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UNIVERZITET U BEOGRADU 

FAKULTET ORGANIZACIONIH NAUKA 

 

Nastavno-naučnom veću 
 

 

Predmet: Podobnost teme i kandidata Dragoljuba Simonovića za izradu doktorske 

disertacije. 

 

Odlukom 05-01 бр. 3/80-11 od 01. 06. 2022. godine, imenovani smo za članove Komisije za 

ocenu podobnosti teme i kandidata Dragoljuba Simonovića za izradu doktorske disertacije i 

naučne zasnovanosti teme „UNAPREĐENJE PROCESA DIREKTNE PRODAJE 

PRIMENOM MODELA I METODA OPERACIONIH ISTRAŽIVANJA“ 
 

Na osnovu materijala priloženog uz Zahtev kandidata, Komisija podnosi sledeći 

 

R E F E R A T 
 

 

  1. PODACI O KANDIDATU 
 

1.1. Biografski podaci 
 

Dragoljub Simonović je rođen 28.12.1951. godine u Beogradu. Osnovnu školu „Jovan Jovanović Zmaj” je 

zavšio u Beogradu sa odličnim uspehom, kao i Prvu beogradsku gimnaziju. Višu školu za organizaciju 
rada završio je 1975. godine u Novom Sadu. Fakultet za poslovne studije Megatrend Univerziteta završio 

je 2001. godine u Beogradu. Master akademske studije je završio 2010. godine (studijski program 
Menadžment, studijska grupa Menadžment ljudskih resursa) na Fakultetu organizacionih nauka sa 

prosečnom ocenom 8,71.  

 
Na doktorske studije Fakulteta organizacionih nauka (studijski program Informacioni sistemi i 

menadžment, studijska grupa Kvantitativni menadžment) upisao se 2012 godine. Položio je sve ispite sa 
prosečnom ocenom 10,00. Proveo je godinu dana na usavršavanju na Moskovskom državnom univerzitetu 

Lomonosov. Takođe, usavršavao se na raznim specijalističkim kursevima u zemlji i inostranstvu. Držao je 
gostujuća predavanja iz oblasti finansijske forenzike na Visokoj školi strukovnih studija u Aranđelovcu i 

iz oblasti menadžmenta porodičnih preduzeća na Beogradskoj strukovnoj školi – Visokoj školi strukovnih 
studija. Ima veliko iskustvo u domaćoj i međunarodnoj trgovini. Realizovao je veći broj projekata u 

oblasti građevinarstva i distribucije robe široke potrošnje. Pridruženi je član Udruženja sertifikovanih 
istražitelja prevara (Association of Certified Fraud Examiners – ACFA). Govori engleski, ruski, bugarski i 

makedonski jezik.  
 

Dragoljub Simonović je radno iskustvo počeo da stiče 1974. godine u „Kartonažnoj tovarni Tuba” u 
Ljubljani 1974. godine, kao predstavnik Srbije na poslovima spoljne i unutrašnje trgovine. Od 1975. 

godine radi u „Fabrici lekova Zdravlje” u predstavništvu Beograd. U periodu od 1976-1989 godine radio 
je u preduzeću “Yugoslavia Comerce”, Beograd, kao direktor sektora “Indstry Trade”. U septembru 1985. 

godine od Privredne komore Srbije stekao je uverenje o položenom stručnom ispitu za rad na 

spoljnotrgovinskim poslovima. Od 1990. godine vlasnik je privatne kompanije “AFSI International 
Business Group” sa rezidentnim ispostavama na Balkanu, Bliskom istoku, Rusiji i Americi. U Srbiji su 
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aktivna četiri preduzeća iz oblasti trgovine, proizvodnje i građevinarstva. Rukovodio je realizacijom više 
poslovnih projekata od kojih se izdvajaju „Projektovanje i implementacija proizvodnih pogona za 

proizvodnju praškastih i tečnih deterdženata i proizvodnju čvrstih kvalitetnih sapuna” i „Razvoj 
sopstvenih brendova i organizovanje proizvodnje malih kućnih aparata u N.R. Kini za tržište Evrope” u 

okviru poslovne grupe “AFSI Interanational Business Group” od 2002. godine.  
 

 1.2. Stečeno naučnoistraživačko iskustvo 
 

U nastavku će biti predstavljene naučnoistraživačke aktivnosti kandidata. One se odnose na 

prikaz položenih ispita i objavljene radove u časopisima i na konferencijama.  
Sledi prikaz položenih predmeta na doktorskim studijama sa ocenama i ESPB bodovima:  

 

Naziv predmeta Ocena 
Broj 

EPSB 

 Vremenska serija i fraktali – odabrana poglavlja  10 10 

 Marketing informacioni sistemi  10 10 

 Metodologija naučno-istraživačkog rada 10 10 

 Nauka o menadžmentu 10 10 

 Novi trendovi u operacionim istraživanjima 10 10 

 Odlučivanje – odabrana poglavlja 10 10 

 Organizacione mreže i alijanse 10 10 

 Sistem menadžmenta životnom sredinom  10 10 

 Statistika u menadžmentu  10 10 

 
  Dragoljub Simonović je 15. jula 2022. godine odbranio pristupni rad pod nazivom: 
„UNAPREĐENJE PROCESA DIREKTNE PRODAJE PRIMENOM MODELA I 
METODA OPERACIONIH ISTRAŽIVANJA“. 
 
 

1.3. Spisak radova 
 

Tokom studija, Dragoljub Simonović je objavio više radova u zemlji i inostranstvu i učestvovao na više 

međunarodnih i domaćih skupova i konferencija.  

 

 

Radovi u međunarodnim časopisima (M20) 

 

Matejić, T., Knežević, S., Arsić, Bogojević, B., Obradović, T., Milojević, S., Adamović, M., Mitrović, A., 

Milašinović, M., Simonović, D., Milošević, G., Špiler, M. (2022). Assessing the Impact of the COVID-19 

Crisis on Hotel Industry Bankruptcy Risk through Novel Forecasting Models. Sustainability, 14, 4680. 

https://doi.org/10.3390/su14084680 (M22) 

 
Radovi u zbornicima međunarodnih skupova štampanih u celini (M33)  

 

Simonović, D. (2019), Business decisions and the relationship with family business performance, 

Education and Social Sciences Conference Business and Economics Conference Rome, Italy 17 

September 2019, IAI Academic Conference Proceedings, ISSN 2671-3179, pp. 21–29.  

 

Spasić, B. & Simonović, D. (2019), Using the DEA Method in Determining the Efficiency of Meat 

Processing Companies in Serbia, 9th International Conference “Economics and Management – Based on 

https://doi.org/10.3390/su14084680
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New Technologies” EMoNT-2019, Vrnjačka Banja, Serbia 23–26 June 2019, Proceedings, ISBN-13 978- 

86-6075-067-1. 241-249. SaTCIP (Scientific and Technical Center for Intellectual Property Ltd.).  

 

Simonović, D., Knežević, S. & Popović, M. (2019), Improvement of direct sales by application of 

operational research methods. XLVI International Symposium on Operational Research, SYM-OP-IS 

2019, Kladovo, 15–18. September, 2019, Conference Proceedings, Editori: Vidović, M., Vukadinović, K., 

Popović, D., ISBN: 978-86-7680-363-7, pp. 471–476. Fakultet organizacionih nauka.  

 

Milenković, D., Jovanović Milenković, M., Simonović, D. (2016), Reshpanig the Future of Business 

Process Manaagement Through Sustainable Content Management System XV International Simposium of 

Organizational Sciences – SymOrg 2016, Zlatibor, 10-13 juna, Fakultet organizacionih nauka, ISBN: 978-

86-7680-326-2, pp. 279-284.  

 

Milenković, D., Jovanović Milenković, M., Simonović, D. (2016), Sinergija upravljanja dokumentima u 

upravljanju poslovnim procesima, SYM-OP-IS 2016, ISBN: 978-86-335-0535-2. 

 

Dunčević, I., Simonović, D., Jovanović Milenković, M. (2015). Primena SERVQUAL metode u 

elektronskom zdravstvu, XLII Internacionalni simpozujum o operacionim istraivanjima, SYM-OP-IS 

2015, Srebrno jezero, str. 395-398, elektronsko izdanje.     

 

Milenković, D., Simonović, D., Jovanović Milenković M. (2015), Sistemi za upravljanje dokumentacijom 

u velikim poslovnim organizacijama, XLII Internacionalni simpozijum o operacioni istraživanjima, SYM-

OP-IS 2015, Srebrno jezero, pp. 182-185, elektronsko izdanje.    

 

Saopštenja u zbornicima međunarodnih skupova štampanih u izvodu (M34)  

 

Srebro, B., Simonović, D. (2019), Strategic management in the function of tourism development, 

Education and Social Sciences Conference “Business and Economics Conference” Corvinus University, 

Budapest, Hungary,26 November 2019, IAI Academic Conference Proceedings,IAI ISSN:2671-3179, p 6.  

 

Simonović, D. (2019), Fraud prevention and internal control in comanies, Education and Social Sciences 

Conference “Business and Economics Conference”, Budapest, Hungary, 26 November 2019, IAI 

Academic Conference Proceedings, IAI ISSN: 2671-3179, p. 45. 

 

Knjige  

 

Simonović, D., Joksić, J.  i Travica, J. (2019), Menadžment porodičnih preduzeća, Visoka škola 

strukovnih studija, Aranđelovac.  

 

Simonović, D. (2022), Menadžment performansi porodičnih preduzeća, Akademija strukovnih studija 

Šumadija, Odsek Aranđelovac. 

 

Simonović, D. (2021). “Uticaj prevarnih radnji na mala porodična preduzeća i interna kontrola”, u: grupa 

autora, Forenzičko računovodstvo, istražne radnje, ljudski faktor i primenjeni alati, Fakulet organizacionih 

nauka, str. 160-175. 

 

Grgur, A., Mihajlović, Đ., Simonović, D., Radović, I.M., Petrović, V., Radulović, N. (2022), “Prevare i 

forenzičko računovodstvo u digitalnom okruženju”, u: Prevarno finansijsko izveštavanje: studije slučaja i 

istrage, Preduzeće za reviziju, računovodstvene, finansijske i konsalting usluge „Moodys Standards“, 

Beograd, str. 405-414.    
 

https://plus.sr.cobiss.net/opac7/bib/COBIB/47881481
https://plus.sr.cobiss.net/opac7/bib/COBIB/47881481
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  2. OCENA PODOBNOSTI KANDIDATA ZA RAD NA  

              PREDLOŽENOJ TEMI 
 
Na osnovu pokazanih rezultata dosadašnjeg obrazovanja, naučno-istraživačkog rada i profesionalnog 

iskustva, zaključujemo da je kandidat Dragoljub Simonović kvalifikovan da samostalno radi na 

predloženoj temi doktorske disertacije i načini doprinose u toj oblasti. 

 

Predložena tema disertacije je izmenjena radi usklađivanja sa problematikom u pristupnom radu koji je 

uspešno odbranjen. Modfikovani naziv je „UNAPREĐENJE PROCESA PRIPREME i 

REALIZACIJE  LIČNE PRODAJE PRIMENOM MODELA I METODA OPERACIONIH 

ISTRAŽIVANJA“. Tema disertacije odgovara istraživačkom radu koji je kandidat prikazao tokom 

doktorskih studija.  

 

Konačno, kandidat ima ima eksplicitno iskustvo u oblasti lične prodaje i poznavanju procesa direktne 

prodaje, te stoga iz praktičnog iskustva može dodatno doprineti istraživačkom radu. 

 

 

2. PROBLEM, PREDMET I CILJ ISTRAŽIVANJA 

 
Predmet istraživanja ovog rada je da ispita mogućnosti primene Analize obavijanja podataka (Data 

Envelopment Analysis – DEA) za ocenu uspešnosti i rangiranje prodajnog osoblja i za komparativnu 

analizu, kako prodajnih centara, tako i grupa proizvoda, kao i nespecifične primene RFM metode u 

pripremi realizacije ovog procesa. DEA, kao metoda matematičkog programiranja koja se veoma uspešno 

može primeniti za procenu relativne efikasnosti i komparativnu analizu entiteta (Decsion Making Units ‒ 

DMU) koji posluju na sličan način koristeći iste vrste raznorodnih ulaza za proizvodnju istih vrsta 

raznorodnih izlaza. Analiza obavijanja podataka se razvija i vrlo uspešno primenjuje na realne sisteme u 

poslednje tri decenije. Pri merenju efikasnosti pomoću DEA metodologije jedinice u posmatranom skupu 

se upoređuju međusobno i nije neophodno a priori odrediti funkciju koja ulaze pretvara u izlaze, kao kod 

ekonometrijskih parametarskih metoda. Takođe, moguće je u analizu uključiti više ulaza i više izlaza sa 

različitim mernim jedinicima, pri čemu nije neophodno odrediti važnost ulaza i izlaza unapred, niti 

skalirati njihove vrednosti.   

 

Savremeno turbulentno poslovno okruženje koje karakterišu dinamične konkurentske aktivnosti i promene 

u potrebama i zahtevima kupaca, unose promene u poslovanje organizacija koje se bave direktnom 

prodajom. Novi razvoji i trendovi u prodaji i upravljanju prodajom stvaraju zahteve i mogućnosti koje 

zahtevaju prilagođavanje i nove pristupe kako prodajnih organizacija tako i akademskih istraživača. Kao 

posledica ovih promena, javlja se potreba za kontinuiranim enjem lične prodaje u cilju poboljšanja tržišne 

pozicije i ostvarenja dugoročnih odnosa sa kupcima. Adekvatno planirane i implementirane strategije lične 

prodaje, stoga, postaju pretpostavka postizanja željenih efekata i ostvarenja željenih prodajnih rezultata. 

 

Razvoj adekvatnih veština i znanja zaposlenih koji se bave direktnom prodajom nameće se kao poslovni 

imperativ, uzevši u obzir da osposobljavanje prodajnog osoblja predstavlja jedan od glavnih elemenata u 

procesu kreiranja konkurentske prednosti organizacija. Iz tog razloga je došlo do intenziviranja ulaganja u 

različite programe osposobljavanja prodajnog osoblja, odnosno njihovu edukaciju i obučavanje tokom 

poslednje decenije. Analiza informacija bi trebalo da se fokusira na identifikaciju prodajnih sposobnosti 

koje su artikulisane od strane prodavaca i menadžera prodaje, a ključne su za uspeh prodaje. 
 

U svrhu uspostavljanja i održavanja dugoročno profitabilnih odnosa sa ciljnim kupcima, konvencionalni 

pristup prodaji koji više ne daje željene rezultate je zamenjen savremenim konceptom direktne prodaje.  

Povećana kompleksnost zahteva kupaca zahteva brzo prilagođavanje prodajnog osoblja i sprovođenje 

adekvatnih promotivnih aktivnosti kao podrške prodaji. U cilju realizacije boljih prodajnih rezultata u 



5  

segmentu prodaje robe široke potrošnje, neophodno je edukovanje i obučavanje prodajnog osoblja u svrhu 

usvajanja adekvatnih komunikacijskih i prodajnih veština. Prodajno osoblje se u tom smislu mora 

osposobiti da pruži podršku kupcima da identifikuju potrebe, prikupe sve potrebne informacije i donesu 

odluku o kupovini proizvoda koji na najbolji način zadovoljavaju njihove potrebe. Prodajno osoblje se 

tada transformiše od pasivnih učesnika u kupoprodajnim transakcijama do profesionalaca u oblasti 

direktne prodaje koji poseduju kredibilitet, integritet i pouzdanost u odnosu sa kupcima i postaju izvor 

konkurentske prednosti organizacija na tržištu. Pored toga, promotivne aktivnosti integrisane sa direktnom 

prodajom omogućavaju transformaciju konvencionalnog prodajnog pristupa u prodajni pristup orijentisan 

na kupce koji omogućava realizaciju postavljenih prodajnih ciljeva i ostvarenje dugoročnih odnosa sa 

kupcima na najefikasniji način. 
 

Razvoj adekvatnih veština i znanja zaposlenih koji se bave direktnom prodajom nameće se kao poslovni 

imperativ, uzevši u obzir da osposobljavanje prodajnog osoblja predstavlja jedan od glavnih elemenata u 

procesu kreiranja konkurentske prednosti organizacija. Iz tog razloga ulaganja u različite programe 

osposobljavanja prodajnog osoblja, odnosno njihovu edukaciju i obučavanje, pojačala su se tokom 

poslednje decenije. 

 

U svrhu uspostavljanja i održavanja dugoročno profitabilnih odnosa sa ciljnim kupcima, konvencionalni 

pristup prodaji koji više ne daje željene rezultate zamenjen je savremenim konceptom direktne prodaje. 

Prodajno osoblje se u tom smislu transformiše od pasivnih učesnika u kupoprodajnim transakcijama do 

profesionalaca u oblasti direktne prodaje koji poseduju kredibilitet, integritet i pouzdanost u odnosu sa 

kupcima i postaju izvor konkurentske prednosti organizacija na tržištu.  

 

Sprovođenjem različitih promotivnih aktivnosti, organizacije uspevaju da privuku pažnju i informišu svoje 

ciljne kupce, motivišu ih da kupe proizvode koje ta organizacija prodaje i kreiraju dugoročne pozitivne 

odnose. Iz toga sledi da se promotivnim aktivnostima, kao podršci direktnoj prodaji, može postići 

direktniji i efektivniji uticaj na kupce. Sprovođenjem adekvatnih promotivnih programa, omogućava se 

efikasnije prihvatanje promotivnih poruka i podsticanje kupaca da reaguju na željeni način. U tom smislu, 

promotivni programi moraju biti bazirani na poznavanju ciljnih kupaca i njihovih karakteristika, radi 

utvrđivanja i razumevanja uticaja, odnosno efekata koje različiti promotivni i prodajni programi imaju na 

pojedinačne ciljne grupe. U tom kontekstu, neophodno je generisanje baze kupaca koja će sadržati sve 

relevantne podatke i koja će omogućiti proširivanje razumevanja potreba i očekivanja kupaca.  
 

Segmentacijom baze kupaca mogu se izdvojiti ključni segmenti prema kojima će biti usmereni posebni 

prodajni i promotivni napori prodajnog osoblja. Naročito je bitno izdvajanje profitabilnih i neprofitabilnih 

kupaca i usmeravanje napora prema onima koji obezbeđuju organizaciji ostvarenje dugoročnih prodajnih 

rezultata. Segmentacija baze kupaca se može vršiti putem različitih metoda, od kojih je najpoznatiji RFM 

metod (recency, frequency, monetary analysis) po kome se kupci vrednuju prema tri kriterijuma: 

skorašnjosti kupovine, učestalosti kupovine i prosečne vrednosti kupovine. Oni koji češće obavljaju 

kupovine i aktivni su u trenutku analize i čije kupovine imaju višu vrednost profitabilniji su za 

organizaciju i dostupne resurse bi trebalo uložiti u razvoj dugoročnih odnosa sa njima. Takođe, pored 

izdvajanja profitabilnih kupaca, za organizacije koje poseduju obiman asortiman proizvoda bitno je da 

izdvoje proizvode koji su posebno perspektivni za ostvarenje prodajnih rezultata i da definišu aktivnosti 

unapređenja prodaje koje će sprovoditi u tom cilju.  
 

Ukoliko organizacija ne pristupi pažljivom određivanju ciljnih kupaca i odabiru adekvatnih strategija 

prodaje i osposobljavanja prodajnog osoblja, rezultati u oblasti prodaje će izostati. Neophodno je da se 

prevaziđu proste transakcije i ostvari upravljanje kompleksnijim odnosima sa kupcima, a upravo osnovu 

za njihov razvoj čini razvijen sistem direktne prodaje. Integracija ključnih aktivnosti prodaje i promocije 

uz njihovo prilagođavanje specifičnim zahtevima kupaca predstavlja bazu za razvijanje dugoročnih 

odnosa sa kupcima.   
 

Prilikom planiranja prodaje, konvencionalne ili direktne, određivanje asortimana predstavlja ključni 

segment koji se u praksi često obavlja samo na osnovu iskustva donosioca odluke bez primene ikakvog 
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optimizacionog pristupa. Za razliku od prakse, akademska literatura obiluje  radovima koji se bave 

optimizacijom ovog problema izdvojeno ili integrisano sa problemom optimizacije zaliha i cena sa 

problemom alokacije proizvoda na prodajnim mestima itd. Međutim, sva ova istraživanja podrazumevaju 

konvencionalni pristup prodaji i ne mogu se primeniti u slučaju direktne prodaje jer ne razmatraju 

specifičnosti ovog pristupa. Poslednjih godina se razvijaju pristupi u kojima se optimizacija asortimana 

primenjuje u direktnoj prodaji putem interneta. Zajedničko za ove pristupe je da podrazumevaju make-to-

order proizvodnju što je u suprotnosti sa načinom lične prodaje koji je u središtu pažnje u ovom radu: 

proizvod već postoji i agent ga nudi u direktnom, ličnom kontaktu sa kupcem. 
 

Merenje uticaja marketinga na performanse preduzeća je složeno pitanje. U najmanju ruku, to bar zahteva 

pouzdane agregatne tržišne informacije iz eksternih izvora, kao i podatke o stavovima izvučene iz anketa. 

Pored toga, potrebne su složene statističke analize, kao i pretpostavke o budućnosti da bi se proizvele 

procene vrednosti kupaca ili profitabilnosti segmenta. Očekuje se da će pretpostavke o budućnosti kako 

preduzeća mere generisanje vrednosti ili iskoristiti svoj potencijal, postati sastavni, iako nezakonski deo, 

interne i eksterne analize preduzeća.  

 

Kako tržišta u razvoju nastavljaju da rastu, istraživanje o ličnoj prodaji i upravljanju prodajom u ovim 

okruženjima dolazi do izražaja. Na mnogim tržištima lična prodaja je kritična komponenta marketinškog 

uspeha. Lična prodaja je direktna komunikacija od osobe do osobe (ili licem u lice ili putem telefona) od 

prodavca do kupca, radi izvršenja prodaje. Vrlo malo je napisano o ličnoj prodaji iz perspektive 

orijentisane na kupca, a i na prodajno osoblje, nezavisno od velikih promena koje je karakterišu. 

Verovatno najdramatičniji uticaj na ličnu prodaju i upravljanje prodajom danas imaju tehnološke 

inovacije, posebno u telekomunikacijama. Tri glavne tehnološke sile koje utiču direktno na ličnu prodaju i 

upravljanje prodajom su: automatizacija prodajnih snaga, virtuelne prodajne kancelarije i elektronski 

kanali prodaje.  

 

Za efikasno upravljanje ličnom prodajom su bitne relevantne i ažurne informacije. Ukratko, situacija je 

uglavnom takva da su samo prilično ograničene informacije rutinski tražene od prodajnog osoblja, i veliki 

deo ovih informacija se dalje ne saopštavaju unutar organizacija. Prikupljanje informacija se generalno 

sprovodi prilično neformalno, sa malo podsticaja. Potencijalno korisni izvori informacija nisu posmatrani 

kao posebno važni, sa efektom da većina preduzeća očigledno propušta značajne prilike da stekne 

konkurentsku prednost ili poboljša proces strateškog planiranja. Stoga, za unapređenje lične prodaje, 

potrebno je uložiti dodatne napore u podizanju svesti kod menadžmenta o značaju koji informacije u 

segmentu lične prodaje mogu imati u unapređenju prodajnih performansi.  
 

Proučavanje dostupne akademske literature je rezultiralo uvidom u brojne radove u kojima je DEA 

primenjena za ocenu prodajnih jedinica. U ovom radu biće razmatrana lična prodaja organizacije koja 

prodaje robu široke potrošnje preko svojih agenata na teritoriji jedne države. Organizacija raspolaže sa 

sopstvenim voznim parkom koji sadrži nekoliko tipova vozila različite nosivosti i različitih karakteristika 

koja treba da pravovremenu prevezu robu na osnovu zahteva agenata prodaje do različitih prodajnih 

centara.  
 

 

Cilj istraživanja predstavlja razvoj modela unapređenja procesa pripreme i realizacije lične prodaje koji 

bi omogućio razvoj dugoročnih odnosa sa kupcima u segmentu prodaje robe široke potrošnje. Cilj 

predstavlja i definisanje mogućnosti unapređenja prodajnih rezultata sprovođenjem adekvatnih 

promotivnih aktivnosti kao podrške prodajnoj komunikaciji osoblja koja se bavi ličnom prodajom. 

Implementacijom predloženih načina unapređenja prakse lične prodaje i podizanjem istih na viši nivo, 

posledično će imati kao ishod i poboljšanje rezultata postignutih ličnom prodajom i razvoj dugoročnih 

odnosa sa kupcima. 
 

 

Naučni cilj istraživanja je je defnisanje novog modela za unapređenje procesa pripreme i realizacije lične 

prodaje primenom raznih modela operacionih istraživanja. Osim toga, u radu će biti predstavljen prikaz i 
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analizirani postojeći modeli lične prodaje. Akcenat će biti na utvrđivanju ključnih obeležja ovih modela i 

sagledavanju mogućnosti za njihovo unapređenje. Doprinos ovog rada će se biti vidljiv i u polju 

definisanja metodološkog koncepta koji će omogućiti unapređenje prodaje. Novi pristup će biti testiran u 

okviru doktorske disertacije. Kao jedan od naučnih ciljeva, ovaj pristupni rad ima i pružanje teorijske 

osnove  za razvoj modela pripreme i realizacije lične prodaje u funkciji razvoja dugoročnih odnosa sa 

kupcima, kroz njegovo prilagođavanje zahtevima ciljnih kupaca. Cilj je da postave osnove modela 

unapređenja pripreme i realizacije procesa lične prodaje baziranog na primeni metoda operacionih 

istraživanja. Ovaj model će sadržati sve elemente neophodne za unapređenje prodajnih rezultata i 

ostvarenje dugoročnih odnosa sa kupcima. 

 
   

4. POČETNA LISTA BIBLIOGRAFSKIH IZVORA KOJA ĆE BITI  

    KORIŠĆENA U IZRADI DOKTORSKE DISERTACIJE 

 
[1] Agnihotri, R., Krush, M. T. (2015). Salesperson empathy, ethical behaviors, and sales 

performance: the moderating role of trust in one's manager. Journal of Personal Selling & Sales 

Management, 35,2, pp. 164-174. 
[2] Al Badi, K. S. (2018). The Impact of Marketing Mix on the Competitive Advantage of the SME 

Sector in the Al Buraimi Governorate in Oman. SAGE Open, 8(3), 215824401880083. 
[3] Alavi, S., Habel, J., Schmitz, C., Richter, B., Wieseke, J. (2018). The risky side of inspirational 

appeals in personal selling: when do customers infer ulterior salesperson motives?. Journal of 

Personal Selling & Sales Management, 38,3, pp. 323-343. 

[4] Altıntas, F., Kurtulmusoglu, F. B., Altintas, M. H., Kaufmann, H.-R, Alkibay, S. (2017). The 

mediating effects of adaptive selling and commitment on the relationship between management 

control and sales performance. EuroMed Journal of Business, 12,2, pp. 221-240. 

[5] Ambler, T. (2002). Market metrics: what should we tell the shareholders?, Balance Sheet, 10, 1, 

pp. 47-50, https://doi.org/10.1108/09657960210697418. 

[6] An, Q., Meng, F., Ang, S. and Chen, X. (2018). A new approach for fair efficiency decomposition 

in two-stage structure system. Operational Research, 18,1, pp. 257-272.  

[7] Anderson, R. E. (2013). Personal Selling and Sales Management in the New Millennium. Journal 

of Personal Selling & Sales Management, 16,4, pp. 17-32. 

[8] Andras, T. L. and Srinivasan, S. S. (2003). Advertising intensity and R & D intensity: differences 

across industries and their impact on firm’s performance. International Journal of Business and 

Economics, 2,2, pp. 81-90. 

[9] Attia, A. M., Honeycutt, E. D., & Attia, M. M. (2002). The difficulties of evaluating sales 

training. Industrial Marketing Management, 31,3, pp. 253–259, doi:10.1016/s0019-

8501(00)00133-4.  

[10] Backović, M. i Popović, Z. (2012). Matematičko modeliranje i optimizacija (monografija), 

Ekonomski Fakultet, Belgrade. 

[11] Baker, M. J. (1984). Macmillan Dictionary of Marketing & Advertising, New York: Nichols 

Publishing Company. 

[12] Balasubramanian, S. A., Radhakrishna, G. S., Sridevi, P. and Natarajan, T. (2019). Modeling 

corporate financial distress using financial and non-financial variables: the case of Indian listed 

companies”. International Journal of Law and Management, 61, 3/4, pp. 457-484, doi: 

10.1108/IJLMA-04- 2018-0078. 

[13] Baldauf, A., Cravens, D. W., Piercy, N. F. (2001). Examining Business Strategy, Sales 

Management, and Salesperson Antecedents of Sales Organization Effectiveness. Journal of 

Personal Selling & Sales Management, 21,2, pp. 109-122. 

[14] Bande, B., Fernández-Ferrín, P., Varela-Neira, C. and Otero-Neira, C. (2016), "Exploring the 

relationship among servant leadership, intrinsic motivation and performance in an industrial sales 

setting", Journal of Business & Industrial Marketing, 31,2, pp. 219-

231, https://doi.org/10.1108/JBIM-03-2014-0046. 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010541
https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010541
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1447385
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1447385
https://www.emerald.com/insight/search?q=Tim%20Ambler
https://www.emerald.com/insight/publication/issn/0965-7967
https://doi.org/10.1108/09657960210697418
https://www.tandfonline.com/journals/rpss20
https://www.tandfonline.com/journals/rpss20
https://www.tandfonline.com/doi/abs/10.1080/08853134.2001.10754262
https://www.tandfonline.com/doi/abs/10.1080/08853134.2001.10754262
https://www.emerald.com/insight/search?q=Bel%C3%A9n%20Bande
https://www.emerald.com/insight/search?q=Pilar%20Fern%C3%A1ndez-Ferr%C3%ADn
https://www.emerald.com/insight/search?q=Concepci%C3%B3n%20Varela-Neira
https://www.emerald.com/insight/search?q=Carmen%20Otero-Neira
https://www.emerald.com/insight/publication/issn/0885-8624
https://doi.org/10.1108/JBIM-03-2014-0046


8  

[15] Banker, R. A., Charnes, A. and Cooper, W. W. (1984). Some models for estimating technical 

and scale inefficiencies in data envelopment analysis. Management Science, 30,9, pp. 1078-1092. 

[16] Barling, J. & Russell, B. (1983). Self-Efficacy Beliefs and Sales Performance. Journal of 

Organizational Behavior Management, 5,1, pp. 41–51, doi:10.1300/j075v05n01_05.  

[17] Barwise, P., & Farley, J.U. (2004). Marketing Metrics: European Management Journal, 22(3), 

pp. 257–262, doi: 10.1016/j.emj.2004.04.012.  

[18] Bateman, C. and Valentine, S. (2015). The impact of salesperson customer orientation on the 

evaluation of a salesperson’s ethical treatment, trust in the salesperson, and intentions to purchase. 

Journal of Personal Selling & Sales Management, 35,2, pp. 125-142. 

[19] Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D., & Zaim, S. (2012). Measuring the 

efficiency of customer satisfaction and loyalty for mobile phone brands with DEA. Expert 

Systems with Applications, 39(1), pp. 99–106. doi: 10.1016/j.eswa.2011.06.041.  

[20] Beeler, L., Zablah, A., Rapp A. (2021). Blinded by the brand: inauthentic salesperson brand 

attachment and its influence on customer purchase intentions. Journal of Personal Selling & Sales 

Management, 41,3, pp. 268-284. 

[21] Behling, O. (1998). Employee selection: Will intelligence and conscientiousness do the job? 

Academy of Management Executive, 12, pp. 77–86. 

[22] Bendle, N.T., Farris, P.W., Pfeifer, P.E., & Reibstein, D.J. (2021). Key marketing metrics: the 

50+ metrics every manager needs to know. UK: PEARSON EDUCATION LIMITED. 

[23] Bennett, P. D. (1988). Dictionary of Marketing Terms, Chicago: American Marketing 

Association. 

[24] Berl. R., Powell, T. and Williamson, N. C. (1984). Industrial salesforce satisfaction and 

performance with Herzberg's theory, Industrial Marketing Management, 13,1, pp. 11–19, 

doi:10.1016/0019-8501(84)90003-8.  

[25] Bernstein, R. A. (1984). Successful Direct Selling, Englewood Cliffs, NJ: Prentice-Hall, Inc. 

[26] Binckebanck, L. (2016). Digital Sales Excellence: Neue Technologien im Vertrieb aus 

strategischer Perspektive. Digitalisierung im Vertrieb, pp. 189-354. 

[27] Binckebanck, L. (2020). Grundlagen zum strategischen Vertriebsmanagement. Führung von 

Vertriebsorganisationen, pp. 3-34. 

[28] Böhm, E., Eggert, A., Terho, H., Ulaga, W., Haas, A. (2020). Drivers and outcomes of 

salespersons’ value opportunity recognition competence in solution selling. Journal of Personal 

Selling & Sales Management, 40,3, pp. 180-197. 

[29] Bolander, W., Zahn, W. J., Loe, T. W., Clark, M. (2015). Managing New Salespeople’s Ethical 

Behaviors during Repetitive Failures: When Trying to Help Actually Hurts. Journal of Business 

Ethics, 74. 

[30] Boles, J. S., Donthu, N. & Lohtia, R. (1995). Salesperson Evaluation Using Relative 

Performance Efficiency: The Application of Data Envelopment Analysis, Journal of Personal 

Selling & Sales Management, 15,3, pp. 31-49, DOI:10.1080/08853134.1995.10754027. 

[31] Boles, J., Brashear, T., Bellenger, D. and Barksdale, H. Jr. (2000). Relationship selling 

behaviors: antecedents and relationship with performance. Journal of Business & Industrial 

Marketing, 15, 2/3, pp. 141-53. 

[32] Bonney, L., Plouffe, C. R., Wolter, J. (2014). ?I think I can?I think I can?: The impact of 

perceived selling efficacy and deal disclosure on salesperson escalation of commitment. Industrial 

Marketing Management, 43,5, pp. 826-839. 

[33] Bonney, L., Plouffe, C. R., Hochstein, B., Beeler, L. L. (2020). Examining salesperson versus 

sales manager evaluation of customer opportunities: A psychological momentum perspective on 

optimism, confidence, and overconfidence. Industrial Marketing Management, 88, pp. 339-351. 

[34] Borhan, H., Mohamed, R. N. and Azmi, N. (2014). The impact of financial ratios on the 

financial performance of a chemical company: the case of LyondellBasell industries. World 

Journal of Entrepreneurship. Management and Sustainable Development, 10,2, pp. 154-160, doi: 

10.1108/WJEMSD-07-2013-0041. 

[35] Bougnol, M.-L., Dulá, J.H., Lins, M. P. E., Moreira da Silva, C. (2010). Enhancing standard 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010538
https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010538
https://www.tandfonline.com/doi/abs/10.1080/08853134.2021.1894946
https://www.tandfonline.com/doi/abs/10.1080/08853134.2021.1894946
https://www.sciencedirect.com/journal/industrial-marketing-management
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1778484
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1778484
http://dx.doi.org/10.1080/08853134.1995.10754027


9  

performance practices with DEA. Omega 38, 1-2, pp. 33–45, doi: 10.1016/j.omega.2009.02.002.   

[36] Brayfield, L. (2007). Direct Selling: The Theory of Relativity: Keep your brand promise 

pertinent. Journal of Marketing Management, 10, pp. 71-88. 

[37] Brooksbank, R. (1995). Selling and Sales Management in Action: The New Model of Personal 

Selling: Micromarketing, Journal of Personal Selling & Sales Management, 15,2, pp. 61-66, 

http://dx.doi.org/10.1080/08853134.1995.10754021. 

[38] Brown, S. P., Peterson, R. A. (1994). The Effect of Effort on Sales Performance and Job 

Satisfaction. Journal of Marketing, 58,2, pp. 70–80, doi:10.1177/002224299405800206.  

[39] Brown, T. J., Mowen, J. C., Donavan, D. T. and Licata, J. W. (2002). The customer orientation 

of service workers: personality trait effects on self_and supervisor performance ratings. Journal of 

Marketing Research, 29, pp. 110-19. 

[40] Bunčić, S., Krstić, J., & Kostić-Stanković, M. (2021). Kognitivne pristrasnosti u marketinškoj 

komunikaciji - uticaj usidrenja i uokvirivanja poruka na percepciju i spremnost potrošača na 

kupovinu. Marketing, 52,2, str. 103-117. https://doi.org/10.5937/mkng2102103B. 

[41] Bush, A. J., Bush, V. D., Oakley, J., Cicala, J. (2014). Formulating Undergraduate Student 

Expectations for Better Career Development in Sales. Journal of Marketing Education, 36,2, pp. 

120-131. 

[42] Bush, V. D., Yang, L., Hill, K. E. (2015). The Ambivalent Consumer: A Sequential 

Investigation of Response Amplification in Buyer-Seller Encounters. Journal of Marketing Theory 

and Practice, 23,4, pp. 402-414. 

[43] Bush, V., Bush, A. J., Oakley, J., Cicala, J. E. (2017). The Sales Profession as a Subculture: 

Implications for Ethical Decision Making. Journal of Business Ethics, 142,3, pp. 549-565. 

[44] Callen, B. (2010). Managers guide to marketing, advertising and publicity, New York: McGraw-

Hill. 

[45] Caywood, C. (2011). The handbook of strategic public relations and integrated marketing 

communications, London: McGraw Hill. 

[46] Chakrabarty, S., Widing II, R. E., Brown, G. (2014). Selling behaviours and sales performance: 

the moderating and mediating effects of interpersonal mentalizing. Journal of Personal Selling & 

Sales Management, 34,2, pp. 112-122. 

[47] Chang, C. C., Sun, Y. C., Liao, C. W. (2012). Are operation style and outsourcing type 

important drivers in Airport Restaurant efficiency in Taiwan? Journal of Statistics and 

Management Systems, 15,1, pp. 185-202. 

[48] Charnes, A., Cooper Rhodes, W. W. E. (1978). Measuring the efficiency of decision-making 

units. European Journal of Operational Research, 2,6, pp. 429-44. 

[49] Chawla, V., Lyngdoh, T., Guda, S., Purani, K. (2020). Systematic review of determinants of 

sales performance: Verbeke et al.’s (2011) classification extended. Journal of Business & 

Industrial Marketing, 35,8, pp. 1359-1383. 

[50] Chebat, J. C. and Kollias, P. (2000). The impact of empowerment on customer contact 

employees’ roles in service organizations, Journal of Service Research, 3,1, pp. 66-81. 

[51] Chen, T.-C., Guo, D.-Q., Chen, H.-M. and Wei, T.-T. (2019). Effects of R&D intensity on firm 

performance in Taiwan’s semiconductor industry. Economic Research-Ekonomska Istrazivanja, 

32, 1, pp. 2377-2392. 

[52] Chonko, L. B., Loe, T. N., Roberts, J. A., Tanner, J. F. (2000). Sales Performance: Timing of 

Measurement and Type of Measurement Make a Difference. Journal of Personal Selling & Sales 

Management, 20,1, pp. 23-36. 

[53] Chu, M.-T., Shyu, J. Z. and Khosla, R. (2008). Measuring the relative performance for leading 

fabless firms by using data envelopment analysis. Journal of Intelligent Manufacturing, 19,3, pp. 

257–272, doi:10.1007/s10845-008-0079-3.  

[54] Chunawalla, S. A. (2009). Sales management with personal selling- Salesmanship. Mumbai: 

Himalaya Publishing House PVT Ltd. 

[55] Cicala, J. E., Bush, Sherrell, D. L., Deitz, G. D. (2014). Does transparency influence the ethical 

behavior of salespeople? Journal of Business Research, 67,9, pp. 1787-1795. 

https://doi.org/10.5937/mkng2102103B
https://www.tandfonline.com/doi/abs/10.1080/10696679.2015.1049686
https://www.tandfonline.com/doi/abs/10.1080/10696679.2015.1049686
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890899
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890899
https://www.tandfonline.com/doi/abs/10.1080/09720510.2012.10701620
https://www.tandfonline.com/doi/abs/10.1080/09720510.2012.10701620
https://www.tandfonline.com/doi/abs/10.1080/08853134.2000.10754218
https://www.tandfonline.com/doi/abs/10.1080/08853134.2000.10754218


10  

[56] Clark, M. (2020). Converting purchase commitments into purchase fulfillments: An examination 

of salesperson characteristics and influence tactics. Industrial Marketing Management, 85, pp. 97-

109. 

[57] Clarke III I., Flaherty, T. B. (2005). Advances in Eletronic Marketing, London: Idea Group 

Publishing. 

[58] Claro, D. P., Ramos, C. (2018). Sales intrafirm networks and the performance impact of sales 

cross-functional collaboration with marketing and customer service. Journal of Personal Selling & 

Sales Management, 38,2, pp. 172-190. 

[59] Clemente, M. N. (1992). The Marketing Glossary, New York: American Management 

Association. 

[60] Colgate, M. R. and Danaher, P. J. (2010). Implementing acustomer relationship strategy: the 

asymmetric impact ofpoor versus excellent execution, Journal of the Academy of Marketing 

Science, 28,3, pp. 375-87. 

[61] Cooper, W. W., Seiford, L. M. & Zhu, J. (Eds.) (2004). Handbook On Data Envelopment 

Analysis. Boston: Kluwer Academic. 

[62] Coppett, J. I., & Staples, W. A. (1980). A sales mix model for effective industrial selling. 

Industrial Marketing Management, 9(1), 31–36, doi:10.1016/0019-8501(80)90031-0.  

[63] Crittenden, V., Crittenden, W., & Ajjan, H. (2018). Entrepreneurs in South Africa: The role of 

communication technology in the direct selling market placeDirect Selling Education Foundation. 

online. Retrieved from: https://3vcm07307bnr2jg8679q77x8‐ wpengine. 

netdna‐ssl.com/wp‐content/uploads/2018/04/EmpoweringWomenReportEmail.pdf 

[64] Cuevas, J. M. (2018). The transformation of professional selling: Implications for leading the 

modern sales organization. Industrial Marketing Management, 69, pp. 198-208, 

https://doi.org/10.1016/j.indmarman.2017.12.017.  

[65] Cuevas, J. M., Donaldson, B., Lemmens, R. (2016). Motivation and Leadership of the Sales 

Force. Palgrave Macmillan: Sales Management. 

[66] Cummins, S., Peltier, J. W. (2021). Understanding students’ decision-making process when 

considering a sales career: a comparison of models pre- and post-exposure to sales professionals in the 

classroom. Journal of Personal Selling & Sales Management, 41,1, pp. 1-16. 

[67] Czarniawska, B. (2007). Shadowing and other techniques for doing fieldwork in modern 

societies, Malmö: Liber. 

[68] D’Abreu, I. M., Troccoli, I. R., Sauerbronn, J. F. R. (2021) Rapport building during retail 

encounters with embarrassed clients. Journal of Personal Selling & Sales Management, 41,4, pp. 

330-350. 

[69] D’Antonio, V. (2019). From Tupperware to Scentsy: The gendered culture of women and direct 

sales. Sociology Compass, 13(5), e12692. doi:10.1111/soc4.12692.  

[70] Dahlen, M., Lange, F. and Smith, T. (2010). Marketing communication: a brand narrative, 

Chichester: Wiley. 

[71] Danso, A., Lartey, T. A., Gyimah, D. and Adu-Ameyaw, W. (2021). Leverage and performance: 

do size and crisis matter? Managerial Finance, 47,5, pp. 635-655, doi: 10.1108/MF-10-2019-0522. 

[72] Darmon, R. Y. (1993). Where Do the Best Sales Force Profit Producers Come From?. Journal of 

Personal Selling & Sales Management, 13,3, pp. 17-29. 

[73] Darmon, R. Y. (1998). The Effects of Some Situational Variables on Sales Force Governance 

System Characteristics. Journal of Personal Selling & Sales Management, 18,1, pp. 17-30. 

[74] Davis. J. A. (2013). Measuring marketing: 110 + key metrics every marketerneeds, New York: 

Wiley. 

[75] De Pelsmacker, P., Geuens, M., and Van Den Bergh, J. (2013). Marketing communications: A 

European perspective, London: Pearson Education Limited. 

[76] DeLeon, A. J., Chatterjee, S. C. (2017). B2B relationship calculus: quantifying resource effects in 

service-dominant logic. Journal of the Academy of Marketing Science, 45,3, pp. 402-427. 

[77] Delgado-Gómez, D., Aguado, D., Lopez-Castroman, J., Santacruz, C., Artés-Rodriguez, A. 

(2011). Improving sale performance prediction using support vector machine, 38,5, 5129–5132, 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1437353
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1437353
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1811112
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1811112
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1811112
https://www.tandfonline.com/doi/abs/10.1080/08853134.2021.1925127
https://www.tandfonline.com/doi/abs/10.1080/08853134.2021.1925127
https://www.tandfonline.com/doi/abs/10.1080/08853134.1993.10753955
https://www.tandfonline.com/doi/abs/10.1080/08853134.1998.10754117
https://www.tandfonline.com/doi/abs/10.1080/08853134.1998.10754117


11  

doi: 10.1016/j.eswa.2010.10.003.  

[78] Delpechitre, D., Gupta, A., Zadeh, A. H., Lim, J. H., Taylor, S. A. (2020). Toward a new 

perspective on salesperson success and motivation: a trifocal framework. Journal of Personal 

Selling & Sales Management, 40,4, pp. 267-288. 

[79] Direct Selling Association. (2016). Direct selling in 2015: An overview. Retrieved from 

https://www.dsa.org/docs/default‐ source/advocacy/dsa_2015factsheetfinal.pdf?sfvrsn=2. 

[80] Djakasaputra, A., Wijaya, O., Utama, A., Yohana, C., Romadhoni, B & Fahlevi, M. (2021). 

Empirical study of Indonesian SMEs sales performance in digital era: The role of quality service 

and digital marketing. International Journal of Data and Network Science, 53, pp. 303-310. 

[81] Donald, J. W. Jr., Schlacter, J. L. and Wolfe, W. G. (1995). Examining the Bases Utilized for 

Evaluating Salespeoples' Performance. Journal of Personal Selling and Sales Management, 4, pp. 

57-65. 

[82] Donaldson, B. (1998). Motivation. In: Sales Management. Studies in Marketing 

Management. London: Palgrave, https://doi.org/10.1007/978-1-349-26354-7_16. 

[83] Donthu, N., Hershberger, E. K., Osmonbekov, T. (2005). Benchmarking marketing productivity 

using data envelopment analysis. Journal of Business Research, 58, 11, pp. 1474–1482, doi: 

10.1016/j.jbusres.2004.05.007.  

[84] Dubinsky, A. J., Anderson, R. E., Mehta, R. (1999). Selection, Training, and Performance 

Evaluation of Sales Managers: An Empirical Investigation. Journal of Business-to-Business 

Marketing, 6,3, pp. 37-69. 

[85] Dubinsky, A. J., Rippé, C. B. (2018). Work–family conflict in the sales force redux: A 

compendium of influencers. Journal of Marketing Channels, 25,3, pp. 101-116. 

[86] Duffy, D. L. (2005). Direct selling as the next channel, Journal of Consumer Marketing, 22, 1, 

pp. 43-45. 

[87] Dumay, J. (2013). The third stage of IC: Towards a new IC future and beyond, Journal of 

Intellectual Capital, 14,1, pp. 5-9. 

[88] Eagle, L., Dahl, S. Czarnecka, B. and Lloyd, J. (2014). Marketing communications, New York: 

Routledge. 

[89] Ebben, J. J. (2009). Bootstrapping and the financial condition of small firms. International Journal of 

Entrepreneurial Behavior and Research, 15, 4, pp. 346-363, doi: 10.1108/13552550910967930. 

[90] Edirisinghe, N. C. P., & Zhang, X. (2010). Input/output selection in DEA under expert 

information, with application to financial markets. European Journal of Operational Research, 

207(3), pp. 1669–1678, doi: 10.1016/j.ejor.2010.06.027.  

[91] Edwards, J., Miles, M. P., D'Alessandro, S., Frost, M. (2022). Linking B2B sales performance to 

entrepreneurial self-efficacy, entrepreneurial selling actions. Journal of Business Research 142, 

pp. 585-593. 

[92] Epler, R. T., Leach, M. P. (2021). An examination of salesperson bricolage during a critical sales 

disruption: Selling during the Covid-19 pandemic. Industrial Marketing Management, 95, pp. 114-

127. 

[93] Evans, K. R., Schlacter, J. L. (1985). The Role of Sales Managers and Salespeople in a Marketing 

Information System. Journal of Personal Selling & Sales Management, 5,2, pp. 49-58. 

[94] Fairfield, P. M., Ramnath, S. and Yohn, T. L. (2009). Do Industry-Level analyses improve 

forecasts of financial performance? Journal of Accounting Research, 47,1, pp. 147-178, doi: 

10.1111/ j.1475-679X.2008.00313. x. 

[95] Fare, R., & Grosskopf, S. (2013). DEA, directional distance functions and positive, affine data 

transformation. Omega, 41,1, pp. 28–30, doi: 10.1016/j.omega.2011.07.011.  

[96] Farli, R. (2006). Direct marketing, New York: John Wiley & Sons, Inc. 

[97] Farris, P. W, Brendle, T. N., Pfeifer, P. E. and Rebinstein, D. J. (2010). Marketing Metrics, 

London: Pearson Education, Inc. 

[98] Federation of European Direct Selling Associations (FEDSA), pristupljeno 2.3.2021. 

http://www.fedsa.be/index.html 

[99] Federation of European Direct Selling Associations (ND), "A Public Relations Brochure," 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1805748
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1805748
https://www.tandfonline.com/doi/abs/10.1300/J033v06n03_03
https://www.tandfonline.com/doi/abs/10.1300/J033v06n03_03
https://www.tandfonline.com/doi/abs/10.1080/1046669X.2019.1647909
https://www.tandfonline.com/doi/abs/10.1080/1046669X.2019.1647909
https://www.tandfonline.com/doi/abs/10.1080/08853134.1985.10754401
https://www.tandfonline.com/doi/abs/10.1080/08853134.1985.10754401
http://www.fedsa.be/index.html


12  

Brussels, Belgium. 

[100] Feroz, E. H., Kim, S. and Raab, R. L. (2003). Financial statement analysis: a data envelopment 

analysis approach. Journal of the Operational Research Society, 54,1, pp. 48-58. 

[101] Ferrell, O. C. and Hartline, M. D. (2011). Marketing strategy, London: Cengage Learning. 

[102] Ferrell, O. C., Johnston, M. W., Marshall, G. W., Ferrell, L. (2019). A New Direction for Sales 

Ethics Research: The Sales Ethics Subculture. Journal of Marketing Theory and Practice, 27,3, pp. 

282-297. 

[103] Filipović, V., Kostić-Stanković, M. (2014). Marketing menadžment, Beograd: Fakultet 

organizacionih nauka. 

[104] Fill C. (2011). Essentials of marketing communications, London: Pearson Education Limited. 

[105] Fill, C. (2010). Marketing communications: Context, Strategies and Spplications, New York: 

Financial Time Prentice Hall. 

[106] Fill, C. and McKee, S. (2012). Business marketing face to face: the theory and practice of B2B. 

Oxford: Goodfellow Publishers Ltd. 

[107] Fill. C. (2005). Marketing Communications - engagements, strategies andpractice, Harlow: 

Prentice Hall. 

[108] Flaherty, T. B., Dahlstrom, R., Skinner, S. J. (1999). Organizational Values and Role Stress as 

Determinants of Customer-Oriented Selling Performance. Journal of Personal Selling & Sales 

Management, 19,2, pp. 1-18. 

[109] Friend, S. B., Jaramillo, F., Johnson, J. S. (2020). Ethical Climate at the Frontline: A Meta-

Analytic Evaluation. Journal of Service Research, 23,2, pp. 116-138. 
[110] Friend, S. B., Johnson, J. S., Sohi, R. S. (2018). Propensity to trust salespeople: A contingent 

multilevel-multisource examination. Journal of Business Research, 83, pp. 1-9. 
[111] Friend, S. B., Malshe, A., Fisher, G. J. (2020). What drives customer Re-engagement? The 

foundational role of the sales-service interplay in episodic value co-creation. Industrial Marketing 

Management, 84, pp. 271-286. 
[112] Furnham, A., & Fudge, C. (2008). The Five Factor Model of Personality and Sales Performance. 

Journal of Individual Differences, 29,1, pp. 11–16, doi:10.1027/1614-0001.29.1.11.  
[113] Gaiardelli, P., Saccani, N., Songini, L. (2007). Performance measurement of the after-sales 

service network - Evidence from the automotive industry. Computers in Industry 58,7, pp. 698–
708, doi: 10.1016/j.compind.2007.05.008.  

[114] Geiger, I., Hüffmeier, J. (2020). “The more, the merrier” or “less is more”? How the number of 
issues addressed in B2B sales negotiations affects dyadic and seller economic outcomes. 
Industrial Marketing Management, 87, pp. 90-105. 

[115] Gilliam, D. A., Zablah, A. R. (2013). Storytelling during retail sales encounters. Journal of 
Retailing and Consumer Services, 20,5, pp. 488-494. 

[116] Gilligan, C. and Wilson, R. M. S. (2005). Strategic Marketing Manegment: Planning, 
Implementation& Conrol, London: Routledge. 

[117] Gnesan, S. and Weitz, B. A. (2006). The impact of staffing policies on retail buyer job attitudes 
and behaviors, Journal of Retailing, 72,1, pp. 31-56. 

[118] Goetz, O., Hoelter, A.-K., Krafft, M. (2013). The Role of Sales and Marketing in Market-
Oriented Companies. Journal of Personal Selling & Sales Management, 33,4, pp. 353-371. 

[119]  González, E., Ventura, J., & Cárcaba, A. (2013). Product efficiency in the Spanish automobile 
market. Investigaciones Europeas de Dirección y Economía de La Empresa, 19(1), 1–7, doi: 
10.1016/j.iedee.2012.07.003.  

[120]  Gonzalez-Padron, T., Akdeniz, M. B., & Calantone, R. J. (2014). Benchmarking sales staffing 
efficiency in dealerships using extended data envelopment analysis. Journal of Business Research, 
67,9, pp. 1904–1911, doi: 10.1016/j.jbusres.2013.11.022. 

[121] Good, D. J., Stone, R. W. (1991). Selling and Sales Management in Action: Attitudes and 
Applications of Quotas by Sales Executives and Sales Managers. Journal of Personal Selling & 
Sales Management, 11,3, pp. 57-60. 

[122] Goolsby, J. R., Lagace, R. R. & Boorom, M. L. (1992). Psychological Adaptiveness and Sales 
Performance, Journal of Personal Selling & Sales Management, 12,2, pp. 51-66, 
doi:10.1080/08853134.1992.10753907. 

https://www.tandfonline.com/doi/abs/10.1080/10696679.2019.1615839
https://www.tandfonline.com/doi/abs/10.1080/10696679.2019.1615839
https://www.tandfonline.com/doi/abs/10.1080/08853134.1999.10754168
https://www.tandfonline.com/doi/abs/10.1080/08853134.1999.10754168
https://www.tandfonline.com/doi/abs/10.2753/PSS0885-3134330401
https://www.tandfonline.com/doi/abs/10.2753/PSS0885-3134330401
https://www.tandfonline.com/doi/abs/10.1080/08853134.1991.10753879
https://www.tandfonline.com/doi/abs/10.1080/08853134.1991.10753879
https://doi.org/10.1080/08853134.1992.10753907


13  

[123] Goudge, D., Good, M. C., Hyman, M. R., Aguirre, G. (2017). Modeling specialty store 
customers’ buy/no-buy decisions. International Journal of Retail & Distribution Management 
45,12, pp. 1260-1276. 

[124] Grönroos, C. and Helle, P. (2012). Return on relationships. Journal of Business& Industrial 
Marketing, 9,4, pp. 344-359. 

[125] Groza, M. D., Locander, D. A., Howlett, C H. (2016). Linking thinking styles to sales 
performance: The importance of creativity and subjective knowledge. Journal of Business 
Research, 69,10, pp. 4185-4193. 

[126] Guenzi, P., De Luca, L. M., Spiro, R. (2016). The combined effect of customer perceptions 
about a salesperson’s adaptive selling and selling orientation on customer trust in the salesperson: 
a contingency perspective. Journal of Business & Industrial Marketing, 31,4, pp. 553-564. 

[127] Gustafson, B. M., Pomirleanu, N., John-Mariadoss, B. (2018). A review of climate and culture 

research in selling and sales management. Journal of Personal Selling & Sales Management, 38,1, 

pp. 144-167. 

[128]  Haijema, R. (2014). Optimal ordering, issuance and disposal policies for inventory management 

of perishable products. International Journal of Production Economics, 157, 158–169, doi: 

10.1016/j.ijpe.2014.06.014. 

[129] Harish, S., Sujan, M. and Bettman, R. (1988). Knowledge Structure Differences Between More 

Effective and Less Effective Salespeople. Journal of Marketing Research, 15, pp. 81-86. 

[130] Harris, E. G., Mowen, J. C.and Brown, T. J. (2005). Re-examining salesperson goal orientations: 

Personality influencers, customer orientation and work satisfaction, Journal of the Academy of 

Marketing Science, 33,1 pp. 19-35. 

[131] Hartmann, N. N., Rutherford, B. N. (2015). Psychological contract breach's antecedents and 

outcomes in salespeople: The roles of psychological climate, job attitudes, and turnover 

intention. Industrial Marketing Management, 51, pp. 158-170. 

[132] Hawes, J. M., Jackson Jr., D. W., Schlacter, J. L., Wolfe, W. G. (1995). Selling and Sales 

Management in Action Examining the Bases Utilized for Evaluating Salespeoples' Performance. 

Journal of Personal Selling & Sales Management, 15,4, pp. 57-65. 

[133] Hill, K. E., Bush, V. D., Vorhies, D., King, R. A. (2017). Performing Under Pressure: Winning 

Customers Through Improvisation in Team Selling. Journal of Relationship Marketing, 16,4, pp. 

227-244. 

[134] Hochstein, B. W., Lilly, B., Stanley, S. M. (2017). Incorporating a Counterproductive Work 

Behavior Perspective into the Salesperson Deviance Literature: Intentionally Harmful Acts and 

Motivations for Sales Deviance. Journal of Marketing Theory and Practice, 25,1, pp. 86-103. 

[135] Hochstein, B., Bolander, W., Goldsmith, R., Plouffe, C. R. (2019). Adapting influence 

approaches to informed consumers in high-involvement purchases: are salespeople really 

doomed? Journal of the Academy of Marketing Science, 47,1, pp. 118-137. 

[136] Hoffman, M. F. and Ford, D. J. (2010). Organizational rhetoric: situations and strategies, 

Thousand Oaks: SAGE publications. 

[137] Hogevold, N. M., Rodriguez, R., Svensson, G., Roberts-Lombard, M. (2022). Organisational 

and environmental indicators of B2B sales performance. Marketing Intelligence & Planning 40,1, 

pp. 33-56. 

[138] Høgevold, N., Rodriguez, R., Svensson, G., Otero-Neira, C. (2021). B to B Sellers’ Skill Level 

in Sales Performance – Frameworks and Findings. Journal of Business-to-Business Marketing 

28,3, pp. 265-281. 

[139] Høgevold, N., Svensson, G., Otero-Neira, C. (2020). Trust and commitment as mediators 

between economic and non-economic satisfaction in business relationships: a sales perspective. 

Journal of Business & Industrial Marketing, 35,11, pp. 1685-1700. 

[140]  Hosseininia, S. S.  S., & Saen, R. F. (2020). Developing a novel inverse data envelopment 

analysis (DEA) model for evaluating after‐sales units. Expert Systems. doi:10.1111/exsy.12579. 

[141] Hsu-I Huang EdD. (2006). Understanding Culinary Arts Workers. Journal of Foodservice 

Business Research, 9,2-3, pp. 151-168. 

[142] Hurtz, G.M., & Donovan, J.J. (2000). Personality and job performance: The Big Five revisited. 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1426992
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1426992
https://www.tandfonline.com/doi/abs/10.1080/08853134.1995.10754037
https://www.tandfonline.com/doi/abs/10.1080/08853134.1995.10754037
https://www.tandfonline.com/doi/abs/10.1080/15332667.2017.1349554
https://www.tandfonline.com/doi/abs/10.1080/15332667.2017.1349554
https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1236663
https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1236663
https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1236663
https://www.tandfonline.com/doi/abs/10.1080/1051712X.2021.1974169
https://www.tandfonline.com/doi/abs/10.1080/1051712X.2021.1974169
https://www.tandfonline.com/doi/abs/10.1300/J369v09n02_09


14  

Journal of Applied Psychology, 85, pp. 869–879. 

[143]  Ingram, T. N. (1992) The Role of Personal Selling in Direct Sales Organizations, Journal of 

Marketing Channels, 2,2, pp. 57-70, DOI: 10.1300/J049v02n02_05. 

[144] Itani, O. M., Chonko, L., Agnihotri, R. (2022). Salesperson moral identity and value co-creation. 

European Journal of Marketing, 56,2, pp. 500-531. 

[145]  Itani, O. S., Chaker, N. N. (2021). Harnessing the Power Within: The Consequences of 

Salesperson Moral Identity and the Moderating Role of Internal Competitive Climate. Journal of 

Business Ethics, 1. 

[146] Itani, O. S., Jaramillo, F., Chonko, L. (2019). Achieving Top Performance While Building 

Collegiality in Sales: It All Starts with Ethics. Journal of Business Ethics, 156,2, pp. 417-438. 

[147] Jackson, Jr., D. W., Keith, J.  E. & Schlacter, J. L. (1983). Evaluation of Selling Performance: A 

Study of Current Practices, Journal of Personal Selling & Sales Management, 3,2, pp. 42-51, 

doi:10.1080/08853134.1983.10754357. 

[148] Janowski, A. (2018). Personality Traits and Sales Effectiveness: The Life Insurance Market in 

Poland. Journal of Entrepreneurship. Management and Innovation, 14, pp. 143-160. 

[149] Jaramillo, F., Bande, B., Varela, J. (2015). Servant leadership and ethics: a dyadic examination 

of supervisor behaviors and salesperson perceptions. Journal of Personal Selling & Sales 

Management, 35,2, pp. 108-124. 

[150] Jaramillo, F., Mulki, J. P., Boles, J. S. (2013). Bringing meaning to the sales job: The effect of 

ethical climate and customer demandingness. Journal of Business Research, 66,11, pp. 2301-2307.  

[151] Jednak S., Makajic Nikolic D., Kragulj D., Vujosevic M. (2014). Economic Activities Structure 

and Development: Evidence from Serbia, Management, 71, 29-38. 

[152] Jeffery, M. (2010). Data-driven marketing: the 15 metrics everyone inmarketing should know, 

Hoboken, NJ: John Wiley & Sons. 

[153] Jobber, D. (2009). Principles and Practice of Marketing, 9th Ed, Thousand Oaks: SAGE 

publications. 

[154] Jobber, D., Hooley, G. J., Shipley, D. (1993). Organizational Size and Salesforce Evaluation 

Practices. Journal of Personal Selling & Sales Management, 13,2, pp. 37-48. 

[155] Johlke, M. C. & Iyer, R. (2013). A model of retail job characteristics, employee role ambiguity, external 

customer mind-set, and sales performance, 20,1, doi: 10.1016/j.jretconser.2012.10.006.  

[156] Johnson, C., Kaski, T., Karsten, Y., Alamäki, A., Stack, S. (2021). The role of salesperson 

emotional behavior in value proposition co-creation. Journal of Services Marketing, 35,5, pp. 617-

633. 

[157] Johnson, J. S., Jaramillo, F. (2017). Meta-analyses in sales research. Journal of Personal Selling 

& Sales Management, 37,2, pp. 134-152. 

[158]  Johnson, J. S., Matthes, J. M., Friend, S. B. (2019). Interfacing and customer-facing: Sales and 

marketing selling centers. Industrial Marketing Management, 77, pp. 41-56, 

doi:10.1016/j.indmarman.2017.08.011. 

[159] Jones, E., Brown, S. Zoltners, A. and Weitz, B. (2005). The changing enviroment of selling and sales 

managment, Journal of Personal Selling and Sales Managment, 25, pp. 105-111. 
[160] Joshi, A. W. and Randall, S. (2001). The indirect effects of organizational controls on 

salesperson performance and customer orientation, Journal of Business Research, 54,1, pp. 1-9. 
[161] Jreisat, A., Hassan, H. And Shankar, S (2018). Determinants of the productivity change for the 

banking sector in Egypt. Research in Finance, 34, pp. 89-116, doi: 10.1108/S0196-
382120170000034011. 

[162] Kadic-Maglajlic, S., Micevski, M., Arslanagic-Kalajdzic, M., Lee, N. (2017). Customer and 
selling orientations of retail salespeople and the sales manager’s ability-to-perceive-emotions: A 
multi-level approach. Journal of Business Research, 80, pp. 53-62. 

[163]  Kadic-Maglajlic, S., Palic, M., Cicic, M. (2011). Improvement of Personal Sales Efficiency in 
Automotive Retailing. Economic Research, 24,2, pp. 112-125, ISSN 1331 – 677X. 

[164] Kakani, R. K., Saha, B. And Reddy, V. N. (2001). Determinants of financial performance of 
Indian corporate sector in the post-liberalization era: an exploratory study determinant. NSE 
Research Initiative, (5), available at: https://ssrn.com/abstract=904983. 

https://doi.org/10.1080/08853134.1983.10754357
https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010539
https://www.tandfonline.com/doi/abs/10.1080/08853134.2015.1010539
https://www.tandfonline.com/doi/abs/10.1080/08853134.1993.10753946
https://www.tandfonline.com/doi/abs/10.1080/08853134.1993.10753946
https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1286596
https://doi.org/10.1016/J.INDMARMAN.2017.08.011
https://ssrn.com/abstract=904983


15  

[165] Kalra, A., Agnihotri, R., Chaker, N. N., Singh, R. K., Das, B. K. (2017). Connect within to 
connect outside: effect of salespeople’s political skill on relationship performance. Journal of 
Personal Selling & Sales Management, 37,4, pp. 332-348. 

[166] Kalra, A., Dugan, R., Agnihotri, R. (2021). “A little competition goes a long way”: Substitutive 
effects of emotional intelligence and workplace competition on salesperson creative selling. 
Marketing Letters 17. 

[167] Kaski, T., Niemi, J., Pullins, E. (2018). Rapport building in authentic B2B sales interaction. 
Industrial Marketing Management, 69, pp. 235-252. 

[168] Keillor, B. D., Perker, R.S. and Pettijohn, C. E. (2000). Relationship-oriented characteristics and 
individual salesperson performance, Journal of Business & Industrial Marketing, 15,1, pp. 7-22. 

[169] Kenneth, R.E., McFarland, R.G., Dietz, B. And & Jaramillo, F. (2012). Advancing Sales 
Performance Research: A Focus on Five UnderResearched Topic Areas. Journal of Personal 
Selling & Sales Management, 32,1, pp. 89-105, http://dx.doi.org/10.2753/PSS0885-3134320108. 

[170] Kidwell, B. McFarland, R. and Ramon, A. (2007). Perceiving emotion in the buyer- seller 
interchange: the moderated impact on performance, Journal of Personal Selling and Sales 
Management, 27, pp.119-132. 

[171] Kim, J.-W., Prater, E. (2011). Service Marketing Productivity and Firm Profit: Evidence from 
U.S. Domestic Airline Companies. Services Marketing Quarterly, 32,3, pp. 181-198. 

[172] Kim, K. K., Park, S.-H., Ryoo, S. Y. Park, S. K. (2010). Inter-organizational cooperation in 
buyer- seller relationships: both perspectives, Journal of Business Research, 63,8, pp. 863-869. 

[173] Kinnear, T.C., Kenneth L. Bernhardt and Kathleen, H.K. (1995). Principles of Marketing, New 

York: Harper Collins Publishers. 
[174] Kitchen, P. J. and de Pelsmacke, P. (2004). Integrated marketing communications New York: 

Routledge. 
[175] Knežević, S, Obradović, T., Mitrović, A., Milašinović, M. (2021). Računovodstveni 

informacioni sistemi u digitalnom okruženju (Accounting information systems in digital 
environment). SPIN 21 „Industrija 4.0 – mogućnosti, izazovi i rešenja za digitalnu transformaciju 
privrede”, Beograd, 8 – 9. novembar 2021. godine, Zbornik radova, ISBN: 978-86-7680-396-5, 
str. 390-398. 

[176] Knežević, S., Lukić, R., Mitrović, A. (2019). Application of non-standardized (alternative) 

financial metrics based on the income statement in measuring. The performance of trade 

companies, Scientific Conference Accounting and audit in theory and practice, Banja Luka 

College, Banja Luka, 2019. 25th of May 2019, Conference Proceedings, ISBN 978-99938-1-368-

2, pp. 65-81, doi 10.7251/blczb0119065k.     

[177] Knežević, S., Mitrović, A., Grgur, A., Vujić, M. (2019). Analiza finansijskih izveštaja, Beograd: 

izdanje autora. 

[178] Кnežević, P.S., Fabris, M. (2010). Upravljanje obrtnim sredstvima i kratkoročnim obavezama, 

Računovodstvo, 54(11-12), 61-72, ISSN 1450-6114, COBISS.SR-ID 139739399, Savez 

računovođa i revizora Srbije, Beograd.  

[179] Knežević. S. (2019). Finansijsko izveštavanje, Beograd: izdanje autora. 

[180] Koopmans, L., Bernaards, C., Hildebrandt, V., van Buuren, S., van der Beek, A. J. and de Vet, 

H. C. W. (2013). Development of an individual work performance questionnaire. International 

Journal of Productivity and Performance Management, 62,1, pp. 6-28, 

https://doi.org/10.1108/17410401311285273. 

[181] Koponen, J., Julkunen, S., Asai, A. (2019). Sales communication competence in international 

B2B solution selling. Industrial Marketing Management, 82, pp. 238-252. 

[182] Kostić-Stanković, M. (2009). Poslovna komunikacija – Pregovaranje i komunikacija, Beograd: 

Centar za izdavačku delatnost Građevinskog fakulteta. 

[183] Kostić-Stanković, M. (2011). Integrisane poslovne komunikacije, Beograd: Fakultet  

organizacionih nauka. 

[184] Kostić-Stanković, M. (2013). Marketinško komuniciranje u uparavljanju odnosima s kupcima, 

Beograd: Zadužbina Andrejević. 

[185] Kotler, P. Armstrong, G. Wong, V. and Saunders, J. (2008). Priciples of marketing (5th ed.), 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1391100
https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1391100
http://dx/
https://www.tandfonline.com/doi/abs/10.1080/15332969.2011.581902
https://www.tandfonline.com/doi/abs/10.1080/15332969.2011.581902
https://www.emerald.com/insight/search?q=Linda%20Koopmans
https://www.emerald.com/insight/search?q=Claire%20Bernaards
https://www.emerald.com/insight/search?q=Vincent%20Hildebrandt
https://www.emerald.com/insight/search?q=Stef%20van%20Buuren
https://www.emerald.com/insight/search?q=Allard%20J.%20van%20der%20Beek
https://www.emerald.com/insight/search?q=Henrica%20C.W.%20de%20Vet
https://www.emerald.com/insight/search?q=Henrica%20C.W.%20de%20Vet
https://www.emerald.com/insight/publication/issn/1741-0401
https://www.emerald.com/insight/publication/issn/1741-0401
https://doi.org/10.1108/17410401311285273


16  

Harlow: Prentice Hall. 

[186] Kotler, P., Armstrong, G and Parment, A. (2016). Principles of Marketing (13th ed.). Harlow: 

Pearson Education Ltd. 

[187] Kotler, P., Kartajaya, H. and Setiawan, I. (2010). Marketing 3.o: From products to customers to 

the human spirit, Hoboken, NJ: Wiley & Sons. 

[188] Kotler, P., Keller K. L. (2006). Marketing menadžment, Beograd: Datastatus. 

[189] Lai, C. J., Yang, Y. (2017). The role of formal information sharing in key account team 

effectiveness: does informal control matter and when. Journal of Personal Selling & Sales 

Management, 37,4, pp. 313-331. 

[190] Lai, C-H. & Wei, M-Y. (2007). “A common weighted performance evaluation process by using data 

envelopment analysis models,” IEEE International Conference on Industrial Engineering and 

Engineering Management, 2007, pp. 827-831, doi: 10.1109/IEEM.2007.4419306. 

[191] Leach, M. P., Epler, R. T., Wang, S. (2021). Adapting sales influence tactics in the information 

intensive era. Journal of Business & Industrial Marketing, 36,8, pp. 1261-1272. 

[192] Leigh, T. M., DeCarlo, T. E., Allbright, D., James Lollar. (2014). Salesperson knowledge 

distinctions and sales performance. Journal of Personal Selling & Sales Management, 34,2, pp. 

123-140. 

[193] Lekić, N., Savić, G., Knežević, S., Mitrović, A. (2018). The efficiency analysis in small wineries 

in the Republic of Serbia. Economics of Agriculture, 65,4, pp. 1529-1544. 

DOI:10.5937/ekoPolj1804529L. 

[194] Levy, M. and Weitz, B. (2009). Retail managment (7 th ed.), New York: McGraw Hill. 

[195] Levy, S.M. (2006). Public relations & integrated communications, New Delhi: Lotus Press. 

[196] Li, F. and Nicholls, J. A. F. (2000). Transactional or relationship marketing: determinants of 

strategic choices, Journal of Marketing Managment, 16, pp. 449-64. 

[197] Li, S., Ragu-Nathan, B., Ragu-Nathan, T.S. and Subba R. S. (2014). The impact of marketing 

managment practices on competitive advantage and organizational position, Reexamining supply 

chain integration management: An international Journal, 34,2, pp. 107-124. 

[198] Liu, J. S., Lu, L. Y. Y., Lu, W.-M., & Lin, B. J. Y. (2013). A survey of DEA applications. 

Omega, 41(5), pp. 893–902, doi: 10.1016/j.omega.2012.11.004.  

[199] Liu, J.S., Lu, L.Y.Y., Lu, W.-M., & Lin, B.J.Y. (2013). Data envelopment analysis 1978–2010: A 

citation-based literature survey. Omega, 41(1), pp. 3–15. doi: 10.1016/j.omega.2010.12.006.  

[200] Liu, Y., Hochstein, B., Bolander, W., Bradford, K., Weitz, B. A. (2020). Internal selling: 

Antecedents and the importance of networking ability in converting internal selling behavior into 

salesperson performance. Journal of Business Research, 117, pp. 176-188. 

[201] Liu, Y., Huang, Y., Fan, H. (2018). Influence tactics, relational conditions, and key account 

managers' performance. Industrial Marketing Management, 73, pp. 220-231. 

[202] Liu, Y., Liu, T., Li, Y., Ruan, L. (2022). Links between influence strategies and satisfaction: 

reexamination from the dyadic and network perspectives. Journal of Business & Industrial 

Marketing, 37,2, pp. 252-265. 

[203] Lo, S. M. and Power, D. (2010). An empirical investigation of the relationship between product 

nature and promotional strategy, Promotion Management: An International Journal, 15,2, pp. 139-

153. 

[204] Locander, D. A., Locander, J. A., Weinberg, F. J. (2020). How salesperson traits and intuitive 

judgments influence adaptive selling: A sensemaking perspective. Journal of Business Research, 

118, pp. 452-462. 

[205] Locander, D. A., Mulki, J. P., Weinberg, F. J. (2014). How Do Salespeople Make Decisions? 

The Role of Emotions and Deliberation on Adaptive Selling, and the Moderating Role of 

Intuition. Psychology & Marketing, 31,6, pp. 387-403. 

[206] Lu, S., Bonfrer, A., Voola, R. (2015). Retaining Talented Salespeople. Customer Needs and 

Solutions, 2,2, pp. 148-164. 

[207] Lukić, R. (2011). Evaluacija poslovnih performansi u maloprodaji, Beograd: Ekonomski 

fakultet.  

https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1393341
https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1393341
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890902
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890902
http://dx.doi.org/10.5937/ekoPolj1804529L


17  

[208] Lussier, B., Hartmann, N. N., Bolander, W. (2021). Curbing the Undesirable Effects of 

Emotional Exhaustion on Ethical Behaviors and Performance: A Salesperson–Manager Dyadic 

Approach. Journal of Business Ethics, 169,4, pp. 747-766. 

[209] Lyngdoh, T., Liu, A. H., Sridhar, G. (2018). Applying positive psychology to selling behaviors: 

A moderated–mediation analysis integrating subjective well-being, coping and organizational 

identity. Journal of Business Research, 92, pp. 142-153. 

[210] Macintosh, G., Anglin, K.A., Szymanski, D. M. and Gentry, J. W. (2012). Relationship 

development in selling: a cognitive analysis, Journal of Personal Selling and Sales Management, 

12,4, pp. 23-34. 

[211] Marimuthu, K.N. (2012). Financial performance of textile industry: a study on listed companies 

of Tamilnadu. International Journal of Research in Management, Economics and Commerce, 2, 

11, pp. 365-377, available at: www.indusedu.org. 

[212] Martić, M., & Savić, G. (2001). An application of DEA for comparative analysis and ranking 

of regions in Serbia with regards to social-economic development. European Journal of 

Operational Research, 132(2), pp. 343–356. doi:10.1016/s0377-2217(00)00156-9.  

[213] Martić, M., Novaković, M., Baggia, A. (2009). Data Envelopment Analysis - Basic Models 

and their Utilization. Organizacija, 42,2, pp. 37-43, doi:10.2478/v10051-009-0001-6.  

[214] McFarland, R. G. (2019). A conceptual framework of macrolevel and microlevel adaptive 

selling theory, setting a research agenda, and suggested measurement strategies. Journal of 

Personal Selling & Sales Management, 39,3, pp. 207-221. 

[215] McFarland, R. G., Dixon, A. L. (2019). An updated taxonomy of salesperson influence tactics. 

Journal of Personal Selling & Sales Management, 39,3, pp. 238-253. 

[216] McKean, J. (2003). Customers are people-the human touch, Chichester: Wiley. 

[217] Merrills, J., and Fisher, J. Chapter 29 - The Sale of Goods, Editor(s): Jonathan Merrills, Jonathan 

Fisher, Pharmacy Law and Practice (Fourth Edition), Elsevier Science B.V., 2006, Pages 310-332, 

https://doi.org/10.1016/B978-044452201-6/50029-0. 

[218] Miao, C. F., Wang, G. (2016). The differential effects of functional vis-à-vis relational customer 

orientation on salesperson creativity. Journal of Business Research, 69,12, pp. 6021-6030. 

[219] Mitrović, A., Knežević, S. (2020). Računovodstvo, Fakultet za hotelijerstvo i turizam u 

Vrnjačkoj Banji. 

[220] Mohanty, P. K., Patro, A. (2022). Analyzing repurchase behavior and benchmarking brands: 

implications for salespersons in a personal selling context. Journal of Agribusiness in Developing 

and Emerging Economies, 12,1, pp. 56-74. 

[221] Moon, H. K., Choi, B. K. (2014). How an organization's ethical climate contributes to customer 

satisfaction and financial performance. European Journal of Innovation Management, 17,1, pp. 

85-106. 

[222] Morelli, G., Braganza, A. (2012). Goal setting barriers: a pharmaceutical sales force case study. 

The International Journal of Human Resource Management, 23,2, pp. 312-332. 

[223] Morris, M. H., LaForge, R. W., Allen, J. A. (1994). Salesperson Failure: Definition, Determinants, 

and Outcomes. Journal of Personal Selling & Sales Management, 14,1, pp. 1-15. 

[224] Mousa, M. E.-S. and Kamel, M.A. (2021). An integrated framework for predicting the best 

financial performance of banks: evidence from Egypt. Journal of Modelling in Management, Vol. 

ahead-of-print No. ahead-of-print, https://doi.org/10.1108/JM2-02-2021-0040. 

[225] Mullins, R. R., Panagopoulos, N. G. (2019). Understanding the theory and practice of team 

selling: An introduction to the special section and recommendations on advancing sales team 

research. Industrial Marketing Management, 77, pp. 1-3. 

[226] Murphy, L. E., Coughlan, J. P. (2018). Does it pay to be proactive? Testing proactiveness and 

the joint effect of internal and external collaboration on key account manager performance. 

Journal of Personal Selling & Sales Management, 38,2, pp. 205-219. 

[227] Murphy, W. H., Dacin, P. A. (1998). Sales Contests: A Research Agenda. Journal of Personal 

Selling & Sales Management, 18,1, pp. 1-16. 

[228] Nanarpuzha, R., Noronha, E. (2016). Seeking attention: an investigation of salesperson influence 

http://www.indusedu.org/
https://www.tandfonline.com/doi/abs/10.1080/08853134.2019.1645019
https://www.tandfonline.com/doi/abs/10.1080/08853134.2019.1645019
https://www.tandfonline.com/doi/abs/10.1080/08853134.2019.1592685
https://doi.org/10.1016/B978-044452201-6/50029-0
https://www.tandfonline.com/doi/abs/10.1080/09585192.2011.561226
https://www.tandfonline.com/doi/abs/10.1080/08853134.1994.10753972
https://www.tandfonline.com/doi/abs/10.1080/08853134.1994.10753972
https://www.emerald.com/insight/search?q=Mohamed%20El-Sayed%20Mousa
https://www.emerald.com/insight/search?q=Mahmoud%20Abdelrahman%20Kamel
https://www.emerald.com/insight/publication/issn/1746-5664
https://doi.org/10.1108/JM2-02-2021-0040
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1437352
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1437352
https://www.tandfonline.com/doi/abs/10.1080/08853134.1998.10754116
https://www.tandfonline.com/doi/abs/10.1080/08853134.2016.1158656


18  

strategies used while selling to small retailers. Journal of Personal Selling & Sales Management, 

36,2, pp. 144-159. 

[229] Narimani, R. and Narimani, A. (2012). A new hybrid model for improvement of ARIMA by 

DEA. Decision Science Letters, 1(2), pp. 59-68. 

[230] Newman, A. J. and Cullen, P. (2002). Retailing: environment and operations, London: Thomson 

Learning, Great Britain. 

[231] Nguyen, T. D., Paswan, A., Dubinsky, A. J. (2018). Allocation of Salespeople's resources for 

generating new sales opportunities across four types of customers. Industrial Marketing 

Management, 68, pp. 114-131. 

[232] Nie, Y. Y., Da Liang, A. R., Chen, D. J. (2017). Assessing the effect of organic-food short storytelling 

on consumer response. The Service Industries Journal, 37,15-16, pp. 968-985. 

[233] Oakley, J., Bush, A. J. (2016). The role of suspicion in B2B customer entertainment. Journal of 

Business & Industrial Marketing, 31,5, pp. 565-574. 

[234] Ozyoruk, E., Erkip, N. K., Ararat, C. (2022). End-of-life inventory management problem: 

Results and insights. International Journal of Production Economics, 243, 

https://doi.org/10.1016/j.ijpe.2021.108313. 

[235] Paesbrugghe, B., Rangarajan, D., Hochstein, B., Sharma, A. (2020). Evaluation of salespeople 

by the purchasing function: implications for the evolving role of salespeople. Journal of Personal 

Selling & Sales Management, 40,4, pp. 289-305. 

[236] Palmatier, R. W. (2008). Relationship Marketing, Massachusetts: Marketing Science Institute. 

[237] Panagopoulos, N. and Dimitriadis, S. (2009). Transformational leadership as a mediator of the 

relationship between behavior‐based control and salespeople's key outcomes: An initial 

investigation. European Journal of Marketing, 43, 7/8, pp. 1008-1031, 

https://doi.org/10.1108/03090560910961498. 

[238] Park, T., Mishra, A. K., & Wozniak, S. J. (2013). Do farm operators benefit from direct-to-

consumer marketing strategies? Agricultural Economics, 45(2), pp. 213–224, 

doi:10.1111/agec.12042.  

[239] Peesker, K. M., Ryals, L. J., Rich, G. A., Boehnke, S. E. (2019). A qualitative study of leader 

behaviors perceived to enable salesperson performance. Journal of Personal Selling & Sales 

Management, 39,4, pp. 319-333. 

[240] Pelham, A. M. (2002). An Exploratory Model and Initial Test of the Influence of Firm Level 

Consulting-Oriented Sales Force Programs on Sales Force Performance. Journal of Personal 

Selling & Sales Management, 22,2, pp. 97-109. 

[241] Percy, L. (2014). Strategic integrated marketing communications, New York: Routledge. 

[242] Perloff, R. M. (2010). The dymanics of persuasion: communication and attitudes in the 21 st 

century (4 th ed.), New Zork: Routledge. 

[243]  Peterson, R. A. & Wotruba, T. R. (1996). What Is Direct Selling? ‒ Definition, Perspectives, 

and Research Agenda, Journal of Personal Selling & Sales Management, 16,4, pp. 1-16, 

http://dx.doi.org/10.1080/08853134.1996.10754070. 

[244] Peterson, R. A., & Albaum, G. and Crittenden, V. L. (2020). Self-efficacy beliefs and direct 

selling sales performance. International Journal of Applied Decision Sciences, 13,14, pp. 448-463. 

[245] Peterson, R. M., Malshe, A., Friend, S. B., Dover, H. (2021). Sales enablement: conceptualizing 

and developing a dynamic capability. Journal of the Academy of Marketing Science, 49,3, pp. 

542-565. 

[246] Pezhman, R. and Shahin, A. (2013). Analysing the influence of ethical sales behavior 

oncustomers loyalty through customer satisfaction and trust in insurance company. International 

Journal of Academic Research in Business and Social Scineces, 3, pp. 45-56. 

[247] Pickton, D. and Broderick, A. (2005). Integrated marketing communications, Harlow: Prentice 

Hall. 

[248] Pilling, B. K., Donthu, N. and Henson, S. (1999). Accounting for the Impact of Territory 

Characteristics on Sales Performance: Relative Efficiency as a Measure of Salesperson 

Performance. Journal of Personal Selling & Sales Management, 19,2, pp. 35-45, doi: 

https://www.tandfonline.com/doi/abs/10.1080/08853134.2016.1158656
https://www.tandfonline.com/doi/abs/10.1080/02642069.2017.1371143
https://www.tandfonline.com/doi/abs/10.1080/02642069.2017.1371143
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1813590
https://www.tandfonline.com/doi/abs/10.1080/08853134.2020.1813590
https://www.emerald.com/insight/search?q=Nikolaos%20Panagopoulos
https://www.emerald.com/insight/search?q=Sergios%20Dimitriadis
https://www.emerald.com/insight/publication/issn/0309-0566
https://doi.org/10.1108/03090560910961498
https://www.tandfonline.com/doi/abs/10.1080/08853134.2019.1596816
https://www.tandfonline.com/doi/abs/10.1080/08853134.2019.1596816
https://www.tandfonline.com/doi/abs/10.1080/08853134.2002.10754298
https://www.tandfonline.com/doi/abs/10.1080/08853134.2002.10754298
http://dx.doi.org/10.1080/08853134.1996.10754070
https://www.inderscienceonline.com/journal/ijads


19  

10.1080/08853134.1999.10754170. 

[249] Plank R. E. & Reid, D. A. (1994). The Mediating Role of Sales Behaviors: An Alternative 

Perspective of Sales Performance and Effectiveness, Journal of Personal Selling & Sales 

Management, 14,3, pp. 43-56. 

[250] Plouffe, C. R. (2018). Is it navigation, networking, coordination … or what? A multidisciplinary 

review of influences on the intraorganizational dimension of the sales role and performance. 

Journal of Personal Selling & Sales Management, 38,2, pp. 241-264. 

[251] Plouffe, C. R., Bolander, W., Cote, J. A. (2014). Which influence tactics lead to sales 

performance? It is a matter of style, Journal of Personal Selling & Sales Management, 34,2, pp. 

141-159. 

[252] Plouffe, C., Beuk, F., Hulland, J., Nenkov, G. Y. (2017). Elaboration on potential outcomes 

(EPO) and the consultative salesperson: investigating effects on attributions and performance. 

Journal of Personal Selling & Sales Management, 37,2, pp. 113-133. 

[253] Plouffe, C. R., Bolander, W., Cote, J. A., Hochstein, B. (2016). Does the Customer Matter Most? 

Exploring Strategic Frontline Employees’ Influence of Customers, the Internal Business Team, 

and External Business Partners. Journal of Marketing, 80,1, pp. 106-123. 

[254] Porter, M. E. (2008). The five competitive forces that shape strategy. Harvard Business Review, 

86(1), pp. 25-40. 

[255] Prajogo, D. and Olhager, J. (2012). Customer integration and performance: the effect of 

longterm relationship, information technology and sharing, and logistics integration, International 

Journal of Production Economics, 135,1, pp. 514-522. 

[256] Razi, N., Moshabaki, A., Hosseini, H. K., Kordnaeij, A. (2021). A model for B2B salesperson 

performance with service ecosystems perspective: a grounded theory. Journal of Business & 

Industrial Marketing ahead-of-print: ahead-of-print. 

[257] Reinartz; W.J. and Kumar,V. (2003). The impact of customer relationship characteristics on 

profitable lifetime duration, Journal of Marketing, 67, pp. 77-99. 

[258] Reynolds, D. (2004). An Exploratory Investigation of Multiunit Restaurant Productivity 

Assessment Using Data Envelopment Analysis. Journal of Travel & Tourism Marketing, 16,2-3, 

pp. 19-26. 

[259] Rodríguez, R., Høgevold, N., Otero-Neira, C., Svensson, G. (2022). A sequential logic model 

between sales performance and salesperson satisfaction in B2B markets. Journal of Business & 

Industrial Marketing, 37,1, pp. 180-194. 

[260] Román, S., Martín, P. J. (2014). Does the hierarchical position of the buyer make a difference? 

The influence of perceived adaptive selling on customer satisfaction and loyalty in a business-to-

business context. Journal of Business & Industrial Marketing, 29,5, pp. 364-373. 

[261] Ryari, H., Alavi, S., Wieseke, J. (2021). Drown or Blossom? The Impact of Perceived Chronic 

Time Pressure on Retail Salespeople's Performance and Customer–Salesperson Relationships. 

Journal of Retailing, 97,2, pp. 217-237. 

[262] Samo, A. H. and Murad, H. (2019). Impact of liquidity and financial leverage on firm’s 

profitability – an empirical analysis of the textile industry of Pakistan. Research Journal of Textile 

and Apparel, 23, 4, pp. 291-305, doi: 10.1108/RJTA-09-2018-0055. 

[263] Scholz, T., Redler, J., Pagel, S. (2021). Re-designing adaptive selling strategies: the role of 

different types of shopping companions. Review of Managerial Science, 15,5, pp. 1243-1280. 

[264] Schrock, W. A., Zhao, Y., Hughes, D. E., Richards, K. A. (2016). JPSSM since the beginning: 

intellectual cornerstones, knowledge structure, and thematic developments. Journal of Personal 

Selling & Sales Management, 36,4, pp. 321-343. 

[265] Schulz, R. J. and Good, D. (2000). Impact of the consideration of future sales consequences and 

customer - oriented selling on long- term buyer- seller relationships, Journal of Business & 

Industrial Marketing, 15,4, pp. 200-215. 

[266] Seyed, H. S. S. & Reza, F. S. (2020). Developing a novel inverse data envelopment analysis. 

Expert Systems, doi:10.1111/exsy.12579.  

[267] Shannahan, R. J, Shannahan, K. L. J., Bush, A. J., Moncrief, W. C. (2016) Taking the Good with 

https://doi.org/10.1080/08853134.1999.10754170
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1450147
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1450147
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890901
https://www.tandfonline.com/doi/abs/10.1080/08853134.2014.890901
https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1283231
https://www.tandfonline.com/doi/abs/10.1080/08853134.2017.1283231
https://www.tandfonline.com/doi/abs/10.1300/J073v16n02_02
https://www.tandfonline.com/doi/abs/10.1300/J073v16n02_02
https://www.tandfonline.com/doi/abs/10.1080/08853134.2016.1253019
https://www.tandfonline.com/doi/abs/10.1080/08853134.2016.1253019
https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1170535


20  

the Bad‒Customer Type as a Segmentation Criterion and Differential Influencer of Sales 

Performance. Journal of Marketing Theory and Practice, 24,3, pp. 283-305. 

[268] Shannahan, R. J., Bush, A. J., Shannahan, K. L. J., Moncrief, W. C. (2017). How salesperson 

perceptions of customers' pro-social behaviors help drive salesperson performance. Industrial 

Marketing Management, 62, pp. 36-50. 

[269] Sheth, J. N. and Parvatiyar, A. (2005). Relationship marketing in consumer markets: antecedents 

and consequences, Journal of the Academy of Marketing Science, 23,4, pp. 255-71. 

[270] Shimp, T.A. (2013). Advertising, Promotion and Other Aspects of Integrated Marketing 

Communications (7th ed.), Boston, MA: Cengage Learning. 

[271] Shipley, D., Jobber D. (1994). Size Effects on Sales Mangement Practices Of Small Firms: A 

Study of Industrial Distributors. Journal of Personal Selling & Sales Management, 14,1, pp. 31-

43. 

[272] Simonović, D. (2022). Menadžment performansi porodičnih preduzeća, Akademija strukovnih 

studija Šumadija, Odsek Aranđelovac. 

[273] Simonović, D. S. Knežević & Popović, M. (2019). Improvement of direct sales by application of 

operational research methods. XLVI International Symposium on Operational Research, SYM-

OP-IS 2019, Kladovo, 15–18. September 2019, Conference Proceedings, Editori: Vidović, M., 

Vukadinović, K., Popović, D., ISBN: 978-86-7680-363-7, pp. 471–476. Beograd: Fakultet 

organizacionih nauka.  

[274] Simonović, D., Joksić, J., Travica, J. (2019). Menadžment porodičnih preduzeća, Aranđelovac: 

Visoka škola strukovnih studija. 

[275] Sirdeshmukh, D., Singh, J. and Sabol, B. (2002). Consumer Trust, Value, and Loyalty in 

Relational Exchanges, Journal of Marketing, 66, pp. 15-37. 

[276] Sirina, N., & Zubkov, V. (2021). Transport Services Management on Transport and Logistic 

Methods. Transportation Research Procedia, 54, pp. 263–273, doi: 10.1016/j.trpro.2021.02.072.  

[277] Skiba, J., Saini, A., Friend, S. B. (2019). Sales manager cost control engagement: antecedents 

and performance implications. Journal of Personal Selling & Sales Management, 39,2, pp. 123-

137. 

[278] Slater, S. F. and Olson, E. M. (2000). Strategy type and performance: influence of sales force 

management, Strategic Management Journal, 21, pp. 813-29. 

[279] Slåtten, T., Lien, G., Horn, C. M. F., Pedersen, E. (2019). The links between psychological 

capital, social capital, and work-related performance – A study of service sales representatives. 

Total Quality Management & Business Excellence, 30: sup1, pp. S195-S209. 

[280] Slijepčević, M., Kostić, M. and Radojević, I. (2019). Modern model of integrated corporate 

communication. Mednarodno inovativno poslovanje (Journal of Innovative Business and 

Management), 10(1). doi: 10.32015/JIMB/2018-10-1-2. 

[281] Smith, L., Mounter, P. (2005). Effective communication, London: Kogan Page. 

[282] Solomon, M. Bamossy, G. Askegaard, S. and Hogg, M. (2010). Consumer behavior: A 

European perspective (4 th ed), New York: Prentice Hall. 

[283] Spiro, R. L. & Weitz, B. A. (1990). Adaptive Selling: Conceptualization, Measurement, and 

Nomological Validity. Journal of Marketing Research, 27, pp. 61-69. 

[284] Sridhar, G., Lyngdoh, T. (2019). Flow and Information Sharing as Predictors of Ethical Selling 

Behavior. Journal of Business Ethics, 158,3, pp. 807-823. 

[285] Srikanth, K. and Puranam, P. (2011). Integrating marketing and sales: comparing task design, 

communication, and tacit coordination mechanisms, Strategic Management Journal, 32,8, pp. 849-

875. 

[286] Srivastava, R., Tang, T. L.-P. (2015). Coping Intelligence: Coping Strategies and Organizational 

Commitment Among Boundary Spanning Employees. Journal of Business Ethics, 130,3, pp. 525-

542. 

[287] Stathakopoulos, V. (1997). Effects of performance appraisal systems on marketing managers. 

Journal of Marketing Management, 13,8, pp. 835-852. 

[288] Steve, B., Davies, B., Swindley, D. (1991). Dictionary of Retailing, London: Macmillan Press. 

https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1170535
https://www.tandfonline.com/doi/abs/10.1080/10696679.2016.1170535
https://www.tandfonline.com/doi/abs/10.1080/08853134.1994.10753974
https://www.tandfonline.com/doi/abs/10.1080/08853134.1994.10753974
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1548284
https://www.tandfonline.com/doi/abs/10.1080/08853134.2018.1548284
https://www.tandfonline.com/doi/abs/10.1080/14783363.2019.1665845
https://www.tandfonline.com/doi/abs/10.1080/14783363.2019.1665845
https://www.tandfonline.com/doi/abs/10.1080/0267257X.1997.9964514


21  

[289] Stojanović, D. Modelling Sales. Journal of the Operational Research Society (1994), 1060–1067, 

https://doi.org/10.1057/jors.1994.171. 

[290] Strahle, W. M. and Spiro, R. L. (2006). Linking market share strategies to salesforce objectives, 

activities and compensation policies, Journal of Personal Selling and Sales Management, 6,2, pp. 

11-18. 

[291] Strahle, W. M., Spiro, R. L., Acito, F. (2006). Marketing and sales: Strategic alignment and 

functional implementation, Journal of Personal Selling and Sales Management,16,1, pp. 1-20. 

[292] Stuart, B. E., Sarow, M. S. and Stuarz, L. (2007). Integrated business communication: in a global 

marketplace, Chichester: John Wiley & Sons. 

[293] Suknović, M., Delibašić, B., Jovanović, M., Vukićević, M., Radovanović, S. (2021). 

Odlučivanje, sedmo prerađeno i dopunjeno izdanje, Beograd: Fakultet organizacionih nauka.  

[294] Sundström, M., & Hjelm-Lidholm, S. (2019). Re-positioning customer loyalty in a fastmoving 

consumer goods market. Australasian Marketing Journal (AMJ). doi: 

10.1016/j.ausmj.2019.09.004. 

[295] Svitalkova, Z. (2014). Comparison and evaluation of bank efficiency in selected countries in 

EU”, Procedia Economics and Finance, 12,1, pp. 644-653. 

[296] Szymanski, D. M. (1988). Determinants of Selling Effectiveness: The Importance of Declarative 

Knowledge to the Personal Selling Concept. Journal of Marketing, 52, pp. 65-77. 

[297] Teerasoponpong, S., & Sopadang, A. (2022). Decision support system for adaptive sourcing and 

inventory management in small- and medium-sized enterprises. Robotics and Computer-

Integrated Manufacturing, 73, doi: 10.1016/j.rcim.2021.102226. 

[298] Terho, H., Eggert, A., Ulaga, W., Haas, A., Böhm, E. (2017). Selling Value in Business 

Markets: Individual and Organizational Factors for Turning the Idea into Action. Industrial 

Marketing Management, 66, pp. 42-55. 

[299] Tosun, P. (2020). International Journal of Bank Marketing, 38,6. 

[300] Ulaga, W., Kohli, A. K. (2018). The role of a solutions salesperson: Reducing uncertainty and 

fostering adaptiveness. Industrial Marketing Management, 69, pp. 161-168. 

[301] Varadarajan, R. (2010). Strategic marketing and marketing strategy: domain, definition, 

fundamental issues and foundation premises. Journal of the Academy of Marketing Science, 38, 

pp.119-140. 

[302] Varela-Neira, C., Araujo, M-D.R., Sanmartín, E. R. (2018). How and when a salesperson's 

perception of organizational politics relates to proactive performance. European Management 

Journal, 36,5, pp. 660-670. 

[303] Vargo, S. L. and Lusch, R. F. (2004). Evolving to a new dominant logic for marketing, Journal 

of Marketing, 68, pp.1-17. 

[304] Varley, R. and Mohammed, R. (2004). Principles of Retail Management, New York: Palgrave 

Macmillan. 

[305] Vickery, S. K., Jayaram, J. Droge, C. and Calantone, R. (2003). The effects of an integrative 

strategy on customer service and financial performance: an analysis of direct versus indirect 

relationships. Journal of Operations Management, 21,5, pp. 523-539. 

[306] Walker, O. C., Churchill, G. A. and Ford, N. M. (1979). “Where Do We Go from Here? Some 

Selected Conceptual and Empirical Issues Concerning the Motivation and Performance of the 

Industrial Salesforce,” in Albaum, G. and Churchill, G. A (eds), Critical Issues in Sales 

Management: State of the Art and Future Research Needs, Eugene, OR: University of Oregon, 10-

75. 

[307] Wang, C.-H., Chung-Te, T. and Chin-Wei, H. (2011). An efficiency comparison of high-tech 

firm R&D innovation in different environmental conditions. Asia Pacific Management Review, 

16,2, pp. 133-164. 

[308] Wang, G., Ma, X. (2013). The Effect of Psychological Climate for Innovation on Salespeople’s 

Creativity and Turnover Intention. Journal of Personal Selling & Sales Management, 33,4, pp. 

373-387. 

[309] Wang, G., Miao, C. F. (2015). Effects of sales force market orientation on creativity, innovation 

https://link.springer.com/journal/41274
https://www.tandfonline.com/doi/abs/10.2753/PSS0885-3134330402
https://www.tandfonline.com/doi/abs/10.2753/PSS0885-3134330402


22  

implementation, and sales performance. Journal of Business Research, 68,11, pp. 2374-2382. 

[310] Wanke, P., Abul Kalam Azad, M., Emrouznejad, A. & Antunes, J. (2019). A dynamic network DEA 

model for accounting and financial indicators: A case of efficiency in MENA banking, International 

Review of Economics and Finance, doi: https://doi.org/ 10.1016/j.iref.2019.01.004. 

[311] Weitz, B. A. and Bradford, K. D. (2009). Personal selling and sales managment: a relationship 

marketing perspective, Journal of the Academy of Marketing Science, 27,2, pp. 241-54. 

[312] Wells, B. P. (2013). Recovering from Poor Hiring Decisions: A Case in Direct Sales. Small 

Business Institute. 9(1), 66-86. 

[313] Wilson, D. T. (2005). An integrated model of buyer-seller relationships, Journal of the Academy 

of Marketing Science, 23,4, pp. 335-45. 

[314] Wrice, M. (2002). First steps in a retail career (2nd ed), South Yarra: MacMillan Australia. 

[315] Wright, P. M., Gardner, T. M., Moynihan, L. M. (2003). The impact of HR practices on the 

performance of business units. Human resource management journal, 13,3, pp. 21–36, 

doi:10.1111/j.1748-8583. 2003.tb00096. x. 

[316] Wu, W.-Y., Hsin-Ju, T., Kuei-Yang, C. and Lai, M. (2006). Assessment of intellectual capital 

management in Taiwanese IC design companies: using DEA and the Malmquist productivity 

index. R&D Management, 36, 5, pp. 531-545. 

[317] Ye, L., Cheong, Y. (2012). Advertising Spending Efficiency of Beauty-Care Product 

Companies: Comparison Between Local Companies and Multinational Companies in the U.S. 

Market ournal of Global Marketing, 25,5, pp. 262-281. 

[318] Yen, J, Chen, M. and Chen, Y. (2008). The study of direct selling managment strategies: An 

example of the Avon Cosmetics company in Taiwan. Journal of International Management 

Studies, 5, pp. 54-68. 

[319] Yoo, B., Donthu, N., Pilling, B. K. (1998). Channel Efficiency. Journal of Marketing Channels 

6,3-4, pp. 1-15. 

[320] Yoo, J., Arnold, T. (2019). Frontline employee authenticity and its influence upon adaptive 

selling outcomes. European Journal of Marketing, 53,11, pp. 2397-2418. 

[321] Zablah, A. R., Franke, G. R., Brown, T. J. and Bartholomew, D. E. (2012). How and when does 

customer orientation influence frontline employee job outcomes? A meta – analytic evaluation, 

Journal of Marketing, 76,3, pp. 21-40.  

[322] Žarkić Joksimović N., Benković, S., Milosavljević, M. (2013). Finansijski menadžment, 

Beograd: Fakultet organizacionih nauka. 

[323] Žarkić Joksimović, N., Barjaktarović Rakočević, S., Obradović, T. (2016). Upravljačko 

računovodstvo: analiza, planiranje, odlučivanje, kontrola, prvo izdanje, Beograd: Fakultet 

organizacionih nauka.   

[324] Žarkić Joksimović, N., Bogojević Arsić, N., Dmitrović, V. (2020). Računovodstvo, prvo izdanje, 

Beograd: Fakultet organizacionih nauka.  

 

 

5. HIPOTEZE I ZADACI U ISTRAŽIVANJU 
 

Opšta hipoteza koja će biti testirana u radu glasi: 
 

H0: Primenom metoda operacionih istraživanja moguće je razviti model unapređenja procesa 

pripreme i realizacije lične prodaje. 

 

Posebne hipoteze glase: 
 

H1: Unapređenjem prodajnih i komunikacijskih veština osoblja u ličnoj prodaji postižu se dugoročni 

odnosi sa ciljnim kupcima. 
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H2: Sprovođenjem promotivnih aktivnosti u vidu podrške ličnoj prodaji mogu se postići bolji prodajni  

rezultati. 
 

H3: Optimizacijom plana prodajnog asortimana moguće je unaprediti poslovanje zasnovano na 

pristupu lične prodaje.  

 

H4: Pomoću Analize obavijanja podataka (DEA metoda) moguće je izvršiti uspešno rangiranje i 

komparativnu analizu efikasnosti kako prodajnog osoblja, tako i prodajnih centara, tako i grupa 

proizvoda.   

 

6. NAUČNE METODE ISTRAŽIVANJA 

 
Da bi se uspešno realizovala ideja istraživanja i potvrdile postavljene hipoteze, od osnovnih metoda 

istraživanja, koristiće se:  

 Analiza literature iz posmatrane oblasti; 

 Komparativna analiza rezultata istraživanja u ovoj oblasti;  

 Prikupljanje podataka; 

 Metoda analize podataka; 

 Metode indukcije i dedukcije; 

 Metode analize i sinteze;  

 Metode konkretizacije i generalizacije; 

 Metoda modelovanja. 

 

Biće primenjena metodologija koja omogućava kombinovanje RFM i DEA metoda. U ovom radu će se 

vršiti netipična primena RFM analize, radi razvoja višekriterijumskog RFM modela.  
 

Ove metode će biti primenjene kako bi se formulisala teorijska osnova bazirana na rezultatima 

dosadašnjeg naučno-istraživačkog rada u predmetnoj oblasti. 

 

7. OČEKIVANI DOPRINOSI ISTRAŽIVAČKOG RADA 

 
U naučnom smislu, osnovni doprinos ovog rada biće detaljan pregled proučavane oblasti unapređenja 

procesa pripreme lične prodaje za uspešnije upravljanje ličnom prodajom. Pored toga, u radu će biti 

analizirani dostupni modeli unapređenja lične prodaje i ukazaće se na mogućnosti da se oni unaprede, 

kako bi se poboljšale prodajne performanse trgovinskih organizacija u segmentu robe široke potrošnje. 

Doprinos ovog rada će se ogledati u koncipiranju predloženog metodološkog koncepta koji će omogućiti 

integrisanu primenu RFM metode za segmentaciju agenata prodaje, a nakon toga integrisanje dobijenih 

rezultata u primenu DEA metode za unapređenje procesa lične prodaje. Novi pristup će biti testiran u 

okviru doktorske disertacije. 

 
Očekivani naučni doprinosi rezultata planiranog istraživanja biće vidljivi na sledeći način:  
 

 razvijeni model će rezultovati poboljšanjem prodajnih performansi kompanija koje se bave 

prodajom robe široke potrošnje. 

 sistematizacija saznanja do kojih će se doći primenom novog pristupa. 

 

U stručnom smislu, ovaj rad će omogućiti trgovinskim kompanijama da sagledaju važnost primene 

adekvatnih modela u upravljanju prodajom čija će primena dovesti do ostvarivanja konkurentskih 

prednosti i  budu snažna podrška održivom poslovanju. 

 

Društveni cilj ovog istraživanja ogleda se korz sledeće moguće implikacije kao rezultate planiranog 
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istraživanja: 
 

 unapređenje prodajnih rezultata u kompanijama koje se bave prodajom robe široke potrošnje; 

 ostvarenje dugoročnih odnosa sa kupcima; 

 poboljšanje kompanijskih performansi, te pozitivan uticaj na održivo poslovanje; 

 optimizacija procesa lične prodaje; 

 funkcionalni pristup korisnika modela koji je razvijen. 
 

Rezultati istraživanja koji nastanu u okviru ovog pristupnog rada i doktorskoj disertaciji biće saopšteni na 

naučnim i stručnim skupovima u zemlji i inostranstvu i objavljeni u časopisima međunarodnog značaja.  

 
 

8. PLAN ISTRAŽIVANJA I STRUKTURA RADA  
 

 Plan istraživanja 
 

Okviran predlog aktivnosti doktorskog istraživanja: 

 
Istraživanje će biti sprovedeno u nekoliko faza: 

 Sagledavanje i analiza postojećih rezultata istraživanja (komparativni pristup); 

 Razvoj modela;  

 Primena modela; 

 Izvođenje zaključaka. 

 

Plan istraživanja 
 

Istraživanje će biti sprovedeno u nekoliko faza: 

 Faza prikupljanja i pregleda dostupne literature iz oblasti unapređenja procesa pripreme lične 

prodaje za uspešnije upravljanje ličnom prodajom.  

 Faza analize, komparacije i sinteze znanja stečenog na osnovu dostupne literature i kritički osvrt 

na dosadašnje rezultate u datoj oblasti. 

 Odabir metoda za unapređenje procesa pripreme i realizacije lične prodaje.    

 Faza primene RFM metoda za unapređenje procesa pripreme prodaje.  

 Faza primene DEA metoda za unapređenje procesa relizacije lične prodaje.  

 Testiranje i implementacija razvijene metodologije i modela. 

 Faza zaključivanja.  

 Faza pisanja rada. 

 

Struktura istraživanja 

 

Pregled oblasti koje se predviđaju da budu obuhvaćene istraživanjem i disertacijom: 

 Uvod u kojem je dato obrazloženje teme i kratak pregled po ključnim poglavljima rada. 

 Pregled literature o direktnoj prodaji u sektoru robe široke potrošnje. 

 Pregled literature o promotivnim aktivnostima u prodajnom okruženju. 

 Pregled literature o modelima unapređenja lične prodaje u sektoru robe široke potrošnje.   

 Pregled literature o konceptima koji se odnose na svrsishodnost primene RFM i DEA metoda u 

unapređenju procesa pripreme i realizacije lične prodaje.  

 Empirijsko istraživanje o modelima unapređenja lične prodaje u sektoru robe široke potrošnje.  

 Diskusija rezultata dobijenih pregledom literature i empirijskim istraživanjem iz ugla postavljenih 

hipoteza. 
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 Predlog modela unapređenja procesa pripreme i realizacije lične prodaje koji bi omogućio razvoj 

dugoročnih odnosa sa kupcima u segmentu prodaje robe široke potrošnje.  

 Zaključak. 

 Pregled korišćene literature. 
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