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Abstract

This master thesis investigates whether the Covid-19 pandemic has made customers more
concerned about sustainability and examines the success factors of sales managers during the
pandemic. To get better insights, sales experts were interviewed and hypotheses were tested.
The analyses show that there is a significant tendency for people to be more sustainably
concerned during Covid-19. It also shows that younger customers have a higher level of concern
and those who showed a high level of concern will also most likely maintain this after the crisis.
Moreover, the qualitative research results revealed that not only the continuous rise of digital
transformation shapes the way of working for sales professionals but also the global trend
towards a more sustainable living, which is a result of the increasingly important customer-

oriented business approach.

Keywords (at least 4): Covid-19 pandemic; Concern about sustainability; Sales profession;
Customer-oriented; Adaptability
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1. Introduction
After years of continuous economic growth during the past decade, the Covid 19 pandemic has

turned the world upside down. The year 2020 has tremendously changed the lives of all people,
as well as almost all businesses and industries. Well known politicians such as Antonio
Guterres, secretary-general of the Unites Nations, describe the pandemic not only as a global
health crisis, causing countless human suffering, but also as the greatest economic crisis since
the second world war (Business Today, 2020). Furthermore, the numbers speak for themselves.
An example is Portugal’s Gross Domestic Product (GDP) that shrunk by 7,6% in 2020 (Statista,
2021). European wide, the impact gets even clearer when looking at the total economy decline
of 7,4% (Statista, 2021), the increase of the unemployment rate from 7.3 % to 8.1 % (Trading
economies, 2021) and the according measures that were worked out together by the EU Council.
In order to jointly fight the economic consequences of the Covid-19 pandemic, the 27 EU
member states agreed on a recovery fund of 750 billion euros and on the EU budget for the next
seven years amounting to 1074 billion euros. Taking together, at 1.8 trillion euros, this is the

largest financial package the EU has ever put together in its history (European Council, 2021).

Having all these facts in mind, it becomes clear, that the Covid-19 pandemic is an example of
one of the greatest challenges for firm management, including the sales management
profession. Now more than ever, business executives have to rapidly respond to abrupt and
unanticipated circumstances in the market and dynamically adapt their business strategies
(Dewar, 2020). Especially in times of economic downturn, executive management needs to
fully embrace a new agile working approach that avoids customer dissatisfaction, loss of
customers but rather focuses on innovative ways to satisfy existing customers and potentially

even win new ones.

Successful companies focus on different areas of their business. Some focus on product

innovations. Others on marketing campaigns, corporate culture or continuously develop



existing brands (Dannenberg, Zupanic, 2009). However, they all need sales and customer
management, in order to become successful and generate revenue. This is strongly dependent
on global trends and customer preferences. Therefore, this thesis focuses on the ever-increasing
trend of sustainability. On a deeper level, how the customer perspective towards sustainability
has changed during the Covid-19 crisis and how sales managers integrated new strategies to be

able to adapt quickly to customer needs.

2. Literature review
The following chapter presents the theoretical foundation of this master thesis. The aim here is

to separately address the effect of Covid-19 on sustainability for customers and the adaptation
of sales managers to changes in customers buying behaviours and new working approaches.
For this purpose, the theoretical part is structured like the following: The sales department is
first defined in 2.1. with an overview of its different roles and their tasks within a team. Section
2.2. then defines sustainability and how important it is perceived in today’s world. Furthermore,
this chapter continues with section 2.3. and 2.4. where a deeper focus of the development of
sales and sustainability in the recent years is elaborated. At the end of this chapter, the

connection of both parts is explained and why this topic is of great importance.

2.1. The Definition of Sales
When thinking about sales, it mainly gets associated with cold calling (Briiggemann, 2021).

However, sales is much more than that. The success of a company is highly dependent on a
strong sales team, since they are responsible for growing the business and generating revenue
(Accenture, 2020). In detail, sales starts with identifying prospective clients, continues with
delivering presentations and proposals to convert a customer and finally ends with closing deals
(Dannenberg, 2009). Furthermore, a key success factor of a sales department is building
ongoing long lasting customer relationships. “A good quality salesperson can identify a

customers need by professionally tailoring their pitches” (Levinson, 2018). This early



understanding of the importance of the customer relationship is reflected in today’s most
successful companies, such as Amazon, which believes that a customer-focused strategy is the
key to long-term growth and success (Amazon,2021). One key approach in pursuing this
strategy is to continuously improve the conversion rate, which is defined as the percentage of
customers who complete a sale after the contact with a sales representative. An ambitious sales
department always strives for new methods to improve the conversion rate because this will
lead to overall less spending per customer and hence result in a higher profitability. Another
crucial function of the building long lasting relationships is the customer retention. Research
has shown that attracting new customers instead of maintaining existing ones’ costs 5 to 25
times more money. Furthermore, research has also shown that increasing the customer retention
rate by 5 percent can result in a company profits increase of 25 to 95 percent (Levinson, 2018).
Especially now, during the Covid-19 crisis, customer retention can turn out to be a great success
factor of the sales department (Mercuri Int., 2020). In order to successfully achieve long lasting
customer relationships, a sales team has to closely work together and divide responsibilities

within different roles. This split between roles and according tasks can be seen in Appendix 1.

2.2. The Definition of Sustainability
Due to tons of plastic in the oceans, emission scandals within big car manufacturers and poor

working conditions in the textile industry, sustainability is now more present than ever before
and a major topic of discussion. Due to the high media attention, it can be concluded that
sustainability also becomes increasingly relevant in the corporate context and has become a

relevant success factor to remain competitive and overcome new challenges (Brugger, 2010).

However, the increasing importance of the "sustainable development” concept, lacks a uniform
understanding since it is characterised by many ambiguities (Pufé, 2014). The most popular
definition to date emerged from the UN’s World Commission “Our Common Future” in 1987:

"Sustainability was defined as development that meets the needs of the present generation



without compromising the ability of future generations to meet their needs.” (UN, 1987). This
definition aims to maintain a future-oriented concept that achieves environmentally and socially

sustainable development over generations (Balderjahn, 2004).

5 years later, during the announcements of the environmental conference in Rio de Janeiro the
defined sustainable development was further expanded into the "three-pillar model™ in Agenda
21 (Sawcyn, 2010). Since the term sustainability has long been understood to mean more than
just the ecological aspect, this model is intended to view, combine and harmonise the

ecological, social and economic aspects in an integrated manner (Griese, 2015).
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Figure 1 Three Pillars of Sustainability; Source: (Singh)
The ecological pillar focuses on the targeted reduction of environmental pollution for the

benefit of human society (Kopfmdller, 2001). Economically, a society is considered sustainable
if it does not live beyond its means, but instead operates its economy on a sustainable basis
without major problems (Sustainable People, 2019; Rogall, 2012). The social dimension is the
most discussed one and at the same time entails the most diverse requirements. The main goal
is an equitable distribution of resources, which means that social justice, fair jobs, education
and enough qualification for the next generation are supposed to be guaranteed. (Seybold,
2019). In theory, these three dimensions are easy to determine and to enforce as one package.
However, in practice, it proves to be a major challenge. As soon as three equally important
different goals stand next to each other, it is difficult to find a perfect and at the same time fair
strategy. The reason for this is that there is large flexibility in the respective intersections
(Griese, 2015). Therefore, according to today's view, a complete sustainable development is

only possible if all three dimensions are considered to the same extent (Bassen, 2005).



2.3. Sales during the recent years
During the past two decades, digitalisation and all adaptations that came with it has been

impacting our society and economy massively. Industry 4.0 is shaping the production of the
future through digitalisation and automation, and work 4.0 allows us to work flexibly and from
any location. These major changes have also had an impact on the sales profession, where
accustomed processes changed constantly. Moreover, the digitalisation also leads to changes
on the customer side. Whereas in the past the stationary retailer dictated availability to the
customer through opening hours and the range of products on offer, the modern customer
expects to get everything at any time and now dictates the framework conditions to the retailer
(K&P, 2020). The modern customer is accustomed to satisfy his consumer needs quickly and
to find out about the product in advance. According to a Google and Roland Berger study, the
customer 4.0 has already gone through more than half of his decision-making process of the
customer journey, before the first contact is made with the sales department due to e.g. online
evaluation portals (Roland Berger, 2015). Therefore, customers become increasingly resilient
to traditional methods of outreach and buy things differently than ten years ago which clearly
shows that the approach to get their attention has also evolved (Mottier, 2020). A much more
customer-oriented way of working is needed in today’s business world to be able to compete

against the competition.

In fact, now, with Covid-19 and all impact that comes along, sales approaches must adapt
quicker than ever before. An example for this is the ecommerce growth. In the US, ecommerce
has grown 44% in 2020, which is nearly triple as high as the 15,1% jump in 2019 and the highest
annual US ecommerce growth ever (Ali, 2021). However, since many business models
worldwide and their sales approaches were not prepared for the year 2020, it led to mostly
negative effects, which can be seen at e.g. Germany. Within the strongest economy in Europe

(Silver,2020), 88% of the companies proof a decrease in revenue and that 69% also expect



negative impacts in the future. Nonetheless, 64% learned the lesson to be more customer
focused in order to be better prepared for the future and more importantly 58% see big chances

in sales digitalization (Covid-19 -Sales-Pulse-Check, 2021).

The Covid-19 crisis has not only shown how adaptable and innovative companies need to be,
but more importantly that the potential has not been fully used in the past and that there is big

room for improvements in the digitalisation of processes (Philipp, 2020).

2.4. Sustainability during the recent years
On the 20" of August 2018 the 15-year-old Greta Thunberg protests in front of the Swedish

parliament by holding up a shield with the words “school demonstration for climate” (Business
Insider, 2020). This was the beginning of a whole new era. For the first time in history, kids
started to skip classes in order to protest against climate change worldwide (Fridays for future,
2021). The so called “Fridays for future” protests were clearly targeting the governments and
their not sufficient enough measures against global warming. The fact, that even kids protested
against the biggest problem human beings are facing at the moment indicates, that there is a
great shift in people’s mind towards a more sustainable life, where individuals can determine
their own impact as well (Rebekah Askew, 2019). This can be seen in facts, such as that 77%
of Americans want to learn how to live more sustainably and even 83.4% have already taken
steps to become more green, such as to recycle, to reuse bags or to avoid single-use plastics

(Forbes, 2019).

This trend has been confirmed even more through the pandemic. A global survey by the
management consultancy firm Accenture has found out that 60% of the consumers were
making more environmentally friendly, ethical or sustainable purchases and the survey also
concluded that nine out of ten were likely to continue with this behaviour even after the
pandemic (Accenture, 2020). All these tendencies and strong movements towards sustainability

form the foundation of the research question of this thesis.



2.5. The connection between both topics
Although continuous changes and adaptations, have shaped the way of working within sales

departments for the past 2 decades, Covid-19 brings completely new challenges with it
(Robinson, 2019, Thirling, 2021). For this reason, it is very interesting to research about sales
managers and their strategy to overcome these challenges, especially by following a customer
centric approach. Following on that, the uniqueness of this work results from a point of
intersection between two aspects. On the one hand, the impact of Covid-19 on a potential higher
concern about sustainability for customers. And on the other hand, the causes of Covid-19 on

the sales profession and the appropriate changes in their working practices.

3. Methodology and Research Design
The following chapter presents the methodology and the research design of this thesis. As

previously discussed, this thesis aims to investigate whether customers have become more
concerned about sustainability during the Covid-19 crisis and if that was part of the success
factors within sales approaches that sales managers adapted during the crisis. In order to be able
to investigate this topic properly, the methodology of this thesis was split into two parts. The
first part focuses on the qualitative research approach. Sales experts got interviewed in order to
understand their new working approach adaptations to overcome the Covid-19 crisis as well as
to get opinions on potential customer preference shifts towards a stronger concern about
sustainability behaviour during the pandemic. Furthermore, the second part of the methodology
is focused on a quantitative method where the hypotheses of this thesis are tested through
certain variables that resulted from the survey. The first two variables that were compared with
each other are the sustainability concern before Covid-19 and the sustainability concern during
Covid-19. Moreover, the next steps included the relationship investigation between the

sustainability concern during Covid-19 and the variables age and long term perspective.



Section 3.1. describes why the chosen methods are appropriate for the research question.
Section 3.2. then focuses on which experts and variables were chosen in order to make the best
out of the research methods. Finally, the end of this chapter, 3.3. provides an overview of the

research design, which includes information about the tools that were used.

3.1. Interview selection and data collection
Since the topic of this thesis has not yet been researched extensively enough, the form of expert

interviews is the best alternative to get a full understanding of the difficulties and
implementations within their profession in times of the crisis. Therefore, current sales managers
from different companies and different hierarchies that went through the whole time-spam of
Covid-19 (March 2020-today) were chosen to be able to get insights from a wide range of
opinions towards strategy adaptions within their teams. In order to get the best result out of
these expert interviews, 16 questions (Appendix 2) were prepared in advanced that were asked
and adapted based on individual responses. Those questions helped to get different perspectives

of the overall changes within this area of expertise.

Besides the goal of getting information on how sales teams have adapted during the crisis, it is
also of great importance to find out more about the sustainability shift of customer preferences.
For this reason, questions such as Nr. 7 “Have you recognized any shifts in terms of customer
preferences? “or Nr.9 “Have you realized that your customers have become more concerned
about sustainability?”” were chosen to give the respondents some freedom to report changes in
their customer priorities. When the results are being analysed in the next chapter, it will become
clear how important these questions were because they led to one key findings of the research
question. This key finding was then further investigated after the completion of the expert

interviews in the form of a quantitative research method.

An online survey was chosen as the quantitative method. The empirical study was carried out

with structured standardised questionnaires, so that each respondent answered the same



guestions. Although the target group is not clear defined, personal questions such as age,
gender, educational background or the country of residence are asked at the end of the survey.
The survey starts with questions that focus on the sustainability concern before Covid-19. Such
as, rate how concerned about sustainability you would describe yourself on a scale from one to
five (1=not concerned at all; 5= super concerned). The transition to the part that focuses on
sustainability concerns during Covid-19 is initiated by asking respondents whether Covid-19
has brought any changes in their lives (e.g. financially or sustainably). After understanding that,
specific questions were asked to understand in which areas customers are already sustainable
aware (e.g. food, beverages & consumer goods, waste reduction or transportation). Moreover,
the same question, to rate the sustainability concern in general, was asked when focusing on the
time during Covid-19. Additionally, more questions were asked to get a better understanding
of the shopping behaviour during Covid-19. Finally, before moving to the demographic
questions, the respondents were asked whether they trust sustainable labels and whether they

would maintain with their level of concern about sustainability after Covid-19.

3.2. Experts and Variables
In the following paragraph, all 4 respondents are briefly introduced in order to get a better

understanding why certain outcomes resulted in this way.

Expert A works as a key account manager at Michelin and started his career 1 year before the
start of the pandemic. Expert B on the other hand offers decades of experience in sales for
companies such as Merck Group. However, by currently being the Senior Director of Europe
for Procter & Gamble he offers great expertise. In order to understand a more customer oriented
perspective better, Expert C who works as a Sales Manager for Lidl was interviewed as well.
Lastly, Expert D offers a more strategic point of view, since he works for Kéber Pharma as a
Strategic Account Manager. This helps to understand the more digital strategic oriented

questions that were asked. All 4 experts have helped to understand not only current trends,

10



strategy and technology adaptions but have also been able to give a good understanding of

customer preferences during Covid-19.

Regarding the second research method of this thesis, the quantitative survey helped to identify
crucial variables. The key variable for this paper is the sustainability concern during Covid-19,
because it was used as the dependent variable for each hypothesis test. Another important
variable for a comparison test was the sustainability concern before Covid-19. However, the
variables that were used for the further hypotheses tests are age, long term view, education and
income and are decisive for special insights into the research topic. The variables age, education
and income were categorised into certain intervals that can be seen in the appendix 3-5. The
variable “long term view” is defined as whether respondents that have had a higher
sustainability concern during Covid-19 will continue to live with the concerns also after the
crisis. Nevertheless, the variables that were not part of the hypotheses test but part of the survey

will still be used for important information within the discussion chapter of this research paper.

3.3. Research Design
The tool used for the qualitative research in form of expert interviews was Zoom since it was

accessible for everyone without any pre-downloaded procedures or registration steps. Each
interview was scheduled for 30 minutes. The answers were summarized in order to get a good
overview of all respondent perspectives and be able to compare them. The tool used for the
survey was Google Forms, as it is easy to use and can be accessed quickly by the respondents.
In addition, Google Forms provides a great visualisation tool where all types of charts can be
chosen. Furthermore, Google Forms provides the results structured in a MS Excel form. This
form was then used to analyse the data. A T-Test and a multiple linear regression analysis were

performed. The tool used for the data analysis was the SPSS Software by IBM.
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4. Results
The following chapter presents the results from both researches. Section 4.1. focuses on the

results from the qualitative research and section 4.2. focuses on the results from the quantitative

research, which includes the hypotheses tests.

4.1. Qualitative Research Results
In order to approve on the researched materials and conclusions that have been made, expert

interviews with current sales managers have been conducted to be able to see similarities,
differences or further elaborations. As already explained at the beginning of this thesis, sales
departments of a company have many responsibilities, such as negotiating contracts, generating
leads or growing the business (Flaig, 2020). Nevertheless, several new challenges have occurred

due to the restriction measures of the Covid-19 pandemic that need to be tackled now.

Sales drops/
cancellations
Employees are
cognpzzs :re forced to work
from home
Sales
Situations " Contact
Analysis persons have
e — during Covid- sales =L
- | 19 representatives \__concems
financially N 4 can't visit
unstable customers
y physically
Do not pay
they invoices
Still want to be Processes are Contact
supplied unstable restrictions

Figure 2 Sales Challenges through Covid-19 ; Source (Own Design)

Internally, sales teams have to organise their work under more difficult conditions and struggle
with the negative market consequences of the crisis. First and foremost, they include: Drops in
turnover; threats of payment defaults and the loss of entire customer groups. These factors,
coupled with the situation that many traditional sales measures and instruments are hardly
possible or not possible at all due to the contact restrictions, pose enormous challenges for sales
in times of crisis (Kraus and Partner, 2020).
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Based on all the challenges that arose from the Covid-19 pandemic, a combination out of the
literature review and the results of the expert interviews have helped to elaborate the following

8 points as major success factors for sales managers during the crisis:

1. Focus on customers digitally, since 75 percent of B2B purchasing decisions are now made

by representatives of the generation Y, the digital natives (Philipp,2020). The crisis offers sales
teams the opportunity to now implement digital processes and the transformation to a digital
sales organisation. However, web shops or Al-based applications alone are not the solution. But
rather an end-to-end digitally organised customer journey. Particularly in the Covid-19 crisis,
this includes for sales to act in a customer-oriented way and consistently use digital

communication tools during customer contact (Ehgoetz, 2020).

2. Digital collaboration solutions. According to a YouGov survey from May 2020, employees

in particular have come to appreciate the benefits from eliminated commutes (76%) to a free
choice of working hours (52%) to reduced stress (34%). Experts expect this form of working
to expand. For companies, it means that adequate solutions are needed to keep their sales staff

in the company and to attract new ones (Yakushkina, 2020).

3. Focus on existing customers. One smart approach during Covid-19 is to prioritize cross and

upselling (Eva-Susanne Krah,2020). Since the sales effort for extension business is usually
lower than in new customer acquisition. According to a A.T. Kearney study, successful B2B
suppliers achieve a 240% higher growth in turnover and sales productivity over a period of
three years compared to average competitors if they combine products with additional products
and services or offer the customer holistic solutions. The cross-selling potential is enormous,
especially with bigger and complex suppliers (Belz & Lee, 2020). Another part of choosing the
right strategy for existing customers is to show care with the right questions. Therefore, good

listening skills are highly recommended since it is the most important quality for sales these
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times. People who feel understood and appreciate a caring approach are more likely to
remember the call positively. Thus, customers will rather reach out to them first after the crisis

(Uwe Briiggemann,2021).

4. Digital marketing channels. Since it looked bad with business trips and on-site appointments

due to Covid-19 restrictions, companies were offering products and solutions in their own
online shop or on B2B marketplaces. However, this is just one option that may have proven
successful. In addition, social networks also offer the option of publicising offers or even selling
via the customer community. The best example here are the numerous B2B events that have
been unceremoniously, but not less thoughtfully, transformed into virtual events. (Michelin,

2021).

5. Sales support through Marketing. During the past decades it became more clear that cross-

departmental cooperation between marketing and sales generate synergies from which
companies benefit greatly. During times of Covid-19, certain digital marketing strategies can
strongly help to boost sales. One area to mention are digital marketing campaigns which are
usually useful visualisations in the B2B sector and easily implementable via e.g. Instagram, or
YouTube (Matthias Thiirling,2021). Another crucial aspect is the integration of SEA (Search
Engine Advertising) which is a good way of drawing the attention of buyers that search for
offers to the own product portfolio. And SEO (Search Engine Optimisation) which ensures that
the company’s special offer appears prominently, e.g. as high listed as possible in the search
engine results (Matthias Tharling, 2021). Since the decision making process often begins long
before sales even notices it, a well thought-out inbound marketing strategy and professional
lead management help to fill the sales funnel and prequalify potential customers to then send
promising leads to sales. In this way, the sales department not only has a quantitative lead

source, but also already receives valuable insights from marketing that help to create custom-
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fit-offers. This increases the closing rates and the sales department can use its resources in a

more targeted way (P&G,2021).

6. Automated processes. Pressure to generate sales and save costs at the same time is

particularly high for those distributors whose companies have had to shut down operations in
the meantime. A promising opportunity for sales to become more efficient during Covid-19, is
to simplify and automate processes. Sales and Marketing automation solutions offer targeted
support in the sales process. This allows existing customer data to be segmented so that target
groups can be addressed with individual campaigns on relevant offers. Tracking functions also
allows valuable insights to be gained about customers. These in turn can be used for higher-

level business decisions, but also for concrete measures (Mercuri International, 2020).

7. Value of sales force. Despite digital penetration, the Covid-19 crisis has shown one thing

above all: Personal contact and the human being as an interaction partner are indispensable.
The more processes are automated and communication is digitalised, the more important it is
to have a personal and competent contact person - especially in the area of products that require
explanation, such as in B2B. For sales, it is more important than ever to promote sales skills
and strengthen communication skills. The relief provided by technologies such as sales and

marketing automation creates the necessary scope for this (Kober Pharma,2021).

Finally, 8. The global trend towards more sustainability continues to be recognised by sales

managers and hence needs to be clearly prioritised with new appropriate offers if they want to

keep the customers satisfied in times of the pandemic.

4.2. Quantitative Research Results
After conducting qualitative interviews in form of expert interviews, it became clear that all

managers had not just only given their perspective on strategy adaptations within their teams
but also explained a clear shift in customer preferences towards a more sustainable lifestyle.

Since today’s world of sales managers biggest focus is the customer, a quantitative research

15



not concerned - super concerned

method was chosen to proof whether customers have become more concerned about
sustainability during Covid-19. The type of statistical test that was chosen for this matter is the
T-test since it provides an overview of the comparison between the means of the sustainability
concern before and during Covid-19 of the respondents. Furthermore 2 hypotheses were tested
that provided better insights to the whole topic. Hypothesis 2 states that younger customers
show a higher concern about sustainability than older customers. Hypothesis 3 states that people
that developed a high concern about sustainability during Covid-19 will also stay high
concerned on the long-term. Both hypotheses were tested with a multiple linear regression

analysis where the dependent variable represents the sustainability concern during Covid-19 .

H1: Customers have become more concerned about sustainability during Covid-19.

After the recording of n=104 responses, a T-Test was performed to compare the concern about
sustainability of the respondents before and during Covid-19. Two different values can be
considered for the comparison: the mean and the median. The following Boxplot and tables
present the results from the T-Test that will be interpreted in the upcoming part.

Boxplot

One-Sample Test
Test Value =0

median: 4
mean: 3,807692

95% Confidence

Interval of the

Sig. (2- Mean Difference
. :\I:_' ;'|In|)"ﬁ t df tailed) Difference Lower Upper
Sustainability 35,740 103 ,000 2,990 2,82 3,16
concern before
Covid-19
Sustainability 45,765 103 ,000 3,808 3,64 3,97

concern during
Covid-19

Sustanabilty concern before Covid-19  Sustainability concern dunng Covid-19
Figure 3 Sustainability concern comparison before and during Covid-19; Source (Datatab.de), (SPSS)

The mean represents the average of all the answers in a data set. The median value, in turn is
the number that is in the middle of a data set, with the same amount of numbers below and
above. However, for the T-Test it is more common to compare the mean values to be able to

reject or accept the null hypothesis which is “The mean of the sustainability concern before and
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during Covid-19 are equal”. As it gets clear on the boxes within the boxplot chart, there is a
significant difference between the sustainability concern before and during Covid-19. In detail,
the mean difference is: 3,808-2,990 = 0,818. Since, there is a big difference between both
means, the null hypothesis can be rejected. This means, that the quantitative research method
shows clear evidence for the fact that people have become more concerned about sustainability
during Covid-19 in comparison to their sustainability concern before. Another proof for this
hypothesis, can be taken away from the figures that result from the 95% confidence interval.
The lower 95% confidence interval part of the sustainability concern during Covid-19 is 0,82
points higher than the one from the concern before Covid-19 and the higher part is 0,81 points
higher. It indicates that, on the long run, that if many samples are collected for the comparison,
95% of the sustainability concern during Covid-19 samples will be on average around 0,815

points higher than the ones before Covid-19.

Since the first hypothesis of this thesis can accepted by the results of the T-Test, other
information of the data set can now be used to state more hypotheses and investigate the
sustainability concern after Covid-19. Variables that have been used to investigate the situation
closer by stating hypothesis 2 and 3 are the age of the respondents and their long term
perspective in terms of sustainability concern to understand how it will continue after the crisis.
Furthermore, the variables income and education were also considered for the upcoming
multiple linear regression, since they give insights for the upcoming discussion part.
Nevertheless, the upcoming two main hypotheses of this thesis are not closer considering the
income and educational background of the respondents. The dependent variable is the:

sustainability concern during Covid-19. Before the results of the hypotheses can be reported,
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the model itself must be examined in more detail. Hence, the following tables help for that

matter.
Model Summary®
Adjusted R Std. Enror of the
Model R R Sguare Square Esfimate
1 J13° o0& 456 G607

a. Predictors: (Constant), Income, Long term view, Education, Age
b. Dependent Variable: Sustainability concern during Covid-19

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 37,635 4 9421 25575 0oo*
Residual 36,469 99 368
Total 74,154 103

a. Dependent Variable: Sustainability concern during Covid-19

b. Predictors: {Constant), Income, Long term view, Education, Age

The model summary presents the dependent variable and all the independent ones that have
been chosen for this regression. In addition, it provides the adjusted R square, which should be
used for the accuracy interpretation since the regression has more than one independent
variable. The adjusted R square of 0,488 indicates that 48,8% of the variance of the
sustainability concern after Covid-19 is explained by the variance of Income, long-term
sustainability view, educational background and the respondents Age. However, the model only
shows a medium high percentage rate, because not all independent variables that were part of
the quantitative research method are taking into consideration for the hypotheses tests for this
thesis. A multiple linear regression analysis with the independent variables that are missed out
in the upcoming one, such as the employment status, the nationality or the gender, can be seen

in the attached appendix 6 of this paper.

The ANOVA table provides insights, that any variable of this regression whose p-value is below
the .05 alpha level is confirmed to be statistically significant. According to the results, the
multiple regression revealed a F-value of 25,576 (4,99), p< .001, which evidently shows that

the model has a significant explanatory power because it provides a better explanation of the
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dependent variable when comparing to the intercept-only model. Therefore, this model is

appropriate to be used for further hypotheses tests.

The results of the multiple regression are visible in the table below indicating the coefficients
for the unstandardized beta and standard error for each independent variable as well as its
standardized beta, t-value and the resulting significance level. It is apparent from the results
that the individual variables education (t=1,710; p>0,05) and income (t=-1,232; p>0,05) are
insignificant. Therefore, a null hypothesis towards the fact that education and income have no
influence on the sustainability concern during Covid-19 cannot be rejected since the p-

value>0,05.

However, hypothesis 2 and 3 can still be investigated with the data below and can provide

crucial insights on the research question of this thesis.

H2: Younger people are more concerned about sustainability in times of Covid-19 .
Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Sid. Error Bela i Sig.

1 (Constant) 4032 251 16,094 00
Age - 427 a7 -443 -4 903 00
Long term wiew 375 052 338 4558 RiLilH]
Education 187 109 126 1,710 090
Income -, 059 0438 - 110 -1,232 221

a. Dependent Variable: Sustainability concern during Covid-19
All necessary information are provided through the multiple linear regression analysis above to

investigate hypothesis 2. In this model, there is a significant negative relation between the
sustainability concern during Covid-19 and the individual variable age (Unstandardized B.-
0,427; p<0,05). This means that with an increase of 1 unite within the variable sustainability
concern during Covid-19, the variable age decreases on average by -0,427. Since the age groups
were differently wide categorised (e.g. 25-35 or 35-50, see appendix 3), it can only generally
be understood into the fact that the younger the customer (within the given age categories), the

higher concerned they are about sustainability during Covid-19
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As a result, the null hypothesis which would be that age doesn’t affect the sustainability concern
during Covid-19 can be rejected since there is a proven significance shown by the regression

model.

H3: People that show a high concern about sustainability during Covid-19 will most likely
maintain this after the crisis.

To investigate hypothesis 3, the same multiple regression analysis can be chosen with
“Sustainability concern during Covid-19” as the dependent variable and the “long term view”
as the explanatory variable. When looking at the data, the model shows a positive significance,
as the p-value is small (p<0,01) and the coefficient is medium high (0,375). This means that if
the sustainability concern during Covid-19 increases by 1 unite, the long term view of that
person also increases by 0,375. Therefore, the third hypotheses of this thesis can be accepted
and proofs that the current level of concern about sustainability will also continue after the
crisis.

5. Discussion

The following section of this paper elaborates on the results presented in the previous chapter.
The research question of this thesis is: “Has the Covid-19 pandemic made customers more
concerned about sustainability? - A closer focus on great success factors for the sales profession

during and after the crisis.”

Based on professional management insights and existing literature research three hypotheses,
that can be seen in chapter 4, were chosen for this study. To summarize briefly: through a
qualitative research method in form of expert interviews, this thesis provides certain strategy
adaptions for sales managers, including a higher priority towards sustainability during Covid-
19. Following up on that, a quantitative research method in form of an online survey provided
a data set that was then able to be analysed for all three hypotheses. Through a statistical T-

Test, the first hypothesis was able to be investigated closer and the results found indicating
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evidence that people have become more concerned about sustainability during Covid-19 then
they were before. Afterwards, a multiple linear regression through the SPSS software was
performed in order to investigate hypothesis 2 & 3. The results have shown clear evidence, that
the younger the respondents the higher the concern about sustainability. Another key takeaway
was that, people that have developed a high concern about sustainability during Covid-19 will

most likely maintain this also after the crisis.

Having gained these great insights about the customer behaviour during Covid-19, it is now
important to look at the results in more detail, which mainly addresses the questions, why
people have become more concerned about sustainability during Covid-19 and how sales

managers can benefit from it.

Since the beginning of the Covid-19 pandemic, people’s lives have changed drastically. Due to
the fact, that governments had to enforce measures such as curfews or mandatory quarantines,
people have spent much more time at home than usual. Therefore, they also had more time to
think about problems they haven’t thought about before. The results of this paper’s quantitative
research has shown that 80% have started thinking about problems during Covid-19 they
haven’t thought about before (Appendix 7). In regards of sustainability, this can include areas
such as energy consumption, water consumption, transportation, waste reduction or healthy
diets (Appendix 8). The last point can also be related towards the fact that the Covid-19 virus
attacks the immune system and hence people have started to strengthen their immune system
more than before the crisis. Thus, to take care of personal health can be linked back to a high
concern about sustainability, since a healthy diet is often associated with local and sustainable
food. Another crucial argument that can be stated here is that by being forced to stay at home,
people are tend to spent their money differently than usual (Financial Times, 2020). Although
38,1% of the respondents have suffered financially during Covid-19, the majority did not. Thus,

they have the capability to spend the same amount of money than before (Appendix 9). By
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eliminating outdoor activities, people tend to invest more money in other areas, such as
household items or high quality food, which in turn can often be associated with the integration
of sustainability (Griese,2019). Furthermore, another big key shift during Covid-19 was the rise
of empathy. Independent of their nationality, people all over the world had to suffer because of
Covid-19. Thus, a special global empathy developed that led people to support each other more
strongly, which can also be related to a higher concern about sustainability within the social

pillar (Krah,2020).

The fact that the global trend towards sustainability has now been accelerated in several areas
by the Covid-19 pandemic became apparent through the results of this paper. According to that,
sales managers can greatly benefit from it. As elaborated earlier, one of the biggest focuses that
has defined the last decade of the sales profession has been the customer centric approach. In
regards to this paper’s research topic, it means that sales managers that are aware of the
increasing sustainability concern from customers, will most likely have a higher chance to fulfil
customer needs (Mottier, 2021). Since the high sustainability concern will also play a big role
for customers after Covid-19, sales managers should prioritise it now already to be better
prepared for upcoming new customer preference developments in the future. By following a
customer centric business approach, companies manage to provide a positive customer
experience before and after the sale. This enhances customer loyalty and improves business

growth (Philipp, 2020).

However, a customer centric approach cannot only be enforced by the sales team alone but
rather needs to be prioritised by the whole company. Only if the business focus is enforced on
all sides of a company, a promise towards the customer needs can be really made. Therefore,
teams such as e.g. product portfolio department needs to closely collaborate with sales in order
to make the best possible use of the rapid trend changes of today’s business world. The best-

known and most successful structure within business processes to date is the agile way of
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working (McKinsey, 2018). Companies are able to work in a more effective way, due to a better
communication across departments. As we can see with e.g. sales and marketing, that are no
longer separate entities within agile organizations in today’s digital transformation. Since all
departments contribute differently to the success of the company, it is important to create a
mutual benefit. E.g. the product portfolio department benefits from the customer relationships
that the sales department has built up and vice versa, sales benefits from the adapted product

portfolio that has been launched based on new customer preferences.

In addition to the benefits that the sales departments can gain by working closely with other
departments, it is often questioned whether the current sales manager will become superfluous
in the future due to the increase in digital sales processes. Since tools that promote business
deals without personal communication and automated processes in target group analysis and
advertising become more common to use for organizations, sales staff might become less
relevant for companies in the future (Blum, 2020). However, this is not the case. It is still up to
salespeople themselves to get to know their target groups and potential customers and their
needs, to analyse their behaviour and to build personal relationships with them - not only to
close a sale, but also to keep them as customers. This requires human skills first and foremost.
Emotional intelligence, the ability to listen as well as learning and effective negotiation skills
are necessary to successfully close or renew contracts. Sales managers must have
comprehensive problem-solving skills, be able to motivate their team and manage as well as
resolve conflicts. They must be able to lead the way into a new digital era in which people will

continue to be the central element of technological progress (Hughes, 2021).

6. Limitations
This thesis includes a few limitations that also need to be considered. Nevertheless, before these

limitations can be elaborated, it must be pointed out that the results of this thesis are based only

on the qualitative and quantitative research. Accordingly, the data sets do not represent the
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overall population. One of the main limitations is that the research has only been done within
industrial states. This means that developing countries have not been taking into consideration
for both types of research methods. Industrial states have had different possibilities to fight
against the Covid-19 pandemic than developing countries, which includes higher investment
possibilities, different governmental interventions as well as financial support. All experts that
were interviewed work within the European job market and the majority of the survey
respondents as well. Therefore, the statements that are made within this paper, can only be
related to European customers. To find out whether customers in other continents have
developed a higher concern about sustainability, another survey would have to be conducted
with this target group as a focus. Moreover, although sustainability has been defined in detail
at the beginning of this thesis, it is important to say that all customers understand the term
sustainability differently. Therefore, sales managers need to be clear about how this relates to
their business models and product portfolios in order to properly satisfy the customer needs of
their target group. Another key limitation of this paper is the limited amount of variables that
were able to be used for the hypotheses. Due to the fixed number of pages of this work, the
research topic couldn’t be processed as extensively as desired. However, the variables selected
for the hypotheses are the ones that were perceived as the most meaningful and informative.
The complexity of the research topic and the fact that so little research has been done so far
offers a high level of interest in further research. After the Covid-19 pandemic, this topic will

most likely attract more attention and therefore more literature will be available.

7. Conclusion
The aim of this research paper was to find out whether customers have developed a higher

concern about sustainability during Covid-19. In addition, the relationship between customer
needs in fast changing times and sales managers’ success was measured. Based on quantitative

research in form of an online survey, it can now be stated that customers have developed a
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higher concern about sustainability during Covid-19 and will most likely maintain this also after
Covid-19. Reasons for this are that people spend more time at home and thus deal with new
different problems (80%), which have an effect on people’s sustainable needs (Deloitte, 2021).
In addition, less money is spent outside the home and therefore this leads to higher investments
in other areas that benefit from sustainability. Moreover, people want to prevent diseases and
prioritise healthy diets, which often depend on sustainable and local products. Developing

empathy for each other has also played a big role within times of Covid-19.

Furthermore, the qualitative research in form of expert interviews of this paper confirmed that
sales managers approve the high concern about sustainability during the pandemic and also
focus on the inclusion of sustainability as a great success factor during the crisis. However, a
major part of the big success factors for sales managers during Covid-19 is the customer focus.
This mainly involves a focus on customers digitally as well as a priority on existing customers.
Additionally, points such as digital collaboration solutions are very important, which gives the
sales employees more appreciation and the opportunity to organise their work more freely with
e.g. flexible working hours or home office options. Automated processes also play a great
success factor in times of Covid-19 to be able to save costs but still work efficiently. Finally,
the interaction between departments in an agile way of working is very decisive. Sales support
through marketing, especially with digital marketing channels turned out to be a major success

factor for sales departments during Covid-19.

The Covid-19 pandemic has caused some new issues in today’s society. However, the results
of this research paper have shown that the future way of working of the sales profession will be
shaped by two main factors: further digitalisation and the very present global trend towards
sustainability. The sales teams that see these learnings from the crisis as a real opportunity will

now benefit from a transformation and will also be well equipped for the future.

25



References

Accenture. (2020). A fragile time for sustainability. Retrieved 04 08, 2021, from
https://www.accenture.com/_acnmedia/PDF-124/Accenture-Energy-Transition-A-Fragile-
Time-For-Sustainability.pdf

Accenture. (2020). The New World of B2B Sales - React, Adapt, Rise. Accenture. Retrieved 03 04, 2021

Ali, F. (2021). US ecommerce grows 44% in 2020. Retrieved 03 07, 2021, from
https://www.digitalcommerce360.com/article/us-ecommerce-
sales/#:~:text=Consumers%20spent%20%24861.12%20billion%200nline,the%2015.1%25%20
jump%20in%202019

Askew, R. (2019). The biggest global issues facing humankind. The Borgen Project. Retrieved from
https://borgenproject.org/the-biggest-global-issues-facing-humankind/

Baghiu, M. (2020). Analysis of business model innovation in post-Covid economy: determinants for
success. Journal of Public Administration, Finance and Law. Retrieved 04 23, 2021

Baig, A. H. (2020). The COVID-19 recovery will be digital: a plan for the first 90 days. McKinsey Digital.
Retrieved 04 23, 2021

Balderjahn, I. (2013). Sustainable marketing management: opportunities for environmentally and
socially responsible corporate policy. Walter de Gruyter GmbH & Co KG. Retrieved 04 21, 2021

Blum, K. (2020). Future of Sales 2025: Why B2B Sales Needs a Digital-First Approach. Gartner. Retrieved
05 10, 2021, from https://www.gartner.com/smarterwithgartner/future-of-sales-2025-why-
b2b-sales-needs-a-digital-first-approach/

Briiggemann, U. (2021). By far the best Sales strategy in the Corona crisis. Cologne. Retrieved 04 17,
2021, from https://ddim.de/der-mit-abstand-beste-vertrieb-in-der-corona-krise_teil_1/

Brugger, F. (2010). Sustainability in corporate communications. Meaning, characterisitcs and
challenges. Gabler Verlag. Retrieved 04 20, 2021

Business Today. (2020, 09 02). Coronavirus is worst crisis since World War 1l: UN Chief Antonio
Guterres. Retrieved 03 05, 2021, from
https://www.businesstoday.in/current/world/coronavirus-is-worst-crisis-since-world-war-ii-
un-chief-antonio-guterres/story/399779.html

Christian Belz, Y.-C. L. (2020). Cross-selling overcomes distance. Springer Fachmedien Wiesbaden.
Retrieved 04 28, 2021, from https://www.springerprofessional.de/cross-selling-ueberwindet-
distanz/18116834

Claes Fornell, F. V. (2020). The Reign of the Customer: Customer-Centric Approaches to Improving
Satisfaction.

Dannenberg, H., & Zupancic, D. (2009). Excellence in Sales - Optimising Customer and Sales
Management. Wiesbaden: Gabler.

Deloitte. (2021). Four out of five UK consumers adopt more sustainable lifestyle choices during COVID-
19 pandemic. London. Retrieved 05 15, 2021, from
https://www?2.deloitte.com/uk/en/pages/press-releases/articles/four-out-of-five-uk-
consumers-adopt-more-sustainable-lifestyle-choices-during-covid-19-pandemic.html

26



Dewar, C., Scott, K., Sneader, K., & Strovinik, K. (2020). The Ceo moment: Leadership for a new era.
McKinsey & Company. Retrieved 04 14, 2021, from https://www.mckinsey.com/featured-
insights/leadership/the-ceo-moment-leadership-for-a-new-era

Dunn, A., Hood, K., & Driessen, A. (2020). Measuring the Effects of the COVID-19 Pandemic on.
Retrieved 03 12, 2021

Ehgoetz, S. (2020). 5 top strategies to boost your digital distribution. McKinsey and Company. Retrieved
03 18, 2021, from https://insights.learnlight.com/de/artikel/5-top-strategien-die-ihren-
digitalen-vertrieb-boosten/

European Commision’s Science Hub. (2020). The impact of COVID confinement measures on EU labour
market. Brussels. Retrieved 04 21, 2021, from
https://ec.europa.eu/jrc/sites/jrcsh/files/jrc.120585_policy.brief_impact.of .covid-
19.on_.eu-labour.market.pdf

European Council. (2020). A recovery plan for Europe. Brussels. Retrieved 03 05, 2021

Fader, P. (2020). Customer Centricity: Focus on the Right Customers for Strategic Advantage. Wharton
Executive Essentials Series.

Financial times. (2020). Prospering in the pandemic: the top 100 companies. Retrieved 04 16, 2021,
from https://www.ft.com/content/844ed28c-8074-4856-bde0-20f3bf4cd8f0

Fischer, T., & Robert Hubert, A. S. (2010). Sustainable corporate management as a challenge for
controlling. Munich: journal for performance-oriented corporate management. Retrieved 04
19, 2021

Flaig, M. (2020). Sales digitize itself through Corona. Cologne: W&V. Retrieved 02 25, 2021, from
https://www.wuv.de/tech/vertriebler_digitalisieren_sich_durch_corona

Fridays for future. (2021, 04 22). Retrieved from List of Countries: https://fridaysforfuture.org/what-
we-do/strike-statistics/list-of-countries/

Griese, K.-M. (2019). Sustainability marketing - A case study-based introduction. Gabler Marketing &
Sales. Retrieved 04 20, 2021

Guido Caniglia, C. L.-L. (2020). A pluralistic and integrated approach to action-oriented knowledge for
sustainability. nature sustainability. Retrieved 04 11, 2021, from
https://www.nature.com/articles/s41893-020-00616-z

Hughes, T. (2020). 10 Reasons Why Salespeople Will Always Be Absolutely Essential. Salespop.
Retrieved 05 15, 2021, from https://salespop.net/salespreneurs/10-reasons-why-salespeople-
will-always-be-absolutely-essential/

K&P. (2020). Challenges in Sales in times of Covid-19. Retrieved 04 04, 2021, from https://www.kraus-
und-partner.de/vertrieb-in-krisenzeiten

Katzengruber, W., & Pfortner, A. (2017). Sales 4.0: Strategies and concepts for the future in sales.
Wiley-VCH Verlag & CO.KGaA.

Kim, R. Y. (2021). The Impact of COVID-19 on Consumers: Preparing for Digital Sales. Retrieved 03 15,
2021, from https://ieeexplore.ieee.org/abstract/document/9076858

27



Kim, R. Y. (2021). The Impact of COVID-19 on Consumers: Preparing for Digital Sales. (IEEE, Ed.)
Retrieved 04 28, 2021, from https://ieeexplore.ieee.org/abstract/document/9076858

Krah, E.-S. (2020). Success in the face of crisis. Springer Professional. Retrieved 03 14, 2021, from
https://www.springerprofessional.de/vertriebsstrategie/vertriebssteuerung/erfolg-trotz-
krise/18228520

Krah, E.-S. (2020). The top sales trends 2021. Springer Professional. Retrieved 03 17, 2021, from
https://www.springerprofessional.de/vertriebsstrategie/vertriebsmanagement/die-top-
vertriebstrends-2021/18708464

Kreuzer, T., Roglinger, M., & Rupprecht, L. (2020). Customer-centric prioritization of process
improvement projects. ScienceDirect. Retrieved 04 02, 2021, from
https://www.sciencedirect.com/science/article/pii/50167923620300415

Lea, R. (2020). The coronavirus crisis:. Retrieved 02 26, 2021

Levinson, C. (2021, 02 23). What are the duties of a sales department? Retrieved from bifluent.com:
https://bizfluent.com/list-6594800-duties-sales-department-.html

Lukas Frank, R. P. (2020). Design heuristics for customer-centric business processes. Business Process
Management Journal. Retrieved 03 29, 2021, from
https://www.emerald.com/insight/content/doi/10.1108/BPMJ-06-2019-0257/full/html

McKinsey & Company. (2020, 10 03). Agile resilience in the UK: Lessons from COVID-19 for the ‘next
normal’. Retrieved 02 12, 2021, from https://www.mckinsey.com/business-
functions/organization/our-insights/agile-resilience-in-the-uk-lessons-from-covid-19-for-the-
next-normal

Mercedes, D., & Burrell, D. N. (2021). Managerial adaptability and business strategic change in age of
CoVID-19. Retrieved 05 2, 2021, from
https://www.emerald.com/insight/content/doi/10.1108/PRR-12-2020-0046/full/html|

Mercuri International. (2020). Sales Strategies 2020: How Digitalisation and the Corona Crisis are
Changing  Sales. Mercuri International. Retrieved 04 28, 2021, from
https://www.mynewsdesk.com/de/Ifim-media/pressreleases/vertriebsstrategien-2020-wie-
digitalisierung-und-corona-krise-den-vertrieb-veraendern-3028172

Mottier, A., & Dulany, D. (2021). The evolution of sales development. Operatix. Retrieved 04 14, 2021,
from https://www.operatix.net/sales/the-evolution-of-sales-development/

Philipp, M. (2020, 11 12). B2B-Sales after Corona. Retrieved 03 02, 2021, from ChannelPartner:
https://www.channelpartner.de/a/b2b-vertrieb-nach-corona,3338379

Pufé, |. (2014). What is sustainability? Dimensions and opportunities. Retrieved 04 21, 2021, from
https://www.bpb.de/apuz/188663/was-ist-nachhaltigkeit-dimensionen-und-chancen?p=all

Robinson, R. (2019). Five Ways Sales Has Changed In Recent Years (And How To Adapt). Forbes.
Retrieved 03 15, 2021, from https://www.forbes.com/sites/ryanrobinson/2019/03/13/how-
sales-has-changed/?sh=3c3e868b3985

Roland Berger GmbH. (2015). The digital future of B2B sales. Munich. Retrieved 03 28, 2021

Saad, M. F., & Latif, A. A. (2020). Agile Approach and Adaptability into Complex Environment. Retrieved
05 12, 2021, from http://www.kmice.cms.net.my/ProcKMICe/KMICe2021/pdf/CR183.pdf

28



Seybold, H. (2019). Sustainable development as a guiding principle. Berlin: Ministtry of Environment,
Climate and Energy Management. Retrieved 04 18, 2021

Silver, C. (2020). The Top 25 Economies in the World. Investopedia. Retrieved 12 24, 2020, from
https://www.investopedia.com/insights/worlds-top-economies/

SINGH, H. (2019). Sustainable Development: Background, Definition, Pillars and Objectives. Retrieved
03 03, 2021, from https://www.jagranjosh.com/general-knowledge/sustainable-
development-background-definition-pillars-and-objectives-1446807134-1

Stahle, J. (2019). Sales 4.0. Digitalisation of Sales. Munich: FOM Munich. Retrieved 02 26, 2019
Stahle, J. (2019). Sales 4.0. The digitalization of sales. Munich: Grin Verlag.

Statista. (2020). Real GDP growth rate forecasts in selected European countries from 2020 to 2021.
Europe. Retrieved 03 05, 2021

Sustainable People. (2019). The three pillars model of sustainability. Retrieved 04 17, 2021, from
https://thesustainablepeople.com/das-drei-saeulen-modell-der-nachhaltigkeit/

Thiirling, M. (2021). Corona crisis: Sales staff must stay outside! And now? Vertriebszeitung. Retrieved
04 23, 2021, from https://vertriebszeitung.de/corona-krise-vertriebler-muessen-draussen-
bleiben-und-nun/

Veleva, V. (2021). The role of entrepreneurs in advancing sustainable lifestyles: Challenges, impacts,
and  future  opportunities.  ScienceDirect.  Retrieved 04 23, 2021, from
https://www.sciencedirect.com/science/article/pii/S0959652620347028

Wolff, S., & Ladi, S. (2020). European Union Responses to the Covid-19 Pandemic: adaptability in times
of Permanent Emergency. Journal of European Integration. Retrieved 04 04, 2021, from
https://www.tandfonline.com/doi/full/10.1080/07036337.2020.1853120

Woodward, A. (2020). Greta Thunberg turns 17 today. Here's how she started a global climate
movement in just 18 months. Retrieved 04 21, 2021, from
https://www.businessinsider.com/greta-thunberg-bio-climate-change-activist-2019-9

WorkWiseSoftware. (2017). 11 Ways the World of Sales Has Changed Over Time. Retrieved 02 26,
2021, from https://www.workwisellc.com/blog/ways-sales-has-changed-over-time-part-one/

Wouter Aghina, K. A. (2018). The five trademarks of agile organizations. McKinsey . Retrieved 05 03,
2021, from https://www.mckinsey.com/business-functions/organization/our-insights/the-
five-trademarks-of-agile-organizations#

Yakushkina, E., & Stadler, L. (2020). Increasing efficiency in sales:. Frankfurt am Main: HPP Consulting.

Retrieved 03 19, 2021, from https://www.hpp-
consulting.de/uploads/20201002_Effizienzsteigerung-im-Vertrieb_Lessons-learned-von-
Corona.pdf

29



Appendix

1. Sales development representative: They are responsible for the first step:
researching, identifving and contacting leads. They are usually a cold caller or the
ones who make the first contact with a prospective client. Once the customer lead has
been identified as a qualifying lead, the responsible person passes that lead to a
higher-level sales representative.

2. Account executive: They are responsible for bringing in new business and making
sales. Often called closers, since they are fully responsible for the success of the deal.
They run demonstrations, write proposals, create tailored presentations, identify
obstacles and negotiate contracts to then make the sale.

3. Sales Specialist: They have in-depth knowledge of the product/service and the
industry. They handle complicated issues or customer requests. They take over any
complex sales or advanced challenge.

4. Customer Success Representative: They are responsible for following up and
renewing sales. This role is the kev for customer retention. They keep the customers
happy and find new ways to improve the relationships.

5. Sales Manager: They are the team lead, responsible for making sure team hits their

goals and meets their responsibilities. They determine the direction of the team as well
as measure and improve outcomes.

Appendix 1 Different Sales positions and their responsibilities; Source (Own Design, 2021)

What has changed for you when dealing with customers before and after Covid-157
How did your customer relationships evolve during the last year?
What did your company actively change in terms of sales during covid? E.g. different approaches?
How did you maintain existing customer relationships? Did you create new ones? How?
Have you adapted any new sales related technologies during covid? CRM?
How did you involve customer digitally?
Have you recognized any shifts in terms of customer preferences?
Have you recognized any external trends that influenced your customer choices?
Have you realized that your customers have become more concerned about sustainability?
. Have you realized a higher demand for sustainable products/services?
. Have you changed your product porifolio in a more sustainable oriented way according to the shift in
customer preferences?
12. Did you change or even increase your marketing activities?
13. Did you include any new digital marketing channels or even marketplaces during covid?
14. Did you include any automated processes, such as sales and marketing automation solution offers or
campaigns during covid?
15. How did you support your employees overall during the crisis? Do you think they felt more valued
during covid?
18. How did you strengthen employees to work digitally?

[T R« It B TR 5 R R e

Er—
—_—

Appendix 2 Expert Interview Questions; Source (Own Design, 2021)
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Which category below includes your age?
105 Antworten

@ 18-25
@ 25-35
® 35-50
@ 50-65
@ 65 or older

Appendix 3 Overview of the age of respondents; Source (Google Forms, 2021)

What is the highest degree you have received?
105 Antworten

@ Less than high school degree

@ High school degree or equivalent
@ Bachelor degree

@ Master degree

@ Doctoral degree

48,6%

Appendix 4 Overview of the educational background of the respondents; Source (Google Forms,
2021)

What was your yearly income in 20207

104 Antworten

® =<10.000€
@ 10.000-25.000€
@ 25.000-40.000€
@ 40.000-55.000€
@ >55.000€
@ Prefer not to say

Appendix 5 Overview of the income of the respondents; Source (Google Forms, 2021)
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Model Summary®
Adjusted R
Square

Model R R Sguare

Std. Error of the

Esfimate

1 509° 633 613

328

a. Predictors: (Constant), Mationality_, Long term view, Financially suffered,

Income, Gender, Education, Suktainability concemn before Covid-19,
Employment, Company more sustainability, Mew problems through

COVID19, Age

b. Dependent Variable: Sustainability concern during Covid-19

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 43 544 11 4413 15,354 ooo”
Residual 25610 92 278
Total 74,154 103

a. Dependent Variable: Sustainability concern during Covid-19

b. Predictors: (Constant), Mationality, Long term view, Financially suffered, Income, Gender,

Education, Sustainability concern before Covid-19, Employment, Company more sustainability,

Mew_problems_through_COWID19, Age

Coefficients®

Standardized
Unstandardized Coefficients Coeflicients

Model B Sid. Error Beta t Sig.

1 (Constant) 2877 ST 7,628 000
Age -, 382 078 -, 396 -4.910 000
Long term view 239 059 216 2695 005
Educafion 195 053 132 1,995 049
Income Categories -, 049 045 -091 -1,085 276
Financially suffered -,051 116 -029 - 437 JBE3
Sustainability concern before 222 069 224 3,209 002
Covid-19
Mew_problems_through_CO 065 160 031 413 J6&0
ViD19
Company more sustainability 408 101 305 4009 000
Gender -211 110 - 123 -1,915 059
Employment 122 062 139 1,953 054
Mafionality 014 016 J053 845 400

a. Dependent Variable: Sustainability concern during Covid-19

Appendix 6 Multiple linear regression analysis with further variables; Source (SPSS, 2021)
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Have you started thinking about problems during covid-19 you havent thought about before?
105 Antworten

@ VYes
® No
@ | don’t know

Appendix 7 Overview of problems that have occurred before; Source (Google Forms, 2021)

If yes, in which areas are you more sustainable aware? (If not, choose last option) (You can choose

more than 1)
104 Antworten

Food, beverages & consumer...
Energy consumption

Water consumption

Clothing

Transportation (cars,airplanes, ...
Waste reduction

It didn’t make me more sustain...

0 10 20 30 40 50

Appendix 8 Overviews of areas of sustainability interests; Source (Google Forms, 2021)

Have you financially suffered because of reasons that resulted from covid-19?
105 Antworten

@ Ves
@ No
@ It didn't affect me

38,1%

Appendix 9 Overview of respondents suffering financially through Covid-19, Source (Google Formes,
2021)
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