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ABSTRACT

The purposes of this study are dual. Firstly,tw'sinderstand the effect of sales skill dimensions
namely: interpersonal, salesmanship, technicalnaaudeting skills on sales person performance
in Ethio Telecom North West Region sales force.o&dlty, it's sought to find out the effect of
Organizational Commitment both as moderator andpeddent variable. The research design is
guantitative, particularly, it uses inferentialtsgcs. Data was collected from all the populatio
of the study, 129 sales persons working for commakdomain in North West Region. The
findings from this research inferred that from ttienensions of sales skills, technical and
interpersonal skills appeared to be significantjmters of sales performance. Surprisingly, the
findings also revealed that salesmanship skilld, raarketing skills do not influence salesperson
performance. The research confirmed that orgawzaticommitment of the sales person has no
direct influence on personal selling performancat B has moderating influence on personal
selling performance. From the demographic variabtedes experience has significant and

positive impact on personal sales performance.

KEY WORD: - sales skills, sales person performance, Ethio telecom, North West Region



CHAPTER ONE

1. INTRODUCTION
1.1. Background of the Study

In this competitive and dynamic world we live ihgtrole of personal selling is immense and
fundamental. Today, service industries play an ifgm role in growth and economic
development of countries. The growing complexitypodducts, coupled with the expensiveness
of advertising, induced company to rely more orspeal selling. Personal selling is defined by
Meredith (2009) as an interpersonal process wheeelsgller tries to uncover and satisfy a
buyer’s needs in a mutually, long-term benefici@nmer suitable for both parties. Even more it
is important in Business to Business marketing.oddimg to (Gross, C. A., Banting, M. P.,
Merendith, N. L. & Ford, D.l., 1998)Gross et all998), personal selling dominates the business
marketer’'s promotion mix. Because the organizatiboger requires the help of the supplier in
solving technical problems and because the buygotraed with the supplier, the business
marketer’'s promotion mix emphasizes personal ggllin

One of the key issues relating to managing sale® fis how to improve a B2B sale personal’s
performance (Singh and Koshy, 2009). They furtbewarded that the answer is to identify and
measure factors that determine B2B salespersonigrpgance. In one of the most cited authors
in the area Churchill et al., (1985) sales skiltasognized as one of the most important variable
in explaining personal selling performance. In thavn words Churchill et al., (1985) have
noted that “while differing sales situation, maskebnditions, product types, etc. all likely affect
which factors contribute to sales success, on@@itost striking and important commonalties
across differing explanations of salesperson jatiopmance is the importance each ascribes to
selling skill"Even if salespersons’ importancetlie telecommunication industry is critical, Ethio
Telecom have been giving less emphasis to persefialg. Different reasons can be mentioned
for this but the most important ones are lack ahpetition in the industry because of regulation
and lack of management knowledge. However, afeeréborn of Ethiopian Telecommunication
Corporation (ETC) as Ethio Telecom with a managdmentract with French Telecom (Orange

Telecom), a paradigm shift is being observed towandrketing and sales management.



The objectives of this paper are dual to know.tRkit® understand the influence of sales skills
dimensions, namely interpersonal, salesmanshipnteal and marketing skills on salesperson
performance in Ethio telecom specially in north tmegjion ,and secondly, to investigate the
effect of organizational commitment as a moderatagable on the above relationship.

1.2. Operational definitions of terms

+ Interpersonal skill: refer to mental and communication algorithms eggplduring social
communication and interaction to achieve certafect$ and results (Ahmed et al., 2010).
According to Rentz et al, (2002) as cited in Ahnmedal. (2010)p.55 the dimensions of

interpersonal skills are listening, empathy, opsimiand perceived observation skills.

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

+ Marketing skill : refers to knowledge about the industry and tremdgeneral such as
customers, markets and products, competitors' ptedservices, sales policies; knowledge
of competitors’ products lines, and knowledge obtamer operations (Behrman and
Perreault, 1982 as cited Ahmed et al. 2010) p.54.

+ Salesmanship skill refers to adoptability, consultative selling, oBgtion and questioning

and sales person's cues and communication style. ski

+ Organizational commitment “a committed employee is the one who stays wthk t
organization through thick and thin, attends wagularly, puts in a full day (and be more),
protects company assets, shares company goaldlzrd’oMeyer and Allen, 1997; as cited
in Ahmad et al., (2010) p. 184.

1.3. Statement of the problem

Many researchers have emphasized the importansale$ person’s skill levels in relation to

their performance (Churchill etal.,1985; Rentz let 2002 as cited in Ahmad etal. (2010) p.53.
Churchill et al., (1985), Ford et al.,(1988) andmdd et.al.,(2010) also argued that beside

aptitude, role perception, motivation, personabtyd organizational factors, sales skills also



affect a sales persons performance. The dimendi@ales skills are adopted from Ahmed et
al.,(2010)who in turn adopted it from different dies. The three dimensions; interpersonal,
salesmanship and technical from Rentz et al., (R@@Rich are found to be useful predictors of
sales performance. And the fourth dimension, margeskills is adopted from Aherne and
Schilleweart (2000). Although these sales skillmahsions have long been recognized as
predictors of sales performance, the majority ad girevious studies had been conducted in
advanced countries. In a sales oriented compatiygsproducts and service is very important.
Even more it is important in highly complex and hgch industry like telecommunication
because by nature in this industry customer knogdednd confidence on the product and
services is very low that sales people role in tegard is critical to the success of the company.
The importance of personal selling is greater i@ Business to business marketing. Ethio-
Telecom as the only telecommunication service pl@vin the country, there is tremendous
opportunity to sale more service and products éowhole customer in the country. In addition
to its monopoly power, the company also deployedhmietwork capacity by the expansion
project called Forth Generation Network(FGN) inartb satisfy telecommunication demand in
the country. Moreover, the demand for telecommumnaechnology is ever changing and far
beyond the demand, especially in developing couitaying all the above mentioned advantage
and capacity, ETC didn’t give much attention tososal selling practice as a means of sales
strategy. However, after the management contratt France telecom in 2010, ETC renamed as
Ethio Telecom(ET) and start putting a great effmmt marketing particularly selling and sales
management (The Management Contract with Franacdel concludedlanuary 02, 2013).

As per my last eight years sales experience inoEflelecom, | have realized that even if the
company shift from non-personal selling to heasjyeading on personal selling, it doesn't have
a clear picture on what skills its sales peopleukh@cquire, what are personal selling key
success factors in the industry, what type of ingins needed and what kind of personal selling
strategy to follow to enhance sales performance.

Therefore, this study assessed the effect of skié#ls on personal selling performance of Ethio
telecom in North West region sales force. It alsseased both the direct and moderating impact
of organizational commitment on the relationshipween sales person's skills and sales

performance.



Research Questionsvhich were answered by its major findings.

1. What are the major influences of technical skillsales people performance?
2. What is the effect of interpersonal skill onesglerson performance?

3. Does marketing skill have a determinant effecsalesperson performance?
4. Does salesmanship skill affect the sales pediaoa?

5. What are the direct impacts of organizationahcotments on sale people performance?

1.4. Obijectives of the study
General Objective

The general objective of this study is to assess dffect of sales skills on sales person's

performance in Ethio-telecom.

Specific Objectives

The study aimed to conduct the research to answedotlowing specific objectives:

+ To find out the impact of technical skills on satessons performance.
To find out the impact of interpersonal skills @ies persons performance.
To investigate the influence of marketing skillssates persons performance.

To investigate the influence of salesmanship skitisales persons performance.

O

To find out the direct impact of organizational goitment on sales persons performance

1.5. Hypothesis

As indicated on the review of related literaturenmaesearchers have indicated a positive impact
of sales skills on salesperson performance. Heitcean be hypothesized that a similar
relationship would occur in this study too. Theienhypothesis is derived from the review of
related literature.

H1: Technical skills and sales person's performanesignificantly and positively related.

H2: Interpersonal skills and sales person's perfoomane significantly and positively related.

H3: Marketing skills and sales person's performameesgnificantly and positively related.

H4: Salesmanship skills and sales person's perforenargcsignificantly and positively related.
H5: Organizational Commitment and sales person'padnce are significantly and positively

related.



H6: The influence of sales skills on salespersoriop@ance is higher when organizational

commitment is high.

1.6. Scope /delimitation of the Study

The study has limited itself on assessing only ithpact of selling skills but sales person's
performance is affected by many other variablesuding personality factors, role variables,
motivation, aptitude and organizational factorstdrms of the universe of the study, it is limited
to single industry sales persons (Telecommunicatiéaen within Ethio Telecom, the study is

limited only to the North West Region sales force.

1.7. Significance of the study

The following are the relevancies of the study;

» For Ethio Telecom it helps:

+ To investigate sales skills which are highly relgvior the industry in general and

for the company in particular
+ To identify key success factors in the telecom geasselling.
+ To give recommendations that can be used by thegesment.

» For Academicians, it provides a base for futureaeshers in the field

1.8. Theoretical Framework

This pape ris built upon Churchdtal.s, (1985) seminal work to examine the influencesalés

skills on salesperson performance in an emergingaay context.

Specifically, the paper investigated the influewédour sales skills dimensions on salesperson
performance. Three sales skills dimensions intem&l, salesmanship and technical skills — are
derived from Fordet al., (1988; cited in Churchilet al., 2000), and the other dimension of
marketing skill is derived from Ahearne and Schitert (2000). Although there have been
numerous studies on the direct relationship betwesganizational commitment and job
performance, however, there have been few studmsducted treating organizational
commitment as a moderator. According to Meyer ahdn’(1997), a committed employee is the

one who stays with the organization through thic# #hin, attends work regularly, puts in a full



day (and maybe more), protects company asset&ssbampany goals and others. Thus, having
a committed workforce is an added organizationalaathge. From a different perspective,
Chang (1999) examined the effect of organizatioo@nmitment as a moderator on the
relationship between perceptions of a company'secapractices and turnover intention. The
results showed that organizational commitment ltadesbearing on turnover intention., in sum,
organizational commitment can and does play a roleinfluencing job performance.

Nonetheless, the literature reviewed showed thatprevious study utilized organizational

commitment to see the direct impact and moderativey relationship between sales skills

dimensions and salesperson performance.

The present study examined the relationship betvseding skills dimensions (interpersonal,
salesmanship, technical, and marketing) and satespe performance. The effect of

organizational commitment on this relationshipxplered as a moderating variable.

The relationships among the variables are shoviigare.1

I Independent Variable I I DependentVariable I

Sales skill and dimensions

* Interpersonal

* Salesmanship ———— Salesperson performance

* Technical
* Marketing

Organizational
Commitment

I Moderate and Independent Variable I

Figure 1: Theoretical Framework of the study, adoped from Ahmad et al, (2010) p.185



CHAPTER TWO

2. REVIEW OF RELATED LITERATURE

An effort has been made to review relevant litetiTrhis chapter demonstrates an introduction
about Personal selling, the Personal Selling Pepd@2B Personal Selling, Qualities needed in
personal selling ,Essential elements of PersonlingeSales performance, determinants of
Sales performance, Sales Skills and Sales persfaiance, and Organizational Commitment

and Sales persons Performance
2.1. Personal Selling

Personal selling is one of the fundamental elemehthie promotional mix and a non-digital
design element or marketing process with which goress are personally persuaded to buy
goods and services. Digital Marketing in comparisorpersonal selling is the marketing of
goods and services using digital channels to reastomers. According to Afrina, Sadia and
Kaniz (2015), digital marketing also refers to difnt promotional techniques used to reach
customers. Personal Selling is one of the oldesigof promotion which describes the process
whereby the seller or his representative ascertamdsactivates the needs or wants of the buyer
and satisfies the same to the mutual advantagetbfiuyer and seller. Kotler and Armstrong
(2008) viewed personal selling as personal comnatioic between a firm’'s sales force and
customers for the purpose of making sales andibgilcustomer relationship.

Personal selling in comparison to other promotion&d elements (advertising, sales promotion
and publicity) is fundamentally unique. While Adirsing and sales promotion focuses on
creating awareness about the existence of a prqgowside information as to the product
features, its availability and price on a massdygsersonal selling is an individualistic approach
dealing with the customers on their individual basi

Personal selling involves two -way flow of commuation between a buyer and a seller, often in
a face to face encounter, designed to influencersop or group purchase decision. In general, if
a product has a high unit value and requires a detration of its benefits, it is well suited for

personal selling. Robert Louis Stevenson once ndpgr464—-467)‘Everyone lives by selling



something.” Companies around the world use salese$oto sell products and services to
business customers and final consumers.

Personal selling can be more effective than adiegiin more complex selling situations.
Salespeople can probe customers to learn more aheut problems and then adjust the
marketing offer and presentation to fit the spesegdds of each customer.

The basic parts of a firm’s promotional effort grersonal selling, advertising, publicity, and
sales promotion (Futrell, 1992; as cited in Jaran&l Marshall, 2003)p.156. Personal Selling is
defined as “the personal communication of infororatio persuade a prospective customer to
buy something: goods, services, idea, or sometbisg/’ (Futrell, 1992 as cited in Jaramillo &
Marshall, 2003). Jaramillo and Marshall (2003) &edi that personal selling messages have the
potential to be more persuasive than advertising pablicity due to the face-to-face
communication with customers. Brooks bank (199%)gests that personal selling is a critical
component of marketing success. He defines theoparselling process as the “positioning of
goods or services in the mind of a particular pectipe customer” (Brooks bank, 1995, p. 63 as
cited in Jaramillo & Marshall, 2003).

Qualities needed in personal selling

“Field surveys show that top sellers differ fromeeage sellers in approximately eight different
qualities or skills. The signs of a top seller r@paver and over again no matter what the field or
industry. These signs are attitude, goal-settimgsgntation skill, product knowledge, presence,
acquiring new customers and additional sellinglitghio get along with different persons and
the deal closing skills. It is difficult to arrangjeese signs as each one has their own significance
in achieving a great result.” (Rummukainen 20081pA good salesperson must have the need
to accomplish the tasks that are at hand anceites better if these tasks and the goals related to
them are set by one self. It might take a long tbafore the salesperson can close the deal and
this is why also proactively and diligences aredeee Feelings of the buyer and the sales
representative himself and acting based on thedades is crucial and the sales representative
must also motivate oneself. Controlling the feddimgd emotions is crucial, and the best way to
show emotional intelligence is to respond in anrappate way to the feelings that the customer
shows. (Alanenym. 2005 p.18)The salesperson mus¢ratand that the world of selling and
buying has changed critically in the recent timathough the selling skills might have stayed

the same. In the current situation customers ajgieesalespersons that are ready to spend time



in getting to know the customer. Trust betweenlibth parties is essential and it takes a long

time to establish a trustworthy relationship “Sade®cutives are always looking for ingenious

ways to motivate their teams.

Essential elements of Personal Selling

Personal selling consists of the following elements

+

2.2.

Face-to-Face interaction Personal selling involves a salesmen having fadace
interaction with the prospective buyers.

Persuasion Personal selling requires persuasion on the parthe seller to the
prospective customers to buy the product. So asgateon must have the ability to
convince the customers so that an interest maydaged in the mind of the customers to
use that product.

Flexibility : The approach of personal selling is always flexilsometimes salesperson
may explain the features and benefits of the propdsametimes give demonstration of
the use of product and also faces number of qu&nesthe customers. Looking into the
situation and interest of the customers, the amproéthe salesman is decided instantly.
Promotion of sales The ultimate objective of personal selling ispimote sales by
convincing more and more customers to use the ptodu

Supply of Information: Personal selling provides information to the oustrs regarding
availability of the product, special features, uaed utility of the products. So it is an
educative process.

Mutual Benefit: It is a two-way process. Both seller and buyenv@ebenefit from it.

While customers feel satisfied with the goods,géker enjoys the profits.

Personal Selling Process

The selling processconsists of several steps that salespeople musemasese steps focus on

the goal of getting new customers and obtainingierdrom them. However, most salespeople

spend much of their time maintaining existing acdsuand building long-term customer

relationships. The selling process consists of sesteps. Philip Kotler, Gary Armstron{pp
478-481)
1) Prospecting and qualifying

2) Pre-approach



3) Approach
4) Presentation & Demonstration
5) Handling Objections
6) Close
7) Follow Up
1) Prospecting and qualifying

First step in the selling process jwospecting identifying qualified potential customers.
Approaching the right potential customers is crutahe selling success. Salespeople also need
to know how togualify leads that is, how to identify the good ones amdest out the poor ones.
Prospects can be qualified by looking at theirritial ability, volume of business, special needs,
location, and possibilities for growth.

Prospecting is the method by which salespeopleckeor new customers and potential
customers. One obvious reason for prospecting i€xgand the customer base, which is
important because most sales organizations loderoess every year (Jolson &Wotruba, 1992
as cited in Marshal and Moncrief, 2005).

Quialifying deals with determining which prospects are mdglyi to purchase the product. In
some firms, prospects are rated A, B, C, D, andepedding on the chance that they will
purchase and the amount they might spend. In miamg,f prospects that plan on buying the
product within 3 months are classified as "hot ead

2) Pre-approach

Before calling on a prospect, the salesperson dhtedrn as much as possible about the
organization (what it needs, who is involved in theg/ing) and its buyers (their characteristics
and buying styles). This step is knownpas-approach. “Revving up your sales starts with your
preparation,” says one sales consultant. “A sufgksale begins long before you set foot in the
prospect’s office.” Pre-approach begins with go@$earch. The salesperson can consult
standard industry and online sources, connectiamg,others to learn about the company. Then
the salesperson must apply the research to deaetaptomer strategy.

The pre-approach step occurs on virtually evergssadll. Sellers are doing their research on the
prospect or customer, familiarizing themselves with customer’s needs, reviewing previous
correspondence, and pulling together any other aed relevant material that might be

appropriate for bringing to the sales call its€lfe-approach activities also include talking with
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gatekeepers, doing homework on the customer (iddaliand organization), mentally preparing
for the approach and presentation (rehearsal)begatling the customer’s office on entry.

3) Approach

During theapproach step, the salesperson should know how to meet @@l the buyer and get
the relationship off to a good start. This stepolaes the salesperson’s appearance, opening
lines, and follow-up remarks. The opening lineswtidoe positive to build goodwill from the
outset. This opening might be followed by some kpyestions to learn more about the
customer’s needs or by showing a display or sanopédtract the buyer’s attention and curiosity.
As in all stages of the selling process, listerimthe customer isrucial.

4) Presentation and Demonstration

During thepresentation step of the selling process, the salespersontha|Svalue story” to the
buyer, showing how the company’s offer solves th&t@mer’s problems. The customer-solution
approach fits better with today’s relationship nedikg focus than does a hard sell or glad-
handing approach. They want salespeople who ligtgheir concerns, understand their needs,
and respond with the right products and servicesatGsalespeople know how to sell, but more
importantly they know how to listen and build stgoocustomer relationships. One professional
said, “You have two ears and one mouth". Todayfermation-overloaded customers demand
richer presentation experiences. And presenters ffia@e multiple distractions during
presentations from cell phones, text messagesyaiile Internet devices. Sales people must
deliver their messages in more engaging and comgelays. Thus, today’'s salespeople are
employing advanced presentation technologies that dor full multimedia presentations to
only one or a few people. The venerable old flimrthhas been replaced with sophisticated
presentation software, online presentation teclgie#) interactive whiteboards, and handheld
computers and projectors.

5) Handling Objections

Customers almost always have objections duringptiesentation or when asked to place an
order. The problem can be either logical or psyapighl, and objections are often unspoken.
In handling objections the salesperson should use a positive approadk eut hidden

objections, ask the buyers to clarify any objediotake objections as opportunities to provide
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more information, and turn the objections into oees for buying. Every salesperson needs
training in the skills of handling objections.

6) Closing

After handling the prospect’s objections, the gadeson now tries to close the sale. Some
salespeople do not get arounctlosing or handle it well. They may lack confidence, feeilty
about asking for the order, or fail to recognize tlght moment to close the sale. Salespeople
should know how to recognize closing signals frdme buyer, including physical actions,
comments, and questions.

7) Follow-Up

The last step in the selling procdsdlow-up is necessary if the salesperson wants to ensure
customer satisfaction and repeat business. Rigét alosing, the salesperson should complete
any details on delivery time, purchase terms, atméromatters. The salesperson then should
schedule a follow-up call after the buyer receithe initial order to make sure proper
installation, instruction, and servicing occur. §hisit would reveal any problems, assure the
buyer of the salesperson’s interest, and reducebaggr concerns that might have arisen since
the sale.

2.3. B2B Personal Selling

For many firms, especially in business-to-businesskets, personal selling is the dominant
element in the marketing communications mix andkie to implementing marketing strategy
successfully. Sales expenditure may be as muchbapeicent of sales, and higher than
advertising costs (Barker, 1999 as cited in Sw2@/ p.180). Therefore the factors that enhance
the performance of the sales function are of @iicterest. One important advantage of personal
selling is that the selling pitch can be adjusted andividualized to the prospect. Once you
determine the prospect's needs, you tailor thes saiteh. Unfortunately, personal selling is
extremely expensive. As noted previously, dooraordselling is disappearing in the area of
consumer marketing (Friedman, 2011). This is, hagmenot true in the area of business-to-
business (B2B) marketing. Companies selling complexducts such as printing presses, buses,
jets, computer systems, power plants, and othezrestpe "installations” usually use salespeople
to sell their products (Friedman, 2011). Thesesgaeple are compensated quite well and a large

number of them are college graduates. When satlimgplex, costly products B2B (business-to-
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business), personal selling is extremely importdfdu need to develop a relationship with
customers and may have to answer technical qusestforustomer with a question can get an
immediate response. Personal selling is also ilmpbmvhere prices have to be negotiated and
the sale involves a great deal of money (Friedr2@f1). A key disadvantage of personal selling
is that it is costly and you have to deal with oustrs one at a time.Sales organizations have
always been under pressure to uncover new oppbésiihit sales targets, and maximize
productivity. But in today’s new age of the customénere customers are better informed than
ever and excellent service often trumps a lowecepsales goals cannot be reached simply
through hard work. Sales teams need informatioh ¢hables them to understand customers

better and anticipate their needs.

2.4. Sales performance

Sales performance is the quantity of goods soltuimber or amount of units during the normal
operating times of a company (Moghareh, Ghazalelglitdhi., 2009). It is a total amount of
aspects comprising gross sales, credit memos, ecdelayed billings and delayed shipments
(Smith & Rupp, 2003). Sales performance employsraggssed information concerning the
number of consumers’ sales representative talksotopare with the quantity of actual sales.
However it can signify the rate of customer loyalty the business hence enhancing sales
performance can automatically improve the numbetdoghl customers (McLelland, 2014).
Fitzgerald and Moon (1996) suggested that perfoomas a multi-aspect concept, amount with
which fluctuate and depends on a diversity of reasthat encompass it (Fitzgerald, 1996).
Palmer and Pels declared that marketing outcomstmuart are introduced in order to have an
additional openly related marketing practice re@a#lmer &Pels, 2003).

According to Salleh and Kamaruddin (2011) salesoperance can be evaluated using a sales
volume analysis, marketing cost analysis and @bility analysis whereby a sales volume
investigation conducted by a careful study of agaaization’s records of its profits and loss
statement on the product lines, territories and &egounts of the customers. Marketing cost
investigation is the survey of marketing expensesleétermine the effectiveness of various
marketing segments while the profitability analysssthe summation of the sales volume
analysis and marketing cost analysis(Neema Omaukiseo 2017 p.6-7)

Sales performance has been previously identifiedaasisting of a wide range of variables

(Evans et al. 2012). The evaluation of sales perémce can be conducted by using the
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outcomes or evaluating the sales persons beha&mms(son & Oliver 1987). Previous research
into sales force effectiveness has utilized thea@ues of the organization as a measure of sales
effectiveness (Babakus et al. 1996). Typically,dbhtcomes measured are revenue growth, profit
improvement, and return on assets (Cravens eP@R;IPlank & Reid 1994; Walker et al. 1977,
Deeter-Schmelz et al. 2002). Further research héiged sales volume, market share, and
customer satisfaction as outcome measures of $ales effectiveness (Piercy et al. 1997).
Additionally, research has been completed, usingyathesis of these outcome measures
(Baldauf& Cravens 1999; Piercy 2006; Cravens et2806). These measures, when assessed
against historical performance of the sales orgditia or utilized in intercompany
benchmarking, provide the outcome based performartieators used to describe sales force
effectiveness (Churchill et al. 2000)(Jeremy JolmadNJune 2017 .p 35)

2.5. Determinants of sales performance

By importing significant behavioral science persp@s into sales force research, Walker et al.
(1977) developed an integrative conceptual modethef antecedents of sales performance.
Churchill et al. (1985) 2011 applied this modetheir meta-analysis, dividing the determinants
for sales performance into six main categoriesle perceptions, aptitude, skill level,
motivation, personal factors and organizational andenvironmental.(J. of the Acad. Mark.
Sci. (2011) 39:407 -428)

Role Perceptions:Perceptions of demands and expectations by rategya (Walker et al.
1977)

Aptitude: Native abilities and enduring personal traits vate to the performance of job
activities (Walker et al. 1977)

Skill Level: Learned proficiency at performing necessary tdsksthe sales job (Ford et al.
1983)

Motivation: The amount of effort a salesperson desires temkpn each activity or task
associated with the job (Walker et al. 1977)

Personal factor: Intra-individual factors that might be relateds@espeople’s performance but
which are not part of the aptitude, skill level, tmation and role perceptions components
(Churchill et al. 1985)

Organizational & Environmental: Factors such as variations in territory poterdiad strength

of competition (Ford et al. 1983).
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2.6. Sales Skills and Sales Persons Performance

2.6.1. Technical Skills

Technical knowledge refers to salesperson’s shilproviding information about design and
specification of products and the applications d@madctions of both products and services
(Ahmad et al., 2010, p.188). Many researchers lfawed a significant and positive relationship
between technical skills and sales persons perfmcenée.g. Baldauf et al., 2001; Grants and
Cravens, 1999; Baldouf and Cravens, 1999; Katiskac# Skermeas, 2003; Baldouf and
Cravens, 2002).

However there are some researchers who come upthvatbontrary result (Ahmad et al. 2010;
Ahearne and Schillewaert, 2000; Barker, 1999; Rietcal., 1997). This researchers finding is
that technical skills levels possessed by salesperdo not necessarily lead to positive effects in

terms of salespersons performance. The first hgsiglemanates from the above literature.

2.6.2. Interpersonal skills

Interpersonal skills refer to mental and commumicatprocedures applied during social,
communication and interaction to achieve certaieot$ and results (Ahmad et al., 2010, p.186).
Different researches on the area have found thirpersonal skills significantly predict
salespersons performance (E.g. Ahmad et al., 204@; et al., 1988; Pillling and Eroglu, 1994;).
Furthermore it is found that interpersonal skillaypa significant role in predicting salesperson
success (Lockemon and Hallag, 1982). As the findorgn Hill and Petty (1995) indicate
interpersonal skill can also predict employabilitpterpersonal skills are expressed by listening,
empathy, optimism and perceived observation silsntz et al., as cited in Ahmad et al., 2010
p.54).As confirmed by Ahmad et al. (2010) this dimsiens are likely to collectively realize
effective interpersonal skills that will in turn @ain sales person performance. The second

hypothesis of this study is derived from the ablitegature.

2.6.3. Marketing skills

Salespersons’ marketing skill refers to knowledigeua the industry and trends in general such
as customers, markets and products; Competitooduats, Services, sales policies; knowledge

of competitor's product lines, and knowledge oftouser operatioh(Behrman and Perrault,
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1982, as cited in Ahmad et al., 2010 p.188). Aheaand Schillewaert (2000); Leigh and
McGraw (1989); Sujan et al., (1988); Smith and Osyr(@¢995) found positive and a significant
relationship between marketing skills and saledoperance. As expressed by Ahmad et al.
(2010) extensive knowledge base is importance fealas person since it allows them to cope
with the complex market environment. The third hyyesis of this study is derived from the

above literature.

2.6.4. Salesmanship skills

Salesmanship skills can be explained by five dinmgrisswhich are adoptability, consultative
selling, negotiation, questioning and salespers@ms @and communication styles skills (Ahmad et
al.2010). Generally most of the studies on the &@a found a positive relationship between
salesmanship skills and salespersons’ performakoed (et al., 1988; Baldaf et al., 2001,
Babakes et al. 1996; Katsikon and Skarmeas, 208@toBf and Cravers, 1999). However still
there are other researchers who have found thesappuf the above one’s (Ahmad et al., 2010
and Aheorne and Schillewaert, 2000). Most of thevipus studies have tried to relate each
dimension of the salesmanship with salespersonr®mmeance (Kentz et al., 2002 ascited in
Ahmad et al, 2010 p.54). Adaptive selling is deflras the sales person’s ability to alter her/his
sales behavior when interacting with customersiarihportant because it shows the amount of
customization a salesperson is utilized (Ahmad.e2@10 p. 186).

Many researchers have found a positive relationdiepveen adoptive selling and sales
performance (Babakus et al., 1996; Boorom et #@98as cited in Ahmed et al., 2010)
According to Morgan and Stoltman (1990) salespersdnlity of asking questions, listening and
detecting verbal and nonverbal cues, provide tissldar adaptive selling. There are also some
findings that salespersons communication stylegtay sales person’s success (Stafford, 1996;
Futrell, 2006). Researchers have found that ndy @he verbal skills could influence
salespersons performance but salesperson’s nomwers could influence a person’s behavior
(Cho, 2001; Leigh and Summors, 2002; Stafford, I9%he final skill under salesmanship is
consultative skills can also influence salespergmréormance (De Cormier and Jobber, 1993;
Goolshy et al.,, 1992). The majority of the reseascheviewed lead to salesmanship to be
hypothesized as positive influencer. This is theetfar the fourth the hypothesis.
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2.7. Organizational commitment and sales person Performace

Organizational commitment, defined as the psycho@gattachment of workers to their
organizations, has been an area of active resea@hthe past several decades(cf. Benkhoff,
1997; Mathieu &Zajac, 1990). Zhen Xiong Chen eB4p.

Organizational commitment by salespeople is impdrteecause of the demonstrated positive
relationships between it and several variabledeéléo sales performance such as customer-
oriented selling (Flaherty et al., 1999) , turnoirgentions (e.g., Johnston et al., 1990; Bashaw
and Grant, 1994), absenteeism (e.g.,Farrell anchi§tgl988), and job satisfaction (e.g.,Low et
al., 2001; Schwepker, 2001). F. Jaramillo et &8F2005) 705—-714.

Relationship between organizational commitment jabdperformance is positive and stronger
for sales employees than for non-sales employdesng®r correlations between organizational
commitment and job performance are found for callest compared to individualistic cultures
(ferando. Jaramilo June 2005, Pages 705-714)

A committed employee is the one who stays with dnganization through thick and thin,
attained work regularly, puts in a full day (andyim@ more), protects company assets, shares
company goals and othér@Meyer and Allen, 1997; as cited in Ahmad et 2aD10 p. 184).
According to Ahmad et al., (2010) few studies wenmadertaken on job performance by
considering it as a moderator. As explained by ®ett al., (1994) as cited in Ahmad et al.
(2010) activities take place within the organiza#ib contexts, the effects of affective
organizational commitment on sales skills dimensioan be expected and anticipated. Irving
and Coleman (2003) as cited in Ahmad et al.,(20&xamined the moderating effect of
organizational commitment on the relationships leetwrole ambiguity and job tension in an
organization undergoing significant change. It aairfd in this research that organizational
commitments have a moderating effect on the relahgp between role ambiguity and job
tension. In addition it is argued that organizatiocommitment has some influence on employee
turnover intention (Chang et al., 1999). Anotharenrelated research is conducted by Thanker
and Joshi (2002), studied the relationship betwesstomer oriented selling and long term
performance, with organizational commitment as al@enator. It appeared that organizational
commitments do really moderate the relationshipvbenh the two variables. In contrary to the
above results, Ahmad et al., (2010) in their worktbe relationship between sales skills and

performance, found that organizational commitme@sdnot have a significant moderator effect.
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As can be seen from the reviewed literature, onky @search investigated the moderator impact
of organizational commitment on the relationshipwaen sales skills and organizational
commitment. Organizational commitment has been gelgn from the moderating impact. Its
impact as direct influence of sales performanceigesearched.

Therefore, in addition to testing the relationsbgtween sales skills (technical, interpersonal,
marketing and salesmanship) and sales personsriparioe and the moderating role of
organizational commitment in Ethio Telecom busirtedsusiness sales the present research will
also try to fill the research gap by adding orgational commitment not only as a moderator

but also as determinant of sales persons perforeanc

18



CHAPTER THEREE

3. RESEARCHMETHODOLOGY

This chapter is about the research methodologytadagnd the various data collection methods
used for the thesis. Accordingly, the chapter ideki Research paradigm /Approach/, the
research design, source of data, sampling techndpta collection methods and the method of
data analysis. The research design gives the demesaription of the blue-print of the study
whereas sample and sampling techniques deals Wehptocess and techniques of taking
samples from population. The data collection teghaidiscuss on the techniques used for data

collection. Finally the last part deals with thethul of data analysis.

Research paradigm /Approach/

Paradigm is a way of thinking about and conductiegearch as mentioned by Morgan and
Gliner (2000 p.72).Since this study used hypothéssting, has well defined variables & used
guantitative data analysis, positivism isthe appate approach so as to conduct this typical
research.

3.1. Research Design

This research wasan empirical one; which focusesates person's sales skill. Thus, the study
problem was more likely to be answered through tiaive methods. Mainly this research
wasbased on quantitative research method whicls dati use of statistical tools and numbers
to address the previously mentioned research qusstind to test the constructed hypotheses.
Quantitative approach is a formalistic and a stmext way of collecting data. Quantitative
methods are characterized by measurable data vdaichbe expressed in numbers or other
guantities. This gives a basis for the presentatibfrequencies, distributions and correlations
(Limb & Dwyer, 2001).

3.2. Source of data

Ethio-telecom North West region branch has 23 shdps study population included all shops.
Both primary and secondary data were used in thidys The primary sources were used in
order to achieve detailed data for analysis. Qaestiire was used to address the sales staffs.

Secondary data were also collected from differentrces like company manuals, documents,
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company report, library books and internet souncesder to achieve the main information need

of the research.

3.3. Population and Sample of the Study

The target population for this study was sales grexsvorking in Ethio Telecom commercial
domain at North West region, who are responsibtebiasiness to business customers. One
hundred twenty nine sales persons are working ucmamercial domain at North West Region:
Fifty eight female and seventy one male.

Sampling is the selection of a subset of individuitbm within a population to yield some
knowledge about the whole population, especialtytiie@ purposes of making predictions based
on statistical inference. There is no sampling ma@m used because the population size is
small and manageable, thus the study took all dpailjation that increased the generality of the
finding to the company at regional level. There &l subjects, 129 sales persons, are a working
under Enterprise division at North West Region.i&cfelecom North West Region salespersons
were selected for this study because of its lacgstomer base and also these sales persons are
not mere order takers but rather they are missyosales persons who are problem solvers,
demand initiators.

Moreover this study adopted a supervisory ratinglwation approach i.e. twenty three shop
supervisor (rater) rated the subordinate (salesops) under his or her respective supervision.
This means that the immediate supervisors of tlspedive salespersons were given the
guestionnaires to rate their subordinates. Thersigme-rating evaluation approach was used in
the present study based on Ahmed et.al, (2010)chwhiiggested that supervisor evaluation is
superior because supervisors integrate many faxfefgerformance, some of which are not
readily quantifiable. The supervisor-rating appfoas a meaningful construct as proven by
Shore et al., (1995) and Allen (1994) in their stgdon managerial perception of employee
commitment to the organization (As cited in Ahmeéete 2010).In addition Willem et al (1999)
in the Self-report versus managerial report, thtedas more effective due to the fact that people
generally appraise themselves as better and snihaerothers do, which may lead to a “self-
enhancing bias”.
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3.4. Data Collection Method

A questionnaire survey instrument was employed. Juestionnaires, were structured as it is the
case in quantitative research design. The studg fige point Likert Scale from (1) strongly
disagree to (5) strongly agree. There was no néé@umslating the questioners from English to
the local language Amharic because the superveser8.A and M.A holders. To measure all the
variables, highly validated measurements were takem different researchers which are
organized into one by Ahmed et al (2010). VeryHhlignodification was made on the questions
to fit the existing condition in the Industry. Acdingly, Measurements of Technical,
Interpersonal and Salesmanship skill are adopted RRentz et al (2002) as cited in Ahmed et al
(2002); Measurement of Marketing skill are adopfemin Ahearne & Schillewaert (2000);
Measurement of Salespersons Performance items daneteal from Behrman and Perreault
(1982) as cited in Ahmed et al (2002) and Measunmgsnef Organizational Commitment are
adopted from Ahmed et al., (2010).

Even if the measurement variables and scale questiee are adopted from highly validated
instruments, checking it whether they can be agpire Ethiopian context is important and
verified using validity and reliability tests.

Note: All questionnaires’ items are presented on Appe@d

3.5. Procedures

To collect and analyze the data the following pdares were used:
+ First the questionnaires were given to supervisofrsthe sales people who were
respondents of this study to be filled by them.
+ Then a briefing on the questionnaire was giverttiersupervisors that have rated on the
guestionnaire for their respective subordinatesspésons.
+ The data was recorded on SPSS version 20.
+ Analysis of the data using different statisticsS3ISS was made.

+ Based on the analysis the conclusion was made.

3.6. Method of Data Analysis

Different quantitative methods were used in thedgturo test all the hypothesis hierarchical
regression analysis was utilized. Independent sarplest and One way ANOVA were also

used to investigate the difference between dembgrayariables (Sex, Age, Education and
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Experience) and personal selling performance. thtiath to different descriptive statistical tools
like frequency distribution, cross tabulation, meeas used. Charts, tables and graphs were also
used to substantiate and describe the data. Alattadysis methods use the SPSS (Statistical

Package for Social Science) software Version 20.
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CHAPTER FOUR

4. RESULTS AND DISCUSSIONS
4.1. General Information of Respondents

This section of the paper presents the data arhlgnel entails discussions on the results
obtained. Out of the distributed 129 questionnait®% were collected back and found useful for
the study giving a response rate of 81.39%. Aftdlection, the questionnaires were diligently
checked for errors and omissions and recorded @8Sfrsion 20 (statistical package for social
sciences) to generate descriptive statistical tepdnferential analyses were performed to
indicate the possible nature of relationships #wst among the dependent and independent

variables in the study

4.2. Measurement of Reliability and Validity

In survey based research, it is important to védidhe scales used for reliability and validity.
Even if the measurement variables and scale questi® are adopted from highly validated
instruments, they are checked whether they canppéed in Ethiopian context is important.

(Gleam & Rosemary, 2003, p.82) explained that “Aiftees information gathered in the social
sciences, marketing, medicine, and business, velato attitudes, emotions, opinions,
personalities, and descriptions of people's enu@mt involve the use of Likert-type scales. As
individuals attempt to quantify constructs whicte arot directly measurable they often use
multiple item scales and summated ratings to gfyatiie construct(s) of interest.The present

study has validated the measurements using Int@wraistency and Predictive Validity.

4.2.1. Cronbach’s Alpha

Cronbach's alpha is a coefficient (a number betwkamd 1) that is used to rate the internal
consistency (homogeneity) or the correlation of ileens in a test. A good test is one that
assesses different aspects of the trait beingestudironbach’s alpha will generally increase as
the inter correlations among test items increasd, ia thus known as an internal consistency
estimate of reliability of test scores.

Because inter correlations among test items aremmeed when all items measure the same

construct, Cronbach's alpha is widely believedhttirectly indicate the degree to which a set of
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items measures a single construct (Gleam & Rosem&@03). George and Mallery (2003)
provide the following rules of thumb: “> .9 Excelle > .8 Good, > .7 Acceptable, > .6
Questionable,> .5 Poor, and < .5 Unacceptable”1p(28 cited in Gleam & Rosemary, 2003).If
correlations between items are too low, it is fk#lat they are measuring different traits and
therefore should not all be included in a test ihaupposed to measure one trait.

Table 1: Measure of Internal Consistency- Cronbacls alpha

Measurement List of Items No.of items| Cronbach's Alpha
Excellent Knowledge of product developm
Tephnical Excellent Knowledge of product benefit |4 .939
skills Excellent Knowledge of delivery process
Knowledge of product features
Have a real time information
Marketing Has a lot information on industry trends 3 895
skills Well informed about important events in (
industry
Excellent ability to express oneself
Excellent ability in general speaking
Excellent awareness and understan
Interpersonal . .
skills nonverbal communication with others S .847
Excellent controlling and regulating emotion
Excellent ability to exercise influence o
others
Excellent ability of building relationship wil
Salesmanship customers 3 842
skills Excellent ability in sales presentation
Excellent ability to service accounts
Sales perso| Excellent in generating high level of sales 2 968
performance |Very effective in exceeding sales targets
Puts a great deal of effort
Accept any type of assignment
Organizationa Has values similar to company 6 874
Commitments| Proud to be associated with organization
Delighted employed by the company
Care about the wealth of the company
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Source Survey Result

Note: The full result for all items is presented in Agoylix

Cronbach’s Alpha coefficients are above the cupaht of 0.7. The lowest Alpha registered is
0.842 (Salesmanship skill) and the highest is 0.@&#es performance). Therefore it can be

inferred that all measures are internally conststen

1. Checking the Assumptions
Ignoring the regression assumptions contributerting validity estimates (Antonakis and Deitz,

2011). Before the hypotheses were tested with #dggession models, the assumptions of
Hierarchal regressions include the assumptionsingfatity, normality, Multicollinearity and
homoscedasticity was be discussed separately iiollba/iing sections.

* Normality Test

The normality test is used to determine whethemibrenal distribution of the data exists or not

(Santoso, 2010). The normality assumption can stedethrough several pieces of information,

i.e., visual inspection of data plots, skewnesstdsis, histogram of the standardized residuals
and P-Plots (Osborne and Waters, 2002). The nagmedin be seen on the data distribution
when the curve does not pass through either thereiie right (Ghozali, 2006).

Histogram

Dependent Variable: Sales person performance
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Figure 2:Analysis Result of Histogram
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Fig 2 shows shape of the histogram approximatdlg\is the bell shaped of the normal curve.
Therefore, the data had spread normally and itrepnesent the population of this study and
acceptable. The normal P-plot also supported thenagtions of normality; the closer the dots
lie to the diagonal line, the closer to normal tesiduals are distributed. Residuals follow the 45
degree line illustrated in figure 4.2 below andsthevealed the assumption of normality.
Therefore, the normal P-Plot also revealed thatPti&ot is normally distributed and it assured
the normality of this study. Therefore, both thetbgram and the p-plot confirmed that this
study fulfilled the assumptions of normality test.

* Linearity Test

Linearity assumption refers to the presence ofraigitt-line relationship between each pair of
dependent variables. The linearity test is usatktermine whether two or more variables have a
significant linear relationship or not. Regressamsumes that variables have a linear relationship
(Berry and Feldman, 1985). This can be assessachumber of ways. The residual and scatter
plots available indicate the presence of linegHigith, 2006; Osborne and Waters, 2002).

When we look at a scatter plot of this study omifegg4.2, most scores are laid in a straight line.
Visual inspection of P- Plot was also used by #searcher to have information about linearity.
The researcher observed in figure 4.2below thenabP-plot follows the 45 degree line and this

confirmed as the linearity assumption of this stigdfully satisfied.

Normal P-P Plot of Regression Standardized Residual
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Figure 3: The Analysis Result of Normal P-Plot
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* Homoscedasticity Test

The assumption of homoscedasticity refers to egadhnce of errors across all levels of the
independent variables (Osborne and Waters, 200#nddcedasticity can be checked by visual
examination of a plot of the standardized residfi@m the regression standardized predicted
value (Osborne and Waters, 2002).

Scatterplot
Dependent Variable: Sales person performance
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Figure 4: Residuals Scatter Plot of Dependent andchtlependent Variables

The researcher visually examined homoscedastiestygnd as it shows in figure 4.3 that it can
be assured that the points are randomly and evkrdyghout the scattered diagram and there is
no problem of heteroscedasticity. Therefore, tiseiaption of homoscedasticity is satisfied.

4.2.2. Predictive Validity

Predictive validity is the extent to which a scane a scale or test predicts scores on some
criterion measure (Cronbach & Meehl, 1955; as citeGleam &Rosemary, 2003). They gave
an example; the validity of a cognitive test fob jperformance is the correlation between test
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scores and, for example, supervisor performandagsat Such a cognitive test would have

predictive validity if the observed correlation westatistically significant. It examines a

measure's ability to predict some subsequent event.

“One-tailed Pearson Correlation test is importamthod to assess predictive validity of the

variables” (Ahmed et al, 2010 p.96). The preseseaech also employed one-tailed correlation

to test the predictive validity of the variable$ii§ method tries to see the correlation between all

independent variables and the dependent validity.

Table 2: Predictive Validity, Correlation Matrix

Correlations

Technical Marketing| Interpersona Salesmanshif Organizationa Sales person
skills skills skills skills Commitments| performance
Technical Pearson 1
skills Correlation
Marketin Pearson
_ J ~ |.576 1
skills Correlation
Interpersonal | Pearson "
_ ~|.733 615 1
skills Correlation
Salesmanship Pearson o
_ : ~1.802 506" 747 1
skills Correlation
Organizational Pearson o
9 , ~|.567" 457 540 584" 1
Commitments| Correlation
Sales perso| Pearson "
P ~|.665 556 667 701 646 1
performance | Correlation

**_ Correlation is significant at the 0.01 leveH@iled).

Source Survey Result

In this study the results of Pearson correlatiogffacient indicate that positive relationship egist

between dependent and independent variables.

Table 2 presents the summary of the correlatiomyaisain matrix form. Please see appendix 1

for full statistical result. As shown in the tabtee magnitude of the relationship ranges from a

low of 0.556 (between marketing skill and salesfqrerance) to a high of 0.701 (between

Salesmanship skill and sales performance). As é&ldf the of the correlation analysis shows
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in appendix 1, the statistical significance (p-€lis higher than the minimum cut of 0.05 which

shows that the degree of association is highlyifsogmt.

4.3. Descriptive Analysis

4.3.1. Sales persons’ profile
Sales persons’ profiles working in Ethio telecomrtNdNest Region commercial domain sales
are summarized by the following table.

Table 3: Sales Personnel Profile

Variables Descriptions Frequency Percent
Male 62 59.0
Gender Female 43 41.0
<25 years 0 0
IAge Group 25 to 35 years 59 56.2
36 to 45 Years 46 43.8
Above 45 years 0 0
High school completed 4 3.8
Level of education Diploma ° 56
Bachelor degree 76 72.4
Master degree 16 15.2
Less than 5 year 21 20.0
Sales Experience Between 5 to 10 year 32 30.5
Between 10 to 20 year 39 37.1
Above 20 years 13 12.4

Source: Survey Result

It is important to note that the majority of théesgpersons are concentrated in one group in terms
of Gender, Age and Education. In terms of sex tlagority (59%) is male and the remaining
41% is female. Based on this, it can be said tatgender composition in the division is fairly
dominated by male workers as well over half of plopulation was found to be male. When it
comes to Age most sales persons are at their Yageg25-35) 56.2% which means the work
force is largely composed of the young populatibims age composition can be taken as good

advantage for the company as many of the workdrwithin the productive age and this can be
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used to the best advantage of the company. Haviaigynyoung workers could imply good
potential for the organization and sales personas found within the age above 46 years. As a
result, to test the difference between the agepgdutest is used; there is no need to use one-
way ANOVA. With regards to Education of the salesson, almost all (72.4%) are BA Degree
holders. Having a relatively educated compositibrworkforce in their respective fields can
benefit the organization in terms of decreasing d¢bst incurred for training. This makes it
difficult to see the difference between educatievels because number of sales person in the

groups is very low.

4.3.2. Descriptive statistics of the Variables

Table 4:Descriptive statistics of main variables

Mean Mean
Dimensions list of variable variable Dimensions
Knowledge of product development 4.06
_ _ Knowledge of product benefit 4.04
Technical skills : 3.9738
Knowledge of delivery process 3.82
Knowledge of product features 3.98
Have a real time information 3.68
_ | Has a lot information on industry trends 3.69
Marketing skills : : i 3.7206
Well informed about important events in ( 3.80
industry '
Excellent ability to express oneself 4.07
Excellent ability in general speaking 3.97
Interpersonal Excellent awareness and understanding
o _ 4.08 3.9333
skills verbal communication with others
controlling and regulating emotion 3.80
ability to exercise influence over others 3.75
Excellent ability of building relationship wi 4.39
customers '
Salesmanship
skills Excellent ability in sales presentation 4.07 4.2032
Excellent ability to service accounts 4.15
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Sales persor Excellent in generating high level of sales 3.90 3.8810
performance Very effective in exceeding sales targets 3.87

Puts a great deal of effort 4.16

Accept any type of assignment 4.04
Organizational |Has values similar to company 412 4.2048
Commitments | Proud to be associated with organization 4.37

Delighted employed by the company 4.27

Care about the wealth of the company 4.27

Source: Survey Result

To come up with the scores of the variable, itemden each dimension are aggregated to one.
As indicated in the table, all variables’ mean sdsrgreater than the midpoint of the scale which
is 3. Of the four independent variables organiraticcommitment is the highest (4.2), while
marketing skill is the lowest (3.7). The mean vabfithe dependent variable (sales performance)
is also above 3.8.As a result, it is expected seaa determining or indicating which of these

sub-dimensions predict sales person’s performance.

4.4. T-Test and Onaway ANOVA / Demography and Sales

Performance
To assess the difference between demographic lesiabnd salespersons performance

independent sample, T-Test and One way ANOVA agzl.uBefore presenting and discussing
the results it is worthy to explain what the anaslysethods are and why they are selected for

this particular study.

4.4.1. Independent Sample T-Test

The t-test is the most commonly used method touewalthe differences in means between two
groups. Independent sample t-test is a statistedinique that is used to analyze the mean
comparison of two independent groups. When sangskesaken from two different groups, then
the mean of the sample may differ. In this casdependent sample t-test is used to draw
conclusions about the means of two populations, asetl to tell whether or not they are
different. Theoretically, the t-test can be usedreif the sample sizes are very small (e.g., as
small as ten), as long as the variables are noynuaditributed within each group and the
variation of scores in the two groups is not rdiiabifferent (Gleam & Rosemary, 2003).
Independent sample t-test is performed for varmalBender and Age.
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Table 5: Independent sample t-test for gender on &s person’s performance

Sex of sale t-test result
N Mean i
person t-value Sig.(p-value)
Sales perso Male 62 3.8952 0.163 0.871
performance Female 43 3.8605

Source Survey Result

It is shown in the table that there is insignificdBig= 0.871) difference between Male and
Female sales persons in Ethio Telecom in termsheif {performance. Therefore there is no
significance difference in sales persons’ perforoeanf male & female,

The data set for the variable Education is notabletto conduct an independent sample T-Test,
because almost all sales persons are in the savap BA). So the present research is unable to
see the difference in Educational level cause osgpl selling performance.

With regards to Age of the salespersons, sincastvalues for only two groups, there is no need
to use ANOVA.

Table 6: Independent sample t-test for Age on salg®rson's performance

Age of sales t-test result
N Mean i
person t-value Sig.(p-value)
Sales perso| 25-35 years 59 3.9492 0.741 0.461
performance 35-45 years 46 3.7935

Source: Survey Result
It can be done by using Independent sample T-Testcan be seen from Table 6, there is
statistically insignificant difference between thge groups 25-35years old and 35-45 years old

in terms of sales performance (at 5% level of igamnce).

4.4.2. One way ANOVA

Analysis of variance (ANOVA) is a general method $tudying sampled-data differences. The
method enables the difference between two or mamgke means to be analyzed, achieved by
subdividing the total sum of squares. One way ANO¢Ahe simplest case. In statistics, one
way analysis of variance (abbreviated one-way ANQ¥sAa technique used to compare means

of two or more samples (using the F distributidhis a way to test the equality of three or more
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means at one time by using variances. Incidenté#llye are only comparing two different
means then the method is the same as the T-TasidEpendent samples.

Table 7: One way ANOVA/ Experience and Sales persgrerformance

Mean One-way ANOVA Result
Experience F-value Sig(p-value)
<5 year 3.9524
5-10 year 3.8125
3.377 0.015
10 - 20 year 4.1538
> 20 years 3.1154

Source: Survey Result

In a one-way ANOVA (also known as a single-classifion ANOVA), there is one
measurement variable and one nominal variable. iMeltobservations of the measurement
variable are made for each value of the nominaatée. Hence, One-way ANOVA is conducted
to see the difference between experience and pals®ns’ performance. As can be inferred
from Table 7, it appeared that there is a significdifference in sales performance based on

experience.

4.5. Hierarchical Regression Analysis

In statistics, hierarchical linear modeling (HLMg, form of multi-level analysis, is a more
advanced form of simple linear regression and mpleltilinear regressions. Hierarchical
regression analysis allows variance in outcomeabes to be analyzed at multiple hierarchical
levels, whereas in simple linear and multiple Imesgressions all effects are modeled to occur at
a single level (Raudenbush&Bryk, 2002).Hierarchicdression adds terms to the regression
model in stages. At each stage, an additional terrterms are added to the model and the
change in Ris calculated. A hypothesis test is done to tekether the change in®Rs
significantly different from zero. Standard mulgplegression is used to evaluate the relationship
between a set of independent variables and a dependariable. Whereas Hierarchical
regression is used to evaluate the relationshipvd®t a set of independent variables and the
dependent variable, controlling for or taking irtocount the impact of a different set of
independent variables on the dependent variable.iffidependent variables are entered into the

analysis in a sequence of blocks, or groups thgteoatain one or more variables. Support for a

33



hierarchical hypothesis would be expected to reqgsiatistical significance for the addition of
each block of variables.

However, many times, we want to exclude the eftédblocks of variables previously entered
into the analysis, whether or not a previous bla@s statistically significant. The analysis is
interested in obtaining the best indicator of tffeat of the predictor variables. The statistical
significance of previously entered variables is mterpreted. In addition R2 change, i.e. the
increase when the predictor’s variables are addetthé@ analysis is interpreted rather than the
overall R2 for the model with all variables entefédcob and Patricia, 1975).

Thus, in order to test all the hypotheses, hieiaathiegression is the most appropriate analysis
tool. This is because hierarchical regressionfisieft in determining the relationship between
sales skills and salesperson performance, andchkscks either organizational commitment do
actually moderates the relationship.

The hierarchical regression conducted for thisysiadhree steps analysis. On the first steps all
the sales skills dimensions (technical, marketsadgsmanship and interpersonal) are entered as
an independent variables. On the second stepsipaganal commitment is entered to see it do
have a direct effect and to what extent it increhsegoodness of feet.

Finally on the third step, to see the moderatinigatfof organizational commitment in the
relation between sales skills and sales persomfnpeance, the interaction variables (sales skill
dimensions X organizational commitment) are entelterd important to note that at step 2 and
step 3 of the hierarchical regression analysis,cienge in R statistics is more relevant for

interpretation
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Table 8: Hierarchical regression analysis

Stepl Step2 Step3
Model Beta |Sig |Beta |[Sig |Beta |Sig
Sales Skills Effects
Technical skills 1.29 |0.00
Marketing skills -0.03 |0.69
Interpersonal skills -0.66 |0.00
Salesmanship skills 0.14 |0.15
Moderator Direct Effect
Organizational Commitment 0.07 |0.26
Moderator Effect
Technical skills X Organizational Commitment -0.91 |0.00
Interpersonal skills X Organizational Commitment 0.82 |0.00
Marketing skills X Organizational Commitment 0.07 |0.31
Salesmanship skills X Organizational Commitment 0.37 |0.00
R® 0.66 |- 0.00 |- 0.06 |-
R? Change 0.66 |0.00 |[0.00 |0.26 |0.06 |0.00
F-Change 56.90 |- 1.28 |- 5,59 |-

Source: Survey Result

As it can be inferred from Table 8, in the firs¢stthe first variable which is technical skill of
sales person significantly affect sales performaaicE level of significant. And its coefficient
is the highest of all independent variables (1.29)s result is interesting because in technical
complex and dynamic industry like that of teleconmneation, sales person technical knowledge
about the product and service he/she is sellingtisal. This is even more correct in business to
business marketing, for the reason that a sales®pés consultant who identifies customer needs
and problems and tries to fix it with the appromiproduct and service. In addition, in this
industry customer knowledge about the product isosothat the sales person should have a
sufficient technical knowledge to explain and destmate the product. This will in turn create

confidence and desire for the product and service.
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The second variable, marketing skill, appearedsigstificant in the model. Marketing skill is the
skill of the sales person which is related to kremge about the industry in general, the
marketing, customers, and competitors in particutars result also makes sense in the industry
under investigation because it is a monopoly witle @perator controlling the market. So,
knowledge about the market and competitors is hat much important for a sales person
working under Ethio Telecom.

The third variable, interpersonal skill of salesrgo®m in Ethio Telecom has statistically
significant effect on sales performance. Therefareerpersonal skill which is listening,
emphatic, optimism and perceived observation skdfspeared that its impact on sales person
performance is statistically significant.

The final variable in Step 1, salesmanship skilhick is related to adoptable, consultative,
selling negotiation and communication style skdlfound to be an insignificant determinant of
sales performance.

Organizational commitment which is introduced ie 8nd step of the hierarchical regression is
found to have no direct effect on personal selpegormance. Former researchers in the area of
sales performance have only been considering & asderator in the relation between sales
skills and salesperson performance. In this rebehie researcher tried to see the direct effect of
organizational commitment on personal selling penénce, however, as the above result shows,
there is no direct effect on personal selling penfance.

On the 3rd and final step of the hierarchical regi@ whether organizational commitment can
moderate the relationship between sales skillspgngonal selling performance is tested. And it
is found that organizational commitment has sigaifit moderating effect. As can be referred
from Table 8, the addition of the interaction vhlés improved the percentage of the variance
explained by 6% (significant at 1%). Sales skigen if important determinant of performance,

their effect can be aggravated by organizationairadment of the sales person.

4.6. Summary of the Findings

The following table 9 summarizes the major findiogshe study:
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Table 9:Summary of major findings

Statement of Hypothesis Support
H,:Technical skills and salesperson performanceigréfisantly and positively related Yes
Hy:Interpersonal skills and salesperson performaneesanificantly and positively Yes
related

Hs: Marketing skills and sales persons performanae sagnificantly and positively No
related

Hs:Salesmanship skills dnsalesperson performance are significantly andsitigely | No
related

Hs:Organizational Commitment and salesperson perfocaare significantly and No

positively related

Hs:The influence of Sales skills (Technical, Integmral, Marketing and Salesmanshipjes

on salesperson performance is higher when orgamizdtcommitment is high

In addition, with regards to the relationship betwedemographic variables and sales
performance, Experience of the sales person hasveoand significant influence on personal
selling performance. Age and Sex of sales persadmet no significance on sales performance

which shows that there is no difference on salesper performance whether they are male or

female and also age of sales person is no differencsalespersons performance.
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CHAPTER FIVE

5. CONCLUSION, RECOMMENDATION AND
IMPLICATIONS FOR THE FUTURE RESEARCH

This chapter focuses on the conclusion of the stlidgovers summary of major findings,

conclusions, recommendations of the thesis andaéatpns for further research.

5.1. Conclusion

From the analysis of the data collected, it candiecluded that:

+

The response rate obtained from the distributedstiqprenaires was 81.39% (129 were
distributed and 105 were collected)

Looking at the general/background information & thspondents, the population is male
dominated with a predominantly young populationhwélverage length of experience
mainly falling between 10 to 20 years.

Gender and age of the sales person, have no samifinfluence on performance of
Ethio-telecom sales persons. Being male, femalamyr age level by itself have no
statistically significant evidence to affect thefpemance level of the sales person.
Experience also appeared to be a significant asdiy® predictor of sales performance.
As the experience of sales person increases #spective performance increases. More
experienced sales person has relatively higheoopadnce when compare with that of
less experienced sales person.

Technical skill and sales person performance agaifgiantly and positively related.
Furthermore, technical skill is the highest prealicof sales person performance
compared to other sales skills. As a result, tesdirskill is the main predictor of sales
success in Ethio-telecom selling.

Next to technical skill, interpersonal skill hasetlsecond highest predictor of sales
performance. Therefore having a sales force wigatgr interpersonal skill like listening,
emphatic, optimism and perceived observation skdln significantly improve sales

performance.
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+ There is no evidence to support both marketing sal@smanship skill impact on
personal selling performance.

+ Organizational commitment, which had been only mered as a moderator in previous
research, is found to have no direct effect onssaégformance.

+ Finally it is found that not only sales skills angportant for an organization sales person
to be successful, but also organizational commitnadnthe sales person which can
effectively moderate the impact of sales skillse Budition of moderating variables has
significantly improved the percentage of the vaceexplained by the model.

5.2. Recommendations

The following recommendations can be drawn from dhalysis and conclusions made. It is
presented in the form of Key Success factors fdricEfTelecom North West region sales

personnel.

Key Success Factor for Ethio telecom North West Rean sales personnel:
More experienced sales persons

By retaining more sales people to stay on theif¢golblonger time, Ethio Telecom can effectively
improve the performance of the sales force. Far Bthio Telecom should have benefit packages
(both monetary and non-monetary) which are attracto sales persons. In addition, when
recruiting sales person one of the criteria shbal@xperience in sales.

Sale persons with Excellent Technical knowledge

Having excellent knowledge not only in describirg tproduct and understanding how the

product work but also in describing and showing tlustomer how to use the product and

service.

To this end Ethio Telecom should use technicallgvidledgeable sales personnel (either should
hire engineers and train them selling or hire mianseand extensively train them on technical

function of the product and service). The bottone lis that sales person should have up-to-date
and standard technical skill on: how the producteseloped; to what extent it performs; how to

use the product (demonstration) and how to condiglne product.
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Commitment of the sales person toward the organizain

Commitment of the sales person towards the orghoizas the key success factor in Ethio

Telecom’s context. By moderating the relationshiptween sales person performances,
organizational commitment contributes positivelwénds achievement of sales person. So Ethio
Telecom needs to invest in activities that increaates person commitment towards the
organization. Involving the sales person in plagngales target, designing attractive benefit
packages, creating a suitable and attractive wgrkiondition, recognizing and appreciating

sales person, and creating social network withirpleyee are some of actions that Ethio

Telecom should do to increase commitment of thessaérson.

Interpersonal Skill

Interpersonal Skill of the sales person; whichudels skills like listening, emphatic, optimism
and perceived observation; is also key succesorfdor telecom personal selling. Ethio
Telecom, in addition to technical skill, should gidue emphasis and training (both on the job
and off the job) interpersonal skills.

Implications for Further Research

The researcher suggests the following further rebesreas:

+ If self-reporting method had been used in tandeth sipervisory rating it would have
better measured construct and allow for comparimgessisory perception and sales
personals perception. In addition, the researclddoave been more comprehensive if it
had included variables other than sales skill liRersonality, Role perception,
Environmental factors and Aptitude included in thedel.

+ Additional researches with samples drawn from diffig sales environments, especially
researches that rigorously compare different graafpsales people from all regions can
be done.

+ In addition, it will be better if researchers iretAreaof employ both supervisory and self-
reported method of data collection and cross cors@as are made between the two

groups.
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APPENDIX
APPENDIX 1: RESULT OF SPSS

Appendix 1A: Cronbach's Alpha

Scale: Technical Skills Case Processing Summary

%
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables ingracedure.
Reliability Statistics
Cronbach's Alpha N of ltems
.939 4
Scale: Marketing skills Case Processing Summary
%
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables inghecedure.
Reliability Statistics
Cronbach's Alpha N of Items
.895 3
Scale : Interpersonal skills Case Processing Summar
%
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables ingracedure.
Reliability Statistics
Cronbach's Alpha N of ltems
.847 5
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Scale : Salesmanship skills Case Processing Summary
N %
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables inghecedure.
Reliability Statistics
Cronbach's Alpha N of Items
.842 3
Scale : Sales person performance Case Processingriduary
N %
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables inghecedure.
Reliability Statistics
Cronbach's Alpha N of Items
.968 2
Scale : Organizational Commitment Case Processirfgummary
N %
Valid 105 100.0
Cases Excluded 0 .0
Total 105 100.0
a. Listwise deletion based on all variables inghecedure.
Reliability Statistics
Cronbach's Alpha N of Items
.874 6
Appendix 1B: Predictive and Discriminate Validity
Correlations
Technicg Marketin| Interpersong Salesmanshi| Organizationg  Sales
I skills | g skills | skills skills I person
Commitmentg performanc
e
Pearson 1 576 733" 802" 567" 665"
Technical ggr?f“on
skills tailéd) .000 .000 .000 .000 .000
N 105 105 105 105 105 105
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P 23 =3 =3 =3
earson 576 1 615 506 457 556"
) Correlation
Marketing Sig. (2
ig. (2-
skills g ( .000 .000 .000 .000 .000
tailed)
N 105 105 105 105 105 105
P * * * F*
earson 733|615 1 747 540 667"
Correlation
Interperson Sig. (2
al skills g 000  .000 000 000 000
tailed)
N 105 105 105 105 105 105
P =3 =3 23 ok *k
earson 802 | 506 747 1 584 701
Correlation
Salesmans Sig. (2
ip skills g .000 .000 .000 .000 .000
tailed)
N 105 105 105 105 105 105
P * * xx *
Organizatid o0 567" | 457 540 584 1 646"
Correlation
nal Sig. (2
Commitme| 9" ¢ 000,  .000 1000 1000 000
s tailed)
n
N 105 105 105 105 105 105
P * * * Kk *
Sales earson 665" | 556 667 701 646 1
Correlation
person ]
Sig. (2-
performanc| .000 .000 .000 .000 .000
tailed)
e
N 105 105 105 105 105 105

** Correlation is significant at the 0.01 leveH@led).

Appendix 1C: Salespersons’ Profile

Sex of sales person

Frequency| Percent| Valid Percentl Cumulative Percent
Male 62 59.0 59.0 59.0
Valid |Female 43 41.0 41.0 100.0
Total 105 100.0 100.0
Age of sales person
<25 years 0 0 0 6.7
25 to 35 years 59 56.2 56.2 56.2
Valid |36 to 45 Years 46 43.8 43.8 100.0
Above 45 years 0 0 0
Total 105 100.0 100.0
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Educational level of Sales person

High school completed 4 3.8 3.8 3.8
Diploma 9 8.6 8.6 12.4
Valid |Bachelor degree 76 72.4 72.4 84.8
Master degree 16 15.2 15.2 100.0
Total 105 100.0 100.0
Experience of sales person
Less than 5 year 21 20.0 20.0 20.0
5to 10 year 32 30.5 30.5 50.5
Valid |11 to 20 year 39 37.1 37.1 87.6
Above 20 years 13 12.4 12.4 100.0
Total 105 100.0 100.0

Appendix 1D:Descriptive Statistics

Statistics Technical skills

Excellent Knowledge
of product

development

Excellent Knowledge

of product benefit

Excellent Knowledge

of delivery process

Knowledge of produc

features

express oneself

general speaking

awareness and
understanding no
verbal

communication

Valid 105 105 105 105

N Missing 0 0 0 0

Mean 4.06 4.04 3.82 3.98

Statistics Marketing skKills
Have a real time informatio| Has a lot information on Well informed about
industry trends important events in our
industry

Valid 105 105 105

N Missing 0 0 0

Mean 3.68 3.69 3.80
statistics Interpersonal skills

Excellent ability to| Excellent ability in Excellent Excellent Excellent ability to

controlling and

regulating emotior

exercise influence

over others

with others
Valid 105 105 105 105 105
N Missing 0 0 0 0 0
Mean 4.07 3.97 4.08 3.80 3.75
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Statistics Salesmanship

skills

Excellent ability of building| Excellent ability in sales | Excellent ability to service
relationship with customerg presentation accounts
Valid 105 105 105
N Missing 0 0 0
Mean 4.39 4.07 4.15
Statistics Sales person performance
Excellent in generating high level o]  Very effective in exceeding sales
sales targets
Valid 105 105
N Missing 0 0
Mean 3.90 3.87
Statistics Organizational Commitments
Puts a great | Accept any typd Has values Proud to be Delighted Care about the
deal of effort | of assignment similar to associated with employed by | wealth of the
company organization | the company company
Valid 105 105 105 105 105 105
N Missing 0 0 0 0 0 0
Mean 4.16 4.04 4.12 4.37 4.27 4.27
Statistics Main variable Means
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
Technical skills 105 1.00 5.00 3.9738 .92243
Marketing skills 105 1.00 5.00 3.7206 1.03993
Interpersonal skills 105 1.20 5.00 3.9333 .84429
Salesmanship skills 105 1.33 5.00 4.2032 .80662
Organizational Commitments 105 2.00 5.00 4.2048 .73353
Sales person performance 105 1.00 5.00 3.8810 1.06636
Valid N (list wise) 105
Appendix 1E: Independent Samples T- Test
Group Statistics
Sex of sales person N Mean Std. Deviation | Std. Error Mean
Sales person performance Male 62 3.8952 1.04072 13217
Female 43 3.8605 1.11444 .16995
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Independent Samples Test

Levene's Test fo t-test for Equality of Means
Equality of
Variances
F Sig. t df Sig. Mean Std. Error | 95% Confidence
(2- | Difference | Difference | Interval of the
tailed) Difference
Lower | Upper
Equal variances
.621| .433| .163 103| .871 .03470 .21262| -.38699| .45639
Sales persor| assumed
performance| Equal variances
.161| 86.406| .872 .03470 .21530| -.39327| .46266|
not assumed
Group Statistics
Age of sales person N Mean Std. Deviation | Std. Error Mean
25 -35 years 59 3.9492 .98127 12775
Sales person performance
35 - 45 Years 46 3.7935 1.17178 17277

Independent Samples Test

Levene's Test for

t-test for Equality of Means

Equality of
Variances
F Sig. t df Sig. (2-| Mean Std. Error| 95% Confidence
tailed) | Difference| Difference| Interval of the
Difference
Lower | Upper
Equal variances
3.274 .073| .741 103 461 .15567 .21020| -.26122| .57256
Sales person | assumed
performance | Equal variances
.725| 87.391 471 .15567 .21487| -.27138 .58273
not assumed
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Appendix 1F:ANOVA

Sales person performance

95% Confidence
std. | sq. | nevalfor o |
N | Mean . Mean Minimum | Maximum
Deviation | Error
Lower | Upper
Bound | Bound
<5 years 21| 3.9524 92066 .20090 3.5333 4.3715 2.00 5.00
5-10 years 32| 3.8125 1.14828 .20299 3.3985 4.2265 1.00 5.00
10 - 20 years 39| 4.1538 .88224 .14127 3.8679 4.4398 2.00 5.00
>20 years 13| 3.1154 1.29347 .35875 2.3337 3.8970 1.00 5.00
Total 105| 3.8810 1.06636 .10407, 3.6746 4.0873 1.00 5.00
ANOVA
Sales person performance
Sum of Squares df Mean Square F Sig.
Between Groups 10.781 3 3.594 3.377 021
Within Groups 107.481 101 1.064
Total 118.262 104
Post Hoc Tests Multiple Comparisons
Dependent Variable: Sales person performance
(1) Experience of sale{ (J) Experience of sale Mean Std. Sig. 95% Confidence Interval
person person Difference | Error Lower Upper
(1-9) Bound Bound
Between 5 to 10 year .13988] .28971 .963 -.6169 .8967
<5 year Between 10 to 20 yea -.20147) .27922 .888 -.9309 .5279
Above 20 years .83700] .36405 .105 -.1140 1.7880
Less than 5 year -.13988] .28971 .963 -.8967 .6169
5-10 year Between 10 to 20 yea -.34135] .24605 .510 -.9841 .3014
Tukey HSD Above 20 years .69712] .33929 175 -.1892 1.5834
Less than 5 year 20147, .27922 .888 -.5279 .9309
10 - 20 year Between 5 to 10 year .34135] .24605 .510 -.3014 .9841
Above 20 years 1.03846| .33037 .012 .1754 1.9015]
Less than 5 year -.83700 .36405 .105 -1.7880 .1140
>20 years Between 5 to 10 year -.69712] .33929 175 -1.5834 .1892
Between 10 to 20 yea -1.03846 | .33037 .012 -1.9015 -.1754
Games- Between 5 to 10 year .13988| .28560, .961 -.6197 .8995
Howell <o years Between 10 to 20 yea -.20147| .24560 .845 -.8601 4572
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Above 20 years .83700] .41117 .209 -.3161 1.9901
Less than 5 year -.13988| .28560 .961 -.8995 .6197
5-10 years Between 10 to 20 yea -.34135] .24731 517 -.9957 .3130
Above 20 years 69712 41219  .354 -.4560 1.8502
Less than 5 year 20147, .24560 .845 -.4572 .8601
10 - 20 years Between 5 to 10 year 34135 .24731 517 -.3130 .9957
Above 20 years 1.03846 .38556|  .069 -.0655 2.1424
Less than 5 year -.83700| .41117]  .209 -1.9901 3161
> 20 years Between 5 to 10 year -.69712] .41219 .354 -1.8502 .4560
Between 10 to 20 yea -1.03846 .38556) .069 -2.1424 .0655
*. The mean difference is significant at the 0.8%el.
Appendix 1G: Hierarchical Regression Analysis
Variables Entered/Removed
Model Variables Entered Variables Remove( Method
Salesmanship skills, Marketing skills, Interperdona
1 . . . .| Enter
skills, Technical skill®
2 Organizational Commitments .| Enter
Technical skills X Organizational Commitments,
Marketing skills X Organizational Commitments
3 . . o . .| Enter
,Salesmanship skills X Organizational Commitments
Interpersonal skills X Organizational Commitments
a. Dependent Variable: Sales person performance
b. All requested variables entered.
Model Summary ©
Model| R R Adjusted| Std. Error Change Statistics
Square| R Squarg ofthe | R Square F dfl | df2 Sig. F
Estimate| Change | Change Change
1 811 .657 .644 74240 .657| 48.847 4, 100 .000
2 830 .690 674 .70967 .033| 10.626 1 99 .002
3 894 .799 .780 58272 .109] 13.200 4 95 .000

skills

a. Predictors: (Constant), Salesmanship skills kigtang skills, Interpersonal skills, Technica

b. Predictors: (Constant), Salesmanship skills Keliamg skills, Interpersonal skills, Technica
skills, Organizational Commitments

c. Predictors: (Constant), Salesmanship skills,ketang skills, Interpersonal skills, Technica
skills, Organizational Commitments, Technical sk Organizational Commitments,
Marketing skills X Organizational Commitments &ahanship skills X Organizational
Commitments, Interpersonal skills X OrganizatioBGaimmitments
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ANOVA a

Model Sum of Squares | df Mean Square F Sig.
Regression 67.219 4 16.805 32.922 .000
1 Residual 51.043 100 510
Total 118.262 104
Regression 73.168 5 14.634 32.127 .000
2 Residual 45.094 99 455
Total 118.262 104
Regression 85.959 9 9.55] 29.79;
3 Residual 32.303 95 340 .00
Total 118.262 104

a. Dependent Variable: Sales person performance

b. Predictors: (Constant), Salesmanship skills Ket@mg skills, Interpersonal skills, Technical $kil

c. Predictors: (Constant), Salesmanship skills Keii@mng skills, Interpersonal skills, Technical kil
Organizational Commitments

c. Predictors: (Constant), Salesmanship skills,Keii@ng skills, Interpersonal skills, Technical kil
Organizational Commitments, Technical skills X Qrgational Commitments, Marketing skills X

Organizational Commitments ,Salesmanship skillsrgadizational Commitments, Interpersonal ski

X Organizational Commitments
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Coefficients?®

Unstandardized | Standardized
Coefficients Coefficients ]
Model t Sig.
B Std. Beta
Error
1 | (Constant) 1.647 .324 5.087| .000
Technical skills 1.333 .184 1.289 7.621 .000
Marketing skills -.029 .074 -.027( -.0390] .697
Interpersonal skills -.793 .195 -.659 -4.073 .00(q
Salesmanship skills .144 .09¢ 136 1.45§ .14§
2 | (Constant) 1.485 .354 4.19§ .00(
Technical skills 1.327 .184 1.27¢§ 7.20¢ .00(
Marketing skills -.043 .075 -.039 -568 .571
Interpersonal skills -.804 .195 -.664 -4.12§ .00(¢
Salesmanship skills 129 .10( 122 1,295 19§
Organizational Commitments .09( .079 073 1.13( .261]
3 | (Constant) 1.45¢  .33( 4.421 .00(
Technical skills .857 2172 829 4.04§ .00(¢
Marketing skills .04] .076 .03§ 539 .591]
Interpersonal skills -.30¢ 221 -.259 -1.39§ .1645
Salesmanship skills .406 119 384 3.421 .001
Organizational Commitment -.347 133 -.281 -2.604 .01Q
Technical skills X Organizational Commitme -2.323 .614 -.907 -3.785 .00(
Interpersonal skills X Organizational
Commitment 2919 .661 .82(0 4.41¢ .00(
Marketing skills X Organizational Commitme,
213 207 .073 1.03] .305
Salesmanship skills X Organizational
Commitment .866 .283 .366 3.05§ .003

a. Dependent Variable: Sales person performance
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APPENDIX 2: Questionnaire ltems

Assessing the effect of sales skills on salesperganformance;
A case study at Ethio telecom in North West region
Bahir Dar University College of business and econoiecs Department of
Marketing management
Master of Marketing management
A Questioner to be filled by North West Region SakSupervisors

This questionnaire is intended to collect data @hess skill effect on personal selling
performance. The objective of this research isnalyze the effect of Sales Skills on Personal
Selling Performance (A Case of Ethio Telecom NMifhst Region Sales Personnel) which is
prepared in partial fulfillment of master's Degree Marketing Management. Your active
participation is very essential for the successtho$ study! Your responses will be kept
confidential. Thank you very much for your coopenatin advance!
General Guides
+ There is no need of writing your name or the nafb® sales person you are supervising
and going to rate.
+ In all cases where answer options are availablasplgut X” in the appropriate box or
bracket parallel to the questions.
+ Please think of your Sales Persons that you arergisphg currently start with the
following demographic characteristic for each atehpe try to cover all the sales persons
step by step. (Remember one questioner is onlgtéoa single Sales person in your team)

Part 1: Demographic data of sales person (use X to spegif

Sex Male |:| Female
Age: <25 years old I:I 26 to 35 years old
36-45 years old |:| above 45 years old

Education: High school completed I:l Dipm

JUUUL

Bachelor degree [ ]  Master degree
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Experience Less than 5 year |:| 5 to 10 year

11 to 20 year |:| Above 20 years

[ ]
[ ]

Part Il: Scale QuestionsPlease Score the skill and performaontgour subordinate sales person

on each statement

1 If you strongly disagree

2 If you disagree

3 If you are natural

4 If you agree

5 Strongly agree
R No Statement $e(.-5points)
A Technical skill 413 |21
1 He/she has excellent knowledge about productldewent
2 He/she has excellent knowledge of product benefi
3 He/she has excellent knowledge of delivery pssce
4 He/she has excellent knowledge of product featur
B Marketing skills 413 |2 |1
5 He/she has always real time information
6 He/she have a lot of information industry latesnds
7 He/she is well informed about important eventsuniadustry
C Interpersonal skills 413 |2 |1
8 He/she has excellent ability to express oneself
9 He/she has excellent ability in general speaking
10 He/she has excellent awareness and understandingvenbal

communication with others

11 He/she has excellent controlling and regulating temo
12 He/she has excellent ability to exercise iafiae over others
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R No Statement $e(.-5points)
D Salesmanship skills 413 |2 |1
13 He/she has excellent ability of building relatiomsWith customers.

14 He/she has excellent ability in sales presentation.

15 He/she has excellent ability to service accounts.

E Sales person performance 413 |2 |1
16 He/she is excellent in generating high level oésal

17 He/she is very effective in exceeding sales targets

F Organizational commitments 413 |2 |1
18 He/she puts a great deal effort

19 He/she accept any type of assignment.

20 He/she has values similar to company.

21 He/she is proud to be associated with organization.

22 He/she is delighted employed by the company.

23 He/she care about the wealth of the company.
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