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Abstract

The objectives of the present study were to understand the influence of sales skills dimensions
which are: interpersonal skills, salesmanship skills, technical skills and marketing skills on sales
performances of salespeople, in the case of Habesha Real Estate. This is an empirical study with
quantitative research design and particularly, utilizing correlation research methodology. Data
has been collected using self-report questionnaire and all sales agents within the organization
were included as respondents (n = 62, 95% response rate). The data has been analyzed using
SPSS software employing the descriptive statistics, Pearson’s correlation and hierarchical

regression statistical techniques.

Bivariate correlation analysis between sales skills and sales performance of the sales people
showed that all sales skills have statistically significant relationship with salespersons’
performance at p = 0.01. A two-step hierarchical regression analysis indicated that marketing (8
=0.98, t =3.27, p = 0.01), interpersonal (f = 0.73, t = 2.45, p = 0.05) and technical ( = -0.69,
t =-2.41, p = 0.05) skills were statistically significant that contribute 77.7% (R*-change = 0.777,
p = 0.01) to the predicting power of the model that enhance salesperson performance. In
contrast, the findings also revealed that salesmanship skills do not influence salespersons’

performance.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Personal selling is one of the oldest professions in the world. Kotler and Armstrong, (2016) claim
that the people who do the selling go by many names, including salespeople, sales
representatives, agents, district managers, account executives, sales consultants, sales engineers
...etc. Moreover, the term salesperson covers a wide range of positions, in which at one extreme,
a salesperson might be largely an order taker, such as the department store salesperson standing
behind the counter. At the other extreme are order getters, whose positions demand creative
selling, social selling, and relationship building for products and services ranging from
appliances, industrial equipment, and airplanes to insurance and IT services (Kotler & Armstrong,
2016).

According to Gough (2003), companies spend large sums of money training their sales personnel
in the art of selling and the reason for this attention to personal selling is simple: in most
companies the sales personnel are the single most important link with the customer. The best
designed and planned marketing efforts may fail because the sales force is ineffective. This front
-line role of the salesperson means that for many customers the salesperson is the company.
Allied with the often substantial costs associated with recruiting, training and maintaining the
sales force, there are powerful reasons for stressing the importance of the selling task and for
justifying attempts to improve effectiveness in this area (Gough, 2003). Thus, sales groups are
forced to work harder in order to produce the revenue streams that support all of an

organization’s business activities in the contemporary competitive markets.

Although there are many factors that contribute to salesperson performance, it has been
acknowledged that sales skills are one of the key individual-level determinants that contribute to
performance (Basir, Ahmad & Kitchen, 2010; Churchill, Johnson & Walker, 2000). Ingram, La-
Forge, Avila, Schweppes, and Williams (2004) added that turbulent business environments force
sales departments to headhunt highly skilled salespersons in their attempt to secure and
consolidate sales. Thus, good salespersons may offer substantial performance improvements in

today’s business environs (Baldauf & Cravensm, 2002). Top-quality sales staff who maximize
1



revenues from existing customers and systematically identify, convert, and manage new
prospects well will allow a business to grow faster than its competitors (Futrell, 2006). Such
efforts are particularly important in an environment where valuable customers have many more
options and choices than ever before. Considering the pivotal role played by salespersons in
ensuring continual sales; hiring and retained highly skilled sales personnel is critical (Churchill
et al., 2000; Ingram et al., 2004; Futrell, 2006). Furthermore, advances in technology results in
organizations facing environments that are extremely complex and dynamic. And consumers are
getting smarter and expect the best from sellers to fulfill their demands and satisfy their needs
(Atuahene- Gima & Michael, 1998). For many companies, salespersons are the most important
marketing tools in the interface between the companies and their customers. Operating at the
interface between the organization and its environment, salespersons perform important
boundary-spanning roles (Baldauf & Cravens,2002). Good salespersons may offer substantial
performance improvements in today’s increasingly competitive business environment, but,
effective salesperson is who maximizes revenues from current existing customers and
systematically identifies and manages new prospects well will allow a business entity to grow
faster than its competitors (Futrell, 2006). Such efforts are particularly important in an
environment where valuable customers have many more options and choices than ever before.
Considering the pivotal role played by salesperson in ensuring continued growth of sales,
therefore, hiring highly skilled sales personnel organizations becomes critical (Futrell, 2006;
Ingram et al., 2004).

Therefore, salespersons in sales groups are perhaps the most important individuals in the firm’s
marketing communication process since salespersons occupy a boundary position within the
organization. They represent the organization to customers, interact with them, underpin
transactions, ands serve as a mechanism to scan and monitor the external environment. The need
to increase market share and be the preferred service provider or seller have motivated
management to understand the factors underpinning salesperson performance. Meanwhile, sales
performance has been one of the commonly used variables to gauge the productivity of
salespersons (Ahmad, Sah & Kitchen, 2010). Moreover, many researchers have emphasized the
importance of salesperson’s skills level on salesperson performance (Rentz, Shepherd, Armen-
Tashchian., Dabholkar & Ladd, 2002). Futrell, (2006) argued that though there are many factors

2



that contribute to salesperson performance, it has been acknowledged that sales skills possessed
by salespersons plays a pivotal role in relation to sales performance. Besides, Churchill et al.
(2000) argue that sales skills are one of the key individual-level factors that contribute to
salesperson performance (Churchill et. al., 2000). Moreover, in another study, Rentz et al. (2002)
categorized selling skills into three dimensions namely interpersonal skills, salesmanship skills
and technical skills. These sales skills dimensions had been found to be useful predictors of
salesperson performance. Besides, research conducted by Ahearne and Schillewaert (2000)
added a fourth dimension, marketing skills, as predictor of salesperson performance.

Therefore, as the objective of the current study is to examine effect of sales skills of sales
persons on their performance in a company known as Habesha real estate, analysis of these
relationships will be conducted using quantitative method of research and survey method of data

collection.
1.2. Overview of Study Area

The real estate sector has been one of the fastest growing segments of the Ethiopian economy
and it has contributed 12.5 per cent to domestic growth in the past 10 years. The residential real
estate market in Addis Ababa (the capital city with a population of more than 3 million) is
evolving into a varied mix of extensive government-built condominiums (supposedly for low-
income groups), mid-market developments by housing cooperatives, and largely high-end homes
built by real estate developers and/or homeowners themselves. Private investment in the real
estate sector is expected to grow in the coming years and driving factors considered include: (i)
overall economic growth; (ii) demographics (the urban population continues to rise); (iii) a long
history of unmet housing demand; (iv) the expansion of city roads and infrastructure; and (v) tax
and investment incentive schemes, involving a broadening of investment areas, extended lease

periods, and reduced income tax (Deme, 2016).

As part of the private sector, the Habesha Construction Materials and Development (HCMD) is a
share company established September 13, 2002 with the vision of apartment construction to
engage on the supply of construction materials and Real estate development in Ethiopia in

general and that of Addis Ababa in particular. The company is currently engaged on the
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construction of residential buildings (Apartments) on three large sites in the eastern expansion
areas of the city. In addition, it has acquired several sites within the inner city itself for
construction of mixed use buildings. HCMD, therefore, has the vision and the potential to
become one of the main actors in the Real estate development in Ethiopia and to be the reliable
choice for home buyers. Currently, the HCMD has sales department with 61 sales persons and

four sales managers, excluding external real estate agents (Demi, 2016).
1.3. Statement of the problem

According to Krzysztof, Maciej and Piotr (2007), the dispute between two camps on the
determinants of effective sales man, several studies have been conducted to justify their claims
such that some argue that salespersons are born and others claim effectiveness of salespersons
are achieved through training and experience. Many studies have been conducted on the factors
that affect the sales performance of salespersons. Given the critical importance of sales
performance to organizations, numerous studies have been conducted over the decades in
searching for the most powerful determinants of salesperson performance. While the predictive
power of these variables varies widely across situations and studies, the overall explained
variance in sales performance has not been high due to lack of all-inclusive comparisons sales
skill dimensions (Vinchur, Jeffery, Fred, & Philip, 1998). Besides, previous studies that try to
compare among the personality traits, sales skills and their sub dimensions are usually conducted
through meta-analysis review, a method which compiles together many studies by calculating
overall effect sizes of individual antecedent variables(Ahmad, Sah, & Kitchen, 2010; Vinchur et
al., 1998),nevertheless, methodological and contextual differences among each another. From the
reviewed articles, it shows that previous studies utilized different combination of predictors such
as: aptitude, skill level, role perception, and personal factor (Nasser, Ramayah, & Mohd Ameen,
2001; Mohd Ameen, 2000); technical skills, salesmanship skills, and marketing skills (Ahearne
& Schillewaert, 2000); and technical skills and salesmanship skills (Grant & Cravens, 1999;
Katsikea & Skarmeas, 2003; Baldauf & Cravens, 1999).With regards to this, although these sales
skills dimensions have long been recognized as predictors of salesperson performance,
unfortunately there have been so far no empirical researches conducted to ascertain its

compliance in the real estate industrythe individual-level skills factors that contribute to the
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performance of real estate agents. Thus, there is a remaining gap in the literature regarding its

practical applicability in the real estate industry.

Furthermore, previous studies need to update the selling competencies to meet today’s
technological and contextual requirements of sales. There is a rich tradition of research in selling
and sales management, but much of the knowledge is based on models and assumptions
originating from the past few decades (Jones, Brown, Zoltners & Weitz, 2005).The drivers of
change, such as more knowledgeable salespeople, responding faster and providing value-added,
customized solutions to customers’ problems, require salespeople to develop longer-term and
closer relationships with customers than in the past (Cron, Marshall, Singh, Spiro & Sujan 2005;
Joneset al. 2005). Managing these areas provides skills and behaviors that are different from the
traditional salesmanship skills. As for selling process and techniques, European sales academics
have emphasized the importance of researching individual-level approaches for improving the
effectiveness of customer interactions and sales outcomes (Geiger & Guenzi 2009). Marshal let
al. (2003) underline the need to update research on the selling process steps and skills. In
addition, the shift in focus from products to solutions and from products to services have
increased the importance of customer-focused or consultative selling, resulting in changes to the
traditional selling process and selling process skills (Sheth & Sharma 2008).Furthermore, the
search on related literature indicated that neither published researches are available on the sales
agents operating in the real estate industry in Ethiopia nor comprehensive studies exist on the
relationship between sales skill dimensions and sales performance. In the contemporary time of
technological advancements, real estate sales persons (sales agents) are required to conduct their
business professional competence by acquiring sophisticated skills such as listing of available
properties, honest and trustworthy communication skills, having existing market knowledge, the

legal procedures related selling of closing of sales...etc.

A majority of selling models and concepts has been created in the US based on research
conducted in the American business environment. From 2003—2007, those authors who
published articles in marketing journals outside of US schools accounted for only 31.9% of the
total (Richards, Moncrief & Marshall 2010). It has been questioned whether personal selling
concepts developed and validated in the US can be generalized across national and cultural

5



boundaries. The European purchasing context differs from the American purchasing context as to
the degree of internationalization. The American purchasing market is more domestically
oriented in nature. Business cultures and selling practices vary essentially from country to
country, and there are differences, for example, between European and the American business
culture. Cultural matters certainly have an impact on salespeople’s and buyers’ behavior(Herche,
Swenson & Verbeke 1996). This is also one reason why this is a study of considerable

importance.

The lack of published information on the professional standard of real estate agents in Ethiopia,
it drives anyone to look into the existing level of sales agents’ skills in relation to their
performance in the industry. So, studying the existing empirical gap through scientific approach
is imminent reality. Therefore, the current study could fill the literature paucity on scope of
studies on sales skills dimensions and it might also give some clue to real estate developers and

owners in recruiting and training skilled and professional agents.

1.4. Research Questions of the Study

In this study, the correlation between each sales skills dimension and sales performance has been
addressed. Furthermore, the effect of sales skills dimensions (interpersonal, salesmanship,
technical and marketing skills) on sales performance of salespersons has been analyzed

statistically. Thus, the research questions which are addressed in the current research were:

i. What is the relationship between interpersonal skills, and sales performance sales people in
HCMD?
ii.  How does Salesmanship skills relate with sales performance of salespersons in HCMD?
lii. Is there significant relationship between technical skills and sales performance of sales
people in HCMD?
iv. Do marketing skills of a sales person influence their sales performance in HCMD?

v.  Does Salesperson skill spredict the performance of sales people in HCMD?



1.5. Objective of the Study
1.5.1 General objective

The general objective of this study is to identify and determine how sales skills dimensions
namely interpersonal, salesmanship, technical and marketing skills affect the salesperson
performance using quantitative research approach and investigate the degree of influence of sales

skills dimensions on sales performance of the salespersons.
1.5.2 Specific objective
The specific objectives of this study were:

i. To assess the relationships between each of the sales skills (interpersonal,
salesmanship, technical and marketing skills) and sales performance of sales
agents in the HCMD.

ii.  To understand the effect of every sales skillon sales performance of sales agents
in the HCMD.

iii. To examine the relationship between technical skills and sales performance of sales
people in HCMD?

iv.  To determine if marketing skills of a sales person influence their sales performance in
HCMD?

v. To examine whether Salesperson skills predict the performance of sales people in
HCMD?

1.6. Significance of the Study

As mentioned above, in Ethiopia, it is estimated that the real estate industry and related
industries it has contributed 12.5 percent to domestic growth. In contrast, in our day to day
activities, the people who work as agents and brokers in the industry does not seem to have
professional expertise. The non-professional activity has its own negative consequences in
delivering quality services as well as customer’s dissatisfaction in the industry. Therefore, the

result of the current study might provide clues to the real estate entrepreneurs in recruiting and
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training of their employees in general, salespersons and independent agents in particular.
Because effective salespersons require standardized training and experience to deliver
professional services to their customers. As Sohi (1996) argues that professional salespersons are
important marketing tools in the interface between the company and its customers. They
represent the firm to the customers, transact with them, scan and monitor the external
environment. Thus, a skilled salesperson may be able to maximize revenues from existing
customers and systematically identifies and manages potential prospects well and facilitates a
business entity to grow faster than its competitors (Futrell, 2006). Furthermore, in the time of
technological and global advancements as well as competitive business environment, skilled and
flexible salespersons are vital in providing quality services and in improving the real estate
industry as a whole. Finally, the current study might be significant because it will add to the
small but growing theoretical and practical knowledge on the influence of sales skills dimensions

on salesperson performance in real estate business environment.
1.7. Delimitation/ Scope

Nevertheless, the existence of several real state organizations in Addis Ababa, the present study
will be delimited on salesperson recruits in Habesha Real estate and agents who are contracted to
the organization. Besides, the HCMD has branch projects in many parts of the country,
geographically the current study will be limited to only the sales people operating from Addis
Ababa due to limited time and resources. Despite the factors that influence sales performance are
various factors such as personality traits; aptitude; and organizational/environmental (Singh &
Koshy, 2010),organizational commitment (Ahmad& Kitchen, 2010) and so on, the present study

is restricted solely to the effect of sales skills of sales agents on their sales performance.



1.8. Operational Definition of Terms

Salesperson performance is defined as the extent to which a salesperson’s contribution to
achieving the organization’s sales objectives. This performance constructs considers the results
that can be attributed to the salesperson rather than factors (e.g. market potential, intensity of

competition, brand image) affecting performance that are not controllable by salesperson.

Sales skills refer to the individual’s learned proficiency at performing the necessary sales tasks,
and it includes learned abilities such as interpersonal skills, technical skills, salesmanship
skills.

Interpersonal Skills refer to mental and communication algorithms applied during social
communication and interaction to achieve certain effects and results through the sub-skills of
active listening, empathy, perceptive observation skills, and optimism.

Salesmanship Skills refer to the abilities of the salesperson in prospecting, qualifying prospects,
presenting the sales message and closing the sale by utilizing the micro-skills such as adaptive
skills, consultative selling, negotiation and questioning, and salesperson cues and

communication styles.

Technical Skill sareacquaintances of the sales agent on the market of products, company's
procedures, competitors' products, services, and sales policies, level of understanding product

line, including product features and benefits.

Marketing Skills are the expertise that sales agents have inpossessingreal time information, able
to resource of competitive information and well-informed about important events of customer

orientation and the industry trends.



An agency refers to the relationship in which the principal gives an agent the right to act on the
principal’s behalf and to exercise some business judgment and discretion. In real estate industry
an agent could be (1) A listing agent represents the seller of a property; (2) A selling agent works
with the buyer, but may be a subagent of the seller or an agent of the buyer; and real estate agents
must disclose which party they are representing, before someone accidentally reveals any

confidential information.
1.9. Organization of the research report

This research paper is categorized in to five chapters. The first chapter is the introductory part
which addressed background of the study, statement of the problem, objectives of the study,
research model & hypothesis, significance of the study and delimitation of the study. The second
chapter deals with the review of related literature where theoretical and empirical evidences. The
third chapter presents the research design and methodology which focuses on the type of
research. The fourth chapter is about the results and their respective interpretation of the research
findings, whereas, chapter five comprises of conclusion, discussions and recommendations that
is concerned with the summary of findings in comparison with previous studies, limitations of

the study and suggestions of further researches are discussed
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CHAPTER TWO: REVIEW OF RELATED LITERATURE

2.1. Introduction

Real estate agents are middlemen who use their knowledge and skills to facilitate exchanges
between buyers and sellers of properties. The frequency with which sellers and buyers choose
to involve agents suggests that market participants value their services. The real estate market
Is about transactions involving the right to own or use a building or land and the real it refers to
the organizational process that deals with identifying, anticipating, and profitably satisfying
customer requirements(Luca & Ciobanu, 2016). Purchases related to property are one of the
biggest financial decisions for most people in their lives, since they require a substantial
financial and emotional investment. Especially in a business such as real estate, which involves
complex decision making from the part of the consumer, the relationship between the agent and
the client is assumed to be very important. Since homes typically represent a large portion of an
individual’s wealth, understanding the transaction process is important. Research has shown
that recently the real estate market has been developing to a more service and customer-
oriented direction (Palm, 2016).

A study by Beck (2009)exploring the effects of agent characteristics on outcomes reported that
understanding the role of real estate agents in the transaction process takes on extra
significance and studies show that more active agents sell homes faster, but do so at the
detriment of sales price. Besides, the study also verified that listing agents holding a greater
number of concurrent listings obtain a lower sales price, though the marginal effect is very
small (Beck, 2009).Therefore, due to the complex nature of the real estate industry, the role of
a real estate agent involves much more than simple selling of products and services; it involves
developing diverse selling relationships with both property sellers, as well as buyers. Real
estate agents need to sell their expertise and reputation to customers dealing with one of the

most important financial decisions in their lives - selling and buying property (Palm, 2016).

Similar to the salespeople in the manufacturing and service providing organizations, the real
estate agent is usually the only contact the customer has with the company, he or she is

responsible for the service quality delivered as well as building a strong relationship with the
11



customer. The agent is responsible for customer satisfaction and thus customer retention through
both his/her expertise and sales skills. As every item of sale in the real estate market is different,
the communication skills of the agent in this complex market are very important (Sharma &
Patterson, 1999).In addition to the mainstream salesperson skills, Evans and Evans (2007)
argued that real estate agents owe very high degrees of loyalty, good faith, and confidentiality to
their principals, often expressed as fiduciary obligations. An agency refers to the relationship in
which the principal gives an agent the right to act on the principal’s behalf and to exercise some
business judgment and discretion. In real estate industry there are several types of agents such
that (1) A listing agent represents the seller of a property; (2) A selling agent works with the
buyer, but may be a subagent of the seller or an agent of the buyer; and real estate agents must
disclose which party they are representing, before someone accidentally reveals any confidential
information. Besides, a dual agent is supposed to represent both the buyer and seller, but this is
virtually impossible for one person to do. The status arises most often when one real estate agent
in an office represents the seller and another real estate agent in the same office represents the
buyer; then the broker is technically considered a dual agent. In such situations the broker must
take care that each agent not reveal confidential information to the other. A transaction agent is
technically no agent at all, but is simply a facilitator who uses superior knowledge of real estate

customs and practices to assist buyers and sellers(Evans & Evans, 2007).

Therefore, the current literature review includes theoretical and empirical assessment of sales
skills and sales performance, relationship between sales skills and sales performance of

salesperson during personal selling.

2.2. Theoretical Review

Churchill et al. (1985) published a seminal paper on the antecedents of sales performance or
sales success. Based on a meta-analysis on the determinants of salesperson performance, sales
agent skills were considered the second most determinants of sales performance next to personal
factors. Sales performance refers to behavior how the salesperson’s behavior contributes to the

goals of the firm, such as the market share, sales revenue, selling high profit-margin products,
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quickly generating sales of new products and exceeding sales targets among others (Behrman &

Perreault

1982; Hunter & Perreault 2007; Sujan, Weitz & Kumar 1994). According to Rentz et al. (2002),
selling skills, as the individual’s learned proficiency at performing the necessary tasks for the
sales job, consists of three distinct components: (1) Interpersonal skills, such as knowing how to
cope with and resolve conflicts; (2) Salesmanship skills, such as knowing how to make a
presentation and how to close a sale; (3) Technical skills, such as knowledge of product features
and benefits, engineering skills, and the procedures required by company policies. In order to
separate highly-skilled salespeople from lesser-skilled salespeople, they developed a tri-
component model of selling skills based on the sales performance literature between 1985—1999.
In their final scale, they classified interpersonal skills, salesmanship skills and technical
knowledge into 15 items scale.These three skills are still regarded by practitioners today as

competencies constituting salesperson performance (Plouffe, Hulland & Wachner 2009).

Table 1:Three dimensions of the Selling Skills Scale items (adapted from Rentz et al. 2002)

Interpersonal skills

Ability to express yourself nonverbally

Ability in general speaking skills

Awareness and understanding of the nonverbal communications of others

Ability to control and regulate nonverbal displays of emotion

Ability to manipulate others to control the situation

Salesmanship skills

Ability to prospect for customers

Ability to qualify prospects

Ability to close sales

Ability to present the sales message

Ability to service the account

Technical knowledge

Knowledge of customers’ markets and products
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Knowledge of one’s own company’s procedures

Knowledge of competitors’ products, services and sales policies

Knowledge of product line, including product features and benefits

Knowledge of customers’ operations (e.g. store and shelf layout, employee training, etc.)

As can be seen, contemporary selling skills and behaviors, such as knowledge brokering and
consultative, relational, customer-oriented and value-selling approaches are missing in this scale,
although today, over a decade later, these skills are ranked highly on the selling skills rankings.
Nonverbal communications skills play quite an essential role in this scale and the salesmanship
skills represent traditional selling process skills.

A contemporary meta-analysis conducted by Verbeke, Dietz and Verwaal (2011) on drivers of
sales performance synthesizing empirical evidence from 1982-2008. They redefined the selling
skills defined by Rentz et al. (2002) as micro- and macro-selling skills. Micro-skills consist of
interpersonal skills and a degree of adaptivity while macro-selling that includes selling related
knowledge. Traditional salesmanship skills were replaced by a degree of adaptivity because of
the given importance of the salesperson’s adaptability in the selling literature. Owing to the
importance of knowledge-based solutions for customers, the category of technical skills was
replaced by the selling-related knowledge, which further categorized(Ahearne & Schillewaert,
2000) into technical skills and marketing skills. The target was also aimed at emphasizing the
richness and quantity of knowledge needed today in successful selling. In their multivariate
causal model analysis, Verbeke et al. (2011) found that five sub-categories of 18 sub-categories
demonstrated significant relationships with the performance: (1) selling-related knowledge, (2)
degree of adaptiveness, (3) role ambiguity, (4) cognitive aptitude and (5) work engagement. They
found also that in predicting relational sales performance, that is, relationship quality,
interpersonal skills, goal orientation, the external environment, and supervisory leadership style,
all of them seemed to be more crucial determinants. Dispositional traits, that is, predominantly
personal characteristics, seemed to have a stronger association with traditional rather than
relational performance against all expectations. They emphasized that salespeople have become
knowledge brokers requiring sufficient cognitive abilities(\erbeke et al., 2011). Sales

presentation skills compiled by Johlke (2006) consist of the following salesperson’s skills related
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to job performance: (1) active listening; (2) adaptive selling behaviors; (3) handling customer’s
objections;(4) closing sales transactions; (5) negotiating with customers; and (6) identifying
potential prospects. The results suggest that sales experience underlines the entire set of sales
presentations skills while training provided associates with adaptive selling and prospecting
skills. All of the sales presentation skills were found to be positively associated with sales

performance.

Compared to the three component selling skill model, Johlke (2006) emphasizes the impact of
relational, adaptive behaviors on the improved performance of the salesperson. The study of
salespeople’s success factors among the sales managers of several industries represents the seller
side’s viewpoint of selling skills and behaviors as well. Marshall et al. (2003) categorized the
success factors were categorized into a total of six levels of importance, the success factors of the
highest, second and third in their decreasing level of importance. Six of the seven items in the
highest level of importance category can be broadly categorized as interpersonal skills: listening
skills, adaptability skills, tenacity-sticking with a task, well-organized, verbal communication
and proficiency in interacting with different people in customers’ organizations and the next
order of the most highly-ranked is follow-up skills that refer to emphasizing the maintenance of
customer relationships. The second level of importance category represent mostly traditional
salesmanship or selling process skills: overcoming objections, closing skills, negotiating skills,
prospecting skills and skills in preparing a sales visit and empathy important for relationship
building. Personal planning and time management skills and decision-making skills. The third
level of importance category represents mostly of interaction and communication skills.
Customer and product knowledge were not ranked highly while proficiency in interacting with
people was highlighted by sales managers(Marshall et al., 2003).

Marshall et al. (2003) suggest that findings show clearly the importance of all elements of the
traditional ‘seven steps of selling’ model. However, most of the research concerning sales
process steps and skills were conducted before 1990, and there is a need to update the content of

skills to match the demands of the relationship-selling era and the changing role of salespeople.
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The selling process and selling techniques have been the most common research topic in the
sales field, the goal being to improve the effectiveness of buyer-seller interaction at the
individual level (Williams & Plouffe, 2007). Personal selling process, according to Dubinsky
(1981), consists of seven steps a salesperson may go through when selling and closing a sale. A
salesperson can use several selling techniques for each step. The selection of an appropriate
technique depends on the product being sold, i.e. whether a product or service. It depends also on
the customer type, i.e. whether a consumer is industrial customer, a reseller or an end user. The
model was developed based on a sample of 181 salespeople representing 15 industries. The
traditional seven steps of selling, as discussed in the next section, is one of the oldest paradigms
in the sales discipline. For more than 80 years, the steps excluding step-7 (i.e. follow-up)have
practically been the same. These steps have been the basis of sales training, reflected by the fact
that the structure of most sales textbooks today is based on this model (Moncrief & Marshall
2005). From the viewpoint of this study, selling process research is important because
traditionally salesmanship skills have been examined intertwined with sales process skKills
without considering the sales relationship building and solution based sales skills such as follow-
up step.

In organizational level, knowledge management competence refers to a firm’s ability to develop,
disseminate, and apply knowledge and Knowledge competence at the firm’s level frames the
knowledge competence at the individual’s level. (Arnett & Badrinarayanan 2005).As Rentz et al.
(2002)describe, technical knowledge skills at a salesperson level and divided the knowledge
skills into product knowledge, customer knowledge and competition knowledge. Salespeople
should know the products, their company, the customer and the customer’s market. Knowledge
enables them to build self-confidence, to win a customer’s trust, and to satisfy a customer’s
needs. Knowledge assists them also in adapting their selling style to customers and sales
situations (Manning, Reece, & Ahearne, 2012; Weitz, Castleberry& Tanner, 2009).

Knowledge has become an essential part of value creation (Verbeke et al. 2011). Innovations,
production and selling and marketing provide large amounts of knowledge for managing sales.
The role of the salesperson has a new dimension, and salespeople are expected to act as

‘knowledge brokers’, giving technical knowledge to customers. Reid, Plank, &
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Minton(1997)categorize salespeople’s information handling skills as getting, using and giving
information, and they suggest that ability to use customer information is the most important one
for the salesperson, while getting and giving information follows in its importance for the buyers.
Besides, customers know the market much better than before due to the Internet and digitized
information (Verbeke et al. 2011). According to the findings of a CEB study (2012), among
decision-makers and influencers of large B2B organizations, the average customer had
completed nearly 60% of the decision-making process before contacting the supplier or a
salesperson. The digital evolution thus provides that salespeople take on therole of proactive

knowledge brokers.

Rentz et al. (2002) argued that earlier assessment of the empirical research, however, had
focused primarily on personality characteristics, organizational, and environmental variables, and
role perception. Fewer had focused on individuals’ characteristic related to skill level of
salespersons. Moreover, research on sales performance frequently stresses the role of salesperson
as the principal force behind the initiation, and success of a firm’s performance, because of direct
responsibility and involvement in sales activities (Churchill et al., 2000). Therefore, the sales
skill possessed by the salesperson is particularly important in the current study because they are

an essential element to explain the success of the salesperson.

Finally, the vital step in applying the sales skills successfully in our context is basically to
become aware of the potential significance of cultural differences in relation to the origin of
previous studies and practices. lyer, Sharma and Evanschitzky (2006) showed that to develop
close interpersonal relationships with customers in countries characterized by high context
cultures, such as China, Japan, India, Brazil and Mexico, should develop close interpersonal
relationships with their customers while the role of interpersonal relationships in the Western
world characterized by low context cultures is smaller. However, despite the globalization of
firms, studies on the competencies of how cross-cultural sales relationships are best managed are
scarce (Hansen, Singh, Weilbaker & Guesalaga, 2011). There are several classifications of
cultures although, they simplify the reality, and they are a useful tool to understand cultural
differences. Lewis’ model, as an applicable example, classifies cultures into linear-active, multi-

active and reactive cultures. Linear-active cultures demonstrate task orientation while multi-
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active cultures are more extroverts, and reactive cultures are people oriented but dominate with

knowledge, patience and quiet control (Gates, Lewis, Bairatchnyi & Brown, 2009).
2.3. The Personal Selling Process

Almost all selling - regardless of the product that’s being sold - follows a particular sequence of
steps. It’s a simple but logical framework that has been accepted model for almost a hundred
years(Moncrief & Marshall 2005).Moncrief and Marshall (2005) claimed that salespeople have
adapted the specifics of the process as culture and technology have changed, but the fact that
they have followed the same basic model has for so long testifies to its effectiveness. These steps
have been the basis of sales training, reflected by the fact that the structure of most sales
textbooks today is based on this model (Moncrief & Marshall 2005). The model consists of the
following stages: (1) prospecting, (2) pre-approach, (3) approach, (4) presentation, (5)
overcoming objections, (6) close, and (7) follow-up. Moncrief and Marshall, state that Dubinsky
(1980/1981) modernized the ‘seven steps of selling’” and since then, selling has occupied the
position of a professional discipline. Personal selling is not one-time process; rather it is process
taking several steps. As Marshal and Moncrief (2005) revised the seven steps of selling as
indicated in Figure-1 below. Tsalidis (2010) argues that the alignment and the rigidity of the
sequence should not be overstated, as the actual activities undertaken within each of these stages

will vary not only from organization to organization but also between the salespersons.
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Figure 1:: personal selling Process (Adopted from Marshal and Moncrief, 2005)

Salesmanship skills are required to manage the selling process. In most cases, regardless of the
selling model (transactional, consultative, solution, relationship), the selling process includes the
above mentioned seven steps. Prospecting is the method by which salespeople search for new
customers and potential customers (Marshal & Moncrief, 2005). One obvious reason for
prospecting is to expand the customer base, which is important because most sales organizations
lose customers every year (Manning et al. 2012; Moncrief & Marshall, 2005; Weitz et al., 2009).

Pre-approaching means planning and preparation the sales visit and provides planning skills from
the salesperson. It saves both the customer’s and the salesperson’s time. Every sales visit
practically provides a pre-approach stage. Thanks to planning, the salesperson can increase the
dependability and decrease the stress. The main stages of pre-approaching are information
gathering about the customer and the company, setting objectives for the visit and making an
appointment. (Manning et al. 2012; Moncrief & Marshall, 2005; Weitz et al., 2009).A successful
approach or opening provides that the salesperson should create a good impression during the
sales meeting. The salesperson should open the meeting in a way that matches the personality
type of the customer. An important issue is to build rapport with the customer and a nice and

friendly atmosphere for the whole conversation. The approach consists of small talk, a handshake
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and making eye contact. There are many approaches a salesperson can employ when opening a
meeting, e.g. the introductory approach, the product approach, the customer-benefit approach,
the referral approach and the consultative approach (Manning et al. 2012; Moncrief &Marshall
2005; Weitz et al., 2009).

Need identification is a very critical step of the whole selling process. A successful solution
configuration is not possible if the salesperson fails to listen to the customer and recognize the
needs or problems. It requires managing different questioning techniques (Moncrief & Marshall,
2005; Weitz et al., 2009). Tuli, Kohli, and Bharadwaj(2007) found that customers are not always
fully aware of their needs. Therefore, it is important that a salesperson ask the right questions,
not only from the buyer but also other stakeholders, in order to find the explicit and implicit
needs of the customer company. Needs identification should not only focus on product
specification but should also cover the customer’s business needs from a broader perspective.

Defining future needs is also important to meeting changing and evolving customer needs.

Presentation is an essential part of the sales visit and it may consist of one presentation or several
presentations in connection with sequential sales visits and is undertaken by the salesperson or
the sales team. Making the presentation provides the salesperson with a good strategy on how to
effectively communicate a solution for the customer’s needs or problems. The salesperson’s task
is to change the features of the product into benefits that are appreciated by the customer and
solving the problem or meeting the buying criteria. The customer buys benefits instead of
features. The salesperson can strengthen the presentation, including the selling points and
attributes, by quantifying his or her solution or showing the added value (Moncrief & Marshall
2005; Weitz et al., 2009). However, contemporarily presentation techniques have shown major
changes due to the IT and digital technology advancements. Cost-benefit analysis, return-on-
investment calculations and payback period calculations are tools easily presented using several

software packages (Manning et al. 2012).

Overcoming or handling objections means that the salesperson responds toall questions the
customer is presenting or negotiates on them. The customer may ask questions at any time during

the sales meetings and before or after the meetings also. Questions may concern several issues:
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timing, the salesperson, the company, the product, pricing and delivery terms, after sales services,
etc. From the buyer’s point of view, the questions are all relevant and need to be clarified by the
salesperson. The salesperson can prepare the customer’s questions in advance. There are
effective methods on how to handle the questions or objections. To be successful, the salesperson
has to have good negotiating skills (Manning et al. 2012; Moncrief & Marshall, 2005; Weitz et al.
2009.)

Closing (i.e.obtaining commitment) is a crucial step for the customer, the selling company, and
the salesperson. For several reasons, it is not possible oreven meaningful to close the deal in
every meeting. But getting some commitment or agreeing on the next step is essential. Without
any commitment, the meeting has been a waste of time. The salesperson can use different closing
methods depending on the situation and on the buyer to close the deal or to get a commitment.
High pressure closing should be avoided in B2B business because professional buyers want to
make purchasing decisions without any manipulation of salespeople. Getting commitment should
ideally be a logical progression of the effective antecedent sales process (Manning et al. 2012;
Moncrief & Marshall, 2005; Weitz et al. 2009.)

Follow-up is a more recent addition to the selling process that is attributed to the relationship
orientation. Follow-up as the sales process step means maintaining and developing a relationship
with the customer. It consists of securing customer satisfaction, maintaining continuous contact,
managing conflicts and complaints, and monitoring and controlling deliveries. It also includes
expanding and developing the relationship. (Manning, Reece, & Ahearne, 2012; Moncrief &
Marshall 2005; Weitz et al. 2009). Therefore, the traditional selling processes that emphasize on
the salesmanship skill have been in practice for longtime, but contemporary practices showed
that post sales follow-up processes such as relationship and solution based approaches were not

empirically evidenced in the several sectors of the industries.

2.4. Sales Skills

Churchill et al., (1985) and Ford et al., (1988) found that besides aptitude; role perception,
motivation, personality and organizational factors, sales skills also affect a salesperson’s

performance. Moreover, in another study, Rentz et al., (2002) categorized selling skills into three
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dimensions namely interpersonal, salesmanship and technical skills. These dimensions were
found to be useful predictors of salesperson performance. Furthermore, Ahearne and
Schillewaert (2000) introduced marketing skills as another predictor of a salesperson’s
performance. The following are brief summaries of the four dimensions of sales skills and their

respective components.

2.4.1. Interpersonal Skills

Interpersonal skills refer to mental and communication algorithms applied during social
communications and interactions to reach certain effects and result (Churchill et al., 2000).
According to Rentz et al., (2002), the term interpersonal skills are used often in business
contexts to refer to the measure of a person’s ability to operate within business organizations
through social communication and interactions and comprises of four micro-skills namely:
active listening, empathy, perceptive observation skills, and optimism. These dimensions are
likely to collectively realize effective interpersonal skills, and, in turn, salesperson performance
for achieving high sales performance leading to the requirement that salespeople have or

develop strong interpersonal skills (Rentz et al., 2002).

Listening skills are critical for assessing a customer’s needs and gaining information about the
selling environment (Moghareh-Abed & Haghighi, 2009). Beyond simply listening or
attending to customer comments, salespeople are often encouraged and trained to use active, or
effective, listening techniques. Shepherd, Castleberry, & Ridnour (1997) found that effective
listening includes creating a situation in which the speaker wants to share information,
accurately adding meaning to the message being received, evaluating the message, and
providing feedback. It has been suggested that active listening consists of focusing on the
speaker as well as the message, not being preoccupied, analyzing the message, avoiding
interrupting the speaker, providing feedback, asking questions, recording what is being said,
and responding. Marshall et al. (2003) found that sales managers rank salesperson listening
skill as the most important skill of all, while Luthy (2000) reports that senior sales executives
feel that listening skill is the single most desirable topic for sales training. Clearly, the

salesperson’s ability to actively listen to customer comments, feedback, and complaints is seen
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as key to improving sales performance, especially when it comes to developing long term
buying relations with customers. Shepherd et al. (1997) observe that a significant body of
anecdotal literature suggests that effective listening skills can be learned through training and
experience, and they found that listening skill is correlated with salesperson job performance.
Empathy is focusing on what the customer wants to learn as a result of your communication,
not what you want to tell her/her. Empathy is an integral part of emotional connection, one of
the elements of a brand that you learned about in. In parallel with active listening, empathy is a
way of understanding a person from his or her frame of reference rather than one’s own, or
vicariously experiencing that person’s feelings, perceptions, and thoughts. Optimism refers to
the attitude that good things will happen and that people’s wishes or aims will ultimately be
fulfilled. Optimists are people who anticipate positive outcomes, whether serendipitously or
through perseverance and effort, and who are confident of attaining desired goals (VandenBos,
2015).

2.4.2. Salesmanship Skills

Salesmanship skills refer to skill in selling or skill in persuading people to buy (Manning &
Reece, 2004). The dimensions of salesmanship skills can be generally categorized into four
subcategories that are: adaptability, consultative selling, negotiation and questioning, and
salesperson cues and communication style skills (Rentz et al., 2002). Adaptive selling
framework proposes that the proper use of an adaptive selling strategy can be critical to a
salesperson’s effectiveness (Boorom, Goolsby & Ramsey, 1998). Similarly, consultative or
relationship selling, takes place when there is a long-term or ongoing relationship between the
customer and the seller, and the salesperson takes on the task of truly understanding the
customers’ needs and providing solutions to meet those needs. For example, if you were
working with a real estate agent to buy or rent an apartment, the advisor would be consulting
you on the best ways to save and how to best invest your money. The agent would adapt to
your needs based on your feedback (Manning et al. 2012).

Buhler, (2009) claimed that as a sales presentation skill, negotiating is often used

simultaneously with questioning technique, a good way to engage your prospect in
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conversation and learn more about what customer needs, handling objections and closing sales,
despite the three skills are clearly distinct. Questioning is a way to gather more information and
learn about your customer and their needs. It is also an excellent way to demonstrate that you
are communicating by listening. Focusing on listening and asking the right questions, results in
salesperson rewarded with great information (Buhler, 2009). According to Thull (2007), if
customer asks questions and the salesperson responds in ways that supports the customer, and
interaction like this builds credibility because it demonstrates that you (a) have done your
research and understand your customer’s problems, (b) are interested in finding a solution
specific to your customer’s situation, and (c¢) are competent and won’t waste your customer’s

time.

Only if the salesperson can satisfactorily address the prospect’s objections and if the two
parties come to an agreement via negotiating is the transaction likely to be consummated. The
focus is on seeking an integrative solution that is achieved via open and accurate informational
exchange, mutual concessionary behaviors and mutual respect for individual goals, as well as
to minimize the use of any deleterious influence tactics (e.g., threats, promises). This strategy
clearly requires greater negotiating skill, and they found that its use is associated with greater

negotiator satisfaction with the process as well as improved levels of agreement (Johlke, 2006).

Effective communication is clear, concise, brief, specific, and timely and creating your
message is only one half of communication; listening is the other half; being a good listener
improves your ability to be a good communicator. There are three types of communication:
verbal, which involves speaking to one or many people to convey a message; nonverbal, which
includes body language and other observations about people; and written, which includes a
message that is read in hard copy, e-mail, text message, instant message, Facebook, Twitter,
blog, or other Internet-based written communication. Communications such as introduction, a
presentation, a telephone conversation, videoconference call are all examples of verbal
communication because information is transmitted orally. Despite the ubiquitous use of
technology in the business world, verbal communication is the most common method of
exchanging information and ideas. Verbal communication is powerful, fast, and natural and

includes voice inflections that help senders and receivers understand the message more clearly.
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The downside to verbal communication is that once it is spoken, the words are essentially
gone; they are preserved only in the memory of those present, and sometimes the memories of
the specific words spoken vary dramatically. Nonverbal communication is extremely powerful.
A gesture, a smile, a nod, eye contact, what you are wearing, the fact that you are frequently
checking your cell phone for text messages, and how close you stand to someone are all
examples of nonverbal communication. In fact, some studies indicate that the influence from
nonverbal communication such as tone and visuals can have a greater impact than the spoken
words (Denning, 2001).

Albert Mehrabian (2009) considered a pioneer in the area of body language and nonverbal
communication, his research includes an equation, called the Mehrabian formula, (total Liking
= 7% verbal liking + 38% vocal liking+ 55% facial liking) that is frequently used to define the
relative impact of verbal and nonverbal messages based on experiments of communication of
feelings and attitudes. Written communication is best used for factual information, whereas
verbal communication is best used for emotional topics or those that require discussion. The
Mehrabian formula is used to explain situations in which verbal communication and nonverbal
communication do not match. In other words, when facial expressions contradict words, people
tend to believe the facial expressions (Mehrabian, 2009). The best method of communication

depends on your customer’s preferences and on the situation (Denning, 2001).

2.4.3. Technical Skills

Technical skills refer to the proficiency of salespeople in providing information about the
design and specification of products; and the applications and functions of products and service
(Churchill et al., 2000; Futrell, 2006). Technical skills are also manifested in behavior to keep
up-to-date with the technological development of products and services (Ahmad et al., 2010).

2.4.4. Marketing Skills

Marketing skills refer to salespersons knowledge about the industry in general such as
customers’ needs, competitive information, industry trends, company’s sales policies, and

knowledge of customer operations. Thus, marketing skills maximize the level of understanding
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salespersons have about the business in which they operate (Ahearne & Schillewaert, 2000;
Ahmad et al., 2010; Manning & Reece, 2004; Futrell, 2006).

2.5. Salesperson Performance

Salesperson performance is defined as the extent to which a salesperson contribution to
achieving the organization’s sales objectives (Ahmad et al., 2010). This performance construct
considers the results that can be attributed to the salesperson rather than factors (e.g. market
potential, intensity of competition, brand image) affecting performance that are not controllable
by salesperson (Churchill et al., 2000). Salesperson performance is undeniably the central
variable of interest in the field of sales force management. The reason for salesperson
performance’s central role in the sales literature would appear to be rooted in the obvious link
between sales performance and overall corporate performance. When salespersons do well, the
organization is likely to do well, and contrary is normally true as well (Comer, 1999).The
success of any sales and marketing organization ultimately depends on the success of
individual salespeople, for their performance directly affects the firm’s bottom line, not just in
the short run, but in the long run as well. In the process of buyer seller interaction and
communication, salespeople develop new business, build customer trust, nurture long-term
relationships, create added value for customers, and provide market information to
management. With changing and more diverse buyer behavior, the salespeople’s role as
relationship managers in the marketing organization has neverbeen more critical (Anderson,
Joseph & Alan, 1999). Furthermore, salespersons provide key link in adding value for
customers (Luthy, 1997), in helping in new opportunities (Gordon, Denise, Peter, & Kimberly,
1997), in influencing future intentions and in gaining referrals (Boles, Danny, Thomas, &
Hiram, 2000). Similarly, other studies that represent remarkable efforts to summarize and
review salesperson performance include such as Porter, Wiener, and Frankwick (2003);
Baldauf and Cravens (2002); Rentz et al. (2002); and Johlke (2006).

2.6. Relationship between Sales Skills and Sales Performance
Although there are many factors that contribute to salesperson performance, it has been

acknowledged that sales skills are one of the key individual-level determinants that contribute
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to performance ((Basir, Ahmad & Kitchen, 2010; Churchill et al., 2000). Ingram et al., (2004)
added that turbulent business environments force sales departments to headhunt highly skilled
salespersons in their attempt to secure and consolidate sales. Thus, good salespersons may offer
substantial performance improvements in today’s business environs (Baldauf and Cravens,
2002). Topquality sales staff who maximize revenues from existing customers and
systematically identify, convert, and manage new prospects well will allow a business to grow
faster than its competitors (Futrell, 2006). Such efforts are particularly important in an
environment where valuable customers have many more options and choices than ever before.
Considering the pivotal role played by salespersons in ensuring continual sales; hiring and
retain highly skilled sales personnel is critical (Churchill et al., 2000; Ingram et al., 2004;
Futrell, 2006). Moreover, many researchers have emphasized the importance of salespersons
skill levels in relation to their performance (Churchill et al., 2000; Rentz et al., 2002).
Therefore, the following brief summaries hypothesize the relationship between each of the

dimension of sales skills and sales performance.
2.6.1. Interpersonal Skill and Sales Performance

According to Rentz et al., (2002), the dimensions of interpersonal skills are listening, empathy,
optimism and perceived observation skills. These dimensions will be operational zed and
empirically tested independently to represent interpersonal skills measures in predicting
salesperson performance. Thus, these dimensions are likely to collectively realize effective
interpersonal skills, and, in turn, salesperson performance for achieving high sales performance
leading to the requirement that salespeople have or develop strong interpersonal skills. Comer
and Drollinger (1999), Ramsey and Sohi (1997), and Shepherd et al., (1997) found that
effective listening skills are a valuable communication skill for successful salespersons.
Meanwhile, Comer and Drollinger (1999) pointed out that empathetic skills contribute to
salesperson performance. McBane (1995), Philling and Eroglu (1994), and Plank, Minton, and
Reid (1996) support this.

Additionally, Rich and Smith (2000) found that individuals possessing high responsive

characteristics seem to have greater identification or perceptive observation skills concerning
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the social style of others, which are critical traits for successful salespersons. Jane and Dawn
(2003) also suggested that empathy and perception of others emotions could explain

salesperson performance. Therefore, the following relationship will be tested as follows:

H;. Salesperson skill at using interpersonal selling techniques is positively associated with job

performance.

2.6.2. Salesmanship Skill and Sales Performance

The dimensions of salesmanship skills can be generally categorized into four subcategories
namely: adaptability, consultative selling, negotiation and questioning, and salesperson cues
and communication style skills. Adaptive selling is important because it shows the amount of
customization a salesperson utilizes (Weitz, 1981). Babakus, Cravens, Kent, Ingram & La-
Forge, (1996) found a positive association between adaptive selling and salesperson
performance, and sales organizational effectiveness measures. Booromet al. (1998) also
reported a positive relationship between adaptive selling and several sales outcomes. Besides,
also positive relationship has been found between working smart (a dimension of adaptive
selling) and salesperson performance. Goolsby, Lagrace, & Boorom (1992)and Schuster and
Danes (1986) posited that questioning and negotiation skills possessed by a salesperson
contributed to the salesperson’s success. Meanwhile, Morgan and Stoltman (1990) found that
there was a positive relationship between adaptive personal selling and questioning, listening,
and non-verbal behaviors. They stated that a salesperson’s perceptual abilities, including
probing, asking questions, listening, and detecting verbal and nonverbal clues, provide the
basis for adaptive selling. Goolby et al., (1992) confirmed these findings when they posited
that negotiation and questioning ability possessed by a salesperson contributed to the
salesperson’s success. Additionally, communication style plays a critical influence on a
salesperson’s ability to close sales (Stafford, 1996; Whittler, 1994). Futrell (2006) found that
successful salespersons are those who can adapt their communication styles appropriately to
interact with customers. Similarly, Williams, Spiro and Fine (1990) also suggested that
salespersons that vary their communication styles in relation to the customers will significantly

increase the potential to close the sale. Furthermore, a person’s nonverbal cues could influence
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others behavior (Cho, 2001). Salesperson’s nonverbal cues have emerged as a critical
component of successful selling (Futrell, 2006; Stafford, 1996). Leigh and Summers (2002)
posited that employing four nonverbal symbolic expressions such as voice qualities, nonverbal
vocalization, body movement, and spatial distances might result in the likelihood of a sale.
Likewise, Gabbot and Hogg (2000) found that certain voice characteristics correlated highly
with output sales performance. Consultative skills are another aspect of salesmanship which
influences salesperson performance (DeCormier & Jobber, 1993). Therefore, the relationship
between salesmanship skills and sales performance will be tested according to the following

hypothesis.

H,: Salesmanship skills of salespeople are likely to be a strong predictor of sales performance
in HCMD.

2.6.3. Technical and Marketing Skills and Sales Performance

Technical knowledge refers to salespersons skills in providing information about design and
specification of products and the applications and functions of both products and services.
Salespersons also possess knowledge about the industry and trends in general such as
customers, markets and products; competitors’ products, services, sales policies; knowledge of
competitors’ product lines, and knowledge of customer operations (Baldauf & Cravens, 2002;
Futrell, 2006). These constitute the marketing skills of a salesperson. Thus, both knowledge
assets refer to the level of understanding a salesperson has about the business in which he or
she operates. An extensive knowledge base is important for a salesperson since it allows them
to cope with the complex market environment. A positive relationship empirically supports that
the use of technical knowledge results in higher salesperson performance (Babakus et al., 1996;
Baldauf & Cravens, 2002). Moreover, Churchill et al., (2000), Schoemaker and Johlke (2002),
and Ingram et al., (2004) revealed that knowledge of external and organizational issues is
crucial for salespersons to perform their selling tasks. Researchers have also identified that
customer knowledge is critical for salesperson performance (see Donath, 1993; Smith and
Owens, 1995). Ingram et al., (2004); and Pettijohn and Pettijohn (1994) supported this when
they found that customer knowledge is an important topic for salesperson training. It is also
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recognized that effective salespersons possess richer and more interrelated knowledge
structures about their customers than those that are less effective. Ingram et al., (2004) posited
that there is a significant positive relationship between performance and strategy formulation
capabilities (i.e. which requires extensive knowledge of the market, competitors, products etc.).

Additionally, Ahearne and Schillewaert (2000) confirmed that marketing skills also influence
salesperson performance. Meanwhile, Sengupta, Krapfel and Pusateri(2000) found that two
other individual-level variables, namely, strategic ability and entrepreneurial ability were
significant determinants of salesperson effectiveness or performance. Likewise, Dariane et al.,
(2001) and Makinen (2004) found that salesperson’s product knowledge is important.
Therefore, the relationship between technical and marketing skills will be tested as follows:

Hs: Knowledge of technical skills predicts salesperson’s sales performance.
H,: understanding the marketing skills positively impacts sales performance of salespeople.
2.7. Empirical Evidence

The prevalence of empirical evidence regarding the effect of sales skills on sales performance of
real estate agents is scarce. An empirical study by Hunt and Baruch (2003) indicated that training
and development initiatives have been proven by many previous empirical studies which canlead
to improved interpersonal skills of salespersons. Besides, sales organizations should now treat
interpersonal skills as a critical skill component in salesperson recruitment and selection
exercises, and also in formulating rewards and recognition policies(Hunt & Baruch,
2003).Rapisarda (2002) in her research on the impact of emotional intelligence on work
performance reaffirmed that interpersonal skills in general and empathic competency in
particular strongly correlated with sales performance. An empirical study that utilized self-
administrated survey questionnaire in Malaysian telecom showed that effects of interpersonal
skills positively influenced salesperson performance. However, unexpectedly, the findings also
revealed that salesmanship skills, technical skills and marketing skills do not influence

salesperson performance (Basir et al., 2010).Generally, previous empirical studies demonstrated
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a positive relationship between the four dimensions of interpersonal skills on salesperson
performance(Jane & Dawn, 2002, 2003;Rich & Smith, 2000).

Previous empirical studies on the five dimensions of salesmanship skills (i.e. adaptability,
consultative selling, negotiation and questioning, and salesperson cues and communication style
skills) had utilized each dimension independently to represent salesmanship skills in testing its
relationship with salesperson performance (Rentz et al., 2002). Unilateral studies on dimensions
of salesmanship skills showed direct impact on sales performance. For example, adaptive selling
and several sales outcomes (Boorom et al., 1998); working smart (a dimension of adaptive
selling) and negotiation and questioning with salesperson performance; (Futrell, 2006; Ingram et
al., 2004);salesperson’s perceptual abilities and sales performance (Morgan and Stoltman (1990);
communication style versus sales performance(Stafford, 1996) and consultative skills

(DeCormier & Jobber, 1993) showed positive influence on sales performance.

Therefore, studies onthe impact of technical knowledge (Baldauf & Cravens, 2002) against sales
performance as well as marketing skills - such as customer knowledge, knowledge of external,
organizational and environmental situations - (Ingram et. al., 2004) impact the effectiveness of
salesperson positively. In sum, previous empirical studies demonstrated a positive relationship
between the four dimensions of sales skills on salesperson performance. Finally, an empirical
survey study in relation with sales agents in real estate industry of Australia and New Zealand, in
which vendor participant where asked questions the reason for you choose the real estate firm
you dealt with and to what extent did participants feel pressured into making the purchase by the
sales agent .In the former instance the vendors responded that 78% of buyers were reacting to
“pull” rather than “push” marketing, advertising and in the latter case 7% (50) reported pressure
by agent to purchase as high whilst 48% (339) reported pressure as low and the findings confirm
a downward trend over the decade in the percentage of respondents who perceived low pressure

from the agent to purchase(Davis, 2015).
2.8 Conceptual framework

The present study investigates the effect of sales skill dimensions (interpersonal, salesmanship,

technical, and marketing) on sales performance through analysis of individual dimension
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relationship with sales performance. Based on the literature review of previous studies and
research questions produced, the researcher assumes the following hypotheses for the current

study.

Sales Skills Dimensions

Cnterpersonal Skills >‘___
\./_

Salesmanship Skills \‘ >,
€ D

Qflarketing Skills )___/
Gechnical Skills }

Figure 2: Theoretical framework (Source: Abed & Haghighi, 2009)

Sales Performance
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CHAPTER THREE: METHODOLOGY

3.1. Introduction

The selection of research approach depends on the philosophical worldview, research problem or
issue being addressed and procedures of inquiry the researcher employs in the study (Creswell,
2014).As a plan and framework of a research project, the research design guides the data
collection and analysis procedures to ensure that the study will ultimately address the relevant
problem of the study (Kothari, 2004).

3.2. Research approach

The current research study utilized quantitative research approach in data collection, analysis and
interpretations of data in order to accomplish the purpose of the study. Thus, the quantitative
method is used appropriately to comply with the respective research questions of the present
study. In the next subsections, specific techniques of sampling, data collection, procedures of

inquiry and ethical issues are described successively.
3.3. Research design

According to Saunders (2003), explanatory studies are studies with the emphasis to study a
situation or problem in order to explain the cause and effect relationship between given variables.
In order to accomplish that well defined research problem has to be done and hypotheses need to
be stated. Explanatory research is mostly used within areas where extensive research has already

been done. In line with this reasoning and purpose of this study is explanatory type.
3.3.1. Population of the study

The population of the current study included salesperson employees of HCMD, Addis Ababa, all
(65 sales agents )within the organization were included as respondents (n = 62, 95% response
rate). The plan for inclusion criterion of the participants of the study was to include all sales

people

33



who work in the HCMD and independent agents and all available independent real estate
agents that operate in connection with Habesha Real State. Unfortunately, only one external

agent has been available to participate in the current study.
3.4. Method of Data Collection

The current study has utilized a cross-sectional survey data collection method. The sources of
data in this study are primary data collected through self-report questionnaire. A semi-
structured and self-administered questionnaire has been distributed to the salespeople in
HCMD and to the independent real estate agents of Habesha Real Estate.

3.4.1. Self-Administered Questionnaire

The self-report questionnaire has been prepared depending on the review of related literature
and similar research reports published on several international journals. The self-report
questionnaire has three parts, first the demographic characteristics such as age, gender,
educational background, level or position of job and sales experience in current organization.
The second part consists of 6-statements for each of salesperson skills that measure the
interpersonal, salesmanship, technical and marketing skills. The third part of the questionnaire
comprises 10 statements that measure of sales performance of respondents at 7-point Liker

scale items.
3.5. Sources of Data
3.5.1. Primary Source

Primary data was collected through questionnaires that has been completed by salespersons and
sales management personnel in HCMD. A questionnaire approach was considered to be the
most effective method for collecting primary data for fulfilling the purpose of investigating the

effect of salespersons’ sales skills on their sales performance.
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3.6 . Reliability and Validity of Research Questionnaire

Reliability is a measure for the consistency of collected data through time and validity refers to
whether the items measure what they are supposed to measure. In order to make sure the
reliability and validity of the instrument for data collection, self-report questionnaire has been
prepared based on previous research instruments and available literatures utilized on the similar
studies. Regarding with the validity, previous researches that utilized the same instrument
indicated the Likert scale items have good validity values. For example, Predictive and
Discriminate Validity conducted by Basir (2010) on one-tailed Pearson correlation tests were
employed to assess predictive validity of the independent variables(interpersonal,
salesmanship, technical and marketing skills) correlated with the dependent variable -
salesperson performance indicated correlation coefficients of 0.63, 0.54, 0.51 and0.52 with p-
value of 0.01 respectively. Similarly, our correlation analysis between the independent
variables and sales performance showed statistically significant result at p < 0.01 (refer Table -
5).

As indicated in Table-2 below, unilateral reliability analysis of all the variables indicated that
sales performance produced the minimum Cronbach’s alpha coefficient of 0.87and marketing
Skills gave the maximum Cronbach’s alpha coefficient of 0.95. In conclusion, the total
reliability output of the sales skills is 0.97, whereas, the total reliability analysis of the current
study (i.e. all questionnaire items) showed Cronbach’s alpha coefficient of 0.98, both
coefficient indicate maximum reliability of the questionnaire which supported for the validity
of instrument.

Table 2:Questionnaires’ Reliability Output

Variables CA
Interpersonal Skill 0.91
Salesmanship Skill 0.92
Technical Skill 0.90
Marketing Skill 0.95
Sales Skills Total 0.97
Sales Performance 0.87
Total 0.98

Note: C.A. Cronbach's Alpha;
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Analysis of the data collected in this research has been conducted using quantitative methods in
compliance with the quantitative data collected through self-report questionnaire. Descriptive
analysis is used to locate the typical data and its variability using the measures of central
tendency and dispersion respectively. Relationship measurements, which base their techniques
on correlation and regression, measure the associations between or among variables depending
on the number of variables involved. Variables are labelled as dependent and independent
variable, not as one causes the other but to express the degree of relationship in which one
could predict the other variable (Housden, 2005). The data gathered using the self-
administered questionnaire related with the demographic data of employees, the relationship
between each dimension of salesperson’s skills and sales performances of salespeople using
appropriate statistical methods of analysis. In this analysis process, the correlation among each
of salesperson’s skills dimensions and salespeople performances has been conducted using

Pearson correlation coefficient.

3.7 . Research Ethical Issues

Ethical issues in marketing researches are the moral guidelines that govern the conduct of
behavior in the research process. Thus, researchers, whether individuals or organizations, must
consider the ethical issues such as: goodwill of respondents — willing to participate and to
discontinue trust participants’ relationship with researcher, professionalism, confidentiality —
anonymity of their identity as well as the information they provide and informed consent so
that participants’ rights are under protection (Housden, 2005). In this study, the researcher has
addressed different ethical issues. An informed consent form, which explains the purpose of the
study, request for cooperation, absence of any remuneration for participating, confidentiality of
their identity and the information they supply and their freedom to withdraw from
participation. Therefore, the informed consent form has been provided and clarified to every
participant during the questionnaire distribution. In addition, confidentiality of the data
provided and anonymity of respondents has been applied by giving successive numerical codes
(1,2, 3...etc.).
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CHAPTER FOUR: RESULTSAND INTERPRETATION

4.1. Descriptive Analysis

Variable items representing their underlying factors were then aggregated and mean was applied
as a measure of central tendency, which indicated that all variables were above their midpoint
level (4.00) as indicated in Table-3. It offers a general picture of the data without unnecessary
inundating one with each of the observations in a data set. The four independent variables -
interpersonal, salesmanship, technical and marketing skills- have mean values of M = 5.71, M =
6.10, M = 5.59 andM = 5.86respectively. The dependent variable (Salesperson Performance)
mean value is M= 5.75. The dispersion of the data as measured using the standard deviation
valuesare within range of 1.04 and 1.58 that indicates the mean values are within the range of 5
to 7-point Likert scale (refer Table-3).

Table 3:Descriptive Statistics of Scales, N= 62

Variables Mean Median SD Range Min Max
Interpersonal Skill 571 6.25 1.58 6.00 1.00 7.00
Salesmanship Skill 6.10 6.50 1.24 5.00 2.00 7.00
Technical Skill 5.59 6.33 154  6.00 1.00 7.00
Marketing Skill 5.86 6.33 143  5.00 200 7.00
Sales Performance 5.75 6.00 1.04 3.38 3.63 7.00

Note: SD — Standard Deviation

4.1.1. Demographic Characteristics of Respondents
As indicated in Table -4, the participants (n= 62) of the current study comprise of 26.9% male
and 73.1% of females and age of the participants ranges from less than 25 years (42.3%) to 45
years old (53.9%) Looking into the age groups, it indicates that more than all of the participants

are equal or less than 45 years old excluding one participant’s unreported age.
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Table 4:Demographic characteristics of Respondents, N=62

Variables Description Frequency Percentage
Gender Male 17 26.9
Female 45 73.1
From 25 to 35 26 42.3
Age (in years) Less than 25 28 46.2
From 36 to 45 5 7.7
No response 3 3.8
Vocational or Diploma 5 3.8
Educational Background First degree 52 88.5
Master’s degree 5 7.7
Sales agents 45 65.4
Ass. Sales manager 7 115
Job Position Sales manager 4 154
Ass. General manager 3 3.8
Other* 3 3.8
Less than 1 year 23 38.5
Sales Experience 2-5 years 23 38.5
6-10 years 16 23.1

Educationally, around 90% of the respondents are first-degree holders group, and the rest are
diploma (3.8%) and MScs’ holders (7.7%). With regards to job position about a third of the

participants (65.4%) work as sales agents, whereas, the others are either sales managers or

assistant managers and a general manager. The prevalence of respondents’ sales experience

encompasses 77.6% shared equally between less than one year and 2-5 years’ work experience

and the rest have sales experience from 6 to 10 years.
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4.2. Data Preparation and Assumptions

The effect of the sales skill dimensions (interpersonal, salesmanship, technical and marketing
skills) on the sales performance of the salesperson was conducted using hierarchical regression.
In regression, if we have categorical variable such as gender, age of participants, educational
background, job position and sales experience, they must be transformed into dummy variables
in which if a variable has k categories, k-1 number of dummies are formed. Therefore, gender
has been transformed into dummy variables, so that Gender has values of 0 and 1 in which the
reference component is male as zero and female is measured in terms of male. Similarly, age,
education, job position and sales experience have five, six, two and five categories in their
respective order. Therefore, these demographic variables have been transformed into their k-1
respective number of dummies and their respective smallest possible value is converted into 0

that increases by one towards to k-1 number of categories successively.

Furthermore, prior to conducting any multiple linear regression analysis, certain basic
assumptions of multiple linear regressions have been checked. These basic assumptions include,
linear relationship between the dependent and independent variables, no significant outliers,
independence of observations, non-multicolliniarity, homoscedasticity and approximately normal
distribution of the graph of residuals (errors) of the regression. In order to check the assumptions,
all independent variables have been entered as one block in the regression and sales performance
as dependent variable. The outputs of the analysis have been checked for fulfillment of
preconditions of the multiple linear regressions (refer Appendix-B). Homoscedasticity is that
regression standardized residuals do not vary systematically with the predicted values by plotting
the residuals against the values predicted by the regression mode as indicated in Figure-3 below,

the scatter plot between residuals and predicted values varies randomly, not systematically.
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Scatterplot
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Figure 3:: Scatter Plot of regression standardized residuals vs. predicted value

Normality — the residuals should be normally distributed as demonstrated in Figure-5, whereas,
linearity — the residuals should have a straight-line relationship with predicted DV scores — sales
performance in our case as illustrated Figure-4 below. Besides, these set of assumptions can be
examined to a fairly satisfactory extent simply by plotting scatterplots of the relationship

between each explanatory variable and the outcome variable.

Multiple linear regression analysis are expected mainly to conduct Collinearity diagnostics,
which enables to detect inflated linear relationship that give two values—Tolerance and VIF
(variance inflation factor) and both are related to each other in the way that tolerance is just the
reciprocal of VIF. Tolerance, which is simply 1 minus that R?, very low values of tolerance (0.1
or less) indicate a problem. Very high values of VIF (10 or more) indicate a problem.
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Sales Performance Total
10

0.6 o ©

Expected Cum Prob
(o]

0.0 T T T
0.0 0.2 04 06 08 10

Observed Cum Prob

Figure 4:Normal P-P Plot of regression standardized residuals

According to Gaur and Gaur (2009), once multicollinearity is detected in the model, the
regression coefficients are likely to be meaningless. One may consider removing some
independent variables, which are highly correlated to reduce multicollinearity or
standardizing/transforming the predictor variables. A value of VIF higher than five (or Tolerance
less than 0.2) indicates the presence of multicollinearity while in social sciences research, a VIF
value as high as 10 is considered to be acceptable (Gaur & Gaur, 2009). Therefore, in the current
analysis, the test results of collinearity values (refer in the two columns of right side in Table-6 or
Appendix-C) of minimum and maximum of each tolerance and VIF (0.11 to 0.91 and 1.10 to
9.13) respectively, indicate no problem of multicollinearity. Another simplest way to ascertain
whether or not our explanatory variables are highly correlated with each other is to examine a
correlation matrix (Table-5). If correlations are r > 0.90 then we may have a problem, but no

such strong relationship among the explanatory variables have been detected.
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Figure 5:Normality check of Regression Standardized Residuals

4.3. Relationship between Sales Skills and Sales Performance

The analysis of the relationship of sales skills with sales performance showed that all have direct
and statistically significant correlation with the salespersons’ performance. The correlation
matrices outcomes indicated that the correlation between the four salespersons’ skills
(interpersonal, salesmanship, technical and marketing skills) and sales performance on Pearson
correlation values (0.77, 0.63, 0.50 and 0.76)are statistically significant with p-value= 0.01 (refer
Table-5).

Table-5: Correlation Analysis of Variables, N= 62

Variables 1 2 3 4 5
1 Interpersonal Skills 1
2 Salesmanship Skills 0.79" 1
3 Technical Skills 0.70" 051" 1
4 Marketing Skills 0.717 0.54" 0.80" 1
5  Sales Performance 0.77" 0.63" 050" 0.76" 1

Note:** Correlation is significant at 0.01 significance level.
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4.3.1. Effects of Salespersons Skills on Sales Performance

Hierarchical regression analysis outputs of the relationship between salesperson skills and sales
performance participants, at the same time controlling demographic factors such as gender, age

of participants, educational background, job position and sales experience (refer Table — 6 below).

Once the assumptions and necessary preconditions checked, the hierarchical regression analysis
has been conducted in two step process. First, to control the influence of demographic variables
—Gender, Age, Educational Background, Job Position and Sales Experience- have been entered
to the model as predictor variables and sales performance total scores as dependent variable.
Next, the salesperson skills (interpersonal, salesmanship, technical and marketing skills) have
been added into the model. As indicated on table-6, the hierarchical regression output in the
ANOVA section shows that the value of F-ratios in the first modelis F (5, 18) = 0.25, p = 0.94,
statistically insignificant output. However, after entering the second group (sales skills) in to the
second model the F-ratio increased to F(5, 18) = 12.65, p= 0.001, which indicate statistically
significant value. Therefore, these statistically significant values of F-ratio give us an assurance
that the regression model with the sales skills can be used to predict sales performance of

salespersons.

In other words, in model one, which gave correlation coefficient value of R =0.25and coefficient
of determination, R?= 0.064, p= 0.94, though not statistically tells us that the collective
contribution of demographic variables (including variables not considered) to the regression
model accounts 6.4%. In the second model, after controlling the effect of demographic variables,
the R = 0.92 and R?=0.84, p=0.001; gave rise to R*-change = 0.777. This means that the sales
skills have solely 77.7% contribution to the model, meaning one way or another, sales skills that

salespersons have are directly related with sales performance of sales people.
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Table 5:: Hierarchical Regression of Salesperson Skills versus Sales Performance

Predictor Variables R AR®  F Change t B Tolerance VIF
Step-1(Contrl variables) 0.165  0.165 0.245 0.75 1.34
Gender -0.107 -0.028 0.52 1.92
Age 0.709  0.224 0.91 1.10
Education 0.668  0.159 0.86 1.17
Job Position -0.272  -0.067 0.54 1.87
Sales Experience -0.202 -0.063

Step-2 (Main Effect) 0.835 0.777**  16.35*

Gender -1.303 -0.21 0.47 2.12
Age -0.099 -0.016 0.47 2.14
Education 1.362  0.186 0.66 1.51
Job Position -0.081 -0.01 0.80 1.25
Sales 0.108  0.017 0.50 2.01
Interpersonal skills 2.446* 0.727* 0.14 7.21
Salesmanship skills -0.008 -0.002 0.26 3.81
Technical skills. -2.413* -0.687* 0.15 6.61
Marketing Skills 3.27*%*  0.98** 0.14 7.32

Note: Controlled variables includes Gender, Age, Education, Job Position and Sales

Experience.** p<0.01 and * p<0.05. VIF: variance inflation factor

In order to retain the regression coefficients (p) of each predictor variables we take those
coefficients (B) with statistically significant t-test values with p < 0.5. Accordingly, variables
that have statistically significant values are Interpersonal skills, p = 0.73, t = 2.45, p = 0.05,
Technical skills, p =-0.69, t = -2.41, p = 0.05 and Marketing skills, p = 0.98, t = 3.27, p = 0.01
(refer Table -60r full SPSS output in Appendix-B). Looking into specific statistically significant
values of sales skills, Marketing skills has the strongest regression coefficient, p = 0.98and,
whereas, the next strong sales skill is Interpersonal skill with g = 0.730f and the least sales skill

is Technical skill with B = -0.69. The relationship between sales skills and sales performance
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indicates that salesmanship skill is not statistically strongly related with sales performance(i.e. t
=-0.008, p =-0.002, p =0.99).

4.3.2. Relationship between Interpersonal Skills and Sales Performance

The result of the current study on the relationship between interpersonal skills and salespersons’
performance is consistent with previous conducted researches. This study found that there is a
positive relationship between interpersonal skills and salesperson performance ( = 0.73, t = 2.45,
p = 0.05). The result of the current study on the relationship between interpersonal skills and
salesperson performance is consistent with that of previous research, which demonstrated that
interpersonal skills significantly predict salesperson performance (Pilling & Eroglu, 1994,
Anselmi & Zemanek, 1997 & Rozell et al., 2006). Besides, a study by Basir et al., (2010) on
salespeople of a Malaysian Telecommunications Company indicated that interpersonal skills as
sole predictor of sales performance in the presence of organizational commitment as a moderator.
Similarly, Ferris, Witt, and Hochwarter, (2001) found out that interpersonal skills as the single
strongest predictor of performance rating dimensions of task performance, job dedication, and

interpersonal facilitation as well as for an overall rating of performance.

4.3.3. Relationship between Salesmanship Skills and Sales Performance

Despite, statistically significant correlation, the present study found no predicting relationship
between salesmanship skills and salesperson performance. Looking into the mean values of sales
skills, salesmanship skills have the highest mean value (M = 6.10) in comparison to the other
sales dimensions (mean values that range from 5.59 to 5.86), that means high level of
salesmanship skills do not predict high sales performance. Previous studies have opposing
support on the main effect of salesmanship skills on salesperson performance, in which, some
studies indicated a positive association between salesmanship skills and salesperson performance
(Baldauf et al., 2001; Katsikan & Skarmeas, 2003; Baldauf and Cravens, 1999), other studies by
Ahearne and Schillewaert (2000) and Grant and Cravens (1999) found no association. Therefore,
the results of the current study indicates that salesmanship skills do not influence salesperson

performance.
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4.3.4. Relationship between Technical Skills and Sales Performance

There was significant relationship in the current study between technical skills and salesperson
performance (p = -0.69, t = -2.41, p = 0.05). This is consistent with previous findings in light of
the volume of previous evidence supporting that technical skills influence salesperson
performance (Baldauf et al., 2001; Grants and Cravens, 1999; Katiskea and Skarmeas, 2003). As
a result, the finding is consistent with major previous studies that optimum technical skill levels
possessed by salespersons do necessarily lead to positive effects in term of salespersons
performance. Therefore, real estate clients are more attracted if the sales agents possess good
knowledge of property developments, housing specifications and product features (such as
location of housing, customer advantages & distance from clients work...etc.) as well as real
estate delivery procedures and understand transaction processes and supports on legal obligations

in real estate industry.
4.3.5. Relationship between Marketing Skills and Sales Performance

The hierarchical regression analysis on the relationship between marketing skills and
salespersons’ performance showed that marketing skills (B = 0.98, t = 3.27, p = 0.01) predict the
performance of sales people. Market knowledge reflects a salesperson’s knowledge about the
industry in general (e.g., competition, trends). An extensive knowledge base is important for
salespersons, because it allows them to cope with complex market environments. It
is expected that salespersons with commendable marketing skills will produce good performance
(Leigh & McGraw, 1989). Consequently, findings from this study comply with Ahearne and
Schillewaert’s (2000) findings that marketing skills have a significant relationship with
salesperson performance. Acquiring marketing skills, as a study demonstrated (Wachner, Plouffe,
Grégoire, 2009) with sample that include real estate sales agents, showed that that high level of
customer orientation only leads to greater sales performance when it is accompanied with a high
level of selling skill; by implication this means that the more salespersons are customer oriented
the more they have greater expertise in utilizing marketing skills that maximizes the sales

performance of sales agents.

46



CHAPTER FIVE:SUMMERY OF FINDINGS,CONCLUSION AND
RECOMMENDATIONS

5.1 Conclusion

Unlike the claims of naturalistic school of thoughts who argue that salespersons are born to be
effective sales people, the current study shows sales skills of the sales agents in HCMD
contribute 77.7% of the sales performance and can be concluded that sales performance are
learned. Based on the output of the data analysis, it can be concluded that marketing skills,
interpersonal skills and technical skill showed that statistically significant relationship with
salesperson performance. In addition, marketing skill is the highest predictor of sales person
performance compared to higher interpersonal skills and then technical skill of sales agents in
HCMD. Sales agents with optimum knowledge of marketing skills such as able to trend, well
informed and collect information on the industry, provide real time and competitive information
to clients, as well as understand needs of their clients. Furthermore, effective sales agents are
also efficient interpersonal skills, in which, they demonstrate speaking skills and understand
verbal and non-verbal communication ways, they are optimistic and show sincere interest in their
clients and control their emotions as needed. Technical skills are also essential for salespersons in
order to provide clients alternatives and advantages and information related with transactions,

legal procedures and geographical locations.

In contrast, sales agents need the basic skills of salesmanship, however they are not required to
have higher level of salesmanship skills in the HCMD real estate industry. Finally, it is very

important that careful considerations are required in interpreting the outcome of the current study.
5.2. Summary of findings

Findings of the study showed that the sales skills (interpersonal, salesmanship, technical and
marketing skills) have direct and statistically significant relationships(r = 0.77, 0.76, 0.63&, 0.50,
p = 0.01) with sales performance at p=0.01 respectively. These correlation findings are consistent
with previous studies that demonstrated significant correlation between sales skills and

salesperson performance (Basir et al., 2010;Rozell, Pettijohn & Parker, 2006; Baldauf, Cravens
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& Piercy, 2001). However, these statistically significant correlation figures tell only part of the
relationships of sales skills with sales performance. Two-step hierarchical regression analysis of
the predicting power of sales skills on the salespersons’ performance by controlling the influence
of demographic variables showed that sales skills contribute about 77.7% (R? = 0.777) of sales

performance.

According to the hierarchical regression, the variables that have statistically significant
predicting power of salespersons’ performance are Interpersonal skills, B = 0.73, t =245, p =
0.05, Technical skills, B =-0.69, t = -2.41, p = 0.05 and Marketing skills, § = 0.98,t=3.27,p =
0.01. Looking into specific statistically significant predicting power of sales skills, their strength;
marketing skills interpersonal skills and technical skills as ordered in their decreasing prediction

poOwer.

However, the relationship between salesmanship skills and sales performance is not statistically
significant with sales performance (i.e. t = -0.008, p = -0.002, p =0.99).This finding does not
support the proposition that management can increase salesperson performance by having or
recruiting salespersons with high salesmanship skills. The reasons for this insignificant
relationship could have several explanations as such the type of organization the salesperson is
operating due to that in real estate business customers are expected to deal with the most
important decision to commit buying a product. For example, a study on real estate sales agents’
differences in negotiation skills (a sub-dimension of salesmanship) between salespersons cannot
explain their sales performance and strictly recommend that customers are more inclined on
trustworthy sales agents. Furthermore, they argue that face-to-face interaction between buyer and
seller, and the factual knowledge about the house and the neighborhood may induce the buyer to
pay more for the house than when faced with a broker (Gautier, Siegmanny, & Van-Vuurenz,
2017). Other explanations could be (as discussed in chapter-1) as Herche et al. (1996) claimed
that personal selling concepts developed and validated in the US cannot be generalized across
national and cultural boundaries symmetrically. Therefore, considering the variations that
observed in different geographical and sectoral contexts, maximum salesmanship skills of
salespersons might not be necessary for higher sales performance of salespeople either in the real

estate industry or in the Ethiopian personal selling context.
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5.3. Limitations of the Study

The research reported here provides some interesting and unique insights into the importance of
sales skills in enhancing sales performance of sales agents in the real estate industry in Ethiopia,
however, it is not without limitations. The first limitation is related with small size of sales agents’
population in the study area (HCMD) in general and again smaller sample size of the participants
in particular might make the result of the study only applicable to the current respondents.
Secondly, inaccessibility of external real estate agents and brokers in to the sampling mixture
would have provided a bigger picture on the effect of sales skills on sales performance of sales
agents. As well as it would have also provided more confidence to influence of participants’
individual characteristics on their sales skills and sales performances.

5.4. Recommendations

Based on the analysis and conclusions, findings in this research suggest that focus on the
development of interpersonal, technical and marketing skills of salespeople can help to maximize
the sales performance of sales persons. Thus, efforts to improve sales skills of real estate agents
in demonstrating their interpersonal, technical and marketing skills must acquire primary
considerations. Therefore, sales managers in the real estate industry musttrainand improve their

sales agent to have the following optimum sales skills:

e Interpersonal skills such as enabling to express verbal and non-verbal communications,
fluency in general speaking, able to control & regulate their emotions through showing

sincere trust and optimism to customers.

e Technical skills including good knowledge about property developments, housing
specifications, delivery procedures, customers’ interest of product, transaction processes,
legal obligations as well as product features - location of housing, customer advantages &

distance from clients work in the industry.
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e Marketing skills such as enabling salespersons in collecting and providing information on
real time, competitive, industry’s trends as well as offer the location that is best suited to

customer problems.

Furthermore, as the bivariate correlation indicated that salesmanship skills and sales performance
of salespersons are significantly related, which indicates that salesmanship skill which includes
adoptability, consultative selling, negotiation and questioning skills are important for personal
selling. However, insignificant prediction power of salesmanship skillson salespersons’
performance shows that additional training to maximize salesmanship skills might be

unnecessary extra efforts.
5.5. Implication of the Study and Further Research

Despite the limitations mentioned above, the current research gives general picture of on the
sales skills required for effective salespersons performance. However, to acquire holistic
understanding of the effectiveness of salespersons in the real estate industry, future research
should strive to confirm these findings with sufficient sample size and inclusion of various sales
agents and brokers in the real estate industry. Furthermore, to understand the effect of sales skills
on sales performances and truck the differences across various sectors, future researches are
required in other sectors and industries that involve sales management systems. Besides, to fully
understand the factors that influence the effectiveness of salespersons’ performance, future
studies should also consider additional variables such as personality, pole perception,

environmental factors and aptitude of individuals.

50



Reference

Abed, G. M. & Haghighi, M. (2009). The effect of selling strategies on sales performance.
Business Strategy Series Journal, 10(5), 266-282. DOI 10.1108/17515630910989169.

Ahearne, M. & Schillewaert, N. (2000). Effect of Information Technology on Salesperson

Performance. Institute for Study of Business Markets, Pennsylvania State University.

Ahmad, S.Z, Sah, B. M. & Kitchen, P. J. C. (2010). The relationship between sales skills and
salesperson performance, and the impact of organizational commitment as a moderator:
An empirical study in a Malaysian Telecommunications Company. Int. Journal of

Economics and Management, 4(2), 181-211.

Anderson, R. E., Joseph E. H., & Alan J. B. (1999). Professional Sales Management, (3" Ed.).

Houston, TX: Dame Publications, Inc.

Arnett, D. & Badrinarayanan, V. (2005). Enhancing customer needs driven CRM strategies:
Core selling teams, knowledge management competence, and relationship marketing

competence. Journal of Personal Selling & Sales Management, 25(4), 329-343.

Atuahene-Gima, K. & Michael, K. (1998). The contingency analysis of the impact of

salesperson’s effort on satisfaction and performance in selling new products, European

Journal of Marketing, 32(9/10), 904-921.

Babakus, E., Cravens D.W., Kent, G., Ingram, T.N. & La-Forge, R.W.W. (1996).Investigating
the relationships among sales, management control, sales territory design, salesperson
performance, and sales organizational effectiveness. International Journal of Research in
Marketing, 13, 345-363.

Baldauf, A. & Cravens, D. W. (2002). Effect of moderators on the salesperson behavior
performance and salesperson outcome performance and sales organization effectiveness
relationship.  European  Journal  of  Marketing, 36(11/12), 1367-1388.



Baldauf, A., Cravens,D. W. & Piercy, N. F. (2001). Examining the consequences of sales
management control strategies in European field sales organization. International
Marketing Review, 18(5), 474-508.

Basir, M. S., Ahmad, S. Z., & Kitchen, P. J. (2010).The relationship between sales skills and
salesperson performance: an empirical study in the Malaysia telecommunications

company. International Journal of Management and Marketing Research, 3(1, 2), 51-73.

Beck, J. S. (2009). Three Essays on Residential Real Estate Brokerage (Unpublished Doctoral
Thesis). University of Kentucky, USA.

Behrman, D. & Perreault, W. (1982) Measuring the Performance of Industrial Salespersons.

Journal of Business Research, 10, 335—370.

Bernheim, B. D. and Meer, J. (2013). Do real estate brokers add value when listing services are

unbundled?

Beverage, M. (2001). Contextual influences and the adoption and practice of relationship
selling in a business-to-business setting: an exploratory study. Journal of Personal

Selling and Sales Management, 21, pp. 207-15.

Boles, J., Madupalli, R., Rutherford, B. & Wood, J. A. (2007). The relationship of facets of
salesperson job satisfaction with affective organizational commitment. Journal of
Business & Industrial Marketing, 22(4), 311-21.

Boorom, M.L., Goolsby, J.R. & Ramsey, R.P. (1998). Relational communication traits and their
effect on adaptiveness and sales performance. Journal of Academic Marketing Science,
26(1), 16-30.

Buhler, P. M. (2009). Managing in the New Millennium: Six tips to more effective

communication, Supervision 70(7), 19-25.



CEB Marketing Leadership Council. (2012). The digital evolution in B2B marketing.

<http://www.executiveboard.com/exbdresources/content/digitalevolution/pdf/CEB.

Cho, S. (2001).Influence of consumer age and clothing type of salesperson on consumer
satisfaction with salesperson’s performance (Unpublished MSc thesis). Virginia
Polythenic Institute and State University, Blackburg, USA.

Churchill, G. A., Ford, N. M., Johnson, M. W. and Walker, Jr. O. C. (2000). Sales Force
Management (6™ Ed.). Singapore: McGraw-Hill Co.

Comer, Lucette, & Tanya Drollinger (1999). Active Empathetic Listening and Selling Success:

A Conceptual Framework. Journal of Personal Selling & Sales Management, 19, 15-30.

Cron, W., Marshall, G., Singh, J., Spiro, R. & Sujan, H. (2005). Salesperson Selection, Training,
and Development: Trends, Implications, and Research Opportunities. Journal of Personal
Selling & Sales Management, 25(2), 123-136.

Dariane, J.C., Tucci, L.A. & Wiman, A.R. (2001). Perceived salesperson service attributes and
retail patronage intentions, International Journal of Retail and Distribution Management,
29(5), 205-213.

DeCormier, R. & Jobber, D. (1993). The counselor selling method: Concepts and constructs,

Journal of Personal Selling & Sales Management, 13, 39-60.

Deme, G. (2016). Land acquisition for real estate development in urban areas of Ethiopia. Real
Estate Gazette, 26.

Denning, J. J. (2001). How to improve your listening skills: Avoid Mix-ups? Ophthalmology
Times, 26(10).

Dubinsky, A. (1981). A Factor Analytic Study of the Personal Selling Process. Journal of
Personal Selling & Sales Management, 1(1), 26-33.



Evans, D. L. & Evans, O. W. (2007). Complete Real Estate Encyclopedia: From AAA Tenant
to  Zoning Variance and everything in between. New York, NY: McGraw-Hill.

Ferris, G.F., Witt, L.A. & Hochwarter, W.A. (2001). Interaction of social skill and general mental
ability on job performance and salary. Journal of Applied Psychology,86, 1075-1082.

Futrell, C.M. (2006). Fundamental of Selling: Customer for Life Through Services (9" Ed.).

McGraw-Hill Irwin: New York.

Gabbott, M. & Hogg, G. (2000). An empirical investigation of the impact of non-verbal
communication on service evaluation. European Journal of Marketing, 34(3/4), 384-398.

Gates, M., Lewis, R., Bairatchnyi, I. & Brown, M. (2009). Use of the Lewis Model to analyze
multicultural teams and improve performance by the World Bank: A case study. The
International Journal of Knowledge, Culture & Change Management, 8(12), 51-62.

Gautier, P, Siegmanny, A. & Van-Vuurenz, A. (2017). Real-Estate agent commission structure

and  sales performance. Economic Inquiry, 51, 1166-1182.

Geiger, I, Durand, A., Saab, S., Kleinaltenkamp, M., Baxter, R. & Lee, Y. (2012). The bonding
effects of relationship value and switching costs in industrial buyer-seller relationships:

An investigation into role differences. Industrial Marketing Management, 41, 82-93.

Goolsby, J.Lagrace, R. & Boorom, M. (1992). Psychological adaptiveness and sales

Performance, Journal of Personal Selling and Sales Management, 12, 51-66.
Gough, L. (2003). Sales Express. UK, Oxford: Capstone Publishing Limited.

Grant, K. & Cravens, D.W. (1999). Examining the antecedents of sales organization
effectiveness: An Australian Study. European Journal of Marketing, 33(9/10), 945-957.

Hansen, J., Singh, T., Weilbaker, D. & Guesalaga, R. (2011). Cultural intelligence in cross-
cultural selling: Propositions and directions for future research. Journal of Personal
Selling & Sales Management, 31(3), 243-254.



Housden, M. (2005). Marketing research and information: Course book 2005-2006.

Burlington, MA: Elsevier Butterworth-Heinemann.

Hunt, J. W., & Baruch, Y. (2003). Developing to managers: the impact of interpersonal skills
training. Journal of Management Development, 22 (8), 729-745.

Hunter, G. — Perreault, W., Jr. (2007) Making Sales Technology Effective. Journal of Marketing,
71,16—34.

Ingram, T. N., LaForge, R. W., Avila, R. A., Schwepker, Jr. C. H. and Williams, M. R. (2004).
Sales Management: Analysis and Decision Making (5th Ed.). South-Wester, OH:

Thomson.

lyer, G., Sharma, A. & Evanschitzky, H. (2006). Global marketing of industrial products: Are
interpersonal relationships always critical? Industrial Marketing Management, 35, 611
620.

Jane Z. S. & Dawn D.-S. (2002). Enhancing the emotional intelligence of salesperson. Mid-

American Journal of Business, 17(1), 43-50.

Jane Z. S. & Dawn D.-S. (2003). Developing effective salespeople: Exploring the link between
emotional intelligence and sales performance. International Journal of Organizational
Analysis, 11(3), 211-230.

Johlke, M. C. (2006). Sales presentation skills and salesperson job performance. Journal of
Business & Industrial Marketing, 21(5), 311-319.

Jones, E., Brown, S., Zoltners, A. & Weitz, B. (2005). The Changing Environment of Selling and
Sales Management. Journal of Personal Selling & Sales Management, 25(2), 105-111.

Katsikan, E.S. & Skarmeas, D. (2003). Organizational and managerial drivers of effective
export sales organizations. European Journal of Marketing, 37(11/12), 1723-1745.



Katsikeas, C., Skarmeas, D. & Bello, D. (2009) Developing successful trust based international

exchange relationships. Journal of International Business Studies, 40, 132—155.

Kotler, P. & Armstrong, G. (2016). Principles of marketing. Essex, UK: Pearson Education
Limited.

Krzysztof, C. Maciej, M., & Piotr, R. (2007). The impact of selected personal variables on
effectiveness of missionary type salespeople: Beyond the “Big Five” box. Poland,

Warsaw: University Faculty of Management.

Leigh, TW. & Summers, J.O. (2002). An initial evaluation of industrial buyers’ impressions of
salesperson nonverbal cues. The Journal of Personal Selling & Sales Management, 22,
41- 53

Luca, F. A. & Ciobanu,C. 1.(2016). Relationship marketing strategies for service firms. SEA
Practical Application of Science, 4(3), 503-506.

Luthy, M. (2000). Preparing the next generation of industrial sales representatives. Ind. Mark.
Manag., 29, 235-242.

Makinen, H. (2004) Recruitment pharmaceutical sales force: A content analysis of job Ads.
Retrieved from http://www.tukkk.fi/innomarket. Turku School of Economics and

Business  Administration (Finland), Business Research and Development Center.

Manning, G. L. & Reece, B. L. (2004). Selling Today: Creating customer value (9" Ed.).
Upper Saddle River, NJ: Pearson Education.

Manning, G. L., Reece, B. L., & Ahearne, M. (2012). Selling Today: Creating Customer Value,
(11th Ed.). Upper Saddle River, NJ: Pearson Prentice Hall.

Marshall, G., Goebel, D. & Moncrief, W. (2003). Hiring for success at the buyer—seller interface.
Journal of Business Research, 56, 247—255.


http://www.tukkk.fi/innomarket

McBane, D.A. (1995). Empathy and the Salesperson: A Multidimensional Perspective,
Psychology and Marketing, 12, 349-370.

Mehrabian, A. (2009). Silent Messages. Retrieved from http://www.kaaj.com/psych

Moghareh-Abed, G. & Haghighi, M. (2009). The effect of selling strategies on sales
performance. Business Strategy Series Journal, 10(5), 266-282.

Moncreif, W. C. & Marshall, G. W.(2005). The evolution of the seven steps of selling. Industrial
Market Management, 34(1), 13-22.

Morgan, F. & Stoltman, J. (1990). Adaptive Selling insights from social cognition. Journal of
Personal Selling and Sales Management, 10, 43-54.

Palm, P. (2011). Measuring Customer Satisfaction: A study of the Swedish Commercial Real
Estate Industry relations. Property Management, 29(2), 130-145.

Pettijohn, L.S. & Pettijohn, C.E. (1994). Retail sales training: Practice and prescriptions, Journal
of Services Marketing, 8(3), 17-26.

Philling, B.K. & Eroglu, S. (1994). An empirical examination of the impact of salesperson
empathy and professionalism and merchandise salability on retail buyers’ evaluations.

The Journal of Personal Selling and Sales Management, 14, 45-58.

Plank, R.E., Minton, A.P. & Reid, D. (1996). A Short Measure of Perceived Empathy.
Psychological Reports, 79, 1219-1226.

Porter, S. S., Wiener, J. L. & Frankwick, G. L. (2003). The moderating effect of selling situation
on the adaptive selling strategy-selling effectiveness relationship, Journal of Business
Research, 56, 275-81.

Ramsey, R. P. & Sohi R. S. (1997). Listening to your customers: The impact of perceived
salesperson listening behavior on relationship outcomes. Academy of Marketing Journal,
25, 127-137.



Rapisarda, B. A. (2002). The impact of emotional intelligence on work team cohesiveness and

performance. International Journal of Organizational Analysis, 10(4), 363-379.

Rapp, A., Agnihotri, R. & Forbes, L.P. (2008). The sales force technology performance chain:
the role of adaptive selling and effort. Journal of Personal Selling & Sales Management,
(28)4, 335-350.

Reid, D., Plank, R. & Minton, A. (1997). Industrial buyers’ assessments of sales behaviors.
Journal of Marketing Management, 7(1), 1-13.

Rentz, J. C., Shepherd, D., Armen-Tashchian, A., Dabholkar, P. A. & Ladd, R. T. (2002) A
measure of selling skill: scale development and validation, The Journal of Personal
Selling & Sales Management, 22, 13-21.

Rich, M. K., & Smith, D. C. (2000). Determining relationship skills of prospective salesperson.
Journal of Business and Industrial Marketing, 4, 242-259.

Riggio, R.E. & Taylor, S.J. (2000). Personality and communication skills as predictors of

hospice nurse performance. Journal of Business and Psychology, 15(2), 351-359.

Rozell, E., J., Pettjohn C., E., & Parker R. S. (2006). Emotional intelligence and disposition as
predictors of performance in salespeople. The Journal of Marketing Theory and Practice,
14(2), 113-124.

Schuster, C. P. & Danes, J.E. (1986). Asking questions: Some characteristics of successful sales
encounters, The Journal of Personal Selling and Sales Management, 6, 17-27.

Sengupta, S., Krapfel, R.E. and Pusateri, M.A. (2000). An empirical investigation of key
account salesperson effectiveness, Journal of Personal Selling and Sales Management,
20(4), 253-261.



Sharma, N.& Patterson, P. G. (1999). The effect of communication effectiveness and service
quality on relationship commitment in customer, professional services. Journal of
Services Marketing, 13(2).

Shepherd, C.D., Castleberry, S.B. & Ridnour, R.E. (1997). Linking effective listening with
salesperson performance: An exploratory investigation. Journal of Business and
Industrial ~ Marketing, 12(5), 315-322.

Sheth, J. & Sharma, A. (2008). The impact of the product to service shift in industrial markets
and the evolution of the sales organization. Industrial Marketing Management, 37, 260
269.

Shoemaker, M. E., & Johlke, M. C. (2002). An examination of the antecedents of a crucial
selling skill: Asking Questions. Journal of Managerial, 14 (1), 118-131.

Singh, R. & Koshy, A. (2010). Determinants of B2B salespersons’ performance and
effectiveness: A review and synthesis of literature. Journal of Business & Industrial
Marketing, 25(7), 535-546.

Sohi R. S. (1996). The effect of environmental dynamism and heterogeneity on salesperson’s
role perceptions, performance and job satisfaction. European Journal of Marketing,
30(7), 49-67.

Stafford, T.F. (1996). Conscious and unconscious processing of priming cues in selling

encounters. Journal of Personal Selling and Sales Management, 16, 37-44.

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

Thull, J. (2007). How to establish sales credibility: It’s not the stories you tell, it’s the questions
you ask. Marketing Profs, 6.



Tsalidis, L. (2010). Improving the sales force performance at King Toys (Unpublished Master
Thesis). School of Management and Governance, University of Twente, Enschede,

Netherlands.

Tuli, K., Kohli, A. & Bharadwaj, S. (2007). Rethinking customer solutions: From product

bundles to relational processes. Journal of Marketing, 71, 1-17.
VandenBos, G. R. (2015). APA dictionary of psychology. Washington, DC: APA.

Verbeke, W., Dietz, B. & Verwaal, E. (2011). Drivers of sales performance: A contemporary
meta- analysis. Have salespeople become knowledge brokers? Journal of the Academy
of Marketing Science, 39, 407-428.

Vinchur, A. J., Jeffery S. S., Fred S. S. Ill, & Philip L. R. (1998). A meta-analytic review of
predictors of job performance for salespeople. Journal of Applied Psychology, 83 (4),
586- 597.

Wachner, T. Plouffe, C. R. Grégoire, Y. (2009). SOCO's impact on individual sales performance:
The integration of selling skills as a missing link. Industrial Marketing Management, 38,
32-44.

Weitz, B., Castleberry, S. & Tanner, J. Jr. (2009). Selling: Building partnerships. New York, NY:

McGraw-Hill/lrwin.

Whittler, T. E. (1994). Eliciting consumer choice heuristics: Sales representatives’ persuasion
strategies. Journal of Personal Selling and Sales Management, 14, 41-44.

Williams, B. & Plouffe, C. (2007). Assessing the evolution of sales knowledge: A 20-year content
analysis. Industrial Marketing Management, 36, 408-419.

Williams, K.C., Spiro, R.L. & Fine, L.M. (1990). The salesperson-customer Dyad: An
interaction/communication model and review. Journal of Personal Selling and Sales
Management, 10, 29-43.



ADDIS ABABA UNIVERSITY
SCHOOL OF COMMERCE

DEPARTMENT OF MARKETING MANAGEMENT
APPENDIX-A: Self-Report Questionnaire

This survey is to be conducted as part of a research project which shall be submitted in partial
fulfillment of MA Degree in Marketing Management. The overall purpose of this study is to
examine the relationship between sales skills and sales person’s performance. All information
provided through this is used only for academic purpose and to be considered with top
confidentiality.

I would like to thank you in advance for your participation, given your busy schedule. Please do

not hesitate to call or mail if you have any doubt on the questions.

Part-1 Demographic Variables

1. Gender ':| Male ':| Female

2. Age ,:|< 25 years ':| 25-35 years ':| 36-45 years ':| 46-55 years ':| Above 56

3. Educational LeveID Primary School D High School Certificate D Vocational or
Diploma [ Degree [ Masters Degree [_1phD and Above

4. Position ':| Sales agent ':| Independent RE agent ':| Traditional Broker ':| Sales
Assist. Manager D Sales Manager D Assist. General Manager D General Manager

D Other, Please mention

5. Sales Experience’j Less than 1 year D 2-5 years D 6-10 years D 11-15 years D
More than 15 years

6. Working Experience’j Less than 1 year D 2-5 years D 6-10 years |:|11-15 years
D More than 15 years



Part-11: Salesperson Skills Likert Scale
Directions: Thinking about your current selling skills, how do you rate yourself each of the

following statements? Please Score your skill on each statement as follows:
1 - Strongly, 2 - Slightly Disagree; 3 - Disagree; 4 —Neutral;

5- Slightly Agree 6-Agreeand 7- strongly Agree and tick the appropriate number in the box.

Effective salesperson must have interpersonal skills: 1 |2|3/4(5|6 |7

1. | Able to express one-self non-verbally (message without words such as
through facial expression, professional appearance, handshake, posture
and body movement, eye contact, etc.)

2. | Fluent in general speaking skills (such as effective use of words, voice
quality or characteristics for example speech rate, loudness and
articulation: vocal clarity, and verbal expression, etc.) are most

essential in communicating with clients

3. | Become aware & able to understand non-verbal messages (such as
facial expression, professional appearance, handshake, posture and
body movement, and eye contact, etc.) of others

As a salesperson one must be good to control & regulate his/her
emotions (such as anger, anxiety, joy, and delight, etc.) during

interacting with customers

4. | Demonstrate sincere interest in customers that motivates them to

commit purchase.

5. | When interacting with customers, salespeople must focus their
thinking on pleasant rather than the unpleasant ones

I believe that an efficient salesperson must own the following |1 |2 |3|/4|5 |6 |7

Salesmanship Skills

excellent ability of get buy-in

excellent ability in sales presentation

excellent ability to service account

© XN &

excellent ability to build relationship with my customers

10. | Ability to easily change to another approach when she/he feels that the

sales approach is not working

11. | Ability to commit in providing marketing solutions to customers




An effective salesperson must possess skills of Personal Selling processes

12.| Talent in presenting the sales message

13. | Ability to identify prospects that have a need for purchase or rent
of property

14. | Best skills in addressing customer resistance regarding the product

15. | Excellent ability of qualifying prospects

16. | Better skills of asking and negotiating to obtain sales

17.| Well experienced to close sales effectively

18. | Talent in building post sales relationship with customers

I believe that successful salespeople have good Technical Skills such as

19. | Good knowledge about property developments

20. | Good knowledge of housing specifications

21. | Good knowledge of real estate delivery procedures

22. | Best understanding of product specifications that customers mostly
require

23. | Better knowledge transaction processes and legal obligations in real
estate industry

24. | Good knowledge of product features (such as location of housing,

customer advantages, distance from clients work...etc.)

I have an opinion that the best marketing skills salespeople must own

include

25.

skills in collecting and providing real time information

26. | resourceful in providing competitive information to clients

27. | Owning a lot of information on the industry’s trends

28. | Become well-informed about important events in the RE industry
29. | Able to offer the location that best addresses customers’ problem
30. | Able to offer a property that will be most helpful to customers




Part-111: Salesperson Performance Likert Scale

Directions: Considering your experience as salesperson/real estate agent, could you please
provide your current sales performance? Please rate your sales performance on each statement as
follows: 1- Strongly Disagree 2-Disagree, 3-Neutral, 4- Disagree 5 - strongly Agree and tick

the appropriate number in the box.

A successful salesperson must have performances that... 112(3(4]5]6/|7

1. | exceed the sales targets and objectives that are assigned to him/her

Able to Identify and sell to large volume accounts in the territory

Able to sell products with higher profit margins

Able to generate a high cash amount of sales in his/her territory;

producing high market share for my company in his/her territory;

Able to have more listings of property

Able to quickly generate sales of new company properties.

N o g A~ WD

Good ability of IT that highly regard him/her by customers for successful

Thank you for Participating!




APPENDIX-B: Hierarchical Regression output of Predictor vs. Criterion

Variables
Model Summary
Change Statistics
ModelR  |R® |Adjusted R> |[SE  |R°Change |F Changeldfl  [df2 p
0.25% 0.06 -0.20] 9.22 0.06 0.25| 5.00 18.00 0.94
0.92% 0.84 0.72| 4.48 0.78 12.65| 5.00 13.00 0.00
Coefficients®
Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t | p [Tolerance, VIF
(Constant) 39.788 8.811 4.5210.00
Sexr - 0.92
-.510 4.787  -.028
0.11 0.75 1.34
Age 3.238 4.569 |.224 0.71/0.49 0.52 1.92
Educational 4.761 7.132 159 0.67(0.51 0.91 1.10
Job Position - 0.79
-1.171 4.313  |.067
0.27 0.86 1.17
Sales Experience - 0.84
-.666 3.294 |-.063
0.20 0.54 1.87
(Constant) 17.595 6.845 2.57(0.02




Sexr - 0.22
-3.816 2.929 |.210
1.30 0.47 2.12
Age - 0.92
-.231 2.338 |.016
0.10 0.47 2.14
Educational 1.36/0.20
5.546 4.070 186
background 0.66 1.51
Job Position - 0.94
-.175 2.168 |.010
0.08 0.80 1.25
Sales Experience [180 1.661 [017 0.110.92 0.50 2.01
Interpersonal Skills|.610 249 127 2.45/0.03 0.14 7.21
Salesmanship - 0.99
-.002 227 -.002
Skills Total 0.01 0.26 3.81
Technical Skills - 0.03
-.617 .256 -.687
Total 2.41 0.15 6.61
Marketing Skills 3.27(0.01
944 .289 .980
Total 0.14 7.32
Residuals Statistics®
Minimum Maximum Mean | Std. Deviation
Predicted Value 29.4248 [55.7834 45.5000(7.72694 60
Residual -7.78341 5.94929 0.000 [3.36718 60
Std. Predicted Value -2.080 [1.331 0.000 [1.000 60
Std. Residual -1.738  [1.328 0.000 |752 60




