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Abstract

In recent years the competitiveness in Ethiopiaer belustry has enormously increased speciallyr dfie
privatization of government breweries to internatib well recognized breweries. Despite of room for
growth and additional breweries are underway tajtie industry, currently breweries are spending a
large sum of money to attract consumers in usimgr thales person officers. Understanding the sales
person sales skill contributes in the result okesgberson performance. This study analyzes thecingba
sales skill on sales person performandéhe objectives of this paper are two-fold. Firstty
understand the influence of sales skills dimensioasely interpersonal, salesmanship, technical
and marketing skills on salesperson performanc®&@i Ethiopia, which is a major brewery
industry in Ethiopia; and secondly, to investigéte effect of organizational commitment as a
moderating variable on the above relationship. Datas gathered from all agents of BGI
Ethiopia sales person 252 salesperson in the imguslifferent literatures have been used in
discussing the concept and to identify major festibrat affect sales person performance. Salessskill
interpersonal skill, technical skill, marketing kksalesmanship skill, and organizational commitingre
found to be important variables that determine saderformance. Questionnaires were distributedlito a
respondents of the agent of BGI Ethiopia salesgerbrom each agent all sales persons are taken and
results were put through different methods of datelysis. Descriptive statistics, correlation and
regressions were used in this study. Based on tiadysis from the independent variables the only
salesmanship skill and organizational commitmeng #ne most influential factor of sales person
performance. Different factors are consists on ¢heales skill variablesThe findings show that the
effect of salesmanship skills positively influeand predicts salesperson performance. And the
findings also show that technical, marketing aneiipersonal skills do not influence salesperson
performance. And, organizational commitment wagssarily moderate the relationship between

sales skills dimensions and salesperson performance

Keywords: sales skills, sales person performance, organizatcommitment



CHAPTER ONE
INTRODACTION
1.1. Background of the study

Ethiopia's oldest brewery Saint George, foundeti9®? is located in central Addis Ababa. The brewery
was set up with modest premises to produce thetigosifirst bottled beer. It is situated near thexto
Square, Addis Ababa, and occupies an area of 2Gg0fneters of land (Ethiopian Trade Journal, 1960)
According to addismap.com (2011), the factory isvrmwvned by BGI, a company owned by French
investors, an internationally acclaimed Brewing @amy that operates in many countries. It has exaell
reputation in producing quality beer and broughtGatorge to the same standard. Ever since it became
privatized, and along with the opening of a sisgtempany in Kombolcha, the brewery bas played an
important role to improve the supply of the beedt promote modern marketing in the country.

In this aggressive and energetic world we live thre role of sales person is immense and
fundamental. The growing complexity of productsjged with the expensiveness of advertising,
induced company to rely more on sales person. Ralselling is defined by Meredith (2009) as
an interpersonal process whereby a seller trisatover and satisfy a buyer’s needs in a mutually,
long-term beneficial manner suitable for both gatiEven more it is important in Business to
Business marketing. Personal selling dominatebtisetness marketer’s promotion mix. Because
the organizational buyer requires the help of thpp8er in solving technical problems and
because the buyer negotiated with the suppliebtiseness marketer’s promotion mix emphasizes
personal selling. (Gross, 1998)

One of the key issues relating to managing sale® fis how to improve a B2B sale personal’s
performance (Singh and Koshy, 2009). They furtbewarded that the answer is to identify and
measure factors that determine B2B salespersorfsrpence. In one of the most cited authors in
the area Churchill et al., (1985) sales skill isognized as one of the most important variable in
explaining personal performance. In their own wo@lwrchill et al., (1985) have noted that
-while differing sales situation, markets condispmproduct types, etc all likely affect which
factors contribute to sales success, one of thd atoking and important commonalties across
differing explanations of salesperson job perforogais the importance each ascribes to selling
skill.

Even if salespersons’ importance in the brewerysty is critical, BGI Ethiopia have been giving
less emphasis to retailers’ sales person thatlalistss the product of BGI Ethiopia for business

customers.



1.2. Background of the organization

The founder of St. George brewery, according toesswurce, is Mussie Dawit Hale who is a

Belgian. Other source says that the brewery wasdvamd operated by a German Company. In
fact, the brewery was set up by Mussie Dawit Hahe Vately sold it to a German company. Some
43 years ago, the Ethiopian trade journal (1960he" St.george brewery is situated near the
mexico square , Addis Ababa, and occupies an dr2@,000 Sg.meters of land. The beer factory
was started 36 years ago by a German company aBthapian company took it over six years

ago.

The brewery stands right on the same site it wage@s ago. During the time of the last Emperor
it was known as marshal Smut Street. It was adimea fairly big building and it started off as one

of the pioneers in Ethiopia's industrial developmen

In the early years of the 1970's the Brewery wagind shape in terms of its machineries, physical
buildings, vehicles, marketing network, etc. It evead a plan to open a new plant for the
production of soft drinks. In 1974 the brewery wadionalized. Even though this created some
obstacles the brewery pulled through with some awpments particularly with regard to
manpower development and betterment in workers genant. It also started to produce draught
beer that enjoyed popularity and big sales. orother hand, the brewery was lacking the finance
it needed to introduce new technologies that camtled 1970s. The name of the brewery was also

changed as "Pilsner Brewery" and later as "Addialrsbbrewery".

Most of all, the workers showed great commitmert dedication to keep the brewery and its
product popular. The role played by the brewery sigsificant in supporting and promoting other
social activities including St. George Sport CI8b.George brewery is once again privatized. The
factory is now owned by BGI, an internationally laomed brewing company that operates in
many countries. It has excellent reputation in pdag quality beer and brought St. George to the
same standard. Today, St. George is the oldesirb&ghniopia certainly also the youngest with the

fresh dynamism.

BGI Ethiopia is the first brewery that introducattarnational draught beer brand, the castle
draught beer, Amber beer, a deep reddish browrr d@er, is also the first on the Ethiopian
market and is distinct from other beer brandsimgeof quality and ingredients. At six percent, its

alcoholic content is higher than other draught eer



BGI Ethiopia also bought a 25 % share worth 75iamilbirr in Raya brewery. According to Raya's
plan, in the first phase of its operation, it irderto produce 300,000 hectoliters of beer per annum

1.3. Statement of the problem

Even though there is still a room for growth inigfhian beer market, in recent years the competigsgs in

the industry has enormously increased after theafization of government breweriefn today’s
multipart times, the sales professional cannot nadktcustomers’ needs for information,
customization, and general support. The sales reudngages and empowers all organizational
members to contribute their expertise to the satepaign. Many researchers have emphasized the
importance of sales person’s skill levels in relatto their performance (Churchill et al., 1985;
Rentz et al., 2002 as cited in Ahmad et al., 20C@urchill et al., (1985), Ford et al., (1988) and
Ahmed et.al., (2010) also argued that beside ajgjttole perception, motivation, personality and
organizational factors, sales skills also affestles persons performance. The dimension of sales
skills are adopted from Ahmed et al., (2010) whtern adopted it from different studies.
Compared to the global breweries sector, wheretantial research has been done on sales skills
on food and beverage industries, very little oronganized and comprehensive study has been
conducted in the area of sales skill in BGI Ethagpeer industry). So the three dimensions;
interpersonal, salesmanship and technical fromRetndl., (2002); which are found to be useful
predictors of sales performance. And the fourtimegision marketing skills is adopted from
Aherne and Schilleweart (2000).

Therefore it makes sense to explore important sskdts. Currently, Ethiopia’s total beer
production capacity stands at 7.1m hectoliters alymuBGI Ethiopia’s capacity stands at 2.7m
hectoliters from its three factories at Addis Abeblawassa and Kombolcha. Heineken S.C.,
which owns Walia, Harar and Bedele breweries, hapacity of 2.5m hectoliters. Diageo, owner
of Meta Abo Brwery, and Dashen Brewery S.C., follith one million and 900,000 hectoliters,

respectively. The market share of Brewery is higidgnpetitive.

BGI Ethiopia has five districts that retailers gped in Addis Ababa city and the agents have its
own salespeople that sale the product of BGI EthioBut the industry does not know the
performance of the salespeople in the retailettlagid sales skills. A BGI Ethiopia 2015 target sale
was 2.7m hectoliters but the company sales repoms that 2015 BGI Ethiopia sales are 2.53m
hectoliters. In addition to that the sales of 2@ld greater than the sales of 2015 by 0.42m
hectoliters. According to the company 2015 annepbrt this deviation comes from due to lack of



professional sales person skill, new entrant brgweempany competitiveness, company high
attention towards manufacturing(launching huge nmefes). However, the company mentions
lack of sales skill as one of a major problem for tleviation but they did not support this lack
through profession sales skills parameter In amidito thatcurrently BGI Ethiopia are battling
promotion war and spending millions of birr for adising So as research the researcher conduct to
investigate the retailer’s sales man selling skills

Therefore, to provide empirical evidence the redearinterested to conduct the impact of sales
skills; based on Ahmed et.al.,(2010) ; technigkills, interpersonal skills, marketing skiksd
salesmanship skills; on sales person performahB&I Ethiopia retailer's business to business
sales force. It also assesses the both direct adgnating impact of organizational commitment

on the relationship between sales person’s skillssales performance.

1.4. Research questions

This study has tried to answer the following bassearch questions.

What is the impact of technical skills on the sgdesson’'s performance?
What is the impact of interpersonal skills on thkes person's performance?
What is the impact of marketing skills on the sglesson's performance?

What is the impact of salesmanship skills on thessperson's performance?

ok w0

What are the different organizational commitmentsden by BGI Ethiopia to improve

these skills on sales person's performance?
1.5. Objective of the Study

This research aims to provide an understandinghatt sales skills are considered necessary to

determine the influences of sales performance.
Specifically the study has the following objectives

To assess the relationship between sales skilighlas and sales persons performance
& To find out the impact of technical skills on safgersons performance.
& To realize the impact of interpersonal skills afes persons performance.
& To explain the impact of marketing skill on sgbessons performance.

& To determine what ithe impact of salesmanship skills on sales pergmrformance.



# To find out the direct impact of organizationahwaitment on sales persons performance
& To find out the Moderating role of organization&ommitment on the relationship
between the dimension of sales skills ( Tewdni Interpersonal, Marketing and

Salesmanship ) and Sales personas performance

1.6. Research Hypothesis

Based on the review of related literature manyaeseers have indicated a positive impact of sales
skills on sales persons Performance. Thereforestidy formulated the following proposition
The entire hypothesizes is resulting from the neved related literature and was summarized in
the following:

H1: Technical kills and sales person’s performaareesignificantly and positively related

H2: Interpersonal skills and sales person’s peréoroe are significantly and positively related.
H3: Marketing skills and sales person’s performagreesignificantly and positively related.

H4: Salesmanship skills and sales person’s perfocsare significantly and positively related.
H5: Organizational Commitment and sales person'fopeance are significantly and positively
relates.

H6: The influence of Sales skills (Technical, Ipensonal, Marketing and Salesmanship) on

salesperson performance is higher when organizdtammmitment is high.

1.7. Scope of the study

The study has limited itself on assessing only ithpact of selling skills but sales person’s
performance is affected by many other variablesuding personality factors, role variables,
motivation, aptitude and organizational factons.tdrms of the Universe of the study, it is limited

to single industry sales persons on the BGI EtliapiAddis Ababa city.
1.8. Significance of the Study

Identifying blueprint of sales person performantesi vital for designing and developing

innovative marketing strategies, and efficient nefdhdegmentation strategies (Horsky et al., 2006).
It is important for marketers, marketing managerkriow how business customers influence by
the sales skills of the sales person. To build geedsonal presentation when the sales officer
made rapport sales force for the purpose of makailgs and building customer relationships.

Personal selling is paid personal communicatioh dtempts to inform customers and persuade



them to purchase products or services. And salk$iak direct influence on consumer purchasing
decisions, segmenting the market based on thenmafiton that gain from the successful sales
people. Therefore, this study is aimed at helpimgketers understand how shaped their sales and
to design marketing strategies. From the reseamasppctive you can hardly find studies
involving sales skill and sales person performandeeverage and food industries and therefore
this study could lead to further research studiebe future.

1.9. Operational Definition of Terms

& Interpersonal skill: refer to mental and communication algorithms egaplduring social
communication and interaction to achieve certaifeot$ and results (Ahmed et al.,, 2010)
According to Rentz et al, (2002) as cited in Ahreaadl., (2010) the dimensions of interpersonal

skill are listening, empathy, optimism and percdiobservation skills.

& Technical Knowledge: refers to sales person skill in proceeding infation about design and
specification of products and the applications &mtttions of both the products and services
(Ahmed et al., 2010)

& Marketing skill: refers to knowledge about the industry and tremdgieneral such as
customers, markets and products; competitpretducts, services, sales policies; knowledge
of competitors’ products lines, and knowledgé customer operations (Behrman and
Perreault, 1982 as cited Ahmed et al., 2010).

& Salesmanship skill: refers to adoptability, consultative selling, oggtion and questioning

and sales person’s cues and communication styls.ski

& Organizational commitment: a committed employee is the one who stayth the
organization through thick and thin, attends waggularly, puts in a full day (and be more),
protects company assets, shares company goalsthed gMeyer and Allen,1997 as cited in
Ahmad et al., 2010 p. 184).

&5 Sales person performance: a performance that sales persons expertise in ¢bepany’s
products and the market, good communication skdlsility to solve problems, ability to
understand and satisfy the buyer’s needs, thorasgghand ability to help in ensuring the reliable
and fast delivery of orders.jobber,david(1947).



&5 Performance:-performance has been defined in two distinct wa@ampbell(1991) defined

performance as behavior relevant to the organizatigoals. He also suggested that when behavimmtis
observable, performance can only be known by ifscef, that is, sales. Alter-natively, kane (1986,
p.137)defiened performance as "the record of outsoathived in carring out the job function during t
specified period." Whereas Campbell emphasized etsa kane emphasized outcomes. In selling
situation, sales volume is compatible with bothrdébns. Thus, behavior of sales person and thelies

volume should be interrelated.

&5 Outcome measure:- out measures are most useful when the performanipeitoof a job can be

accurately measured. Sales volume is the most dratyuused outcome measured of sales person
performance(weitz 1981; peck 1982). Sales volunseals been used extensively in academic research a
a performance measure(comer and Dubinsky 1985;cGHuet al.1985). However, a major caveat exists

when using sales volume to evaluate retail salggpe®Vhen sales people’s performance is compared,

sales volume must be adjusted for product solereat environment, time period, and seasonality.

&5 Measuring Salesperson Performance
& Quantitative Measureslt is convincing to rely on quantitative companyadéuch as dollar or unit

sales or contribution to profit over some time pdyias a logical criterion measure of salesperson
performance, moreover, these measures have beetywiskd in past research Yet there can be
problems with quantitative measures For examplereSter has persuasively described the
dynamics of industrial markets, and how this vtitgtis reflected in dramatic swings in sales
volume inequality across different sales territgrigroduct lines, or customer accounts often exist.
Thus sometimes quantitative company data that appdse objective may suggest differences in
performance among salespersons that may be atibleuto factors beyond the control of the
individual Such uncontrollable factors can somesinie taken into account by considering
performance relative to quotas, or by statisticgiirtial ling out the Impact of uncontrollable
factors. Even with such adjustments, quantitatieasares may be problematic when team selling,
missionary selling, or long selling cycles are ssue. The one-dimensional focus of quantitative
measures of sales person performantg not be appropriate for sales research purposes.
However, to the extent that a number of relevamt dissimilar, quantitative measures (sales, new
accounts, conversion rates, expenses, etc) artalsleaon each salesperson, It IS possible to

develop composite performance measures for eaespsakon.



CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1. The Sales Process Model

A schematic model of the sales process is actiméiiyenced by participants, the salesman and tlyerbu
Each may be thought of as a focal person and eadafifluienced by personal characteristics and role
requirements. Personal characteristics includeopetfiy, values, attitudes, past experiences aedike.

As shall be developed in more detail in a latetisacin some situations the personal affiliatidntlee
salesman and customer with respect to these chéstics may help or hinder the participants in mgv
onward in the sales process. Role set requirenfergs formal authority and organizational autonpmy
interact with personal characteristics to shapalsi@nd expectations. Furthermore, one focal pesson’
knowledge of the other’s needs and expectationslezaiyto an adjustment of his own. Based on hidsiee
and expectations, each person develops a strayeghibh he expects to negotiate a favorable exobhang
That overall strategy may involve efforts at pessol, ingratiation, communication of facts or offer
efforts at friendship and/or other elements. Dlyectr indirectly, the compatibility of the needsdan
expectations of the buyer and seller, as refleloyettheir strategies, is tested at the negotiattwasp of the
process. If the strategies are compatible, an exghaiill take place. Otherwise, the salesman arygbu
may stop interacting; or, based on the feedbackighed by the unsuccessful negotiation, either ahbo
may adapt by altering strategy, attempting to @djaeds locus of control, and thus he may not ke=tab
adapt successfully: for example, to negotiate &ffely a salesman may need to be able to set pryets
this may be contrary to organizational policy ahdst beyond his control. When the particular set of
negotiations is terminated, regardless of the on&othe experience becomes input into future S/C
interactions. In subsequent sections, previousarebeof the model: personal characteristics, role
requirements, needs and expectations and strat&grele some of the concepts discussed in onewecti
are relevant in others, the division of materiavotes a logical organization for most issues apeusonal

selling as a process. arun(1993, p.231-238)

2.2. Personal Selling:Personal presentation by the firm’s sales forcetlfier purpose of
making sales and building customer relationshipgrséhal selling is paid personal
communication that attempts to inform customers pacduade them to purchase products or
servicesPersonal selling is defined as the personal conratian of information to persuade a
prospective customer to buy something a good, sgrudea, or something else Futrell, (1992) as
cited in Jaramillo & Marshall, 2003). Jaramillo alérshall (2003) believe that personal selling

messages have the potential to be more persudisare advertising or publicity due to the



face-to-face communication with customers. Brdakdk (1995) suggests that personal selling is
a critical component of marketing success. He dsfithe personal selling process as the
positioning of goods or services in the mind ofaatipular prospective customer (Brooksbank,
1995, p. 63 as cited in Jaramillo & Marshall, 2008)jth increasingly fragmented markets, the
role of personal selling becomes extremely impdrténe role of personal selling will continue to
be of overwhelming importance in the case of tremsapanies operating in markets characterized
by high volume customized goods and services \wititively long and complex decision making
processes (Brooksbank, p. 61 as cited in Jara&ilarshall, 2003). Undoubtedly by now you've
figured out that marketing enables individuals anganizations to sell products and services to
other people to help them satisfy their needs aadtsv At some point in the selling process,
personal selling usually becomes involved. It &splersonal selling process that allows marketers
the greatest freedom to adjust a message to satistgmers' information needs. Personal selling
allows the marketer or seller to communicate diyaeith the prospect or customer and listen to
his or her concerns, answer specific questionyjigecadditional information, inform, persuade,

and possibly even recommend other products orcesvi

Personal selling is a social situation involvingotwersons in a communication, and success
results in how well both parties achieve a commodeustanding that will enable mutual goal
fulfillment through social interaction (Webster,6B) as cited in Meredith, 2009). A sales
representative’s skill and efforts are especiaiiyportant whereby—good skills and effottare
more effective than poor skills and effort espdgidbr complex, new products as well as
presentations from sales representations fromriésgevn organizations (Levitt, 1967 as cited in
Meredith, 2009).

Robert Louis Stevenson once noted, “Everyone lbseselling something.” Companies around
the world use sales forces to sell products andcgey to business customers and final consumers.
But sales forces are also found in many other kofdsrganizations. For example, colleges use
recruiters to attract new students, and churchesnusmbership committees to attract new
members. Museums and fine arts organizations use-raisers to contact donors and raise
money. Even governments use sales forces. TheRdS8al Service, for instance, uses a sales
force to sell Express Mail and other services tpamte customers. In the first part of this chgpte
we examine personal selling’s role in the orgamirgtsales force management decisions, and the

personal selling process.



2.3. The nature of personal selling

Personal sellings one of the oldest professions in the world. paeple who do the selling go by
many names, including salespeople, sales représestaagents, district managers, account
executives, sales consultants, and sales engirfeeople hold many stereotypes of salespeople
including some unfavorable ones. “Salesman” maggoto mind the image of Arthur Miller’s
pitiable Willy Loman inDeathof a Salesmanr Dwight Schrute, the opinionated Dunder Mifflin
paper salesman from the TV shoWse Office who lacks both common sense and social skills.
And then there are the real-life “yell-and-sell’itghmen,” who hawk everything from the
ShamWow to the Swivel Sweeper and Point 'n PaiitMnnfomercials. However, the majority of
salespeople are a far cry from these unfortunateastypes. As the opening P&G story shows,
most salespeople are well-educated and well-tragmmefibssionals who add value for customers
and maintain long-term customer relationships. The&tgn to their customers, assess customer
needs, and organize the company’s efforts to sakggomer problems. Some assumptions about
what makes someone a good salesperson are dead. Wimre’s this idea that the classic sales
personality is overbearing, pushy, and outgoingkthd of people who walk in and suck all the air
out of the room. But the best salespeople are gbode-on-one contact. They create loyalty and
customers because people trust them and want to withh them. It's a matter of putting the
client’s interests first, which is the antithesishow most people view salespeople. The most
successful salespeople are successful for one esimgdson: They know how to build
relationships. You can go in with a big personadityl convince people to do what you want them
to do, but that really isn’t selling; its manipudat, and it only works in the short term. A good
salesperson can read customer emotions withoubiixgl them because the bottom line is that he
or she wants what's best for the customer. Con&des diesel locomotive business. It takes more
than fast talk and a warm smile to sell a batcmillion high-tech locomotives. A single big
sale can easily run into the hundreds of milliohdallars. GE salespeople head up an extensive
team of company specialists—all dedicated to figduays to satisfy the needs of large customers.
The selling process can take years from the faisisspresentation to the day the sale is announced.
The real challenge is to win buyers’ business biydmg day-in, day-out, year-in, year-out
partnerships with them based on superior produtdsckose collaboration. The teigsalesperson
covers a wide range of positions. At one extremgglasperson might be largely amler taker

such as the department store salesperson stanelmigdbthe counter. At the other extreme are



order getterswhose positions demaideative sellingandrelationship buildingor products and
services ranging from appliances, industrial eq@ptn and locomotives to insurance and
information technology services. Here, we focustloe more creative types of selling and the
process of building and managing an effective stdese. (Personal Selling and Sales Promotion
pp.463).

2.4. The Personal Selling Process

A schematic model of the sales process is actinfllyenced by participants, the salesman and the
buyer. Each may be thought of as a focal persoreanld is influenced by personal characteristics
and role requirements. Personal characteristictudec personality, values, attitudes, past
experiences and the like. in some situations theopal affiliation of the salesman and customer
with respect to these characteristics may helpraden the participants in moving onward in the
sales process. Role set requirements (e.g., faathbrity and organizational autonomy) interact
with personal characteristics to shape needs apdceations. Furthermore, one focal person’s
knowledge of the other’s needs and expectationsleaa/to an adjustment of his own. Based on
his needs and expectations, each person develspatagy by which he expects to negotiate a
favorable exchange. That overall strategy may wwoéfforts at persuasion, ingratiation,
communication of facts or offers, efforts at frishgp and/or other elements. Directly or indirectly,
the compatibility of the needs and expectationghef buyer and seller, as reflected by their
strategies, is tested at the negotiation phas@eoptocess. If the strategies are compatible, an
exchange will take place. Otherwisethe salesmarbagér may stop interacting; or, based on the
feedback provided by the unsuccessful negotiagdher or both may adapt by altering strategy,

attempting to adjust needs

Personal selling is not one time process; rathisrprocess taking several steps. As revised by
Marshal & Moncrief (2005) , there are seven stdEelling and some of the topical discussion of
each selling step that one might find in most st&tbook. Fill (2002) as cited in Tsalidis (2010)
argues that the alignment and the rigidity of teguence should not be overstated, as the actual
activities undertaken within each of these stagdbs wary not only from organization to
organization but also between the salespersons.S€ken Steps are reviewed by Marshal &
Moncrief (2005) as Follows:



Prospecting:-Prospecting is the method by which salesgeagarch for new customers
and potential customers. And Prospecting refeiddntifying and developing a list of potential
clients. Sales people can seek the names of pitgsfrem a variety of sources including trade
shows, commercially-available databases or mais,lisompany sales records and in-house
databases, website registrations, public recoedsrrals, directories and a wide variety of other
sources. Prospecting activities should be strudtsoethat they identify only potential clients who
fit the profile and are able, willing and authodze buy the product or service. This activity is
greatly enhanced today using websites with spgetaltied pages optimized with key words so
that prospects may easily find you when they setirehveb for certain key words related to your
offering. Once prospecting is underway, it themupsto the sales professional to qualify those
prospects to further identify likely customers aadeen out poor leads. Modern websites can go a
long way in not only identifying potential prospgdtut also starting this qualification process.

Pre-approach:-The pre-approach step includes all post prospeatitigities prior to the actual
visit with a prospect or customer. The pre-approstep occurs on virtually every sales call.
Before engaging in the actual personal selling @gec sales professionals first analyze all the
information they have available to them about apeat to understand as much about the prospect
as possible. During the Pre-approach phase ofd@rsopal selling process, sales professionals try
to understand the prospect's current needs, cursendf brands and feelings about all available
brands, as well as identify key decision makengeme account histories (if any), assess product
needs, plan/create a sales presentation to adteeskentified and likely concerns of the prospect,
and set call objectives. The sales professional @dselops a preliminary overall strategy for the
sales process during this phase, keeping in miaidtiie strategy may have to be refined as he or

she learns more about the prospect.

Approach:-The approach usually takes the first minute or neiswf a sale. It consists of the
strategies and tactics employed by salespeople whiging an audience and establishing initial
rapport with the customer. The approach includgening small talk, the handshake, eye
contact, and generally making a good initial inggren. The approach is the actual contact the
sales professional has with the prospect. Thikaspbint of the selling process where the sales
professional meets and greets the prospect, pwadentroduction, establishes rapport that sets



the foundation of the relationship, and asks opaed questions to learn more about the prospect
and his or her needs.

Presentation:-The presentation is the main body of the salesaradl should occur after the
salesperson has predetermined the needs of theneerst This step can be one presentation or
multiple presentations over a period of time. Gdatghe sales presentation will vary. During the
presentation portion of the selling process, thessarofessional tells that product "story” in aywa
that speaks directly to the identified needs andtsvaf the prospect. A highly customized
presentation is the key component of this stepthit point in the process, prospects are often
allowed to hold and/or inspect the product and $lades professional may also actually
demonstrate the product. Audio visual presentatiansl/or slide presentations may be
incorporated at this stage and this is usually wdades brochures or booklets are presented to the
prospect. Sales professionals should strive tthietprospect do most of the talking during the
presentation and address the needs of the pragpdelly as possible by showing that he or she
truly understands and cares about the needs @irtispect.

Overcoming objections:-Objections can be broadly defined as customer musstand
hesitancies about the product or company. Salgspeshould expect that objections will be
encountered in every sales presentation. Piofesssales people seek out prospects' objections
in order to try to address and overcome them. Winespects offer objections, it often signals that
they need and want to hear more in order to mdkélyainformed decision. If objections are not
uncovered and identified, then sales professiocetsot effectively manage them. Uncovering
objections, asking clarifying questions, and overtw objections is a critical part of training for
professional sellers and is a skill area that nigsicontinually developed because there will
always be objections. Trust me when | tell you #imsoon as a sales professional finds a way to
successfully handle "all" his or her prospects'eotpns, some prospect will find a new,
unanticipated objection-- if for no other reasoartito test the mettle of the sales person.
Close:-The close is defined as the successful complefitineosales presentation culminating in

a commitment to buy the good or service. Althougthhically "closing" a sale happens when
products or services are delivered to the custensatisfaction and payment is received, for the
purposes of our discussion | will define closingaaking for the order and adequately addressing

any final objections or obstacles. There are mamsirg techniques as well as many ways to ask



trial closing questions. A trail question might éathe form of, "Now that I've addressed your
concerns, what other questions do you have thattrimgpact your decision to purchase?" Closing
does not always mean that the sales professidegdlly asks for the order, it could be asking the
prospect how many they would like, what color theyuld prefer, when they would like to take

delivery, etc. Too many sales professions are eitfeak or too aggressive when it comes to
closing. If you are closing a sale, be sure tofaskhe order. If the prospect gives an answerrothe

than "yes", it may be a good opportunity to idgntiew objections and continue selling.

Follow-up:-The follow-up step is a relatively newer additionthe steps of selling in which the
salesperson does not assume the sale is overhgithcteptance of an order. Rather, much work
begins after the sale to make sure the custombéappy with the product/ service and that
everything that was promised is being deliveredloeup is an often overlooked but important
part of the selling process. After an order is e, it is in the best interest of everyone inealv

for the sales person to follow-up with the prospgecamnake sure the product was received in the
proper condition, at the right time, installed pedp, proper training delivered, and that the entir
process was acceptable to the customer. Thisris@tstep in creating customer satisfaction and
building long-term relationships with customers.tliie customer experienced any problems
whatsoever, the sales professional can intervetidarome a customer advocate to ensure 100%
satisfaction. Diligent follow-up can also lead tacovering new needs, additional purchases, and

also referrals and testimonials which can be useshkes tools.
2.5. Personal selling skills

The basic philosophy underlying the approach tesqeal selling is that selling should be an
extension of the marketing concept. This implieat tfor long-term survival it is in the best
interests of the salesperson and their companyleatify customer needs and aid customer
decision-making by selecting from the product ratigese products that best fit the customer’s
requirements. This philosophy of selling is in Iwéh Weitz1 and the contingency framework,
which suggests that the sales interview gives @aralleled opportunity to match behavior to the
specific customer interaction that is encountefBais is called ‘adaptive selling’ since the
salesperson adapts their approach according teptgfic situation and it has been found to be a

growing way of conducting sales interactions.rtportance is supported by research by Jaramillo



et al. (2007) which showed that adaptive selling was aaset with salespeople’s performance
(as measured by their attainment of sales quotass.is not to deny the importance of personal
persuasion. In the real world, it is unlikely tlgbroduct has clear advantages over its competition
on all points, and it is clearly part of the sadlifunction for the salesperson to emphasize those
superior features and benefits that the productesses. However, the model for personal selling
advocated here is that of a salesperson actingnesdaidentifier and problem-solver. The view of
the salesperson as being a slick, fast-talkingidente trickster is unrealistic in a world where
most sellers depend on repeat business and whegh @roportion of selling is conducted with
professional buyers. Saxe and Weitz (1982) defaustiomer orientated selling as ‘the degree to
which salespeople practice the marketing conceptyinryg to help their customers make purchase

decisions that will satisfy customer needs’.

They characterized customer orientated selling as:

1. The desire to help customers make satisfactoryhasedecisions.
2. Helping customers assess their needs.

3. Offering products that will satisfy those needs.

4. Describing products accurately.

5. Avoiding deceptive or manipulative influence tastic

6. Avoiding the use of high pressure sales techniques.

In order to foster customer orientated selling, pames need to develop a corporate culture that
views understanding customers and creating valughéon as being central to their philosophy,
and to use evaluation procedures that include mewmant of the support given to customers,
customer satisfaction with salesperson interactiamsl the degree to which salespeople are
perceived by customers to behave ethically. Intamdicompanies should include ethics in sales
training courses, and employ sales managers whwibireg to promote and enforce ethical codes
and policies.

Research studies have shown that successful sellaggociated with the following:

» asking questions;



» providing product information, making comparisored aoffering evidence to support
claims;

* acknowledging the customer’s viewpoint;

* agreeing with the customer’s perceptions;

* supporting the customer;

* releasing tension;

* having a richer, more detailed knowledge of custsme

* increased effort; and

» Confidence in one’s own ability.

These important findings should be borne in ming&lgspeople when in a sales interview. They
also suggest that sales training can improve paldésrmance, not only by improving skills, but by
enhancing the self-confidence of the trainees @irtherceived ability to perform well. When
developing theipersonal selling skills salespeople should also be aware of the chaistaisr
desired of salespeople by buyers. Research hasnshomumber of key factors as with the
development of all skills. Many companies use p&gying to provide new salespeople with the
opportunity to develop their skills in a situatisrhere sales trainees can observe and correct
behavior. In order to develop personal sellinglskilis useful to distinguish seven phases of the
selling process. These phases need not occur ordiee shown. Objections may be raised during
presentation or during negotiation and a trial €losay be attempted at any point during the
presentation if buyer interest is high. Furthermoegotiation may or may not take place or may
occur during any of the stages. As Moncrief and siall (2005) report: The evolved selling
process assumes that the salesperson typicallypeiform the various steps of the process in
some form, but the steps (phases) do not occugdoln sales call. Rather, they occur over time,
accomplished by multiple people within the sellifign, and not necessarily in any given

sequence.
Key characteristics of salespeople desired by buyer

» Expertise in their company’s products and the ntarke
» Good communication skills

» Ability to solve problems

» Ability to understand and satisfy the buyer’s needs



* Thoroughness
* Ability to help in ensuring the reliable and fasllivery of orders

2.6. B2B Personal Selling

One important advantage of personal selling is that selling pitch can be adjusted and
individualized to the prospect. Once you deterntiteeprospect’s needs, you tailor the sales pitch.
Unfortunately, personal selling is extremely expegisAs noted previously, door-to-door selling
is disappearing in the area of consumer markefligs is, however, not true in the area of
business-to-business (B2B) marketing. Companid:ngetomplex products such as printing
presses, buses, jets, computer systems, powespard other expensive "installations” usually
use salespeople to sell their products. Thesemadpte are compensated quite well and a large
number of them are college graduates. When sellbogplex, costly products B2B
(business-to-business), personal selling is extienm@portant. You need to develop a
relationship with customers and may have to andeennical questions. A customer with a
guestion can get an immediate response. Persahagss also important where prices have to be
negotiated and the sale involves a great deal afeyno For example, when JetBlue executives
decide to purchase 100 jets and want to talk spaiople from Boeing, they expect negotiations
will be extensive and that there will be severakfto-face meetings. The salesperson for Boeing
will have a great deal of knowledge about jets amdravel and will expect to meet the JetBlue
executives several times before the sale is clogekky disadvantage of personal selling is that it
is costly and you have to deal with customers dree ttme. This is different from advertising

where millions of people see the same ad. Advegis mass selling, not persona selling.

Business to business (B2B) markets is characteriaedften large and powerful buyers,

purchasing predominantly for the furtherance otoigational objectives and in an organizational
context using skilled/professional buyers. Deman&2B markets is normally derived demand;
customers are often geographically concentratedhagdtiation is the order of the day in dealings
between marketer and customer. Marketing and gahithese markets is very different from that
encountered in B2C markets. Buyers are much mioetylto negotiate on price, and delivery and
service are particularly important. The salespeisdikely to be dealing with skilled negotiators

and the process of buying, and hence selling ceameébover months or even years for certain types



of capital equipment. As in consumer markets, thtaee several distinct types of sub-markets
within B2B markets, the main ones being:

Markets for supplies and consumables e.g. raw ma&esemi-manufactured goods;
Markets for capital equipment e.g. plant, machinery
Markets for businesses services e.g. consultaackntcal advice.

For many firms, especially in business-to-businesskets, personal selling is the dominant
element in the marketing communications mix andkie to implementing marketing strategy
successfully. Sales expenditure may be ashmasc 15 per cent of sales, and higher than
advertising costs (Barker, 1999 as cited in Sw2@®,7). Therefore the factors that enhance the
performance of the sales function are of critio&iest.

2.7. Sales performance

Sales performance is often describe as the quatityquantity of sales closed in a specific time
period. However, the literature provides severakpectives on evaluating sales performance.
Colletti and Tubridy (1993) provided the followinigst of sales activities for successful
salespeople: selling, working with distributors,tegtainment, attending meetings, servicing
products, working with orders, servicing accoumitayel, communication/information, training
and recruiting. It is also cited that the perfore@mmeasures taken at different times are not highly
related and the relationships between differenfop@mance measures are not strong (Chonko,
Roberts and Dubinsky, 2002). Another set of citeried by Campbell (1990) consist of 10 which
are sales volume and ability to reach quotas, oustaelations and management of expense
accounts, company knowledge and customer knowlepigeeluct knowledge and competitor
knowledge and time management and planning thatgrertant for sales performance. From a
different perspective, Campbell’s checklist carelfectively reduced to four primarily objective
performance criteria such as annual sales volunossgprofit per sale, annual sales volume and
profit growth customer relationsPerformance expectations that relate to the org#ioizs
vision, mission, and values create win-win outcontésntifying key result areas and SMART
performance standards in these areas developyclrties and activities, and skills, knowledge
and abilities are aligned to create measurabldtsefRegular follow up through status meetings

and measuring skills and activities creates comsideedback and results. While effort has been



expended in attempts to identify valid and reliaptedictors of salesperson performance that
would be useful to managers, the large numberuafies conducted have made only a limited
contribution to improving understanding of salesper performance and have produced only

relatively poor predictors of performance (Churcéilal., 1985)

There are immediate difficulties in defining satesformance, which has meant different things
to different researchers and practitioners. Perdoee, which in a literal sense means the way that
something functions, or the results of activity owene, is measured differently in different
organizations (Sweet et al., 2007). It is importantdiscuss defining characteristics of sales
performance. Anderson and Oliver (1987) as citedailhocco et al., (2009) conceptualized sales
performance as the evaluation of salespeople as&dat they produce (i.e. sales outcomes) as
well as what they do (i.e. sales behaviors). Exaspff the former include generations of sales
units, revenue, market share, new accounts, pdftta etc., while sales behaviors include selling
skills (e.g. adaptive selling, teamwork, effecta@mmunication, etc.) and selling activities (e.g.
making sales calls, managing time and territony,) éZallocco et.al., 2009). Anderson and Oliver
(1987) argued that salespeople under behaviordtatoshould demonstrate a higher level of
intrinsic motivation due to enhanced competence tweer pressure for immediate sales
outcomes. In contrast, salespeople under outcomiotdend to demonstrate a higher level of

extrinsic motivation because their compensatiatirisctly tied to sales outcomes.

Based on this view, salesperson performance has beelied relative to both salesperson
outcome and behavior performance (Anderson anceQIik887; as cited in Zallocco et al., 2009;
Cravens et al., 1993). Regardless of how performandefined, sales managers play a key role in
ensuring that salesperson performance goals atamd a major problem that sales managers
face in doing this is the inability to accuratelgasure performance (Zallocco et al., 2009). As
described by Zallocco et al, (2009) to address tws theoretical frameworks — i.e. agency theory
and organizational theory — are useful in descgbmow managers can effectively deal with the
issue of performance measurability.

Agency theory (Eisenhardt, 1985, 1989 as citedhifoZco et al., 2009) emphasizes the alignment
of goals and objectives between principals and ageén the context of sales, agency theory
addresses the problem of how the sales nean@je principal) can measure, monitor, and
evaluate the salesperson’s (the agent’s) activitiesisure that organizational goals are met. The

central premise here is that both have divergeaisgand frequently do not share the same



information.

2.8. Determinants of Sales performance

From the business point of view sales performanaeagement mainly deals with understanding
market trends in an improved fashion and betteyetarg of sales across territories. It also takes
into account sales turnovers and fairly allocasabtps opportunities to improve their productivity.

Concentrates on better management of sales respararealistic quota settings with less risk of
attainment short falls, or unforecasted sales itmerexposure. Faster implementation of sales
plan, more equitable territories and quotas, amaved confidence in their pay for performance
for better sales satisfaction. It also takes cdr¢he market drivers and to take mid-course

correction.

There are many factors effecting sales performanicne sales person, these factors can be
classified as internal and external, factors liketiwation, skill set, aptitude, knowledge, job
satisfaction, role perception , personal factdte kge, sex, height etc, ego drive, and empathy
towards the customers are inherent in the individakes person. Among these factors, skill set
have been broadened into competencies, which iadodwledge, skills and abilities of the sales
person. Research on competencies have shown #natare three to four broad categories which
influence their performance; these are sellingskgeneral management skills, technical skills,
interpersonal skills and emotional intelligence tbé person. Interpersonal skills reflect the
contribution of sales person’s ability to form aselvelop relationship with their clients to create

profitable and productive relation among both thdips.

Emotional intelligence is another factor which ughce their performance, persons high on
emotional intelligence display self awareness, ssffulation, motivation, empathy and social

skills. Self awareness improves the impression tnegte on their clients, the level of motivation

also contributes their performance. The exterrabfa include environmental and organizational
aspects of the job and other different functionsadés management.

Due to its vital importance to both the firm anditalividual sales people, improving sales

performance is of a great interest to both managats researchers (Johilke, 2006). A large
number of researchers have forwarded diffefantors that do have an influence on sales
person’s performance (Churchill et al., 1988; Bafdand Crevens, 1999; Piercy et al., 1997;

Baldauf et al., 2001; Babakus et al., 1996; Bark899; Ahmad et al., 2010; Johalke, 2006; Sweet



et al., 2007). Productivity is the sum of all eféthat it takes to deliver a product or serwekeich

is measured in terms of items produced and sergee®rmed within a given time period. It
becomes the value or result of the price of a ptbduservice deducted from all cost (supplies,
material, human labor etc.) that go into the effiiris used to compare the effectiveness of the
country, organization, department, workstation mdividual to itself overtime for the same
operation or with other counterparts. It can beresgped as partial, multifactor and total measures,
partial measures are used to analyze activitigerms of a single input, multifactor measure is
used to analyze the utilization of multiple inpuasid total productivity expresses the ratio of

overall output produced to all resources used.

Productivity is the quantum of sales done by asspé¥son in a given time period, which can be
measured by value of sales, number of sales umitgjaality of sales. Sales persons with increased
work experience in the given environment is fourmd e good at product knowledge,
understanding of company and client’s needs, nétwbrcontacts, references and his overall

experience, which results in improved productiwfythe company.

Many organizations prefer training their sales peaeyhich includes product training, training of
prospection, sales pitch training and many othgeets of sales which influence sales
productivity. A ready infrastructure to meet thesuge demands can enhance sales productivity.

Sales person’s productivity tools such as salesacbomanagement, commission and calendar
management, quotation system, product comparisstersyand financial planner system adds
considerably to sales productivity. Functions sashorder placement to delivery, post sales
service and customer touch and financial operatifota&en care properly can contribute in sales
productivity. If direct and indirect sales force nkaogether with a strong commitment and

investment towards sales results in increased ptivity. Emerging market has more business

and growth potential as compared to mature matk&atng to better chances of productivity.

On the other hand sales material such as brochsaéess order, demonstration material, media
coverage album quotes from customers, contradhde bf the product, price list, EMI calculation
sheet etc. along with sales training forms and geet$ of field systems encourages sales
productivity.

Sweet et al, (2007) in their work developing a Benarking for company-wide Sales Capability

identified five drivers of sales performance:



& Leadership:- including strategy, decision making, attitudes talwéearning, improving,
coaching.

& Motivation :-including goal orientation and discipline, entiagsn, planning, attitudes.
& Skills:- including communication, negotiation, customeatiehships, presentation.

& Processincluding company’s sales systems, informatiooprds, preparation, follow through

and delivery.

& Marketplace including understanding of the needs of custom#érs, market, their own
products and those of their competitors.

Early traditional research into sales success weaged as a function of the sales representative’s
job satisfaction, motivation, ability, roleacity, and other attributes particular to thales
representative’s biographical or psychological pedRiordan, Oliver, & Donnelly, 1977 as cited
in Meredith, 2009). The most frequently studiedntieepertaining to personal selling is the
examination of the selling processes and technigiiesalespeople (Meredith, 2009). Selling
process and technique studies examine individual Epproaches to improving the effectiveness
of customer and prospect interactions and saleomds, respectively.

Understanding how and why some individuals are naffiective in sales interactions than others
has obvious value to theorists, practitioners,rmaadagers involved in personal selling (Meredith,
2009). Research examining and explaining the eWfeoess of personal selling has since found
mixed results and published research in peerewed journals examining personal selling
success has been broken up into a rangeomts (Meredith, 2009). Sales research has
investigated variables relating to sales succedsnblude influence strategies, personality traits
behavioral dispositions, and sales representas@urces and capabilities. Walker, Churchill, and
Ford (1977) as cited in Meredith (2009) identifeedales representative’s performance as being a
function of his or her a) level of motivation, @les aptitude, and c) perception of how his or her
role should be performed. However, as Weitz (198l ited in Meredith (2009) notes, much
research in selling has remained inconsistent atichas has yielded contradictory results, even
for variables that can be assessed with high riétiabuch as age, education, and sales experience.
In one of the most cited authors in sales perfocaarea Churchill et al, (1985) expressed that:

In terms of the average size of their asdon with sales person performance, the



determinants were ordered as follows: role vargldelling skills, motivation, personal factors,
attitude and organizational factors; but when agdeaccording to real variation, the determinant
were ranked as personal factors, selling skillde reariables, aptitude, motivation and
organizational environment factors. (p. 184)

As can be indicated in quotation above from Chuirehial., (1985) selling skills were the second
most important of six variables, both in terms wérage size association with performance and in
terms of real variation. But as observed by Chlirétial., (1985) only few studies are made
relating to selling skills dimensions. Still margsearchers have focused upon specific aspects of
selling skills. (Rentz et al., 2002 as cited in Aduret al., 2010). The majority of the researchers
focused on individual sales skills (Ahmad et ab1@).

These individual sales skills can be catemgariin to three dimensions: - Interpersonal,
salesmanship and technical skills (Ahmad et all,020The fourth dimension, which is divided
from Ahearne and Schillewaort (2000), is markeshils. The following paragraphs will discuss
synthesis of empirical studies made on eaththe four dimensions of sales skills and

organizational commitment.

2.9. Sales Skills and Sales persons Performance

2.9.1 Technical SKkill

Technical knowledge refers to salesperson’s shilproviding information about design and
specification of products and the applications famitions of both products and services (Ahmad
et al., 2010, p.188). Many researchers have fousigraficant and positive relationship between
technical skills and salespersons performance gatdauf et al., 2001; Grants and Cravens,
Baldout and Cravens, 1999; Katiskeck and Skerm2@63; Baldouf and Cravens, 2002).
However there are some researchers who come ughetbontrary result (Ahmad et al., 2010;
Ahearne and Schillewaert, 2000; Barker, 1999; Riet@l., 1997). This researchers finding is that
technical skills levels possessed by salespersmnstthecessarily lead to positive effects in terms
of salespersons performance. The first hypothesanates from the above literature.

2.9.2 Interpersonal Skill

Interpersonal skills refer to mental and camipvation algorithms applied during social,
communication and interaction to achieve certaiect$ and result§Ahmad et al., 2010, p.186).
Different researches on the area have fothal interpersonal skills significantly predict
salespersons performance (E.g. Ahmad et al., 204@; et al., 1988; Pillling and Eroglu, 1994;).



Furthermore it is found that interpersonal skillaypa significant role in predicting salesperson
success (Lockemon and Hallag, 1982). As the fopdorm Hill and Petty (1995) indicate
interpersonal skill can also predict employability.

Interpersonal skills are expressed by listeningpatiy, optimism and perceived observation
skills (Rentz et al., as cited in Ahmad et al., @0As confirmed by Ahmad et al., (2010) this
dimensions are likely to collectively realize etige interpersonal skills that will in turn explain
sales person performance. The second hypstladsihis study is derived from the above

literature.
2.9.3 Marketing skill

Salespersons’ marketing skill refers to knowledgeua the industry and trends in general such as
customers, markets and products; Competitor's misdEervices, sales policies; knowledge of
competitor’s product lines, and knowledge of custooperatioh(Behrman and Perrault, 1982. as
cited in Ahmad et al., 2010 p.188). Ahearne arflegvaert (2000); Leigh and McGraw (1989);
Sujan et al., (1988); Smith and Ownes, (1995) fopoditive and a significant relationship
between marketing skills and sales performanceexpsessed by Ahmad et al., (2010) extensive
knowledge base is importance for a sales persae sirallows them to cope with the complex

market environment. Thus the third hypothesis rsved from the above literature.
2.9.4 Salesmanship Skill

Salesmanship can be explained by five dimensionshndre adoptability, consultative selling,
negotiation, questioning and salesperson cues amuncnication styles skills (Ahmad et al.,
2010). Generally most of the studies on the arae Haund a positive relationship between
salesmanship skills and salespersons’ performarare €t al., 1988; Baldaf et al., 2001; Babakes
et al., 1996; Katsikon and Skarmeas, 2003; Bal@mdf Cravers, 1999). However still there are
other researchers who have found the opposite eofatiove one’s (Ahmad et al.,, 2010 and
Aheorne and Schillewaert, 2000). Most of the prasistudies have tried to relate each dimension
of the salesmanship with salesperson’s performéikeatz et al., 2002 assited in Ahmad et al,
2010). Adaptive selling is defined as the salesq®s ability to alter her/his sales behavior when
interacting with customers and is important becatshows the amount of customization a
salesperson is utilized (Ahmad et al., 2010 p. 18&ny researchers have found a positive
relationship between adoptive selling and salefopeance (Babakus et al., 1996; Boorom et al.,
1998as cited in Ahmed et al., 2010)



According to Morgan and Stoltman (1990) salespeysdmlity of asking questions, listening and
detecting verbal and nonverbal cues, provide tlsisifar adaptive selling. There are also some
findings that salespersons communication stylegptay sales person’s success (Stafford, 1996;
Futrell,2006). Researchers have found that ooty the verbal skills could influence
salespersons performance but salesperson’s nomwers could influence a person’s behavior
(Cho, 2001; Leigh and Summors, 2002; Stafford, 199%he final skill under salesmanship is
consultative skills can also influence salespergmrformance (De Cormier and Jobber, 1993;
Goolsby et al., 1992). The majority of thesearches reviewed lead to salesmanshipeto b

hypothesized as positive influence. This is theeldasthe fourth the hypothesis.

2.10. Organizational Commitment and Sales personseHormance

A committed employee is the one who stays withaitganization through thick and thin, attained
work regularly, puts in a full day (and maybe mogptects company assets, shares company
goals and others (Meyer and Allen, 1997; as citedhimad et al., 2010 p. 184). According to
Ahmad et al., (2010) few studies were urad@h on job performance by consideringitas a
moderator. As explained by Dutto et al., (1994)iésd in Ahmad et al., (2010) activities take
place within the organizational contexts, the d@feuaf affective organizational commitment on
sales skills dimensions can be expected and aatezip

Irving and Coleman (2003) as cited in Ahmad et (@010) examined the moderating effect of
organizational commitment on the relationships leetwrole ambiguity and job tension in an
organization undergoing significant change.isltfound in this research that organizationa
commitments have a moderating effect on riflationship between role ambiguity and job
tension. In addition it is argued that organizatiocommitment has some influence on employee
turnover intention (Chang et al., 1999). Anotharenrelated research is conducted by Thanker
and Joshi (2002), studied the relationshipyben customer oriented selling and long term
performance, with organizational commitment as alenator. It appeared that organizational
commitments do really moderate the relationshipvbenh the two variables. In contrary to the
above results, Ahmad et al., (2010) in their worktbe relationship between sales skills and
performance, found that organizational commitmemsdnot have a significant moderator effect.
As can be seen from the reviewed literature, onky i@search investigated the moderator impact

of organizational commitment on the relatidpshetween sales skills and organizational



commitment. Organizational commitment has been gelgn from the moderating impact. Its
impact as direct influence of sales performanceigesearched.

Therefore, in addition to testing the relationsbgtween sales skills (technical, interpersonal,
marketing and salesmanship) and sales perpen®rmance and the moderating role of
organizational commitment in BGI Ethiopia busingsbusiness selling, the present research will
also try to fill the research gap by adding orgatianal commitment not only as a moderator but

also as determinant of sales persons performance.

2.11. Conceptual framework

The present study examines the relationship betvgedimg skills dimensions (interpersonal,
salesmanship, technical, and marketing) and sakespe performance. The effect of
organizational commitment on this relationship gplered as a moderating variable. The

relationships among the variables are shown inRlgare.

Sales person performance

Sales skill
— i == —
I nterpersonal skill Technical Knowledge Marketing skill Salesmanship skill

Organizational commitment

Moderating and independent variable

Figure 1 Source: Ahmad s.z, basir m. Sahd Kitchen p.j 181 — 211 (2010).




CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Type of Research

According to (john w. creswell 2006) research canclassified as descriptive, explanatory and
exploratory depending on the specific purposetti@atresearch tries to address.

Descriptive researchsets out to describe and to interpret what isadk$ at individuals, groups,
institutions, methods and materials in order tocdbs, compare, contrast, classify, analyze and
interpret the entities and the events that constitie various fields of inquiry. It aims to deberi
the state of affairs as it exists.

Explanatory researchaims at establishing the cause and effect reldtipnsetween variables.
The researcher uses the facts or information areasilable to analyze and make a critical
evaluation of the data/information.

Exploratory research is less formal, sometimes even unstructured ands&s on gaining
background information and helps to better undedstnd clarify a problem. It can be used to
develop hypotheses and to develop questions todeesed.

From among the above classification of the resetlrelstudy use the explanatory type. It explains
the sales skill that influences the performancgatés person. Investigate and asses the strength of
relationship between dependent and independerdblas. And it will be ensuring the internal
validity of the research not only the statisticedqedures used to analyze the data obtained from
the design.

3.2. Design of the study

Research Design is the plan that draws the steicdimvestigation and the organization of the
research project (David, 1987). It explains andifjes the type and method of data collection,,
source of information, sampling strategy and tinstconstraints (Saunders, 2012).

The research design was used in general is quargitéParticularly it utilizes co-relational
research design in investigating the relationsteépwken sales skills (Technical, Interpersonal,
Marketing and Salesmanship) and sales person peafare.

3.3. Population of the study/ Participants

The population is the totality of entities in whittte researcher is interested in, i.e. the cotbeabi
individuals, objects or events about which the aedeer wants to make inferences
(Diamantopoulos and schlegelmilch, 2005).



The population/ sampling frame of the studythe retailer sales person’s working in BGI
“Ethiopia retailers sales man in Addis Ababa wterasponsible for business customers.

3.4. Data sources

The researcher was used both primary and secoddsayfor the accomplishment of the study.
Primary sources are the BGI's retailer’s sales maua. secondary Source will be collect from
documents, published and unpublished literatussarch reports, journals, furthermore types of
information it is collect from directives guidelmand strategies.

3.5. Instrument of data collection

The primary data were collected by the principakstigator using structured questionnaire from
employees BGI Ethiopia's retailer sales person riteoto achieve the objective of study.
Secondary data was collected from documents, gwddisand unpublished literature, research
reports, journals, furthermore types of informations collect from directives guidelines and
strategies after verifying their accuracy beforsgghem.A questioner survey instrument was
used. The questioners was used structured ashie isase in quantitative research design. The
study was used a seven point Likert Scale fromOi&pgree very strongly to (7) Agree very
strongly. To measure all the variables the researdinectly use highly validated measurements
from different researchers which are organizedoirone by Ahmed et al (2010). Very slight

Modification was made on the questions to fitélesting condition in the Industry.

& Measurements of Technical, interpersonal and seleship skill are adopted from Rentz et al
(2002) as sited in Ahmed et al (2002). MeasurernéMarketing skill are adopted from Ahearne
& Schillewaert (2000). Measurement of SalespersBegformance items are adopted from
Behrman and Perreault (1982) as sited in Ahmeal €002). Measurements of organizational
commitment are adopted from Ahmed et al., (2010).

3.6. Sample

It is possible to survey the entire populationhaf agent of BGI Ethiopia's sales persdmere is no
sampling mechanism to be used because the study &dkthe population that can increase the
generalize abilityof the finding to the company. Therefore the fasusere all the 252 sales persons
working under agents of BGI Ethiopia. From the lt@%2 questioners distributed 204 (88.95) is rexdrn
Therefore it is necessary to survey all of the pagon. As a result, as mentioned above, the
researcher was taking the survey based on the Bfbipgd retailers on five districts in Addis



Ababa.
Table 1. The five districts of BGI Ethiopia retailas in Addis Ababa

No. Name of Name Location Number of sale
the district man
district 1 [YESHI trading pl BOLE 68
district Z BRAS trading pl KERA 39
district & |OALAB trading pl¢ 4 KILO 51
district £ |GIRMA trading plc AWTOBIS TERA STATION 38
district5 _ JALTAD trading plc tMERKATQ 56
Total 252

Regarding the sampling techniquie researcher employs census survey techniques, Tihe
researcher was taking the five districts as a ainénalysis. Since the number of sales man that
found in the district is small the researcher idelsl all the population in order to achieve its
objective.

3.7. Data processing and analysis

The desired data was collected using quantitatieéhad. After the desired data was carefully
gathered the analysis was done by using SPSS RBérDduantitative data was processed and
analyzed precisely using table and percentagterent inferential statistics methods were used
this study. In explanatory research different iafgal statistics are used in order to create
different groups representing the different levietr® independent variable, inferential statistics
was employed to determine the extent to which tfierdnt groups actually perform differently on
the dependent variable. Such as testing all theothgsis hierarchical regression analysis,
independent sample T-Test and One way ANOVA wadl useinvestigate the relationship
between demographic variables (Sex, Age, Educaiwh Experience), sales skills and sales
person performance. In addition, different desorestatistical tools like frequency distribution,
cross tabulation, mean and median will employsitther indicate the relationship. Charts, tables

and graphs will also be used to substantiate ascrithe the data.



CHAPTER FOUR
PRESENTATION, ANALYSIS AND INTERPRETATION

The purpose of this study was to investigate thgaichof sales skills on sales person performancerder

to get a representative data 252 questionnaires prepared and distributed to five agents/retditdr8GI
Ethiopia, Out of these 239 questionnaires wereectdld back. And 204 questionnaires were valuable.
Thus, the analysis is based on the 204 questi@maiihe data collected using structured questioasr
edited, coded, cleaned and entered into the comptien, it was analyzed using Software package for
social science (SPSS 20). Both descriptive andrénfeal statistics were used in analyzing the data
collected. Descriptive analysis for instance petage, mean, frequency and standard deviation veabins
examining the dependent and independent variatdfégn analyzing the data collected, correlation and

regression were applied.
4.1 Reliability test

The study used Cronbach alpha to assess the ihtemsistency of the research instrument. Cronbach
alphais a coefficient (a number between 0 antdt)is used to rate the internal consistency (h@meity)

or the correlation of the items in a test. A goest is one that assesses different aspects afdihé¢ing
studied. Cronbach's alpha was generally increatigednter correlations among test items increasd,is
thus known as an internal consistency estimateelidhility of test scores. George and Mallery (2003
provide the following rules of thumb: - > .9 Exasit, > .8 — Good, > .7 Acceptable, > .6 Questianabb

.5 Poor, and < .5 Unacceptable (as cited in GlieRo&emary , 2003). If correlations between iteres@m
low, it is likely that they are measuring differdrdits and therefore should not all be included tast that

is supposed to measure one trait.

All dimensions’ Cronbach’s Alpha is by far above ttut of point of 0.6 (table 4.1). The lowest Alpha
registered are 0.891 (technical skill and interpeas skill) and the highest is 0.978 (salesmanskilb).

Therefore it can be inferred that all measuresraeznally consistent.

Table2 Reliability statistics

IN of item: Variables |Cronbach's Alpha
5 [Technical skill .891
I6 IMarketing skill .927
le |interpersonal skill .891
5 Salesmanship skill .978
3 IPersonaI selling performance .968
8 IOrganizationaI commitment .954




Note: The full result for all items is presenteddippendix

Source survey result, 2016

4.2 Predictive Validity

Predictive validity is the measure being used alibw you to predict future behaviors that this swwa
should be able to predict. Also, predictive validielps to establish a measure's construct validity

Table 3. Predictive validity

Correlations

Technical Marketing Interpersonal | Salesmanship
Salesperson [ skill of the J skill of the skill of the skill of the Organization
performance j respondent § respondent respondent respondent commitment
Salesperson performance 1.000 .567 .672 .622 770 .812
s Technical skill of the respondent .567 1.000 .696 .581 .659 .550
% Marketing skill of the respondent .672 .696 1.000 .641 741 .664
8 Interpersonal skill of the respondent .622 .581 .641 1.000 726 .617
2 Salesmanship skill of the respondent .770 .659 741 .726 1.000 .708
§_ ﬂ]anization commitment .812 .550 .664 .617 .708 1.000

As can be inferred from the above table, all independent variables were found to be significantly
correlated with the dependent variables of sales performance. Two of the independent variables have
above 0.7 correlation coefficient. And the remaining variables are close to correlation coefficient. This
indicates the independent variables have achieved predictive validity.

4.3 Frequencies on general information
4.3.1 General Information on demographic charactestics of the respondent

4.3.1.1 Gender:is one demographic variable that respondents t@mwedicate and the following table
shows that from the 204 respondents 5 or 2.5 vegnalie and the remaining 199 or 97.5% were makbeln
practical situation the number of male sales mamsworks for BGI Ethiopia retailers are much mdvart

female salesman. And also the retailer’'s male gseson statistically affects the sales persoropmdnce.



Table 4: gender of the respondents

Independent Samples Test

Levene's Test for t-test for Equality of Means

Equality of Variances

F Sig. t df Sig. Mean Std. Error 95% Confidence Interval of the

(2-tai|9d) Difference Difference Difference
IN
Lower Upper
c o[ Equal variances
8 LC’ F 5 1.077 301) 2.842 202 .005 1.380 486 422 2.338
5 ] assumed
IS

2 5| equal vari
O gual variances
T o© M 199 4.036] 4.432 .013 1.380 .342 466 ) 2.294
) af not assumed

Source: survey result 2016

4.3.1.2 Age Categoryfrom the total 204 respondents 2(1.0%) belongsy <25 years old, 111 (54.4%)

belongs to age group 25-35 , 89(43.6%) belonggé¢ogaoup Above 45 years old. respondents are above

45 years. This indicates that there is almost geedd the retailer salesman of BGI Ethiopia agegaties

is from 25-45 years old. The age of sales persast affect the sales person performance(p=.912).

Table 5: Age group of respondents

ANOVA
Salesperson performance
Sum of Squares df Mean Square F Sig.
Between Groups .641 3 214 177 912
Within Groups 241.102 200 1.206
Total 241.743 203

Fig. 1 Age group of respondents




Age of the respondant

I < o5 yvears ald

B z2s5-35 from wears old
Cl36-45 from years old
M cbove 45 years old

Figure 2 source : survey result 2016

4.3.1.3. Educational background:Majority 73 (35.8%) of respondents afigh school completeand the rest
60(29.4), 70(34.3%) and 1(0.5%) are Diploma, Bamh&égree and Master degree respectively. Thesstatu
of the sales person statistically affects the perémce of sales person in BGI Ethiopia retailers.

Table 6: Educational background of the respondent

ANOVA
Salesperson performance

Sum of Squares Df Mean Square F Sig.
Between Groups 41.834 3 13.945 13.951 .000
Within Groups 199.909 200 1.000
Total 241.743 203

source survey result 2016

4.3.1.4. Work experiencethe table below shows that from the 204 respondedisor 52.0% were from
5-10 years and the remaining 49 or 24.0% and 42400% were <5 years and from 11-20 years
respectively. In practical situation also mosthe@ humber of respondents has work experience welegt
11-20 years.

Table 7: Work experience of the respondent

Frequency | Percent Valid Percent | Cumulative Percent
<5 years 49 24.0 24.0 24.0
from 5-10 years 106 52.0 52.0 76.0
Valid
from 11-20 years 49 24.0 24.0 100.0
Total 204 100.0 100.0

Source survey result 2016

4.4 Descriptive Statistics




Five indicators of sales person performance arsidered for the study. These five broad variabtes a
technical skill, marketing skill, interpersonal lsksalesmanship skill, and organizational commitine
Each factor has incorporated their sub stateméstsdentified from reliability statistics, the staents

which are used to evaluate independent variables the ability to explain the broad dimension.
4.4.1. Impact of technical skill on the respondentwith respect to sales person performance

As shown below the table technical skill was repnésd by five statements. Respondents have staed t
level of agreement in a likert scale. As of thdddB.33, 14% and 14.61% agree, very agree ane agrg
strongly respectively with the statement that splson has technical skill. This shows that 84. 9%
respondents agree with technical skill. The reghefstatements are also supported by 85% thendspts

by putting their level of agreement on agree armhgly agree.

Table 8: frequencystatistic on technical skill dimensions

Technical skill
TCS1 TCS2 TCS3 TCS4 TCS5 Total %
Disagree very strongly 1 1 1 1 1 |5 49
Very disagree 3 3 2 1 |9 .88
Disagree 27 28 29 17 28 129 12.65
~ Invutra 11 12 10 1 7 41 .02

vald Agree 110 106 106 108 114 [o44 [°3.33
Very agree 25 28 27 38 25 143 14
Agree very strongly 27 26 29 38 29 149 14.61
Total 204|204 204 204|204 J1020  ]100

source: survey result 2016

4.4.2 Impact of marketing skill of the respondentsvith respect to sales person performance

The researcher asked the respondents to put évelr of agreement on seven scale alternatives wheth
reasonably marketing skill is the reason to infeethe sales person performance. Based on this,tfire

total respondents: 56.37%, 10.62%, 11.60% of thpamrdents agree, very agree and agree very strongly
respectively.10.54%, 0.65% and 0.65 of them disagned very disagree and disagree very strongly

respectively and the rest 9.56% of them said tiet &ire neutral.

Table 9: frequency statistic on marketing skill



Marketing skill
MKS1 |mks2 | MmKs3 MKS4 MKS5 |mkse |Total | %
Disagree very strongl;l,I 1 1 2 2 2 3 .65
Very disagree 1 2 2 1 1 1 3 .65
Disagree 18 19 24 25 25 18 129 10.54
Nutral 6 10 32 32 32 5 117 9.56
Valid
Agree 129 131 106 107 107 110 690 56.37
Very agree 21 20 20 19 19 31 130 10.62
| Agree very strong_;ly 28 21 20 18 18 37 142 11.60
Total 204 204 204 204 204 204 1224 | 100

Source survey result 2016

4.4.3 Impact of interpersonal skill of the respondets with respect to sales person performance

The researcher asked the respondents to put évelr 6f agreement on seven scale alternatives wheth
reasonably interpersonal skill is the variable thfitience the sales person performance. Basethisn t
from the total respondents: 68.79, 11.60%,and 22.4f’the respondents agree, very agree and agrge ve
strongly respectively. And 3.27%, 0.57% and 0.1fethem are disagree and very disagree and disagree

very strongly respectively and the rest 3.43%heht said that they are neutral.

Table 10 frequency statistics on interpersonal skill

Interpersonal skill
IPS1 IPS2 | IPS3 IPS4 IPS5 | IPS6 Total (IPS) | %

Disagree very strongly - - 1 1 - 2 .16
Very disagree 2 1 1 2 1 / 57
Disagree 5 5 5 9 8 8 40 3.27
Nutral 7 7 10 7 6 5 42 3.43

valid | Agree 143 141 137 |14 142|138 842 [68.79
Very agree 23 21 |23 24 24 |27 142 11.60
Agree very strongly 24 29 28 21 22 25 149 12.17
Total 204 204 204 204 204 204 1224 100

Source: survey result 2016

4.4.4 Impact of salesmanship skill of the respondés with respect to sales person performance



The researcher asked the respondents to put évelr of agreement on seven scale alternatives wheth
reasonably marketing skill is the reason to infeeethe sales person performance by the five factors
salesmanship skill. Based on this, from the totspondents: 58.04%, 11.18% and 10.78% of the
respondents agree, very agree and agree very straegpectively. And on the other position11.86%,
0.69% and 0.69 of them disagree and very disagrdedesagree very strongly respectively and the rest

6.76% of them said that they are neutral.

Table 11: frequency statistics on salesmanship skil

Salesmanship skill TOTAL SSS %
sss1|sss2]ssss | sssa SSS5

Disagree 1 3 1 2 U .69
Very disag_;ree 1 1 2 2 1 U .69
Disagree 24 |29 |29 20 19 121 11.86
Neutral 10 |12 |30 7 10 |69 6.76

valid Agree 120 116 |]os 129 131 [592 58.04
Very agree 25 |22 |23 25 19 114 11.18
Agree very strongiy 24 |23 |21 20 22 110 10.78
Total 204 |204 |204 204 204 1020 100

source: survey result 2016

4.4.5 sales person performance of the respondent

The researcher asked the respondents to put éveir of agreement on seven scale alternatives wheth
reasonably marketing skill is the reason to infoethe sales person performance by the five factors
salesmanship skill. Based on this, from the ta@apondentst9.3%6, 17.326 and19.7%%6 of the respondents
agree, very agree and agree very strongly respégtiknd on the other positiane£6, 0.33% and 0.33 of
them disagree and very disagree and disagree trenygly respectively and the rest 3.27% of thend sai

that they are neutral.

Table 12 frequency statistics of sales person performance

Sales person performance SPP1 SPP2 SPP3 TOTAL SPP %
Disagree very strongly | 1 1 2 .33
Very disagree 1 1 2 .33

Valid Disagree 26 15 18 B 9.64
Neutral 10 4 6 20 3.27
Agree 92 106 104 302 49.35




Very agree 31 38 37 106 17.32

| Agree very strong_;ly 43 40 38 121 19.77
Total 204 204 204 612 100

source: survey result 2016
4.4.6 Impact of organizational commitment of the rspondents with respect to sales person

performance

The researcher asked the respondents to put éveir of agreement on seven scale alternatives wheth
reasonably organizational commitment is the redsadnfluence the performance by the five factors of
salesmanship skill. Based on this, from the t@apondents9.29%6, 16.546 and15.44% of the respondents
agree, very agree and agree very strongly respdgetiknd on the other positiasd®o, 0.12% and 0.92 of
them disagree and very disagree and disagree trengly respectively and the rest 3.62% of thend sai

that they are neutral.

Table 13 frequency statistics of organizational commitment

Organizational commitment TOTAL OC %
oci Joc2 |ocs Joca Jocs Joce |ocz ocs

Disagree very stronglf 2 1 1 8 1 1 1 15 0.92
Very disagree 1 1 2 0.12
Disagree 7 8 9 7 8 8 7 g |62 3.8
Nutral 4 2 8 11 |1z s 6 5 59 3.62

valid | Agree 123 J124 119 J118 J122 J121 122 |18 |967 59.25
Very agree 34 |40 37 34 |28 |3 |35 |31 275 16.54
Agree very strongly |35 ] 28 30 33 |20 |32 |33 a1 252 15.44
Total 204 |204 204 204 J204 |204 |204 |204 |1632 100

source: survey result 2016

4.5. Correlation Analysis

A correlation coefficient is a very useful meanstonmarize the relationship between two variablés av

single number that falls between -1 and +1 FieGD8).If the correlation result lies between -1 and 0,
the two variables are negatively related. But & ttorrelation result of the two variables lies
between 0 and 1, the two variables are positivelgted. Furthermore, according to Rubin et al.
(1994), if Pearson correlation coefficient isviee¢n: 0.00-0.19 there is slight or negligible
correlation, 0.20-0.39 there is quite small cotrela 0.40-0.69 there is Moderate correlation,
0.70-0.89 there is high correlation and 0.90-1@0e is very high correlatiohcorrelation analysis

with Pearson’s correlation coefficient (r) was aartdd on all variables in this study to explore the




relationships between independent variables anceradmt variable. To interpret the strengths of
relationships between variables, the guidelinegasigd by Field (2005) were followed, mainly foeith
simplicity. His classification of the correlatioffieient (r) is as follows: 0.1 — 0.29 is weak; 6-3.49 is
moderate; and > 0.5 is strong. Correlation coedfits say nothing about which variable causes ther ob
change. Although it cannot make direct conclusiooua causality, we can take the correlation coieffica

step further by squaring it (Andy, 2005).

Table 14: Correlation Analysis

Salesperson performance

Pearson Correlation 567"
Technical skill of the respondent

Sig. (1-tailed) .000

Pearson Correlation 677"
Marketing skill of the respondent

Sig. (1-tailed) .000

Pearson Correlation 627"
Interpersonal skill of the responde

Sig. (1-tailed) .000

Pearson Correlation 770"
Salesmanship skill of the respond

Sig. (1-tailed) .000

Pearson Correlation 817"
Organization commitment

Sig. (1-tailed) .000

4.5.1 Discussion of findings of correlation

A correlation analysis above clearly depicts thagaaizational commitment is the most positively and
significantly correlated (r=.812** p<0.01) to salesrson performance. The correlation coefficier1Q)

is even significant at the 0.01 level. So it isgbke to infer that the relationship between orgatibnal
commitment and sales person performance on selbBngery significant. As the result the H5
Organizational Commitment and sales person’s padace are significantly and positively relates.) is

accepted.

A correlation analysis from the table above intsahat there exists a significant and positilaianship
(r=.770** p<0.01) between salesmanship and salesopeperformance. The relationship is significant
even at 0.01 levels. Accordingly hypothesis H4gsalanship skills and sales person’s performance are

significantly and positively relates) is also suppd.

When we see the relationship between interperskilabf the respondent and sales person performanc

there exist a strong and significant positive retahip between them .the correlation coefficienthis



case is 0.712** which is statistically significaattthe 0.01 level.H2 (interpersonal skills and s@kerson’s

performance are significantly and positively retqtis once again accepted.

The correlation coefficient for the relationshipween marketing skill and sales person performamce
performance is (.672) .The relationship is alsmificant at the 0.01 level. As a result hypothds®

(Marketing skills and sales person’s performaneesagnificantly and positively relates) is alsoemed.

Even if the relationship b/n interpersonal skilldatechnical with sales person performance is tliat o
r=0.622 and p<0.01 respectively. There exist pasitelationship with sales person performancesa®ifil
level, so H2(Interpersonal skills and sales perspaiformance are significantly and positively tetq and

H5 (Technical kills and sales person’s performaareesignificantly and positively relates) is aceept
4. 6. Regression Analysis

A simultaneous linear regression was carried odetermine the most important dimensions becauese th
researcher has no prior ideas about which variablkreate the best prediction equation. The main
purpose here is to see whether the dependent l&(&dles person performance) can be predictedrbett
from a combination of the five independent varialle the case of agent of BGI Ethiopia sales person
performance. First of all, it is a good idea toahthe correlations among the predictor variabkier o
running the multiple regressions, to determinehié predictors are sufficiently correlated such that

multicollinearity is highly likely to be a problem.
4.6.1 Checking the assumptions

Multicollinearity : The correlations between the variables in theehade provided in the table (in the
appendex). While checking, the correlation betweach of five independent variables is not too high.
Tabachnick and Fidell (2001) suggest that you khiarefully before including two variables with a
bivariate correlation of, say, .7 or more in theeanalysis. As it can be observed from the cdroslgable
there is no correlation between the independemabiarwhich is above 0.7. The maximum correlatsn
found b/n organizational commitment and technikdl & is .444 and .463 the rest is less than .{i4e.

<.7) Therefore, all variables will be retained.

Tolerance is an indicator of how much of the valigiof the specified independent is not explaigdhe

other independent variables in the model and isutatied using the formula 1ifbr each variable. If this
value is very small (less than .10), it indicatieattthe multiple correlation with other variablashigh,
suggesting the possibility of multicollinearity .sAt can be observed from the table (appendex) the
tolerance value for all variables are greater tb&0 (i.e. >.1) that indicate the absence of muiliieearity

b/n variables. The other value given is the VIFr{&iace inflation factor), which is just the inversithe



Tolerance value (1 divided by Tolerance). VIF valwbove 10 would be a concern here, indicating

multicollinearity but all the values are below 2there is no concern for multicollinearity.

4.6.2 Hierarchical Regression Analysis

Table 15: Hierarchical Regression Analysis

Coefficients?

Model Unstandardiz | Stand T Sig. Correlations Collinearity
ed ardize Statistics
Coefficients d
Coeffic
ients
B Std. Beta Zero-o | Partial | Part | Toleran VIF
Error rder ce

(Constant) .634] .323 1.962] .051

Technical skill of the respondant .018] .065 .018 .273] .786 .567 .019] .012 463 2.158
1 | Marketing skill of the respondant 222 .081 198 2.734] .007 .672 .190] .120 .366 2.736

Interpersonal skill of the respondant .118] .089 .087] 1.323] .187 .622 .093] .058 443 2.259

Salesmanship skill of the respondant .576] .080 .548] 7.175] .000 .770 453] .314 .328 3.051

(Constant) -4341 .292 -1.488] .138

Technical skill of the respondant .006] .054 .006 .109] .913 .567 .008] .004 463 2.159

Marketing skill of the respondant .070] .070 .062] 1.007] .315 .672 .071] .037 .346 2.890
? Interpersonal skill of the respondant .008] .075 .006 1120 911 .622 .008] .004 432 2.314

Salesmanship skill of the respondant .367] .070 .349] 5.216] .000 .770 .348] .190 .295 3.385

Organization commitment .658] .070 .517] 9.459] .000 .812 .558] .344 A44 2.251

a. Dependent Variable: Salesperson performance

The table above clearly shows that organizatiooahroitment and salesmanship skill have significant

effect on sales person performance. And marketiigaéso has effect on the sales person performdout

it is weak. But technical skill and interpersonéllishave no significant impact on personal selling

performance. In order to establish the impact dzih determinants has on the dependant variakle, th

study checked the Standardized Coefficients.

commitment (§=0. 517, P<0.01) all three significant effect olesgperson performance. The result also

Swaship skill ($=0.349, P<0.01), organizational

indicates that salesmanship skill and organizationenmitment has the highest impact on sales person

performance as compared with the other variablieee$ of organizational commitment is positive and

high it indicates that organizational commitmenthis moderator.




4.6.3 Outliers, Normality, Linearity, Homo-scedasttity, Independence of Residuals

According to Jullie P. (2005) one of the ways tih@se assumptions can be checked is by inspetiing t
residuals scatter plot and the Normal Probabilityt Bf the regression standardized residuals threatew
requested as part of the analysis. In the Normabdhility Plot it will be hoped that points willdiin a
reasonably straight diagonal line from bottom{tefiop right. This would suggest no major deviasifmom
normality. In this case the value is distributeahal the diagonal line from zero to one. Therefaceprding

to the result it is concluded that there is no mdgviation from normality.

Fig. 3 Normal P-P plot of regression standardizedasidual

rMorm =l PP Plot of Regressiomn Stanmndardized Residou=l
Dependent Wariabhle . SaleSpaerson paerformmaance

=

Expssd G

In the Scatter plot of the standardized residualsifiy that the residuals will be roughly rectangyla
distributed, with most of the scores concentratedhe centre (along the O point). Deviations from a
centralized rectangle suggest some violation oa#seimptions. In this regard, as can be seen frerig(
4and 5) below it was also learned that it is higldgpcentrated in the (-2,-2), (-2,2), (2,2) an@2rectangle
and shows a slight rectangular shape which depiete is no a clear or systematic pattern of redsdand

relatively uncorrelated with the linear combinatimfrpredictors.

Fig.4 scatter plot



Scatterplot

Dependent Wariable: Salesperson performance
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4.6.4Evaluating the Model

Table 16 model summary

Model Summany

Model R R Square

Adjusted R Square] Std. Error of the Estimate

Durbin-Watson

1 .859 .738 731 .566

1.727

b. Dependent Variable: Salesperson performance

The adjusted R2 of .731 indicates 73 percent damaes in salesperson performance can be predigted

the five variables used in this research study.ofdiagly, there are other variables that influesates

person performance of sales person representetiébyemaining 27 percent. But the majority of the

variance in sales person performance can be peedist the five variables included in this study.

Table 17: ANOVA table

ANOVA?
Model Sum of Squares | Df Mean Square |F Sig.
Regression [ 178.320 5 35.664 111.341 | .00@
1 Residual 63.422 198 .320
Total 241.743 203

a. Dependent Variable: sales person performance

b. Predictors: (Constant), Organization commitmdiegghnical skill of the respondent, Interpersondll f the responden

Marketing skill of the respondent, Salesmanshifl ekthe respondent




To assess the statistical significance of the tdésiglnecessary to look in the ANOVA table. Thests the
null hypothesis that multiple R in the populatioquals 0. As can be seen from the ANOVA table, the
independent variables significantly predict salespns performanc& = 111.341, /p < .000.

4.6.5 Evaluating each of the independent variables

Regressions fit a predictive model to data andtligemodel to predict the values of dependent kheia
from one or more independent variables (Andy, 20Dislear regression estimates the coefficientdef t
linear equation, involving one or more independeartables that best predict the value of the depend

variable. In multiple regressions we use an eqoatio
Yi= (bi+b1X1+b2X2+-------n-m---- +bnXn) +Ei
Where:y=the outcome variable

bi =the coefficient of the constant predic(i)

bl1=the coefficient of the first predict¢k1)

br=the coefficient of the nth predict@xn)

Ei = the difference between the predicted and obserake ofy for thei™ participant Therefore, in this

study the following multiple regressions were used:
Y= bi +bx1 +b2x2+b3x3+b4x4+b5x5;
Y=-434 + 0.006x1+0.062x2+0.006x3+.349x4 + .517}teve: y= personal selling performance
x1= technical skill
x2= marketing skill
x3=interpersonal skill
x4= salesmanship skill
x5= organizational commitment

Multiple R is a correlation between the observetlies ofy, the values ofy predicted by the
multiple regression models. Therefore, large vabfdbe multiple R represent a large correlatiotwieen
the predicted and observed values of the outcore.rmodel summary table reports the strength of the

relationship between the model and the dependeiatole, sales person performance



Table 18: Regression Coefficients

Model Unstandardized Coefficients [ Standardized Coefficients | T Sig.
B Std. Error Beta
(Constant) -.434 | .292 -1.488 .138
Technical skill of the respondent .006 ] .054 .006 .109 913
Marketing skill of the respondant .070 ].070 .062 1.007 .315
! Interpersonal skill of the respondant | .008 | .075 .006 112 911
Salesmanship skill of the respondant] .367 ] .070 .349 5.216 .000
Organization commitment .658 |].070 .517 9.459 .000

The table above clearly shows that organizatiormahmitment and salesmanship skill have highly
significant effect on sales person performanceessaanship skill (=0.349, P<0.01), organizational
commitment (§=0. 517, P<0.01) all three significant effect olesgperson performance. The result also
indicates that salesmanship skill and organizationenmitment has the highest impact on sales person

performance as compared with the other variables.

Salesmanship skill

.349%*

249" \ Sales person performance

Organizational commitment | — .517**

Figure 5: impact of sales skill on personal sellingerformance

Note: *- significant at 0.@#vel; **- significant at 0.01 level
4.6.6 Discussion of the research

This paper set out to examine the selling skilleahsions, namely, interpersonal, salesmanship,
technical and marketing skills and the influenceythhave upon salesperson performance. The
effect of organizational commitment on this relaship is also explored as the moderating

variable.



This study found that there is a positive relatiopetween salesmanship skills and salesperson
performance correlation analysis from the table of correlaiidicates that there exists a significant and
positive relationship (r=.770** p<0.01) between esahanship and sales person performance. The
relationship is significant even at 0.01 levdlbis finding is consistent with that of previousearch,
which demonstrated that salesmanship skills sicpmifily predict salesperson performance while
some prior studies indicated a positive associdbiemveen salesmanship skills and salesperson
performance (for instances, Fatal, 1988; Baldauét al, 2001; Babakust al, 1996; Katsikan
and Skarmeas, 2003; Baldauf and Cravens, 1999)teBudt from the present study demonstrates
the importance of salesman ship skills as a meaimggdrove salesperson performance. This result
implies that salesperson performance can be entidnyoemploying salespersons with high levels
of salesmanship skills. Furthermore, hiring salespes with a higher level of salesmanship skills
will probably result in sustaining and building tarser strong need on the product, create
customer's need, and the salespersons will belikehgto develop long lasting relationships with

their customers in accordance with Manning and B¢2a804); and Weitet al., (1998).

Surprisingly there was significant relationshiptive present study between technical skills and
salesperson performance. This was an unexpectdthdinn light of the volume of previous
evidence supporting that technical skills influenssesperson performance (for instances,
Baldaufet al, 2001; Grants and Cravens, 1999; Katiskea andn@as, 2003; Craveret al,
1993). Nonetheless, this finding is consistent wAiearne and Schillewaert (2000); Barker
(1999); and Piercet al, (1997) who established that high technical skivels possessed by
salespersons do not necessarily lead to positfeetsfin term of salespersons performance. The
absence of a significant relationship between tieahiskills and salesperson performance in the
present study may be explained from three persmectiirst, a technically skilled salesperson
sometimes suffers from the problem of transfornthregr technical knowledge into a manner that
is understandable and comprehenable for their mestdases (Baldauf and Cravens, 2001).
Given that the salespersons may have to sell diversduct ranges to diverse customers and
markets, it is a reasonable expectation that satesps may face difficulties in effectively
applying their technical skills when performingesahbctivities in such complexity.

The present study also found relationship betweasterpersonal skills and salesperson
performance. This means that a high level of ir@espnal skills correlate with high performance.

There was mixed support for the hypotheses conugithie main effect of interpersonal skills on



salesperson performance. While, another investigaby Lockeman and Hallaq (1982), found
that interpersonal skills were the main predictogades success. Similarly, many previous studies
identified interpersonal skills as the single strest predictor of performance rating dimensions of
task performance, job dedication, and interperstaiitation, as well as for an overall rating of
performance (for instances, Feresal, 2001; Riggio and Taylor, 2000; Morgesbal, 2005;
Payne, 2005).

Market knowledge reflects a salesperson’s knowledbeut the industry in general (e.g.,
competition, trends). An extensive knowledge basmportant for salespersons, because it allows
them to cope with complex market environments. slit expected that salespersons with
commendable marketing skills will produce good perfance (Leigh and McGraw, 1989; Sujan
et al, 1988b). Nonetheless, findings from the presdntys do not support Ahearne and
Schillewaert’s (2000) finding that marketing skitlave a significant relationship with salesperson

performance.

The present study examined the potential moderatileg of organizational commitment on the
relationship between sales skills dimensions, ngmielerpersonal, salesmanship, technical and
marketing skills, and salesperson performance.a Wypothesized that the influence of sales
skills dimensions on salesperson performance isenigzthen organizational commitment is high.
Although the idea of interaction makes sense cdnedlg, similar to the hypothesis, the expected
moderating role of organizational commitment onititdiependent variables could be empirically
substantiated. Thus, organizational commitment hasignificant independent impact on
salesperson performanae.g12** p<0.0J).



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION

5.1. Summary

From the analysis carried out in order to answeresearch questions and hence fulfill the purpdsar
study which include; theoretically trying to findtaf the sales skills is used to influence of shées people

in BGI Ethiopia and empirically finding out whatisa mans in the industry should have sales skills.

In brewery industries, globally, the subject okesadkills remains a main issue of business stoivesintain

a competitive advantage in current competitive mmment ever before.

The study was undertaken to assess the impactles skill on the sales people performance in BGI
Ethiopia brewery industry. The study’s results gahat there is no problem that influences thessal
officer’s skill towards the sales performance ia 8GI Ethiopia brewery industry. The effect of ae
other is deliberately visible in the findings. Stribe key objective of the research was to askesmpact

of sales skill on the performance of sales pedpke findings showed us all dimensions scored pa@siti
results, which results that the performance ofsidles people. But the variables that predict tostiles
person performance are salesmanship and orgamiabtimly. From demographic of the sales people
educational back ground in more influence the gadeson performance. And almost all the sex ofties
person in BGI Ethiopia retailers is dominated byevsales person.

In summary, this study indicates that in the penfance of the sales person is they expected from the
industry was positively accepted. But the saledlsskhat affect the sales person performance are
salesmanship and organizational commitment onlgnEf/the sales person skill has positive impact on
sales performance relatively still it needs higomfform the BGI industry on the sales personl skith as:

technical skill, interpersonal skill and marketsigll of the sales person.

5.2.Conclusion

In majority of times, even in small business atitdg sales person performance is strongly influerime
sales skills. A sales skill is an essential stepnderstanding sales officer performance. Uncogesales
skills are considered critical input to evaluatecassful sales person. To meet requirements oéssfud
sales person it is essential for BGI Ethiopia entify and measure the elements of sales skill. izoed to
the global breweries sector, where substantiabrebehas been done on sales skills on food anddgye
industries, very little or no organized and compretive study has been conducted in the area &f Skile
in BGI Ethiopia (beer industry). The primary purpax this study was to investigate the impact ¢éssa
skill and its influence on the performance. Thaelgtempirically examines the agent of BGI Ethiopdes

person performance. The research considers sooghséles skill is as variables that affect salesqre



performance. Through the review of different litera on personal selling performance and sale®pers
performance a total of five sales skill measuremséechnical skill, marketing skill, interpersoséill and
salesmanship skill) and as moderator organizatico@mitment were identified and tested to undedstan
factors that affect sales person performance. Thasables had sub factors that are provided ikeat!
scale and send to the respondents. The gather@datalyzed by using descriptive statistics,efation,
and regressions. Salesman’s sales skill is impoftariors in influential sales persona persondirggl
performance. Most of beer industries in Addis Abbabar market have closely similar product attribikie
test, alcohol content, packaging therefore it ipantant to study the sales person sales skill. Mbsales
person are believed that salesmanship skill igrtbst influential factor on personal selling perfame.
The statistical test also support that Salesmarshilp((p=0.349, P<0.01) is the significant variable in
determining sales person performance. From theniindt is concluded that the Salesmanship skill
regarding the effect of personal selling perforneaisdmportant factor in shaping the performancsabés

person.

And also organizational commitment, which had beelly considered as a mediator in previous research,
is found to have a significant and a positive dirfect on sales person performance especialBGih
Ethiopia. The statistical test also support thajaaizational commitment §£0. 517, P<0.01) is the
significant variable in determining sales persorfggenance. The insertion of organizational commitine
have significantly improve the percentage of thearece explain by the model. Interpersonal skildl an
technical skill were find to be insignificant prettirs of sales person performance with multiplegsgjon
test results, interpersonal skifi5-0.006, p=0.911) and technical skpH-0.006, p=0.913). Both construct
finds to have negative relationship with sales gerserformance and contradictory with previoustesla
researches in other beer markets. But the indusiigt identify other factors that affect the sales
performance (market share, competition, markettegfya promotion, this inconsistency with previous
research explained by the sales person performamecpositioned as me too, failure of the industiies
identify their problems with unique event and diimas and in their marketing communication. On the
other hand marketing skill were found to the mdsbrsy contribution to affect the personal selling
performance and significant The test result for marketing skill based on resjgmt’'s demographic
profile was significant = 0.33B€0.062, p=0.000) predictors sales person performahcs conclude that

sales personas are strongly connected to salés skil

Salesmanship skill and sales person performanceigngicantly and positively related. Furthermore
salesmanship skill is the highest predictor of saglerson performance compared to other sales. kit
organizational commitment also highly predicted peeformance of the sales person performance as a

independent variable and moderated the salesvskifible.



5.3.Recommendation

Based on the findings from the study, the discustiat followed and the conclusion drawn in lin¢ghihe
study objectives, the following points are recomdezhfor BGI Ethiopia that sales person skill inertb
make better and informed decisions in devisingsspégson performance, developing sales skill apalrai
strategies and marketing communication to betteitipo their product in the growing market both in

demand and competition.

» The first suggestion involves sales person withelent ability not only in presenting the product
but also the sales person must have the abilityflitence the customer and create customer needs.
For this reason BGI Ethiopia should use salesmé#m sglesmanship knowledgeable. The bottom
line is the sales person should have up-to-datesemdlard salesmanship skill on: how the product
is presented; how can the sales man distributeptbduct; how to influence the customer
(demonstration) and how to determine the customneednin the analysis findings shows that
salesmanship skill regarding the performance ioitamt determinant of sales skKill.

* The BGI Ethiopia industry should review the agestdesman sales skill their performance with
different proficiencies. The finding that the parabselling performances of the sales person were
only significantly influenced by salesmanship séitid organizational commitment.

» Since the organizational commitment have fundanmefitact on the sales skill to influence sales
person performance BGI Ethiopia should carefullyotget the relationship between the
organization and the sales person.

* The industries should give much emphasis and us&emintelligence in their market share
because the test results show that salesmansHii@igkisignificant and very important for the
performance in setting their customers’ needs amidating new customer need.

» Also the industry should identify different situatii.e. place, criteria that agents profile should
have, and emphasis the situation in which theidpebd should be used in their marketing
communication.

* To make difficult the entry competitors to the metrishare of BGI Ethiopia compete and to
continue the dominant position in competitive matke industry should monitor the sales skill of

retailer’s sales person.
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Appendix A

T-Test

Group Statistics

Sex of the respondent N Mean Std. Deviation | Std. Error Mean

F 5 6.67 745 .333
Salesperson performance

M 199 5.29 1.078 .076

Independent Samples Test
Levene's Test for Equality of t-test for
Variances Equality of
Means
F Sig. t
Equal variances assumed 1.077 .301 2.842
Salesperson performance .
Equal variances not
4.036
assumed

Independent Samples Test

t-test for Equality of Means
df Sig. (2-tailed) Mean Difference
Equal variances assumed 202 .005 1.380
Salesperson performance
Equal variances not assumed 4.432 .013 1.380




Independent Samples Test

t-test for Equality of Means

Std. Error 95% Confidence Interval of the
Difference Difference
Lower Upper
Equal variances assumed .486 422 2.338
Salesperson performance .
Equal variances not
.342 .466 2.294
assumed
ONEWAY Salespersonperformance BY Age
/MISSING ANALYSIS.
Oneway
ANOVA
Salesperson performance
Sum of Squares df Mean Square F Sig.
Between Groups .641 3 214 177 912
Within Groups 241.102 200 1.206
Total 241.743 203

ONEWAY Salespersonperformance BY Age

/STATISTICS DESCRIPTIVES

/MISSING ANALYSIS

/POSTHOC=SCHEFFE ALPHA(0.05).




Oneway

Descriptives

Salesperson performance

N Mean Std. Deviation | Std. Error | 95% Confidence Interval for Mean
Lower Bound Upper Bound
< 25 years old 2 5.50 .707 .500 -.85 11.85
25-35 from years old 111 5.37 1.102 .105 5.16 5.57
36-45 from years old 89 5.26 1.093 116 5.03 5.49
Above 45 years old 2 5.33 1.414 1.000 -7.37 18.04
Total 204 5.32 1.091 .076 5.17 5.47
Descriptives
Salesperson performance
Minimum Maximum

< 25 years old 5 6
25-35 from years old 2 7
36-45 from years old 3 7
Above 45 years old 4 6
Total 2 7




ANOVA

Salesperson performance

Sum of Squares Df Mean Square F Sig.
Between Groups .641 3 214 177 912
Within Groups 241.102 200 1.206
Total 241.743 203
Post Hoc Tests
Multiple Comparisons
Dependent Variable: Salesperson performance
Scheffe
(I) Age of the respondant (J) Age of the respondant Mean Difference | Std. Error Sig.
(I-9)
25-35 from years old 134 .783 .999
< 25 years old 36-45 from years old .242 .785 .992
Above 45 years old .167 1.098 .999
< 25 years old -.134 .783 .999
25-35 from years old 36-45 from years old .108 .156 .924
Above 45 years old .033 .783 1.000
< 25 years old -.242 .785 .992
36-45 from years old 25-35 from years old -.108 .156 .924
Above 45 years old -.075 .785 1.000
< 25 years old -.167 1.098 .999
Above 45 years old
25-35 from years old -.033 .783 1.000




36-45 from years old

.075

.785 1.000

Multiple Comparisons

Dependent Variable: Salesperson performance

Scheffe

(I) Age of the respondant

(J) Age of the respondant

95% Confidence Interval

Lower Bound Upper Bound
25-35 from years old -2.07 2.34
< 25 years old 36-45 from years old -1.97 2.45
Above 45 years old -2.93 3.26
< 25 years old -2.34 2.07
25-35 from years old 36-45 from years old -.33 .55
Above 45 years old -2.18 2.24
< 25 years old -2.45 1.97
36-45 from years old 25-35 from years old -.55 .33
Above 45 years old -2.29 2.14
< 25 years old -3.26 2.93
Above 45 years old 25-35 from years old -2.24 2.18
36-45 from years old -2.14 2.29




Homogeneous Subsets

Salesperson performance

Scheffe
Age of the respondant N Subset for alpha
=0.05
1

36-45 from years old 89 5.26
Above 45 years old 2 5.33
25-35 from years old 111 5.37
< 25 years old 2 5.50
Sig. .992

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 3.921.

b. The group sizes are unequal. The harmonic mean of
the group sizes is used. Type | error levels are not

guaranteed.

ONEWAY Salespersonperformance BY Exprience
/STATISTICS DESCRIPTIVES
/MISSING ANALYSIS

/POSTHOC=SCHEFFE ALPHA(0.05).




Oneway

Descriptives

Salesperson performance

N Mean Std. Deviation | Std. Error | 95% Confidence Interval for Mean
Lower Bound Upper Bound
<5 years 49 5.38 1.095 .156 5.07 5.70
from 5-10 years 106 5.31 1.094 .106 5.10 5.53
from 11-20 years 49 5.27 1.101 157 4.96 5.59
Total 204 5.32 1.091 .076 5.17 5.47
Descriptives
Salesperson performance
Minimum Maximum
<5 years 3
from 5-10 years 2
from 11-20 years 3
Total 2
ANOVA
Salesperson performance
Sum of Squares Df Mean Square F Sig.

Between Groups .298 2 .149 124 .884




Within Groups 241.445 201 1.201

Total 241.743 203

Post Hoc Tests

Multiple Comparisons

Dependent Variable: Salesperson performance
Scheffe
(I) Work experience of the (J) Work experience of the Mean Difference | Std. Error Sig.
respondant respondant (1-9)

from 5-10 years .066 .189 .940
<5 years

from 11-20 years .109 221 .886

< 5years -.066 .189 .940
from 5-10 years

from 11-20 years .042 .189 975

< 5years -.109 221 .886
from 11-20 years

from 5-10 years -.042 .189 .975

Multiple Comparisons

Dependent Variable: Salesperson performance

Scheffe
(I) Work experience of the (J) Work experience of the 95% Confidence Interval
respondant respondant
Lower Bound Upper Bound

from 5-10 years -.40 .53
<5 years

from 11-20 years -.44 .65
from 5-10 years <5 years -.53 .40




from 11-20 years -.42 51

< 5years -.65 44
from 11-20 years

from 5-10 years -.51 42

Homogeneous Subsets

Salesperson performance

Scheffe

Work experience of the

Subset for alpha

respondant =0.05

1
from 11-20 years 49 5.27
from 5-10 years 106 5.31
<5 years 49 5.38
Sig. .863

Means for groups in homogeneous subsets are displayed.

a. Uses Harmonic Mean Sample Size = 59.701.

b. The group sizes are unequal. The harmonic mean of the

group sizes is used. Type | error levels are not guaranteed.

ONEWAY Salespersonperformance BY Education

/STATISTICS DESCRIPTIVES

/MISSING ANALYSIS

/POSTHOC=SCHEFFE ALPHA(0.05).

Oneway




Descriptives
Salesperson performance

Mean Std. Deviation | Std. Error | 95% Confidence

Interval for
Mean
Lower Bound
High school completed 73 4.89 1.079 126 4.63
Diploma 60 5.13 .990 .128 4.88
Bachlor degree 70 5.92 .919 110 5.70
Master degree 1 6.00
Total 204 5.32 1.091 .076 5.17
Descriptives

Salesperson performance

95% Confidence Interval for Minimum Maximum

Mean

Upper Bound

High school completed 5.14 3
Diploma 5.39 2
Bachlor degree 6.14 4
Master degree 6
Total 5.47 2




ANOVA

Salesperson performance

Sum of Squares df Mean Square F Sig.
Between Groups 41.834 3 13.945 13.951 .000
Within Groups 199.909 200 1.000
Total 241.743 203
Frequency Table general information of the respondat
Sex of the respondent
Frequency Percent Valid Percent Cumulative Percent
f 5 2.5 25 25
Valid [m 199 97.5 97.5 100.0
Total 204 100.0 100.0
Age of the respondant
Frequency Percent Valid Percent Cumulative Percent
< 25 years old 2 1.0 1.0 1.0
Valid 25-35 from years old 111 54.4 54.4 55.4
36-45 from years old 89 43.6 43.6 99.0




Above 45 years old 2 1.0 1.0 100.0
Total 204 100.0 100.0
Education background of the respondant
Frequency Percent Valid Percent Cumulative Percent
High school completed 73 35.8 35.8 35.8
Diploma 60 29.4 29.4 65.2
Valid Bachlor degree 70 34.3 34.3 99.5
Master degree 1 5 5 100.0
Total 204 100.0 100.0
Work experience of the respondant
Frequency Percent Valid Percent Cumulative Percent
<5 years 49 24.0 24.0 24.0
from 5-10 years 106 52.0 52.0 76.0
Valid
from 11-20 years 49 24.0 24.0 100.0
Total 204 100.0 100.0




Appendix B

Descriptives: Skewness and Kurtosis Test of Normigy

Descriptive Statistics

Mean Std. Deviation Variance

Std. Error Statistic Statistic
Age of the respondant .038 .536 .288
Education background of the respondant .060 .851 724
Work experience of the respondant .049 .695 .483
Technical skill of the respondant .076 1.086 1.180
Marketing skill of the respondant .068 971 .942
Interpersonal skill of the respondant .056 .806 .649
Salesmanship skill of the respondant .073 1.039 1.080
Salesperson performance .076 1.091 1.191
Organization commitment .060 .857 734

Valid N (listwise)

Skewness and Kurtosis Test of Normality




N Mean Std. Variance Skewness Kurtosis
Deviation
Statistic | Statistic | Std. Error Statistic Statistic | Statistic | Std. Error | Statistic | Std. Error
Age of the respondant 204 2.45 .038 .536 .288 217 .170 -1.011 .339
Education background
204 2.00 .060 .851 724 .058 170 -1.505 .339
the respondant
Work experience of the
204 2.00 .049 .695 .483 .000 170 -.911 .339
respondant
Technical skill of the
204 5.09 .076 1.086 1.180 -.296 170 .498 .339
respondant
Marketing skill of the
204 5.01 .068 971 .942 -.299 170 1.252 .339
respondant
Interpersonal skill of thg
204 5.24 .056 .806 .649 .269 170 1.698 .339
respondant
Salesmanship skill of th
204 4.97 .073 1.039 1.080 -.197 170 .786 .339
respondant
Salesperson performan| 204 5.32 .076 1.091 1.191 -171 .170 -.047 .339
Organization
) 204 5.32 .060 .857 734 -.516 170 2.668 .339
commitment
Valid N (listwise) 204




Appendix C

Correlations

Descriptive Statistics

Mean Std. Deviation

Age of the respondant 2.45 .536 204
Education background of the

2.00 .851 204
respondant
Work experience of the

2.00 .695 204
respondant
Technical skill of the

5.09 1.086 204
respondant
Marketing skill of the

5.01 971 204
respondant
Interpersonal skill of the

5.24 .806 204
respondant
Salesmanship skill of the

4.97 1.039 204
respondant
Salesperson performance 5.32 1.091 204
Organization commitment 5.32 .857 204




Correlations

Age of the Education Work experience
respondant | background of thq of the respondan
respondant
Pearson Correlation 1 -179" 278"
Sig. (1-tailed) .005 .000
Sum of Squares and
Age of the respondant 58.407 -16.554 21.000}
Cross-products
Covariance .288 -.082 .103
N 204 204 204
Pearson Correlation -179" 1 -.300"
Sig. (1-tailed) .005 .000
Education background of the | Sum of Squares and
-16.554 146.995 -36.000}
respondant Cross-products
Covariance -.082 724 =177
N 204 204 204
Pearson Correlation 278" -.300" 1
Sig. (1-tailed) .000 .000
Work experience of the Sum of Squares and
21.000] -36.000} 98.000]
respondant Cross-products
Covariance .103 =177 483
N 204 204 204




Appendix D

Regression

Personal selling performance

Variables Entered/Removed

Model Variables Entereq Variables Method

Removed

Organization
commitment,
Technical skill of
the respondant,
1 Interpersonal skill N enter
of the respondant
Marketing skill of
the respondant,
Salesmanship ski

of the respondalit

a. Dependent Variable: Salesperson performance

b. All requested variables entered.



Model Summary’

Model R R Square Adjusted R Std. Error of the Change Statistics
Square Estimate
R Square Chang]l F Change dfl

1 .859 .738 731 .566 .738 111.341 5

Model Summary®
Model Change Statistics Durbin-Watson

df2 Sig. F Change

1 198 .000 1.727

a. Predictors: (Constant), Organization commitm€&athnical skill of the respondant, Interpersokdl ef the respondant,

Marketing skill of the respondant, Salesmanship ekthe respondant

b. Dependent Variable: Salesperson performance

ANOVA?
Model Sum of Squares| df Mean Square F Sig.
Regression 178.320 5 35.664]  111.341 .000°
1 Residual 63.422 198 .320
Total 241.743 203

a. Dependent Variable: Salesperson performance

b. Predictors: (Constant), Organization commitm&ethnical skill of the respondant, Interpersodl ef

the respondant, Marketing skill of the respondSatesmanship skill of the respondant




Coefficient$

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) -.434 .292 -1.488 .138
Technical skill of the
.006 .054 .006 .109 913
respondant
Marketing skill of the
.070 .070 .062 1.007 .315
respondant
1
Interpersonal skill of the
.008 .075 .006 112 911
respondant
Salesmanship skill of the
.367 .070 .349 5.216 .000
respondant
Organization commitment .658 .070 517 9.459 .000




Coefficient$

Model Correlations Collinearity Statistics
Zero-order Partial Part Tolerance VIF
(Constant)
Technical skill of the respondant .567 .008 .004 463 2.159
Marketing skill of the respondant] 672 .071 .037 .346 2.890
1 Interpersonal skill of the
.622 .008 .004 432 2.314
respondant
Salesmanship skill of the
770 .348 .190 .295 3.385
respondant
Organization commitment .812 .558 .344 444 2.251
Collinearity Diagnostics
Model - Eigenvalue | Condition Variance Proportions
-8 Index
S (Constant) Technical skill of the Marketing skill of the
£ respondant respondant
a)
1 5.932 1.000 .00 .00 .00
2 .026 15.168I .39 .18 .03
3 .016 19.090| A1 .65 .00
1
4 .010 24.029| .00 .07 .64
5 .009 25.860] .02 .10 32
6 .007 29.382 .48 .00 .00




Collinearity Diagnostics
Model | Dimension Variance Proportions
Interpersonal skill of the Salesmanship skill of the respondqd Organization commitmen}
respondant
1 .00 .00 .00
2 .01 .05 .01
1 3 .01 .20 .06
4 .22 .16 .08
5 17 .00 .70
6 .58 .59 .15

Residuals Statistic8

Minimum Maximum Mean Std. Deviation N
Predicted Value 131 7.33 5.32 .937 204
Residual -1.808 1.888 .000 .559 204
Std. Predicted Value -4.278 2.145 .000 1.000 204
Std. Residual -3.194 3.335 .000 .988 204

a. Dependent Variable: personal selling performance



APPENDIXE: QUESTIONNAIRE ITEMS
The Impact of Sales Skills on Personal Selling Penfmance:

The Case of BGI Ethiopia Salas Personnel
Addis Ababa University
School of commerce
Masters of Art in Marketing Management

A Questioner will be filling by BGI Ethiopia's retailer sales man.

This survey is to be conducted as part of a rebgan@ject which shall be submitted in partial
fulfillment of Masters of Art Degree in Marketing anagement. The overall purpose of this
study is to examine the relationship between ssitdls and sales person’s performance. All
information provided through this is used only &mademic purpose and to be considered with

top confidentiality.

NB: Your responses will use only for academic reseafolr kind and serious cooperation will

have significant effect on the result of the study.

Instruction: Please rate sales person performance of BGI Ethrepailer's business to business

sales force by puttin’g\/” on scale below. The abbreviatiodsstands foDISAGREE VERY
STRONGLY, 2 stands foDISAGREE STRONGLY, 3 stands foDISAGREE 4 stands for
NEUTRAL, 5 stands forAGREE, 6 stands forSTRONGLY AGREE, and 7 stands for
AGREE VERY STRONGLY.

| would like to thank you in advance for your peigiation, given your full of activity schedule.

Please do not hesitate to call or mail if you hamg doubt on the questions.
Amanuel Assefa

Tell 0913905258

Email: amaniibex2@yahoo.com



Part I: General information of the sales person

Sex:

Age :

Education:

Experience:

Male

Less than 25
years old

35-45 years
old

High school
completed

Bachelor
degree

Less than 5
years

10-20 years

NN

L

Female

25-35 years old
Above 45 years
old
Diploma
Masters Degree

5-10 years

Greater than 20
years

ENEEEE:




Part Il Scale Questions

Please Score your sales skills and performance ook
statement: - 1- Disagree very strongly to 7- Ageevery
strongly as follow

Disagree very strongly
very strongly

Agree

No.

Statement 1

1

Technical skill

TCS1

Excellent knowledge about product development.

TCS2

Excellent knowledge of product performance.

TCS3

Excellent understanding on product specifications

TCS4

Excellent knowledge of delivery process.

TCSS

Excellent knowledge of product characteristics.

Marketing skills

MKS1

Real time information

MKS2

Excellent resource of competitive information

MKS3

Information on industry trends

MKS4

\Well informed about important events in our indystr

MKS5

Good in a team work

MKS6

Master the essential business technology

Interpersonal skills

IPS1

Excellent ability to express oneself

IPS2

Excellent ability in general speaking

IPS3

Excellent awareness and understand

IPS4

Excellent in controlling and reguing emotior

IPS5

Excellent ability to influence

IPS6

Right spirit into his work, to cultivate attitudé mind towards his towards
the customers

Salesmanship skills

SSS1

Excellent ability of get bu-in




SSS2

Excellent ability in sales presentatic

SSS3

Excellent ability to service accout

SSS4

Excellent ability to determine what his customersa

SSSS Excellent ability to create customers’ needs
8 Sales person Performance
SPP1 Excellent in generating high level of sales
SPP2 Very effective in exceeding sales targ
SPP3
Excellent establish rapport easily and put peopteease” in their presenge
6 . :
Organizational commitments
OCl Puts a great deal of effort
OC2 Accept any type of assignm
OC3 -
\Values similar to compar
oCc4 Believe that his/her organization is best organwrato work fo
OC5 , T
Influenced by his organization inspi
OCe Proud to be associated with organizati
OC7 Glad she/he is employed by the comp.
OC8 |Care about the fate of the company
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