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3. Summary 

This thesis opens with a discussion of the current state of science in sales leadership and 

represents the development of the different leadership theories. Among others, transformational 

leadership and transactional leadership are described in greater detail, as these two leadership 

styles are considered to be the most effective (Traml et al., 2015). Studies have demonstrated 

that this is also the case in sales (Ingram et al., 2017). In the empirical part of this thesis, the 

methods that are currently used to measure and evaluate leadership behavior and its application 

to business objectives are presented. The MLQ-5x is the most recognized and tested instrument 

that can measure the “full range of leadership” in combination with the associated effects (Felfe 

& Goihl, 2014). The full-range leadership model represents the behavior of leaders in work 

situations toward their employees. A further investigation is conducted into a measuring 

instrument called the five-factor model. The five-factor model is divided into the Big Five 

personality traits, which can be assigned to every human. At present, the Big Five is regarded 

internationally as the universal standard model in personality research (John, Naumann & Soto, 

2008; Asendorpf & Neyer, 2012). Because the economic environment is becoming increasingly 

unstable, particularly in the area of sales, this instrument is used in this study in combination 

with qualitative literature research and the direct questioning of experts in this field. This study 

clarifies the extent to which the five personality traits of sales executives influence the success 

of a salesforce. In addition, a distinction is made between unstable and stable economic 

conditions. The results of the research are compiled to present the broad scientific and practical 

spectrum of this work in relation to the current literature. Serving as a new model for leaders in 

the sales field, and one that can be used in both scientific and practical terms, the results of this 

research can be applied in theory as well as in practice in a simplified way. 

In the first section, the current state of science on sales leadership is discussed. In the 

past, this topic has been studied from various points of view, and the acquired knowledge 



 

 

overlaps to a large extent. The aim of the first part of this thesis is to present the current and 

fundamental understanding of this topic. 

The second section presents the development of different leadership theories. These 

theories were initially formulated in general and were later transferred through investigations 

to the field of sales. In the first step of this section, the traditional leadership theories are defined 

and explained, including their influence on sales. In the second step of this section, two 

leadership theories, transformational leadership and transactional leadership, are described in 

greater detail. These two leadership theories are considered the most effective (Traml et al., 

2015). Studies have shown that this is also the case in sales (Ingram et al., 2017). 

In the third part of this paper, after the hypotheses are formulated, all the methods that 

are used today to measure and evaluate leadership behavior and its application to business 

objectives are presented. Since the best way to measure the hypotheses of this work is to use 

the measuring instrument MLQ-5x, a quantitative survey is carried out in the next research step. 

The MLQ-5x is the most recognized and tested measuring instrument that can measure the “full 

range of leadership” in combination with the associated effects (Felfe & Goihl, 2014). The full-

range leadership model represents the behavior of leaders in work situations with respect to 

their employees. This model represents an overall leadership theory in which the transactional 

and transformational leadership styles are linked to the laissez-faire leadership style (Furtner & 

Baldegger, 2013). The full-range leadership model is the most significant and effective 

leadership model available today (Sosik & Jung, 2010). To ensure that the impact of the 

question of whether the manager is physically present makes a difference, the interviewees were 

divided into two groups. A distinction was made here between salespeople who mainly work 

remotely and those who regularly work face-to-face with their managers. The replies of the 

sales executives and the sales staff were evaluated according to the given guidelines and then 

compared. This answers not only the questions as to which leadership style is best suited for 

sales today and what effects the use of these methods has, but also the question as to what extent 

it makes a difference whether executives work face-to-face with their employees or remotely. 

The results are presented in the fourth part of this thesis. 

A further investigation was carried out based on a measuring instrument called the five-

factor model. The five-factor model is divided into the Big Five personality traits, to which 

every human being can be assigned. Today, the Big Five is regarded internationally as the 



 

 

universal standard model in personality research (John, Naumann & Soto, 2008; Asendorpf & 

Neyer, 2012). Because the economic environment is becoming more and more unstable, 

particularly in the area of sales, this instrument was used in combination with qualitative 

literature research and the direct questioning of experts in this field. This study clarifies the 

extent to which the five personality traits of sales executives influence the success of a 

salesforce. In addition, a distinction was made here between unstable and stable economic 

conditions. The results of the qualitative part of the research thus indicate which personality 

traits are best developed by sales executives under unstable conditions and which personality 

traits are best developed under stable conditions. The results are presented in the fourth part of 

this thesis. 

In the last part of this thesis, the results of the research are brought together to present 

the broad scientific and practical spectrum of this work in relation to the current literature. 

Serving as a new model for leaders in the sales field, one that can be used in both scientific and 

practical terms, the results of this research can be applied in theory as well as in practice in a 

simplified way. 


