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Abstract
Purpose

This paper introduces the construct of sales call length and extends the extant theoretical understanding of sales
effort allocation to shed light on how (1) sales call length and sales call frequency impact salespersons’
performance, and, (2) call frequency, and sales call length impact relationship quality.

Design/methodology/approach

The paper provides an exhaustive review and synthesis of the relevant literature on sales effort allocation, and sales
call planning. It then introduces the construct of sales call length to extend the extant theoretical knowledge in this
area, using a series of research propositions.

Findings

This paper posits several research propositions on how sales call length, and call frequency impacts salesperson’s
performance, and relationship quality with their customers.

Research limitations/implications



1. Introduction

A recent study by Cahners Research (Mulcahy, 2002) based on 23,341 businesses worldwide, suggest that
salespersons have drastically reduced their contact time with customers. The survey suggests that only an average of
1.81 numbers of sales representatives manage to meet the customers every week (industry range: 1.47-2.21).

Similarly, an average of 4.



Sales effort allocation has a direct impact on sales call length as well as the number of sales calls per account or per
year (or call frequency) for each salesperson. However, in light of the difficulties in estimating the incremental
increase in sales revenue by increasing sales effort or vice-versa, managers often rely on gut feeling and guesswork
rather than taking an analytical approach (Fogg and Rokus, 1973). In the extant literature, there have been two main

approaches to sales force effort allocation, (1) the work



of such models of sales effort allocation has been the total ignorance of the behavioral aspects of both salespersons

and customers, and the nature of the relationship.

Similarly, models based on sales force allocation to products (e.g. Zoltners and Sinha, 1979; Lodish, 1980) look at



3.1 Sales call length and salesperson performance

Beswick and Cravens (1977) suggests that the sales of consumer products are determined by salesperson’s
percentage of time spent in the geographic area. Moreover, Weitz’s (1978) ISTEA sales process model also suggests
that for new customers i.e. initial sales calls are expected to have higher call length than latter ones, since these are
characterized by rapport building and information gathering, as well as impression formation and strategy
formulation. This shows that sales call length is a function of salespersons’ call objectives and different objectives
may require appropriate duration for its completion. Leigh and McGraw (1989) suggest that fundamentally the sales

call objectives of the salespersons for initial, follow-up and regular sales calls are as follows:

Initial Sales Call Objectives
0 Develop personal rapport with the customer
Gather information about customer needs and objectives

o}
0 Create favorable impression of me as a salesperson
o]



The call length may be determined either by the salesperson prior to the call in accordance with his/her call planning
objectives or may change during the call to suit the needs of the customer. Literature on adaptive selling suggests

that most often effective salespeople need to consider th



P6: Sales call length is associated with salespersons’ effectiveness, such that at low/high call lengths the
salespersons’ effectiveness is low but at moderate call lengths it is high (inverted U shape relationship).

3.2 Sales call frequency and salesperson performance

Several studies have reported that increased sales call frequency of a salesperson leads to higher sales volume in b2b
context (e.g. Roman and Martin 2007), as well as in b2c context (e.g. Barnes, 1997; Croshy, Evans, and Cowles,
1990; Frankwick, Porter, and Crosby, 2001). In a longitudinal study, Roman and Martin (2007) show that sales call
frequency is positively related to not only sales volume, but also customer satisfaction, perceived value for money

and perceived service quality in the b2b context.

The underlying argument linking sales call frequency and higher sales related performance of the salesperson is that

increased time devoted to customers goes towards not only making sales presentations,demonstrations,but also



P7: Call frequency is positively associated with salespersons’ effectiveness, such



Since contact intensity originates not only from call frequency but also from call length, the impact of increased time
spent with customers through longer calls should also exhibit similar consequences. Thus ceteris paribus, higher call

lengths should also lead to higher relationship quality with customers. Thus it is posited that:

P11: Higher sales call length is associated with higher relationship quality with customers.

4. Theoretical Implications

Making a sales call is the most frequent and central activity in a sales job (Moncrief, 1986), and involves decisions
pertaining to allocation of field time by salespersons. Thompson (1973) notes that “every contact a salesperson

has...involves different human problems or situations...and there is no one sales situation and no one way to sell”



Secondly, this conceptual paper also demonstrates how call frequency is also important along with sales call length.
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