and self-concept of mathematical ability
for both sexes (FEccles 1983). High masculinity scores, when

been found to Dbe

accompanied with low competitiveness, have

associated with high academic achievement (Olds and Shaver 1980).
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person may pOSSESS high

Heilbrun (1981; 1984)

Human Relations. The androgynous

social competence (Kelly and Worrell 1977).

pPresented evidence that androgynous females have unique social
ability, being unusually sensitive to the needs of others and being
able to respond to nuances of interpersonal relationships. While

Antill

feminine females possess strong relational ability (e.g.,

1983), their ability to demonstrate it is highly limited by the

situation (Bem 1976).

= . . 5 s 1
Motivation. FEvidence supports a relationship between women s

achievement motivation and their sex role identities. While Spence

and Helmreich (1978) found a relationship between achievement

motivati 2 . v
tivation and both masculine and feminine components of the sex

r i rr .
ole identities, most of the evidence suggests that women's

achi s . ’ : g
evement motivation relates to the way in which the masculine

com ; - . .
ponents have developed. Achievement motivation and high sex

r : ind . < .
ole masculinity have been found to co-exist in American female

owners and managers (Waddell 1983) and Australian health care

professionals (Westbrook and Nordhold 1984). Williams and McCullers
(1983) found that active professional women 1in law careers scored

higher in both sex role masculinity and achievement motivation than

other groups, while Van Rooyen (1981) confirmed a relationship

between masculine sex role identities and achievement orientation

T 7 Q . -
in white South African female college graduates. High masculinity
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Sco : ;
T®S have bpeen found to relate to women's aspirations to top

ma
Nagement (Powell and Butterfield 1981). Career centeredness,
"lifestyle in which one's career is regarded as more

dEfined as a
than other

and more satisfying

im
Portant, more time consuming,
be correlated with high

a
SPects of life," has been found to
masculinity Scores of women (Marschall and Wijting 1982, »p, 135).,

career salience in thejr

have expressed more

Masculine -
counterparts

than their more feminine

OCCupatjgna daydreams

A relationship between the likelihood of leaving 4

(Yanico 19g1y.
98 For Personal reasons and women's sex role identities wyag

Teporteq by Feather and Said (1983). Female students with hish

m - -
ascullnlty Scores reported themselves to be more likely to leave
Jobs to start their own businesses than to leave them to work ;¢
home and care for children. Masculine certified management

accounta”ts (CMAs) of both sexes were found to have greater current

- ®XPected career success than feminine CMAs (Keys 1985).

EVidence suggests that feminine females have low motivation tn

€mbark op careers. Hoffman and Fiddell (1979) found that feminine

females of the middle-class tend either not to be employed or to
in contrast to masculine and androgynous females

Worl.
orik Part—tipe,
Ketterwell

“ho Yere more likely to be employed full-time. Wong,
il Sproule (1985) found that feminine females achieved less in

Rhtedr Careers and attributed their performance less to ability and



Erkut (1983) suggested that feminine

effort than other females.
self-defeating

females were trapped in a

eXpectations for success originating in a lack of belief in their
Alagna (1982)

own ability, which results in inferior performance.

found feminine females to have lower motivation, lower expectations

for Success, and stronger attributions for 1luck than other

Yanico (1981) found that feminine women

females. Interestingly,
feminine areas than

showed more career salience in traditionally
While feminine CMAs of both sexes were found to

life goals

did other women.
and career

h : 7 s
ave more stereotypically feminine

Preferences than did CMAs of other sex role types (Keys 1985)

ghe Two Dimensional Model of
erformance of the TFunctions of Selling

E P ) - .
ffectiveness 1in personal selling has been described by various
the instrumental and

au 5 : :
thors on dimensions that correspond to

ex i : oL : .
pressive dichotomy. TInstrumental qualities such as dominance,

e - . . . 7

80 drive, achievement motivation, and aggressiveness (e.g.,

Merenda and Clarke 1959; Dunnette and Kirchner 1969; Harrell 1960;
Greenberg and Mayer 1964; Howells 1968; Ghiselli 1973; and Mattheis

et al. 1977) and expressive qualities, such as empathy (Merenda
and Clarke 1959; Howells 1968) have been found significantly

rels e Fens i : AE
lated to increased selling effectiveness. Of interest to this

study are the analyses of Jolson (1984) and Blake and Mouton
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(1980).

(1982) classified salespersons

Buzzotta, Lefton and Sherberg
"dominance" and '"warmth"

on the basis of the relative amounts of
their model,

situation. Based on

they brought to the selling

Jolson (1984) described three types of salespersons, that he

referred to as '"aggressive," "submissive," and '"assertive." A

similar two-dimensional model of selling was introduced by Blake

fundamentally different

and Mouton (1980), who identified five

orientations to the process of selling based on the relative amount
n

of "concern for the sale" and "concern for the customer' that they

demonstrated. The dimensions underlying the model salespersons of

Jolson and Blake and Mouton reflect their relative endorsement of
lnstrumental and expressive traits, and correspond to the sex role
t s ibe )

ypes described by Bem (1974; 1975) and Spence, Helmreich and Stapp

1 =
(1975). The correspondence between the three models is demonstrated
in Figure 3-3.

T . :
he degree to which salespersons endorse instrumental and

ex ; . . ) _
pressive traits impacts upon their performance of the functions

of selling. Figure 3-4 summarizes Jolson's (1984) analysis of the

di . . ;
fferences in styles of performance of the functions of selling

for eact o ] ) )
each of his three model salespersons. The following discussion

draws on the contributions of Jolson (1984) and Blake and Mouton

(1980) to provide insights into the relationship between



Figure 3-3
The Correspondence between )
Two Dimensional Models of Sales Behavior

EXPRESSIVENESS:

St S T I e I

I I High I Low I

I I T [
R - I I — —
N I High T Androgynous¥® I Masculine*® I
> I I Solution Seeking#*¥* I  Domineering** I
¥ 1 I Assertive®#* I  Aggressive®¥* T
R [ il F T
I i [ I
M1 I Middle of the Road** [
B T I . T
N I Low I Feminine* I Undifferentiated* I
T I I Eager-to-please®* I Indifferent¥ T
% I L Submissive-Warm##** ie Submissive-Hostile®#* |
L I I I [
I I [ ¥ 1
[ I [ I [
) S QS ; - S B, R [
Instrumental Dimensions: Expressive Dimensions
Masculinity* Femininity®*
Concern for the Sale* Concern for the Customer¥*
Aggressivenesg##* Warmthis
SOURCES :

i Bem (1974, 1975); Spence, Helmreich and Stapp (1975)
s Blake and Mouton (19830)

¥¥%  Jolson (1984)
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Figure 3—4

Selling Styles o

in Performing the Functions o

f Three Model Salespersons
f Selling

SELLING STYLE:
FUNCTION: Aggressive Submissive Assertive
Finding Feels can sell Prefers to depend Prospects meticulously
Prospects sell anyone and company supplied bgt wastes little time
tries to. or contacts with with resistant or
friends. unqualified people.
Contacting Refuses to accept Socializes. Inspires.receptivity
Prospects rejection without but qualifies
a struggle. Cal‘efully.
Defining Feels the sales- Accepts progspect's Elicits need-related
Prospect's person is the problem definition information the
Needs/Problems best judge of the  without probing. prospect may not have
prospect's needs/ volunteered.
problems.
Stimulating Minimizes Loses control Encourages.tvo-way
Desire participation of during the communication
the prospect. presentation. throughout.
Closing Tries to overwhelm Assumes that Assumes that if seller
the Sale the prospect. prospects will responds to buyer's
Responds to buy when ready. needs, the close will
objections without be somewhat automatic.
absorbing or fully
understanding them.
Retaining Neglects customer Follows through Makes sure
Customers after sale is made. well. Is constantly commitments are
Is not a long-term in touch with fulfilled. 1Is
person. customer. available for post-
transactional service
SOURCE: Jolson (1984)



characteristics and effective

ing
trumental and  expressive
perfon
manc .
e of each of the functions of selling. It demonstrates
the
way in
Strumental and expressive behaviors combinz to contribute
to
effectq
i .
ve performance of each function and how inadequacies in

Qither
in ; )
Strumentality or expressiveness can lead to sub-optimal

Perf
OTmance of the functions.

Pros ;
—2SPecting. Salespersons with strong instrumental and weak

eXpres "
si : .
Ve traits prefer effort prospecting. They have a zeal for

Selli
n
8 that may result in their contacting excessive numbers of

Uanal. )
it
led prospects. Salespersons with strong expressive and

weak .
ins i ¢
trumental traits prefer non-effort prospecting and tend to

aVOid
cold calling. Salespersons with a balance of dinstrumental

and
ex : g > S, 2
Pressive characteristics prospect diligently, but also
Qualjf
¥ Carefully, resulting in maximal coverage with minimal
effOrt
EEHHEELEZE&- Salespersons with strong instrumental and weak
eXpre : g
SSive traits have been accused on using deceptive of
n
Stea - -~ -
Mroll tactics," in gaining entry to prospects that may result
concerned about

impressions. They are not

in
negat .
lve first
ressive and weak

est N
abllshlng rapport. Salespersons with strong exp

ins - . . 1
“rumental characteristics prefer make friends easily with
ive selling time socializing, thus using

balance of

Dros
Pects, but spend excess
Salespersons with —a

selly .
N8 time ipefficiently.
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4 o s )
"Strumenta] and  expressive characteristics  are genuinely

1nterested in prospects and establish good, initial relationships

They Plan the approach well, schedule appointments efficiently, and

na . : ;
ke €Xcellent first impressions.

EEQQigg_ixg;_Ngggﬁ, Salespersons with strong instrumental and

Vel eXPressive  characteristics do  little listening  or

q"estioning, They "pre-judge" the customer's requirements and

d .
°Minate tpe conversation.
wealc

Salespersons with strong expressive ang
instrumental characteristics err in the opposite direction,
They do not probe, but use open-ended questions in the hope of
eliciting undirected responses. Salespersons with a balance of
instrumental and expressive qualities make an effort to understang

Prospectvs problems and how they can be satisfied within the

limitations acknowledged by both parties. These salespersons are

Oth ®Mpathetic to the concerns of the prospect and directive 1n

E
he COnVersation.

Stimulatin Desire. Salespersons with strong instrumental and

—T————=10g lYesire

wealk eXpressive qualities do not tailor their presentations to
particular prospects. Their presentations emphasize the positive
eatures of products and downplay their limitations. Salespersons
With Strong expressive and weak instrumental qualities tend to

"I’ead

L : just their presentations
Signals" from prospects and adj

> e control
a ; . . ‘~iently and tend to lose con
CCOrdlngly. They use time inefficiently



with a balance of

°f th
e . s
sales interview. Salespersons
iDStr
umen o o b
tal and expressive qualities give functional

present .
a :
tions, matching product characteristics to the needs of

PTospec :
ts and seeking to find an optimal fit. They encourage and

Profit ¢
rom two-way communication throughout the interchange.

with strong instrumental and weak

Closing. Salespersons

expre .
Ssiv —_— y
€ characteristics regard failure to close as personal

faij
Ure, ; ;
They regard objections as a threat to control and tend to

or respond to them on only a superficial level.

SuppreSS them
b
instrumental

Sal
€Spers : :
Ons  with  strong expressive and weak

Char
ac teri St
Stics are reluctant to exert the necessary pressure to
to wait for prospects to make

ask
for the order and prefer
SPontap :

€ous  buying decisions. They may suggest that prospects
They find objections

"
think '
about it" pefore making a decision.

Unple
+Easa . . . '
It and disconcerting. Salespersons with a balance of
iﬂst
Tu ; . ;
Mental and expressive characteristics begin closing only
For them effective

af ter
a4 meeting of the minds has occurred.

Perfg, ;

fMance of the preceeding functions make closing the logical
Culmi s

Mnation of the interview. They do not view an unsuccessful

Clog y
€ as a personal disaster, but attempt to profit from the

®XPerienca,
BEEéiﬂiggi. After the sale is consummated, salespersons with
traits tend to neglect

StrOnU i G
© Ihstrumental and weak expressive
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account
S .
s preferrlng to focus on new prospects. Salespersons with

Stron .
8 expressive and weak instrumental traits spend a good deal of

They take good care of their

Cime 4
With established accounts.
but may not press them for new orders and thus may not

CUStomers,
may be

fealize the full potential of their accounts. They
UHWilling to take actions that might jeopardize their personal
rEJ.ationships with  customers or face up to unpleasant
Salespersons with a balance of instrumental and

re ot o
Sponslbllities.
customers on

€Xpresg;j
S1ve characteristics keep in contact with
basing the decisions about frequency of calls on

r
®gular schedules,
for new

the potential

Analyge

s . .
of customers' situations and

dissatisfactions before

Order
e They are alert to possible
When complaints

complaj
i .
Nts occur, and take action to correct them.

do .
ar
ise, they meet with customers promptly, discuss the problem,

and g
tempt to arrive at the best solution.

The Conceptual Framework

The >
Conceptual framework for this study brings together the three

v g
L()re .
801ng clusters of literature.

A
Correlational Model

18ure 35 presents the correlational model that underlies the

1e



Study.

The Nature of the associations between the links are

lnvestigated,

(1
! The felationship between the perception of gender stereotypic
Chavior ip saleswomen and the effectiveness of saleswomen in

2§£§2£Eigg_ghe functions of selling.

om ’ g
€ sales Mmanagers believe that gender stereotypic behavior by

Sa ;
leswomen will  impact negatively upon their  performance
ef . i .
feCtlveness, The relationship between selling effectiveness and
Salag

Manager'g perceptions of gender stereotypic behavior of

alegy, " . "
omen relating to human relations," and

"selling ability,'

will be investigated.

(2) The relation

£ ship between the sex role identities
o

Saleswomen and the perception of gender stereotypic
behayior

The

Strong behavioral assumptions of gender schema theory (Bem

1979; 19813; 1981b) hold that behavioral predictions based on

Womep 1 t the entire realnm
. PSychological sex type can be made abou

Cu1turally—mandated, gender-appropriate behaviors, —above and

b . = 5 3 . .
€¥ond ¢, domain of instrumental and expressive activities.

A . . .
CCOrdlng to ocender schema theory, the gender schema of
o

feme.. . . F le cultural
mlnlne*typed organized around fema

saleswomen are

Stereotypeg Since these women are motivated to keep their
= . I
b . 2 R i
ehavlor consistent with their gender schema, feminine-typed
Sale g s behaving according to
SWomep : rceived as bel 8 8
are likely to be perc
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- Figure 3-5
Sugpasted B i Underlying Model for the Study:
elationships amons the Variables of Interest

______________________ T
T SEX ROLE IDENTITY I
i MR
I
(2) 1 1 {3)
g— \I/ I :
ye— el T it -
T T’giliflni.‘YPEs RE: I I EFFECTIVENESS m: I
T Abi;g I I prospecting [
I Human ity P »L Contacting I
1 Rl I I Probing 1
I Moti ations ¢ L) I Stimulating I
I ivation I 1 Closing [
P il L Retaining T
———————————————— i IA————~~~—<~‘~~——~———[
REL
ATTONSHIPS TO BE EXPLORED:
(1
) Perceived Gender Stereotypic Behavior and Effectiveness
Perceive Gender Stereotypic Behavior
Effectiveness

(2
(33 gex Role Identity an
ex Role Identity and Selling
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I

ge
gender stereotypes

no predictions about the

a theory makes

Whi
ile gender schem
it 18 Jogical to predict that

ndividuals,

beha 5
vior of cross—typed i
would be less

masc 3
m uline-typed saleswomen, lacking feminine schemrds
oti
c vated to behave in stereotypically feminine ways, and
on
sequently be less 1ikel eived 3S conforming tO gender
from empirical

Ster
eotypes. Some Suppor

find >
B g |
gs that have demonstr
ironments than do

mOre
co

mfortably in craditionally nasculine env
enny 1975; Rea and

arts (€+8+r Bem and L

their
more feminine counter?
) hypothesis of behavioral flexibility,

are more

Str
ange 1983) i Bemls (1974
who

androgynous females

e environmex

to
their

extend
S
the predictions
1ts than are

Comfo
rta .
ble in traditionally masculin

femini
i1nine-
typed female counterpafts'

jes of

(3)
Th . i
sai relationship betweel the sex role identit
eswomen and the Sffectiveness of theit erformance
f sellin

0
f the functions O g

conscrvative

Th
. @ early theory of Bem (19743 1975) and the
ehavioral assumptions of Spence an Helmrelch (19733 1979) hold
t

hat behavioral prediction® pased on women'S psyfh010%i6“1 sex type
can be made in situations that involve 1n5trumental or expressive
ACtivities, Based On this jewpoint: e relﬂtinnship of

a5 O pffactive performnnfe of each

sal
.eSwOmen1 s ; —
s sex role jdentitd

113



particular combination

of the functions of selling depends upon the
of  dinstrumental and expressive qualities involved. Thus,
saleswomen with strong masculin® traits will excel at instrumental
rong feminine traits will excel at

sellj
ling behaviors, those with st
both

and those with strengths 1in

ssive selling behaviors,
will excel at

mas .
culine and feminine traits (i.e«» androgynous)

both ; )
h instrumental and expressive behaviors:

Summary

b key issues that are addressed in the research are (1) whether
Perception of gender stereotypiC pehavior jmpacts the
men in performing the functions of selling
this

eff
ecti
iveness of saleswo
women moderate

and 4
(2) whether the sex role jdentities of
effect, Chapters Two and Three have reviewed the literature
yal framework
relevant to the study and have pfOPosed Concethjl MRSIERE
Chapter Four presents the methodology

und s
erlying the research.

tha
t was used in the study:



Endnotes

l.  The term qualifying prospects refers to the process of

€valuating their suitability for further development as customers.

A Suitable prospect has a need for the prOdUCt, is ellglble to blly

1t, is able to pay for it, has the necessary authority to make the
buying decision, and is not committed to another supplier (Young

and Mondy 1982). Prospects may be qualified either in advance of

t ; .
he contact, during the contact, or at both times.

2. Use of foot-in-the-door techniques, such as a telephone

re-notifj : .

p notification technique (Jolson 1986a), can reduce the trauma
associ : .
Oclated with effort prospecting. In using Jolson's (1986a)

re— i £i ;
P notification approach to effort prospecting, salespersons use a

Serie ;
s of low-pressure, telephone contacts, to secure compliance

with ; ;
a series of small requests before actually asking for an

& y

Ppointment for g face-to-face interview. This approach uses

foot—in- o :
in-the door principles to reduce sales resistance.

3. For example, when prospecting by cold calling, salespersons
The functions of prospecting and

call upon prospects unannounced.

cont: i ; ’
ntacting are, therefore, performed simultaneously.
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ingful activity of the

4. Since salespersons interrupt mean
Prospect, it is necessary to relax Prospects establish rapport
and to redirect their thoughts from

with them through small talk,

Previous concerns.
ation of prospects

5. It should be noted that the re—qualific
ce it actually

u . o
Sually occurs after needs have been identified, hen

Overlaps with the probing process.
n identified, defined on

6. Four model customer types have bee
amiable,

responsiveness and assertiveness:

the dimensions of
By adjusting their behavior

expr i
Pressive, analytical, and driving.
to y : .
these customer types, salespersons are believed to 1increase
thei i
0l o selllng effectiveness.
that

on the premise

7. : g e .
Neuro-linguistic programming 1is based
sses.

all p : g E
ehavior provides information about internal neural proce

Ph si .
ysical cues provide information about mental processes.

Since

8. ; : : 3 ;
ObJectlons can occur at any point 11 the interview.

the
y are most prevalent at the time of closing (Young and Mondy
Lffective

198 :
2), they are included within the function of closing.

salesper : - :
persons address objections thoroughly at the time they arise.
unanswered, they will become

If objections are allowed to 80

barrie
rs to the successful completion of the sales call.
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a brief

9. I
. nr . .

einforcing the sale, the salesperson makes
e nev customer that he of she has made

commen .
t designed to assure th

a wi

105,
It should be noted that the gale does not need to be
complet
ed G i
on the initial call. In many selling situations,
periods.

iderable time

negoti
iati
tions take place over cons

1, :
Some duties that are necessary components of the sales job
fynctions: These activities

are

are
no
_ t part of the selling
includ
ed i :
in the measure by incorporating a 5935131 category £or

non-—
selli

1ling activities.
Aluations of the

tified in ev

s been iden
Werner 19775

1 .

2. While sex bias ha

Holmes and Etaugh
paludi and

Wallston and

Cline,
Bauer 1983;

achi
1eve
ments
of women (€:3-7

r and Wortman 1979;

:nd Rose 1975; Linsenmeic

O?Ck 1978; Pheterson, Kiesler and Goldbers 19713

Leary 1981; Zickmund, Hitt and pickens 1978), the gindings are by

N0 means consistent. Other studies found wome? actually rated

higher than men (Abramson ot al. 19773 Jacobson and Effertz 1974) .

The effect is most 1likelY to oCCUr 4hen women are ovaluated 1in

traditionally male fields -ather thah traditionally female (Etaugh

and Riley 1983) or i qeutral (Etaugh an Foresman 1983) fields.

In these studies, ovaluators gid not xnow theé actual persons being
when behavi yral

n found to Jecrease

evalu
ated., Sex bias has bee
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able (Locksley

information about the individual being rated is avail
1980), and when the evaluator 1s personally familiar with
1981; Elmore and

Cullen

et al.
the target person (e.g., and Perrewe
Lott (1985)

LaPointe 1974; 1975; Ferber, Huber and Spitze 1979).
ons

Suggests that devaluation of women is least likely in situati

where the woman is known to the evaluator.

L35 For  example, in retail selling, the function of
er than by a

Prospecting is usually carried out by advertising rath

salesperson.
e types using Bem's

If saleswomen were assigned to sex rol
but

14,
more objective,

(1974) subtractive method, assignment would be

the analysis would be obscured since the procedure provides no way
undifferentiated  females. A

t 2
© separate androgynous from

compromise method, advocated by Orlofsky, Aslin and Ginsberg (1977)

first separates individuals into sex—typed and non-sex-typed groups
Using the subtractive method, and then further separates the
androgynous  and undifferentiated

non-sex-typed group into
still requires

individuals by median split. This the use of a

- )
sample median, but is somewhat more objective.

15. Spence and Helmreich (1978) measured sex role identity
using their own Personal Attributes Questionnaire (PAQ). The
being similar in content

instrument is an alternative to the BSRI,
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and construction. The PAQ is also in wide use.

16. Students perceived fathers as higher in masculinity and
femininity than the parents, themselves,

Mmothers as higher in
repeated using

reported. When the statistical analyses were

Parents' ratings of students' sex role identity, the overall trends

Seemed to bpe similar.

17. A schema is a network of associations that organizes and

According to Bem's view,

guid f i3 ;
©7-9es an  individual's perception.

sex-— :
X-typed persons evaluate their adequacy as persons in terms of

their gender schemas.
all studies have reported these relationships. For

18. Not
significant

(1977) found no

ex
ample, Lamont  and Lundstrom

relationshs .
onship between ejither empathy or ego drive and the selling

effecti :
ctiveness of industrial salespersons.



CHAPTER FOUR
RESEARCH DESIGN

was used in the study,

Thi
his chapter describes the methodology that
of the

the hypotheses, the nature

Specifying the key variables,
sample, the data collection procedures, and the analytical

t -
echniques that were used.

Variables

The i
independent variables were sales managers' perceptions of
The dependent variables

{

gender .

© stereotypic behavior of saleswomen.

were the e . . .
effectiveness of saleswomen in performing a S€ries of six

The effect of one

functi
1rons ~ : 4 . A .
of selling and non-selling activitiles.

moderatinc :
ng wvariable, the sex role type of saleswomen, was
investion <
gated. A series of control variables were also included.
Independent Variables
The 1
indepe K
ependent variables were sales managers' perceptions of
"selling

gender .
24 ste 5 B .
tereotypic behavior of saleswomen relating to
abilit " "
= UM realati . ! : .
Y uman relations," and 'motivation, " and a  summarvy




scales were

Multidimensional

perceptions.

Measure of these
o which saleswomen were perceived

Sales

developed to measure the degree t
to behave stereotypically in each of the three areas.
indicate, on a scale from 1 to 7, how
one to

m
Anagers were asked to
closel i

¥ each item on a series of statements described from

fou
T target saleswoman.
Thr 3 vl

ee individual stereotype scores Were calculated for each
ability" stereotype "human
and a "motivation' stereotype score.

also

score, a

saleswoman; a nselling

relat' g M
1rons stereotype score,
scales was

An  unwei
we
ighted average of the three stereotype
calculate
d to serve as an overall measure of the degree to which a

Salesw i
oman is perceived to be stereotyped.

Dependent Variables
in

variables were the effectiveness of saleswomen

The dependent

performi i

ng six i 5 i i

g functions of selling and non-selling activities, and
Sales managers rated

a summar e
mec | £f \'4
0 asure of overal e ectiveness.

the effecti
ctivenes i :
eness with which they believed the target saleswomen
performed e
ach of the functions, using a scale of 0 to 10. Sales

managers
also r i :

ated the relative importance of the functions to the
These importance weights were summed

performance of the sales job
and normali
alize i
d to conform to unit length. An overall selling

effective r
Ness score 5 cal 1
C was calcu dt(’,d as an i]\'el’(lgc‘ QL thL iI](ii v l 'iU ]1
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~ ¥ 7 Q
function effectiveness scores weighted by sales managers' ratings

of the importance of each function to the effective performance of

the job. Each saleswoman received a score on each dindividual

functj_()n of selling and on non-selling activities. Each saleswoman

also received an overall selling effectiveness score.

Moderating Variable

Sex role type of saleswomen was investigated as a variable that

Moderates the relationship between the perceived gender stereotypic

behaviors of saleswomen, and selling effectiveness. Sales managers

Provided descriptions of their perceptions of the sex role

identities of saleswomen using a short Form of the BSRI. Based on

these Fatings, saleswomen were classified into sex role types

within each sample, using a median split technique as recommended

by Spence, Helmreich and Stapp (1975). Those who were high on both
Masculinity anpgd femininity scores were classified as androgynous
females,

Those who were high on masculinity and low on femininity

were classified as masculine females. Those who were low on

Masculinity and high on femininity were classified as feminine

females, while those who were low on both masculinity and

femlni“it}’ were classified as undifferentiated females. The

classification scheme is a convenient way of separating individuals

on the basis of the relative amounts of masculinity and femininity
1n their sex role identities and also results in relatively equal



SRS, A

Sam =] i : o . . .
ple sizes within cells for statistical analyses. It 1S limited,
of saleswomen to seX role types 1s

since classification

however,
the same sample.

only relati
y relative to other saleswomen in

d to aid in clarifying the

A s
et o .
f control variables were include
anner in which

(A discussion of the me
Green

re ; ;
latlonshlps 588 AaERrost.
elationships is given in

cont '
rol variables affect or clarify T
o assess: (1) whether

and T
ull 1979.) Control variables were used t
ationships between dependent variables

any differences in the rel

and sex role types resulting from addition of any of the control

variables, (2) whether the basic model could be improved by

addition of the control variables, or (3) whether any of the

control variables could provide better explanations of the

S :

ariability in the dependent variables. Control variables that
tenure on

were includ
ed we , . .
were the age, education, family status, and

the
salesforc
e , .
of saleswomen, as well as the sex ratio of the sales

force.
Age. The ag .
age of saleswomen potentially relates to both
perceived g
ender s : .
= stereotypic behavior and selling effectiveness.

Since
younger w i
8 omen are less likely to hold traditional attitudes
toward
€ sex roles c
s than are older women (e.g., Thornton, Alwin ind
Camb |
-amburn 1983; ic
; Helmreich, Spence and Gibson, 1982; Slevin ind
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Wingrove 1983), they might be less likely to pe perceived as
A relationship

th gender stereotypes.

accordance wi
Haefer

behaving in
iveness (€.8.»

might exist between age and selling effect
s a control variable in

used previously 2
Bush 1978;

1986). Age has been

research into gender differences in selling (Busch and

an and Futrell 1978; Futrell 1980;

Swan, Futrell and Todd 1978; Sw
1981-82;

1980-81;
and has been found to impact

Epley

Gibson and Swan

Gibson, Cochran and Epley

Dubinsky and Cronin 1984),

Skinner
Cochran and

di :
ifferentially on job-related attitudes (Gibson,
estate

1981-82) of real

1 s
980-81) and values (Gibson and Swan

saleswomen.

Fducati ;
ation. The education of saleswomen potentially relates to
both :
perceived stereotypic behavior and selling effectiveness.
to hold

Bec
ause ] :
persons with higher educations are less likely

traditio i
nal attitudes toward sex roles than those with less

educatio
n (e.g, Thornton, Alwin and Camburn 1983; Helmreich, Spence

and Gibs

on 1982), saleswomen with higher educations might be less
likel .

y to be perceived as behaving in accordance with gender

Because education develops important personal skills

StereotYPES'
that ar
e : ; . . ,
needed for sales jobs, saleswomen with higher educations
might also e: i i
excel in selling. Education was measured by years of
included as a

Forme

al . . =
education. Education has previously been

research into gender differences in selling

control variable 1in
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trell and Todd 1978; Swan and Futrell

(Busch and Bush 1978; Swan, Fu
and Cronin 1984).

i .
978; Futrell 1980; Skinner, Dubinsky
potentially

1 status of saleswomen

Marital Status. The marita
relates to perceptions of gender stereotypic behavior. Married
women have been criticized for permitting family responsﬂﬁlities

(e.g+y Bergmann

to 4 - . . .
interfere with the performance of their jobs
ht appear to conform

who are married mig

1986; Kanuk 1978). Women
n who are not.

more
closely to gender stereotypes than wome

Current Job. Tenure on current job potentially

Tenure on
performed

Saleswomen Wwho have

re
lates to selling effectiveness.
perform their jobs

their 4
r jobs for longer periods might be 1ikely to
hort=

dichotomized into S

more ef 5
effectively. Length of time on job,
has been used used to clarify

a
nd extended-longevity groups,
relationshi i i
ships in research into gender differences in selling (Swan,
Futr
ell and Todd 1978; Swan and Futrell 1978).
of the

The S $
ex Ratio of the Salesforce. The sex ratio

salesforce ]
potentially impacts upon both gender stereotypic
an i :
d selling effectiveness. Saleswomen might be more

behavior
gender stereotypes

) (2

likel

ly to i .

4 be perceived as behaving according to
an on jobs wht

on sal i
es jobs where women are statistically rare th

and Fiske 1978). Because

Taylor

they are plentiful (Kanter 1977;
differ, saleswomen

the pre
pressures they encounter in these situations



No previous research

ma : )
y also differ in selling effectiveness:
ng has explicitly considered the sex

q
nto gender effects in selli

——
atio of the salesforce.

Other Variables
the

was included to use in testing

A
set of demographic variables
s was included for the

A set of variable

sSam
ples for comparability.
of saleswomen.

ur ; .
purpose of testing for sex bias in the evaluation
felt in

sales managers

(1) the degree of comfort
salespersonnel

These were:
of

(2) the sex ratio

saleswomen,
(3) the sex of sales managers.

Supervising

reporti
porting to the sales manager, and
r the purpose of testing for

A s .
et of variables was also included fo
These were self-perceptions of

dif P
ferential response tendencies.
and (2) how

evaluating saleswomen,

(1)  their leniency in

well- s £
qualified they felt to perform the evaluations.

Variables. The demographic variables that were
and

Demographic
managers,

included
were the age, education, and sex of sales
of

the a

e, e : :

ge, education, marital status and tenure on the salesforce
saleswomen.
comfort felt

Comfo i

& ) g PR

t in Supervising Saleswomen. The degree of
the

by sal
sales manage i =
gers in supervising saleswomen potentially affects
evaluatio
ns o
f saleswomen. Some sales managers have been reported
pport
to feel
un isi
comfortable when supervising women, narticularly when
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Pefuired to giwe constructive criticism oOr to take disciplinary
who feel very comfortable

Sales managers
gender

action (Futrell 1980).
ceptions of the

su " ) '
pervising women might have different per
ance of saleswomen

s . '
tereotypic behavior and the quality of perform
th

an those sales managers who do not.
The Sex Ratio of the Supervisor. The sex ratio of salespersons
s managers potentiall

und ._
er the supervision of sale
aleswomen. Sales managers who

y impacts upon

the
way sales managers evaluate S
su ¢ '

pervise only a few women might have different perceptlons of the
end i i
gender stereotypic behavior and the quality of parfarmance -
sal

eswomen than those who supervise many.

a 1 l:/

Sex o I
f Sales Manager. The sex of the sales manager potentl

Male and female sales

impacts
P s upon the evaluations of saleswomen.
gender stereotypic

mans
nagers may have differing perceptions of the

behavior : .
r and the quality of performance of saleswomen.

Some individuals have a tendency

Tendencies toward Leniency.
To

harshness.

with either leniency oOF

t
0 rate salespersons
requested to

Ccountera i i
ct this bias, sales managers were specifically
their performance ratings and

be highly critical of saleswomen in

were  assured that the evaluations they gave would remain

confidential and be used for research purposes only. ihey wers
Tt was

asked t . i
o evaluate themselves as raters on a leniency scale.



intended for the responses of sales managers who considered
themselves to be 1lenient raters to bDe compared to those who

considered themselves to be harsh raters.
Many sales managers are not in

of Qualification.
sonnel under their supervision,

Degree
direct, daily contact with salesper
e of the target saleswoman's

and might feel that their knowledg

Sales managers were asked to indicate

the target

Performance was inadequate.
to evaluate

e well-qualified they felt themselves

Responses of sales managers Wh
n were compared with those

o felt themselves to be

saleswomen .

Very well-qualified to evaluate saleswome

who did not feel very well-qualified.

Statement of Hypotheses

The research hypotheses were constructed around the model that was
Lo

They were designed

developed in the preceeding chapter.
investigate the three links in the model in varying degrees of
Specificity. For each 1link, the most general case is presented
Because the applicability

first, followed by a more specific case.
has

of the concept of sex role identity to the field of selling
are stated in the null

been largely unexplored, the hypotheses

form.
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H
~¥potheses One, Two and Three
investigate the

Hypothesis one, two, and three were included to
relationship between sales managers’'  perceptions of gender
Stereotypic behavior of saleswomen and selling effectiveness.
the relationship between the overall

the

H .
Ypothesis one concerned

perce
ived gender stereotypic behavior scores of saleswomen and
Hypothesis two concerned the

overal s
1 selling effectiveness score
idual perceived gender

relatj :
ionship between each of the three individ
effectiveness

Stereot 3 .
ypic behavior scores and their overall selling
ationship

Hypothesis three extended the analysis to the rel

Scores.
betwe
en e - . A
each of the three individual stereotype scores of
saleswom
! en 7 A ]
and each of the six individual functions scores and
two, and three,

non-sel1i ST
ling activities scores. Hypotheses one,

expr :
Pressed in the null form are:

Ho(1) T
h
Ovzislylll be no significant correlation between the
stereotype scores of saleswomen and their

ove
rall selling effectiveness scores.

Ho(2) T
here
i thrW1ll be no significant correlation between each
e ee individual stereotype scores of saleswomen en and
overall selling effectiveness scores.

Ho(3) T
: here
o thrglll be no significant correlation between each
o
each of tfnleIdUdl stereotype scores of saleswomen en and
heir individual function effectiveness scores.

Hypotheses Four and Five
Hypothes
es i
four and five were included to investipate the
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relationship between sex role Eypes of saleswomen and sales
managers' perceptions of gender stereotypic behavior. Hypothesis
summary measure of

relationship between a

role types of

1981b; 1982)

four evaluated the

Perceived gender stereotypic behavior and the sex
saleswomen. Gender schema theory (Bem 1979 1981a;
holds that sex-typed individuals organlze their thinking around
efore be expected to be more likely

gender lines. They would ther
ocender stereotypes.

in accordance with

to behave
weak masculine

be

tha
t sex-typed saleswomen, with strong feminine and
i would

traits 7o
(feminine females), in their sex role identities
ith gender

most 17 .
ikely to be perceived as behaving 1n accordance wit
153

Ster :
eotypes. Hypothesis four, expressed in the null form,

Ho(4) T
o?ere will be no significant differences among the mean
overall stereotype scores of saleswomen classified

according to their sex role types.

Hypothe i

s .

es five extended the analysis to the relationship between
scores and the sex role types of

each individual stereotype

saleswomen.
Since sex role masculinity

Selling Ability Stereotype Scores
in women has been found to be associated with higher cognitive
ability (Maccoby 1966) and with mathematical (FEccles 1083) and

saleswomen with

mechani { ; .
nical (Antill and Cunningham 1982) reasoning,

strone . e .
masculine traits in their sex role identities (masculine and
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androgynous females) were expected to be perceived as conforming
ng to ability than were those who

le :
SS to gender stereotypes relati
to adapt to

are lacking in these traits. Since the ability
non-routine situations requires behavioral flexibility (Bem and
gy 1976), it was also expected that those saleswomen who
strong masculine traits with strong feminine traits
least to

balanced

(androgynous females) would be perceived as conforming
1

gend - " ¢ s
gender stereotypic behavior relating to "selling ability.'
expressive qualities

I : :
luman Relations Stereotype Scores. Since
have been

to be

alleged

unte .
mpered by instrumental qualities,

associa : : i
ted with problems in effective performance of the functions
of selling i

ng in the area of "human relations” (Blake and Mouton 1980;

Jols
on 1984 i
), it was expected that saleswomen with strong feminine
and wes
ak 2
masculine components in their sex role identities

( feminin
e N
females) would be most likely to be perceived to perform
stereotypes relating to "human

in
accordance with gender

relations."

Motivati
tion Stereotype Scores. Since sex role masculinity has
(Van Rooyan 1981;

been :
associ: : ;
associated with achievement motivation

Spence .
and Helmreich 1978), high career centeredness (Marshall and
career

Wijtino :
jting 1982), high career salience (Yanico 1981), and
rather i :
than home orientation (Feather and Said, 1983), and since
working part-time

P PRI
role femininitv has been associated with
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1 1979) with achieving less

rat
her than full-time (Hof fman and Fidel
Ketterwell and Spro

1983),

ule 1985), and with low

that

in i e von tel
thelr careers (‘ 57
.l was expec

(Erkuk

ex ’
bPectations for success
k feminine components

Salesw

(8} .

men who have strong masculine and wea
would be less

(masculine females)

in thei
heir sex role identities
like1
Yy to be perceived as behaving in accordance with gender
lypothesis five,

Stereot .
ypes relating to motivation than others.

expr g
Pressed in the null form, is:

differences among the means

type scores of

Ho 5
(5) There will be no significant
their sex role types

of e
Saiéégﬁ of three individual stereo
eswomen classified according to

H
otheses Six and Seven
between

the relationship

Hypoth

e .

ses six and seven investigated
types and the quality of their selling

s
aleswomen's sex role
between

Hypothesis six investigated the relationship

overall selling

performance.
of saleswomen and

th
e sex role types

effecti
veness. Th . .
e two-dimensional model of selling effectiveness

(e.g., Mayer and Greenb
erg 1964; Blake and Mouton 1980; Buzzotta et

1982= J

ols
; on 1984) suggests that saleswomen who possess both
outperform those

al.
stron y i
1
8 instrumental and expressive traits would
who d
O not Tt
. was
as expected that those saleswomen who possessed
(instrumental) and feminine (expressive)

both strong masculine
be

Erairs 4 :
S in thei 3 P S
r sex role identities (androgynous females) would

I‘ated h]_ )hes . 5
2] t in their overall selling effectiveness. llypothesis
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' is:
X expragseg in the null form,

HO 6 T o the means
he 'fferen(:es amonyg
( ) 111 be no significant di =
re w

aleswomen
es of sa

lling effectiveness Scooll; types.

0L overal] ge g their sex r

classified according to

eSlS se‘,e . .
ClOnShl‘))
[ n to
. n eXtelI 1' %4

, 31X
> the si2
h of
nd each
t le types of saleswomen a iwitios
€lweep the Sex role yp ing activit
_Selllné
and non
indiVidual function effectiveness scores 1 of selling
de.
; ional mo
effectiven ss Cores The two-dimension
e s .

teCtl‘/ 'S'.Ve
e l z exp["eks‘, - §
IHESS ta dnd
Su oe e are l‘”Strumen
o

ions of
he functi

ch of ¢t

APects to the effective performance of ea

Selling' It

S / &

S I W

se

eIefO['e pl e(i](:led that th() Sa](—’ womern 10 nave
101)0

; e
5 sex rol
x err: 8
s in th
Tasculijipe and  feminine components £ each
oS 1 or es
formance
1 at perf
identities (androgynous females) would exce

Of the fUnCtions

. . % i 111 th(_)
Of S o h 1 even PXPI essec
llln vaot es > ’ =
e i
ll fOl m

g the means
[ es among

T There Will be no significant differenc

of each th

& SCOres
i *tiveness sc

€ individyal function effectiv

\

of Salesyn

vpes.
ir sex role tyg
ified according to their se

men classifie

Overview of the Study

Stage Ope: The Preliminary Research

In the early gr

j&e Ot t e se 1 C 510ns were 2 ’] a wil /1
h arcn d.l.s ussi G ’(_
i rese y
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s initial

Sale
S m . .
anagers and saleswomen. LsSues that arose 1in thi

bPeriod j i
involved the participation of saleswomen, the potentially

and the appropriate length

prejud g »
ic )
ial nature of stereotype iLemS,

of ¢t
ke questionnaire.

Part
tici 7
Cipation of Saleswomen

It &
ad o s
originally been intended 0 perform a double survey of

sale
Swome
n .
and their sales managers. Ihe saleswomen were LO have

Provided
self-reports of their sex role jdentities on the Bem Sex

Role
Inve
nt .
ory; the sales managers Wwere to have evaluated the

saleswomer,
encountered with this

P : g )
Practical difficulties were

Proced
“edure. FEtps
‘thics involving research on human subjects require

that
S“bje
Cts wl P —— ;
10 are identified in research involving performance

evaluatiop
Discussions with

iv . .
give  their informed consent.

saleswomen
about being

reve:
ealed that they were apprehensive

evaluated
by thei
eir sales managers. It became apparent that the

administratio” of
; place disproportionate

consent forms would

attent'
10n on th
e e = . .
o valuative aspect of the research, increase the
Xiety 1
evel of
the saleswomen, and introduce a source of bias

into th
€ rese
search. .
It was decided not to have the saleswonen
partici :
pate in th
e sa:
research but to have them described anonymously

by their managers,

Social Desi
L Desirabili - i
ility Ttrems. Since the saleswomen, themselves
selves,




: 5 provided
did pop participate in the study, the sales managers p

o : n. Social
descril)tions of the sex role identities of saleswome

L efore, the
de81rabilit:y of response was no longer a problem, there d

om  the
Socia] desirability items from the BSRI were removed fror

questionnaire.
i i sions with
Pre judiciag Nature of Stereotypic Items. Discus
Saleswomen

i 3 he

Fevealed that some of the issues addressed by ¢t
i ationship

Stereotype items might prove prejudicial to the relationshij

i ino of
betweep Saleswomen apg their managers. Accordingly, the wording

[ anel of
the Proposed items was carefully reviewed by a p
t i ise the
saleswomen. In some cases, the wording was altered to disguise t
=
meaﬂing_

L i C orse the
AC‘HGW- It had originally been intended to reverse

POlarity of half of the items on the individual stereotype

scales
ko Suard against the bias of acquiescence. When developing these
items, it became obvious that some were better worded as negatives
and Others as bPositives, For example, asking questions about
y'Selling ability"

in a negative way sounded demeaning to saleswomen
o
] 1.
(e.g., does not have 8ood product knowledge, does not really know
Job, doe not catch onto pey concepts

quickly). On the other hand,
Some of the

"human relations" and "motivation" items seemed to be
PGERy Phrased as Neégatives in the interests of clarity. Reversing

hiedr Polarity produced cumbersome

items that were confusine to
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tomers, does not have

ot over—nurture cus
Accordingly, each item

The final

respondents (e.g., does n

jections).

ove %
rly emotional reactions to T€
seemed most appropriate.

w 5
as asked 1in the way that
on the questionnaire, are shown in

ltems, as they appeared

Figure 4-1.

Length of Questionnaire

The origd
e original questionnaire was pretested on a small group of sales
It was found

man
agers who volunteered to assist with the research.

t i .
bet the guestionpalre was excessively long. Accordingly, the
questionnaire was shortened:
Function Effectiveness Scale. The original RS
each

of seven multi-item sub-scales,

ef i
fectiveness scale consisted
o seven single item

were condensed int

composed of 4-5 items. These

In its revised form, only one evaluation was required per
Detailed descriptions of good perfo

function

scales.
rmance

£ N
unction per saleswoman.
The items from the

were : -
provided for each function.
information,

effecti
tiveness scales, together with the descriptive
are given in Figure 4-

2

th
at appeared on the final questionnaire

T . s
he Bem Sex Role Inventory. The questionnalrc was further

The number of items

shortened by using a short form of the BSRI.

was r = 5
educed from from 40 to 20, 10 from the masculinity and 1O from
the £ B .
femininity sub-scales. The items from the masculinity ind



Figure 4-1
Ttems intended foT the
and Motivation St

Selling Ability, Human Relationss

ereotype Scales

Ability Stereotype Ttems

(1) Is not well organized.
kills (RC)-
wledge (RC)-

(4) Has strong persuasive
(7) Displays unusually strongé product kno
(10) Catches on to nev concepts quickly (RC).
(13) Adapts quickly to non-routiné situations (RC)
(16) Really knows Job (i.e-» clearly understands hov to perform
her job including rasks to be performed, priorities
e time amons tasks) )

of tasks, and how to allocat

H p
uman Relations Stereotype Ttems
cts/customers during

ize with prospe

(2) Tends to over—social
face value.

sales interviews.
(5) Accepts prospects excuses and objections at
(8) Tends to relinquish control of sales interviews tO customers.
(9) Has overly emotional reaction to rejections on job.
£11) Over—nurtures customers (i.e-» S ends too qpuch time on
providing extra services to present customers while
f the job, such as prospezting

neglecting other aspects 9
for new customers) .
(14) Functions well as "'team P
on job (RC).
(17) Maintains sexuall

Motivation Stereotype Scales
iders to be unpleasant.

s that she cons

layer" (iawi cooperates with others
¥ neutral manner on the job at all times (RC) .

(3) Tends to avoid activitie
(6) Lacks confidence.
(12) Needs continuous T

(15) Allows famly respon
to interfere with job.
makes every sacrifice of

(18) Has "dynamic inner drive" (i.e-»
time and effort that s necessary to succeed) (RC).

rformance.

t to sustain pe
1 considerations

einforcemen
d/or persond

sibilities an

(RC) = Reverse coded



Items intel
tion Effective
ormation abou Effective Per forma
eared on the Final Questionnaire

Func
nce

Descriptive Inf

as they App
1
(1) Prospecting.
Eff
ecti ) ‘ N

of gOogeness in prOSpecting involves generatlng sufficient numbers
prospects 1o be contacted the firm's product as
re potential customer: that have @ need
i nd the authority to make
id cold

requi

fog tizd' (Good prospects 2

the pUrC§r°9“Ct, +he ability @ buy its

callin }?Sln‘_c% decision)- affective PO
g when it is necessary to the job-

(2
) Contacting.
Eff
ectl , _—
tiveness in contacting involve routing calls efficiently,
1len first impressions,
e legitimacy of

getti :

eStab?% h}“ doors easilys making © :
the co shing rapport quickly, and ostablishiné :
mpany and the credibility of herself % its representative:

(3)
Probing for Needs-
needs involves being adept At
f prospects/customers "
direct the

Eff
ectiv
enes . .
s in probing
roblem areas
e able tO

idents
tifvi
Effectiylng the needs Oof
Probin ve probers are good 1istene and © e
g process through the use of d scernin estions:
(4)
Sti :
Stimulating Desire:
Go :

0 ; -
infd performance of stimulating desire involves giving thlCULﬁfd
addormativg and persuasive pr Sentq /demO[lStfathnS] that

ress ’ o ffective stimulators

of the nee ; gpects Lystomerss :
efEen use Salegdiiggr 8§i%p visual aidss roduct oemombtrloézfac
andECtively aé ;Pproprioto, ro the re entat1ot le%( q¥67 E?J
obi 7 C e P nowlet gablc
ab jections o .+h them offectivey’ ) i
out COmpetitfmd doaé w;t ing © ective omparisons but¥:cn
ive pro uctss : yhen appfopri;t to do 8O- hey
GE thedir resentatlnns, but

the
m

a
Permj nd the company's pro
two way communication throgghoL
the interV1ew.

retas
taln Str0n
g control ©
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Figure 4-2 (cont'd)
Items Intended for the

Function Effectiveness Scale with
ve Information about Effective Performance

Descripti
As they Appeared on the Questionnaire

5
E() Losing,
ffecy;
Order,lge"ess in closing involves asking for, and obtaining, the
ClOSerS S appropriate to the job. Salespersons who are effective
oE timinapprOBCh the close with confidence, and have a good sense
on 8 when asking for the order. If the order is not obtained
irst attempt, they folow up as appropriate to the selling

si
ltuation

(6)
Retai. s
-\‘~§£E£ﬂg—£h§;sale and the Customer.
the sale and the customer

Efg
ecti
ve .
- €SS in retaining :
e sale to be sure that the customer receives the
on time, in good condition, serviced
as

Ow—
UP after tp
customer  services,
act with

involves

Prod .
T as Pmeised, (e.g.,
good

anq
i

aDProprgstalled), and  providing

Cust, ate.  Effective retainers maintain regular cont
Neeqy o’ Are responsive to changes in customers' product-related
applié And  keep customers informed about new products and new
€xp ;ations, The handle dissatisfaction and  complaints

thuS]_ A y

as

(7)
Non-Se17 -
—0=Selling pyties.
such things
filing call reports

Go
od
kean. PeTformance of non-selling duties involves
prOmptfy ACcurate and up—to—date records,
’ And controlling expenses.
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1

in the final

By o
€mininity scales of the BSRI as they appeared

questq "
lonnaire are given in Figure 4-3.

The Attitudes towa;g__ﬂgﬂgg__ggélg. It has originally been

int i
ended to include a 15 item scale to measure the attitudes of

Sale . )
S managers toward women as a test for S€X pias among responding

Sale . ¥ »
S managers, In order to shorten the questionnaire still
furep L
©r a one-item measure of the degree of comfort in supervising
saleg
women was substituted.
Eight

As .
a final pretest a small pilot study was performed.

sales p .
nd asked to participate

a
nagers were contacted by telephone a

in the )
esearch. The questionnaire was transmitted by mail. After

the
Sales . X
managers had reviewed the questionnaire, they were

inter
ns were reported

viewe
d by the researcher. No serious probles

in ejthe
r ; .
length of questionnaire or comprehensibility of items.

Overview of the Study
Stage Two: Survey of Sales Managers
Sales
manag

gers were contacted by telephone over a three month
beriod beoinni .

ginning in August and ending in October of 1987. The
researcher

personally telephoned selected firms and asked to speak

with sal
es :
managers. If sales managers were not immediately



Questionnaire
ory

Sex Role Identity It
the Bem Sex

A Short Form O

Femininity Ttems

Masculinity Items
(1
(3) Defends own beliefs (2) 1Is af fectionate
(5) Is independent (4) Is sympathetic
) Is assertive (6) Is sensitive to the
7 needs of others
Has a strong persoﬂality (8) Is anderstanding
((9) s fepsaliul (10) Is compassionate
11) Has leadership abilities f12) 14 eagel =2 goothe
hurt feelings
(13) 15 willing to take cigks (14) Is warm
(15) Is dominant (16) Is render
7 i:ar‘:diliing to take a (18) Loves children
n issues
(19) Is aggressive (20) i gentl(‘f



until they

e made tO contact them,
ttempt,

avai
ilable, further attempts wer
sas made on the first a

In some cases contact V
Sales managers

Were reached.
cessary.

while 1
in other cases, many calls were ne¢
ranging from

repr
Presented a wide variety of firms,
. 3
ices of smaller local firms.  In the

regional pffices

of 1 .
arge national firms to off
ore than one sales manager was

case of
of some very large firms, m
sales managers

did more than three

con
tacted, but in no case

res
pond from any one firm.

Dat
a Collection Procedures

as to the general

Sale

S man 2
agers who were contacted were informed

r not they supervised

bPurpose
I of the research and asked whether O
were

saleswomen

Those sales managers who supervised

saleswomen.
They were informed that (1)

asked Sl
to participate in the survey.
participati
i :
2 on would 1involve completion of a self-administered
for

some of the saleswomen who worlked

u g .
Questionnaire describing
approximately

2 .
(2) completing the questionnaire would take

them,
and (3) the saleswomen

one-half ho
ur o : :
f their time, that they

described would be completely anonymous, only they would know the
id i

entity of the women they chose to describe. All sales managers
were promised a copy of the management summary when the research
were mailed directly to sales

was ¢
omplete. Questionnaires

managers to i
gether with a personal letter of transmittal from the

researcher. )
) A formal cover letter was printed on the front of the

Y
B~
|8}



questi
Onnaj
. The cover 1letter related the purpose of the

I‘eSe
arch
» and gave detailed instructions to the sales manager for
complet;
etlo
R £ the questionnaire. The  questionnaire was
Self. ’
£ admlnistered.

Completed questionnaires were returned directly

to
E
s Fesearcherg

in a self-addressed, postage-paid envelope.
After

the Completed questionnaires were received, sales managers
Were

S

ent a bersonal thank you letter from the researcher. The
etter

of transmittal and thank you letter appear in Appendix A,

The
Co . .
Ver letter and the final questionnaire appear in Appendix B.

Th S
= questionnaire was designed in such a way that sales
manaw
e
§ers could respond about as few as one or as many as four
ala
SWomen, Each sales manager was asked to select saleswomen who
were )
maleally different from each other in their selling style,
Perf
°Fance, and results.
%
A c .
0 y . 3 »
nvenlenCe sample of sales managers who supervised saleswomen in
thr :
=8 i 5 ellin obs was
dlfferent types of traditionally male S & J
aSSembled This

tomer.
Sales jobs were classified by type€ o GRESE

Clagg: .
S : C 5 Jolson
Slflcation was consistent with that used by Comer and

(19
85) in their
Jobg

inv l l1oat f t nt )1 3 17(,] !.1,’](
e ra on O d I efere"be.'ﬁ 101 > 24
S { 1 St e

ales managers who
Ample one consisted of responses from sa 8

ational end users. Sample

Sup
erv'
1s % i .
- PO—— selling to organiZ
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tw
0
consi
isted
..

f responses from sales managers who supervised
o in-home consumers- Sample
s who superv

et items t
ised

Sales
WOm
en selling large ritek

g from sales manager

thr
e
C .
. onsisted of responsé
S eSwom
en
se i
1ling products for resale to resellers either

Whol
es
alers or retailers
who were

of the 195 sales managers
questionnaire. 0}

Response _Statistics
onse Statistics-
eed tO T

elipj
gibl

e to respOnd’ 188 agr
the jonnaire,

eceive the
132 returned

tho
se
wh
o agreed toO receive

Completed
, usable questionnaires,

who
wer ;
. e eligible. 0f theseé:
S th .
at involved selling O

selly
ing 5
con Jike R involved sel
Sumer
s
—_ , and 29 represented gelling jobs
elle
TS, , -
for These feSulted in 8 rotal £ SJIGSMMMJ
the
he analysis: ; 2 who
g: 202 who sold to organl

Sold
lar .
ge—ticket items to 1
sure

Prod
ucts for reale DY

la
r
ge group fo )
r analyslSs
performed

Com Gamples: Tests were
Parabi )
. ' ' :
ility of the three samples- while no differenc S

: responding gales

of the

dcmographics

were

arability of tHE
TS

manag

fo
und
am
ong the demographic®
emerged among

Si
8nif
1lcan .
t differences
a results

-

As

Sal

s

Swomen th )
at they describe .
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conducted separately for the

wer
e
not
C .
ombined but analyses were
g for sales

ional average

thre
e
grou
ps. In comparison with nat
or Qratistics 1986), on

SUperviS

the averors and proprietors (Bureau of Lab

1ike1y l?ge, sales managers were older, petter educated, and more

Saleswom ot e comparison with national averages Oof

en selling commodities exclusive of retailing (Bureau of
who were

n the average

the galeswomen

Lab
or

Statistics 1986), ©
tter educated. petails of the sample

deg

(i e ] )

ch ed were younger and Pe
eristi

ics are contained in Appendix C.

. O .
u 3
estionnaire

The
questi
onnai
naire that was completed b

Ninp
€ sections:
ce of the siX

saleswoman's

b §§EEEQH—939' An esti

unctj

Job “?Ons of selling and non-selling activitie

il Section One. A scale of 0 O 10 was used,

to a function that was completely jrrelevant and
o a saleswoman's

W
here HO"
L

nl referred
on
to
a : . ,
function that was critically 1mPOft3“t
s provided.

of each function wa
of the performance ¢ target
nctions of selling

Job
- A C
oncis .
cise definition
-
ct
R2&Ction Two .
n_ Two. Descriptions
" f nnd
e of the gix Y
gection TWO

of et

Sal
esw

om
en on performanc
requested

nighest level

No
N—
Selline activied
g activities were

to

10
W

8s used where "10" V88 the
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was described in concrete

performance
ng good performa

For
each 1
item, good
nce of each

beh
avior
al
terms. Criteria establishi
were determined pased on @ search of
ons with

were
provided. The criteria
ed by discussi

were confirm

the
sa
lesmanship literature and
selling jobs-

ee types of

Sales
mana

gers representing the thr
d in Section

the BSRI were jnclude
e sex role

Sec :

Section Three. Items from

S reported their perceptions of th
where

A scale o 2
' and

Thr
ee S
« oa
les manager
to 7 was used,

ide
ntiti
es
of target saleswomen:
wgt referred to

r almost neverl true'

"1"
refe
Irre 1"
d to '"never O

n
al
ways or alm "
ost always trué:
scales were

g from the &
. cated the

Sect i
Section Four. Item

includ
wh ed in Section Four:
ich
th:
ey perceived the pehavior of
Ttems from the

acco

rdanc 3

e with gender stereotypes:
and

q which Lk referred tO

"alwayS or 31m

ability,n W
human relations"

s used,
ost

1 to 7 wa

¢ gnl T

altEr

n

ated. A scale of
d to

referr®

n
ney
er
or almo )
st never true

n who

aly
a
¥s true. "
saleswome

Secki
Section Five. Demograph?

we

re
des :
cribed was requested

Te
Quest
ed )
pertaining to the ages e
The

ten
ure
on selling job of each
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was
U.Sed
to ev
alua
ate the three samples demographically
about the sales managers

Section Si
themsel vas n Six. Demographic ;nformation
A
5 walis ) a5 re‘ersted in Section Six. This information pertained
anagers' age their education, and their sexX. These
r to describe the samples and to
the different types

Vari
able
s
wars included in orde
nagers in
red the percentage of their
of

the

teg
t £
or c
omparability among sales ma

S were as
percentage

of
sales
JObS. Sales manager
female and
female.

e
Ompanyvs salesf
orce that was
that they personally supervised that were
fects that might De
rate

st for ef
to

Ssal

e

SperSOnS

gers were asked
describe

1ves tO

This 1
info
rm 4
ation was jncluded tO te
Sales mana

ratio.
15 themnse

0 f

attri
i
ibutable to s
ex
e leniency

d they fel
the relativ
on

managers

their

the
mselv
e:
s on how well qualifie
ch saleswoman,
y other

the
ch
aracteristics of €3
h the
and

their .
their valuations in comparisom wit
s
degree ame level might evaluate the S
of comfort in supervising saleswomer
provid

Su
PerviSing sal
esmern . These
ponses.

for i tems
e de
gree of bias 1in the res
rhe U} customor in

describc
were sed EO

clﬂSSify

e asked to
managmrs

o) this item
ales

Sal
esmans:
anagers wer

The respo

ly =
155

Final

nses t
ples:
ing eff(?\‘,

thej
i ;
by lnduStry
the *
cases 1
es into ©
ne of the rhree sam
tivent
considcring

were

?'lsked

Eo give o global evaluation of
3 00

en, OO a gcale of © ro 10U

of
the
iy
esponding galeswom



represent

"100n -
r 3
uﬂacceptableepresent superior performance and "0" to
performance. This item Was included to provide a
g measure.

valid.
1ty che
ck
for the overall selling ef fectivenes

sis are

(1) to

The
stati
1sti
ical procedures that ¥
ive purposes:

used for £

de
Scrip
ed.
Statistical tests were
dditional data analysiss

(3) to

teSt
h
Ypotheses, (2) to perfor™ 4
evaluate s

golutions

(5) to

(4) to

test for alternative

eval
uate
the quality o Hhe

Com
parab. )
ility of the samples, il

ex
Plana+s
Ations and for bi
ias.

Pr
Oce
dures used in

Te
<8Sting of Mypotheses
of
Hypotheses
ient; the partial

Th
e p
earsg
on
Correy product moment correlation coeffic
ation
dnaly coefficient, and both qnivariaté and multivarinte
Sis
of )
Staty variance Wwere used tO test the hypotheses The
Stic
al '
Slimmg tests that were used to 1nvest1gat each hypOChGSlS ar
rized
n ' i i rocedur
followg Figure 4-4. A prief discusso each P
efficient. The
rest

The
Product

Pearson

P
€a
rs
on p
C .
t Moment correlation



HYPOthesis

Figure 4—4

Statistical Tests that were Used to Test Hypotheses

Independent

Variable

Dependent
Variable

Statistical
Test

Overall Selling Effectiveness Score
and overall Stereotype Scores of

Saleswomen

Pearson Product
Moment Correlation
Coefficient

Overall Selling Effectiveness Score
and Three Individual Stereotype Scores

of Saleswomen

Partial
Correlation
Coefficient

Five Individual Function Effectiveness
Scores and Three Individual Stereotype
Scores of Saleswomen

Partial
Correlation
Coefficient

Sex Role Types
of Saleswomen

Overall Stereotype
Scores of Saleswomen

Univariate
Analysis of
Variance

Sex Role Types
of Saleswomen

Individual Stereotype
Scores of Saleswomen

Multivariate
Analysis of
Variance

Sex Role Types
of Saleswomen

Sex Role Types
of Saleswomen

Overall Selling
Effectiveness Scores
of Saleswomen

Univariate
Analysis of
Variance

Seven Individual
Effectiveness Scores
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hypothesis one. This statistic measures the strength of the linear
relationship between two variables and is appropriately used when

data are interval or ratio scaled (Winkler and Hays 1975).

Partial correlational

The Partial Correlation Coefficient.

analysis was used to test hypotheses EtwoO and three. This statistic

measures the strength of the linear relationship between two

variables with the effects of one or more other variables held

constant. It is appropriately used when data are interval or ratio

scales (Winkler and Hays 1975).

Univariate Analysis of Variance (ANOVA). Univariate Analysis

of Variance (ANOVA) was used to test Hypotheses four and six.

A <
ANOVA  tests whether the average responses among two or more

populations are significantly different from each other. It 1is

a ) r - ) . ) 2
ppropriately wused in analyses involving a single dependent

vari i i i
ariable that 1is interval or ratio scaled, and one or more

-1

categori i i i I
gorical independent variables. Assumptions underlying the

roced i i i i i
p ure include 1linearity, independence of  observations,

nor i i i i
mality of distribution of error terms, and homogeneity of

variance (Myers 1979).

When performing ANOVA, data are first tested for the presence
of significa ai ; :
of significant main or interaction effects by use of an F-test. If

signifi > 3
g icant effects are found, post hoc analysis of the differences
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between pa‘
l ; 7
TS of means can be performed by the Scheffa procedure,
€ Schergg
o Procedure ig appropriate for use in analyses when cel]l
si

Zesg a
re .
UNequal and when the family of statements is the set of
a

Dosgy
ible Contrasts (Neter and Wasserman 1974).

Muirs .
~‘<£££X§£1§£§__;é£§lysis of Variance (MANOVA). Multivariate

Anajy ..
Ysis of Variance (

MANOVA) was used to test Hypotheses five and

SeVe
n. - . .
The Procedure ig appropriately used in situations when
Ulult .
l .
Ple Correlated dependent variables of interval or ratio
Scaling

analyzed together with one or more categorical
. Multivariate analysis of variance involves
E

Same . : i
i i . model, but is
underlylng assumptions as the univariate ,
USed

n situations where there are multiple correlated dependent

variab .
18 (Green and Carroll 1978). The SPSS™ (MANOVA) computer

bro '
r ) ‘
8rap that yag used adjusted for unequal cell sizes using a
Tegr
@sqs . .
“Ston Method, in which each effect is adjusted for every ather

effec
t .
1 the mode] (Milliken and Johnson 1984).

ionifi ffects
When performing MANOVA, the presence of significant e

betweEn

i i sstablished
SeX role types and dependent variables is first e
Usy c . .
- . omnib F-test After  establishing statistical
us ~-test.
Sig

Lfj spendent
UlflCance h dep
s

: d for eac
v univariate F-tests are performe
arg i ivariate
able d using un
» rforme &
Post hoc analyses can then be pé

DrocedUreS
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:Eogedures used 1in
dltlonal Data Analysis

Addi t4 '
tional data analysis was performed on hypothesis seven using
Multivariate regression is appropriately

Multiyaprs n
Ultivariate regression.
when multiple correlated dependent S

us : .
ed ip Sltuations

interVa =
1 or ratio scaling are analyzed together with one or more
variables. Multivariate

scaled dependent

the same underlying assumptions as does the
there are

interval ratio

¥ g
€8ression involves
Univarja¢
€ model, but 1isg used in situations where
Multip
e .
Correlated dependent variables. The procedure takes

advantage of the continuouys property of the data, and was used to
thvestigate tpe manner in which the masculinity and femininity
Scores of the BSRT worked together in explaining the variability of
The use of the

effectiveness scores.

T : ..
= individual function
the recommendation of Bem (1977) and

Proce i i
dure jg consistent with

Otherg .
(Spence and Helmreich 1980; Taylor and Hall 1982) that in

addition '
o i
performing analyses on individuals classified into sex

role ty
bes < .
» T'esearchers shoyld perform multiple regression analyses

On the rg
w dat i P . . :
a, without categorizing individuals in any way.

When i
usino 3 % v =
& the procedure, the presence of significant main
omnibus F-test. After

established using an

univariate

effects g first
regressions are

Statiaps e i
Lstical Significance jg found
’

pPerformed for each dependent variable.




Othe ;
I Statistical Procedures

included: (1) to evaluate the

(2) to

procedures were
the

Other statistical
qQualit
;& the sesrigtical analysess evaluate

Comparabili
ility of the samples, and (3) to evaluate control variables
o evaluate the

Procedures that were used t

and
to test for bias.
Watson test,

quality .
vy of the statistical analyses were: the Durbin
and Cochran-C

test, the Bartlett-Box

the B re - e
C}]l Squa one Sampl
J.Of

tests I'h Chi-square est
and - e q
’. the Box-M statistic. i .

inepende m
nt 3
samples was used to evaluate the co parability of the

Sal"ples ( O b] as ere evalua e 1-“8
. ntrol V< i T e i i
(1rlables Eil’ld esponS W 2% - d us

a basic
Sic one-—y i
way analysis of variance technique.

The ])”[‘b' [ ‘ 3 se (0]
i T VJ n est h 1 'n S e}
atso SE . e urni \’atson test wa 15 1 =

test the
assum i 1
ption of independence of observations. This test
eXamines th
: e patt g 1
pattern of residuals to determine whether or not there
the analysis (Neter and

is  seri:
a ;
1 autocorrelation present 1in

Wasserman 1974) .

The Chi
the Chi-Square One-
ne-Sample Test. The chi-square one-sample test
was used to
. test & i
he assumption of normality of distribution of

IeSidUa] S i d - =Y =3
. t 1s a (o]e) 1SS 0O 1 use 1
g = E flt test that ib S )(1 (0] (i() e ln.nt

whether - ioni
a significa i £
8 ant differences exists between an obtained number
of  obse i
ervations i
: n a :
category and an expected number of

observati i
ions 1in the s
same c: i
ne category. It is appropriately used when
the d: i |
ata are in di
iscrete cat i
screte categories and the expected frequencies
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are 1
arge (Siegel 1956).

d Cochran—C TestS-

The
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£ these are derivations

and
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riate h
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geneity of variance. Both ©
iolat
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non-normality (Neter and Wasse€

The B
ox-M Statistic. The Box-M s
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mOg
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t
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d
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Summary

dology that was used

This ch
a .
pter has introduced the research metho
re measured, the

Tt described the variables  that we

LE

in the study.
obtained.

hypothe
se

s that were tested, and the sample that was
describing the initial stages of
final

Provi
ided an overview of the study,
the

data collection procedures, and

Finally, it provided brief descriptions of the

reSearCh, the

questionnaire.

Statisti
.. Ca .
1 techniques that were used in the analysis.

155




Endnotes

of education to selling

(1977) found no

selling

1. Evi
idence about the relationship

While Lamont and Lundstrom
education
found education

efj '\/ es
‘dnd

Eig“i fica I ()Ilﬂal
nt i i

perform : :
ance in industrial selling, Haefer (1986)

sales volume of insurance

was ionifi
significantly related to mean

sale
Spersons between the ages of 31-45.

2. Ea
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