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Abstract: The paper aims at assessing how mobile location applications and services can
support salespersons, for greater performance when they are operating within a
mobile work environment. After briefly discussing the state of the art issues
associated with mobile location technologies, the paper conceptualises key
dimensions of location-based mobile support. The paper then suggests a cate-
gorization of salespersons tasks based on both properties of location-based
mobile support and the areas of salespersons tasks that may be affected by
mobile location technologies. A third section suggests potential mobile loca-
tion services and applications that can support salespersons in performing ef-
fectively their everyday tasks and links such applications to the determinant of
salespersons’ performance. The paper concludes with a discussion of a number
of critical issues such as salespersons privacy, risk of information overload,
autonomy and some core areas of further research.
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1. INTRODUCTION

It has been argued that the marketing department is the last organiza-
tional function to adopt information technologies (IT) in order to enhance its
contribution to the overall corporate performance (Rivers et al. 1999). How-



150 Chihab BenMoussa

ever despite such a laggard behaviour, the amount of IT investment the mar-
keting department has received particularly in the form of sales force auto-
mation (SFA) is heavy compared to its counterparts functions within the or-
ganization. It was estimated that in USA alone 2.2 million salespeople were
using SFA systems with a yearly growth rate of 40% (Engel et al.2000). In-
dustry experts estimate that three-quarter of American large and medium-
seized organizations have been implementing some degree of SFA. As a re-
sult, SFA market has been booming. In 1996, revenues from SFA industry
reached US$ 1.5 billion (River et al.1999).

Companies have invested in sales force technologies such as sales force
automation (SFA), knowledge management technologies and customer rela-
tionship management in order to take benefit from what such technologies
promise in terms of decreasing costs (Taylor 1993), reducing cycle time
(Thetgy, 2000), improving organization and access to information (Leifer,
1999). Some authors went too far as to claim that investments in sales force
technologies are a sine qua non condition for an organization to remain
competitive (Taylor, 1996; Good and Schultz 1997; Peppers and Rogers,
1998).

However, the expected benefits of such investments in terms of produc-
tivity do not seem to be realized. Studies show that for every two successful
implementation of sales force support systems, there are three failures
(Schafer, 1997). And given the costs in terms of both dollars and time asso-
ciated with the implementation of such systems, some authors start question-
ing even the utility to engage in such investments. For instance, Thetgyi,
2000 believes that SFA has brought many companies pain rather than profit.
Similarly Petersen, 1997 claims that the “jury is still out” regarding the true
pay-back of sales force support systems. Indeed, it has been reported that the
cost of implementing an SFA system can reach $ 3500 per salesperson (Gi-
rard 1998, Taylor, 1994,).

One possible cause of the gap separating sales force support systems in-
vestments and their impact in terms of salesperson ‘productivity is that such
systems have been designed with insufficient attention to the tasks and the
social context of salespersons’ work in general. For instance, many compa-
nies have invested in knowledge management systems such as knowledge
repositories and intranets in order to support their salespeople for greater
productivity. However, it has been found that most of such systems lack the
customers (P. Keen et al, 2001). This is due to the fact that such knowledge
management systems have been designed with stationary work setting in
mind (BenMoussa, 2003). In order to benefit from their support, the sales
person often has to be in a specific place (typically the office) use a specific
tool (his/her personnel computer) and adapts to how the knowledge is stored
and organized. However, salespersons spend a considerable portion of their
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time on the move. And during their extensive geographical movement, they
are often away from their desktop computers, which contain most of the in-
formation they need and impose rigid constraints on how and where they can
be used. The use of laptops by salespersons has contributed in reducing this
gap separating salespersons on the move and their access to critical corpo-
rate resources. However, laptops still impose limitations in terms of arming
salespersons with instant updates at the moment of relevance that can enable
them to perform effectively their various sales activities. For instance, in
order to receive instant updates using a laptop, a salesperson has to connect
to the Internet or through corporate dialup, which in many cases requires
them to be tied to a physical location (Rodina et al., 2003).

Mobile (or wireless) applications, despite being different in their nature,
they share a common characteristic that distinguishes them from their wire-
line counterpart: They put the user at the centre of information and commu-
nication by enabling him/her to both receive and get access to information
support anytime and despite their constant move. Location identification has
become a critical component of mobile applications as it opens the door to a
world of applications and services that were unthinkable only a few years
ago (May, 2001). The term mobile location services (MLS) refers to a group
of applications and services that utilize information related to geographical
position of their users in order to provide adding value services to them (Gi-
alias, 2003). MLS as new entrants to the mobile application world have re-
ceived to date limited focus with regard to their real potential and value add-
ing impact in terms of performance enhancement especially to workers on
constant move facing the uncertainties and constraints associated with their
mobility. The phenomenon is indeed simply too novel for a proper debate to
be emerged. The aim of the paper is therefore to analyse how MLS can sup-
port salespersons, for greater performance when they are operating within a
mobile work environment. After briefly discussing the state of the art issues
associated with mobile location technologies, the paper conceptualises key
dimensions of location-based mobile support. The paper then suggests a
categorization of salespersons tasks based on both the properties of location-
based mobile support and the areas of salespersons tasks that may be af-
fected by mobile location technologies. A third section suggests potential
mobile location services and applications that can support salespersons in
performing effectively their everyday tasks and links such applications to the
determinant of their performance. The paper discusses and systemises exam-
ples of location based mobile application and services in terms of the four
functional types: the time saver, the relationship enhancer, the proactiveness
enabler and the morale booster location-based mobile applications and ser-
vices. The paper concludes with a discussion of a number of critical issues
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such as salespersons privacy, risk of information overload and some areas of
further research.

2. TECHNOLOGY FOR MOBILE LOCATION ER-
VICES AND APPLICATIONS

Location technologies can be divided into two main categories: core po-
sitioning and supporting technologies. Core positioning technologies refer to
the technologies that allow the determination of the location of mobile users.
Facilitating technologies refer to the complementary technologies that pro-
vide the contextual and /or infrastructural environment within which mobile
location services can be implemented in a value added fashion (Giaglis et
al.2003).

2.1 Core Positioning Technologies

There are several positioning technologies with their own advantages and
drawbacks. The most popular positioning technologies are Global Position-
ing System (GPS) and non-GPS positioning technologies.

2.1.1 GPS Technologies

The Global Positioning System is a satellite based navigation system de-
veloped and operated by the US. Department of Defence. GPS ’s operations
rely mainly on 24 satellites that transmit signals. GPS receivers process the
signals to compute positions in 3 D latitude, longitude, and altitude with ac-
curacy of 10 meters or less. Therefore one of the main advantages of GPS
technique is its high accuracy, when operational conditions are favourable.
However in order for GPS technique to achieve high level of accuracy in
determining the location of a mobile user, the handset must be visible at least
to three satellites all the times. As a result, GPS cannot be used in indoors
and it may not work in “urban canyons” area. In order to overcome the prob-
lem of positioning in weak signals environments (i.e. indoor environment,
tunnels); assisted GPS method (A-GPS) has been developed. A-GPS uses
the assistance of the mobile network that directs the handsets to look for
specific satellites or collects data from the handset to perform location iden-
tification calculations.
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2.1.2 Cellular Positioning Technologies

The most common cellular techniques for mobile positioning are cell or
origin, time of arrival, Angle of Arrival and Observed Time Difference. Cell
of Origin (COO) method is the most basic solution and uses the cell identifi-
cation information within the mobile telephony network to identify the ap-
proximate location of the caller. The COO method identifies the approxi-
mate location of the user by knowing which cell site the device is using at a
particular time. The accuracy of COO method depends on cell radius, which
can be very large especially in rural areas. Therefore the accuracy of this
method is higher in dense urban areas and much lower in rural areas. Time
of Arrival (TOA) method determines the position of a mobile device by
measuring the time of arrival of the signal from a user’s mobile device to at
least three cell sites. The TOA offers better accuracy (10-100 meters). Its
main drawback is the additional investments network operators should un-
dertake in order to equip cell sites with location measurement units (LMU).
The Angle of Arrival (AOA) method seeks to determine the location of the
mobile device based on the angle at which signals transmitted from the mo-
bile device reach the cell site (s). The AOA technique requires line of sight
between the cell sites and the mobile device in order to achieve accurate po-
sitioning results. Therefore it is not a suitable location method in dense ur-
ban areas where line of sights of two cell sites may not be possible. Ob-
served time difference (OTD) technique determines the location of a mobile
device by using location receivers, which are geographically dispersed
across wide areas. OTD method determines a user’s location by calculating
the time it takes for a signal from at least three cell sites equipped with LMU
to reach the mobile device. The main drawback of OTD method is that it
requires additional investment in terms of both equipping network cell sites
with LMU and the required modification of the mobile’s device software in
order to enable it to perform the necessary position calculation.

2.2 Supporting Location Technologies

Mobile location supporting technologies include standards, protocols and
other technological capabilities that contribute to the added value mecha-
nism stemming from the ability of determining users’ location. Supporting
location technologies include mobile communication protocols such as
Wireless Application Protocols (WAP), Standard technologies such as Gen-
eral Packet Radio Service (GPRS) or Universal Mobile Telecommunication
Systems (UMTS) and other supporting capabilities such as Geographic In-
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formation Systems (GIS) (see Geaglis 2003, Smith et al. 2002, Tarasewich et
al.2002 for discussion of those technologies).

3. KEY PROPERTIES OF LOCATION BASED MO-
BILE SUPPORT

3.1 Relevance

The application of location-based mobile support has the potential of
eliminating the spatial dimension of business processes. This is of particular
importance for mobile knowledge workers who work at various locations: in
their own office, at clients’ offices, at other members’ offices, at work sites,
on train, plane and car, in a hotel room, and so on. Such modalities of mobil-
ity impose challenges on mobile workers in general, particularly in terms of
achieving adaptability, to the different work environments resulting from
their extensive move, which can enable them to keep themselves well in-
formed in order to work more effectively. Location-based mobile support
can enhance the ability of mobile workers to adapt to the spatial constraints
resulting from their extensive move by been able, thanks to the knowledge
of their geographic location by the service provider, to receive relevant in-
formation and targeted support that can fit the adaptability requirements
raised by their spatial position. The user’s spatial position can therefore be-
come a key element in providing relevant and adding value support to the
mobile worker. For instance, the knowledge of the location of salesperson
can be used as one criterion in assessing whether or not an alert is relevant
and has the potential to add value to the salesperson or in the opposite it may
expose him/her to information overload. Similarly, the knowledge of the
salesperson’s location and thus the nature of the working environment
within which the he/she is located (i.e. face to face meeting with a client, in
the train or in restaurant) can enable the service provider to select the appro-
priate message form (voice versus text) that fits the working environment
within which the salesperson is located. For instance, the service provider
can push an alert to the salesperson’s smart phone in the form of text mes-
sage if the salesperson is in face-to-face meeting and thus enabling him/her
to read the alert and potentially exploit it during his/her interaction with the
client.
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3.2 Convenience

The ability of the service provider to know the geographical position of
the mobile user can make it faster and simpler for such user to be provided
the targeted support he/she needs. Indeed it will suffice the mobile user to
notify its request to the service provider to get the service he /she is seeking
as the service provider can know where the user is located. For instance, a
salesperson seeking road directions to get in time to a meeting with a poten-
tial client can just notify to the service provider “how can I get to address
x?” then by locating his/her position the service provider can provide
him/her by the requested directions that can take into account potential traf-
fic jams. This constitutes a unique feature of location-based mobile support
as the question “how can I get to address x” without mentioning the current
location is unanswerable within a wireline context.

33 Timeliness

Another key characteristic of location-based mobile support is the timeli-
ness of the support that service providers can provide users with based on
the knowledge of their locations. The timeliness of location-based mobile
support refers to the ability of the service provider to provide the user with
support at the moment of value. The moment of value can be defined as “the
moment when I a service provider can do something for you where you are
and regardless of where I am or what time it is”(Keen, 2001). An example of
a location based service occurring at the user’s moment value is when the
service provider, based on its knowledge of a user’s location, push to
him/her an alert about a traffic jam he/she is about to approach together with
proposals of alternative paths. In the absence of this traffic alert at this spe-
cific moment (before approaching the traffic jam), the user would not be
able to avoid the traffic jam and thus may experience the resulting conse-
quences in terms of time wasting and meeting delays. Another example of
timely location-based support is when a salesperson, during or just before
his/her interaction with a major client, receives a useful alert about this cli-
ent, pushed by his/her market research department based on awareness of
his/her location. The salesperson can then reflect this latest update about his
client during his/her sales presentation and thus practice adaptive selling.

4. SALESPERSONS TASKS CATEGORIZATION

Perhaps the most rigorous study of the activities that salespersons per-
form during the course of their everyday work life is the one conducted by
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Moncrief (1986). Moncrief found 121 activities that were factor analysed
into ten activity dimensions: selling functions, working with others, servic-
ing the products, information management, servicing the account, confer-
ences and meeting, training and recruiting, entreating the clients, travel and
working with distributors. Other authors (i.e. Copett 1995) categorise sales-
persons’ tasks into five categories: planning the sales call, approaching the
prospect, making the sales presentations, negotiating resistance, confirming
and closing the sale, follow up and servicing the account. More recent aca-
demic researches (i.e. Colombo, 1994, Parathasarathy, 1997, Petersen, 1997)
have focused on salespersons tasks when discussing the potential impact of
SFA systems on salespersons.

By combining both the information contained in the personnel selling lit-
erature about salespersons’ tasks and the proprieties of location-based mo-
bile support in terms of relevance, convenience and timeliness, the paper
creates taxonomy of salespersons tasks based on the areas that can be af-
fected by mobile location technologies. In this structure the paper discusses
three categories of salespersons tasks: Information gathering tasks, planning
tasks, and interaction tasks. Each of these categories is discussed in the fol-
lowing section.

4.1 Information Gathering Tasks

Salespersons spend a considerable portion of their time on information
gathering tasks such as prospecting, seeding and customers analysis. Pros-
pecting is the label attached to the activity involved in generating sales leads
and prospects. A sale lead is basically the name and address or telephone
number of persons or organisations that may have a need for the company’s
products or services. Prospects are leads that are screened and qualified by
salespersons to be worthy of further attention. Seeding is an agricultural
metaphor frequently used by salespersons to describe prospects-focused ac-
tivities. Theses activities are intended to “sow” the seeds of potential sales
“harvest” and involve the gathering of such information as prospects’ indus-
tries characteristics, return on investment, profit and product quality.

Customer analysis tasks refer to activities undertaken by salespersons in
order to stay at the top of new developments in their current customers op-
erations (Coppett, 1990).

Location-based mobile support can help salesperson in their information
gathering tasks through enabling them to receive useful leads, competitive or
customer information, despite their constant move at the moment of rele-
vance and without been obliged to gather such information themselves. The
ability to know their geographical position together with other element such
as their activity agenda would provide more specialized parties (i.e. market
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research department, customer support centre, external consulting firms and
so on) with relevance criteria against which they may assess both the spatial
and temporal relevance of the information they intend to provide salesper-
sons with. This has the potential to enable salespersons to spend more time
in revenue generating activities such as selling and still staying alerted about
any development in their clients’ businesses or competitive environment.

4.2 Planning Tasks

Salespersons planning tasks include sales call planning and route plan-
ning. Sales call planning involve identifying and selecting profitable cus-
tomers (Kotler 1994). Often called the “80-20”, the concentration principle
says that most of salesperson’s sales, costs and profits come from a rela-
tively small proportion of customers and products. That’s why salespersons
spend a considerable portion of their time classifying and analysing potential
accounts so that they can devote the largest portion of their time to accounts
with the highest buying potential.

The purpose of route planning is to minimize travel time and maximize
time in front of customers and prospects (Colombo, 1994). In most compa-
nies, individual salespersons still route themselves because they know their
territories and their customers best.

Location-based mobile support can affect salesperson planning tasks
through relevant and timely location-based real time alerts associated with
the orders of salespersons’ clients, their buying potential as well as their
profitability so that the salesperson can adjust his /her call schedule and thus
devote his/her time to clients with the highest profitability potential. For in-
stance, the market research department can use its knowledge of the sales-
person’s location to provide him/her with alerts about the changes in the
buying potential of the clients located in the geographical location where
he/she is located, together with the urgency level of making sales visit to
such clients. The market research department can determine such urgency of
sales visits based on such information as real time client’s profitability,
competitors’ moves or any press release that can affect the buying potential
of the salesperson’s clients.

Salespersons route planning can be supported by the different location
based navigation services the operator can provide them with based on its
knowledge of their geographical position. Such services may include loca-
tion based alerts about traffic congestion or road-blocking accidents, driving
direction and the provision of travel pattern based on the salesperson’s cur-
rent location, the list of clients he /she plan to visit and traffic conditions.
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4.3 Interaction Tasks

Interactions tasks involve interactions of salespersons with both custom-
ers and co-workers within the organisation. Interaction tasks with customer
are the core of salespersons’ daily work and include such activities as mak-
ing sales presentations, answer clients’ questions, handle shipment problems,
take the client out to lunch and calls on potential account (Moncrief, 1986).

Location-based mobile support can affect salespersons’ interaction tasks
through its ability to mobilize relevant knowledge to salespersons despite
their constant move and at the moment of relevance. For instance, a sales-
person can get, based on his/her location, notifications about the client
he/she is about to visit and thus adjust his/her sales presentation accordingly.
Likewise, location-based support can reduce the time it takes to salesperson
to address customer problems associated with orders or products through
empowering the salespersons to deal with customer problems without refer-
ring to the head office. For instance with the ability to track the product loca-
tions, the salesperson can answer to order related questions without referring
to the logistics department.

Interaction tasks with co-workers include cooperation between salesper-
sons and other functions in the organization including marketing research,
customer service, logistics, finance and engineering. Examples of interaction
tasks with co-workers include reporting sales calls information to the sales
managers and to the competitive intelligence department, providing sales
information to other salespersons, keeping track of invoices with the finance
department and handling shipment problems with logistics department. Lo-
cation-based mobile support can affect salespersons’ interaction with co-
worker by enabling them to locate the geographical position among each
other and cooperate accordingly. For instance, based on his/her location, the
salesperson can receive relevant alerts about his or her clients. Example of
such alerts are “the client X you are about to visit has just paid its last in-
voice”, “there will be a delay in delivering the order of client Y situated in
the nearby”. Furthermore, salespersons can locate each other and exchange,
based on their location, useful information that may enable them to exploit
cross-selling opportunities that may arise.
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S. LINKING SALESPERSONS MOBILE LOCATION
APPLICATION AND SERVICES TO THE DE-
TERMINANTS OF THEIR PERFORMANCE

After discussing a taxonomy of salespersons tasks, which is based on
both mobile location-based support key properties and the areas of salesper-
sons tasks that may be affected by mobile location technologies, the paper
now presents potential mobile location applications and services (MLS) to
support salespersons tasks for greater performance. The paper categorises
such mobile location applications and services as time-savers, customer rela-
tionship-enhancers, proactiveness-enablers and morale-boosters. The paper
shows how each category of such mobile location services and applications
can support salesperson tasks and enhance their overall performance through
its impact on a number of mediator variables that constitute salespersons’
performance determinants. Indeed, several authors (Mooney et al. 1996;
Huber, 1990; Davenport 1999) have proposed that in order to uncover the
added value mechanisms and the impact of information technology on pro-
ductivity, studies should include intermediate benefits of information tech-
nology. For instance according to the theory of the effects of advanced in-
formation technology (Huber’s 1990), the benefits in individual and organ-
izational effectiveness occur” indirectly “through the positive impact the
technology has on information and communication processes. Figure 1 de-
picts a framework linking location-based mobile support with salespersons’
performance.

5.1 Time-Saver MLS

The purpose of time savers mobile location services and application is to
enable salespersons to achieve a better use of their time by avoiding daily
time traps and thus spending their time in value generating activities such as
selling. Salespersons’ time traps can be result form such factors as traffic
conditions, emergency situations, poor tasks planning and occurrence of
dead time.

The ability of salespersons to effectively manage their working time so
that they can get the most out of each working hour is well recognized in the
personnel selling literature as a key determinant of their performance
(Green, 1987, Weeks, 1990, Henry, 1975). For instance Green (1987)
stresses , “how a salesperson allocates his or her time across activities di-
rectly affects his or her performance and therefore impacts a firm’s sales and
profits.”
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Time-savers mobile location services and application include location-
based emergency services, navigation services and location based travel pat-
tern update.

Emergency Services

Location-based emergency services can provide salespersons with emer-
gency support in such situations as car breakdown, accident, injury and so
on. As typical road-users, location-based emergency services can enable
salesperson to save a considerable amount of their time because of their abil-
ity to be provided with emergency services even in the case when they are
unaware of their exact location or not able to reveal it due to the emergency
situation (Geaglis, 2003).

Navigation services

Location-based navigation service can allow salespersons to receive, based
on their location, point to point driving directions in order to get to a desir-
able destination. The salesperson Navigation services can also provide them
with location aware alerts about traffic conditions (i.e. traffic congestion or a
road blocking accident) and suggest alternative routes to salespersons.

Furthermore, navigation services can enable salespersons to update, irre-
spective of their location, their daily travel pattern based on their location
and changes in their call schedule resulting form the occurrence of dead
time. The salesperson can select his/her current location as a starting point;
send it to the service providers together with the list of addresses he/she has
to visit. The service provider can then suggest an appropriate travel pattern t
together with driving directions.

Mobile yellow pages

Mobile yellow pages services can enable salespersons to receive upon re-
quest and based on their current location and preferences, information re-
garding nearby facilities such as the nearest restaurant, hotels or gas station.
Receiving such location-based alerts would enable salespersons to save time
when travelling to visit customers or taking clients out for lunch.

5.2 Customer Relationship-Enhancer MLS

Customer relationship-enhancers mobile location services and applica-
tion would support salespersons during their daily interactions with custom-
ers through enabling them to practice adaptive selling, enhance their cus-
tomer orientation and customer’s perceptions of their expertise. Salespeo-
ple’s adaptive selling is one of the main determinants of their performance.
Adaptive selling behaviours are characterized by altering sales approach
across and during customer contacts (Weitz et all, 1986; Sipro and Weitz
1990; Sujan 1986). Through the practice of adaptive selling, salespeople ex-
ploit the unique opportunities of personal selling. The personal selling litera-
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ture proposes that adaptive selling can be improved by providing salespeople
with the necessary market information and resources such that they can link
insights from other sales situations to the customer contacts in which they
are currently engaged (Weitz et al. 1986).

Customer orientation can be viewed as the practice of the marketing con-
cept at the level of individual salesperson. The marketing concept calls for
an integrated, company wide approach in which all the firm’s activities are
directed toward providing customer satisfaction and establishing mutual
beneficial relationship (Saxe and weitz, 1982). Reducing the time it takes to
deal with a client’s concern or difficulty may have a positive impact on cus-
tomer orientation. Indeed, customer orientation is a key enabler of buyer-
seller relationship developments (Lawler, 1992). Keeping promises is indeed
a main determinant of trust, which is in turn a major factor affecting long-
term relationship.

Salespersons expertise has been investigated as a crucial determinant of
salespersons’ performance (Grosby et al.1990). Beatty et al. (1996) have
noted that a customer who is initially attracted to a knowledgeable salesper-
son will feel positive about the salesperson.

Customer relationship-enhancers mobile location and services include
product tracking, customer support staff locators and location based cus-
tomer analysis alerts.

Products tracking applications

Product tracking application consist of enabling salespersons, irrespective of
their locations, to track the delivery status of products ordered by customers,
either by connecting wirelessly to smart tags incorporated in the products or
through receiving location based alerts about the order status of clients situ-
ated in the same geographical location where the salesperson is located. This
would enhance salespersons’ ability to answer rapidly, accurately and irre-
spective of their locations to customer order related inquiries, which their
customer orientation. Furthermore, receiving location based alert about cus-
tomers’ orders status would enable salespersons to react to eventual ship-
ment problems that may result in a delivery delay to customers.

Customer support staff locator applications

Customer support staff locator applications would enable salespersons to
locate the nearest customer support staff in order to address a client’s prob-
lem. The salesperson can send a request to locate customer support staff,
display their locations on a map and forward the client’s request for service
to the nearest field worker. Upon receiving confirmation to perform the ser-
vice by the field worker, the salesperson can then be able to provide his/her
client with accurate personnel arrival time. Dispatching the nearest customer
support field employee has the potential to reduce the time needed to provide
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support to customers, and would enhance the customer’s perception of the
salesperson’ empathy.

Location-based customer analysis applications

Location based customer analysis applications consist of linking corporate
customer analysis database with the salespersons calendar and exploiting
his/her geographical location in order to provide them with actionable alerts
about their clients which situated in the same geographical location where
he/she located. Alerts may be associated with products, customer informa-
tion or service delivery that salespersons can both exploit in both adapting
their sales presentations and increasing their customers’ perception of their
expertise.

53 Proactiveness -Enabler MLS and Applications

The purpose of proactiveness-enabler MLS and applications is to enable
salespersons to continuously search for market opportunities and experiment
with potential responses to changing environment. (Venkattraman, 1989)

Proactiveness-enablers mobile location services and applications include
location-based lead alerts and location-based intelligence alerts.
Location-based leads alerts
Location based leads alert consist of alerting the salesperson about qualified
leads that are situated in the same geographical location where the salesper-
son is locates. By identifying the salesperson ’s geographical location, the
telemarketing support centre can provide a real time alert to the salesperson
about high-quality leads that are in the same area where the salesperson is
located. Depending on the quality of the lead (that is, sales versus no sales)
and the salesperson’s sales calls schedule, the salesperson can accept or deny
making face-to-face sales visit to the sales call identified by the telemarket-
ing support centre. If the salesperson accepts to make the sales visit then ad-
ditional information from the marketing research department can be pushed
to his/her mobile terminal about the lead including a rebuttal to prepare
him/her for question that the prospect may raise. Location-based leads in-
formation would enable salespersons to adjust their sales call schedules in
order to exploit sales opportunities and thus practice target selling. Target
selling is defined as a salesperson’s ability to identify, select, and call on
profitable customers (Kotler 1994). Target selling is recognized in many
selling textbooks (e.g. Stanton and Sirpo, 1999) as a determinant of salesper-
sons performance.

Location-based intelligence alerts

Location based intelligence applications can let salespersons receive alerts
about possible competitors’ threats and how such threats would affect the
clients situated in the same geographical location where the salesperson is
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located. The salesperson can use the alert both to assess the urgency of visit-
ing the clients and to adapt of his /her selling approach so that it can take
into consideration such potential competitors move.

54 Morale booster MLS

Morale-booster mobile location service and applications intends to en-
hance salespersons’ morale by adding some fun to their job and enabling
them to keep touch with their family members despite their constant move.
Indeed, the unique nature of selling with its time demand, psychological
strain, work-related role stress and performance orientation can put unusual
pressure on the salespersons (Dubinsky et al., 1986). Organizational psy-
chologist have pointed out that sales managers, who concentrate on creating
intrinsic rewards in selling among salespersons-through setting the job up to
be fun and work rewarding in itself- are likely to be more successful at en-
couraging adaptive selling and improving the productivity of sales force
(Amabil, 1983 Sujan et all, 1988,).

Morale booster mobile location service and applications include children
tracking and location-based entertainment services.

Children tracking services

Children trucking can enable salespersons to locate anytime and anywhere
the location of their children. With this service the salesperson can be able to
receive upon request a graphical map displaying the location of his/her chil-
dren. Additionally an alarm system can notify them when their children are
closed by.

Such a service has the potential to provide salespersons with assurance
about their ability to react in time in dealing with problems that their teenag-
ers especially problematic ones may experience, which would enable them
to concentrate more on their selling activities.

Location-based entertainment services

Location-based entertainment services consist of providing salespersons,
based on their location, with such entertainment services as games, songs
and videos. For instance by identifying the position of the salesperson (i.e. in
the train, airport) the operator can push an

Message suggesting to salesperson alternative entertainment services that
fit his/her preferences. Then it is up to the salesperson to accept such ser-
vices and have some fun or elect to focus on other activities.
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6. CONCLUSION

The paper explored the area of mobile location technologies within
salespersons’ work environment. More specifically, the paper discussed po-
tential location-based mobile application and services to support salesper-
sons tasks and linked them to the determinants of salespersons performance.
The paper aims at assisting stakeholders including sales managers in under-
standing the potential added value that mobile location technologies can
provide salespersons with and that takes into consideration the nature of
their tasks and the determinants of their performance.

It is worth mentioning that mobilizing location-based application and
services to support salespersons for greater performance may raise a number
of critical issues. One issue associated with the use of location based mobile
services and application is the protection of salespersons’ privacy. Salesper-
sons may show a concern about having their location revealed by other par-
ties such as network operator and market research companies. Furthermore,
the lack of a unified regulatory body pertaining to location-based application
and services may impede the ability of salespersons to benefit form location
based support when they are visiting countries that impose regularatory con-
straints on such applications. Another issue associated with providing sales-
persons with location based mobile services and applications is the func-
tional deficiency of information overload, where the amount of alerts the
salesperson receives extends his or her cognitive capacity (Ljungberg and
Sorensen, 2000). For instance if the service provider only knows about the
location of the client and not for example the speed and direction in which
the user is travelling, the service provider may overload the user with infor-
mation. This may be the case of a user driving along a motorway and rapidly
crossing the borderlines between three locations, and as a consequence being
bombarded with notifications from each location ( Sorensen et al., 2002).

Finally a subtle but powerful potential inhibitor to the acceptance of loca-
tion-based application and services by salespersons is the “big brother is-
sue”. Big brother issue may rise if salespersons feel that location-based mo-
bile applications services that their company provide them with reduce their
freedom on the field and turn their mangers into cops (Falvely, 1994).

As the analysis of the impact of the above issues on both the added value
mechanisms and the potential acceptance of location-based mobile applica-
tion and services by salespersons goes beyond the scope of this paper, future
research is needed to address the above-mentioned issues together with the
integration of the continuous progress of mobile location technologies with
the evolution of salespersons tasks and activities to generate new innovative
applications that match their needs and requirements.



Supporting Salespersons Through Location Based Mobile 165

Location-Based Mobile Target selling

Applications § Sevices
Time-Savers MLS
e E
i Efficient Time
Savices managzmem
Y *  Mabile Yellow R
e i =
i ustorner Relardon -
vl N ) Builler MLS | Adaptive selling [§

s Product Tracking
> *  Cstower Support
Staff Locator

nce

=

Figure 1. A model linking location-based mobile support to salespersons performance

REFERENCES

Amabile, Teressa (1983). The social Psychology of Creativity: A componential conceptuali-
sation ““. Journal of Personality and Social Psychology, 45 (August) 357-376.

Anderson R, (1995). Essential of personal selling: the new professionalism. Prentice Hall, NJ

BenMoussa.C, 2003.”Effects of mobile commerce on salespersons performance. The second
international conference on m-business.

Behrman D, Perreault W (1984). The role stress model of the performance and satisfaction of
industrial salespersons. Journal of marketing. Vol.48 (Fall 1984), 9-12-

Boles, Johnston, Hair (1997). Role Stress, Work-Family Conflict and Emotional Exhaustion:
inter-relationships and effects on some work-related situations. Journal of personal selling
&sales management. Volume XVII, number 1 (winter 1997, Pages 17-28)

Boles.J, Barksdale.C and Julie.T ( 1997). Business Relationships: An Examination of The
Effects of Buyer-Salespersons relationships on Customer Retention and Willingness to Re-
fer and Recommend. Journal of Business and Industrial Marketing. Vol 12. No, 3% 1997



166 Chihab BenMoussa

Dar. A. (2002). Control and autonomy among Knowledge workers in sales: an employee per-
spective. Employee relations. Vol. 25. No 1,2003.

Davenport C ( 1999). Performance Measures for knowledge management. Knowledge man-
agement handbook. Edited by Jay Liebowitz

Davenport T, (1993). Process innovation: Reengineering work through information technol-
ogy. Harvard business school press. Boston, USA.

Daft R and R.h Lengel (1986) “organizational Information Requirements, Media Richness,
and structural design “Management Science 36 (6), 689- 703

Drucker, P. Knowledge-worker productivity: The Biggest challenge”, California Management
Review 41 (Winter 1999): 79-94.

Dubinsky, Alane J., Roy D. Howell, Thomas N, Ingram, and Danny N.Bellenger
(1986)”Salesforce Socialization” Journal of Marketing, 50 (October), 192-207

Jones. E, Sundaram.S and Chine.W (2002). Factors Leading to Sales Force Automation Use:
A Longitudinal Analysis. Journal of personnel selling and sales management. Vol XXII,
no3. pp 145-156.

Geaglis. G, 2003. Toward a classification framework for mobile location services. Idea Group
Publishing.

Kakihara M & Sgrensen C. (2002). Mobility: An Extended Perspective. Proceedings of the
Hawaii International Conference on System Sciences Big Island, Hawaii, January 7-10.

Girard, K (1998) “Stats not good for sales technology” Computer world 32, 14 (April 6), 29

Good D. J and R.J Schultz (1997) “Technological Teaming as a marketing strategy” Industrial
marketing management 26,5 (September) 413-412

Falvely, Jack 1994, “On Guard”, Sales and marketing management, 146 (January) 41

J. L. Funk “Key Technological Trajectories and the Expansion of Mobile Internet Applica-
tions” proceeding of Stockholm mobility Roundtable 2003

Kakihara & Sgrensen. Post-Modern’ Professional Work and Mobile Technology. The 25th
Information Systems Research Seminar in Scandinavia. Copenhagen, Denmark.

Keen P.et al, 1991, (2001). The Freedom Economy, Osborne/ McGrew-Hill, USA.

Krestoffersen, s. and lijungberg, F. 1999. Making place to make IT work: Empirical explora-
tions of HCI for Mobile CSCW. In GROUP’99: Proceedings of the International ACM
SIGGROUP Conference on Supporting Group Work (Phoenix, AZ, Nov. 14-17), ACM
Press, New York, NY, 276-285.

Leijfer, SC (1999) “Bringing Business Intelligence to sale Force Automation” American
Salesman, 44,5 (May) 26-30

May, P, (2001). Mobile Commerce, Cambridge University Press.

McMuurry RN. The mystique of super salesmanship. Harvard business review 1961; 113-22
(March-April).

Churchil, G., Ford, N., Hartley, S., Walker, O. (1985), The Determinants of Salesperson Per-
formance:

A Meta-Analysis, Journal of Marketing Research, 12, May, 130-118.

Huber, G. (1990), A Theory of the Effects of Advanced Information Technologies or Organ-
izational

Design, Intelligence, and Decision Making, Academy of Management Review, 15,1,47-71.

Paul Markovits (1988), “Direct selling is alive and well”, sales and marketing management,
August PP 76-79

Kotler, Philip (1994), Marketing Management: Analysis, Planning, Implementation and Con-
trol, 8

ed., Prentice Hall, NJ.

Marshall, Greg W., Moncrief, William C. and Felicia G. Lassk (1999), The Current State of
Sales



Supporting Salespersons Through Location Based Mobile 167

Force Activities, Industrial Marketing Management, 28,87-98.

Robert F.Vizza and T.E,. Chambers, (1971) Time and Territorial Management for the Sales-
man, The sales executive club of NewYork), p 97

Ruekert.R and Walker. O ( 1987). Marketing Interactions With Other Functional Units: A
Conceptual Framework and Empirical Evidence. Journal of Marketing Vol. 51.

Rodina, .E, Zeimpekis. V, Fouskas.K, (2003). Remote Workforce Business Process Integra-
tion through Real-Time Mobile Communication, the second international conference on
mobile business, Vienna 2003.

Thayer Taylor, (1987) “ Hewlett- Packard gives sales reps a competitive edge” Sales and
marketing management, pp 36-37

Mooney, John G., Gurbaxani, Vijay and Kenneth L. Kraemer (1996), A Process Oriented
Framework for Assessing the Business Value of Information Technology, The DATA
BASE for Advances in Information Systems, Spring, 27,2,68-81.

Peterson, G,S (1997) High impact sales force automation. St Lucie press, Boca Raton Fl

Sager. J, Wilson. P(1995). Clarification of the Meaning of Job Stress In The Context of Sales
Force Research. Journal of Personnel Selling and Sales Management.

Shipley. D and Kiley. J (2001). Motivations and Dissatisfaction of Industrial Salespeople-
How Relevant is Hertzberg’s Theory?. European Journal of Marketing. Vol 22,1.

Sichel, DE, (1997). The computer Revolution, Brookings Institute, New York, NY.

Sorensen C.,Mathiassen. L and Kakihara. M (2002). Mobile Services: Functional diversity
and overload. In proceedings of New perspectives on 21st Century communication. Insti-
tute for philosophical research of the Hungarian academy science.

Smith H.A, N.Kulatilkay §Vankatraman (2002). "Development in IS practice III: Riding the
wave :Extracting value from mobile technology, comments of AIS 8, pp 467-481

Sujan, H., Weitz, B., Kumar, N. (1994), Learning Orientation, Working Smart, and Effective
Selling, Journal of Marketing, 58, July, 39-52.

Sujan, H., Weitz, B.A., and M. Sujan (1988), Increasing Sales Productivity by Getting Sales-
people to Work Smarter, Journal of Personal Selling and Sales Management, August, 9 19.

Sulek, J., Maruchek, A. (1992), A Study of the Impact of an Integrated Information Technol-
ogy on the Time Ultilization of Information Workers, Decision Sciences, 23,1174-1191.

Tarasewich,.P, R.Nickerson and M. Warkenten (2002). “Issues in mobile e.commerce”,
comments of AIS, PP 41-64

Taylor, TC (1993) “Getting in Step with computer age” Sales and marketing managemen,
145,3 (March), 52-59.

Thetyi, O ( 2000) “Radical Makeovers: How three companies use strategic planning, Train-
ing, and Support to Implement Technology on a Grand Scale” Sales and Marketing Man-
agement 152,48 April) 78- 88

Weitz, B., Sujan, H, Sujan, M. (1986), Knowledge, Motivation and Adaptive Behavior: A
Framework for Improving Selling Effectiveness, Journal of Marketing, 50,174-191.



