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CHAPTER ONE
INTRODUCTION

1.1 Overview

The objective of financial service companies that provide financial service is to
maintain confidence i the financial system, financial stability, and reduction in
financial crime and securing appropriate protection for consumer (Deloitte, 2012). In
Indonesia, financial services are seen as unitary of the important economic factors.
The segment's commitiment to the national economy can be considered from different
points of view {World Bank, 2014). Therefore, financial services organizations have
to possess the ability to purposefully adapt to the changing environment and to fulfil

castomer’' s needs.

Like other economies, the life insurance market of Indonesia need turn into a standout
amongst the hottest rising business sectors in the South East Asia region, encountering
solid development to days gone by couple of a considerable length of time (Abidin,
2011; Diaelani, et al, 2011). From the 2013 statistics, which have been released by the
Indonesia Life Insurance Association {AAJ]), the sector has experienced a 21%
compounded annual growth rate in weighted new business prenium over the five-year
period from year 2009 to 2013, Ag of December 2014, there are fifly one life insurance
company registered under Asosiast Asuransi Jiwa Indonesia (A ATl the indonesia Life
Insurance Association and a total 414,395 registered life insurance agent or sales
forces working on part-time and full-time basis. There are 763 members or agents of
Million Dollar Round Table (MDRT) and with growth of 17% annually and is

predicted by 2020 the amount of life insurance sales force to veach | million (AAJL,
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2015). Because of its imperative significance to both the firm and to individual sales
forces, enhancing sales organization effectiveness is of unmistakable fascination to
both businesses and researchers. Towards this end, deals sales managers regularly
accentuate legitimately enlisting, training, and dealing with their salesforce, and the

end to finish sales objectives and performance.

This study endeavoured with uncover those paramount elements of sales organization
effectiveness in life insurance business as one of the elements to achieve company
performance. Hence, companies should ensure their sales force and sales manager to
achieve sales organization effectiveness because there are significant relationships
between sales organization effectiveness and company performance, which should be
in line with the salesforce performance (Piercy, Cravens, & Morgan, 1999; Baldauf,

Cravens, & Piercy, 2001; Grant & Cravens, 1999).

Even though, the rising number of empirical studies in sales management practices
directed to align sales organization effectiveness, salesforce performance, sales
management control strategy and salesforce characteristics have been among the most
popular universal sales strategies for expansion and growth of many organizations in
the current competitive environment (Baldauf et al., 2001; Fang, Evans, & Zou, 2005;
Grant & Cravens, 1999, 2005; Inés & Canales, 201 |; Kiister & Canales, 2011; Piercy,
Cravens, & Morgan, 1998; Piercy, Lane, & Cravens, 2002; Barker, 1997). Due to their
strategic importance, sales organization effectiveness has been attracting a great deal
of attention by both academics and practitioners especially in life insurance industry

during the last few decades.



Empirically, there have been a deployment of research conducted by many researchers
about salesforce performance {Ahmad, Sah, & Kitchen, 2010; Babakus, Cravens,
Grant, Ingram, & Laforge, 1996; Babakus, Cravens, Ingram, & Laforge, 1994; Bajari,
2006; Cross, Brashear, Rigdon, & Bellenger, 2012; Pelham, 2006; Piercy et al., 1998,
1999; Singh & Das, 2013; Yilmaz, 2602), supporting their impacts on the sales
orgamization effectiveness. While others researchers also supporting sales
management control strategy (Babakus et al., 1996; Baldauf, Cravens, & Grant, 2002,
Baldauf et al., 2001; Jackson, Hollmmann, & Gallan, 2006; Kiister & Canales, 2011,
Longino, 2007) and salesforce characteristics’ impact to the sales organization
effectiveness. (Barker, 2001; Bowers, Powers, & Spencer, 1994, Fang ¢t al., 2003)
Therefore, this study attempt to bridge the gaps by examining sales organization
effectiveness within life insurance context especially in Indonesia which happens to

be under studied.

1.2 Background of The Study

The chapter presents the background of the context of the Indonesia’s life insurance
and some information related to life insurance societies in Indonesia. A field study
will be conducted to further shed more lights on sales organization effectiveness in

Indonesia’s life insurance industry.

The great recession in 2009 has somewhat softened the growth of the financial services
business all over the world, but after that time particularly in the industrial financial
services sectors in Asia are developing drastically by various factors particularly in

banking and insurance (Jordan, 2009; Hussein, 2012). Not only in financial industry,



the rising of Asia economic like China and Japan have been moving and expanding
their business organizations to South East Asian countries such as Indonesia, Vietnam
and Thailand (Dragos, 2014; Kadomae, 2012). Financial services foreign
organizations for example bank and insurance, bring been carried some strategies
which a standout amongst the individuals were tied-ups for domestic insurance players
in place on better serve those region’s developing centre classes with inland financial

services including insurance as well as banking.

Moreover, the development of the Indonesian Life Insurance business has been
progressing rapidly over the years, It is now considered as one of the best in the
ASEAN and making Indonesia as a strong insurance development in ling with
international standards (Best’s Special Report, 2012). However, like any other country
around the world, the market share of life industry is still considered large (Global

Insurance Pools, 2014).

Meanwhile, with a population totalling around 238 million individuals in 2010 (BPS,
2010). Indonesia is the fourth largest country with regard to population size. From this
population there are around 28 million holders of life insurance policy in the country
in the end 2013 (AAJ], 2013). It will be anticipated that insurance development later
on will keep will a chance 1o be positive on Indonesia Furthermore, the available of
market share and sales opportunity is an opportunity for life insurance industries to
grow their business in Indonesia {(Djaelani et al. 2001; Mandira & Puri, 2014).
Meanwhile, rapid growth of the middle class can be an indicator of a nation's

prosperity where middle class has high purchasing power and ability fo move the



economy in the country (World Bank, 2010). Moreover, for the economic reason, this
ability can be an easy target for business especially in life insurance industry.
Inereased public awareness on life insurance is also a major factor in the rapid growth

of this industry.

In the present worldwide economy, those financial services business need been
attracting the consideration Likewise a standout amongst the fundamental contributors
of the development of the in overall economy. (Beck & Webb, 1980; Rahim, 2014;
Sen, 2008). Collectively, the outlook for Indonesian financial services such as
insurance industry remains encouraging for both life and general insurance despite
moderating economic growth. The importance of life insurance industry as one of
financial institution can be an enabler in terms of enablers of economic development
and in emerging market as well as economic output (Beck & Webb, 1980; Dragos,
2014; Lim & Haberman, 2001). Separately from this quantitative implication, the life
insurance business has likewise exhibited the capacity to make other profitable
commitments, for example, ensuring the danger of financial sector in dispersing credit
and furthermore supporting the national economy through its capacity as the group of
the community and additionally shielding the business world from disaster (Abidin,

2011: Beck & Webb, 1980).

In 2014, Investor Magazine announced that there were ten (10} best life insurance
companies in Indonesia based on net premums. Table 1.1 illustrates ten (10} best life

insurance companies in Indonesia.



Table 1.1
The Best of Life Insurance Companies in Indonesia (2014)

Net Premiums in Mio

No Company Status
2013 2012 %%

I.  PT.Prudential Life 20200222 17496672 1545 Joint
Asgsurance Venture

2. PT. Asuransi Jiwa Sinar 9,733,677 10,502,209 (7.32) Joint
Mas MSI1G Venture

3. PT. Asuransi Jiwa 8470233 8,349,766 1.44 Joint
Manulife Indonesia Venture

4. PT. Asuransi Allianz Life 8,109,360  £,033,707 094 Joimt
Indonesia Venture

5. PT. Indolite Pensiontama 6,247,978 5279001 (049}  Domestic
6. PT. Axa Mandiri Financial 6,180,976 5627857 983 Joint

Services Venture

7. PT. Asuransi liwasraya 5,674,597 5,604,877 1.24 Domestic
{Persero) (GOE)
8. PT. AIA Financial 5,494,626 4,992 997 10,05  Joint
Venture

9. PT. Asuransi Jiwa 3451625  2,552.231 35.24  Domestic

Adisarana Warnaartha
10. PT. Panin Dai-ichi Life 3,232,231 2,198,090 4705 Jont

Venture
Sum Total 76,795,525 71,637,407 7.20
Market Share (%) 73.55 71.77
Sum Total all life 104,414,486 99818,507 4.60

insurance companies

Source: Invesior {2014)

From this table, it showed and revealed that competition in the life insurance is very
stiff. From the fifty-one (51) life insurance companies in Indonesia, only ten of them
were the largest contributor to the premium. These companies are controlling the
market share of life insurance in Indonesia that amounted to 73.55% in 2013, hence,
this means that the remaining 26.46% is controlied by forty-one (41) companies.

Furthermore, these ten (10) companies are apparently controlled by a foreign joint



venture company (7) and the rest by domestic and govermment private companies
nationwide. There are two major problems faced by the life insurance industry in
Indonesia. First, the existence of more powerful and dominating foreign life insurance
company in Indonesia {Goldbank, 2014). Second, the exclusion of domestic insurers
cannot survive and compete with foreign insurance companies {Radio Republik

Indonesia, 2015).

Moreover, foreign insurance companies become more innovative with their products,
local life insurance companies tarnish the image with dilapidated governance. In 2016,
two local life insurance conipanies were declared bankrupt by the court after the panel
of judges considered the petition from the Financial Services Authority (OJK). The
two companies are PT Asuransi Jiwa Bumiasih and PT Asuransi Jiwa Nusantara
{Tirto, 2016). When the insurance company goes bankrupt, then the policyholder
becomes the most loser. The premium they pay will be forferted, claims due will not
be paid because the sale of the asset may not necessarily cover the entire debt, This
also worsened the public image and confidence in local insurance companies. In fact,
not all local companies do not perform well and this reason is generalized that all local
insurance companies are not good. This condition 1s very reasonable to frigger
customers in droves prefer foreign insurance, At least these foreign companies have a

healthy and strong financial condition so far from being bankrupt.

Thus, agency distribution channels are still dominating the premium income of life
insurance industry. Noted, of the industry's premium income in the range of Rp.

121.62 trillion in the past year, a total ot 45.4% is being sourced from the sales agency



distribution channels. While the rest comes from the marketing channels of insurance
products through cooperation with banks {bancassurance) as much as 36.6%, as well

as other alternative paths that reach up to 18% (Tribun, 2015).

For instance, Firdaus Djaelani, Chief Executive of the Financial Industry Supervision
of Non-Bank Financial Services Authority (OJK) said there are two important factors
that can support the growth of life insurance industry; first, the growth of sales force
and second, actuary (Tribun, 2015). Moreover, Hendrisman Rahim, Chairman of
Indonesia Life Insurance Association stated that yearly growth in the number of life
msurance sales forces in Indonesia is around 17% which 1s predicted to take place
untif 2020, and by the end of 2015, the number of certified sales force can grow to

500,000 people (Akademi Asuranst, 2012),

Furthermore, at least there are some challenges faced by life insurance companies in
Indonesia (Neraca, 2012; Tempo, 2014), First, the economic slowdown will reduce
the demand for the insurance market and capital market conditions and Iife insurance
still depends on the condition of capital markets. Second, the insurance company must
meet a minimum capital of Rp 100 billion by the year-end to be clustered as the
seventeenth life insurance companics. This is in line with the statement of Hendrisman
Rahim, Chamrman of AAJL (2015), which stated that due to the high interest of
investors and market a very attractive insurance, insurance companies are stilt under
the capital will scek to meet the targets set deadline. Third, the competition is stiff to
face the challenges of the Asean Economic Community (AEC) in 2015. Through a

penetration of below 5 percent, the global insurance companies will overrun the



Indonesian insurance market, Fourth, the issue of human resources is still plaguing the
industry. The stccess of insurance activity does not only rely on the insurance
information system but also on its human resources, and it i$ necessary to specialize
as a professional, 1o increase customers” trust and the agent’s integrity. Fifth, absence
of attention to the significance of protection for the group because of low level of
public background and education. Sixth, the insurance business is more concentrated
in large citics because this market is still not fully explered. This implication push life
insurance companies t© work financially and proficiently, follow new and existing
regulations and guidelines. meet focused weights, and exploit chances to develop are
all applying impressive weight on insurers. Organtzations and companies that viably

address these issues will have an upper hand over their adversaries.

From the sbove statement and data, it shows that the life insurance industry in
Indonesia is still far from ideal conditions. Foreign companies manage many of large
life insurance companies in Indonesia, and it makes domestic and government
companies cannot decently compete espectally in market share and premiums.
Therefore, 11 requires a more in-depth study to improve the performance and
effectiveness of life insurance in Indonesia, and to be able to further strengthen the
insurance life business. the researcher needs to understand the relationship between
the performance of the company, top management strategy, and to comprehend the

relanonship's quality between salespeople and sales managers.

Similarly, like other business life insurance performance depends on how they can

manage their business and human resources such as sales people, and these abilities



will be the undoubted differentiator of a company’s strength {Ho. Dubinsky, & Lim,
2012; Wileapana & Suriyo, 2006}. The quality and quantity of sales people attracted
and retained by insurers and how their abilities and ambitions are harnessed would be
the touchstone for the sales organization effectiveness in life insurance company

(Pathak & Tupathi, 2010).

In most occasion, salesforce or agents are very important people in life insurance
business, but to develop a professional salesforce team, a good strategy is required.
The strategy includes sales management, sales productivity, sales and marketing
agility, cost of sales, return on performance investment, time to market penetration,
sales training, and technology suppoit (Akotey, 2013; Negi, Jain, & Sharma, 2014;
Salleh & Razak, 2011). Nonetheless, most sales organization believes that a good

salesforce is a success key factors for company performance and effectivencss.

Undoubtedly, sales management strategies can boost sales by managing salesforee In
the right way to ¢reate more avenues for customers to become aware, aroused, and
ultimately contented with the insurance company and its product and services.
Carefully, these strategies also help sales managers, supervisors or direct managers to
deal with any sales situation {Smith & Rupp, 2003; Koh, Gammoh & Okoroafo, 2011).
Moreover, with the proper application of sales management strategies concept, life
insurance companies will be able to manage their sales organization effectiveness
better by using mternet technology such as salesforce automation (Christ & Anderson,

2011) in today competitive environment. Therefore, one of the important success

19



factors of insurance indusiry is to have an effective ssles management to achieve

marketing goals and objectives.

In addition, in term of life insurance industry, the relationship between customer and
salesforce will become more challenging and aggressive. As a result, as the number of
customer need services directly from salesforce increases, life insurance company will
have to focus more on their services and internet technology tools to manage the
critical relationship with their sales person and customer (Larpsiri & Speece, 2004;

Azila & Muhamad 2005, Gohmann et al., 2005),

It logically follows that the increment of the internet user need transformed a few
organizations with find new and essential sajes strategies. On fact, multi-channel sales
strategies utilize need turned into the tenet instead of the exemption {Sharma &
Gassenhemner, 2009). By maximizing the internet channel m the company, it is
expected to increase business potential and will certainly nnprove overall company
performance, strengthen markets and expand business into new markets w reach new
and old consumers (Geyskens et al., 2002). Similar to this fact, life insurance
companies must prepare their internet channels that dehiver easier communication and
increase communications with customers and sales people. The internet technology
also provides multiple options for insurance customers and purchasers (Sharma &
Gassenhemer, 2009). By adding internet technology. most companies hope to
increase thelr sales organization effectiveness. and at the end, thev can achieve the
company’s overall performance, consolidate existing market and expand into new

markets (Geyskens et al., 2002}, As a result, the insurer, as a financial products and

It



service provider, is heavily dependent on the customers as business partners and

market.

Nevertheless, the study of sales organization effectiveness among life insurance
industries in Indonesia is important because sales orgamzation effectiveness (sales unit
analysis within agencies and departments) is part of the company performance itself
{Ajagbe, Long, & Solomon, 2014; Akotey, 2013}, and in many instances, salesforce
automation acts as a tool to help companies achieve and maintain their sales
organization effectiveness {Baker & Delpechitre, 2013; Gohmann, Barker, Faulds, &

Guan, 2005).

Although. technology is changing the way clients draw in with companies, costumers
reviews show that personal interactions are still profoundly respected. The reasons
incorporate the mind boggling nature of insurance products and customers’ continuing
with requirement for guidance specifically from the salesforce. (Swiss Re, 2013).
Particularly, salesforce automation practice as a part of sales technology, has gradually
changed the approaches of selling and interaction with customers. Salespeople are no
more offering only a straightforward services or product. rather, they are putting forth
an important answer for client's issues. Customers are usually given information by
salespeople about what products or services are best for customers. The advancement
of communication technology provides the ability to reach customers quickly and
smoothly, this will make customers more open and quick to receive information from

salespeople. (Ko & Dennis, 2004).

12



One of the advantages from the sales force automation 1S Its capacily 0 assist
salesforce with less experience whereby, they may depend on the salesforce
automation framework to enhance their business execution by looking for learning
that will help them with their work (Ko & Dennis, 2004). In addstion, it is the best way
to facilitate building long-term relationship selling between salesforce and customer
{Baker & Delpechitre, 2013). However, there is a limited research on salesforce
automation related to life insurance industry in Indonesia at present even though
studies show that with correct and proper adopting sales technology, the life insurance
providers will be able to use thig technology as one of the company's advantage to

face the competitors.

The study context namely Indonesia, and the industry itself which is life insurance,
are suitable for this study because of the likely presence of adequate variances in all
major constiicts, including sales organization effectiveness (SOE), salesforce
performance {SFP), sales management control strategy (SMCS), salesforce
characteristics (SFC) and salesforce automation (SFA). In addition, Indonesia
provides an appropriate context for testing the potential for generalization of this
research on sales management, and the desire to provide the Indonesia life insurance
companies with geod insights into the nature and structure of the future Indonesia life
insurance business environment and insurance market especially after the full access

to ASEAN Free Trade Agreements (AFTA) in 2015,
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1.3 Problem Statement

Looking into the scenario in Indonesia, with continued favourabie growth of economy,
Indonesia life insurance alone contributes almost 61.39% or equivalent to Rp93,996
trillion of total insurance premiums. In addition, the amount of wealth in the life
Insurance company is about Rp228,79 willion or 47.5% of the total wealth of all
insurance companies in Indonesia, and it is still considered small because the number
of life insurance companies are three times greater than the amount of general

insurance (Financial, 2013).

On the other hand, the majority of developed economies and finances, expenditure on
maintain and organizing sales organization effectiveness in the form of the field
salesforce or sales unit performance is an important outlay by many insurance finms
{Engle & Barnes, 20006; Azila & Muhamad 2003). The essential of sales organization
effectiveness is underlined by 6rganizations‘ nonstop adjustments to sales organization
procedures and deals business variables, in the endeavors to enhance or safeguard
aggressiveness, and subsequently, imperative changes rises better in the today
business circumstance (Hise & Reid, 1994, Babakus et al., 1996, Piercy et al., 1999,
Kiister & Canales, 2011). Meanwhile, the life insurance organization should likewise
have the capacity to battle in worldwide business and domestic business to boost deals
association viability with various contenders like the fellow insurance firm and bank

as the accomplice, yet in the meantime as contender (Holloway & Meluta, 2014).

It has long been acknowledged that sales organization effectiveness contribute

significantly to overall organizational effectiveness (Beeler, Zablah & Johnston, 2017;
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Reid, Plank, Peterson. & Rich, 2017). The literature generally says that if sales
organization perform, orgamzation performance (e.g. revenue, output, profit) wili be
increased. Hence may studies have been conducted 1o understand isssues concerming

sales organizaation effectiveness.

Despite the growing number of empirical studies in salesforce performance, sales
management control, salesforce characteristics that influence sales organization
effectivencss (Baldauf & Cravens, 1999; Grant & Cravens, 1999; Piercy, Cravens, &
Morgan, 1999}, there Is a lack of research that systematically link the relationship
between salesforce performance, sales management control strategy, salesforce
characteristics, salesforce automation, and sales organization effectiveness
specifically life insurance industry in Indonesia. There are still gaps that are not being
well addressed by past researchers. Therefore, this study attempts to bridge the gaps

by examining sales organization effectiveness within the local business context.

Previous studies highlight the importance of salesforce in life insurance industry as a
company to describe sales organization effectiveness that 1s in line with company
organization effectivencss (Baldauf et al.,, 2001). Furthermore, previous studiss in
Indonesia lite insurance have only focused on salesforce performance (Bajari, 2000;
Kusumawati, 2004). financial performance/risk based capital (Damandarl, 2004;
Karunigwati, 2006}, salestorce motivation (Indrawan & Nurkhayati, 2011; Madya,
200%; Yulinda & Harlyanti, 2009). Therefore, the study of sales manager as well as
sales unit analysis in life insurance could provide an empirical evidence of how life

insurance companies can increase their sales organization effectiveness 1e
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profitability, sales volume, objective and exceeding sales targets (Piercy et al., [999)
to enhance their reputation, brand image and company performance. The study of sales
organization performance in Indonesia also can provide different perspective on how
salesforce and sales manager passionate and enthusiasm to do their task and
responsibility to increase company performance. Moreover, sales manager are
concerned with the sales team and customer relationship building activities of the

salesforee as well as the sales organization effectiveness.

The present study is conducted on the premise of agency theory and contingency
theory. Agency Theory (Eisenhardt, 1985, 1989) underlines the arrangement of
ohjectives and targets amongst principals and agent. In the context of sales, agency
theory addresses the 1ssue of how the sales manager {the principal) can gauge, screen,
and assess the salesforce's (the agent's) schedules to guarantee that hierarchical
objectives are satisfied. Accordingly, the sales manager is confronted with an
uncertain circumstance in the matter of how the salesforce will for sure contribute that
additional time. Considering this objective incongruence, the agency theory is to
decide the ideal intends to decrease the instability (from misaligned objectives) and
goarantee that the requirements of both capacities are met. A few cases from the sales
and management research represent how agency theory can be utilized to helps
managers in choosing ideal sales performance estimation and assessnient strategies to

decrease wstability.

Furthermore, in the literature of contingency theory, it has been widely argued that

organizational effectiveness could be improved if there is an effective alignment of
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the key organizational variables (Naman & Slevin, 1993). According to the
contingency theory, the relationship between two variables is contingent or depends
on the level of a third variable. Therefore, it was highly suggested that introducing a
moderator variable into the relationship between two variables may permit more
specific understanding and prevent misleading conclusions regarding the contingency
relationships. To better understand the inconsistent findings regarding the
refationships betwecn organizational stratcgics and organizational performanee,
contingency theory had a primary contribution to the development of management

sciences { Venkatraman, 19389).

This study investigates problem from a multidimensional perspective that explains the
mmpacts of several factors on sales organization effectiveness. The research problems

could be view in the following statements:

Firstly, previous study of salesforce performance, sales management control strategy,
and salesforce characteristics aimed to stimulate evidence being practiced by life
insurance organizations. For an example, the quantitative study of Piercy, Cravens and
Morgan (1999} and Baldauf and Cravens (2002) did not mention clearly which
companies became their unit analysis. Another studied done by Longino (2007) auned
to investigate pharmaceutical salesforce on how their sales organization effectiveness
and efTectiveness, this is research also consistent with another research (John, Francis,
& Chukwu, 2012 Ryerson, 2008; Sahoo, Routray, & Dash, 2014: Umar, 2010} So
far, the majority literature on sales management and sales organization effectiveness

has focused on manufacturing industry (Mallin and DelVicchio, 2008; Senecal,

17



Pullins, and Buehrer, 2007; Oliver and Anderson, 1994), These studies also did not
further extend on salesforce performance, salesforce characteristics and sales
management control strategy practices and processes influence the sales organization
effectiveness or describing how this performance can be used in other industries i.e,
financial services. Such situation highlights the limitation on empirical evidence that
finds sales management strategies and sales organization effectiveness able to
measured life insurance sales organization effectivencss (Negi, Jain, & Sharma, 2014).
The result of these studies, however, still need to be developed further, and different
terminology as well as construct had been put forward to understand the relationship
in life insurance context. For an example, the research findings of some researches
{Abed & Haghighi, 2009; Inés & Canales, 2011; Prercy et al.. 1999; Dong and Dennis,
2004; Ahearne et al.. 2004) that there is an effect of salesperson automation on the
performance of salespeople.) suggest that this research will add to the treasures of

knowledge and pave the way for further research.

Secondly, studies directed to understand the effect of salesforce performance, sales
management conirol strategy, salesforce characteristics on sales organization
effectiveness mosily done at salesforce level (Piercy et al., 1999; Ryerson, 2008), sales
manager (Baldauf & Cravens, 2002; Sahoo & Jena, 2012} and top sales management
level {(John et al.. 2012). This is still called for discussion which part of level in
companies becomes an important key in life insurance industries. Hence, the present
researcher decides to examine sales manager as the unit of analysis because sales
manager acts as the organizational link between the top management and sales people.

In other word, sales manager is in direct supervisor with salesforce, noticed with

i8



satespeopie performance and sales organization effectiveness, but alse with salesforce
actions and personality (Baldauf, Cravens, & Piercy, 2001). Hence, study that directed
to sales managers’ perception on their direct salesforce of how salesforce performance.
sales management control strategy and salesforce characteristics practices would

influence sales organization effectiveness.

Thirdly, review of the literature review indicated that there are few studies tries to link
the relationship between salesforce performance, sales management control strategy,
salesforce characteristics on sales organization effectiveness in Indonesia perspective.
Most studies mainly conducted in the United States of America, Austria, United
Kingdom, and Australia (Baldauf et al., 2001; Grant & Cravens, 2003; Piercy,
Cravens, & Morgan, 1999; Piercy, Cravens, Morgan, et al.. 1998) and none of these

researches discussed about life insurance.

Fourthly, sales organization effectiveness are relatively under studied in term of life
insurance industry. Measure of sales arganization effectiveness was first introduced
by Walker et al. (1979) and Cravens et al. (1993). This is followed by Babakus et al.
{1996} who extend the measure of sales organization effectiveness in many different
industries but excluded the fiancial services industry. Furthermore, the recent
findings of Baldauf, Cravens, and Piercy (2001) added more dimensions namely
satisfaction with sales people is based on sales manager how their measure and
valuation fo get new customers, sales of average salespeople, retain old customers and
increase sales turnover. Hence, previous researches suggested that the sales

organization effectiveness measures nead to be tested in other industnies and country
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to increase the dominance of the construct (Baldauf, Cravens, & Grant, 2002; Baldauf
& Cravens, 2002; Brown, 2014; Inés & Canales, 2011; Kister & Canales, 2008,

Rajagopal & Rajagopal, 2008).

Finally, to remain competitive, the business has highlighted that the insurance sales
people should be more focus on using internet technology as well as salesforce
automation in order to improve customer satisfaction in life insurance term (Larpsiri
& Speece, 2000; Wileapana & Suriyo, 2006). Thus, one way 18 to serve customer
better. By using internet technology such as salesforce automation, salesforce will
concentration on serving products and selling bestowing to the needs of the customers
and providing outstanding after-sales service {Gohmann et al., 2005; Keillor, Bashaw,
& Pettijohn, 1997; Mallin & DelVecchio, 2008; Parthasarathy & Sohi, 1997). On the
other hand, there are limited studies that investigate the role of salesforce automation
in moderating the relationship between sales organization effectiveness, sales
management control, salesforce characteristics and sales organization effectiveness
(Baldauf & Cravens, 2002; Piercy ¢t al., 1999), particularly in the context of life
insurance. Therefore, this gap must be filled, especially given that salesforce
automation as a ftool for salesforce and sales manager, which effect to sales
organization effectiveness. In most situation, salesforce automation can help expand
our understanding of the importance of salesforce performance, sales management
control and salesforce characteristics in the implementation of procedures to increase

sales organization effectiveness.
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Sales management theory development in insurance industry has been somewhat
limited and often relies on the application of traditional sales models used in financial
services businesses. Researcher consider how salesforce automation factors moderate
the relationship between salesforce performance, sales management control,
salesforce characteristics and sales organization effectiveness. These situational
factors have not been considered much in past research, and hence, provide new
possibilitics for cxamining salcs organizationeffectivencss and as such the
introduction sales force automation as a moderator is one of the main contributions of

this study. The details of possible moderators will be detailed in chapter two.

Thus, the major purpose of this study is to bridge these gaps in the literature by
examining the effect of interaction between salesforce performance, sales
management control strategy, salesforce characteristics and salesforce automation on
the life insurance sales organization effectiveness. Moreover, investigating these
relationships is more interesting In a context of sales management strategy and
competitive advantage between companies with the same core business. The
importance made by this study on the effect of salesforce automation as moderator
was in line with the grounds of the agency theory and contingency theory and guided
by the comparison model that highlight the fit between strategy and organization

environment as the key success factor.

To summarize. the research seeks to examine and address, the factors that relationship

between salesforce performance, sales management control strategy, salesforce
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characteristics, salesforce automation and sales organization effectiveness so that the

organization can further realize the important of sales management practices.

1.4 Research Questions

Based on the problem statement, the research seeks to answer the following questions:

1.

Does salesforce performance has a relationship with sales organization

effectiveness?

Does sales management control strategy has a relationship with sales

organization effectiveness?

Does salesforce characteristics has a relationship with sales organization

effectiveness?

Does salesforce automation moderates the relationship between salesforce
performance, sales management control strategy, salesforce characteristics and

sales organization effectiveness

1.5 Research Objectives

Based on the aforementioned research questions, the study is devoted to achieve the

following major research objectives:

To exanune the relationship between salesforce performance and sales
organization effectiveness.
To examine the relationship between sales management control strategy and

sales organization effectiveness.
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3. To examine the relationship between salesforce charactenistics and sales
organization effectiveness.

4. To examine the moderating effects of salesforce automation on the relationship
between salesforce performance, sales management control strategy,

salesforce characteristics and sales organization effectiveness.

1.6 Definitions of Terms

Some essential terms appearing frequently in this study are summarily defined as

follows:

*

Sales organization effectiveness - Sales organization effectiveness has been
defined differently by many researchers. For the objective of this study, it is found
appropriate 1o follow the definition provided by {C{évms et al., 1993; Babakus et
al. 1996,

Salesforce performance - Salesforce performance (SFP) concept is defined by
Babakus et al. (1994) to be the atiributes and characteristics that can be described
as salestorce performance. Similarly, it is defined by Spire and Weitz (1990) 1o be
adaptive selling and team work that lead to new entry. Salesforce performance is
defined as partners the idea of execution to every salesforce's individual work and
the idea of viability to the association internationally, or the business unit
(Behrman & Perreault, 1992; Cravens et al., 1993; Spire & Weitz, 1990; Joln &
Weitz, 1989; Babakus et al., 1996).

Sales management control strategy - In the literature of sales management control

strategy, there are many and various definitions for SMCS {Babakus, Cravens,



Johnston, & Moncrief, 1999; Baldauf et al., 2002; Piercy et al., 1999). Recently,
Cravens et al. {1993) defined sales management contral strategy as a tool to
evaluate, direct, monitor and as a tool to provide work compensation to employees.

o Salesforce characteristics - It is defined by Anderson and Oliver {1987) to be main
practiced behaviour-related characteristics of the salespeople include attitude,
motivation and the salesperson’s strategic behaviour or approach.

e Salesforce automation - has been defined by Venkatesh and Davis (2000) and
Moore Benbasat (1991) to be the application of information technology to fortify

the sales function.

1.7 Significance of the Research

This study is essential from the theoretical and practical standpoint of various factors
affecting sales organization effectiveness. This study alse has significance w©
salesforce management practitioners who are responsible for sales productivity and
market penetration in their sales organizations. It examined salesforce management
factors issues, such as salesforce performance, sales management control strategy,
sales person characteristics, sales organization effectiveness and the moderating effect
of salesforce automation, The results that will be reported in this research may be
useful to both managers and academics in Indonesia, by contributing relevant
empirical about sales organization effectiveness in hfe Insurance industry in

Indonesia.
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1.7.1 Theoritical Persfective

This research utilized the agency theory and contingency theory to examine the level
of the influence of the salesforce management factors on sales organization
effectiveness and how salesforce automation moderate relation between it. The better
salesforce and sales manager must be in place in order to achieve better sales
organization effectiveness (Grant & Cravens, 1999) and technology must first be
utihzed via the orpanizational need (Cardinali, Gregori, & Palanga, 2014). Piercy,
Cravens and Morgan (1999) recommended that future appraisal of offers association
viability and sales representatives execution ought to incorporate clear impression of
the effect and part of sales organization issues. Moreover, the conspicuousness of field
sales business enthralling a constructive part in checking, coordinating, assessing and
compensating sales representatives from one perspective that assist sales people with

performing and glowing.

Moreover, from the point of salespeople and agency theory may be able to increase
the independence of salespeople. Experienced salespeople in the industry will have
the same mission with the company as they have specialized. Previous research in the
same field shows experienced salespeople tend to focus on the pursuit of results
(Challagalla et al., 2000). To be honest, managers motivate salespeople who only learn
from the (inexperienced) theory to focus on results as experienced salespeople do
{Kohli et al.. 1998). Regardless of the focus on practice or outcome, salespeople have
a tendency 10 have a better morale when they have control over the information used
1o make choices and also control over the completion of those choices (Brashear et al.,

2005). Both agency theory and research recommends to see the relationship between
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salespeople in translating sales manager strategies. Researchers believe that this is
another attempt to test this theory about the life insurance industry of Indonesia with
a specific final goal 1o demonstrate the fairness and generalization of the theory. This
study is very important for acadernics because it provides the nght information about

Iife insurance in Indonesia.

1.7.2 Managerial Persfective

This research is aimed at the measuring of influence of salesforce management on
sales organization effectiveness. Therefore, this study will provide a platform for a life
msurance industry to be more focus on sales manager. It is also important to
investigate the growth of financial indusuy in Indonesia. This information will
provide the sales managers with some msight and knowledge 1n developing their
management and relationship capabilities in managing sales people activity that is in

the area where they should invest and put more resources.

This study attempts to fill the aforementioned gaps in the literature. Further, since the
majority of existing studies have concentrated on manufacturing sector, this study
extends the existing research on sales management factors (e.g. financial services)
especially on life insurance companies in Indonesia. In addition, this study may
provide basic data for {uture studies and stimulate further research on how to advance
sales management factors in financial services. It is also generates a new framework
and hypotheses for further research on this topic. Moreover, the findings of the study
could provide CEQ/Sales Manager/Agency Manager/Unit Manager in life insurance

companies the insight into the rmportance of salesforce management to their firms.
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For life insurance industries in Indonesia, there is no literature or study made to look
at the factors in salesforce performance, sales management control strategy, salesforce
characteristics, and salesforce automation if these factors having relationship to
increase sales organization effectiveness, It is found that no research was done to life
insurance industries in Indonesia pertaining to salesforce management, sales
organization effectiveness and salesforce automation even though billion of Rupiah
has been invested to internet technology but it also decrease company cost operational
{Sharia, 2015). As such, this research will enrich literature on life insurance salesforce
management in Indonesia, Asia and the world by examine factors that affect sales
organization effectiveness and show the salesforce management and salesforce
automation is made and evaluated. This is also to ensure salesforce automation is
applicable in life insurance. More importantly, it will help to life insurance industries

to improve their sales organization effectiveness as well as profit.

1.8 Scope and Limitation of Situdy

The essential poal of this study is to find and answer the research questions and
perform the research objectives. Precautionary measure have been taken to guarantee
the research is composed and did to accomplish these commitments. In any case.
limitation prerequisite to be acknowledged which does dedicate straight to the
research's validity, First of all. this study is lmited 1o Jakarta, Bandung, Semarang,
Yogyakarta and Surabaya city because most of the life insurances companies
registered with AAJL are operating in this cities. Secondly, respondent are sales

managers from three life insurance companies consist of PT. Asuransi Jiwa Tugu
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Mandizi, PT. Bringin Jiwa Sejahtera, and PT. BN Life Insurance. Finally, a couple
factors, examine the moderating effect of salesforce automation on the relationship
between salesforce performance, sales management control strategy, salesforce
characteristics and sales organization effectiveness. In addition to that, this study has
employed the quantitative cross-sectional research design in which the guestionnaire
is the msin tool for data cellection. The data will be collect through self-administration

approach considering the life insurance sales manager as the unit of analysis.

1.9 Organization of Chapters

This thesis embraces of five chapters. The first chapter delivers overview,
introduction, and background of the study, issues and challenge, the problem
statement, research questions, research objectives, definitions of terms, significance

of research, scope and limitation of study.

The second part accentuations on a review of current literature identified with
variables considered in this study including the concept of salesforce performance,
sales management control strategy, salesforce characteristics, sales organization

effectiveness, and salesforce automation.

The third chapter discusses research nethodology. This includes framework
implemented and hypotheses generated for this research, research design, population
and sampling. data collection, operation definitions, measurement of variables,
measurement strument scale, pilot test and techmque for data analysis utilized for

derivation of this review are clarified toward the end of this chapter..
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The fourth chapter is devoted to the findings of this study. The profiles of respondents,
descriptive analyses, goodness of measures and the result of hypotheses testing are

presented. At the end of this chapter, a summary of result is presented.

The fifth chapter is a summary of research findings. The significance findings and
their theoretical and practical implications are also discussed. Assumption, limitation,

and recommendations for future research complete the last chapter of this chapter.

1.10 Summary

This chapter is designed to provide a foundation upon which the whole study 1s based.
It seeks determinant factors of salesforce automation and sales organization
effectiveness. The general objective of the chapter is to provide the basis for evaluation
of these aspects in order to arrive at scholarly conclusions and accordingly make
recommendation for the improvement dealing with opportunity in Indonesian life
insurance. The chapter outlines the background of the study, discusses the problem
statement, present the research objectives which are divided into general and specific,
provides the research questions as a direction of the research, offers the significance
of the research, discusses the imitations of the research and defines the key terms used
in study. The chapter is centered upon providing the groundwork for the investigation
of the salesforce management strategies, Specialtly, it was designed (o be an initial step
into study of the relationship sales management factors, salesforce automation and

sales organization effectiveness in life insurance industry,
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CHAPTER TWO
LITERATURE REVIEW

2.0 Introduction

The purpose of this chapter is to review the literature, identify previous conceptual
and empirical work that could provide sclid basis to undertake the study. Cresswell
{2002} stated that conducting a literature review for a study is essential as the
researcher could tell if there is a need to research or if there is any existing research
that has been done on the same topic. It also demonstrates the ability of researcher to
identify, select, and scrutinize information relevant to the chosen topic in order to

apply it correctly to explore and address the topic for achieving a better understanding.

This chapter provides reviews the development of hife insurance in Indonesia, the past
literature in the fields of sales organization effectiveness (SOE), salesforce
performance (SFP), sales management control strategy (SMCS), and salesforce
characteristics. 1t also provides an investigation of the states of the salesforce
performance practices, sales management control strategy and salesforce
characteristics in the Indonesian Life Insurance Industry. Beside that it will also
introduce salesforce performance (SFA) as moderating variables on the relationship
between salestorce performance (SFP), sales management control strategy (SMCS),
salesforce characteristics {SFC) and the sales organization effectiveness. In addition
to that. this chapter discusses the underpinning theory covering the variables of the

study. At the end of this chapter, the theoretical framework of the study was reported.
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Moreover, this chapter provided reasonable reasoning of the hypotheses developed

based on a comprehensive review of the previous relevant literature

2.1 Life Insurance Industry in Indonesia

Insurance is the upshot of man’s frequent search for security measure and [earn ways
and means connected with enhancing to hardships coming out of disaster. Insurance
can be described as any social system to reduce or maybe eliminate chance to life and
even property. It is appropriately characterized as a social device for limiting risk by
consolidating an adequate number of introduction units to make their individual
lossses by and large unsurprising, the anticipated loss is then shared relatively by all
these in the blend {Mehr, Cammack, & Rose, 1985). There are actually two types
regarding insurance, general insurance and life insurance. Life insurance plan 1s a
option to meet the eventualities of actual death along with economic loss of life. In
case of hasty death belonging to the assured the main proceeds of your policy usually
are paid towards beneficiaries as well as annuities secure the confident against global
financial death if he lives to much time to arrange intended for his essential. Whereas
general insurance deals with the disclosure of risks of property and goods. Thus life
insurance is a contract for payment of a sum of money to the persen assured on the

happening of the event insured against (Sajid & Mohhmad, 2007).

The particular origins regarding insurance may be traced towards Babylonia in which
traders have been encouraged in order to assume the chance of the carvan trade via
loans that have been paid solely after the commodities had got here safely a new

practice hke bottamry in addition to given lawful force inside code for Hammurabi (C.
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2100.B.C). While using growth of places and buy and sell in Europe the middle ages
guilds started to protect their whole members out of loss by simply fire and even ship
mess and to produce decent funeral and help 1 sickness together with poverty. By
middle belonging to the 14th one hundred year as denoted by the starting known
msurance protection contract {Genoa 1347), maritime insurance was initially
practically simple among the ocean going nations with Europe. Working in London
Loyd's Caffeinc House (1688) was an area where dealers. ship kecpers and
underwriters met that will transact online business. By the end from the 18th one
hundred year, Llovd’s have progressed as one of primary modern insurance carriers.
In 1693, the astronomers Edmony Halley constructed the very first moriality kitchen
table, based on the data laws regarding mortality in addition to compound fascination.
The meal table constructed back in 1736 simply by Joseph Dodson made 1t attzinable
to level the insurance rate rate 5o that you can age, recently the rate was the same for

all those ages.

Insurance developed instantly with the regarding British buy and sell and trade in the
seventeenth and eighteenth centuries. Before formation regarding msurance
companies devoted precisely 10 the enterprise of composing insurance, cover were
authorized by an amount of people each of who seem to writing the name as well as
the amount of associated risk he was should underneath the insurance plan proposal,

hence the term underwriter,

The very first joint stock options company to have interaction in insurance plan was

established simply by charter in Britain in 1720 and in 1735. The first insurance broker
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in the National colonies begun at Charleston. Later, South Carolina Fire lnsurance
cover Corporation created in New York in 1787. The Presbyterian Synod with
Philadelphia started out in 1759, This was the very first life insurance partnership in
America, for any benefit of Presbyterian ministers and the dependents. Following
1840, with all the decline of spiritual prejudice from this practice, life coverage entered

a new boom time. In the 1830s the perform of classifying risk set about.

The main Workmen's Pay Act about 1897 for Britain requested employers so that
employers can insure their valuable employees with industrial accidents, public risk
msurance, adopted by regulation made her appearance while in the 1880s it again

accomplished leading importance when using the advent of own vehicle.

According to Fuad (1997) historically the oldest national or domestic life insurance
company in Indonesia was established at the beginning of 1912, and later in this
company known as Bumiputera 1912 that up unti] present. Another life insurance
company that was established in Indonesia was NILLMII that was abbreviated from
Nederlandsch Indische Lijfrente Levens verzekering Maat-schappij. This company
was established by the Dutch and it stimulated the estabiishment of Bumiputera 1912,
because the founders of this national life insurance company felt that had

responsibility to improve the wealth of nation, especially Indonesian teachers,

Since the sixteenth century untit 1945, Indonesia was in colonial domination,
therefore, the development of al] aspects including life insurance were very slowly or

on advancement at all. During more than three centuries, Indonesia was under the
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colomial domination of Dutch nation, hence, up to 1960 the life insurance industry in
Indonesia was managed based on the Dutch life insurance operation system. Mr.
Soekarno and Mr. Moh Hatta who were then recognized as the first President and Vice
President of the Republic of Indonesia declared the Indonesia independent at August
17, 1945, Since that time the government started to manage and develop all aspects of
the nation defense. Life insurance can be considered as one of economic life aspects,
and hence, it s relevant for us to discuss about lifc the hfe insurance business

development in Indonesia.

Modemization of the life insurance business in Indonesia was started just about ten
years after the declaration of independence. In 1955, Bumiputera 1912 scholar to
United States of America and Japan to study the life insurance science. They were sent
to learn various aspect of the life insurance science and management, especially
actuarial science and its application in real life business. It can be recorded as the
historical milestone to life insurance business development in Indonesia. In decade of
nineteen sixties, the life insurance industry in this country was started to be managed

more conceptually and professionally.

In the decade of nineteen seventies, several iife insurance companies tried to
modernize their management by improving their capabilities. They also started to
build computer installation around the year of 1972, These companies started to utilize
their compulers by computerizing the process of policy holders™ data and the main

objective of the modernization carried-out was to improve customer service quality by
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speeding up the process of submittng policies to the policy holder. By providing better

service to the customers, they expected o get better result.

In 1986, The Insurance Council of Indonesia (Dewan Asuransi Indonesia) established
an organization named AAMALI (Assosiasi Ahli Manajemen Asuranst Indonesia} or
association of the insurance management expert of Indonesia. Further, this
organization is also known as The Indonesia Insurance Institute. This organization was
aimed to improve the qualification standard possessed by all individuals working for
insurance industry, inchuding life and non-life insurance companies, and insurance
brokers. In running its function, this organization conducts examinations twice a year
(life) and four time times a vear (non-life) for individuals who want to get professional
degrees, those are AAALT (Ajun Ahli Asuransi Indonesia Jiwa), AALI (Ahli Asuransi
Indonesia Hwa), AAAIK (Ajun Ahli Asuransi Indonesia Kerugian), and AAIK (Ahli
Asuransi Indonesia Kerugian). AAAILl and AAAIK are professional degrees that are
equivalent to associate in life insurgnce and associate in non-life insurance

respectively,

Early 1992, the Ministry'f.}f Finance of the Republic of Indonesia issued a new
government decree in insurance business acknowledged as Law No.2/1992. This
decree was aimed to regulate the insurance business practice in Indonesia. After this
decree was declared, the number of life insurance companies in Indonesia increase
significantly, especially joint venture life insurance companies. According to the
report issued by the Insurance Council of Indonesia recently, at the beginning of 1996

the number of life insurance companies operating in Indonesia that are registered as
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the members of the council are 56 companies and almost 30% of those companies are

joint venture companies.

Nowadays, the insurance system in Indonesia consists of Financial Services Authority
or Otoritas Jasa Keuangan that is the government authority for financial services in
Indonesia, general insurance and life insurance. In Indonesia, life insurance and
general insurance systems coincide and operate in similar. The insurance organisation
is the main ¢lement of the financial system, accounting for about 52 percent of the

total assets of the financial system (OJK report, 2015).

As noted in previous chapter insurance sector in Indonesia has undergone tremendous
change especially after 2008 Asian financial crisis. The important of unite the
insurance business was clear amid the Asian financial catastrophe that slam into the
locale which has uncovered the poweriessness of the small insurance company and the
requirement for these institution to keep up a high level of capital (Holloway & Mehta,

2014

As a member of ASEAN Free Trade Agreement, Indonesia had to liberalize domestic
general insurance as well as life insurance sector by removing a number of barriers
iike equity ownership and to allow a greater number of foreign-owned insurances to
operate and directly compete with existing domestic-owned insurances {Infobank,
2013y Until Janvary 2015 there are 51 hLife insurance companies in the industry

operating. {See Table 2.1 below):
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Table 2.1
Number of Life Insurance in Indonesia

Na  Companies Name

Website

I.  AceLife Assurance www.acelife.co.id

2. Adisarana Wanaartha www wanaarthalife.com
3. AlA Financial {(d/h AIG Life) www.aia-financial.co.id
4.  Allianz Life Indonesia www . allianz.co.id

5. Aviva Indonesia www aviva.co.id

8. Avrist Assurance www . avrist.com

7. AXA Financial Indonesia www.axa-financial co.id
8. AXA Life Indonesia www zaxa-life co.id

9.  AXA Mandiri Financial Services www_axa-mandiri.co.id
10. Bakrie Life

11. BNILife Insurance www bni-life co.id

12. Bringin Jiwa Sgjahtera www.bringinlife.co.id
13. Bumiputera 1912 www.bumiputera.com
14, Central Asia Financial www.caf coid

15, Central Asia Raya www.car.co.id

16. Cigna www.cigna.co.id

17, CIMB Sun Life www cimbsunhfe.co.id
18. Commonwealth Life www commlbife.co.id

19, Equity Life Indonesia www.equity.co.id

20. Financial Wiramitra Danadvaksa www. fwd co.id

21. G enerali Indonesia www.generah.co.id

22, Great Eastern Life Indonesia www lifeisgreat.co.id
23, Hanwa Life Insurance Indonesia www. hanwhalife.com
24. Heksa Eka Life Insurance (HELI) www.heksalife.com

25, Indolife Penstontama www.indolife.biz

26. Indosurya Sukses www.indosuryalife.co.id
27. InHealth Indonesia www.inhealth.co.id

28. liwasrava www_jiwasraya.coad
29, Kresna Life www kresnalife.co.id
30. Manulife Indonesia www.manulife-indonesia.com
31. Maskapai Reasuransi Indonesia WWww.marein-re.com

32, Mega Indonesia www.ajmi.co.id

33, MNC Life Assurance www.mnelife.com

34. Panin Dai-Ichi Life www paninlife.co.id

35. Pasaraya Life www.pasarayalife.co.id
36. Prudential Life Assurance www prudential.co.id
37. Reasuransi International Indonesia www reindoe.co.id

38. Reasuransi Nasional Indonesia www.nasionalre.co.id
39. Recapital www relife.co.id

40. Reliance Indonesia www reliance-insurance.com
41. Sequis Financial www.sequisfinancial.com
42. Sequis Life www.seguislife.com
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No  Companies Name Website

43, Sinarmas MSIG www.sinarmasmsiglife.co.id
44, Sun Life Financial Indonesia www sunlife.co.id
45, Syariah Alamin www.alamin-insurance.com
46. Syariah Amanahjiwa Giri Artha www amanahgitha.com
47. Takaful Keluarga www . takaful.com
48, Tokio Marine Life Insurance . T .
) www.tokiomarine-life.co.id
Indonesia
49, Tugu Mandiri : www_ tugumandiri.com
50. Tugu Reasuransi Indonesia www_ tugu-re.com
51. Zunich Topas Life www zurich.co.1d

(Source: Indonesia Life Insurance Associption, 2015)

From Table 2.1, there were fifty-one life insurance companies of which most of those
companies are owned by foreign investors. This 18 based on Indonesia Government
Regulation (Bapepamlk) (2008) that foreign companies could have maximum 80%
share in the company. In Indonesia life insurance there are four type of company

insurance based on ownership {See Table 2.2 below).

Table 2.2

Types of Life Insurance Institutions in Indonesia
Types Definition
Government-owned Insurance is owned largely or even 100% by the
insurance Indonesian government
National Insurance This insurance is its shareholding fully owned by
Private Owned national private
Insurance Owned Such companies are operating in Indonesia is simply a
Foreign Company branch and its ownership was 80% owned by foreign

parties.

Mixed-Owned Insurance is owned by a mix of private national and
Insurance foreign parties

(Sowrce; Indonesia Life Insurance Association, 20135)
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Life insurance companies engage in an important part in the Indonesia economy for
two main reasons, first it provides a big source of economical intermediation and
secondly, it valuables checkable first deposit Habilities defend the bulk of the main
nation’s capital stock (Deloitte, 2012; Holloway & Mehta, 2014). The life insurance
system works an important purpose in the economy through channeling money from
individuals who have excess cash to those who had productive demands for those

capital (Djaclani ¢t al., 2011).

The environment in which the life insurance companies operate 18 often complex and
changes rapidly. The emergence of new technology (internet technology) and the ever-
changing and sophisticated needs of the customer have intensified the already highly
competitive market. Life insurance companies are not only locked in fierce
competition among themselves but also with other financial institutions offering
similar products and services, Life insurance customers overly have become much
more educated, more beneficial informed plus more internalized. Since Indonesian
financial system becomes an increasing number of knowledge based mostly, the
demand regarding high quality offerings expands using increases within customers’

purchasing power {Christ & Anderson, 2011).

There are a number of changing environmental forces that offer both opportunities and
threats to the life insurance business (Pricewaterhouse Coopers. 2G12; Insurance

Joumnal, 2003

s  The general market for life insurance is expanding in developing markets and

diminishing in the created world, especially in the Europe and US,
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Life insurance businesses are swinging to cutting edge examination and outer
wellsprings of information from buys, social media and other computerized
mtends to comprehend clienis better,

Advancements in innovation and technology are enabling new players to enter
the market with new plans of action that have a lower cost structure and
inmovation in protection industry is enhancing to the point that paperless
exchanges are accessible.

The ability to cross sell financial services is barely being tapped.
Responsibility for retirement arranging and subordinate advantages has the
danger of being pushed from governments and businesses to individual buyers.
Increasing costs and lower overall revenues will hit hard on the littler
organizations and msurance agencies.

The expanding expense and requirement for protection may hit a point where

a backfire will happen.

Furthermore, most of the life insurance companies have extensive branch networks

and sales agencies, even in rural areas. The rapid expansion of this branch network

and sales agencies was largely attributed to the policy of the Otoritas Jasa Kenangan,

which legislated the approval of setting-up of new branch and sales agencies offices

as a means 10 reinforce its effort to foster the development of insurance office (OJK,

2015}, Most of these sales agencies are managed by well-qualified and expenienced

personnel, and equipped with the latest technology and best human resources. The

human resources, especially the agency managers themseives, play a major part in the

decision-making process for most of the sales activities and as a representative brand
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of life insurance companies. They often have manages the relationship between the
msurance orgamzation and the sales people that sell and service the insurance products
straight with the clients and customers. Thus, life insurance companies are well placed
to extend their activities as sales agency networks have now expanded to provide

customers need (Indonesia Government Regulation, 2008)

Although, the study on life insurance in salesforce and sales manager level has all the
earmarks of being restricted, regardless of its significance for the life insurance
business as the entirety. As expressed before, the attention on assets for operations at

the business office is a key to achievement for some of life insurance companies.

The following sections discuss the sales organization effectiveness and the predictive
variables salesforce performance, sales management control strategy and salestorce
characteristics. Salesforce automation is discusses as the moderating variable between
salesforce performance, sales management contro! strategy, salesforce charactenstics
and sales organization effectiveness. Subsequently the theoretical framework of this

research is formed.

2.2 Sales Organization Effectiveness

In the global context, the competition among companies has been significantly
increasing in quantity and guality. However, the new cohort of sales person and
customer has become very critical about the quality of products and services. One of
the most essential issues in sales management and personal selling s the measurement
of sales organization effectiveness, Sales organization effectiveness is often define as

the quantity and quality of sales closed in a specific time period,
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Furthermore, the literature provides several perspectives on evaluating sales
performance. Anderson and Oliver (1987) conceptualized sales performance as the
evaluation of salespeople based on what they do (i.e. sales behaviours) as well as what
produce (i.e. sales outcomes). In other hand, there are similar meaning among sales
performance, marketing performance and sales organization effectiveness. The
similarity among sales performance, marketing performance and sales organization
effcctivencss has been broadly recognized in the literaturc (Baldauf, Cravens, &
Piercy, 2001; Ingram, LaForge, Avila, Jr., & Williams, 2006; Piercy, 2010, Asiegbu,
et al., 2011). Sales organizational effectiveness and sales performance are related but

conceptually different (Piercy, 2010).

Sales organization effectiveness has been characterized as a rundown examination of
overall organizational results (Churchill et al., 1985), which may identify with the
whole sales organization, or a organization subset, for example, an area, locale, region
or client set. Total sales volume is the most ordinarily utilized measure of sales
organization effectiveness. All things being equal, to get over the restrictions of sales
volume assessments of viability, for example sales volume "purchased" by return of
asset, residual income, large reductions may be unprofitable, assessments of costs and
profit contribution. These reviews have been utilized by a few experts and business
organization (Dubinsky & Bairy, 1982; Jackson, Keith & Schlacter, 1983; Cron &
Levy, 1987; Motris et al., 1991; Ingram & La Forge. 1992 Churchill, Ford & Walker,

1993).
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Sales orgamization effectiveness 1s a rundown assessment of overall organization
issues {e.g., market share, revenue, profitability, customer satisfaction). in this
occurrence at the level of the business gathering or unit for which the manager is in
control (Johnston & Marshall, 2003). The outcomes accomplished by the busginess unit
in respect to organization objectives and the contention will be an over the top worry
for the managers in sales department. salesforce performance and sales organization
cffectivencss are rclated yot thoughtfully particular builds. Sales organization
effectiveness will be dictated by a blend of components, for example, the aptitudes
and activities of sales manager and salesforce, additionally other skills and ecological

variables, for example, strength of rivalry and potential market (Walker et al., 1979).

The distinction between sales performance and organization effectiveness has
obtained substantial empirical support, thinking over the finding that variations in
sales organization effectiveness are explained by alterations in environmental factors
(e.g., rivalry) and organizational components (e.g., promotional invest, brand strength)
as well as by salesforce factors, On that stage is significant exact and theoretical
support for anticipating that there will be a constructive connection between sales
organization effectiveness and salesforee performance (Piercy et al, 1999, Grant &

Cravens, 1996; Cravens et al., 1993).

Sales organization effectiveness in term of company performance has concerned much
consideration in a few years. Literatures have recogmzed that sales organizational
etfectiveness in company is critical to the success of any business organization (Inés

& Canales, 2011; Piercy et al, 1999; Rajagopal & Rajagopal, 2008). The major
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concem is derived from the generally accepted viewpoint that for a business to be
successful and to stay profitable it must be able to manage their sales performance

{John et al., 2012; Le, Piercy, & Meunier-fitzhugh, 2007).

There are many definitions to seek sales organization effectiveness. A popular
definition of sales organization effectiveness can measure from financial and non-
financial aspect. Effectiveness is behaviour evaluated in conditions of its contributions
to the goals and aims of the organization (Johnston & Marshall, 2003; Dalrymple et

al., 2004, Fenwick & Amine, [979).

In the writing of sales studies, a lot of consideration has been paid to look at the
determinants of the sales orpanization effectiveness. That is a result of the significance
of the subject in mirroring the pathway of improvement for orgamzation's execution,
and due to the ramifications of these work on competitiveness of companies and sales

effectiveness.

Essentially, it has been well recognized in the management literature that the sales
organization effectiveness is believed to one of the most important constructs in the
arena of strategic marketing and sales studies (Falshaw et al., 2006; Slater, Olson, &
Wiley. 2000). Thus. over the last few decades. both practitioners and faculty members
led a significant total of research study on sales performance seeking to understand
the antecedents, processes. and other factors that can enhance the sales outcomes
(Baldauf & Cravens, 2002). Additionally, this bulk of study was driven by the useful

importance of the sales organizstion effectiveness concept that comes from the top
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Tevel leader in sales organization who they are, always concerned about the long ferm
success and competitiveness of their organizations {Rajagopal & Rajagopal, 2008). In
other way, sales organization concept that comes from middle management such as
sales manager to measure their sales unit analysis performance (Piercy, Cravens, &

Lane, 2003; Zalloceo et al., 2009)

Generally, commonly, financial measure such as profit continue and saies volume o
be most crucial sales organization effectiveness metrics (Kokkinaki & Ambler, 1999,
Clark, 2000). Several research have recommended that firms sales growth and balance
profitability {Mckee et al., 198%; Narver & Slater, 1990), and other have considercd

market share as a determine of companies's performance (Jaworski & Kohli, 1993).

In Addition, Wang et al. (2004} applied indicators sales volume and market share.
O'Sullivan and Abela {2007) conducted research on the performance measurement
capabilities of sales and company performance and marketing performance using

sales, market share and profitability.

Additionally, for measuring sales organization effectiveness, three basic dimensions
were largely employed in previous studies {Gray, Matear, Bosheft, & Matheson, 199%;
Reid, 2005). These types of three dimensions consist of first, brand strength-related
performance exammnation of comparative brand awareness, capability to control
premium prices, and degree of beneficial channel support. Second, sales-related

performance assessment of sales income, entire profitability, sales growth and market
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share and the last one is customer satisfaction related performance relative customer

satisfaction and level of customer brand loyalty.

Morecver, the primay focus of sales organization in the financial service sector is to
provide customers with services and products that meet their needs and satisty their
desires {Azila & Muhamad, 2005). Therefore, many researchers have extended their
works to explore the determinants of effective performance in the financial service
sector. Meanwhile, Kuster and Canales (2011) proposed and defined sales
organization effectiveness is a total evaluation of the result obtained by the
organization, or by a team of salesforce who make contributions their person
accomplishments. Generally used financial indicators are market share or contribution
to profit and turnover {ingram et al, 1997; Jackson et al., 1995). Furthermore to
financial indicators, some other performance indicators should also be viewed as

related fo customer full satisfaction.

The conceptual common sense fundamental the sales organization effectiveness
construct is that it is established by the sales management, the efforts and skills of
salespeople and other organizational factors, and environmental factors for example
market prospective and the strength of competition (Walker et al., 1979). Usefulness
dimension has been a main issue in sales and 1s still a vital concern in numerous

companies, supporting one of the study prionties during the last several years.

Likewise, interest is largely based on the assumption of increased marketing

accountability that will certainty strengthen the company's performance as well as
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increase the credibility of marketing and this is highly relevant in the decline of the

economic cycle, (Gama, 2011).

There are many definitions to seek sales organization effectiveness. A popular
definition of sales organization effectiveness can measure from financial and non-
financial aspect. Ambler and Kokkinaki (2002) definition of sales organization
effectiveness is measured attitudes, including the measurements of ingenuity,
shopper/end-client and conduct, coordinate/exchange client, focused market {those in
respect to a contender or the entire market) and financial. It subsequently concentrates
exclusively on the vields, discarding different components in the execution chain.
Furthermore, consistent with Ambler et al (2004), this is an overhaul of the model of
Ambler and Kokkinaki {2002), incleding inputs marketing activities), middle of the
road measures of memory (e.g. awareness and satisfaction), behaviours, competitive
measures and financial outcomes. It unequivocally considers marketing inputs, vet

overlooks the conditions/essentials prompting those information sources.

While the financial performance of an organization has a primary importance in
measuring the success of profit-based organizations, non-financial performance has a
growing importance in measuring public and service organizations (Kaplan & Norton,

2000)

This study, subsequently, utilized non-budgetary execution or perceptual measures to
gauge the hierarchical adequacy because of the accompanying material suspicions.

One presumption is that, the perceptual measures are steady and do not shift essentially
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from the target measures and, subsequently, can gauge a similar level of performance.
There are many definitions to seek sales organization effectiveness. Furthermore, a
popular definition of sales organization effectiveness can measure from financial and
non-financial aspect. Grant and Cravens (1999) definition of sales performance is
measures sales volume, market share, customer retention and new customers.
Meanwhile in other research by Baldauf and Cravens (2002} stated sales organization
effectivencss constructs has focuscd on unit yields such as market sharc, total sales

volume, profitability, return asset and other relevant outcomes.

Life insurance companies provide one of a kind financial services to the development
and improvement of each economy. Such particular financial services extend from the
endorsing of dangers inalienable in [inancial elements and the assembly of substantial

measure of assets through premivms for long haul investments (Akotey, 2013}

In effect, financial institutions, life insurance companies in particular, are in the heart
of the economy of any nation adjusting for the requirements of different parts. Along
these Iines, a lot of consideration has been paid by professionals and scholastics to
look at the elements that may influence sales perforamance and increment the key
focused positions in life insurance company. {Lim & Haberman, 2001, Hu, Zhang,

Hu, & Zhu, 2009).

Moreover, Lorson and Wagner (2012) developed insurance performance i Germany,
They defined, and there were total return, acquisition cost, company rating, solvency

level, company status, customer satisfaction, brand awareness, product rating, and
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price. A study was carried out by Cheng (2014) to investigate relationship between
sales training, job embeddedness, sales performance and turnover of top five life
insurance companies in Taiwan. Questionnaires were distributed to 405 salesperson
were various part provinces. The result revealed that performance at the top or bottom
of a conditional distribution for sales performance is improved by the acquisition of
more licenses {qualifications) salesperson while performance at the middle of the
distribution appears not to benefit from extra certifications, other things being held

equal.

Moreover, a study conduct by Akotey (2013) used a review of main ten life insurance
in Ghana, expected to examine concentrate the real determinants of the productivity
of the life coverage industry of Ghana. The review hikewise looks at the relationship
among the three measures of back up plans’ benehit, which are speculation wage,
endorsing benefit and the in general (aggregate) net benefit utilizing yearly money
related articulations of ten life coverage organizations covering a time of 11 years
(2000-2010). The result showed indicate that whereas gross written premiums have a
positive relationship with insurers” sales profitability, its relationship with investment
income is a negative one. Moreover, the outcomes affirmed that life insurance
organizations have been running into sizeable gvaranteeing misformnes because of
overtrading and cost undermining. The outcomes additionally uncovered a setting-off
instead of a reciprocal connection between guarantecing benefit and venture wage

towards the amphification of the aggregate productivity of life insurance firms.
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In addition, Natarajan (2013) conducted a study that examined determinants for
evaluating life insurance companies of India. The result of this study showed the
performance of the ¢ntity, the three basic diagnostic tools referred to Peter Drucker
concept namely competence, productivity and allocation was taken as the base in terms
of performance, productivity and investment. The result showed key determinants
sourced from the balance sheets and the annual reports of Insurance Regulatory and
Development Authority of India, the solc governing body of Insurance. The
determinants identified are listed on the basis of three categorics as performance,

productivity and investment portfolio.

Foong and Idris (2012} inspected the impact of use on financial performance of general
insurance associations in Malaysia, and explore whether the use execution relationship
is an element of or dependent upon the degree of item expansion. An airangement of
inquiries was spread to 94 general insurance associations in Malaysia. The discoveries
uncovered use is adversely connected with sales organization effectiveness. Be that as
it may, there is a critical association impact amongst use and item differing qualities
on organization performance. The discoverng demonstrates that use could be
important or unsafe 1o the money related execution of general insurance firms, subject
to the degree of service variety or the extent of product of the organization. Some other
study by Ansah-Adu, Andoh and Abor (2012) assessed the efficiency of insurance
companies in Ghana, this survey found that greater average productivity scores for life
msurance business than nonlife insurance finms, the authors mentioned thatthe drive
for market share, firm size and the ratio of equity to overall investedresources are

essential determinants of an insurance firmy’s effectiveness.
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Moreover, Piercy et al. (2004) prove that management control is a pertinent indicator
of effectiveness and performance and, shockingly, impetus pay has no impact on
salesforce performance. According to Baldauf et al. (2001), field sales manager are
more unwavering to the salesforce than other staff. Salesforce have a key impact in

the achievement of sales teamwork and performance of sales team.

Granting to the literature, it appears that many factors effects on life Insurance
performance, but a good deal of the literature did not mention clearly about the sales
organization performiance or sales organization performance on life insurance
societies. Therefore, the current study s a part of this study as an attenipt to discover
the main determinant factors that influence sales organization effectiveness of life

insurance n the Indonesia perspective.

Thus, in this work, the perceptual measure of sales organization effectiveness in
Indonesia life insurance will be used to gather the information connected to the overall
sales execution. A figure of sales organization effectiveness aspects that have been
brought up in previous literature are discussed more elaborately in subsequent issues
to enhance the importance of each factor to the life insurance sales effectiveness, each

factor discussed as follows,

2.2.1 Sales Volume
Sales people have a number of responsibilities to accomplish during the completion
of their tasks. However, the one which resonates most with sales persons is in regards

to sales effectiveness, which is frequently identified and related with sales volume or



output (Brown & Peterson, 1993). Overall sales volume is the most frequently used
determine of sales organization effectiveness, but examination of expenses, revenue
contribution, refurn on assets managed, and residual earnings research have been used

by some companies and scientists (Babakus, et al., 1996).

Fang, Evans and Zou (2005) showed a review to decide the directing impact of
objective setting qualities on the business control systems—job execution relationship
in China. This review gives imperative ramifications to managers. For the most part,
this review uncovers that when chiefs utilize contral frameworks, they ought to
consider the ramifications of proper objective setting strategies and their execution
targets. The review found that profit and salesinen’s sales volume are the essential

worries of sales managers.

Moreover, Ondieki et al. (2014) examined the influence of direct selling strategy on
sales volume by commercial banks in Kenya. It was conducted 130 sales manager
from different industries. The findings shown that all banks in Kenya take part in direct
offering exercises as a method for expanding sales volume without much respect o
customner maintenance, The banks' engagement in direct sales gave careful
consideration to customer loyalty. It implies the foundation of a powerful direct sales

approach that guarantees a fruitful customer maintenance execution program.

2.2.2 Market Share
Magnusson, Westjohn, and Boggs's (2009) findings support a significant relationship

between early section and meore prominent pieces of the overall industry for 379
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backups of multi-national publicizing offices in creating markets. As a rule, every one
of these reviews have discovered support for the constructive outcome of passage

timing oh market share as a pointer of sales performance.

For instance, Foong and ldris (2012} completed an exploration to make sense of the
effect of leverage on the financial performance of general insurance organizations in
Malaysia, and investigate whether the use execution relationship is a perform of or
reliant on the level of item enhancement. The sample comprised of the entire populace
of allowed general Insurance agencies performing amid the day and age from 2006 to
2009 in Malaysia. A sum of 94 discoveries were inspected, It 1s found that impact is
contrarily conpected with firm execution. All things being equal, there is a critical
association impact amongst use and item differences on business execution. The
finding demonstrates that use could be invaluable or harming to the money related
execution of general insurance agencies, dependent upon the degree of item
assortment of the organization. This study found that the general insurance factors in

Malaysia 1s highly fregmented and inarket competition is intense.

Previous study has reported relationship between market share and financial
performance. Akotey (2013) found that market share have significant positive impacts
on insurers” financial performance. This research also uncovered a setting-off instead
than a complementary relationship between underwriting profit and investment
income in the direction of the growth of the overall profitability of life msuranc

companies,
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In other study, Baldauf, Cravens, and Piercy (2005) reviewed previous emparical
studies and concluded that a consensus existed that behaviour controls had a positive
influence on salespersons” attitudes, behaviours, and performance, as well as on sales

organization effectiveness (sales revenue, market shares, profitability, customer).

2.2.3 Profitability

Profitability of an insurance company is definitely vitally based mostly on it has the
performing in addition to financial actions. Operating action involves comprehensive
operations, providing new insurance policies and offering current dental policies.
Financial pastime consists of purchase the policies’ premiums. The income from
performing activities origimate from the change between full cost of insurance
coverage and Insurance revenue and as well operations, although the profits by
financial exercises originate from difference concerning real expenditure profits along

with the returns a certain amount to the plans.

Greene and Segal (2004) studied that the effect of inefliciency on profitability is
statistically and economically significant and there was no association between
profitability and organizational form. In other study, Pelham (2000) looked into causal
human relationships between product sales management applications designed o
develop customer associations by resolving customer issues and marketing firm
overall performance. This research condueted among sales manager and asked them
about company profitability. The result indicated there were strong influence of sales

training and post-sales training leaming on company profitability.



The study by Foster and Gupta (1997} of the association between satisfaction measures”
for individual customers of a beverage wholesale distributor and its current or future
customer profitability also found positive, nepative, or insignificant relations
depending upon the questions included in the satisfaction measures or model

specification (levels or percentage changes).

Moreover, Chidambaran et al. (1997) and Shiu {2004) conducted separate studies into
the economic performance of the US property-liability insurance industry and UK
general insurance industry, respectively. The analysis of Chidambaran et al. revealed
that the ratio of concentration and the share of direct underwriters are both significant
determinants of insurers’” financial pertormance.Onhis part Shiu revealed that
liquidity, unexpected inftlation, interest rate level and underwriting profits were

statistically significant determinants of the insurers” performance.

Hrechaniuk et al. (2007} examined the financial performance of insurance companies
in Spain, Lithuania and Ukraine. Their results showed a strong correlation between
insurers’ financial performance and the growth of the written insurance premiums.
Pervan and Pavic (2010) and Curak et al, {2011} investigated into the impacts of firm-
specific, industry-specific and macroeconomic variables on the financial performance
of the Croatian non-life and composite insurance companies, respectively. The results
of Pervan and Pavic revealed an inverse and significant influence of ownership,
expense ratio and inflation on profitability. In lending support to the findings of Pervan
and Pavic (2010) and Curak et al. {2011) indicated that size, underwriting risk,

inflation and equity returns have significant association with composite insurers’



financial performance. In Poland, a panel study of 25 non-life insurance companies by
Kozak {2011) revealed that the value of gross premiums is positive and a significant

parameter of the profitability and efficiency of insurance companies.

2.2.4 Custemer Satisfaction

Previous research has prescribed that sales organization is gotten from costumer
satisfaction and that the change of customer satisfaction is essential for business
association. While looking over drivers of consumer loyalty in a business-to-business
setting, two different sorts of drivers of customer satisfaction can be perceived:
components that impact customners particularly and components that impact salesforce

and thus impact customer satisfaction.

Evanschitzky, Sharma and Prykop (2012} led a review 1o analyze the effect of sales
representatives’ fulfillment, versatile offering, and strength on consumer loyalty. The
members of study product involves 188 clients notwithstanding 18 workforce in
American. The records discovered which will clients' appraisal of program quality,
item or adiministration quality, notwithstanding esteem impact consumer loyalty, The
correct examination on the offering association’s worker review demonstrates that
versatile offering alongside representative accomplishiment emphatically impacts
consumer loyalty, when predominance is positively contrarily connected to customer
satisfaction. Customer fulfillment is viewed as any essential relating to setting up
broad, productive the relations amongst big business and purchaser, and clients contact

workforce are venture to sustaining this one of a kind relationship.
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Meanwhile, in other study, Pedro and Martin (2014) in a study analysed the influence
of adaptive selling as perceived by customers, on customer satisfaction. This study
found indicate that percerved adaptive selling significantly increases customer
satisfaction with the salesforce, satisfaction with the customer and loyalty to the
customer while controlling for length of the buyer-seller relationship. In addition,
these effects are stronger when the contact person at the buying company 1s the general
manager as opposed to the sales manager. Similarly, Shapire and Gomicz (2014)
examined the linkages between customer satisfaction and sales performance among
wineries in New York. Responses from 457 visitors were collected from nine wineries
and it found five principal drivers of customer satisfaction: ambience, tasting protocol,
service. retail execution, and tasting experience. As expected, customer satisfaction
significantly influences purchase intentions, the amount of doilars spent and quantity

purchased.

2.3 Salesforce Performance

Business organizations realize that the execution of salesforce is firmly fixing to how
hard and how keen they function. Salesforce miotivation i1s thought to be a main
consideration that pushes execution. While this standard way of thinking about
exceution bodes well. the discoveries from a large number of organizations with field
sales organization give a convincing base of support for the position that sales

management can improve salesforce performance,

Furthermore, Walker, Churchill and Ford (1977) recommended that the sales

performance associated with an unique salesman counted about determination, skills
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and purpose perceptions. Sales agents need to be capable to estimation the amount
time period to shell out on which jobs in order to achieve overall performance and
compensate. Thus, achievenient seems to count on self-esteem, their awareness of
functionality, knowing on the business conditions, task-specific understanding and

exact role belief (understanding what is necessary from the work).

Furthermore, sales managers recognize that a excessive salespeople will rise the
overall usefulness of the revenue sales organization. Supervision salespeople
functionality should also understand and separate the existence of dimensions, such as
existing prospective market share, in which impact on dealer final result total sales
performance, but rest outside the handle of the specific salesperson (Churchill et al.,
1993). Both significances are extremely vital to knowing sales performance drivers

and thus to choosing ideal sales management control actions.

Moreover, Salesforce performance described as assessment of the habits of the
salesperson (i.e. the tasks taking in effort while doing work), since behaviour leads to
the fulfillment of the organization’s goals (Churchill et al., 1993). However, the
following study continue with the Anderson and Oliver (1987) conceptualization, with
suggesting it is potentially informative to evaluate salesman performance in the what
they do (e. g. sales planning) as well as outcomes (e. g. sales results) that happen to be
attributed to these people. This enjoy of efficiency suggests that sales people
performance are usually studied equally as behaviour performance so when outcome
efficiency (Behrman & Perreault, 1982; Anderson & Oliver, 1987; Cravens et al.,

1993; Oliver & Anderson, 1994; Challagalla & Shervani, 1996). This aspect of
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effectiveness is concerned with all the various competencies and skills that are vital
that vou fulfilling the responsihilities of the sales work., This may involve such
conducts as: adaptable selling, teamwork, sales presentations, sales planning, and sales
support aclivities. As a nile, sales supervision has structured performance analysis on

the sales results of sales people (outcome performance).

However, there are several signs the approach to overall performance evaluation is
definitely changing, in particular as sales and profits strategies additional and more
rely on team-oriented selling and also building involving long-term user relationships
(Corcoran et al., 1995). For example, Morris et al. {199]) discovered that when sales
managers were requested to price the importance of a number of behaviour as well as
outcome-based overall performance factors, these people ranked just about all the
behaviour-based factors greater than conventional e¢nd result factors such as sales,

internet profi, and also new accounts.

It appears that while sales manager keep on keeping rating for the most part using sales
outcomes, they do distinguish the significance of the constituents of salesforce conduct
that prompl those business comes about. The result outcome execution measurements
are comprised of the results inferable from the real sales representative, like the
traditional steps of sales, market share, new accounts, and alongside ditferent
outcomes linished. Customer satisfaction alongside gainfulness activities are
additionally utilized by administrations to gauge salesman proficiency (Zhang & Pan,

2009).



The original sales management measures, are widely-used regardless of the
complicating factor from the limmited stage to which some sort of period’s solutions
can be validly linked to a new salesperson’s capabilities, efforts and even effectiveness
in that same time period. So that company can non-controlled factors for example
organizational together with environmental affects (e.g. strong company/brand image
as well as increased competition), or the lagged effects of hard work and enables in
sooner periods (Ryans & Weinberg, 1987). The salesforce performance variables that
are performed by a company towards the salesforce and sales manager enhancement

ardd well-being in the firm can influence sales organization effectiveness.

2.3.1 Technical Knowledge

Technical knowledge performance describes behaviour regarding salespeople
throughout providing advice about the design in addition to speciiication of products
and the services and performs of products plus services. As well the use of
technological knowledge with manifested within behaviour and keep abreast along
with the technological progress product together with services (Behrman & Perreault,
1982). Moreover, technical knowledge describes salespersons competencies in
delivering information about model and requirements of products as well as the
applications in addition to functions regarding both services and products.
Furthermore salesforce possess knowledge about the industry and trends in most cases
such as potential customers, markets together with products: competitors” products,

companies, sales packages; knowledpe of competitors” product lines. in addition to
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knowledge of client operations (Behrman & Perreault, 1982, Baldauf & Cravens,

2002; Futrell, 2011).

A possible weakness belonging to the environmental design is that the merchant is
required to sell off the full amount of the company’'s products. They can be very
different technically and sell right number of various markets. In this situation it can
be unreasonable that is expected the salesforce to have the needed depth involving
technical awareness for each solution and be familiar with the full-range of

opportunity applications within just each marketplace (lobber, 2009).

The sales person’s conduct execufion gives a progression of steps which are
straightforwardly or by implication identified with income and which more often than
not contribute together to the accomplishiments of individual objective and the
objectives of the business they enhance (Churchifl et al., 2000). Such conduct
incorporate particular learning of numerous or arrangements, adjustment to have the
capacity to sales strategies, cooperation capacity, errand arranging, performing deals
choice meetings and , the follow-up of the prospective emplovee meet-ups {John &

Weitz, 1989; Spiro & Weitz, 1990; Cravens et al., 1993; Oliver & Anderson, 1994).

Sales organizations have to highlight output and customer services by utilizing
proficient salesforce who are delicate to the requirements of their customer. Salesforce
who are teaming up with their customer to plan integrative, win-win arrangements
{Dion & Banting, 1988), who are touchy to the necessities of their clients and have

specialized fitness are probably going to be more effective vet require preparing to
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accomplish it. Along these lines, the business delegate can invest more energy keeping
up and requesting accounts and less time securing specialized learning. Afier the
transaction, salesforce may make visit follow-up visits to guarantee the product or
services i1s working appropriately and may even help prepare customer'employees to
work and keep up new equipment. Also, instruction and preparing ought to enhance
sajesforce’ firm-particular sbilities, which are eccentric information aboul an
association's relational connections or corporate culture (Johnson & Bhawadwaj,

2005).

Numerous studies have been camied out to show the relation between technical
knowledge and sales organization effectiveness. Ahmad, Sah and Kitchent (2010},
conducted a study in Malaysia, examine relationship between sales skills and
salesperson performance in Malaysia Telecommunication Company. It was conducted
among 114 decision marker and majority of them were manager (50%). The results of
study indicate there were no relation between technical knowledge and sales
organization effectiveness. This was an unexpected finding in light of the volume of
previous evidence supporting that techmical skills influence sales organization
effectiveness (Cravens et al, 1993; Grants & Cravens, 1999; Baldauf et al., 2001;
Katsikan & Skarmeas, 2003}. Nonetheless. this finding 1s consistent with Piercy et al.,
(1997), Barker (1999) and Aheame and Schillewaert (2000) who established that high

technical skills Jevels possessed by salespersons.

Ntavi. Munene and Evaa (2010) which examined the salesforce behaviour

performance with commercial providers using a phenomenological approach
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conducted a similar study in Uganda. An example of seventy-five accounts partnership
managers right from 15 industrial banks was initially selected. The actual findings
show you that qualifications factors presented vicarious payoff behaviours when
indirect consequences reinforced communal skills that had been necessary for selling

bank services.

2.3.2 Adaptive Sclling

Adaptive selling 1s crucial because it reveals the amount of selection a sales people
within engaging, The idea of adaptable selling has become conceptually put together
by Weitz {1981) and Weitz et al. {1986). A singular case regarding selling
adaptiveness would be to utilize unigue sales and profits presentation from each
customer, exactly where adaptiveness are not present when salespeople utilize the

same display for all customers.

Weitz et al. (1986} argued that if sales people can gather data to develop customized
approvals to customers, and get used to that assignment in the light-weight of customer
sentiments, they are more inclined to succeed . Numerous examinations since right
now have strengthened this one of a kind discovering, Park and Holloway (2003)
exactly who found the way that versatile offering conduct had a critical useful impact
upon custonter conservation, opportunity modification, sales sound level, piece of the
overall industry and even gainfulness. These discovered which learning area was too

connected © high profitability.
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Additionally, Reid et al. {1997) held an extensive investigation study of business
buyers™ appraisal of sales behaviours, involved with 568 people of the Nationalized
Association of buying Management in the United States. They identified that
salesforces needed to enhance their understanding of ¢lient needs plus ability to
establish value by utilizing their products/services to the consumers operations and

also processes.

Finally, nuinerous other studies have more specified focus. For instance, Trawick et
al. (1991} describe customer dislike to purchasing from dishonest salespeople. In
addition, Roman and Ruiz (2005) found in which recognitions for moral income
behaviour increased customer satisfaction notwithstanding sense of duty regarding
company sales representative and the sales organization. Inside a different
investigation, Roman et al. (2003} found of which poor being mindful abilities
contrarily influence sales representatives execution, and that commission in view of

sales volume adversely impacts business people's listening conduct.

2.3.3 Team Work

Pertinent research considers have focused (Churchill et al., 1985; Taylor & Woodside,
1982: Weitz et al.. 1986) nature, for example, period, inspiration, sexual orientation
choice, statistic parallels between businessperson and clients, social capabilities and
mastery, for example, oral and nonverbal correspondence. general adaptability,
cordiality, cooperaticn; and such experienced abilities and furthermore aptitudes
basically in light of the fact that monetary data and thing information, and furthermore

adjustment with piiching sort to customers’ needs (Spiro & Weitz, 1990),
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Sales managers as leaders in the sales process must be able 1o work within the group;
But for some reason, the group cannot work well in pushing their units to create
customer satisfaction. Organizations are increasingly aware of the benefits of working
in groups and working together that will promote a high level of efficiency and quality
than individuals working individually. Clearly, organizations want to capitalize on
irdividuals who are able to promote falent, similar 1o depictions, presentations and
combinations, recognition and thought as well in collaboration and communication

skills, {Johlke, 2006).

According t© Buckman (2006} the next factors can lead to employee improved
productivity: commitment, reputation and regard, growth, participative decision
making as well as teamwork. Nelson (2006) exemplified that unhappy employees are
much {ess commmitied to business and it will impact their overall performance and the
efficiency of the company. Bagozzi (1980) highlighted which empirical analysis does
not completely endorse organization among work performance and also job fulfillment
and group commitment. Additionally, it does not display if functionality promotes

career satisfaction or even job pleasure promotes effectiveness.

In the meantime, Kini and Hobson (2002) explained in which content practices focus
on the particular discovery involving significant interior factors and the priority n
individuals; the process possibilitics are concerned together with psychosomatic
procedures and strain on the functioning of an individual’s judgment affected person.
There is a solid Jink between job full satisfaction and course of action and articles

motivation notions. The content hypotheses are usually used in combination with work
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total satistaction than practice theories connected with motivation. De Silva (1998)
conclusions showed this various agencies try to boost their performance by earnings

increase, as well it also inspire employees in addition to increase efficiency.

Overall performance related spend is lower within the nations that result in a exercise
of specific mutual investing and excellent union thickness. (}n‘;ar and Ogenyi (2006)
observed that not every demographic factors choose satisfaction within employees
however extra variants in income increases fulfilment. Therefore, probably the most
useful strategy to promote pay out satisfaction may be the introduction associated with

performance associated pay structure.

2.3.4 Sales Presentation

Additionally, sales professionals expend time and effort in direction of improving
income presentation techniques because they be expecting that more noteworthy
ability will most likely prompt fortify sales viability because sales people who are
extensively more talented on finishing gross sales presentation assignments are
probably going to do at a more fabulous range, this study concentrates on benefits
presentation capacities ought to therefore give an impressively better comprehension

notwithstanding clarification associated with salesman performance (Johlke, 2006).

Moreover, recognizing the significance of sales presentation capacities, Marshall et al.
(2003) assembled with positioned sales manager thoughts of being fruitful
components this add to sales people work adequacy. They article that experts feel that

about six particular gross sales presentation capacity: prospecting, listening, adaptive
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selling, negotiating, handling objection and sales closing (in descending request for
perceived sigmificance) are profoundly basic that salesperson operation. Furthermore,
Moncriet {1986) experienced that implementing sales appearance skills is certainly
broadly suitable and unvarying across business, products, as well as sales occasions,
while together salespeople (Chonko et al., 1992} and also sales operators (Peterson
and Smith, 1995) report of which sales concept skills attained for revenue

achicvement.

Additionally, personal selling refers to the introduction of goods prior to potential
buvers together with persuading them how to purchase the idea. It involves face-to-
face interaction as well as physical confirmation of the merchandise 0 be acquired.
The objective is not only just to will sell the product to vour person and also to make
him/her an everlasting customer {Jobber & Geotf, 2000). As outlined by Kotler and
Armstrong (1996), direct sales can be a form of personalized selling mainly because
it involves typically the presentation of products and companies before the buyers and

persuasive or beckoning them to get the products or services.

Moreover, Cravens et al. (1993} focus on performance outcomes, examining these in
more detail than is done here. They find that behaviour-based sales forces perform
better in terms of expense control and presentation planning, which paraliels our
findings at the individual level, However, this research also examine and find support
for a greater range of performance effects. particularly with respect to how effectively

the sales force uses inputs. They find no direct effect of supervisory style on the more
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outcome-oriented performance measures {financial effectiveness and achieving the

firm's sales objectives), though they do detect indirect effects.

2.3.5 Sales Planning

Sales planning is ofien a critical undertaking for a sales person. Salespeople usually
are confronted with quite a few challenges together with an important pastime is 10
synthesize a wide range of facts to reduce concern. Salespeople have got to plan sales
calls, gross sales tactics along with the coverage in their assigned areas to better gain

their sales goal, as well as contribute to the sales organization effectiveness.

Ingram and LaForge (1992} advised that the business and the sales managers need to
develop a full understanding of the exact sales exercise to enable them to control
properly the salespeople. Then a sales method is identified, which mcludes the
definition of relationship strategies, or perhaps what amount of relationship will
probably be pursued from the salespeople with various clients as well as a channel
tactic which ineans the main multiple route choice, Sales organization jobs are relevant
to sales company topics as well as the sales force improvement and way to the issues
on human resource in sales. Finally, the actual determination involving sales force
efficiency and performance relates to the process of requirement estimation, sample
determination, sales and profits budgets and also evaluation treatments. This is also a
diverse and complete principle with further aspects in companison with Churchill et
al. (2000}, since it containg the definition connected with relationship methods and the

numerous channel management.
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Dalrymple and Cron ¢1995) model using the first three sieps made up of business,
marketing, and sales planning as the conventional marketing organizing literature
indicates. The sales plan is made up first of marketplace access, concept of client
human relationships and functional budget after which by sales team organization,
place design, demand estimation, subjects on human resource and targeting. Then
these types of plans will certainly lead to outcomes on revenue, profits as well as
consumer fulfillment. The sales cvaluation is completed followed by the actual
feedback supplied to reactivate the process. Fromi all frameworks, this really is maybe

probably the most swraightforward one.

2.3.6 Sales Support

In their roles, salespeople must interact with a variety of constituents, many of whom
are ltkely to hold positions and expectations that differ from those of the salesperson.
When the disagreement between expectations oceurs, role conflict can result (Chonko
& Burnett, 1983). Moreover, Rigopoulou et al. {2008} investigated the effect of after-
sales services on customers” satisfaction as well as on their bebavioural intentions in
Greece. This research found that after-sales service quality affects satisfaction, which
in turn affects behavioural intentions. this research using path analysis and involved

420 respondent but this study restricted the geographical area.

Furthermonre. several studies investigated in the many years the increasing considered
importance of after sales service from a simple functional and supporting role to an
important enabler of company profit and performance (Cohen & Whang, 1997) or

customer loyalty driven strategies {Cooper, 1995; Ehinlanwo & Zairi, 1996; Seuring
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& Goldbach, 2002). Cavalieri et al. (2006} identified four alternatives after sales
strategic profiles of companies operating in the business (o consumer scenario ie.

product support, cash generator, brand fostering and business development.

Hence, after-sales services affect the overall offering and thus, the quality of the
relationship with customers while organizations make use of considerable efforts
communicating on their customers with regards to creating price, building
responsibility, understanding together with satisfying customer’s needs. all these goals
is going unmet with out in the accessory of the essential boundary spanners, the sales
agent. Salespeople assist; deliver as well as reinforces typically the organizations
shopper focus. 1t is a salesperson who all ultimately is successful or does not
demonstrate client oriented conducts and corporations might help by guiding efforts
medially 1o better exercise, support plus develop a crisis that works with marketing

strategy (Schwepker & Good, 2004),

2.3.7 Relationship between Salesforce Performance and Sales Organization

Effectiveness
IThe difference between sales organization effectiveness and salesforce performance
has acquired significant scientific support (Cravens, Woodruff & Stamper, 1972;
Beswick & Cravens, 1977, Ryans & Weinberg, 1979, 1987; LaForge & Cravens,
[983) that support rests on the finding that variations in sales organization
effectiveness are the consequence of changes in environmental factors (e. g
competition) and organization elements (e. g. operations control programs, promoting

and mamufacturer), and also by salesforce elements. These sorts of studies pronounce
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that business organization viability and additionally salesman overall performance are
related yet reasonably extraordinary builds. In this inclination, effectiveness can be
portrayed as rundown audit of gathering results which truly can be somewhat picked

up through the salesforce (Churchill et al., 1993).

In addition, past research (Anderson & Oliver, 1987, Oliver & Anderson, 1994;
Cravens et al.. 1993) has found that successful salesforce conduct creates higher
salesforce result which more often than not delivers more prominent sales
organization. There 1s a basic contrast between the effectiveness of the salesforce as
opposed to the effectiveness of the sales orgenization. Salesforce performance 1s
dictated by the elements that are controllable by the individual salesman. Rather,
salesforce performance is especially impacted by numerous different factors
identified with nature and practices of the organization itself. Sales organization
effectiveness is frequently measured by taking profitability and sales volume (Barker,
2001). Additionally, empirical studies (Babakus et al., 1996; Cravens, Piercy, & Low,
2006; Lane, Cravens, & Piercy. 2012; Piercy et al., 1999) consistently supports the
nation that the variation in sales organization effectiveness is explained by salesperson
factors, organizational, and environmental. Moreover, research conducied by Dong
and Dennis (2004); Ahearne et al., (2004) that there is an effect of salesperson

automation on the performance of salespeople.

In this present study, implementation salesforce performance is used to explain
salesforce performance to sales organization effectiveness as research has shown that

support rests on the finding that variations in sales organization cffectiveness are
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explained by changes in environmental factors (e.g. competition) and organizational
factors (e.g. management control systems, advertising spending and brand tmage), as
well as by salesperson performance. The researcher put forward that inside field
salesforce management, it twmed out more suitable for use guidelines salesforce
general performance to study often the salesforce capabilities and gross sales
organization success relationship compared to goal overall performance. This idea was
idcal adopted in this study as being the present addict believed this salcsforec

efficiency would be suited on the wording of Indonesia life insurance business.

Technical knowledge. adaptive selling, teamwork, sales presentation, sales planning,
and sales support are the variables expected to influence sales organization

effectiveness of life insurance compani¢s.

In summary, a comprehensive review of the available research work revealed that
despite the extensive research work conducted to examine the effect of sales
performance on the sales organization effectiveness, very little has known about this
relationship in the life insurance industry. Aside from little conceptual work
examining the extent to which these practices are being implemented in the life
msurance sector, one can strongly claim that the effect of salesforce performance on

the sales organization effectiveness of life insurance business is greatly neglected.

2.4 Sales Management Control Strategy

The goal of management control strategy in organization is to primary and effect the

perceptions and behaviours of members to achieve the organization’s objectives.
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Behaviour-based sales supervision control approach is seen as an high degrees of
supervisor tracking, direction along with intervention inside activities, in addition to
subjective plus more complex strategies to evaluating efficiency, typically dedicated
to the salesperson’s job (Oliver & Anderson 1994). Furthermore, Grant, Laney and
Nasution (2009) described sales management control strategy assumes a fundamental
part inside affecting salesperson's result performance, and making successful sales
organization. The morc prominent the genuine degrec related with sales management
control, the more noteworthy fulfilled item sales manager have a tendency to be with

the effectiveness of the salesforce and their unit performance.

Researchers have studied sales management control strategy as an important factors
for company (Mallin, O Donnell, & Hu, 2010; Piercy, Lane, & Cravens, 2002; Rollins,
Rutherford, & Nickell, 2014). Prior empirical studies have studied the influence of
sales management control on behavioural performance (Theodosiou & Katsikea
2007), satisfaction with supervisors (Challagalla & Shervani 1996), motivation of
salespersons (Miao, Kenneth, & Zou 2007), the role stress (Lusch & Jaworski 1991),
ethical standards (Ingram, LaForge, & Schwepker 2007), and sales force performance
(Piercy, Cravens, & Morgan 1999). Nevertheless, the impact on the sales organization

effectiveness on life insurance companies has yet to be investigated.

The salesforce management control system writing perusing recommends another
continuum which has an introduction towards either behaviour-based or outcome-
based control systems. Anderson and Oliver (1987) characterize behaviour-based

control methods as far as the measure of monitoring, controlling, evaluating, and also
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rewarding exccuted by sales managers. Sales managers are done these activities, the
more outcome-based the handle framework, especially the managers control method
for measuring. This examination of sales management control strategy develop speaks
to the management control dimension and includes sales management monitoring,
directing, evaluating, and rewarding. Existing knowledge about marketing and sales
management control is based on two seminal conceptual developments (Baldaufet al.,
2005). First, Anderson and Oliver {1987), drawing from theoretical approaches in
political economy, organizational behaviour, and psychology, conceptualized a formal
management control framework and formulated propositions about the outcomes of
behaviour-based and event-based sales force control (Baldauf et al., 2005). Second,
Jaworski (1988) proposed a formulation consisting of formal and inforrmal dimensions

of management control of marketing personnel (Baldauf et al., 2005).

In addition, sales management contrel has been characterized into behavioural control
and outcome control (Anderson & Oliver, 1987: Oliver & Andersen, 1994). Behaviour
contro] system emphasizes considerable levels of supervisor monitoring, instruction,
and intervention activities and results, and subjective and more complex methods of
evaluating performance based on the salesperson’s job inputs (e.g., ability, product

knowledge, activities, and sales strategies).

In contrast, cutcome control systems involve relatively slight monitoring of
salespersons by management, and it rely on up-front, objective criteria of cutcomes
(¢.g., sales); Anderson and Oliver (1994) alse use reward methods that shift risk to the

salesperson (i.c., commissions or bonuses). Furthermore, Piercy. Cravens, and Lane
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{2009} noted the existence of 2 behaviour-based control level, which involved the
extent to which a sales manager performs activities including monitoring, training,

assessing, and rewarding.

Similarly, following the Anderson and Oliver (1987) argument, behaviour-based
control system rely profoundly sales manager monitoring, directing, evaluating and
rewarding salesmen, while outcome-based contrel devices rely mamly on calculating
szlesperson final results, Typically, it really is expected, behaviour-based control
requires a high percentage of set salary with regard to salespeople, when compared
with a high portion of incentive payment below outcome-based manage (Piercy,

Cravens, & Morgen, ] 998},

Anderson and Onyemah (2006) studied and suggested that the suitable saless
management strategy of outcome based or behaviour based depends on the market
situation. Behaviour-based control, however, is reasonable when it is hard to relegate
sales capacity or when sales representatives need involvement and need supervision
from the manager and organization about what seiling process is best for customers.
Quicome-based control works best in conditions where salesmen's aptitudes and
exertion are the central point of offers and where the information makes it conceivable
to track comes about (e.2.. profitability) in a precise and auspicious approach and

procedure those outcomes back to individual salesforce.

Oliver and Anderson (1994) and Baldauf, Cravens, and Grand (2002) examined the

importance of conducting research on sales managers’ control activities and managers’
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perceptions of salespeople’s attitudes, motivations. and behaviours. Field sales
manager is a major contributor to a group of designated salespeople, and even plays
an indispensable role on applying the very sales managing control plan. Field sales
tanagers own primary task for pointing and checking salespeople and having the
company effectiveness belonging to the sales item. Thus, considering management
regulate and its penalties from this control leve] is regarded as an essential researching

concer.

2.4.1 Directing

The purpose of management control is o direct employee performance so that staff
member eifort 1o accomplish the objective of organization (Anderson & Oliver, 1987).
According to Cole {1999) leadership is a dynamic procedure inside of a gathering
whereby an individual impacts others to  contribute intentionally io the
accomplishment of gathering undertaking in a given circumstance. This would
recommend that the initiative part includes coordinating gatherings or people towards

the accomplishment of a particular target.

Based on Tannenbaum (1968) management control consists of directing the daily sales
activities of the salesperson, Several other researchers have identified planning as 2
key clement of management control. Reeves and Woodard (1970) argueed that the
appropriate area of management control includes every day-to-day activities
performed by salespeople including reviewing revenue results, and analysing goals for

performance and ultimately to find and correct irregulanities. In addition, a
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compensation plan 18 a very common way to direct and motivate salespeople

(Churchill, Ford, & Walker, 1997; Cooke, 1999),

In additon, since the inception of professional sales professionals in companies in the
United States, companies are furning to incentives as a way to motivate and direct the
behaviour of salespeople and control the cost of salespeople. Today, almost all
companies use some form of salesperson compensation that varies, ie, cash bonuses,
commissions, travel, or other rewards associated with achieving sales performance
results. (Zoltners, Sinha, & Lorimer, 2008). Moreover, effective sales managers will
increase the company's sales productivity. In addition, the ability to expand every
resource available to train salespeople and each sales manager regularly experiments
with new styles, systems, methods and tools 1o achieve company sales goals (Christ &

Anderson, 2011).

A study conducted by Grant et al. (2009} examined the role of management control to
salesperson performance and sales organization effectiveness. Sample in this study
was 113 managers from small and medium enterprises in several states in Australia.
The results show that management control plavs an important role to manage
salespeople who ultimately affect the effectiveness of sales companies. In particular,
managers can focus on their salespeople and efficiently assess the performance of
salespeople who ultimately affect the organization's revenue performance. The results
of this study prove that agreement with aspects of gross sales management is very
important because the representation of the regulatory process is actually a mechanism

with a general specification of the effectiveness is recognized.
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Challagalla and Shervani (1997} advised that ability control simply by sales
supervisors who point out the improvement involving skills along with activities
probably will increase any salesperson’s innate motivation, their particular selling
situation and partnership with the supervisor, while exercise control is somewhat more
relevant to handling and pointing routine, everyday activities connected with
salespeople in addition to aligning these activitics together with organizational

pursuits.

2.4.2 Monitoring

Anderson and Oliver (1987) buit-in two models to prove that a sales management
system can be used by a sales manager whose function is to ensure target achievement
with the goal of achieving company targets. They developed several research options
that suggested sales managers to manage salespeople's performance using sales and
sales results based on sales behaviour on gross sales. Outcome-based agreements with
systems require minimal supervision of salespeople and objectives or sales result (e.g.

sales products, revenue, income)

Moreover, behaviour-based profits control programs require substantial monitoring
associated with activities together with results, although subjective strategies to
evaluating offering tasks are employed. These don were afterwards tested empirically
(Boles, 2000 et al.; Brashear et al., 1997, Cravens et al., 1993; Krafft, 1999; Mallin,
2005, Oliver & Anderson, 1994} to provide help for the associations between the two
styles of regulate systems as well as specific sales team characteristics, efficiency

dimensions, measurements, sales and profits organization performance.
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Addrtionally, Anderson and Oliver {1994} restated style-based behavioural sales and
results-based sales management as a means of controlling, direction, and monitoring,
along with analytical methods and having to pay salespeopie, should be {reated
because of the interrelated measures that together portray as a management control
system. Meanwhile, Challagalla and Shervam (1996) affirmed against the one-
dintensional formation of control behaviours, they support the difference between the
handling of activity and the performance control dependent on the results of the
directives as the sowrce of information (objectives, suggestions, etc.) and

encouragement {(punishment and reward).

Furthermore, monitorig of salespeople should be reduced by the company because
the salesperson must be able to determine what they should do to their sales activities
and will certainly be more responsible for the results of their work. In this case,
salespeople should be rewarded for their work based on the results they earn (Basu et
al.,, 1983). Monitoring raises the perceptions of successful and unsuccesstul
salespeople and monitoring also increases the reputation of salespeople (Fishbein &

Ajzen 1975; Nisbett & Ross 1980).

2.4.3 Rewarding

Sales organization ought to consider painstakingly the sort of remuneration
arrangement they wish to utilize. This i1s on the grounds that there are various goals
which can be accomplished through a remuneration plan, To begin with, remuneration
can be utilized to rouse a salesforce by connecting accomplishment to financial prize.

Second, 1t can be utilized to draw in and hold effective business people by giving a
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decent way of life for them, by remunerating remarkable execution and giving
consistency of salary. Third, it is conceivable to plan pay plans, which permit offering
expenses to vacillate in accordance with changes in deals income (Jobber & Lancaster,
2009). Additionally, rewarding sales people who recognize particular circumstances
that oblige changes to the status can help conquer the run of the mill resoluteness of

solid societies (Jackson & Tax, 1995).

The studied by Johnson and Bhawadwaj (2005) shows that the nearby supervision of
conduct based control frameworks is insufficient in controlling salespersons in a
recently digital era. An all the more rewarding approach, proposed by their review, is
to use outcome-based controls to encourage salespersons to attempt prepare
advancement by investigating better approaches for coordinating the technology
innovation mnto their offering schedules and by growing new schedules and aptitudes

that enhance their capacity to convey value to customers.

2.4.4 Evaluating

Gortner {1992) shown that an performance evaluation process ought to be objective,
substantial, and solid. It is hard to contend against the incorporation of such criteria in
the meaning of what constitutes an adequate execution examination prepare. It is
considerably less troublesome, be that as it may, to contend that the agreeableness of
a performance evaluation prepare cannot be judged just on the premise of these three
criteria. Notwithstanding objectivity, legitimacy, and dependability, a performance
evaluation handle for work force should likewise be pertinent and impartial, and it

must accommodate responsibility (Anderson, 1996).
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Despite the fact that these are choices in which management is profoundly included in
and frequently examined with deals groups, appraisal of execution is not effectively
determined; this raises scholarly interest to pick up a meore profound and more
exiensive comprehension of the precursors and drivers to assessing and improving the
business' execution capacity inside of a company. The essential atiributes of the best
sales team can include clear id of pursuits, clarity with roles, typical feeling, desire,

commitment together with collaborative mind-set (Rajagopal & Rajagopal, 2006).

In addition, approach the sales team is currently mostly done by multinational
companies {o sell various services and products ottered. Consumers when they first
make a purchase will rely heavily on salespeople, because salespeople can provide
accurate information on the services and products they sell. The use of sales team
approach will be very useful if the company wants to introduce a new product or
service to the consumer and the sales team will give a very good effect to the
company's company if it can be managed properly and maximally (Rajagopal, 2007).
In the sales team every single person of the cluster shows curiosity about the fulfilment
and uses a products approach which offers the system or group principal with regard
to evaluating undertaking in parts. The particular members produce confidence, have
faith in and motivation to wotk from 3 team and even rely on cluster communication

within the given assignments and routine,

Moreover, sales manager can assess the expert advancement needs of salesforce and
their qualities and ranges where they require change, in light of their genuine

performance in the latest time frame. Numerous sales organization seem to fuse

81



different expert improvement criteria with their salesforce performance evaluations.
This is fitting since sales representatives have control over the improvement of
individual qualities identified with achievement in their offering circumstance (Ingram
et al, 2006). Professional development criteria may incorporate such things as selling

skills, planning skills, product knowledge and communication skills.

2.4.5 Relationship between Sales Management Control and Sales Organization

Effectiveness

In previous research, most of the empirical research was conducted on sales
organizations” examination of the management control relationships within the sales
area and employment of salespeople {Challagalla & Shervani, 1996; Kyafft, 1999,
Oliver & Anderson, 1994), field sales management (Babakus et al., 1996; Baldauf et
al., 2001; Piercy et al., 2004), saies executives (Babakus et al., 1996; Baldauf, et al.,
2001; Cravens et al., 1993; Slater & Olsen, 2000), and. The studies did not examine
relationships of sales management control in sales organizations within life insurance

industry.

The particular achievement involving acceptable sales results is definitely essential
dependence on companies’ effectiveness as well as a prerequisite which facilitates
salespeople to realize their particular person objectives. Purpose a great perhaps the
work done by way of sales managers” focuses on inspiring their employees, and that
is regarded as a tool pertaining to achieving success (Futrell, 2003). On this sense. an

area sales manager is responsible for a small grouping of salespeople (typically less
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than ten), and represents a critical role around applying often the sales supervision

control method (Baldauf et al., 2001).

Piercy, Cravens and Morgan (1999) have identified evaluates the determinants of sales
organization effectiveness. The participant of this study were 44 respondents
representing salestorces in 62 different companies in United Kingdom. The sample
represents about 25% of the companies approached. The questionnaire used was
adapted from previous rescarch and utilized in other countries, including the USA,
Canada and Australia. This study found highlight the vital function of the field sales
manager in working sales force execution and strength. While certain components of
the sales management process have received priority attention, this present study adds
to a significant new research stream from prior research, analyzing how sales

management control impacts on design, public presentation and strength.

Furthermore, in an examined study among 301 manufacturing sales managers in
United Kingdom, Lane, Cravens and Piercy {2012) investigate the type of
management exercised by means of sales leaders (e.g., behaviour against outcome
based) and the higher level of control. Primary, this exploration mtroduces the actual
construct connected with sales broker control skills and exams not simply what
amount of control supervisors exercise, nevertheless how very well they use control.
Next, the research has a look at the job of sales manager group citizenship patterns in
the execution of manage. Sales manager control expertise is reviewed as a moderator
of the association between control and salesforce performance as well as sales

organizational citizenship behaviour as being a mediator from the control-
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performance relationship. The study discoveries provide attention seeking new ideas
into the enactment of sales management control. Relevant brand new vesearch

euidelines and managerial implications will be identified.

In a similar way, Baldauf, Cravens and Grant (2002) discovered the influence of sales
management confrols based on behaviour on salesperson characteristics, salesperson
performance and organizational effectiveness of sales with data collected from field
sales managers in Austria and Australia. The results of this study provide strong
support for a positive relationship between behaviour-based controls and sales force
characteristics, sales performance, and organizational effectiveness of sales.
Moreover, Baldauf et al. (2005) determined that a compromise occurred whereby
behavioural controls had a positive influence on a salesforce attitude, behaviour and

performance, as well the sales organizations effectiveness.

Nonetheless the nature of business in the life insurance industry and its full dependent
on service and sales result, it is surprising to know that the effect of sales management
control strategy on sales organization effectiveness has been greatly neglected. That
is, until recenily, there has been a paucity of research examining the relationship
between sales management control stratgy and sales organization effectiveness of life
msurance especially in the developing countries that have their own and unique

cultural practices.
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2.5 Salesforce Characteristics

The salesperson characteristics  theoretically related with  behaviour-based
management control include affects/attitude, motivation, cognitions/capabilities, and
behavioural strategy (Anderson & Oliver, 1987; Baldauf, Cravens & Piercy, 2000). In
addition, personal selling in life insurance is an example of selling intangible and
mtangible and highly technical services, Salespeople in the life insurance industry are
required to present the skills and talents of therr financial experts to a wide range of
customers, including from lower to upper class segments. This research is designed to
study the basic characteristics that become the profile of the current sales force in life
insurance in Indonesia. These characteristics include personal attributes of the
salesperson entailing affect, cognitions, behavioural strategy, recognation motivation

and intrinsic motivation.

Furthermore, good characters of salespeople who will certainly be very influential on
performance and in line with corporate goals. Things including abilities, motivations,
and attitudes. Behavioural control is expected to have a very good and positive impact
on these characteristics(Cravens ¢t al., 2006). A number of factors have been identified
as determinants of salesforce characteristics. Output and behaviour control have been
proposed to influence important job consequences such as performance and
satisfaction. As a result. salespeople must pay more towards conscious individuals in
order to achieve powerful selling. In contrast, along with unexpected emergency of
marketing approaches for example value-based promotion customer and relationship
management, advertising sales manager have been with the consumer awareness,

consumer cost, consumer fulfilment and individual loyalty (Ural, 2008).
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Moreover, specialized skills and knowledge provided by the salesperson, tailored to a
certain buyer firm, are considered as a specific human asset (Anderson, 1988), Those
who are committed to the organization are willing (o sacrifice personal welfare to
contribute to the organization’s well-being (Mowday et al., 2013). A highly committed
salesperson provides meaningful and beneficial information and knowledge o the
buyer, and they are more committed to maintaining long-term relationships with

important buying firms (Ganesan, 1994).

2.5.1 Affect/Attitude

Affect/Attitude include in this categories of salesperson characteristics are acceptance
authority/direction, co-operating as a part of sales team, acceptance performance
reviews, and risk taking propensity. Oliver and Anderson (1994} identified strong
service relationship around these characteristics and behaviour control. The entire
relationships were definitely positive, besides risk looking for preference. Cravens et
al. (1993} document significant cutcomes for group orientation, risk aversion, and the
relationships with management deal with and cost control. And so, a positive bond
between behaviours based gross sales management manage and dealer

affects/attitudes ofters strong help support at the top sales executive and salesperson.

2.5.2 Cognitions/Capabilities
These salesperson characteristics contam competencies such as selling expertise and
knowledge of company operations and its products. The results of this study indicate

an unfavourable relationship between  behaviour-based control and  these
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characteristics vary at the level of the organization’s salesforce. Oliver and Anderson
(1994) reported a significant correlation between sales ability and even behavioural
control but not related to product / company skills. Cravens et al. (1993) found a
considerable correlation between the combined size of their merchandise knowledge

and sales knowledge, and control of operations along with compensation controls.

1.5.3 Behavioural Strategy

In organization setting, salespeople are supposed to develop lasting plans that will lead
to reliable behavioural behaviour between the unique and his company environment.
Employees working in businesses employing patterns based current management
control approaches are expected to generally be more commutted on planning along
with customer inclination (Anderson & Oliver, 1987). However, the empirical
findings concerning these relationships are mixed, Cravens et al. (1993) found strong
support linking behaviour based control and salesforce planning, customer orientation
in their top sales management. In contrast, Oliver and Anderson (1994) report only
one of four behavioural strategy measures significantly correlated with behavioural
control. They propose that under behavioural control, salespeople will be more
involved in planning, display less sales call activity, utilize smoother selling technique

and lower sell.

2.5.4 Recognation Motivation

Associations in today's condition look 1o decide the sensible harmony between worker

respensibility and execution of the association. The reward and acknowledgment
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programs fill in as the most unforeseen figure keeping workers' confidence high and
energetic. La Motta (1995) is of the view that performance at employment is the
consequence of capacity and inspiration. Besides, Oosthuizen (2001} expressed that it
is among the capacity of managers to inspire the representatives effectively and impact

their conduct to accomplish more noteworthy business organization productivity.

Additionally, Entwistle (1987} is generally of the viewpoint that if a employee
accomplishes properly, it initiates managerial increases and as a consequence
inspiration aspect involving staff member is based on their functionality. Common of
characteristically the organizations call for their people to work based on the
regulations and rules, together with, job specifications that follow to full
specifications. The examinations that have been made to find the idealistic connection
between people and pay now day were specific to increase the main performance of

employees.

Flynn (1998) argued that recognition and reward programs preserve great enthusiasm
among staff member and increases their create and comfort a new connection in
between motivation and also performance within the staff member. The fundamental
objective of reward and recognition platform is to describe a structure to communicate
and pay it to the staflf member so that they can linkage their compensation to their

performance which finaily leads to staft’s job satisfaction.

Moreover, a study conducted by Danish and Usman (2010) in Pakistan examined the

effect of incentive and recognition on employment satisfaction. This kind of study
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appeared to be an attempt to know the major issues that promote employees therefore
tells the comnection among prize, recognition and even motivation though working in
an organization. The outcome were compiled from 208 employees about diverse style
of organizations to achieve wide portrayal of sectoral composition. The exact result
showed that will different shape of function motivation along with satisfaction are
usually significantly linked and pay back and realization have excellent impact on

drive of the worker.

Rudraraju and Jayant (2012) evaluated into various factors that motivate women
managers, and identify those factors which vary according to therr level of
management. The study was carried out on 153 women mansgers in Visakhapatnam,
India. A questionnaire was designed to idemtily the factors that metivate women
managers and was administered to the sample size. The lindings revealed that positive
reinforcement, proximity to workplace, healthy superior subordinate relations, job
security and the job itself are some of the factors which ranked high in the motivating
factors of women managers and the least scoring factors were pay, reward and

recognition and negative reinforcement.

2.5.5 Intrinsic Motivation

Motivation is a procedure of creating and preserving goal-guided behaviour. Intringic
motivation is cast as an important function in impacting on emplovee deliver the
results performance. Itis actually widely presented view which in general, employees’
value together intrinsic and even extrinsic achievements available in group settings.

Intrinsically motivated sales staff seck fellow recognition make the businesses and the
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consumers before their unique interests (Kunz & Pfaff, 2002; Anderson & Oliver,

1987). Thus they have no goal conflict with the sales manager.

Furthermore, when a person adopts an intrinsic motivational orientation, the
satisfaction of internal desires is salient. The ability 10 satisfy motives, such as
curiosity, guides the selection of activities, Miac and Evans (2014) evaluated the
exciting effects for industrial salespeople’s intrinsic along with extrinsic commitinent
of finish result control, task contred, in addition to capability command above and
beyond their valuable main results, Internal as well as external inspiration are
disaggregated into their intellectual and efficient dimensions. A study was meted out
on 223 industrial sales representatives in United State of America. The results found
which will compensation looking for has a more robust positive effects on sales
functionality when employees deal with a lot more new customers although the
opposite does work for concern seeking; cost seeking appears to be elevate work
satisfaction not until there is a decrease percentage of latest customers although the
positive a result of recognition striving on task satisfaction is certainly enhanced if

salespeople control a higher range of new account.

In addition, Chowdhury {2007) discussed the importance of exacting, rigorous and
favorable achievement commitment behaviour within the supervisors within
enthancing salespeople’s motivation together with work operation. Survey facts were
compiled from all of 105 sales and prefits employees on two list organizations.
Supervisors’ ratings have been collected for all one zero five of the salespersons. The

studies indicated which to the length that professionals engaged in optimistic
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motivational conduets, salespersons’ built-in motivations happen to be increased,

which 1n turn, in turn, greater their functionality.

2.5.6 Relationship between Salesforce Characteristics and Sales Organization

Effectiveness
There are many studies that investigate the relationship between sales characteristics
and sales organization effectiveness. Barker (2001} researched the impact connected
with characteristics for salespeople, pursuits of sales and profits managers and also
territory design and style as antecedents of gross sales organization success among
Canadian salesforces. Based upon Manova evaluation of tendencies from 102 field
profits managers, more polent sales lending broker have salesforce who are motived,
employ leaders who one on one more and will be more satisfied with the stvle of therr
regions. Barker recommended sales managers must embrace better folks and verbal
exchanges skills to exercise and special the salesforce who deliver better company and
build better not one but two way connection with customers, He also found that
managers play a crucial role in getting the most out of their salesforce by more actively

directing them compared to the managers in less effective firms,

In addition, laramillo, Mulki, and Locander (2000) inspected the effect about
perceptions of their time wasted about salespersons” conduct and behaviour intentions.
Typical reactions from four hundred salespeople who else work within 49 sections of
four Ecuadorian financial institutions ended up used to examine a conceptual stress
style. The research ideas were put into practice with a strength equation product, The

study discovered that salesmen operating in the main banking business are prone to
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often be dissatisfied, on an emotional level exhausted, and they are likely to cigarette
smoking when they feel that their period or their whole efforts are wasted or even used
uselessly. In spite of the fact that this review gives proof of the essential part of view
of time squandered on salesforce's occupation demeanor and behavioural aims, it has
a few restrictions. First, the generalization of the outcomes is constrained by the nation
of root of the specimen utilized as a part of this review. Second, results are restricted
to a solitary industry. In any case, different reviews have considercd reactions from
sales representatives in the financial sector area as sufficient (Jaramillo & Marshall,

2004; Verbeke et al., 2008).

In related study, Baldauf, Cravens, and Piercy (2001) analyzed the consequences of
salesforce characteristics in European field sales organizations. The study was
conducted in Austria and United Kingdom among field sales managers. This study
found the salesforce characteristics consequences of behaviour based sales
management control provide strong of the variables. Managers consider the
consequences of behaviour control to result in a greater extent of affects (e.g. willing
to co-operate and accept direction). Intrinsic and recognition motivation,
cognitions/capabilities (e.g. product knowledge and selling skills), and behavioural
strategies (e.g. support activities, non-selling, and customer focus). Similarly, Oliver
and Anderson (1994) offer strong support for the affects/attitudes relationship with
behavioural control, though weak support the behavioural strategy and

cognitions/capabilities relationships with behavioural control.
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In summary, a comprehensive review of the available research work revealed that
despite the extensive research work conducted to examine the effect of salesforce
characteristics on the sales organization effectiveness, very little has known about this
relationship in the life insurance industry. Aside from little conceptual work
examining the extent to which these practices are being implemented in the life
insurance sector, one can strongly claim that the effect of salesforce salesforce
characteristics on the sales organization effectiveness of life insurance business is

greatly neglected.

2.6 Salesforce Automation

In Asian countries, the strength of human relationships is much greater than the United
State and Euwrope, and Asian culture and custom place even more importance on
strong. Therefore, technology may need to implement into relationships, rather than
replace them. Increasingly, company or business adopt and use a variety of
technologies to increase their sales performance and productivity (e.g. salesforce
automation technologies) (Senecal, Pullins, & Buchrer, 2007). Therefore, in the
current unstable and constantly changing global business environment, the good
companies know how to implement the salesforce automation (SFA) of their sales
strategy to achicve short as well as long-term objectives (Christ & Anderson, 2011).
Moreover, in the competitive advantage time, managers and leaders must understand
that the best sales people know how to use technologies to achieve their sales goal

(Kathuni & Mugenda, 2012).
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It has been widely known from the literature of sales management that there have been
many definitions of the salesforce automation (SFA) construct. That is, there have
been various definitions of SFA proposed by many researchers indicating the non-
existence of universal agreed upon definition of the construct {(Gohmann, Barker,
Faulds, & Guan, 2005; Keillor, Bashaw, & Pettijohn, 1997; Mallin & DelVecchio,

2008; Parthasarathy & Sohi, 1997)

SFA systems consist of centralized database systems that can be accessed through a
modem or internet connection by remote computers or smart phone using special SFA
software (which is often company specific) (Mallin & DelVecchio, 2008;
Parthasarathy & Sohi, 1997). Therefore, in an SFA system, a salesforce can connection
a centrai datebase method at any time thra their laptop to get continuously refreshed
facts regarding many facets of the project, eg. contact information, revenue
productivity, revenues process, customer support information, travelling logistics, and
in some cases immediate the means {0 access commission information (Mallin &

DelVecchio, 2008).

Moreover, SFA can thus be characlerized by and defined as, the application of
imformation technelogy to support sales function (Buttle, Ang, & [iiana, 2006).
Responding to the need to explam the term, Engle and Barnes (2000) dehined the
salesforce awtomation as the system allowed sales person to do such thing as access
customer database, keep track of customer seen, record result of sales activity, send or
receive sales data, and complete basic sales analyses via specific software. All of this

allowed sales manager or sales management to analyses sales activity and
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performance. It can be noticed that although the concept of salesforce automation has
been defined in various ways in the literature and there is no consensus about one

definition.

Salesforce automation alludes to as any information technology application that
empowers associations to mechanize their business exercises and managerial duties
regarding the advantage of the business proficient (Cascio et al., 2010). Ventures into
salesforce automation frameworks and research in regards to the results of salesforce
automation utilize are basically connected 10 the recommendation that salesforce
automation frameworks proficiently and successtully gather and spread information
all through an organization (Ahcarne et al., 2004; Barker et al., 2009; Speier and

Venkatesh, 2002),

Salesforce automation frameworks can coordinate an assortrent of apparatuses which
help salespersons and company compose and break down an assortment of
information, for example, service or product accessibility, service or product
estimating, client purchasing propensities, quarterly deals figures, and significantly
more. Be that as it may, at an essential level, salesforce automation incorporates access
to item or potentially focused data, item configurators and data sharing (Petersen,
1997; Pullig. Maxham, & Hair. 2002; Speier & Venkatesh, 2002; Siebel & Malone,
20035). In light of the above, salesforce automation framework defined as a technology
mnovation application that helps businesses to computerize their deals and regulatory

duties, by giving access to service or product as well as aggressive data
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Mallin and DelVecchio (2008) further indicated that although previous researchers
have found a positive relationship between salesforce automation and usefulness to
managers, the appliances explaining these associations were poorly understood and
further study is strongly required. Therefore, they stated that salesforce automation of
today is more important for salesperson and should impact to their sales performance.
In line with this claim, Indonesia life insurance company facing the same challenge
and rmay require cffective strategy which can impose and cnhance the sales
commitment to achieve the higher performance, in order to make the change

successfully (Bua, 2009; Dijaelani, Keban, Husnan, & Hanafi, 201 1; Ralim, 2014}

However, there are many researchers who have defined salesforce automation as an
application of technology to the selling function (Buttle et al., 2006}. Put simply,
salesforce automation is manifested as a tools to utilize technology to reorganize the
process of cotlecting and organizing salesforce information. However, numerous other

benefits have been reported in the literature with reference to adoption of SFA tools

(Table 2.3).
Table 2.3
Benefits deriving from SFA system wtilization
Reduced Costs The cost of using SFA methods are important and a guite a

bit is being invested on these systems. This. still is counter
by special discounts in the associated with selling with the
sales force (Donaldson & Wright, 2004).

Improved Tracking A standout amongst the most vital parts of sales inanager is
by Management to screen the advancement of their business power. SFA is
an apparatus that permits admimstrators to better screen the
action of their sales people by investigating its exercises. By
reporting data they have gathered from clients, sales

96



representatives  give  administrators a  superior
comprehension they could call their own movement {Moutot
& Bascoul, 2008). The general logical capacity of sales
managers increments with utilization of SFA information.
With this increment in capacity comes the ability to screen
the advancement of sales people all the more nearly, thusly
permitting the manager to help enhance singular deal sales
people performance.

Increased Revenue

One particular primary mission of almost any organization
could be to increase revenue and profits, so it is a starting
point fo take into account the effects of SFA on the bottom
ings. It is important to go through the gross upsurge in
revenue together with profits every year as well as heightens
in sales revenue per sales people. However, in spite of the
intangible importance that SFA adds to the company, often
it is not easy to evaluate its exact effect on income.

Increased
Availability of
Customer
Information

The exact attractiveness involving SFA comes from the
numerous amazing bepefits that it gives. One of the most
crucial benefits is definitely its capacity deliver first-class
customer valuation through defails sharing upoen sales and
customer service staffs (Morgan and Inks, 2001). Since
several departments are interesied in enjoying the state of a
user account connected with opportunity, SFA is a good
remedy. The fact that SFA systems make it easy for different
division and people within organization to be able to
constantly entry the customer info they need is definitely
significant (Reinartz, Krafft & Hover, 2004).

Increased Sales
Force Mobility

The most significant benefit of using a sales force is
normally its chance to sell produce value constructing strong
human relationships with customers. Thus, ability to move
is extremely important towards sales force. At this time
more than ever the actual sales force really should be in
toych with people, rather than within an office event data,
SFA has granted the sales stafl to become additional and
more mobile. A good number of CRM businesses are
moving speedily to establish wi-fi components intended for
sales by way of web smariphone and handhelds or wi-fi
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access to diverse SFA world wide web portals {Greenberg,
2001

Saies Forecasting Sales forecasting pertains o the process of price what the
business’s sales 1s going to be in the future (Kerin, Hartley
& Rudelius, 20093, 1t is one of the more important as well as
challenging assignments for any business and is a
fundamental portion of business current administration.

Source: Adapted from Cardinali, Gregori, & Palanga, 2014

Cronin and Davenport (1990} tested the benefits of SFA implementation within a
manufacturing provider. They identified that a quantity of hard and even soft out-
comes were attained. The difficult outcomes was enhanced superior of shopper
communications, considerably better time direction and better knowledge managing.
Softer ultimate were divided as strength (rationahzation associated with order
handling, development of any ‘virtual office’ held at laptops), motivation {lower sales

staff attrition, enhanced image, significantly better stress control) and ethnic,

Moreover, Erffmeyer and Johnson (2001) distinguish improved use of information
(60% of the sample), improved transmission with consumers (65%), a lot more
efficient sales wcam (27%) and also faster profits generation (16%) as came to the
realization benefits from SFA implementations. They report that will 85% involving
managers happen to be either quite satisfied as weli as somewhat content with the SFA
implementation, in comparison with 80% rezarding salespeople as well as 50% with
the adopters™ shoppers. Wright and Donaldson (2002) additionally report of which
their example failed to assess achievement with their strategic SFA objectives, looking

instead to get operational procedures such as volume of sales gained (81% from the
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sample), contributing to profit marging (79%;), choices identified (69%) and income
per prospect {66%). Even though customer buy was mentioned as an essential strategic
target, only 74% of participanis measured the sheer number of customers accumulated.
The authois found that this biggest result of revenue information methods was n
creating mailing lists, making sales allegations, contact managing and sales-cycle

tracking.

Besides. Engle and Barnes's (2000) investigation of merely one pharmaceutical
company’'s operations with three states found a definite relationship amongst SFA
implementation and salespeople performance. Ahearne and Schillewaert (2001} as
well found involving of SFA was connected to improvements within sales person
effectiveness, as well as reselling skilis along with knowledge. These people found
heneficial correlations in between SFA execution and sales representative market
experience, technical understanding, targeting capabilities, adaptive promoting and

cail vields.

Furthermore, SFA offers a mechanism meant for collecting, retaining, analyzing and
also distributing customer- related information to employvees and executives. This in
general includes the two transactional in addition to profiling data files about users,
but might additionally extend to advertise data, competition profiles, supplement
libraries, the prices schedules together with other information (Buttle, Ang, & Iriana,
2006). Thus, salesforce automation apparatuses might be seen as a system of
salesforce control intended to connect the uniqueness of objective complexity and deal

with the risks and uncertainty that a salesforce will not act craftily (i.e. take part in just
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self-serving interests). Salesforce automation devices considered principally to bolster
the endeavors of the salesman to create acknowledged outcomes (i.e. vields, for
example, inarket share, income, net revenue, and so forth.) might be concepualized
as sales performance instruments, Other salesforce automation instruments are created
with management needs and interests at the front line. These devices furnish sales
manager with the capacity to measure, monitor, and compensate selling activity (sales

call logs, Icad tracking, salcs forecasting and so forth) (Mallin & DclVecchio, 2008).

2.6.1 Moderating Effects of Salesforce Automation on the Relationship between
Salesforce Performance, Sales Management Control Strategy, Salesforce

Characteristics and Sales Organization Effectiveness
Further, Hint and Brynjolfsson {1996) found that overall internet technology
implementation leads to increased customer value and productivity, Moreover,
Caudron (1996) confirmed that salesforce automation result in dramatically increased
profitability and efficiency. Speier and Venkatesh (2002) confirmed this view and
supported that technology in sales or SFA improving the speed and quality of

information tide among the salesperson, organization and customer,

Besides creating the proper organizational culture 1o boost sales efficiency (Oliver &
Anderson, 1994}, sales manager influence the particular salesperson’s angle toward
making use of technology and also develeping the mandatory analvtical expertise to
optimize its make use of. Specifically, Thibaut and Kelley, (1959) suggested that
salespeople’s orientation to technology may be enhanced by means of actions that will

mprove the assessinent level of a preexisting sales technology culture to a different
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culture more favorably helps sales technological know-how. Pullig, Maxham, and
Hair (2002) illustrate the importance to be able to sales agencies of creating the proper
conditions regarding successful SFA implementations. Moreover, Bax and McGill
(2003} stated that factors such as perceived usefulness, computer self-efficacy, internet
self-efficacy and computer anxiety are the most important determinants that may
influence the usage of mobile commerce. This had directly proven that the infernet
self-efficacy is onc of the important factors that may influence the usage of

information system.

Moreover, several theoretical and empirical studies have examined the effect of SFA
on salesforce performance (Moutol & Bascoul, 2008). Although researchers have
tound that SFA has a sigmficant positive effect on performance (Jayachandran et al.
2005; Keillor, Bashaw, & Pettijohn 1997}, some researchers have found that SFA has
little effect on increasing performance (Avlonitis & Panagopoulos 2008; Speier &
Venkatesh 2002). Such inconsistent f indings could be further understood with an
introduction of a moderator variable. According to Baron and Kenny (1986} and
Preacher and Hayes (2004), moderators are often introduced when the relationship

between predictor and outcome is unexpectedly weak or inconsistent.

In this study salestorce automation is introduced as moderator variable in order to
examing the form and/or magnitude of the relationship between salesforce
performance. sales management control strategy, salesforce characteristics variables
and sales organization effectiveness (Cravens, Ingram, Laforge, & Young, 1993;

Piercy et al, 1999). Previous studies have examined salesforce automation as
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moderating variable. For example Roman and Rodriguez (2015} assessed the
moderating  effect of salesforce automation customer-qualification skills  and
customer-oriented selling, The resuit showed that the influence of technology use on
customer-qualification skills and customer-oriented selling is stronger for salespeople
with high rather than low self-efficacy. Interestingly, technology use only increases
performance for salespeople with high self-efficacy. Moreover, Mariadoss et al.
(2014) investigated relationship between salesperson product knowledge and
salesperson behaviour with salesforce automation as moderator. Resuits showed that
the indirect positive influence of salesperson product knowledge on salesperson
performance through salesperson behaviour s attenvated as SFA vse incresses. and
enhanced when SFA use decreases. Limbu, Jayachandran and Babin (2014) found that
salesperson automation moderates the effect of both information communication

technology infrastructure and support on job satisfaction,

In summary, some researchers have questioned the existence of a universal agreement
regarding the link between salesforce performance and sales organization
effectiveness. However, there are many recommendations to examine the effect of
salesforce performance on the relationship between salesforce performance, sales
management control strategy and sales organization effectiveness. Therefore, this
study has contributed to the available literature by studying the moderating effect of

salesforce performance on the aforementioned relationship.
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2.7 Underpinning Theory

This study investigates the influence of salesforce performance, sales organization
effectiveness, salesforce characteristics on sales orgamization effectiveness. In
addition, the study also incorporates the moderating effect of salestorce antomanon on
this relationship. This relationship is best explained using agency theory and
contingency theory. The foilowing section will discuss these theories and its

application to this present study.

2.7.1 Agency Theory

Agency Theory {Eisenhardt, 1985, 1989) underlines the arrangement of objectives and
targets amongst principals and agent. In the context of sales, agency theory addresses
the issue of how the sales manager (the principal) can gauge, screen, and assess the
salesforce's (the agent's) schedules to guarantee that hierarchical objectives are
satisfied. The primary preface here is that both have disparate objectives and often do
not have a similar data and realities. For instance, the sales manager (principal) may
need the salesforce (agent) to invest more energy sorting out for sales calls, while the

salesperson may wish fo invest that additional time searching for new costumer.

Accordingly. the sales manager is confronted with an uncertain circumstance m the
matter of how the salesforce will for sure contribute that additional time. In light of
this objective incongruence, the agency theory is to decide the ideal intends to decrease
the instability (from misaligned objectives) and guarantee that the requirements of

both capacities are met. A few cases from the sales and management research represent
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how agency theory can be utilized to helps managers in choosing ideal sales

performance estimation and assessment strategies to decrease instability.

Wiseman and Gomez-Mejia (1997) proposed that to guarantee that organization
objectives are accomplished, inward hierarchical means, for example, sales
performance constructs, remuneration blend/plan, z;nd behavioural appraisal criteria
ought to be ufilized. Beside, Basu et al. (1985} utilized agency theory to build up a
strategy to infer ideal (variable commission) compensation plan for homogenous

salesfoices.

Along these lines, agency theory has offered one helpful system for tending to the
issug of sales representative performance dimension and sales organization
effectiveness. Dictated by agency theory, board of directors are the principles of
science who have appointed duty in addition to expert to sales manager who must

manage with the real salesforce to give the organization's ohjective,

A key component of agency theory would be the divergence regarding activities,
concerns or want to do among group members. For that reason it will browse the level
of curve between the sales manager (principals) and salesforce (agents) in the terests
of the issues that determine sales organization effectiveness. The very extent on which
salesforce tend to engage in selected figld pursuits and the sales manager approval of
these routines reveal their valuable importance into the firm. Variations between the
couple of groups of personnel level are essential in featuring the being successful with

which the main strategies chose by the managements are integrated since converting
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strategy directly into action certainly a crucial facet of management. According to
Bonoma (1984) the crucial need regarding top management lies not within new
solutions to proper questions although increased focus on sales process. Figure 2.1

shows the model of the agency theory.

l Agent Principal l
¥ L’"’“"’i

Effect of agent’s wtility
functions, Uncertainty,
Risk, lncentive, Payoffs,

—

Figure 2.1 Agency Theory Model

Consequently, investigating right after between the salesforce and sales manager is
essential in discovering the move between them the importance they will attach to
most of these activities. Agencies that be familiar with differences relating to the sales
manager and salesforce can become more appropriate in cutting down role get in the
way., ambiguity as well as sales revenues. The extended the sales agents or the sales
manager keep on being unaware of the point that they are not capable of carry out
these activities and outcomes expected of those, the more dangerous and weakening
the consequences are found on the organization (Tyagi, 1985a). Whenever salesforce
and sales manager hold a lot more similar posture, information along with perceptions

with regards to the performance with the sales people; the intention and the overall
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performance of the salestforce are likely to be larger. This is due to “hierarchical
influence” (hat is definitely the degree that on which subordinates truly feel their
inspector is successful to get management to acknowledge their issues as well

achievement {Tvagi, 1985b).

The main topic of agency theory is to explain relation between agent and principal and
how the principal (sales manager) to measure and evaluate agent (salesforce)
activities. These studies argued that this theory can support relationship between
salesforce activities and behaviour to support erganization effectiveness especially in
sales and how sales automation as a moderator support this theory as a part of sales

activities,

In surmary, this theory contends that can resolve the issues that can happen in agency
relationship. The first is the agency problem that emerges when (a) the longings or
objectives of the agent and principal cenflict and (b} it is troublesome or costly for the
main to check what the specialist is really doing. The issue in this circumstance that
the key cannot confirm that the agent has acted suitably. The second is the issue of
risk sharing emerges when principal and agent have distinctive mentalities toward risk.
The 1ssue here s that the agent and the principal may lean toward various activities
as a result of the distinctive risk inclinations (Eisenhardt, 1989). As a result, agency
theory seems to provide an appropriate framework for analyzing a relationship
between salesforce performance, sales management control strategy. salesforce
characteristics and sales organization ecffectiveness in life insurance industry in

Indonesia context.
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2.7.2 Codingency Theory

Contingency is a way to deal with the investigation of organization behaviour in which
clarifications are offered concerning how contingent variables, for example, cultwe,
technology and the outside condition impact the plan and capacity of organization.
The presumption fundamental contingency theory is that no single sort of organization
structure is similarly material to all organizations. Comparatively, organization
effectiveness is reliant on a fit or match between the sort of technology, ecological
unpredictability, the size of the organization, the components of the organizational

structure and its system of information.

Moreover. contingency theories were produced from the sociological functionalist
theories of organization structure, such as ti}e structural approaches o organizational
studies by Reid and Smith (2000}, Chenhall, (2003) and Woods {2009}. These reviews
hypothesized that organization structure was dependent upon relevant elements, such

as, technology, measurements of task environment and organizational effectiveness.

The Contingency theory states that for an organization there are various or multiple
strategic choices that can be pursued. It also posits that an organization can choose
among many available choices available that are dependent on contingent upon, the
environment in which the organization operates (Schuler, 2000} In fact, in the
contingency theory. the concept of “fit” has the crucial importance as it has been
termed in many ways such as consistent with, contingent upon, and aligning
{Venkataraman. 1989). In other words. the concept of “fit” or “match” is the basic

premise of the contingency theory (Lawrence & Lorsch, 1967). Therefore, research
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scholars of the contingency research and strategic management emphasized the
necessity of the fit between the organizational strategy and some of the organizational
variables as the key prerequisite for critical performance (Selto et al., 1995; Van de

Ven & Drazin, 1985).

Although it has been emphasized that the fit is the main issue in the Contingency
theory, there has been a clear definition of the term (Van de Ven & Drazin, 1985).
Specifically, the fit term was defined using three approaches namely, selection
approach, interaction approach, and the system1 approach. While the selection
approach refers to the fit as the correlation between the environmental variables and
the organizational variables, the interaction approach examines the interaction
between organizational variables and the environment. Moreover, the system

approaches considers the effect of this interaction on the performance.

Furthermore, in the literature of contingency theory, it has been widely argued that
organizational effectiveness could be improved if there is an effective alignment of
the key organizational variables (Naman & Slevin, 1993). According to the
contingency theory, the relationship between two variables is contingent or depends
on the level of a third variable. Therefore, it was highly suggested that introducing a
moderator variable into the relationship between two variables may permit more
specific understanding and prevent misleading conclusions regarding the contingency
relationships. To better understand the inconsistent findings regarding the

relationships between organizational strategies and organizational performance,
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contingency theory had a primary contribution to the development of management

sciences {Venkatraman, [989).

In an attempt to better explain and understand the relationship between salesforce
performance, sales management control strategy, salesforce characteristics and sales
organization effectiveness, the literature suggested some of the potential moderating
variables (Gohmann et al., 2005; Ketllor, Bashaw, & Pettijohn, 1997; Mallin &
DelVecchio, 2008; Parthasarathy & Sohi, 1997). One of the most important
organizational wvariables with potential moderating role between salesforce
management and sales organization effectiveness is salesforce automation (Baldauf &

Cravens, 2002; Piercy et al., 1999),

As it has been discussed earlier, the major purpose of this study is to examine the role
of salesforce automation on the relationship between salesforce performance, sales
management control strategy, salesforce characteristics and sales organization
effectiveness. It can be argued, based on the literature, that salesforce automation
could be one of the major factors that allow or inhibits the effective sales strategy
implementation (Baldauf & Cravens, 2002; Piercy et al., 1999). Therefore, if a sales
organization developed a better salesforce automation, the outcomes for salesforce
automation, sales management contro} strategy and salesforce characteristics could be
highly promising. In a supportive better implementation of salesforce automation, the
abilities of the sales organization to create successful change initiatives related to
system, processes, and human aspects will be greatly increasing. The importance of

salesforce automation is due to the good fit that can be established with the intended
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strategies and the sales information system practices within the sales orgamzation.
That is to say, in the case of implementation of salesforce automation, all the members

of salesforces in the organization are ready to accept this saleforce automation.

Thus, this study can be underpinned by the contingency theory. Moreover, this study
is line with the strategy implementation school following Venkatraman and Camillus
{1984) classification. Moreover, the contribution of this study to the literature is by
examining the contingency theory through investigating the meoderating role of
salesforce automation on the salesforce performance, sales manzgement control

strategy, salesforce characteristic and sales organization effectiveness relationship.

2.8 Summary

This chapter summarized past researches on sales organization effectiveness,
salesforce performance, sales management control strategy, salesforce characteristics,
and salesforce automation. It attempted to delineate their definitions and at the same
time find out their relationships. The attempt was vital because there were few studies

empirically testing the scope of salesforce management.

The Agency Theory and Contingency Theory utilized in this study may help
researcher to explain relation among salesforce performance, sales management
control suwategy, salesforce charactenstics, salesforce automation and sales

organization effectiveness in Indonesia life insurance industry.



The next chapter will discuss the methodology, research framework, developed
hypotheses, and research design employed to answer the research questions and

objectives of study.
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CHAPTER THREE
METHODOLOGY

3.1 Intreduction

This study designs to examine the first relationship between salesforce performance,
sales management control strategy, salesforce characteristics, and sales organization
effectiveness in Indonesia life insurance industry. This study also examines the impact
of salesforce automation as a moderator between salesforce performance, sales
management control strategy, salesforce characteristics and sales organization
effectiveness. In this chapter, the methodology of the study including research
framework, underpinning theory, development of hypotheses, rescarch design,
population and sampling procedures, instrumentations. data collection procedures and

statistical technique is presented.

3.2 Research Framework

Based on the literature review, Figure 3.1 depicts the theoretical framework that shows
salesforce performance, sales management control strategy, and sales performance as
an independent variable. Salesforce performance has six dimensions {technical
knowledge. adaptive selling, team work, sales planning, sales presentation, and sales
support), meanwhile, sales management control strategy has four dimensions
{(monitoring. directing, evaluating. and rewarding) and salesforce characteristics has
five dimensions (affect/attitude, cognition/capabilitics, behavioural strategy,

recognition motivation, intrinsic motivation), The dependent variable is sales
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performance, which has four dimensions (sales volume, market share, profitability,

and custorner satisfaction). Finally, the moderating variable 1s salesforce automation

Figure 3.1 lllustrates the relationship between the predictor variable, dependent

variable and moderator of this study as clarified in the previous part of this chapter.

Salesforce Performance

Technical knowledge
Adaptive selling
Teamwork

Sales planning

Sales presentation
Sales suppornt
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Sales Management
Control Strategy

Monitoring Sales Organization
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Characteristics

Affect/Anitude
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Behavioral strategy
Recognition motivation Salesforce
Intrinsic motivation Automation
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Figure 3.1 Research Framework
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The theoretical framework is divided into three parts. First part of this research
framework is sales organization effectiveness of life insurance companies in
Indonesia, which plays as a dependent and is the critical variable in this research. The
whole model is designed to discover the main factors that influence the company sales
performance. Furthermore, it explores the main determinants of salesforce
management activity among sales manager regarding the sales organization

effectivencss.

The second part consists of salesforce performance, sales management control
strategy, and salesforce characteristics variables as independent variables. The
salesforce performance defined as by attributes and characteristics that can be
described as salesforce performance (Babakus et al., 1996). Similarly, it is defined by
Barker (1997) and Pelham (2006) to be adaptive selling and team work that lead to
new entry. In this context, the research tries to discover the performance of salesforce
in life insurance company toward technical knowledge, adaptive selling, team work,
sales planning, sales presentation, and sales support. All these variables are expected

to influence sales organization effectiveness.

Sales management control strategy refers to an organization’s set of procedures for
monitoring, directing, evaluating, and rewarding its employees (Grant, Laney &
Nasution, 2009}. In the context of this study, sales management control consist of
monitoring. directing, evaluating, and rewarding. According to the definition of sales
management control the items related to this variables will be tested to show the

impact of this independent variables with sales organizations effectiveness.



Moreover, salesforce characteristics mentions 10 be main professional behaviour-
related characteristics of the salesforce include attitude, motivation and the
salesperson’s strategic behaviour or approach (Anderson & Oliver, 1987). In the
context of this research, affect/attitude, cognition/capabilities, behavioural strategy,
recognition motivation and intrinsic motivation. From this definition of salesforce
characteristics the items related to this variables will be examined to show relationship

of this indcpendent variables with sales organization effectiveness.

As shown in this research framework, the third part of this model is a salesforce
automation that act as the third factor in the research framework. It is proposed as
having a moderating effect in salesforce performance, sales management control,
salesforce characteristics and sales organization effectiveness. The highest level of
using technology in sales will tend o increase the possibility of increase sales
effectiveness (Ahearne et al., 2008; Baker & Delpechitre, 2013}, Many researcher
confirmed the presence of many essential aspects of salesforce automation usage one
of this research has a directimpact on effort, thereby reducing number ofhours worked,
and customer relationship management usage has a direct positive impact on adaptive

selling behaviours (Rapp, Agnihotri, & Forbes, 2008).

Previous studies have documented that salesforce automation has implemented in
many industry, such as hospital {lones, 2004), pharmaceutical ((Rapp et al., 2008),
printing technology industrty (Baker & Delpechitre, 2013}, army deparument
{Gohmann et al., 2005), financial industry (Wang, Chung, & Wang, 2003), small
medrum enterprise (Cardinali et al., 2014}, and life insurance (Larpsiri & Speece,

2004). As salesforce automation is previously defined as manual sales activities to
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electronic processes through the use of various combinations of hardware and software

applications.

3.3 Hypotheses Development

From the theoretical framework, there are six hypotheses formulated in this study.
Previous empirical findings concerning the relationship among the factors are
exhibited 1 bolster the theories. The detail of the exchange on the relationship among

the vanables will be talked about underneath.

This research suggests that salesforce performance and sales organization
effectiveness are linked. Effectiveness is an overview assessment in regards to
organization effectiveness that can be to some degree inferable from the sales
representative (Churchill et al., 1993). The similarity among sales performance,
marketing performance and sales organization effectiveness has been broadly
recognized in the literature (Baldauf, Cravens, & Piercy, 2001; Ingram, LaForge,
Avila, Jr., & Williams, 2006; Piercy, 2010, Asiegbu, et al., 201 1). Sales organizational
effectiveness and sales performance are related but conceptually different (Piercy,
2010). As this study concermn of how salesforce performance influence sales
organization effectiveness, therefore, the focal point of discussion mainly concern on
predictors in salesforce performance themes and how their influence on sales volume,
market share, profitability and customer satisfaction, Thus, in view of the above

discussion, the hypotheses can be developed as foilows:

H1: There is a relationship between salesforce performance and sales

organization effectiveness
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Additionally, management control in an organizational framework considers the
actions of managers intended to impact the outcome of promotion personnel to carry
out the targets of the lending broker and behaviour (Anderson & Oliver, 1987,
Jaworski, 1988; Jaworski, Stathakopoulos, & Krishnan, 1983). Prior empirical studies
have studied the influence of sales management conirol on behavioural performance
(Theodosiou & Katsikea 2007}, satisfaction with supervisors (Challagalla & Shervanm
1996}, motivation of salcspersons (Miao, Kenneth, & Zou 2007), the role stress (Lusch
& Jaworski 1991), ethical standards (Ingram, LaForge, & Schwepker 2007), and
salesforce performance (Piercy, Cravens, & Morgan 1999). Nevertheless, the impact
on the sales organization effectiveness on Iife msurance companies has yet to be
investizated. Sales management control strategy is referred to as only two opposite
solutions: behaviour-based as well as outcome-based sales and sales management
handle. Since systematic studies concerning sales supervision control happen to be
based primarily on the Anderson and Oliver (1987) models and improved by Cravens
et al. {1993}, this construct is adopted as the foundation for this research. Accordingly,

the following hypothesis is developed:

H2: There is a relationship between sales management control strategy and sales

organization effectiveness

A study in sales management is important as characteristics of sales person are
determine their appropriate behaviour according to the organization effectiveness
(Barker, 2001; Massey & Davis, 2007). While charaeteristics in salesperson behaviour
study lead to the effectiveness of company (Choi, Huang, & Stemquist, 2015). The

salesperson characteristics theoretically related with behaviour-based management
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control include affects/attitude, motivation, cognitions/capabilities, and behavioural
strategy (Anderson & Oliver, 1987, Baldauf, Cravens & Piercy, 2000). Hence, this
study attempts to explore salesforce characteristic from the sales manager perspective
and how it influences their attitude towards the sales organization effectiveness.

Accordingly, the following hypothesis is developed:

H3: There is a relationship between salesforce characteristics and sales

organization effectiveness

it has been clear from the previous review of the salesforce management literature
that the vast maiority of research work related to salesforce management reveals that
sales management factors can positively impact the sales organization effectiveness
{Ahmad, Sah, & Kitchen, 2010; Babakus, Cravens, Grant, Ingram, & Laforge, 1996;
Babakus, Cravens, Ingram, & Laforge, 1994; Bajari, 2006; Cross, Brashear, Rigdon,
& Bellenger, 2012; Pelham, 20006; Piercy et al., 1998, 1999; Singh & Das, 2013;
Yilmaz, 2002). On the other hand, many other researchers reported the failure of sales
management factors {e.g. SFP, SMCS, SFC) in sales organization effectiveness
{Piercy et al, 1999). Ulumately, the lack of salesforce automation affects the
successful influence between SFP, SMC, and SFC as a change strategy towards
improving the overall sales organization effectiveness. Based on the previous works
of literature, it is observed that salesforce automation can serve as moderator variable
on the relationship between salesforce performance, ssles management control
strategy, salesforce characteristics and sales orgamzation effectiveness. This study

proposes the following hypotheses are developed:

118



H4: Salesforce automation moderates the relationship between salesforce

performance and sales organization effectiveness.

H5: Salesforce automation moderates the relationship between sales

management control and sales organization effectiveness

H6: Salesforce automation moderates the relationship between salesforce

characteristics and sales organization effectiveness

3.4 Operational Definition

As reviewed in Chapter 2, there are five (5) variables identified in this study, such as
sales organization cffectiveness, salesforce performance, sales management control
strategy, salesforce characteristics and salesforce automation. The dependent variable
for this study is sales organization effectiveness. The independent variables are
salesforce performance, sales management control strategy, and salesforce
characteristics. The moderator for this study 15 salesforce automation. In accordance
with theoretical framework, relevant measurement for each of operational definitions

are as follows:

Salesforce performance. Salesforce performance is defined as associates the concept
of performance to each salesperson’s individual work and the concept of effectiveness
to the organization globally, or the sales unit (Barker, 1997) but in this research author
uses the term effectiveness in both situations in a more recent picce of work. Salesforce
performance consists of six dimensions namely {1} technical knowledge, (2) adaptive

selling, (3) teamwork, (4) sales presentation, (5} sales planning, and (6) sales support
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(Behrman & Perreault, 1992; Cravens et al., 1993; Spiro & Weitz, 1990; John &

Weitz, 1989; Babakus et al., 1996).

Sales management control strategy, sales management control strategy 1s defined sales
management control strategy plays an important role in influencing salesperson’s
outcome performance, and designing effective field sales organizations (Grant, Laney
and Nasution (2009). Sales management control strategy consist of four dimensions
namely (1) directing, (2} monitoring, (3) evaluation, and (4) rewarding (Babakus et

al., 1999; Baldauf et al., 2002; Piercy et al., 1999).

Salesforce characteristics, salesforce characteristics are defined as salespeople’s
attitudes and behaviour that are expected to have a favorable impact on performance.
These include capabilities, motivation, and attitudes. Behaviour control is expected to
have a favorable impact on these characteristics (Cravens et al., 2006). Salesforce
characteristics contain  of five dimensions namely (1) aftect/attitude, (2)
cognitions/capabilities, (3) behavioural strategy, {4) recognition motivation, and (5)

intrinsic motivation (Qliver, 1997).

Salesforce Automation, salesforce automation is defined as the application of
information technology to support sales function (Buttle, Ang, & Iriana, 2006).
Salesforce automation consist of two dimensions namely (1) perceived of usefulness

and (2) perceived ease of use (Venkatesh & Davis, 2000; Moore & Benbasat, 1991).

Sales organization effectiveness, sales orgamzation effectiveness is defined as

conceptualized sales performance as the evaluation of salespeople based on what they
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produce (i.e. sales outcomes) as well as what they do (i.¢. sales behaviours) (Anderson
and Oliver (1987). Sales organization effectiveness contain of four dimensions
namely (1) sales volume, (2) market share, (3) profitability, and (4) customer

satisfaction (Cravens et al., 1993; Babzekus et al., 1990).

3.5 Research Design

One of the main purposes of this study is to provide a valid and reliable framework
for the interaction between salesforce performance (SFP}, sales management control
strategy (SMCS), salesforce characteristics (SFC), salesforce automation {SFA) and
sales organization effectiveness of life insurance companies in Indonesia, Rescarch
design is a backbone of the research that holds all the elements of the research

(Trochim, 2006).

A research design comprises a strategic plan that includes specific methods and
procedures for collecting and for analyzing the required data on the study population
to obtain the solution to the problem statement (Sekaran & Bougie, 2010; Zikmund et
al., 2010). This study approves a quantitative method which enabled knowledge claims
on practical areas. The present study is correlational as well as cross-sectional in nature
as this method uses some basic measures to obtain data and information from

respondent in their normal situation (Graziano & Raulin, 1597).

Moreover, a survey based mostly research has its advantages because approach is often
orgamzed plus unreachable data and information can be obtained well, besides the and

also have generalize the final results (Leedy, 1997). Additionally, Kerlinger (1973)
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attested that survey is most beneficial adapted to produce individual as well as social
evidences, beliefs along with atiitudes. Additional motive a self-imposed
questionnaire use in this study is because the questions which adjusts from past studies
and have a high level of validity, so that according to Lyon, Lumpkin, and Dess (2000)
such survey method has a relatively high level of validity since questions can be posed
directly addressing the original nature of a consiruct. Additionally, Marshall {1996)
shown quantitative sampling as thc solution to draw staff from the populace which
then could be generalized returning to the population the approach to draw
representatives from the population which then can be generalized back to the

population.

3.5.1 Unit of Analysis

According to Sekaran and Bougie (2010) and Zikmund et al. (2010), researchers must
explain their unit of znalysis to find a solution to the problem statement. The unit of
analysis refers to the level of aggregation of the data to be collected during the data
analysis phase. The unit of analysis is the unit used by a researcher in the measurement
of variables (Sekaran, 2003). The unit of analysis may be at the individual, group,
business unit, or organizational level. This study, in an effort to understand how
salesforce performance, sales management control strategy, salesforce characteristics
influencing sales organization effectiveness as perceived by salesforce from sales
manager perception. Thus, the level of analysis is individual-based, which means that
the data collected from the sales managers are aggregated at the individual level. The

unit analysis for this study is sales managers in life insurance company in I[ndonesia
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but limited to three domestic companies and he/she has salesforce morethan two

salesforces (Baldauf et al., 2001).

3.5.2 Population and Sample

In this section the population of study is discussed. Apart from that, sampling frame,
sampling technique, sample size and unit analysis of the present study are highlighted.
The term of population refers to universe of units that relate 1o the research objective;
while the term sample refers to subset of those units from evidence is gathered. The
mference task then is to use evidence from a sample to draw conclusions about the
population {(Bryman & Bell, 2011). Sampling, therefore , may be the process of
picking a few small sample from even bigger group (the population) to create the basts
to get estimating or possibly predicting the exact prevalence for unknown bit of
information, problem or finish result regarding the greater group to put it differently a
sample can be a subgroup from the population typically the researchers are curious

ahout.

The population for this study are the sales managers at three domestic life insurance
companies, which owned by Indonesia State-owned Company namely PT. Asuransi
Jiwa Tugu Mandirt (owned by Pertamina and PT, Timah), PT. Bringm Jiwa Sejahtera
{owned by Bank BRI), and PT. BNI Life (owned by Bank BNI) in Java Island,
Indonesia. The total number of sales managers gathered by the company database in
June 2015 is 537 in the five biggest city in Java Island that specifies the population

size for this study. Furthermore, due to its centricity for economic and industrial
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activities (Detik, 2013), these five cities can represent the overall view of the entire

sales manager in Indonesia life insurance industry.

In most cases, it is impossible 1o collect data from all populations (Hair et al., 2007).
The current study is faced with the problem that it is not possible to reach all of the

populations under investigation. Thus, the data collected from a sample.

3.5.3 Sampling Technique

Generally, the sampling method divided into two categories: probability sampling and
nonprobability sampling. In this study, the mixed method of probability sampling and
non-probability sampling are selected, because sampling for this study is divided into
two phases. In the first phase, the probability one kind sampling methods is applied.
The probability sampling method is nominated due to the fact that the results
constructed on this type of sampling technique can be generahzed to the target
population with a level of confidence and the representativeness of the sample is of

importance in the awareness of broader generalizability (Sekaran & Bugie, 2010),

The target population of the study are the sales managers in Indonesian life insurance
companies. The population frame Is obtained from Indonesian Life Insurance
Association (AAJT) members. The procedure of sampling begins with the identity of
the population. The population refers to entire group of people or organization that are

of interest 1o the researcher {Sekaran, 2009; Zikmund, 2003},
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For this study, the samples for the study are sales managers who are worked in three
domestic life insurance companies and owned by Indonesia State-owned Company
which non performing industries. These companies have and implemented salesforce
automation in their company i.e. PT. Asuransi Jiwa Tugu Mandin, PT. Bringin Jiwa
Sejahtera, and PT. BNI Life Insurance in 5 biggest city in Java island namely Jakarta,
Bandung, Semarang, Yogyakarta, and Surabaya. The sales managers are responsible
to take care of the life insurance business and they are also responsible to motivate,
retain and develop their salesforce. Moreover, the reason using these three companies
as sampling because the three companies have similar that are owned by government-
owned companies and all these companies are have below average performance
(Beritasatu.com, 2106). From the reason above becomes the consideration of

researchers to take samples from the those companies.

Moreover, either the sample size can be determined by using statistical technigue or
though some rules of thumb (Aaker, Kumar & Day, 2008). Determination of sample
size is important because practically it is almost difficult to gather data from every
component of the population due to time constraints, Jack of human resoutces and high
cost (Bryman & Bell, 201 1). Sekaran (2005) and Zikmund et al. {2010} claimed that
the sampling is conducted instead of gathering data from all component of population,
In addition, choosing an appropriate sample from the population is expected harvest
more reliable results for the study (Sekaran, 2005), particularly 1if the sample is

representative of the whole population.
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Probability sampling is better to non-probability sampling because it permits the
researcher to have a precise generalization of the population and enable the researcher
to apply advanced statistical analysis. However, each procedure has its own
advantages and disadvantages. For the purpose of the study, probability sampling was
preferred. This is because probability sampling increases the possibility that the
elements selected from the population can provide an accurate reflection of the
population parameters. Examples of probability gsampling techniques are simple

random sampling, systematic sampling, stratified sampling and cluster sampling.

In this study, the stratified sampling technique is suitable for the given situation
because the researcher can divided the subjects of the study into relatively
homogeneous subgroups that are distinet and non-overlapping. It is the most efficient
among all probability designs and all groups of population are evenly sampled. The
saraple size for this study derived from the suggestion by Krejcie and Morgan (1970)
cited in Sekaran (2007) which reads that if a population number is higher between 500

and 530 the sample size should be 217 to 226, which is applied here for this study.

According to Hair et al. (2007), within a proportionately sampling basis, the sample
size from each stratum is determined independently withouat considering the size of
the stratum in relation to the overall sample size. The more important a particular
stratum is considered, the higher the proportion of the sample elements from the
stratum. This sampling procedure was selected because 1t is cost-effective and

increases the control of the researcher (Goode & Hatt, 1952).
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Moreover, the principles of thumbs proposed by simply Roscoe (1975) such as that
sample measurement larger than 30 and less compared to 500 work and the sample
size really should be several time (preferably ten-times or more} as great as the range
of variables with multivariate review including a muliiple of regression analysis,
Although Comfrey and Lee (1992) considered a sample of 300 as good. For this
research, the researcher had decided to make it as 348 and it also suggested by Baruch
and Holtom (2008} bascd on the responsc rates for surveys used in organization
research. They analvsed 1607 studies published in the years 2000 and 2005 in 17
refereed academic journals, they identified 490 different studies that utilized surveys.
Their research examined the response rates in these smdies, which covered more than
100,000 organizations and 400,000 individual respondents. The average response rate
for studies that utilized data collected from individuals was 32.7 percent with a
standard deviation of 20.4, while the average response rate for studies that utilized

data collected from organizations was 35.7 percent with a standard deviation of 18.8.

To determine the proportionate sample size for each life insurance company with the
target sample size of 345, the number of elements for each company was multiplied
by the target sample size and then divided by total elements. For example, with 80
numbers of sales manager at PT. Asuransi Jiwa Tugu Mandiri, The proportionate
sample size can be obtained by multiplying 80 with 3435 and divided by 537 which
equal 52 for this sales office. The same calculation method was apphied to all targeted

sales offices.
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Next, randomly select 345 respondents. Respondents were drawn from each branch of
sales branch using simple random sampling proportionate to the number of elements
in the category. The selection of respondents was done using table of random numbers.
To ensure representation, the selection was done by province and branch offices. For
example, in the case of PT Asuransi Jiwa Tugu Mandiri, KP (Kantor Penjualan)
Jakarta Pondok Pinang has a population of 80 sales managers with a sample size of
52. First, a number was allocated to all fifty two sales managers. In selecting the
respondents and determining the statting point in the table, the researcher prepared
fifty two numbers (Number | to 52} and randomly picked a number. Number 3 was
picked. This means that the starting point in selecting respondents for sales manager
list is number 3. Hence, sales manager assigned number 3 in the list were selected as
respondent. Subsequent numbers were picked by moving inthe direction of left to right
and down the table until the fifty two respondenis were selected from KP (Kantor
Penjualan) Jakarta Pondok Pinang. The same process was carried out for other branch

in the list. Table 3.1 below shows proportionate sample size for this study.

Table 3.1
Life Insurance Companies Sales Branch in Five Cities Capital in Java Island
No Company City Sales Offices Approximately Sample
Sales Size
Managers
. PT Asuranst Jakarta KP Jakarta 84 52
Jiwa Tugu Pondok Pinang
Mandiri
Bandung KP Bandung 21 13
Surapati
KP Cirebon 20 13
Tuparev
Semarang KPP Semarang 38 24
Kepatihan Barat
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No Company City Sales Offices Approximately  Sample

Sales Size
Managers
Yogyakarta KP Yogyakarta 27 17
Gayam
Surabaya KP Surabava 41 27
Genteng Kali
2. PT. Bringin Iiwa Jakarta KP Jakarta 00 13 10
Sejahtera
KP Jakarta 01 14
KP Jakarta 02 15 10
KP Jakarta 03 16 10
KP Jakarta 04 13
KP Jakarta G5 12
KP Jakarta 06 16 10
KP Jakarta 07 12 8
Bandung KP Bandung 01 14 9
KP Bandung 02 16 10
Semarang  KP Semarang 10 6
Yopyakarta KP Yogyakartal 12 8
KP Yogyakarta2 14 9
Surabaya  KP Surabaya 1 17 11
KP Surabaya 2 18 12
3. PT. BNI Life Jakarta KP Jakarta | 17 il
Insurance
KP Jakarta 4 15 10
Bandung KP Bandung 19 12
Semarang  KP Semarang 16 10
Surabaya KP Surabaya | 16 10
KP Surabava 2 I3 g
Total 537 345

3.5.4 Data Collection Procedure

Several steps were taken in designing and administering the questionnaires. First, a
search through literature 1s done to identify measures that would capture the constructs
under study. Due to the importance of clearly understanding the questionnaires by
respondents, the questionnaire is translated from English into Bahasa Indonesia and

again from Bahasa Indonesia to English. Specific process is English version ig
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translated into Bahasa Indonesia by a native Indonesia speaker who is fluent in both
languages. The Bahasa Indonesia questionnaire then translated back into English again
by another person with the same qualifications. The process is employed as a respond
to Sekaran (2009) suggested that it is important to ensure that the translation of the
instruments is developed accordingly. Second, next step is the researcher examined
the validity of the questionnaire by comparing the translated version with the original

version.

Next, the simple random sampling technique from each branch was used in the data
collection process. After the sample size was derived from the life insurance
companics. the letters requesting permission to conduct research was sent to the
targeted life insurance companies. This permission was to ensure their cooperation in
this study. After the researcher obtained permission, a logation survey started and sales
manager are asked for their collaboration in domng the survey. The gquestionnaire is

distributed to the targeted respondents in self-administered.

The survey is led through self-managed polls. Despite the fact that this strategy is
costly contrasted with a mail study, all things considered, the researcher supports this
technique due its favorable circumstances. The considerable favorable is that the
reseracher can gather all the completed responses inside a brief ttmeframe. The second
advantage 15 that the researcher can clarify on the spot the terms or parts of the
questions that the respondent cannot understand, Third, the researcher can persuade
the respondents to participate in the survey and give their legit opinions (Sekaran,

2009).
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3.6 Measurement of Variables

The measurement scales for each of the variables were derived from the previous
literatures and author modified and adapted it to suit the industry survey. According
to Sekaran (20093 and Zikmund et al. (2010), measurement is a tool or mechanism of
describing some property of phenomenon’s variables of interest in the study by
assigning numbers in reliable and valid way. This variables reliability from previous
study was between (.77 and (.92 (Piercy, Cravens & Lane, 2012). This section
presents the full details of measurement items and measurement scale for each vanable

involved in this study as well as the design and structure of the questionnaire.

3.6.1 Measurement Items for Sales Organization Effectiveness

Sales organization effectiveness is conceptualized into four dimensions in this study:
first as sales volume , second as market share, third as profitability; and fourth as
customer satisfaction. The measurement of the dependent variable is adapted from
Cravens et al. (1993) and Babakus et al. (1996). The measurements developed to
define sales organization effectiveness were based on conceptual model depicting
relationships between salesforce control systems, characteristics, performance, and
sales organization effectiveness as a framework for testing the propositions formulated
by Anderson and Oliver (1987). Table 3.2 shows the items used to measure the sales

organization effectiveness and the sources from which their adapted.

131



Table 3.2
Measurement items for Sales Organization Effectiveness

As a sales manager, | think,....

Code Items Source
Sales Volume
SOE! My company’s sales volume is higher than major
competitor
SOE2 My company’s sales volume is higher than
company sales objectives
Market Share
SOE3 My company’s market share is higher than major Cravens et al.
competitor (1993) and
SOF4 My company’s market share is higher than Babakus et al.
company sales company objectives (1996)
Profitability
SOES3 My company’s profitability is higher than major
competitor
SOE6 My company’s profitability higher is than

company sales objectives
Customer Satisfaction

SOE7 My company’s customer satisfaction is higher
than major competitor
SOES% My company’s customer satisfaction is higher

than company sales objectives

3.6.2 Measurement Ifems of Salesforce Performance

The measure of the salesforce performance was derived from the appropriate studies
in the salesforce management literature. However, the deployed measure use in this
study was adapted from the measures used by Behrman and Perreault (1982}, Cravens
et al. (1993), Spiro and Weitz {1990}, and John and Weitz (1989). These measures are
used to measure the salesforce perfonnance in the organization. In addition, some
items are also adapted from the work of Babakus et al. (1996). Table 3.3 exhibited the
items used to measure the salesforce performance of life insurance companies and

their sources from which they are adapted.
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Table 3.3
Measurement items for Salesforce Performance

As a sales manager, I can see that my salespeople.. .

Code  ltems Source
Technical Knowledge
TK1 Know the design and specifications of Behrman and Perreault
company products/services. (1982); Cravens et al.
TK2  Know the applications and functions of (1993)
company products/services.
TK3 Keep abreast of your company’s production
angd technological developments.
Adaptive Selling
ASI Expenment with different sales approaches.
AS2  Are flexible in the selling approaches used,
AS3 Adapt selling approaches from one customer Spiro and Weitz (1990)
to another.
AS4 Vary sales style from situation to situation.
Teamwork
TWI1  Generate considerable sales volume from team
sales {sales made jointly by two or more
salespeoplel.
TW2  Build strong working relationships with other
people in our company.
TW3  Work very closely with non-sales employees
to close sales. John and Weitz (1989)
TW4  Coordinate very closely with other company
employees to handle post-sales problems and
service.
TWS  Discuss selling strategies with people from

various departments.

Sales Presentation

Spl Listen attentively to identify and understand
the real concerns of customers,
SP2 Convince customers that they understand their
unique problems and concerns.
SP3 Use established contacts to develop new Behmman and Perreault
customers. (1982); Cravens et al.
SP4 Communmicate their sales presentation clearly  (1993)
and conciscly,
SP5 Work out solutions to a customer's questions

and objections.

Sales Planning

SPGI
SPG2

Plan ¢ach sales call.
Plan sales strategies for each customer.
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As a sales manager, I can see that my salespeople. ..

Code  ltems Source

SPG3  Plan coverage of assigned territory/customer  Babakus, Cravens,
responsibility. Grant, Ingram and

SPG4  Plan daily activities. LaForge (1996)

Sales Support

581 Provide after the sales service,

882 Check on product delivery.

883 Handle customer complaints. Babakus, Cravens,

584 Follow up on product use. Grant, Ingram and

sS85 Troubleshoot application problems. LaForge (1996}

586 Analyze product use experience to identify

new product/service ideas.

3.6.3 Measurement Items of Sales Management Control Strategy

Sales management control strategy was measured using 25 items from Cravens et al.

{1993%). Every item rates how often

sales manager or leader in organization

demonstrates their management ability to manage salesforce. The ftems measure the

four dimensions of sales management control sitrategy: monitoring, directing,

evaluating, and rewarding as shown in Table 3.4.

Table 3.4
Measurement items for Sales Management Control Strategy

As a sales manager, ...

Code Hems Source
Maonitoring
M1 Spend time with salespeople in the field.
M2 Make joint calls with salespeople.
M3 Regularly review call reports from salespeople.
M4 Monitor the day-to-day activities of salespeople.  Cravens et al.
M3 Observe the performance of salespeople in the {1993)
field.
Mé6 Pay attention to the extent to which salespeople

travel.
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As a sales manager, 1.

Code Items Source
M7 Closely watch salespeople's expense accounts
M8 Pay attention to the credit terms that salespeople
quole cuslomers.
Directing
I3 Encourage salespeople to increase their sales
results by rewarding them for their
achievements.
D2 Actively participate in training salespeople on Cravens ¢t al,
the job (1993
D3 Regularly spend time coaching salespeople.
D4 Discuss performance evaluations with
salespeople
D5 Help salespeople develop their potential,
Evaluating
Ei Evaluate the number of sales calls made by
salespeople.
E2 Evaluate the profit contribution achieved by
each salesperson., Cravens et al.
E3 Evaluate the sales results of each salesperson. {1993)
E4 Evaluate the quality of sales presentations made
by salespeople.
ES Evaluate the professional development of
salespeople.
Rewarding
Rl Provide performance feedback to salespeopie on
a regular basis.
R2 Compensate salespeople based on the quality of
their saies activities.
R3 Use incentive compensation as the major means
for motivating salespeople.
R4 Make incentive compensation judgments based  Cravens et al.
on the saies results achieved by salespeople. (1993}
RS Reward salespeople based on their sales results.
R6 Use non-financial incentives to reward
salespeople for their achievements,
R7 Compensate salespeople based on the quantity of

their sales activities
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3.6.4 Measurement Items of Salesforce Characteristics

A salesforce characteristics survey is developed by Oliver and Anderson {(1987) and
Cravens et al. (1993) and adapted in this study, they tried to operationalize and
measure salesforce characteristics and reviewed both management and sales research
to develop an empirical measurement based on five components: affect/attitude,
cognitions/capabilities, intrinsic motivation, recognition motivation, and behavioural
strategy. The items measure the five dimensions of salesforce characteristics:
affect/attitude, cognitions/capabilities, intrinsic motivation, recognition motivation,

behavioral strategy as shown in Table 3.5.

Table 3.5
Measurement items for Salesforce Characteristics

As a sales manager, 1 can see that my salespeople. ..

Code ltems Source

Affects/Attitudes

AALl  Are willing to accept direction from their field Oliver and Anderson
sales manager {(1987); Cravens et al,

AA2 Cooperate as part of a sales team. (1993}

AA3  Accept the authority of sales manager
Cognitions/Capabilities

CC1  Possess expert selling skills Oliver and Anderson
CC2  Possess detailed product/service knowledge (1987); Cravens et al.
{1993)

Intrinsic motivation
IM1  Obtain a sense of accomplishment from their

work Oliver and Anderson
IM2  Feel a sense of personal growth and development  (1987); Cravens et al.
in their work {1993}

IM3  Get a feeling of stimulation and sense of
challenging involvement in their work

Recognition Motivation

RM1 Have high respect from supervisors
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As a sales manager, I can see that my salespeople...:

Code Items Source

RM2 Have high respect from fellow workers Oliver and Anderson
{1987); Cravens et al.
(1993)

Behavioral Strategy
BS1  Perform non selling activities effectively

BS2  Perform sales support activities Oliver and Anderson
BS3  Focus on satisfying customer needs {1987); Cravens ¢t al.
B84  Customize customer selling approaches {1993}

3.6.5 Measurement Ttems of Salesforce Automation

Through the literature of salesforce automation, the oniginal scale is developed and
used by Venkatesh and Davis (2000} and Moore and Benbasat (1991) to measure
salesforce automation construct consist ten items covering two dimensions of SFA.
For the purpose of examining the moderating influence of salesforce automation on
the relationship between salesforce performance, sales management control strategy,
salesforce charactertstics and sales performance, some proper items are adapted. In
other words, the items adapt from Venkatesh and Davis (2000) and Moore and
Benbasat (1993) covered all dimensions of the original measure. The items of the

measure used in the study are presented in Table 3.6 in the following.
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Table 3.6
Measurement items for Salesforce Automation

As a sales manager, | think that my salespeople .. ..

Code ltems Source

Perceived of Uscfulness

PU1  Use the SFA systern might improve the efficiency of
time and cost of daily operations.

PU2  Use the SFA system might leave the culture of the
working paperless because all changes to be an
automate sysiem.

PU3  Use the SFA system can save time Venkatesh and
PU4  Use the SFA system can improve the effectiveness of Davis (2000)
performance
PUS  Use the SFA system can simplify work, can be done
anytime and anywhere, as long as gefting an internet
connection.
PU6  Use the SFA system can improve productivity
performance
PU7  Use the SFA system can improve services to
customers because all the information provided in
real-time
Perceived Ease of Use
PEUL Interact with the SFA system is clear and
understandable Moore and
PEUZ FEasy to use SFA system Benbasat (1991)
PEU3 Easy to get the SFA system and do what they want to
do.

31.6.6 Summary of Measurement Variables
A Summary of the variables, dimensions and total number of items used to measure

the variables is shown in Table 3.7,
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Table 3.7
Summary of adapted measurement ifems for each variable

Total Number

Yariables Dimensions Source
of ltems
Sales . Cravens et al.
Organization 8 (1993)
Effectiveness
Salesforce »  Technical Knowledge 3 Behrman  and
Performances Perreault
(1982);
Cravens et al
(1993)
s Adaptive Selling 4 Spiro and
Weitz (1990)
e  Team Work 5 John arsl
Weitz (1989)
s Sales presentation 3 Behrman  and
Petreault
{1982);
Cravens et al,
{1993),
e Sales planning 4 Babakus,

» Sales support 6 Cravens,
Grant, Ingram

and LaForge

(1996)
Sales ¢  Monitor 8 Cravens et al.
Management s  Direct 5 (1993},
Control Strategy o Bvyaluate 5
o Reward 7
Salesforce o Affects/Attitudes 3 Oliver and
Characteristics Cognitions/Capabilities 2 Anderson
« Intrinsic motivation 3 (1987);
e Recognition motivation 2 Cravens et al.
e Behavioral sirategy 4 (1993).
Salesforce e Perceived of usefulness 7 Venkatesh and
Automation s Perceived ease of use 3 Davis (2000
Moore and
Benbasat
{1991)
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3,7 Measurement Instrument Scale

Most of the studies in social science used a Likert scale to measure the responses. As
noted by Garland (1991}, this is scale is very comunon for business research.
According to Sudha and Baboo (2011}, the Likert scale is a psychometric scale being
used in surveys 1o get the respondents’ perceptions with regards to measurement
statements. This scaling method presumed that the scales are ordinal whereby the
attitude towards each scale has equal weight (Babbig, 2007)}. Although there isno clear
rules concerning how many points should be used in the social science research; a

typical five-point Likert scale normally used in many fields of study (Wolfer, 2007).

In this present study, most of the items will be quantified utilizing a five-point Likert
scale. It 1s considered to be a right approach since it is well seen by the respondents
and 1t provides sufficient discriminations (Sekaran & Bougie, 2010}, The five-point
Likert scales refer to a certain degree which might be different from one dimension of
variable to others. Some items use a five-Likert scale where the scale refers to
agreement degree (.e. 1=Strongly Disagree, and 5=Strongly Agree). The collected
data are cleaned, coded, tabulated, grouped and organized according to the
requirement of the study and then entered into SPSS (Statistical package for social

sciences) for analysis.

3.8 Pre Test
Pre-test is very important before using the questionnaire to gather data. Those who
conduct pre-test are prudent researcher (Cavana, Delahaye, & Sckaran, 2001). They

state that among the most important pre-test exercise are face validity, content validity,
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and a pilot study. Researcher should make sure that questions in the instrument are
understood, appropriate, and reflect the goal of study. Sekaran (2009} clarifies that
pre-testing survey question is the best test of the understandability and appropriatencss

of the questions planned to be included in a regular survey.

The instrument will be pre-tested and review by a number of academicians and
industrial practitioners to ensure and further enhance the content validity, readability,
and brevity. As Flvnn et al. (1990) noted, there 1s no statistical analysis can be used to
ensure the content validity, it can only determine by expert in the area. Since most the
questions are adapted from previous study, content validity test is needed to test how
well instrument or scale to measure the particular concept. A two steps process is used
to develop and refine the survey instrument. Firstly, content or face validity 1s warrant
by two academicians who have obtained as a lecturer in marketing class.
Subsequently, face validity discussion with two life insurance branch managers are
organized to obtamn comments, suggestions, and improvement toward developed
instrument. This s t0 enable immediate identify and discussion on the difficulties and

inappropriate wording and sentence structure using in the questionnaire.

Moreover, a pilot study is an essential step to evalnate the survey insirument and
hence, it is useful to carry out a pilot study prior to collecting data (Bryman, 2004;
Saunders et al., 2003). The purpose of doing this step is to determine whether the
survey needs any further amendment and modification so that a clear and
understandable guestionnaire will enable the respondents to answer all questions, In

addition to that, pilot test will also be conducted to validate the questionnaire as well
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as to test reliability of the measurement items, Zikmund (2003) stated that the data
collection method for pilot study is similar with actual data collection. Pilot study is
important to gather feedback to improve all questionnaire (Hatr et al. 2010) and the

result is expected to identify any ambiguities and unreliable items.

In this research, so as to perceive whether the questionnaire is appropriately developed
and the inquiries were straightforward, several sales manager are reached for a meeting
session so as to clear up the substance of the surveys. They are from one life insurance
company in Bandung, Indonesia. These sales managers asked a request to give
comments, suggestions, and critiques in order to improve the questionnaires. At the
same time, they are made a request to answer the questionnaire. In the meantime, any
equivocalness in the inquiries and insignificant inquiries are called attention to by the
respondents. Then, they are asked about the relevancy of the guestions. The majority
responded that the questions are appropriate. However, the pilot test 1s directed to
refine the measure before being appropriated to gather the genuine mformation of the
study, to reword the vague questions, to choose the time required reacting 1o the

questionnaire, lastly to measure the reliability and validity.

The objective of using a pilot test is to measure the internal consistency of the
instriment using Cronbach's Alpha reliability coefficients and factor analysis.
Cronbach's Alpha reliability coefficients assess the reliabihity that ranges from Ot 1.
As discussed in the previous section the range from 0.60 t0 (.70, which that considered

favorable. Thus, a pilot study is conducted before deciding on the actual instrument to
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be utilized, by using sample of 30 employees from non-participating respondent.

Emory and Cooper (1991) suggested 25-100 respondents are acceptable.

The researcher sit with the respondents while they finished the survey to distinguish
troubles in wording, to answer respondents inquiries and for the most part to keep an
eye on the simplicity of fulfillment. The reliability test for each instrument is
calculated using the pilot study data. Sekaran (2009) stated that reliability has two
aspects, which are stability and consistency. Table 3.8 shows the values of Alpha for
gach dimension, and the value of Alpha in this study for all varables was between

(0.922) and (0.951}, which was acceptable.

Table 3.8
Reliability Coefficient for Multiple items in Pilot Study (n=30)
Variable Alpha (1)

Sales QOrganization Effectiveness 0.981
Salesforce Performance 0.973
Sales Management Control Strategy 0.961
Saiesforce Characteristics 0942
Salesforce Automation (0.922

3.9 Techniques for Data Analysis

The SEM (Structural Equation Modeling) has been widely discussed among
quantitative researchers as an effective tool for analyzing complex relationships
between vanables (Fox, 2006, Kenny & McCoach. 2003; Reisinger & Mavondo,
2007). The researcher had analyzed its capabilities and found that the data in the study

were not that complex as to warrant the use of the SEM tool. The usual multiple
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regression and multiple correlation tools (through the SPSS software) were deemed as

adequate to handle the data analysis for this study.

The purpose of this study was two reasons. First, this study intended to examine the
predictive influence of salesforce performance, sales management control strategy and
salesforce characteristics on the sales organization effectiveness. Second, this study,
also, intended to examine the moderating effect of salesforce automation on the
relationships between salestorce performance, sales management control strategy and
their salesforce characteristics on the sales organization effectiveness. The
achievement of the objectives of this study was more reliable through conducting the
regressions analysis using SPSS as the mean to test the hypotheses. However, the
refined model obtained through the factor analysis processes was used to perform the

hierarchical regression analyses,

Moreover, to test and evaluate the theoretical framework and its hypothesis, the
researcher used SPSS (Statistical Package for the Social Sciences) as it is more
flexible. There are many techniques employed in the analysis namely, screening the
data and selecting the appropriate data analysis strategy (Churchill & lacobucci, 2006;
Sekaran, 2009). Data screening was performed 10 tdentify data entry errors and to
examine how appropriate data meets the statistical assumptions which involve missing
data, wreating outhers, descriptive statistics of variables, normality, linearity,
homoscedasticity, multicollinearity, and reliability. Moreover, SPSS can read data in

almost any format {e.g. numeric, dollar, alphanumeric etc.).
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This study conduct data analysis and hypotheses were used several statistical tools and
methods employed from SPSS software. This statistical tools included factor and
reliability analyses to test the goodness of fit of the measures, descriptive statstics o
describe the characteristics of respondent and a correlation analysis to describe the
relationship between variables and to measure the significance of Jinear bivariate
between the variables {(Coakes & Steed, 2003). In addition, regression analysis 1s used
to achicve the objective of this study as well as to identify the relationship between

the variables and the strength of this relationship.

3.9.1 Factor Analysis

Factor analysis is led to order the structure of interrelationships (correlation) among
an extensive number of items. This is finished by characterizing regular hidden
measurements, known as factors (Hair et al., 2010). It likewise can be utihzed to: {1)
diminish a substantial number of factors to fewer elements for displaying purposes;
{ii) select a subset of factors from a bigger set, based on which original variables have
the highest correlations with the principal component factors; (iil) make an
arrangement of factors to be dealt with as uncorrelated factors as one way to deal with
taking care of multicollinearity in such methods as multiple regression; (iv) approve a
scale or list by exhibiting that its constituent things stack on a similar factor; and (v)
to drop proposed scale items which cross-load on more than one element among others
{Garson, 2007). It ought to be noticed that all the negative worded things in the
questionnaire were first turn around coded before the items are submitted for a

reliability test.
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Hence, in this research, factor analysis will be led to test whether measures of a
construct are steady with the scientist's understanding of the way of that develop factor
(or construct). In evaluating the suitability of factor analysis, Hair et al. (2010}
proposed that when in doubt, the base specimen size ought to be no less than five times
the number of perceptions as there are variabies to be examined. The more worthy size
would have a ten-to-one proportion. Additionally test to decide the suitability of factor
analysis is the Barlett Tcst of Sphericity, which looks at the nearncss of adequate
number of noteworthy relationships among the variables. It gives the statistical
probability that the correlation matri has significant correlations among at least some

of the variables (Hair et al., 2010).

Meanwhile, many researchers have distinguished a few suppositions of factor analysis
on statistical ground and aplied (e.g. Hair et al., 2006; Tabachnick & Fidell, 2001).
The presumptions are as per the foilowing. First, sample siza and issues, Hair et al.
(2006) proposed that there is a requirement for a solid conseptual establishment that a
structure exists before continuing with the factor analysis. In this research, the
theoretical model was produced in light of the literature review. Furthermore,
Tabachnick and Fidell (2001) proposed that 300 cases are sufficient for factor analysis

and for this research the quantity of respondents is 270 and this is near 300.

However, they additionally contend that it is still endured regardless of the possibility
that a couple fundamentally unrelated elements with solid and dependable correlations
rise up out of the analysis. In addition, a few of researchers have prescribed that the

proportion of subject to things ought to be utilized as a rule to decide a sufficient
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sample measure for factor analvsis to be run. Secomd, statistical issues, Hair et al.
{2006) demonstrate that Barlett’s trial of sphericity ought to be huge (p<.05}. In
addition Tabachnick and Fidell (2001) recommended that Barlett’s trial of sphericity
ought 10 be substantial and huge (sig.<.001}. In addition, Floyd and Widaman (1995},
the difference in value between one factor and another factor should be at least .01 to
avold cross loading. Thus, cross loading factor is also suggested to be omitted from
the factor analysis. Kaiser-Meyer-Olkin (KMO) mecasure of sampling adequacy should
be greater than .60 (Tabachnick & Fidell, 2001}, In light of Kaiser Criterion, calculate

with Eigenvalue over | ought to be considered.

Further, the measure of testing sufficiency {MSA} 1s analyzed to arrange or evaluate
the level of relationships among the factors and the suitability of component
examination. Hamr et al. (2010) showed that the measure can be deciphered with the
accompanying rules; .80 or above, commendable; 70 or above, ordinary; 60 or above,
fair; .50 or above, hopeless; and underneath .30, inadmissible. Values under .50 cught
to be excluded from the factor analysis (Hair et al., 2006) . In the present review, the
MSA esteem for the variable was acceptable. To test the mner consistency of the
estimation, reliablity analysis was conducted on the factors extracted using the
recommendation from Nunally and Bernstein (1994). By and iarge, the nearer the

dependability coefficient gets to 1.0, the better it is.

3.9.2 Descriptive Statistic
Pallant (2003} identified descriptive statistical tools were used to: {1} describe the

characteristics of the sample; (1i) check variables for any violation of the assumptions
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underlying inferential statistics; and (iii) address specific research questions.
Specifically descriptive statistics such as mean, standard deviation, range, skewness
and kurtosis were used for data preparation, data cleaning, assessing normality,

checking outliers and data transformation as recommended by Coakes (2005).

3.9.3 Correlation Analysis

Correlation analysis is used to describe the strength and direction of the relationship
between two variables. In this study, the relationship between salesforce performance,
sales management control strategy, salesforce characteristics and sales organizational
effectiveness were exainined using this analysis. A positive correlation indicates that
as one variable increases, so does the other. A negative correlation indicates that as
one variable increases, the other decreases. A perfect correlation of “£17 indicates that
the value of one variable can be determined exactly by knowing the value of the other
variable. By contrast, a correlation of “0” indicates no relationship between the two

variables.

3.9.4 Multiple Regression

Multiple regresstons are a more sophisticated extension of correlation and are used to
explore the predictive ability of a set of independent variables on one dependent
variable (Pallant, 2005). To test the hypotheses developed in the present study,
multiple regressions analyses are conducted. Some assumptions are required before
proceeding with the analysis; 1) the linearity (represents the degree to which change

in the dependent variable is associated with the independent variable); 3) normality of
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the error terms distribution and homoscedasticity (constant variance of the error terms)
were first examined. Since multiple regressions s sensitive to outliers, that is
standardized residual values above 3.3 (or less than —3.3) (Pallant, 2003}, it is detected
by case wise diagnostics in the regression analysis in SPSS package version 22, To
mimmize the effect of outliers, they are deleted from the data set. Before the regression
results were considered valid, the degree of multicollinearity and its effect on the
results arc cxamined, Therefore, the variance inflation factor and the condition indices
for all the variables are examined, Hair et al. (2010) suggested a cut-off value of 10.00

as an acceptable variance inflation factor (VIF).

3.9.5 Hierarchical Multiple Regressions

Therefore, to study the moderating effect of salesforce automation between salesforce
performance, sales management control strategy, salesforce characteristics and sales
performarnce, hicrarchical regression seems o he more appropriate as the standard
multiple regressions. Hierarchical multiple regressions are used to assess the
hypothesized relationship between sales management and sales performance, and
salesforce automation. When conducting the regression analysis, two steps of
hierarchical regressions are applied to determine the differences with respect to the

main effects of the direct relations.

The first step was entering the independent variable (salesforce performance, sales
management control strategy, and salesforee charactenistics). In step 2, the interaction
between the moderating and independent variables are introduced accordingly. Before

conducting the analysis, the data fulfilled the assumptions of linearity,
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homoscedasticity and normality (Hair et al,, 2010). Finally, the rescaccher runs the
regressions o determine the contingent effect of salesforce automation on the
relationship between salesforce performance, sales management control strategy,

salesforce characteristics with sales organization effectiveness.

3.9.6 Moderating Variable

A moderator variable is regarded as a variable that can systematicall modify either
the form and/or strength of the relationship between predictor and eriterion variables
(Sharma, Durand & Gur-Arie, 1981). In this study, the moderating influences of
salesforce automation between salesforce performance, sales management control
strategy, salesforce characteristics to sales organization effectiveness (predictor) and
sales organization effectiveness (criterion) is tested. As a consequences, the power of
salesforce automation onto each hypothetical relationship as either pure or quasi
moderator could be studied (Baron & Kenny, 1986). Salesforce automation is
classified as a quasi-moderator if the direct effect is not significant but the interaction
terms were both significant. On the contrary, if the direct effect is not significant but
interaction term 1s significant, salesforce automation will then be treated as a pure

moderator in relationship.

Subsequently, in conducting the regression analyses, 3-steps hicrarchical regression
analyses were applied to determine the differences with respect to the main effects,
moderating (direct) effects and the interaction effects. Sets of variables were entered
consecutively, where variables in step 1 consisted of the predictor variables (SFP,

SMCS, SFC 1o sales organization effectiveness); in step 2, the moderator variable was
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included in the regression equation (salesforce automation) and finaily in step 3, the
interaction effects between moderator and predictor variables (the product of the
moderator and predictor variables) were introduced accordingly. Therefore, data are
used on this occasion to illustrate an analysis designed to test that the relationship
between SFP, SMCS, SFC and sales organization effectiveness was moderated by
salesforce automation. The interaction can be tested by creating an interaction term
(SFP, SMCS, SFC to sales organization effectiveness*salesforce automation) and
entering i1 after entry of SFP, SMCS, SFC to sales organization and salesforce
autornation. Then, if the addition of the new SFP, SMCS, SFC to sales organization
effectiveness*salesforce automation variable resulted in a significant in R? | it can be
claimed that moderating effect of salesforce automation on the relationship between
SFP, SMCS, SFC and sales organization effectiveness has been confirmed. However,
generating a new variable by multiplying together two existing variables risks creating
a multicellinearity problem but this problem can be avoid by converting SFP, SMESC,
SFC and salesforce automation 1o z scores, that have mean zero (M=0) and standard
deviation one {¢=1}. This process is called standardizing and the result is that the effect
of the transformed variable, z8FP, zSMCS, zSFC to sales organizational effectiveness,
for example would be tested in relation to the influence of salesforce automation which
be more reasonable. This procedure has the additional advantage of reducing the
problem of multicollinearity by reducing the size of any high correlation of the
predictor or moderator variable with the new interaction variable. The two

standardized variabies (zSFP, zS8MCS, z8FC and zsalesforceautomation) are then



multiplied together to create the interaction variable ((zSFP, zSMCS,

zSFCY*zsalesforceautomation).

3.10 Summary

This chapter has critically discussed the research method that was empioyed in
collecting data for this study. This research is primarily used quantitative approaches.
The survey that will be distribute and coliect from 430 life insurance sales manager in
life insurance companies in, Jakarta, Indonesia and are subsequently used in validating
and testing necessary hypotheses on the relationships between salesforce performance,
sales management control strategy, salesforce characteristics, salesforce automation

and sales organization effectiveness.
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CHAPTER FOUR
RESULTS AND DISCUSSION

4.1 Introduction

This chapter provides the results of the survey and the hypotheses and a summary of
the key findings. The chapter begins with preparation, data screening and assessing
the underlying statistical requirements for the analytical tools used. This is followed
by hypotheses testing. Next, the tested model elaborates on the multicollinearity
analysis, linearity testing and residual analysis. The rescarch relied mainly on
statistical software for the data analyses description. As mentioned in chapter the
present study employed self-administered questionnaires to obtain data. The data for
this study were collected from sales manager who are working in Indonesia life

insurance industry.

4.2 Response Rate

A total of 345 guestionnaires were distributed to the three life insurance companies in
five biggest city or capital of provinces in Java Island which are Jakarta, Bandung,
Semarang, Yogvakarta and Surabaya, 278 guestionnaires were returned and 8 were
excluded because of several missing data per case. The cases with missing data were
excluded when they comprised less than 5 % of total cases (Meyers, Gamst & Guarino,
2006}. The final responses comprised 270 questionnaires, which represented 345 of
otal number of questionnaires distributed. This response rate was considered adequate

for the following reasons.



Firstly, the total numbers of responses was greater than that suggested by Bartlett,
Kotrlik & Higgins {2001} for regression type analysis, that is, the sample size should
be between five and ten times the number of the independent variables. Furthermore,
an audit of the distributed social research writing proposes that a response rate of at

least 50% can be considered adequate for analysis and reporting (Babbie, 2007).

Additionally, according to Coakes, Steed, and Dzidic (2006), a sample size of 100 is
acceptable for most research. Furthermore, Comfrey and Lee (1992) suggested that
200 and more would be sufficient for advanced statistical analysis. According to
Sekaran (2009), a sample estimate approximately 30 and 500 is proper for generally

consider.

However, agreeing to Hair et al. (2010), for the purpose of multiple regression
analysis the appropriate sample should be 300-500 subjects to model the complexity
and for basic measurement imodel characteristics. As the model at hand 15 simple and
parsimonious, 270 respondents are viewed as a fitting size 1o test the model, Table 4.1

shows the response rate and the number of usable questionnaires for this study.

Table 4.1
Response Rate of Questionnaires
Response Frequency/Rate

Number of distributed questionnaires 345
Returned questionnaires 278
Returned and usable questionnaires 270
Returned and excluded questionnaires 8
Questionnaires not returned 67
Response rate 80.57%
Usable questionnaires rate 97.12%
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4.3 Respondents’ Profiles

This section describes the demographic factors of the respondents. Prior to reporting
the main findings of the survey, the demographic characteristics of the respondents
must be identified. The detection of out of range values can be achieved using
descriptive analysis and the frequency method (Dillon, Madden, & Firtle, 1990).
Demographic characteristics include gender, age, and job status, academic
qualification, working in company, working in life insurance, and workmg as a

manager.

As regards to the gender of the participants, showed that there is almost an even split
between male and female respondents (52.2% and 47.8%, respectively). This
observation indicates that there was no difference between men and women for a

career in the life insurance industry in Indonesia.

In relation to respondents’ age, the most respondent age in this study is from 31-35
years, with 63 respondents and percent (23.3%). Followed by the age from 36-40 vears
that is about 57 respondents that represents (21.1%). The category of 45 years above
and category of 26-30 shows same numbers which 49 respondents {18.1%). The
category of 41-45 years contains 45 respondents (16.7%), and last category were 20-

25 years contains seven respondents {2.6%).

In term of job status most of the respondents were full time manager (191)
respondents, 70.3%), followed by part time manager were 79 respondents {29.3%).

Meanwhile, in temmn of education level which included five groups, the most
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respondent hold undergraduate degree 122 (45.2%). Followed by diploma holder
which has 60 respondents (22.2%), master holders were 56 respondents (20.7%),

Finally, high school were 32 respondents (11.9%).

For the participants’ working experience in company, the results ranged from less than
one year, 210 5,610 10, 11 to 15 and over 15 years. A total of 130 (48.1%) participants
had 2 to 5 years of working experience, 88 (32.6%) had 6 to 10 years, 39 (14.8%) had
11 to 15 vears, 9 (3.3%) had less than 1 years, and 4 (1.5%) had over 15 years of

working experience.

As regard to the respondents’ working experience in life insurance industry, the results
ranged from less than one vear, 2t0 5,6 to 10, 11 to 15 and over 13§ vears. A total of
108 (40%) participants had 6 to 10 years of working experience in life insurance, §8
{(32.6%) had 2 1o 5 years, 48 (17.8%) had 11 to 15 years, 4 (1.5%) had less than 1

years, and 22 (8.1%) had over 15 years of working experience.

In term of exprience as a sales manager, the most respondent experience in this study
is from 2-3 years, with 174 respondents and percent (64.4%). Followed by the range
from less than one year that is about 52 respondents that represents (19.3%). The
experience of 6-10 year with 29 respondents (10.7%). The experience of 11-15 years
contains 13 respondents (4.8%), and last category were above 15 years contains 2

respondents or 0.7%.
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Table 4.2
Respondent’s Profile

Demographic Characteristics Frequency Percentage %
Gender Male 141 52.2
Female 129 478
Age 20-25 years 7 2.6
26-30 years 49 18.1
31-35 years 63 233
36-40 years 57 21.1
41-45 years 45 16.7
Over 45 49 18.1
Job Status Part time 79 293
Full time 191 70.3
High School 32 11.9
Academic qualification Diploma 60 222
Undergraduate 122 45.2
Master 56 20.7
Less than 1 year 9 33
2- 5 years 130 48.1
Working in company 6-10 years 88 32.6
11-15 years 39 14.4
More than 15 4 1.5
years
Less than 1 year 4 1.5
Working in life 2- 5 years 88 32.6
insurance company 6-10 years 108 40.0
11-15 years 48 17.8
More than 15 22 8.1
years
Less than 1 year 52 19.3
2- 5 years 174 64.4
Working as a sales 6-10 years 29 10.7
manager 11-15 years 13 4.8
More than 15 2 0.7
years
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4.4 Test for Violations of Assumption

Numerous modern statistical tests have been relying on some specified assumptions
about the actual variable to be used in data analysis. Arguably, researchers and
statisticians have confirmed the need to meet these basic assumptions for the research
results to be trustworthy (Byrne, 2010; Hair et al., 2010; Kline, 2011). A trustworthy
result will prevent the occurrence of any type of errors. As noted by Hau and Marsh
(2004), knowledge and gencral understanding of previous and current situations on
the theory will be jeopardized in the presence of violations that may result in serious
biases in the research findings. To satisfy underlying assumptions of multiple
regression analysis, the variables were checked for outhiers, normality, linearity,
multicollingarity, homoscedasticity, and autocorrelations in accordance with the

analysis suggested by Hair et al. (2010}, Norusis (1999), and by Pallant (2005).

4.4.1 Outliers

Aside from univariate and bivariate outliers, multivariate outlier detection can also be
performed to meet regression analysis assumptions. Several approaches can be used
for the detection of outliers. In this study, the casewise diagnostic subcommand in
SPSS was executed to identify multivariate outliers. Any cases of standardized
residuals that are greater than three were excluded from further regression analysis

{Tabachnick & Fidell, 2007).
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4.4.2 Linearity

Another underlving assumption for regression analysis is that the relationship between
independent and dependent variables is linear. To check for linearity, this study
employed the residual scatter plot, where standardized residuals were plotted against
predicted values. Tf the assumptions are satisfied, the residuals should scatter around
zero, or most of the scores shall concentrate at the center along the zero point (Flury
& Riedwyl, 1988). Appendix B demonstrates the scatter plot between the independent
variables (salesforce performance, sales management control strategy, salesforce
characteristics} and the dependent vanables (sales organization effectiveness). The
plot indicated that the residual scores were concentrated at the center along the zero
point, thus suggesting that the linearity assumption was met. Other variables also
showed that the linearity assumption was not violated. According to Hair ¢t al. (2010),
if the analysis of residuals does not exhibit any nonlinear pattern, the overall equation
is guaranteed to be linear and can be examined through residual plots. Appendix B
does not exhibit any nonlinear pattern to the residuals, thus ensuring the linearity of

the overall equation.

4.4.3 Normality

For every regression analysis, researchers always assume that the variables are
normally distributed because a non-normally distributed variable may be highly
skewed and can potentially distort the relationships between variables of interest and
the significance of the test results (Hulland, 1999). Normality refers to the bell-shaped

curve of the data distribution for an individual metric variable and its correspondence
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to a normal distribution (Hair et al., 2010). A normality distribution of sample data is
also depicted as a symmetiical bell-shaped curve that has the highest range of
frequencies in the middle, with a smaller range of frequencies toward the extremes
{Gravetter & Wallnau, 2000}, Afier screening, the data are further examined to
determine whether they are appropriate for the selected statistical technique. Checking
for normality is an important step in multivariate analysis, as such an analysis requires
a normal distribution of data {Tabachnich & Fidell, 2007). Given that statistical tests
of significance are less useful in small samples and are quite sensitive in large samples,
researchers are recommended to use statistical tests to assess the actual degree of

deviation from normality {(Hair et al., 2010).

Tabachnich and Fidell (2007) suggested that the normality of vanables can be assessed
by either statistical or graphical methods. However, they further argued that if the
sample is large (200 or more cases), the shape of the distribution should be examined
instead of using formal inference tests. Thus, this study examined both statistical and
graphical methods because the sample was moderate with a total of 270 sales manager.
Table 4.11 shows the results of the normality test for the variables. According to Hair
et al. (2010), a critical value of less than -2.58 or greater than +2.58 indicates rejection
on the assumption of normality at a 0.01 probability level. Meanwhile, a value of less
than -1.96 or greater than +1.96 indicates rejection on the assumption of normality at
a (.03 probability level. Moreover, Kline {2011) stated that skewness values should

be within £3.00, and kurtosis values should be within £ 10.00,
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Table 4.3
Normality Test Sratisitics of the Variables

Variables Skewness Kurtosis
Sales organization effectiveness 0,412 0,001
Salesforce performance 0,049 0,299
Sales management control strategy 0,449 1,876
Salesforce characteristics -0,063 0,352
Salesforce automation -0,316 0,560

Table 4.3 shows that the overall values of skewness and kurtosis were within the
critical value, Skewness and kurtosis are the main tests that can be used to validate
normality assumptions {Pallant, 20035). Skewness refers to the measure of normality
assumptions that describes the balance of sample data distribution. That is, whether
the data are unbalanced and shifted to the right, to the left, or to the center and
symmettical with approximately the same shape on both sides. Kurtosis refers to the
measure of normality assumptions obtained through a comparison with a “peakness™
or “flatness” of the sample data distribution (Hair et al., 2010). In the examination of
skewness and kurtosis, the analysis found that none of the variable items had skewness
values greater than 0.449 and kurtosis values greater than 1.076. These results
indicated that the sample data were consistent with the normality assumption required
for further us¢ in multivariate analysis. Given that the majority of the variables as a
whole did not indicate any extreme values of skewness and kurtosis, no serious
violation on the assumption of normality was committed for the multivariate test at

the univariate level (Gao, Makhtarian, & Johnston, 2008; Hair et al., 2010).
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4.4.4 Multicollinearity

Multicollinearity refers to the degree of correlation among independent variables that
are highly correlated (above 0.90) among themselves (Hair et al, 2010).
Multicollinearity is also a statistical phenomenon in which two or more predictor
variables in a2 multiple regression model are highly correlated (Tabachnick & Fidell,
2007). In this case, coefficient estimates may change significantly in response to small
changes in the model or data. A multiple regression model with correlated predictors
can indicate how well an entire group of predictors predicts the outcome variable

{Cooper & Schindler, 2001).

As generally agreed, multicollinearity can be accomplished by testing the tolerance
value and the variance inflation factor (VIF) (Pallant, 2005). The tolerance value is an
indicator of dependent variable prediction that uses other independent variables in the
regression equation. VIF is an indicator of other independent variables that have an
impact on the standard error of a regression coefficient. VIF is the inverse of the
tolerance vaiue (Hair et al., 2010}, Multicollinearity exists when the results show a
tolerance value below or equal to 0.10 and a VIF that is higher than or equal to 10
(Hair et al., 2010; Sekaran & Bougie, 2010). From the tolerance value and VIF listed

in Table 4.4, the mulucoellineanty among variables is found to be very low,

One important poimt that can be observed from the results in Table 4.4 is that the
tolerance values ranged from 0.176 to 0.903, and the VIF values ranged from 1.108 to
1.669. Hence, the results confirmed that no multicollinearity existed in the interaction

among the variables of this study.
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Table 4.4
Multicoflinearity Test Based on Assessment of Tolerance and VIF Values

Independent Variables Tolerence VIF

Salesforce performance 0.176 1.396
Sales management control strategy 0.599 1.669
Salesforce characteristics 0.860 1.162
Salesforce automation 0,903 1.108

4.4.5 Homoscedasticity

Homoscedasticity refers to the assumption that dependent variables have an equal
level of variance across a range of predictor variables, Homoscedasticity is desirable
because the variance of the dependent variable is not concentrated in a limited range
of independent values. The violation of this assumption is called heteroscedasticity.
Heteroscedasticity tends to underestimate the coefficient estimate and sometimes
makes insignificant variables appear to be statistically significant (Hair et al., 2010).
As discussed by Osborne and Waters (2002), homoscedasticity can be checked
through the visnal examination of a plot of the standardized residuals (the arars) by
the regression standardized predicied value. Ideally, residuals are randomly scattered
around 0 (the horizontal line) providing a relatively even distribution.
Heteroscedasticity is indicated when the residuals are not evenly scaitered around the
line. In this study, this assumption was verified through the visual examination of a
plot of standardized residuals (the errors) by the regression standardized predicted
value. The scatter plots in Appendix B show that the residuals were randomly scattered
around zero (the horizontal line). Thus, the homoscedasticity assumption was not

violated.
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4.4.6 Autocorrelations

Autocorrelation refers to the correlation of a time series with its own past and future
values (Gao et al., 2008), The Durbin—-Watgon coeflicient (d) test is used for
autocorrelation. The d-value ranges from 0 to 4. The value that is closest to 0 indicates
extremely positive autocorrelation, the value that is closest to 4 indicates extremely
negative autocorrelation, and the value that is closest to 2 indicates no serial
autocorrelation (Myers, 1990). As a standard, the d-value should be between 1.5 and
2.5 to indicate independence of observations. Positive autocorrelation means that
standard errors of the b-coefficients are significantly small. Negative autocornelation
means that standard errors are significantly large. The d-value has an associated p-
probability value for various significance cut-offs, which is 0.05. For a given level of
significance, such as 0.03, an upper and a lower d-value limit are mdicated. Appendix
B shows the Durbin—Watson d-value test, which exhibited 1.709 and 1.842 for two
dimensions of the dependent variables. For a given series in the research model, the
d-value is more than the upper limit and indicates an independence of error

observations.

4.5 Goodness of Measures

A reliability analysis was run on each of dimensions of independent variables and
moderating variables, which are salesforce performance, sales managament control
strategy, salesforce characteristic, and salesforce antomation. The reliability analysis

was also run for dependent variables, which is sales organization effectiveness.
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4.5.1 Construct Validity

Statistical procedures have to applied to ensure the validity and reliabiiity of survey-
based measures for theoritical assesment. With regards to validity, a procedure called
factor analysis allows the researcher to ascertain whether or not the number of items

can be reduced to the number of concepts that were initially hypothesized.

Construct validity or factorial validity determines how well the results fit the theories
based on which the test was designed (Malhotra et al., 2013). Construct vaiidity
verifies whether the instrument tapped the concept as theorized. The more construct
validity is used, the higher the construct validity i1s. Before further tests were
performed, the construct was subjected to validity and reliability tests. Factor analysis
was performed to test the construct of the 1items in the questionnaire. The purpose was
basically to identify a small number of themes, dimension components, or factors
underlying a relatively large sef of variables (Mevers et al., 2006). Given that one item
represents a part of a construct, a group of items is required to explain this construct.
Moreover, factor analysis enables a researcher to develop quality items to determine
construct vahdity. Given that facto analysis deals with items that correlated to one
another, it explains an itens with any specific dimension. Hence, factor analysis allows

only reasonable and viable variables to be used (Hair et al., 2010).

In this study, five factor analyses, salesforce performance, sales management control
strategy, salesforce characteristics, salesforce automation, and sales organization
effectivencss were run to verify the postuled dimensions of the independent variables,

dependent variables and moderating vaniables uiilizing the varimax rotation. The total
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number of usable questionnaire for factor analysis, that is, 270 is greater than the
minimum number that have been suggested by Arriendell and Eden (1985), Hair <t al.
(2010}, Bartlett, Kortlik, and Higgins (2001}, Coakes and Steed {2003), and Meyers

et al. (2006) for the purpose of conducting factor analysis.

The factor analyses diagnosed and found to have met the necessary statistical
assumptions as indicated by Kaiser-Meyer-Olkin (KMO} measure in conjuction with
the diagonals of the anti-image correlation matrix possessing values above 0.5, Before
undertaking the EFA of data, this study checked the factorability of the data could be
determined through the measare of sampling adequacy. Both measures measure the
existence of correlation among items and test that the correlation matrix among items
is significantly ditferent from the identity matrix. Therefore, for the data to have an
acceptable level of multicollinearity among items, KMO had to be more than 0.5 (Hair
et al., 2010} and the Bartlett’s test of sphericity had to be significant (sig. <0.05). in
fact, many recommendations have been made on how to wdentify the acceptable KMO.
For example, Field (2000} recommends 0.5 — 0.7 as mediocre, 0.7-0.8 as good and
0.8-0.9 as excellent. This study proceeded to the factor analysis as reported in the

following.

4.5.2 Factor Analysis for Sales Organization Effectiveness

For instance showed in the Table 4.5 to assess the underlying structure of sales
organization effectiveness measure, the adapted eight items were submitted to
principle component method and varimax rotation. The eight items achieved more

than 0.5 communalities and loaded two factors. The Kaiser-Meyer-Olkin measures of
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sampling adequacy (KMO) for the two dimensions solutions are (0.776, with chi-
square of Bartlett’s test of sphericity 686.0, the degree of freedom is 28, and is
significant at 0.000, The variance explained by 58.16% with exwacted factors
eigenvalue more than 1. This is indicates that the data are suitable for factor analysis
(Hair et al,, 2010; Coakes & Steed, 2003; Mevers et al,, 2006). As shown in Table 4.5,
the factor loading were between 0.531 and 0.889. The first factor comprises five items
cxplaining 42.98% of the variance in profitability and the second factor comprises

three items explaming 15.18% of the variance in sales volume.

Table 4.5
Factor Analysis of Sales Organization Effectiveness
Code Items Component
Factor 1: Profitability 1 2

SOE4 My company’s market share is higher than company 0.693  -0.034
sales company objectives : ‘
SOES My company’s profitability is higher than major 0.531 0475
competitor ) o
SOE6 My company’s profitability higher is than company 0731 0.154
sales objectives ) ’
SOE7 M y‘ceanpan}f‘ls customer satisfaction is higher than 0812 0323
major competitor : ’
SOE8 My company’s customer satisfaction is higher than 0.769  0.230
company sales objectives ’ )

Factor 2: Sales Volume

SOET My company’s sales volume is higher than major 0.098  0.583
competitor

SOE2 My company’s sales volume is higher than company 0.092 0.889
sales objectives

SOE3 {I‘;’I}ﬁl (;(;?;tg:}iny‘s market share is higher than major 0218 0715
Eigen values 3438 1.2H4
Percentage of Variance Explained = 58,16% 4298 15.18
KMO =0.776

Bartlett's Test Approx.chi square = 686.0 , df= 28, sig = 0.000
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In the present study, principle component analysis using varimax rotation found
general support for this model with minor expectations. The original measure
consisted of one dimension but the final factor analysis loads all items into two factors.
The responses for these eight guestions were summed to form two factors of
profitability and sales volume. The factor analysis result indicate assurance that two

of sales organization effectiveness dimensions are theoritically meaningful.

4.5.3 Factor Analysis for Salesforce Performance

This study started to capture the dimensions of salesforce performance construct was
derived upon submiiting the adapted twenty-seven items through the using of principal
component method and varimax rotation. The output in Table 4.6 showed that, the
Kaiser-Meyer-Olkin measure of sampling adequacy (KMO} for three dimensions
solution is 0.964, with a significant Bartlett’s test of sphericy (Sig=0,000). This
indicates that the data are suitable for factor analysis (Hair et al., 2010; Coakes &
Steed, 2003; Meyers et al., 2006). The variance is explained by 76.05% with extracted

factors eigenvalue of more than 1.

The analysis resulted in three factors being obtained based on the criteria, that is, a
given should lead 0.50 or higher on a specific factor. The first factor consist of fifteen
items and explains 67.55% of the variance in salesforce performance. The second
factor consist of eight items and explains 4.69% of the variance in salesforce
performance consiruct. The third factor consist of four items and explains 3.82% of
the varience in salesforce performance construct. As shown in Table 4.4, the factor

loading were between 0.543 and 0.835,
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Ini the present study, principal component analysis using varimax rotation found
general support for this model with minor expectations. The factor analysis of the
salesforce performance, as illustrated in table 4.6 showed only four items load into
third factor whilst from items in first and second factor. It is noted that in labelling a
factor variable with higher loadings are considered more important and have a greater
influence on the label selected to present a factor (Hair et al., 2010). Hair et al. (2010)
further strain that the rescarcher should examine all the underlined variables with
higher loadings and should attempt to assign a name or label to a factor that accurately

reflects the variables loading on that factor.

Table 4.6
Factor Analvsis of Salesforce Performance
Code  ltems Component
Factor 1: Technical Knowledge 1 2 3

TK2  Know the app%lcatlons and functions of 0.564 0360 0.263
company services

TK3  Keep abreast of your company's service
and technological developments

AS2 ::égg flexible in the selling approaches 0.686 0452 0251

AS3 Adagt selling approaches from one 0.656 0.520 0.237
customer to another

AS4  Vary sales style from situation to situation 0,620 0.519 0312

TW1  Generate considerable sales volume from
team sales (sales made jointly by two or 0.776 0.296 0.342
more salespeople)

TW2  Build strong ':.vmkmg relationships with 0.770 0371 0305
other people in our company

TW3  Work very closely with non-sales
employees to close sales

TwW4  Coordinate very closely with other
company employees fo handle post-sales 0.756 0.331 0335
problems and service

TWS  Discuss selling strategies with people from
various departments

0.543 0468 0.357

0.656 0.440 0.277

0.710 0.467 0346
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Code [Items Component

SPl Listen attentively to identify and 0.732 0332 0255
understand the real concemns of customers

Sp2 Convinced customers that they understand
their unique problems and concerns

SP3 Use established contacts to develop new 0816 0223 0332
customers

§P4 Communicate th;;s* sales presentation 0.644 0562  0.197
clearly and concisely :

SP5 Work out solutions t¢ a customer's
questions and objections
Factor 2: Sales Support

0.784 0.262 0.368

0.731 0.446 0.264

TK!  Know the design and specifications of 0.393 0.622 0224
company services.

AS1 Experiment with different sales 0.497 0.641 0.341
approaches

581 Provide after the sales service 0.216 0.780 0.386

S82  Check on product delivery 0.406  0.628 0422

S83 Hand customer complaints 0.377 0,771 0.204

S54 Follow up on product use 0.345 0.647 0.406

885 Troubleshoot application problems 0.419 0.726 0.271

586 Analyze product use experience to identify 0.358 0.647 0.341
new product/service ideas
Factor 3: Sales Planning

SPG1 Plan each sales call 0328 0310 0.835
SPG2  Plan sales strategies for each customer 0.404 0.368 0.734
SPG3 Pla:_l coverage of asmgned_ N 0378 0326 0788
territory/customer responsibility

SPG4  Plan datly activities 0.340 0.354 0732
Eigen values 18.240 1.265 1.630
Percentage of Variance Explained = 76.05% 67.55 409  3.82
MO =0.964

Bartett's Test Approx.cli square = 8589.38 , df= 352, sig = 0.000

Accodingly, in the present study the third factor was labeled as sales planning, the
second factor was labeled as sales support and the first factor labeled as technical

knowledge. Following the suggestion by Hair et al. (2010} that the scholar interprets
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only those factors that are meaningful and disregards undefined or less meaningful

ones. Thus in the present study all factors were identified as meaningful factor.

4.5.4 Factor Analysis for Sales Management Control Strategy

The sales management control strategy adopted by Cravens et al. (1993) suggested
four factors to measure monitoring, directing, evaluating and rewarding. The items
representing sales management control strategy constructs sent to the factor analysis
to identify the underlying factors. The KMO was found to be 0.788 far above the
recommended limit of 0.5 and the Bartlett’s test was significant (Hair et al., 2010) with
eigenvalues greater than | and the variance explained of about 52.10%. The result also
revealed that there were five factors underlying the items of the sales management
control strategy construct used in the measure of this study and 1t was different from
previous factors that only have four factors. As shown in Table 4.5, the factor loading
were between (0,499 and 0.845. The inttial factor comprises eight ttems explaining
17.69% of the variance of monitoring while the second one comprises five items
explaining 12.19% of the evaluating. The third factor comprises four items comprising
9.02% of the variance in rewarding and fourth factor comprises five items explaining
8.32% of the variance in directing and the final one comprises three items explaining

4.89 of the varisnce in the sales result,
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Table 4.7
Factor Analysis of Sales Management Control Strategy

Code  lems Component

Factor 1: Monitoring 1 2 3 4 5
Ml fh‘lﬁgiim withsalespeoplein g grs 0019 0076 0026  -0.176
vz o Makejoint calls with 0.803 0014 0058 0054 -0.017

salespeople

py  Regulalyreviewcallreports o009 4099 0020 0062 0.146
from salespeople

Monitor the day-to-day

M4 .. X 0,744 0.061 0.072 -0.049 0.050
activities of salespeople

Ms ~ Observetheperformanceof 556 197 0035 w0097 0017
salespeople in the field

Mg ~ Tayattentionlotheextentto .48 gog 032 0002 0247
which salespeople travel

my  Closelywatch salespeaple’s o ca5 067 0013 0108 -0.051

EXPENSE accounis
Pay attention to the credit

ME terms that salespeople quote 0.816 0.013 4.034 0027 -0.052
customer

Factor 2: Evaluating

Evaluate the number of sales -
calls made by salespeople 0.024
Evaluate the profit
E2 contribution achieved by each  0.017  0.718 -0.061  -0.052 0.134
salesperson
£ Evaluate the sales results of - 0.649 0161 0.085 .0.089
each salesperson 0.054
Evaluate the quality of sales
E4 presentations made by 0.009 0.747 0.098  -0.049 -0.138
salespeople
Evaluate the professional -
development of salespeople 0.006

El 0.722 -0.054 0.046 0.198

E3 0.521 £.050  0.087 0.082

Factor 3: Rewarding

Provide performance feedback

R1 to salespeople on a regular 0.083 -0.037 6845 0020 {0.066
basis
{'ompensate salespeople based

Rr2 on the guality of their sales 9.029 001 6778 0017 0.168
activities
Use incentive compensation as

R3 the major means for 0024 0103 0,752 -0.082 0,225
motivating salespeople
Make incentive compensation

R4 Judgments based on the sales 0.03¢ 0014 0499 0.124 0.340
results achieved by salespeople
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Code  Items Component
Factor 4; Directing
Encourage salespeaple to
increase their sales results by -
DU ewarding them for their ooy 0032 0028 0661 - -0.057
achievements
Actively participate in tralning -
D2 salespeople on the job 0.096 0.082 0.03% 0713 0017
p3  Resuladyspendtimecoaching 400 970 0pic 0518 0067
salespeople
pa  Discuss performance 0062 0200 0192 0505 0215
evaluations with salespeople
ps  Help salespeople develop their - 0023 0006 075 0078
potential 0.002
Factor 5: Sales Result
sy Reward salespeoplebasedon - 0071 0145 0017  0.679
their sales results 0.041
Use non-financial incentives to
SRZ reward salespeople for their 0.064 0.009 0218 0002 0.637
achievements
Compensate salespeople based
SR3 on the quantity of their sales 0.008 0.102 0207 0156 0.670
activities
Eigen values 4423 3047 2.254 2.080 1.222
Percentupe of Variance Explained =
52.10% 17.69 1219 9.02 8.32 4.89
KM@ = 0,788

Bartlett’s Test Approx.clii square = 1961.48 , df= 300, sig = 0.000

However, Table 4.7 depicts five factors underlying the sales management control

strategy items. According to the factor loadings, five factors were labeled, that is factor

one labeled as monitoring, factor two labeled as evaluating, factor three labeled as

rewarding, factor four labeled as directing, and factor five labeled as sales resuit. The

factor analysis resull indicates assurance that five of sales management control

strategy dimensions are theoretically meaningful.
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4.5.5 Factor Analysis for Salesforce Characteristics

Fourteen items were used to measure cohesiveness. All fourteen items comprising
measures were adapted from five measures. However, the output of the analysis did
not reduce the factor construct inio seperate dimension. The Kaiser-Meyer-Olkin
measures of sampling adequacy {KMQO) for the single dimension solution is 0.949 with
chi-square of Bartlett’s test of sphericity, the degree of freedom is 91, and 1s significant
at 0.000. The variance is explained by 64.76% with extracted factors eigenvalue of
beyond 1. The responses for these forty questions were summed to form an index of

cohesiveness, Refer to Table 4.8 for the summary of the analysis.

Table 4.8
Factor Analysis of Salesforce Characteristics
Code Items Component
Factor 1: Salesforce Characteristics 1
SFC1  Are willing to accept direction from their field sales
manager 6#.753
SFC2  Cooperate as part of a sales team 0.825
SFC3  Accepl the authority of sales manager 0.853
SFC4  Possess expert selling skills 0.884
SFC5  Possess detailed product/service knowledge 0.852
SFC6  Obtain a sense of accomplishment from their work 0872
SFC7  Feel a senze of personal growth and development in their
work 0878
SFC8  Get a feeling of stimulation and sense of challenging
involvement in their work 0.869
SFC9  Have high respect from supervisors 0.811
SFC10 Have high respect from fellow workers 0.664
SFCI1  Perform non selling activities effectively 0.802
8FC12  Perfonn sales support activities 0.806
8FC13  Fecus on satisfving customer needs 0.655
SFC14  Custoemize customer selling approaches 0.691
Eigen valiues 2.067
Percentage of Variance Explained = 64.76% 64.76
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Code Items Component
KMQ = 0.949
Barilett's Test Approx.chi square =3287.73 , df= 91, sig = 0.000

However, Table 4.8 depicts one factor underlying the salesforce characteristics items.
According to the factor loadings, one factor was labeled, that is factor one labeled as
salesforce characteristics and as s shown in Table 4.6, the factor loading were between

(.664 and 0.884,

4.5.6 Factor Analyvsis for Salesforce Automation

As showed in Table 4.9, to assess the primary structure of salesforce automation
measure, the adapted ten items were submitted 1o principle component method and
varimax rotation. The ten items reached more than 0.5 communalities and loaded on
one factor. The Kaiser-Meyer-Olkin measures of sampling adequacy (KMO) for the
single dimension solution is 0.949 with chi-square of Bartlett’s test of sphericity
1987.96, the degree of freedom is 45, and is significant at 0.000. The variance 1s
explained by 64,92% with extracted factors eigenvalue of more than 1. This indicates
that the data are suitable for factor analysis (Coakes & Steed, 2003; Meyers et al,,
2006; Hair et al., 2010). As shown in Table 4,9, the factor loading were between 0.683

and 0.897.

In the current study. principle component analysis using varimax rotation found
general support for this model with minor expectations. The original measure

consisted of two dimensions but the final factor analysis loads all the items into a
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single factor., The responses for these ten questions were figured to form an index of

salesforce automation.

Table 4.9
Factor Analysis of Salesforce Automation
Code  Items Component
Factor 1: Salesforce Automation i

SFA1  Usethe SFA systemn might improve the efficiency of time 0.737
and cost of daily operations e

SFA2  Use the SFA systeln might leave the culture of the working 0.897
paperless because all changes to be an automate system :

SFA3  Use the SFA system can save time 0.885
SFA4  Use the 8FA system can improve the effectiveness of 0.753
performance '
SFAS  Use the SFA system can simplify work, can be done
anytime and anywhere, as long as getting an internet 0.880
connaction
SFA6  Use the SFA system can improve productivity perfonmance  0.848
SFA7  Use the SFA system can improve services to custoniers 0.846

because all the information provided in reat-time
SFA8  Interact with the SFA system 18 clear and understandable 6.774

SFAS  Easy to use SFA system 0.720
SFAL0  Easy to get the SFA system and do what they want to do 0.683
Eigen values 6.492
Percentage of Variance Explained = 64.92% 64.92
MO = 0.949

Bartlett's Test Approx.clii square = 198796 , df= 43, sig = 0.000

Overall the results suggests that all the scales used in this study measure the adapred
construct distinctively and appropriately. Sales management control strategy,
salesforce performance, and sales organization effectiveness were found to be
multidimensional, whereas salesforce automation and salesforce characteristic were

found te be unidimensional.
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4.6 Reliability Analysis

Scale reliability was assessed in term of items-to-total correlation, The Cranbach’s
alpha was used to determine the internal consistency of the measurement scale
Reliability is a type of association used to correlate a variable with iself and is
typically used to assess inter-rater similarity on a variable. In addition, reliability can
simply defined as consistency. Babbie (2001} revealed that despite the repeated
application of the same procedures, reliability should obtain the same results for the
same study. However, the measurement is considered reliable if it vields the same
results when the same technique is applied repeatedly on the same participants over
various periods. Realiability of the measures was re-examined based on the data
collected from the responses of the main study, The Cronbach-alpha coefficient used
for each variable and presented in Table 4.10. Internal consistency of the scales range
from 0,375 to 0,974, which suggest the specified indicators are sufficient for use
(Nunnally, 1978). The calculation of the Cronbach's Alpha will decide the degree of
ascension between respondents for each dimension. A higher score will demonstrate
a higher reliability quality, with the range being from 0 to 1. Majority of dimensions
in this study have high level of reliability and are well above the cut-off value 0.70 as
suggested by Nunnaly and Bernstein (1994). However, Cronbach’s alpha value of 0.6
1§ still acceptable (Sekaran & Bougie, 2010) and alpha value 0.5 is stll considered

acceptable but a value less than 50 is very poor and unacceptable (Kline, 1998).
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Table 4.10

Cronbach's Alphas of the Studv Variablex after Factor Analysis

Dimensions Number Final Items Alpha
Profitability 5 {.800
Sales volume 3 0.642
Technical knowledge I3 0.974
Sales support 8 0.939
Sales planning 4 0.93]
Monitoring 8 0.873
Evaluating 3 0.629
Rewarding 5 0.709
Directing 4 0.760
Sales result 3 0.575
Salesforce characteristics 14 0.956
Salesforce automation 10 0.938

4.7 Descriptive Statistic of Variables

The variables were subjected to descriptive statistics to identify their characteristics.
Specifically, mean, standard deviation, as well as maximum and minimum values were
computed. The researchers used descriptive statistics to measure central tendencies
and dispersions of the data set through the values obtained for the mean, standard
deviation, and maximum and minimum values (Kazmier, 1996; Meier & Brudney,
2002; Dielman, 2003, Doane & Seward, 2007; Sekaran, 2009). These statistical tools
can be more appropriate for interval-scale variables (Coakes& Steed, 2003; Sekaran,
2009). The function of the mean value 1s to measure the central tendency location of
the data set, which commonly assumed as the average (Kazmier, 1996; Meier &

Brudney, 2002). Standard deviation measures the dispersion of data that deviate
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around the mean. The minimum and maximum values are used to check Tor errors in

data entry {(Nachmias & Nachmias, 1976; Doane & Seward, 2007).

The general descriptive statistics of the variables used in this study was examined.
Descriptive analysis was conducted for the dependent variable (sales organization
effectivenss), independent variables (salesforce performance, sales management
control strategy, salesforce characteristics), and moderator variable (salesforce
automation). Descriptive statistics pertaining to sales organization effectiveness had
two dimensions, namely, profitability and sales volume. The results in Table 4.9
revealed that the dimension of sales organization effectiveness with the highest mean
score was profitability (3.25), which can be considered moderate, with a standard
deviation of 0.16, minimum score of 3.07, and maximum score of 3.46. The lowest
dimension of sales organization effectiveness with the lowest mean score was sales
volume (3.15), which can be considered moderate, with a standard deviation of 0.31

and the minimum and the maximum scores of 2,86 and 3.48, respectively.

The findings on descriptive statistics indicated that the dimension of salesforce
performance with the highest mean score was technical knowledge (3.41), which can
be considered rather moderate, with a standard deviation of 0.16 and the minimum and
maximum scores of 2.94 and 3.58, respectively. The dimension of Salesforce
performance with the lowest mean score was sales planning (3.13), which can be
considered moderate, with a standard deviation of 0.11 and minimum and maximum

scores of 3.02 and 3.28, respectively.
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Descriptive statistics also provide information on sales management control strategy
dimensions. The mean of sales support was relatively higher than that of monitoring,
evaluating, rewarding and directing. The mean score of monitoring was 3.52, which
can be considered rather moderate, with a standard deviation of 0.10. The minimum
and the maximum scores were 3.38 and 3.73. The mean score of evaluating was 3.65,
which can be considered rather moderate, with a standard deviation of (.08, The
minimum and the maximum scores were 3.54 and 3.75. The mean score of rewarding
was 3.69, which can be considered rather moderate, with a standard deviation of 0.11.
The minimum and the maximunn scores were 3.54 and 3.86, respectively. The mean
score for directing was 3.73, which can be considered rather moderate as well, with a
standard deviation of 0.10 and minimuem and maximum scores of 3.65 and 3.84,

respectively.

Table 4.11 also demonstrates the result of descriptive analysis dimensions of
salesforce characteristics and dimensions of salesforce automation. The mean score of
salesforce characteristics was 3.70, which can be considered rather moderate, with a
standard deviation of (.15, The minimum and the maximum scores were 3.50 and
3.94. The mean score of salesforce automation was 3.56, which can be considered
rather moderate, with a standard deviation of 0.08. The minimum and the maximum

scores were 3.43 and 3.67, individually.

180



Table 4.11
Result of Descriptive Statistics of all Dimensions (n=270)

Dimensions Mean Standard Minimom Maximom
Deviation

Sales organization effectiveness

Profitability 325 0.16 3.07 346

Sales volume 3.15 0.31] 2.86 348

Salesforce performance

Technical knowledge 341 0.16 294 3.58

Sales support 3.33 0.40 2.68 3.71

Sales Planning 3.13 0.11 3.02 3.28

Sales management control

strategy

Monitoring 3.52 0.10 3,38 3.73

Evaluating 3.65 0.08 3.54 3.75

Rewarding 369 0.11 3.54 386

Directing 373 0.10 3.65 384

Sales result 3.92 0.01 3.90 3.93

Salesforce characteristics 370 0.15 3.50 3.94

Salesforce automation 3.56 0.08 3.43 3.67

Note:

1=Strongly disegree, 2=Disagree, 3=Neither agree nor dissgree, 4= agree, 5=Strongly agree

4.8 Correlation Analysis

A correlation analysis conducted to explain the relationships among all variables in
the study. The Pearson correlation used to examine the correlation coefficient among
the variables. Variable association refers to a wide variety of coeflicients that measure
the strength of a relationship and define in various ways. In common usage,
“agsociation” pertains to measures of the strength of a relationship in which at least
one of the variables relates to the others. Additionally, a Pearson correlation matrix
indicates the direction, strength, and significance of a bivariate relationship among ali
variables that are measured at an interval or ratio level {Zhal, Hoel & Jessen, 1984;

Sekaran & Bougie, 2010; Creswell, 2012).
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Correlation is symmetrical and does not provide evidence on the way toward which
causation flows. To the extent that a nonlinear relationship exists between two
variables being correlated, correlationmay understate the relationship (Morgan, Leech,
Gloeckner, & Barrett, 2004). Correlation may also be attenuated to the extent of an
existing measurement error, including the use of sub-interval data or artificial
truncation of the range of data, Correlation can also be a misleading average if the
relationship varies depending on the value of the independent variable, thus lacking

homoscedasticity (Pallant, 2005).

A correlation analysis is a coefficient that describes the strength of the association
between two variables. Pearson correlations coefficient 1s 2 common tool that applied
for many studies especiaily the study that using continues variables for their data. The
value of Pearson correlation coefficient can be positive refationship or negative
refationship among the variables ranging between -1 to +1. The perfect relationship
denoted by | or -1, the value of 0 indicates that no relationship between the two

variables.

Previous studies {Sekaran, 2009; Richardson et al., 2005) stated that the Pearson
correlation coefficient is best used for interval-scaled and ratio-scaled variables. The
Pearson correlation ceefficient s generally accepted for the interpretation of two
variables that are significantly correlated if the value of p is less than the value of the
alpha level {(Kirkpatrick & Feeney. 2001). Furthermore, Richardson et al. (2005)

identified that if independent and dependent variables are correlated, constructing the
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model may be useful. Table 4.12 exhibits the correlation test results among the

independent, moderating, and dependent variable.

Table 4.12
Correlation Matrix between Independent Variables, Dependent Variables and

Moderating Varibles

Variables 1 2 3 4 5

1. Sales organization

effectiveness
2. Salesforce performance 0.541" 1
3. Sales management control  0.653™  0.500™ 1

strategy
4. Salesforce characteristics 0476 -0.018 0.314™ 1
5. Salesforce autornation 0.286™ 0.137° 03107 0.083 |

** Correlation is significant at the 0.01 level {2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).

Table 4.12 presents a summary of the relationships between the variables. In general,
the table shows that there were significant relationships between sales organization
effectiveness, salesforce performance, sales management control strategy, sales
characterisitcs, and salesforce automation, and the range was -0.018 to 0.653, which
indicate low to high moderately correlation. A significant relationship between sales
organization effectivenss and salesforce perforamance existed. The correlation value
of these variables of r= 0.541, at P<0.01, which was moderately correlations

relationship between the two variables.

Furthermore, the result of the analysis obtained showed that a significant relationship

between sales organization effectiveness and sales management control strategy. The
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correlation vaiue of these variables of r= 0.653 at P<0.01, which was moderately
correlations, Moreover, the result of the analysis obtained showed that a significant
relationship between sales organization effectiveness and salesforce chararacteristics
existed. The correlation value of these variables of r=0.476 at P<(.01, which was

moderately correlations.

Finally, the result of the analysis obtained showed that a significant relationship
between sales organization effectiveness and salesforce automation existed. The
correlation value of these variables of r=0.286 at P<G.01, was positively correlated.
This indicated a moderated high correlation relationship between the two variables.
Moreover, table 4.12  also showed the extent of a significant relationship between
salesforce performance and sales management control strategy. The correlation value

of these variables of r= 0.500 at P<0.01, which was moderately correlations.

In additton, the result of the analysis showed the extent of a significant negatif
relationship between salesforce performance and salesforce characteristics, The
correlation value of these variables of r=-0 018, was negatively moderate correlated.
Moreover, the correlation between salesforee performance and salesforce automation

was 1 ={1137 at P<0.05, that shows a moderately correlstion among these variables,

Furthennore, the correlation between sales management control strategy and
salesforce characteristics was v =0.3144 at P<0.01, which was moderately high

correlations. The correlation between sales management control strategy and
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salesforce automation was r =0.310 which 1s considered as moderately high

correlation.

Finaliy, the correlation between salesforce characteristics and salesforce automation

as shown in Table 4.10 is r =0.083 at P<0.05, which was moderately correlations.

4.9 Results of Main and Inferacting Effecis

This section describes the testing of the hypotheses related to the main effects of
management practices and leadership styles on safety performance. As mentioned in
Chapter 3, a bivariate correlation was conducted to understand the relationship among
salesforce performance, sales management conirol strategy, salesforce characteristics,
and sales organization effectivenss. In this section, a multiple regression analysis was
performed to understand the main effect of salesforce performance, sales management
control sirategy, salesforce characteristics on sales organization effectivenss. A
hierarchical multiple regression analvsis was also conducted to understand the
moderating effects of salesforce automation on the relationship among salesforce
performance, sales management contro} sirategy, salesforce characteristics, sales
organization effectiveness. To test the hypotheses developed for this study, the level

of significance was set at p < 0.05. (Cooper & Schindler, 2003; Hair et al. 2010).
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4,0.1 Statistical Test on the Main Effect of Salesforce Performance, Sales
Management Control Strategy, Salesforce characteristics on Sales

Organization Effectiveness
To understand further the relationship among salesforce performance, management
control strategy, salesforce characteristics and sales organization effectiveness (i
hypotheses 1 to 3), a multiple regression analysis was conducted. Multiple correlation
(R}, squared multiple correlation (R?), and adjusted squared multiple correlation
(R*adj) indicate how well the combination of independent variables predicts the
dependent variable. The findings of multiple regressions based on statistic assessment,

are illustrated i Table 4.13

Table 4.13
Regression Analysis between Sales Organization Effectiveness and Independent

Variables —Result of Multiple Regression Analysis

Variables Beta t-ratio Sig. t
Salesforce Performance 374 8239 000
Sales Management Control Strategy 349 7.304 000
Salesforce Characteristics 373 9.025 000
R Square 608

F 137.492

Sig. F 000

Durbin-Watson 1.714

Note: ¥p<0.05

The result showed that salesforce performance (=374, sig t=.000), sales management
control strategy (B=.349, sig =.000}, and salesforce characterisitics (=373, sig t=

.000) has significant effect at 5% significance level. Among three predictors,
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salesforce performance had the highest and the most significant standardized beta
coefficient, which indicates that hirin g practices were the most important variables

for this reseach. Therefore, hypothesis H1, H2 and H3 are accepted.

The R square 1s 60.8% meaning that the regression model used for this study can
explain 60.8 percent variations on the sales organization effectiveness. This means
that there were other factors associated to sales organization effectiveness. The
Durbin-Watson coefficient of 1.714 was between ranges of 1.5 to 2.5. Therefore, there
was no auto-correlation problem in the data. The F-value (137.492) found to be
signicant at 5 percent significance level (Sig F=0.000). This constructs showed that
the regression model used in this study was adequate or in another word, the model
was fit. The result of hypothesis testing of mndependent variables 1s summarized in

Table 4.14

Table 4.14
Summary of the Hypotheses Testing from Multipie Regression Analvsis - Regression
Analysis between Independent Variables and Sales Organization Effectiveness

Hypothesis Hypothesis Testing Result
H1 There i3 a relationship between salesforce  Supported
performance and sales organization
effectiveness
H2 There is a relationship between sales Supported

tnanagement control strategy and sales
organization effectiveness
H3 There 1s a relationship between salesforce  Supported
characteristics and sales organization
effectiveness
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4.9.2 Hierarchical Regression Analysis using Salesforce Awutomation as a
Moderator in the Relationship between all Independent Variables and

Sales Organization Effectiveness
Table 4.25 displays the result of the regression analysis on the moderating effect of
salesforce automation on the relationship among salesforce performance, sales
mangement control strategy, salesforce characteristics, and sales orgamization

effectiveness.

Table 4.15

Hierarchical Regression Analysis Using Salesforce Automation as a Moderator in
the Relationship between all Independent Variables and Sales Organization
Effectiveness

¥ariables ftep Step 2 Step 3
Independent Variables

Salesforce Performance 374%  377* 746*
Sales Management Control Strategy 349%  314% - 161
Salesforce Characteristics BVEr YRT 646*
Meoderating Variable {(Salesforce Automation) . 106* - 297
Interaction Terms

Salesforce Performance*SFA 1.215
Sales Management Control Strategy*SFA -370%
Salesforce Characteristics*SFA -.063
R Square G608 618 627
Adjusted R Square 604 612 .617
SigF 000% .000* 000*

Note: *p<0.05
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In the subsequent step, salesforce automation is included as a predictor variable
alongside with independent variables. In this model, the R square value seems to
increase from 60.8% to 61.8% and 62.7% indicating a change of 0.01 and 0.019, which
means trust added 1 % and 1.9% which is significant at p < 0.05. Finally, in step 3 the

eight interaction terms were entered accordingly into the model.

Thus, from the regression equation, it can be shown that in the first step, all the
predictor variables are significant and in the expected positive direction. In step two,
the salesforce automation is included as a predictor variable and as shown, the
salesforce automation is significant (B=.106*, p < 0.05). In scanning the significant
column in Table 4.25 in step three regarding interaction terms | it became clear that
only one out of three variables made a statistically significant contribution (sales
management control strategy*salesforce automation beta 0.-370%, p < 0.03), Therefore

hypothesis H5 is accepted and hypothesis H4 and H6 are rejected.

Table 4.16

Summary of the Hypotheses Testing from Multiple Regression Analysis -
Hierarchical Regression Analvsis Using Salesforce Awtomation as a Moderator in
the Relationship between all Independent Variables and Sales Organization
Effectiveness

Hypothesis Hypothesis Testing Result

H4 Salesforce automation moderates the Rejected
relationship between salesforce performance
and sales organization effectiveness

H35 Salesforce automation moderates the Supported
relationship between sales management control
strategy and sales organization effectiveness

Hé Salesforce automation moderates the Rejected
relationship between salesforce characteristics
and sales organization effectiveness
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4.10 Summary

The data used in this study was obtained from 270 respondents which represented a
response rate of 80.57% and several ests were used to analyze the data. Normality test
was carrted out and showed that the variables are normally distributed. All the
variables obtained reliable Cronbach’s alpha which gives support to the internal
consistency of the study and the assumption of factor analysis were met. To determine
the strength of the relationship between the variables, Pearson correlation was used.
Multiple regression analysis was conducted to determine the independent relations as
well as the contribution of independent variables in predicting sales organization
effectiveness as dependent variable. Hierarchical regressions were used to test the
effect of salesforce automation as a moderator variable on the relationship between
independent variables and sales orgamzation effectiveness. The next chapter will

discuss and conclude the findings of this study.

Overall six hypotheses have been examined four hypotheses have been supported and
two hypotheses were rejected The result has been summarized in Table 4.16 The
findings in this chapter will be discussed intensely in the subsequent chapter. All

hypotheses were confirmed. They are follows:

Table 4.17
Swmmarizes the results of the hypotheses rested in this study

No Hypotheses statement Results

H1 There is a relationship between salesforce performance  Supported
and sales erganization effectiveness
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Ne Hypotheses statement Results

H2  Thereis a relationship between sales management control - Supported
strategy and sales organization effectiveness

H3  There is a relationship between salesforce characteristics  Supported
and sales organization effectiveness

H4  Salesforce automation moderates the relationship Rejected
between salesforce performance and sales organization
effectiveness

H5  Salesforce automation moderates the relationship Supported
between sales management control strategy and sales
organization effectiveness

H6  Salesforce automation moderates the relationship Rejected

between salesforce characteristics and sales organization
effectivencss
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CHAPTER FIVE
CONCLUSION AND RECOMMENDATION

5.0 Intreduction

The main findings, their significant of the study and implication should be highlighted.
Summary highlight the finding of the study upon which a conclusion 1s drawn in hne
with the objectives set. Recommendation describe the area can be explore or research
should be extended by another researcher. This chapter begins with a recapitulation of
the study’s findings, contribution of research, foilowing by limitation and
recommendation for future research, and the final section concludes the discussion of

the study.

5.1 Recapitulation of the Study’s Findings

This study attempted to determine the relationship between the independent variables
(salesforce perforamces, sales management control strategy. salesforce characteristics
and all dimensions), and the dependent variable which is sales organization
effectiveness. It also examined the influence of salesforce automation as a moderator
variable on the relationship between independent variables and sales organization
effectiveness. The study is cross-sectional in nature, The data was collected from sales
managers in three hie insurance in Indonesia. Three hundres fourty five questionnaires
were distributed and 278 were returned (80.57%). After a thorough check of the

returned guestionnaires, it appeared that only 270 (97.12%) were usable for analysis.
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This study had also set up to accomplish the following particular objectives,

1. To examine the relationship between salesforce performance and sales

organization effectiveness.

2. To examine the relationship between sales management control strategy and

sales organization effectiveness.

3 To examine the relationship between salesforce characteristics and sales

organization effectiveness.

4. To examine the moderating effects of salesforce automation on the
relationship between salesforce performance, sales management control

strategy, salesforce characteristics and sales organization effectiveness.

5.2 Discussion

This study mainly aims to identify sales organization effectiveness in Indonesia life
insurance industry. Specifically, this study examines the direct relationship of
salesforce performance (dimensions}, sales management control strategy (dimensions)
and salesforce characteristics (dimensions} with sales organization effectiveness
{(profitability and sales velume)}. Toward this end, a number of research hypotheses
have been formulated based on the research questions. This  study has generally
succeeded in establishing the determinants of sales orgamzation effectiveness.

Following are discussions on each research question. Specifically, the first part
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discusses the sales organization effectiveness in Indonesia life insurance industrt, and
the second part discusses the direct effect of the independent variables (salesforce
performance, sales management control strategy, salesforce characteristics) on the
dependent variable (sales organization effectiveness). Finally, the moderating effect
of salesforce automation on the relationship of salesforce performance, sales
management  strategy and  salesforce characterisitics with sales  organization

effectiveness is discussed.

The study successfully shed light on the determinants contributing to sales

orgamzation effectiveness. The present chapter aims to discuss.

5.2.1 Salesforce Performance Constructs and Sales Organization Effectiveness

The first research question deals with the relationship between salesforce performance
variables and sales organization effectiveness. Accordingly, Hypothesis one (H1)
states, “There is a relationship between salesforce performance and sales organization
effectiveness”™. The finding of this variables had a positive and significant relationship
with sales organization effectiveness . The more favorable a salesforce performance
in sales organization is, the more likely the salesforce will make contribution to sales
organization . In other words, salesforce who display high performane are more likely

to contribute company sales organization effectivencss.

This result of this study is similar to other studies that confirming salesforce
performance influence on sales organization effectiveness {Anderson & Ohiver, 1987;

Oliver & Anderson, 1994; Cravens et al, 1993; Babakus et al., 1996; Piercy et al.,
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1999; Cravens, Piercy & Low, 2006; Lane, Cravens, & Piercy, 2012). In addition,
association between salesforce performance and sales organization effectiveness is
essential in attitudinal research and has been confirmed in a huge variety of settings
(Cravens, Woodruff & Stamper, 1972; Beswick & Cravens, 1977, Ryans &
Weinberg, 1979; Ryans & Weinberg, 1987; LaForge & Cravens, 1985) Moreover, the
finding is consistent with the agency theory that states that how sales manager
(principal) can measure, monitor, and evaluate the sales person’s (the agent’s) routines

to ensure that organizational goals are fulfilled.

Furthermore, the current study’s result is consistent with previous studies, a study
conducted by Barker (2001) revealed that sales organization effectiveness is often
measured by looking at profitablity and sales volume. The findings were in the
expected direction, whereby the salesforce performance affected the result
Salespeople in Indonesia life insurance greatly affect the company's performance due
to the emotional attachment between the salesperson and the company wh re they
work. Moreover, High motivation causes the salesperson to do his job with a very

mininium superivision and this is very profitable for company.

Meanwhile. the more favorable salesforce technical knowliedge is, the more likely the
salesforce will make contribution of sales organization. In other words, salesforce who
display high technical knowledge are more likely to give a positive influence to the
company performance. This result of this study is similar to other studies that
confirming technical knowledge influence on sales organization effectiveness

(Cravens et al., 1993; Grants & Cravens, 1999, Baldauf et al., 2001; Katsikan &
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Skarmeas, 2003), Nonetheless, this finding is consistent with Piercy et al., (1907}
Aheame and Schillewaert (2000); and Barker (1999} who cstablished that high

technical skills levels possessed by salespersons.

However, the results of this study was not supported from studied by Ahmad, Sah and
Kitchent (2010} which conducted a study in Malaysia that examine relationship
between sales skills and salesperson performance in Malaysia telecommunication
company. The results of study indicate there were no relation between technical

knowledge and sales organization effectiveness.

In the meantime, this study is i ling with what is happening in life msurance
companies in Indonesia where the performance of insurance agents Indonesia is
ranked second best in Southeast Asian countries (ASEAN). This is evidenced by the
number of top insurance agents and the elite of Indonesia or a member of the Million
Dollar Round Table (MDRT) Indonesia up the A sean rankings from previously ranked
fourth {(AAIl 2015}. Therefore, AAJI encourages life insurance companics (o pursue
the growth of sales force to 500 thousand agents with a 10 percent increase every year.
The growth of sales performance will certainly improve the performance of the

company.

Currently, life insurance salespeople are expected to provide education to the public
about the importance of having life insurance. It is expected that salespeople can not
only sell products but become educators to be able to provide the best information to

customers. Including providing education in choosing insurance protection, both for
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health insurance, pension, and death nsurance, Where insurance provides protection
so that someone free from feelings of fear and the burden of thought because of cost.
Negative perceptions that often arise in society related to insurance also becone a
challenge for agents. This negative perception is generally due to the

misunderstanding of policyholders with the insurance company.

Moreover, salespeople are one of the most important assets for the life insurance
industry. Life insurance agents have a very big role in the growth of the insurance
industry in the country. As spearheads, life insurance salesforce take on the noble task
of educating the public about the importance of life insurance and helping them to
have financial planning and prosperity in the future. This will certainly provide a
positive performance of the company due to the satisfaction of customers who will

certainly provide benefits for the company to serve customers better.

5.2.2 Sales Management Control Strategy Constructs and Sales Organization

Effectiveness
The second research question deals with the relationship between sales management
control strategy variables and sales organization effectiveness. Accordingly,
Hypothesis 2 (H2) states. “There is a relationship between sales management control
strategy and sales organization effectiveness™ The finding of this variables had a

positive and significant relationship with sales organization effectiveness.

This result of this study is similar to other studies that confinming most of sales

management  control  strategy  dimensions influence on  sales  organization
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effectiveness. The findings of the present study are consistent with other studies on
sales management control strategy as an important factors for company (Mallin,
O’Donnell. & Hu, 2010: Piercy. Lane, & Cravens, 2002; Rollins, Rutherford. &
Nickell, 2014). Prior empirical studies have studied the influence of sales management
control on behavioural performance (Theodosiou & Katsikea 2007), satisfaction with
supervisors (Challagalla & Shervani 1996), motivation of salespersons (Miao,
Kenneth, & Zou 2007), the role stress (Lusch & Jaworski 1991), ethical standards
(Ingram, LaForge, & Schwepker 2007), and salesforce performance (Piercy, Cravens,

& Morgan 1999}

Furthermore. the current study’s result is consistent with previous studies, a study
conducted by Piercy, Cravens and Morgan (1999} revealed that the sales management
process have received priority attention, Their study found the vital function of the
field sales manager in working salesforce execution and strength. This present study
adds to a significant new research stream from prior research, analyzing how sales

management control impacts on design, public presentation and strength,

Furthermore, the preceding findings show consistency with previous studied by Lane,
Cravens and Piercy (2012) that revealed investigate the type of management exercised
by means of sales leaders (e.g., behaviour against outcome based) and the higher level
of control. Primary, this exploration introduces the actual construct connected with
sales broker control skills and exams not simply what amount of control supervisors

exercise, nevertheless how very well they use control.
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Along the same line of argument, Baldauf, Cravens and Grant (2002) discovered the
effects of behaviour-based sales management control on sales organization
effectiveness with data collected from field sales managers in Austria and Australia.
The study provide robust support for positive relationships between sales mangement

control strategy and sales organization effectiveness.

Therefore this present study sales management concern to show that there 1s first direct
relationship between sales management control strategy to sales organtzation
effectiveness. The findings showed the existance of sales organization effectiveness is

significantly related to sales management control strategy.

The obligation of a sales manager is (o fo maximize sales performance levels. This
infers the requirement for progressing observing of the execution markers and
contrasting them and what ought to be, Checking the execution of the sales division is
to survey the substance of conduct. Conduct execution 1s the assessment of the
exercises and procedures of offers staff’ in word related obligations and duties. In
surveying the conduct of salesforce, the emphasis is on the practices of the sales

department.

From the result, Indonesiea life insurance orgenizations must provide service to the
inquiries and issues that individuals experience and attempt to determine them after
some time. This will at Jast increment the quality and execution of the organization to

increase sales. The company's selling strategy must be predictable and in ideal
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congruity with sales strategy. Through vital coordination between the two, sales

performance can be expanded.

Furhtermore, it Is recommended that sales organizations focus on the accompanying
issues in their promoting procedures: deciding the degree for every product or market,
subjective and gquantitative targets for product or market, proficient assignment of
assets between showcasing exercises, recognizing the wellsprings of upper hand and
making collaboration. Sales manager consistently watch and track the request, rivalry
and imnnovative improvements. This will yield enhanced sales to be constantly one
stage in front of their sales sirategy. The trust of the general population in the sales
technigue is the most imperative component of a culture of frust and correspondence

boister and if not, no organization can have the coveted outcome.

Finally, recognizing client needs and market openings do powerful showcasing
research in front of their rivals. Recognizing the components influencing the inward
condition of the organization's capacity to build productivity. The organization's
endeavors to build piece of the pie, since it is the main source of gainfulness. Sales
manager must set the fitting target market and tailor sales exercises to suit the
necessities of every customer, They ought to utilize expert salesforce for each of the

focused on customers.

5.2.3 Salesforce Characteristics Constructs and Sales Organization Effectiveness

The third research question deals with the relationship between salesforce

characteristics variables and sales organization effectiveness. Accordingly,
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Hypothesis 3 (H3) states, “There is a relationship between salesforce performance and
sales organization effectiveness (e.g. profitability and sales volume)”. The finding of
this variables had a positive and sigmficant relationship with sales organization
effectiveness. The more favorable a salesforce characteristics in sales organization is,
the more likely the salesforce characteristics will make contribution to sales
organization. Success characteristics are salespeople’s attitudes and behaviour that are
expected to have a favorable impact on performance. These include capabilities,
motivation, and attitudes. Behaviour control is expected to have a favorable impact on
these characteristics (Cravens et al., 2006). In other words, salesforce who display high

performane are more likely to contribute company sales performance.

This result of this study is similar to other studies that confirming salesforce
characteristics influence on sales organization effectiveness (Entwisle, 1987; Flynn,
1998; Barker, 2001; Baldauf, Cravens & Piercy, 2001; Chowdhury, 2007; Danish &
Usman, 2010). Therefore, the result supports the hypothesis {(H1). Moreover, the
finding is consistent with the agency theory that states that how sales manager
(principal) can measure, monitor. and evaluate the sales person’s (the agent’s) routines

to ensure that organizational goals are fulfilled.

Furthermore, the current study’s result is consistent with previous studies, a study
conducted by Jaramillo, Mulkil, and Locander (2000) provided evidence that the
important role of perceptions of time wasted on sales person’s job attitude and

behavioural intentions on sales organization perforamance.
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The findings were in the expected direction, whereby the salesforce characterisitics
affected the result. Salespeople in Indonesia life insurance greatly affect the company's
performance due to the cmotional attachment between the salesperson and the
company where they work. Moreover, prize, recognition and motivation causes the
salesperson to do his job with a very minimuum superivision and this is very profitable

for company.

Salespeople are those who are directly and indirectly involved in the activities of the
company from top managers to the lowest level even though the lowest level even
though has a comprehensive level of ability to perform their respective duties m
providing services to customers at the time of the transaction as well After the

transaction is expected to provide satisfaction and a sense of pleasure to visitors,

As for the comprehensive means include the ability to control services, environmental
maintenance and promote the company as part of service improvement, packed into
the personality of sellers who are always developed in order to prioritize customer
needs and satisfaction. Salesforce who can provide satisfaction to customers will
support the survival of a company. This is caused by a satisfied customer then they
will become a loyal customer will even be a media campaign of company without

spend a little bit on meney.

Furthermore, professional ahilities in & particular field can be possessed through
education, training and experience. The development of the seller's personality is

constantly being developed at all times including doing or doing simple little things
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that may not even be included in detailed job descriptions while providing help for

customers looking for products that suit their needs.

Moreover, a good salesperson character is an asset for the salesperson itself and for
the company. In the life insurance business, a good character is the main thing because
in the Hfe insurance business, trust is the main. The results of this study also shows the

characteristics of sales will affect the profitability of the company

5.2.4 The Moderating Role of Salestforce Automation

The fourth research question deals with the influence of salesforce automation as a
moderator variable on the relationship between salesforce performance, sales
management control strategy, salesforce characteristics and their dimensions as

independent variables and sales organization effectiveness as a dependent variable.

In the present study, nine moderating effects were found of salesforce automation on
the relationship between salesforee performance and sales organization effectiveness
and its dimensions (e.g. profitabilty and sales volume). The following section explains
the moderating effect of salesforce automation on the relationship of salesforce
performance, sales management control strategy and salesforce characterisitics with

sales organization effectiveness

Three general hypotheses were formulated on salesforce automation moderation: (1)
H4: Salesforce automation were hypothesized to moderate the relationship between

salesforce performance (technical knowledge, sales support, and sales planning) and
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sales organization effectivness (profitability and sales volume}, (2) HS: Salesforce
automation were expected to moderate the relationship between sales management
control strategy {(monitoring, evaluating, rewarding, diresting and sales result} and
sales organization effectiveness (profitability and sales valume) and (3} H6: Salesforce
automation were expected to nmioderate the relationship between  salesforce
characteristics and sales organization effectiveness (profitability and sales volume).
Salesforce automation systems consist of centralized database systems that can be
accessed through a modem or internet connection by remote computers or smart phone
using special salesforce automation software (which i1s often company specific)
(Mallin & DelVecchio, 2008; Parthasarathy & Sohi, 1997). Therefore, in an salesforce
automation system, a salesforce can connection a central database method at any time
through their laptop or smariphone to get continuously refreshed facts regarding many
facets of the project, e.g. contact information, revenue productivity, revenues process,
customer support information, travelling logistics, and m some cases immediate the
means to access commission information (Mallin & DeiVecchio, 2008). Moreover,
salesforce automation can thus be characterized by and defined as, the application of
information technology to support sales function (Buttle, Ang, & Iriana, 2006). All of
this allowed sales manager or sales management to analyses sales activity and

performance.

The results of the hierarchical regression analysis in the previous chapter partially did
not supported or rejected the hypothesis that salesforce automation moderate the
relationship between salesforce performance and sales organization effectivencss

{profitability and sales volume} H4, as well as the hypothesis that salesforce
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automation moderate the relationship between salesforce characteristics and sales
organization effectiveness {(profitability and sales volume} H6. Mesnwhile, the
hypothesis that salesforce automation moderate the relationship between salesforce
management control strategy and sales organization effectiveness (profitability and

sales volume) H5 was supported.

Although, intuitively appealing, no study has thus far assessed the possible moderating
role of salesforce automation on the relationship between sales management practices
and sales organization effectiveness, specifically in life insueance industry in
Indonesia. Moreover, studies that examined salesforce automation as a moderator have
focused on reduced cost (Donaldson & Wright, 2004); improment tracking by
management (Moutot & Bascoul, 2008); increased revenue and avaibility of customer
information (Reinartz, Krafft & Hoyer, 2004); increased salesforce mobility
(Greenberd, 2001); and sales forecasting {Kerin, Hartley & Rudelius, 20093, These
studies were similar to one another because the dependent variables were measured at
the individual level, but the application fields and issues differ. On the other hand, the
present study measured the dependent variable also at the individual level (sales
manager}, thereby making it different from other studies. Thus, the findings of the

present study are preliminary and should be interpreted with some caution,

From the results of research. the use of internet technology has not been fully done by
life insurance companies, especially life insurance companies owned by government
companies. In this study can be seen from the three hypotheses proposed only one

hypothesis supported that is salesforce automation moderate the relationship between
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satesforce management control strategy and sales organization effectiveness while the
other two hypotheses are rejected. The results of this study do not support the research
that has been done by {Speier & Venkatesh, 2002); Engle and Barnes (2000} Thus
saies force automation has no effect on the sales effectiveness of the organization and
empirically does not reinforce previous research. Moreover, the results of this study
not support the research conducted by Dong and Dennis (2004); Ahearne el al., (2004)

that there is an effect of salespcrson automation on the performance of salespeople.

This study proves that the use of internet technelogy in the life insurance business has
not been fully done. There are several things that cause this to happen, among others,
the adoption of technology by salespeople is very low on the other side of society in
Indonesia mostly are tech literate. So there is a gap that must be put together if the life
insurance business in Indonesia especially owned by the govemment in order to grow

further in the face of competition in Southeast Asian countries.

In the meantime, the technology can provide a different experience in insurance for
agents and customers. One life insurance company in Indonesia through technological
innovation, the insurance purchasing cycle can be simplified from the beginning there
are 16 steps 1o just 6 steps so that from the time side of processing can be faster. The
use of technology close to the younger generation also increasingly opens
opportunities 10 capture the prospective customers from an early age so that the
benefits can be more pronounced. Supported by technological developments,
technology-based insurance services can be one way to penetrate a net-savvy market

segment,
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5.3 Contributions of the Research

This study has mainly contributed to the body of knowledge of the sales management
and marketing. The finding of this study has a significant contribution to the theory
which comprises the field of the study, i.e. the sales management, sales organization,
and using technology in sales field; methodological contribution also has been
discussed and finally, the practical contribution which included the managenal

implication.

This study might be useful to many parties, due to its significance to the Indonesia Life
insurance local companies that is extremely suffering from low market share,
provitability and sales volume (Neraca, 2012; Tempo, 2014). Thus, the findings

provide several contributions that are clarified in the following sections.

5.3.1 Theoretical Contribution

Studies concerning salesforce performance, sales mangement control strategy, sales
chracteristics and sales organization effectiveness have not been extensively carried
out in the context of life insurance industry in Indonesia especially state-owned
insurance companies and from persfective of sales manager prior to this study and this

may be considered as a significant contribution of knowledge.

Moreover, the research framework (e.g. salesforce automation) that is derived from
the Technology Acceptance Model emphasizes the importance of the two dimensions
of the theory which are perceived usefulness and perceived ease of use in predicting

the salesforce behaviour. The results proved the association of perceived usefulness
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and perceived ease of use as moderating variables and their positive influence on
relation between independent variables and sales organization effectiveness in life
insurance business. Initially, this study has a major contribution to understand the
salesforce behavioural toward technology to achieve sales organization effectiveness

in Indonesia life insurance companies.

In this context, the contribution regarding the theoretical framework is adding the
salesforce automation as a moderator variable which has not been studied before with
this collection of wvariables. Thus, salesforce automation factor has a significant
influence on the relationship between the only one variable of Vs in the theoretical
framework and influence of independent variable on sales organization effectiveness.
In addition, the expected findings regarding salesforce automation adoptabion have
provided insights that enhance the life insurance management understanding of this

variable on salesforce activity.

In this regard, the moderating influence of salesforce automation on the relationship
between salesforce perforamce, sales management control strategy, salesforce
characteristics and salesforce automation. Relationship between  salesforce
performance, sales characterisitics on sales organization effectiveness shows there is
no significant impact toward using salesforce automation and only sales management

control strategy has significant relationship toward using salesforce automation,

This result showed a serious and critical point in the Indonesia life insurance system,

and 1t could be one of the main obstacles of salesforce to use technology in their daily
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activeity. Therefore, a lot of efforts should be done from many parties (o clanfy to the
salesforce the benefits and usefulness of using salesforce automation. Moreover, this
result may encourage monetary authorities to start an internal campaign to try and
change salespeople’s cultural beliefs in a positive way and educate them about the

benefits of technology.

Furthermore, the contingency theory states that for an organization there are various
or multiple strategic choices that can be pursued. Contingency theory is an approach
to the study of organizational behaviour in which explanations are given as to how
continigent factors such as technology, culture, and the external environment influence
the design and function of organizations. One of the strategic is how sales organization

using their technology adoption to increase their sales organization effectiveness.

5.3.2 Managerial Contribution

The overall findings of the examination and the investigation of the arrangements of
factors in the exploration system and understanding the extent of the impact of these
factors have on sales managers perception on their salesforce as subordinate, give
significant truths to life insurance business and experts for the acknowledgment of
sales representatives in insurance business. In addition, the review may recognize
certain valuable managerial factors that can enable life insurance business to
organization, strategy creators and research foundations to comprehend the effect of
innovation and technology on the sales organization effectiveness. Thus, they can
address the issues and needs of the life insurance salesforce and investigate the

advantages of utilizing innovation and technology to expand their performance and

209



spread the adoptation of innovation and technology ameng salesforce in life insurance
companies in Indonesia. Moreover, the study provided essential information to
monetary authorities (OJK) in Indonesia regarding salesforce behaviour and their
attitude towards technology. This information will be useful for monetary authorities
in designing sustainable programs and e¢ncouraging companies to  maximize

technology and direct salespeople to use their daily work activities using technology.

Finally, this is the first empirical investigation of sales organization effectiveness in
Indonesia life insurance business. Sales organization effectiveness have been widely
studied in developed countries but there has not been enough research conducted in
developing countries such as Indonesia and life insurance business in particular. This
study adds to the community of knowledge on sales organization effectiveness in

Indonesia especially in life insurance.

5.4 Research hmplications

The findings obtained from this study are of considerable use to improve our
understanding of the variables that decrease or increase salesforce performance and
management on sales organization effectiveness. This study explained framework
which explained a set of variables that sales manager and top management should pay
attention to because they have been proven empirically to affect and contribute to the
enhancement of salesforce toward using salesorce automation system in Indonesia.
Salesforce automation represent important factors on which top management and sales
manager should concentrate their attention and efforts on sales technology. In

addition, agency theory which clarified addresses the issue of how the sales manager
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{the principal) can gauge, screen, and assess the salesman's (the agent's) schedules o
guarantee that hierarchical objectives are satisfied. The principle start here is that both

have dissimilar objectives and oftentimes don't have a similar data and realities..

The study contributes to the sales management studies in the Indonesia life insurance
context. The research demonstrated that agency theoy and contingency theory are
effectivess theory that can be used in sales management, particularly in examining

salesforce performance in a similar context.

The researcher found that some results agreed with a group of other studies, and
contrasted with others. These disagreements and agreements were based on whether
these studies were applicable or not in their environment. The use of the theory of
agency theory was a unigue contribution to the sales management. Furthermore,
because of the key mmportance of the Iife insurance sector in developing the countries’
economies, it becomes essential to understand the salesforce performance from
perspective of sales manager and needs in this sector. The sales manager {principal)
may want the salesperson {agent) to invest more energy sorting out for sales calls,
while the sales representative may wish to invest that additional time searching for
new market. Thusly, the sales manager is confronted with an uncertain circumstance
in the matter of how the sales person will without a doubt contribute that additional

time,

The present review gave a few discoveries connected to critical elements that

powerfully aftect salesforce management toward sales organization effectiveness.
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Consequently, the discoveries of this study have numerous critical ramifications for
life insurance business and other financial institutions in the Indonesia setting and

comparative creating nations particularly in south east asia region.

According to the findings of this study, sales management within the life insurance
company envisages the role of salesforce activity toward using technology in
Indonesia life insurance company implying the salesforce” willingness to use the
technology. From the findings, the life insurance company and fop management must
encourage salesforce to use technology for their sales activity through training and
supporting of the benefits of using salesforce automation, and set values by providing

high quality of services to their customers.

5.5 Limitation of the Study

There are some limitations that appeared in the current study owing to the result of the
relationship between salesforce perforamce, sales management control strategy,
salesforce automation and sales organization effectiveness and salesforce automation
as moderating. There is a huge number of life insurance companies in Indonesia, from
more than 50 companies only three are used for this study because of time limitation

and financial matter.

The second limitation of this study is the approach to collect data, where the researcher
intended 1o use stratified sampling to choose respondents according to the registered
sales manager list in the sales office. In spite of the limitations, the result of the

rescarch provides a platform for future assessment and diagnosis to improve the
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current awareness about salesforce behaviour using salesforce automation to boost

sales organization effectiveness.

The third limitation, related to the sample, the sample ideally there should be at least
840 respondents (84 items x 10) needed for the number of items questioned. This
number of respondents can be reached if the data is built through time and do intercept

study to other life insurance companies.

The fourth limitation of the study is that it is only investigate government owned life
insurance companies. Maybe next research will be studied on national insurance
private owned, insurance owned foreign company and mixed-owned insurance and it
can make the result to be different and covering all life insurance companies in

Indonesia.

5.6 Future Study
The researcher recommends the following investigation of some important areas for

future research:

Firstly, this study was carried out fo exemine sales organization effectiveness in
Indonesia life insurance companies. Future research may be conducted in other regions

or countries and i other sectors,

Secondly, based on the rescarcher’'s observations, this study is considered the first
study to exemine the relationship between salesforce performance, sales management

control strategy, salesforce characteristics and sales organization effecticveness with
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salesforce automation as moderating variable. It has anumber of inherent limitation
and data collection was done cross-sectional, Therefore, future study may look into a

longitudinal study in order to expand the findings that are pre-change and post-change.

Thirdly, this study uses certain concepts and measurement of salesforce performance
and sales organization effectiveness. Future studies might use others. Thirdly, this
study used Cravens et al. (1993} and Babakus et al (1996) dimensions to measure sales
organization effectiveness, Berhman and Perreault (1982}, Cravens et al. (1993), Spiro
and Weitz (1990), John and Weitz (1989), Babakus, Cragvens, Grant, Ingram and
LaForge (1996) to measure salesforce performance, Cravens et at {1993) to measure
sales management control strategy, Qliver and Anderson {(1987), Cravens et al (1993)
to measure salesforce characteristics, Venkatesh and Davis (2000), Moore and

Benbasat (1991} to measure salesforce automation.

Fourthly, the researcher are used single instrument for data collection method in the
form of a questionnaire survey. In depth qualitative studies, using interview method
are needed to measure the sales organization effectiveness among life insurance
companies. This may achieve better results as it build relations, particularly when

telling from top management,

Lastly, the analysis of data gathered was conducted by SPSS (Statistical Package for
Social Science). For next studies, tools of analysis. such as SEM (Structured Equation
Model) and PLS (Partial Least Squares) may be used to analyze data for accurate

results and to determine indirect path of sales organization effectiveness.
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5.7 Conclusion

The study investigated the variables that could influence the behavioural intention to
use banking services. The results are consistent with the findings of the Agency
Theory, which says that salesforce performance, sales management control strategy,
salesforce characterisitics are importanf variables in predicting sales organization
effectiveness. The study results showed the significant influence of salesforce
performance, sales management control strategy and salesforce characteristics on sales
organization effectiveness in Indonesia life insurance company. However, there were
several hypothesis not supported or rejected on relation between independent variables

and dependent variabie.

First of all, it was reported that estimates internet users in Indonesia as much as 93.4
million people in 2015 and 100.28 million in 2016. Furthermore, life insurance
companies do not pay attention to the power of technology. In this regard, the
researcher suggests that life insurance companies should prioritize the power of
technology and start internal campaigns. The presence of digital technology makes 1t
easy for business actors and consumers, including the ease in choosing insurance
products. All the need to take care of insurance can be done through the internet, either
with computers or smart phones. Digital technology that became one of the strategies

in order to expand the utility of insurance products are still low.

The rapid growth of technology in today's digital age brings about the change of
society's behaviour from conventional ways to more modern, practical and efficient.

It can be seen, the booming e-commerce market in Indonesia brings a big change to
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the behaviour of Indonesian people, especially young people who are more fond of
online services. In addition to easy and fast, Internet-based digital services are usually

profitable from the financial side because it is more efficient for many parties.

Moving the way the changes in society in the digital era today, spur the business world
experienced significant changes, including the insurance industry. Both the general
insurance industry and the life insurance industry, are required to innovate to follow
the times by uging information technology in running its business. The development
of digitalization has been growing and developing. In fact, the development of
digitalization is able to provide a positive stimulus to reduce costs so that efficiency
can occur. Therefore, the insurance industry must be able to answer the needs of the

market by presenting digital-based services.

The study revealed the life insurance companies in Indonesia are in the initial stage
regarding use salesforce automation as a part of business, and many of salesforces are
lacking for using salesforce automation and owing to low frequency of usage of
technological tools in serving its customers; for example, check for due date payment
and birthday of customers. Meanwhile, with a population totaling around 238 million
individuals in 2010 (BPS, 2010), Indonesia is the fourth largest country with regard to
population size. From this population there are around 88 million holders of life
insurance policy in the country in the end 2013 (AAJL, 2013). It 1s expected that life

insurance growth in the future wiil continue o be positive in Indonesia.
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Therefore, the study suggests that for the life insurance company to obtain a good
strategic position in the marketplace, they need to adopt technology both quality and
innovation strategies and could broaden their services and produce new products and
services to reach as much as customers as possible throughout the country by manage

their salestorce to achieve better performance.

These kinds of strategies will benefit life insurance company to keep their competifive
advantage by being custoemer oriented and to increase their abilities of effectively
coping with major chailenges, to upgrade their salesforce skills and particularly raising
customers’ satisfaction. In line with this, life insurance have 0 be creative in
introducing new services and products and capable to prevent complaints from their
customers through their adoption of high quality standards for all their salesforce

activities.
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Appendix A

Questionnaire

Questionnaire

Letter of Instructions to Respondents

A Survey of Sales Organization Effectiveness In Indonesia Life Insurance Industry:
The Moderating Role of Salesforce Automation

My name is Syahputra and I am Doctor of Philosophy (PhD) candidate at the
Universiti Utara Malaysia (UUM), Sintok, Kedah, Malaysia. [ am actually conducting
a research on the topic mentioned above. The objective of this research is to examine
the determinant factors of salesforce automations and sales organization effectiveness
on Indonesia Life Insurance Companies.

I hope this questionnaire will not take long for you to complete (10-15 minutes). The
information gathered will be treated strictly confidential. The result of this survey is
for research purposes only and there is connection between your personal information
and the result that will be reported in this research. All data obtaimed during this survey
will only be used for academic purpose once this research is completed.

Thank you very much for your kind help.
Kindest regards,

Syahputra (student id: 94962}

Hp: +62-8122342210

E-mail: svahputra?9@iemail.com
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Questionnaire

Section A: Personal Information about Yourself

The following section list some questions about yourself and your achievement at
work

Please tick { /) the appropriate answers or fill-in the blank where required

1. Gender i. Male [j ii. Fernale D

2. Age (Please write down your age o the nearest year)

3. Job stams: i, Full-time D 1. Part-time D

4, Academic gualification:

SMA/High School
Diploma

51/ Undergraduate
52 / Master

$3 / Doctoral
Lain-lain/Others

5. Are you a member of Million Dollar Round Table Club? Yes [-:] No D
6. How long have you worked with the present company?

{Please state to the nearest year)

7. How long have you worked with the insurance company?

(Please state to the nearest year)
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Section B: Sales Organizational Effectiveness:

The following are some statements measuring the level of sales organizational
effectiveness. Please indicate the extent to which you agree or disagree with cach of
the following statements by circling the number that best describes your opinion
against each statement using the scale given. Please circle/cross the approprate

answers,
1. Strongly 2. Disagree 3. Neither 4. Agree 5. Strongly
Disagree Agree nor Agree
Disagree
As a sales manager, 1 think.. ... -
1 My company's sales volume is higher than majnr 1 3 3 a
) cnmpgtftor
2. My company's sales volume is higher than company 1 5 3 4
) satesr?b;eci ives
3 My company’s markz&i share is hzgher than mﬁjor 1 5 3 A :
competitar
4. My company's market share is higher than company 1 5 3 1
. _§_a_E_§_s company oh;ec?ev& _
5. My company's pi’(‘.}fl‘;aba&ty is higher than ma;car“
1 2 3 4
camgetitar :
6. My companys prof“tabli:tv higher is than ccmpany 1 ) 3 4
sales objectives >
7. My company’s custormer satisfaction is higher than 1 2 3 4 }L
|
major competitor |
8. My company’s customer satssfactson is higher than 1 2 3 2 i
company sales objectives !

Section C: Salesforce Performance:

The following are some statements measuring the fevel of salesforce performance.
Please indicate the extent to which you agree or disagree with each of the following
statements by circling the number that best describes your opinion against each
staternent using the scale given. Please circle/cross the appropriate answers,

1. Strongly 2. Disagree/ 3. Neither 4, Agree/ 5. Strongly
Disagree / Agree  nor Agree /
Disagree

As a sales manager, I can see that my salespeople...:
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Technical Knowledge

1. Know the design and specifications of company 1 3 § 3 4 5
services.
t2. Know the applications and functions of company 1 5 | 3 4 5 '
services A g
3. Keep abreast of your company's service and 12 ! a4l 5 |
| te&:?zm}izxgacai developments !
Adaptive Selling a
4. Experiment with different sales approaches 1 2 E 3 5 -
5. Besﬁg flexible in the seiE;ng appraat:kes Eiﬁi’:tlf 1 2 | 3 5
& Adapt sézlimg approaches from one customer to 1 2 ; 3 4 5
_ another | Sl "
? Vary salas style from sﬁuat;on to SItuation 1 2 3 4 5 |
Teamwork '
- 8. Generate considerable sales volume from team sales 1 3 3 P 5
{sales made lointly by two or more siaiﬁspeofsle} : i (
5. Build strong working relationships with other people in ; 1 ; 3 3 A 5
__our company m B : | ¥y B &
10. Work very closely w;t?z nen- saies employees to close 112 3 4 i 5 :
sates y B W N ;
11. Coordlnate very c!oselyw:th othercompanv employees 1 9 1 3 4 5 }
to handle post- sales problems and‘serviggw J o | 7 1
i 12. {)iswss selling strategies with people from various 1 : 3 ‘ 3 4 5
: departments - iw e
Sai@s F}resemataon
:13 i;ﬁteﬁ aﬁentweiy to atfer’st;’fy and uﬁtﬁefﬁ&nd the reai 1 z 2 3 a 5
i concerns of customers 5 |
14 QQWmceé customers that ‘IP&&Y und&rstand their 1 E 2 3 4 5
unigue prct; ems an(i concerns I i
15. Use established contacts to develop new customers 172 .3 E 4 ¢ 5
___________ SRR N
16 Commumcate their sales presentatmn ctearly and 1 { 9 3 1 4 5
concisely ;
. 17. Work out solutions to a customer's questions and 1 3 3 1 4 5
objections :
~ Sales Planning
18. Plan each sales call | Z 3 5
19, Plan saies strategles for e:;scth customer L1 . 5
20 Pian coverage of asségned terrztcryicus:omer 1 3 % 3 4 5
responsibility ;
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= 21 ?Ean dally a::f:s:;taes

Sa165 Support

22. Provzde after the sales service

23. Check on product delivery

24, Hand customer mmplamts

25 Follow up on product use

[LV I (N LN I o

26 Tr{;ubteshoot apphcatsaa problems -

T
(SN

7. Anaiyze product use experience to identify new
;}roduct/semce tdeas

Section D: Sales Management Control Strategy

The following are some statements measuring the level of sales management contro!
strategy. Please indicate the extent to which you agree or disagree with each of the
following statements by circling the number that best describes your opinion against
each statement using the scale given. Please circle/cross the appropriate answers.

1. Strongly 2. Disagree 3. Neither 4. Agree Strongly
Disagree Agree nor Agree
Disagree
As a sales manager, L.
ﬁﬁonitering srsiti Utara Malavsia
1. Spend time with sales pe&pte inthe field 112 4 5
;2 7?\74;(; gomt catis with saiespeople o 1 EM ] wm?lij;ﬁii
3 E%egaggarly review call reports from $ates;)eop!a - 1 2 7 4 557
4. Monitor the daywtwday activities of salespeople. i 2 4 1 5
5 Observe the performance of saiespeople in the fi eid |1 |2 7 Aiﬁism
: 6 Pay attention to the extent tow whrch saiespecpie travel 1 2 ' r{w '-“5
7 Ci{;s,'eiy watch saiespeople 5 expense accounts . 1 2 4 o SWW
8 Pay attention to the credit terms téaat salespeop§ | ‘ AWM g,
quote customer | ;
Directing o
9” 7Encourage safespeople 1o mm;a;é gézr saies fesults by R
' rewarding them for their achievements j 4 >
10, ;it:;v_el; p;r;gﬁatéln training salespeople on the;’ob‘m 2 ‘ 4
711 “i%gjgﬁiiérlyfs;snd timéi{:ba{:mng salespeople ) 2 T 7 4 o
i 12 Disgy_s.s performa nce &va‘tu_a_tions with_ﬁ%pﬁp& _ g_ J 4 5
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23 Heip saiespeaple éeveiop ‘tf’ze:r ;x;ier;txai ; 1 i 2 3 34 5 ;
Evatuazmg
14,1 Evaiuazezbe numi}er ofsaies caEEs macﬁe hysa espeap% 1 2 3 4 5
15, Evafiuate the profri' contrtbut:on achieved by each n ) 13 " 5 z
fﬁleﬂsperson - 7 !
: 16. Evaluate the sa!es results of each salesperson 1 2 ! 3 4 5 .
' 17, Evaiuate the quaitty of sales presentations made b\; 1 5 ; 3 ia 5
ﬁaiéspeapie i i .
18. Evaluate the profesgsoﬁai development of saiespeo;;ie 1 2 §3 4 s
Rewarding
19, Provide performance feedback to salespeople on a
\ 1 2 13 4 5
regular basis ;
20. Compensate salespeople based on the quality of their 1 2 ! 3 4 5 .
sales activities i ! ! |
: 21. Use incentive compensation as the major means for 1 2 3 a i 5
§ motivating saiespeo;)fe : § : .
| 22. Make incentive compensation judgments based on the | 1 | 5 .3 la 5 5
- sales results agbzewcﬁ by saies;&eop&e E ) ]
23. Reward salespeople t}ased on their saies zesuits | 1 W 7E4 5
24. Use non-financial incentives to reward satespeopie for :
i 2 3 4 5
thelr achlevements [
... e
ZS Compensate salespeop!& based on ‘the guantity oftheir 5 ] 3 4 5
]
I

sales activities

Section E: Salesforce Characteristics

The following are some statements measuring the level of salesforce characteristics.
Please indicate the extent to which you agree or disagree with each of the following
statements by circling the number that best describes your opinion against each
statement using the scale given. Please circle/cross the appropriate answers.

1. Strongly 2. Disagree 3. Neither 4. Apree 5. Strongly

Disagree Agree nor Agree
Disagree
As a sales manager, | can see that my salespeople...:

Af‘fects/Attitudes ) )

1. Arewilling to accept direction from their ﬂeld sales | 1 12 I3 lals
manager 1 |

2. Cooperate as part of a sales team 3 i 12 3 4 jS §




i _5tcept the autharlty of ;sal;és m&ﬁager 1 ‘2 3 3 ) -5
- Cogﬁ]giegé}ggg;ébi lities B N
4. Possess expert selling skills 2 4
5. Possess detailed proénct/serwce Rnowledge 4 :
Cntrinsic motivation T e
Vﬁmm(mi)mbtam 8 sé;ase of accom;;hshment from their 1:;z';xrc»rk 1 |2 |3 4 |5
T-Eégi a sense of personai growth and development a
| intheir work ) o __1 2 _3 4 mf i
8. Get a feeling of stimulatlﬁn ﬁ;nd sense of -
challenging involvement in their work 1 : 2 M3 4 3
Recognition Motivation
9. 9. Have high respect frem superws_%__ W _—__ 1 ?Zm _ 3m m:mg:éj:
: 10 Have high respect from fellq\ivmz{cfnkers o ; 1 I 2“ | 3 4 5;”
SehavmraIStrat&gy o __ e S
11 _Perform Aon 5ellmg actﬂz@gf;;c;rvely m___ 1 5___2_ _13 ) ﬁi_:
l | 12. Perform sales suppor‘tgé:;;ues - : 1 .2 3 |4 5
'W}E Focus on satisfying customer ne_%_% _ 1 : 2 7 13 QWS":_:
‘Lm Customlze customer sellmg appreaches j 1 i 2 ;}3 | fm;ﬁw_“

Section F: Salesforce Automation

The following are some statements measuring the level of salesforce Automation.,
Please indicate the extent to which you agree or disagree with each of the following
statements by circling the number that best describes your opinion against each
statement using the scale given. Please circle/cross the appropriate answers.

1. Strongly 2. Disagree 3. Neither 4, Agree 5. Strongly
Disagree Agree  nor Agree
| Disagree
As a sales manager, | think that my salespeople ..
" Perceived of Usefulness
1. Use the SFA system might mprcﬁ‘ss_e_tﬁ_é efficiency of ,
i 2 3 4 5
__ ’[In’tﬁ‘ and cost of daily operations 5
2. Use the SFA system might leave the cufture of the | §
working paperless because all changes to be an 1 |2 13 4 15
automate system |
3. Use the SFA system can save time 12 3 i 4 .5
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4. Use the SFA system can improve the effectiveness of

1 4 5
~ performance
5. Use the SFA system can simplify work, can be done
anytime and anywhere, as long as getting an internet | 1 4 15
- eonnecticisf
6. Use the 5FA system can improve productivity 1 4 s
performance
7. Use the 5FA system can improve services to customers
. . R R . i 4 |5
because all the information provided in real-time
Perceived Fase of Use
8. Interact with the SFA system is clear and
1 4 5
__understandable 00000000 . e
| 9. Easy to use SFA system N 2 405
10. Easy to get the SFA system and do what they want to 1 4 's

do
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Kuesioner

Instruksi Untuk Responden

Survei Efektivitas Organisasi Penjualan di Perusshaan Asuransi iwa di Indonesia:
Peran Sistem Otomasi Penjualan sebagal Moderator

Nama saya Syahputra dan saya kandidat Doctor of Philosophy (PhD) di Universiti
Utara Malaysia (UUM), Sintok, Kedah, Malaysia. Saya sedang melakukan penelitian
sesuai topik yang disebutkan di atas. Tujuan dari penelitian ini adalah untuk menguji
efektivitas organisasi penjualan di perusahaan asuransi jiwa di Indonesia dan peran
sistem otomasi penjualan sebagai moderator.

Pengisian kuesioner ini dapat Bapak/lIbu selesaikan antara 10-15 menit. Informasi
yang didapat aken diperlakukan dengan sangat rahasia. Hasil survei ini digunakan
hanya untuk tujuan penclitian saja. Semua data vang diperoleh selama survet ini hanya
akan dipergunakan untuk tujuan akademis.

Terima kasth banyak atas partisipasi Bapak dan lbu.

Syahpuira (94962)
Hp: + 62-8122342210
E-mail: syahputra79¢igmail.com
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Kuesioner

Bagian A: Informasi Pribadi

Daftar bagian berikut beberapa pertanyaan tentang diri dan prestasi Anda di tempat
kerja. Silahkan centang ( ¥ 3 jawaban yang sesuai atau mengisi kolom yang koseng.

i. Jenis Kelamin i. Pria D i, Wanita D

2. Usia:

3. Status Pekerjaan: 1. Full-time D il. Part-time D

4. Kualifikas Pendidikan:

SMA
Diploma
51

52

53
Lain-lain

5. Apakah anda snggota Million Dollar Round Table Club? Ya D Tidak D
6. Berapa lama anda bekerja di perusahaan yang sckarang?

{Sebutkan tahun ferdekat)

7. Berapa lama anda bekerja di bidang asuransi jiwa?

{Sebutkan tahun terdekat)

Bagian B: Efektivitas Organisasi Penjualan:

Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Efektifitas Organisasi
Penjualan. Mohon diist sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pernyataan berikut dengan melingkari nomor yang paling menggambarkan
pendapat Anda terhadap setiap pernyataan menggunakan skala yang diberikan.
Silahkan lingkari atau silang jawaban yang sesuai.
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1. Sangat 2. Tidak Setuju | 3. Setuju afau | 4. Setuju 5. Sangat
Tidak Setuju Tidak Setuju Setuju
Sebagai seorang manajer penjualan, saya pikir...: S
Perusahaan diternpat saya bekerja, volume penjualan ; ’
1 2 3 4 5
ebéa tinggi dari pesaing utamafkompemor i T
2. Pefusahaan dftempat saya hekerja, volume pen;aaian z %
1 2 1 3 4 5
lebih tanggt dari sasaran perusahaan

3, Perusahaan ditempat saya bekerja, pangsa pasar l&blh 1 5 3 4 g
~ besar dari pesaing utamafcompet:tor )

4, Pﬁrusahaaﬁ ditempet save bekerja, pangsa ;tzasaf E&i&s?@ 1 5 5 4 5

bezz,ar dari sasaran perusa&aaﬁ _____

5 Perusahaan datempat saya bekerja, profitabilitas Eehé} N 5 3 4 5
. tinggl dari pesaing utaﬁtajknmggetiter i T
. 6. Perusahaan ditempat saya bekerja, proﬁtablittaﬁ leb:h 1 5 3 4 E 5 :
tlnggi dari sasaran perusa_haan o ) ' :

'7. Perusahaan ditempat saya bekerja, kepuasan Ll 2 ' a4 s

! pelanggan lebih baik dari pesaing utama/kompetitor

. 8. Perusahaan ditempat saya bekerja, kepuasan : ;

1 2 3 4 s
;miarzggarz 3 béz ba:k dar; sasaran pemsahaaa P :

Bagian C: Kinerja Tenaga Penjual:

Berikut ini adalah beberapa pernvataan untuk mengukur tingkat Kinerja Tenaga
Penjual, Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pernyataan berikut dengan melingkari nomor yang paling menggambarkan
pendapat Anda terhadap setiap pernyataan menggunakan skala yang diberikan.

Silahkan lingkari atau silang jawaban yang sesuai.

1. Sangat 2. Tidak Setuju | 3. / Setuju
Tidak Setuju atau Tidak
Setuju

4, Setuju

5. Sangat
Setuju

Sei}agai seorang manajer penjualan, saya dapat melihat tenaga penjual...:

Technlcai Knowledge {Pengetahuan Tekmkai}

'1. Mengetahui desain dan spesifikasi dari

peruszhaan

layanan -

tekncieg; di perusabaan

C2 Menget&huz apit%as; dan fungsi pelayanan perusaiaaan ;3.7 I
3. Mengikuti perxembangan layanan dan perkembangan 5 i
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/;\darptwe Selling {Ada ptam Pemuaian)

4. ﬁé:erékspe;irr;gn {iengan tekmk penjualairrgéng berbeda 1 2 3.4 5 4
5 Fleksibel dalam teknik penjualan digunakan 1 2 3 1415 ¢
6,_ Adaptasi menjual dari satu pelanggan ke yang lain 1 2 3 4 | 5
7. Variasi gaya penjualan berbeda dari situasi ke situasi 1 2 3 4 5
Teamwork {Kerjasama)
8. Menghasilkan volume penjualan yang cukup besar dari
penjualan tim {penjualan yang dilakukan bersama oleh | 1 2 3 4 5
dua atau lebih tenaga penjualfagen)
9. Membangun hubungan kerja yang kuat dengan 4 > 3 a 5
karyawan beda departemen di dalam perusahaan ;
10. Bekerja sangat erat dengan karyawan non-penjualan 1 7 3 4 5
untuk menutup penjualan
11. Berkoordinasi  sangat erat dengan karyawan i
peruszhaan lain untuk menangani masalah pasca- :;
; . 1 2 13 4 5
! penjualan dan pelayanan {Contoh: karyawan rumah ;
i sakit) o o B 0
12. Membahas stratage ;ﬁen;uaian deagan kargawanw 1 2 3 2 5
&ar‘g&wan éars setiap depaﬂemen
Saies P;esenta’%sz}n (?resentasx ?en;uaian) .
13, Mendeﬁga;kan dengan  penuh  perhatian  untuk
mengetahui dan memahami kekhawatiran utama @ 1 2 3 4 5
pe[anggan .
14, Meyakmkan pelanggan bahwa tenaga penjual/agen
memahami masalah dan kekhawatiran mereka veng | 1 2 3 4 5
. unik — L
15. Menggunakan data pelanggan vyang lama untuk 1 5 3 4 ? 5
mengembangkan pelanggan haru
16. Tenaga penjual/agen mengkomunikasikan presentasi 1 5 3 4 5 1‘
penjualan mereka secara jelas dan ringkas ;
gfa?. Memberikan solusi terbalk untuk pertanyaan dan ; ;
102314 05
E k&be;’a'{an §3e§&nggan | i [
Sa§es ?iannmg {Rencana Fen;uaian}
18 Merencanakan setiap penjualan meéaiu: ;}aaggﬁaﬁ; : _ ; g
1 2+ 3 1 4 .5
teiepan {sale& eatts} o _ o ; g
19. Merencanakan strateg; penjualan  untuk setiap 12 3 A 5
pelanggan - P - ,
20 Merencanakan wiiayah pen;ualan / pelanggan yang i ;
1 2 3 4 5
dituju ;
21. Merencanakan aktifitas harian 1 2 3 4 5
I

Sales Support {Pendukung Penjualan)
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22 Merzyedzakan iayanan puma jual
| 23. Memeriksa pengiriman praduk (poi:s}

24, Menangani | keiuhan pﬁEaﬁ an / ;}emegang pohs

25. Men;ndakian;uts hagasrﬁana isi dari polis (contoh
kiaem prevsder rumah saicﬁ (ien lain-iain]

% Mem&a&hkm& m&ﬁaiah penerapan

27, Meﬁganaissa pengaiaman pelanggan untuk mengenaii
ide-ide jasa baru

Bagian D: Strategi Mengontrol Manajemen Penjualan

3 5
2 4 5
2 4

2|3 (4|5
213 |al 5
20345
BT R N T

Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Strategt Mengontrol
Manajemen Penjualan, Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan

masing-masing pemyataan berikut  dengan melingkari nomor

vang paling

menggambarkan pendapat Anda terhadap setiap pernyataan menggunakan skala yvang

diberikan. Silahkan lingkari atau silang jawaban yang sesual.

i}arectang {Mengar&hkan}
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1. Sangat 2. TidakSetuju | 3. Setuju atau 4. Setuju 5. Sangat
Tidak Setuju Tidak Setuju Setuju
Sebagai seorang manajer ;;eﬁjaafan saya...:
Monitormg{fwemonswr} A H B
mzmmgéiﬁa;’gilché;:vaktu dengan tenaga penjual/agen di 2 3 & E
; fapangan ; 5
; 2. Melakukan pangegilan bersama {tendem} dengan P, . 3 4 |
tenaga penjualfagen
3. Secara regular melakukan pemeriksaan terhé;i;—g; 2 3 4
. laporan panggitan{saies call) dari tenaga penjual/agen |
4. Melakukan perﬁwa;ntauan setiap hari terhadap tenaga | 2 3 ” .
~ penjual/agen : :
i 5. Melakukan pengamatan terhadap hasd penjuaian 2 3 4
~ tenaga penjual/agen dilapangan
6. Memberi perhatian kemana saja tenaga penjual/agen 2 |3 ‘4 ‘
‘ beperglan ‘ :
:? Memperhatikan secara déi;i--;;g—éﬂ]‘;a;a;i uang tenaga 2 o 3 ;{ T
;}engﬂaifagen (daiam rangka kerja)
~"S Menjelaskan kontrak polis kepada pelanggan J 2 . 3 E 4 -
R SR S



3. Mendémng tena;gé 7p”e'njtzai,fag;r; urtuk metzizgk&tkaé i

hasit penjualan mereka dengan memberikan 132 4 3 5
penghargaan atas pra;tasn mereka I

10. Berpartisipasi aktsf dalam  pelatihan  tenaga | 1 2 3 4 5
 penjual/agen _

11. Secara regular mencurahkan waktu untuk membina | 1 2 3 4 5

tenaga penjualan/agen

12. Mendickusikan  evaluasi  kerja dengan tenaga | 1 2 3 4 5

penjual/agen

13. Menolong tenaga peniual/agen untuk 11 12 3 4 5

mengembangkan potensi yang mereka miliki _____

Evaiuatmg {Mengevaluasi}

14. Meng&a!uasi panggiiég.-__ilé-gles calls} penjualan yang | 1 2 3 i 4 E 5 A

B {ialakukan oleh tenaga penguai/agen ] L J B ;

15 Mengevataas: kontribusi keuntungan oieh setiap 1 72 13 4 5
. tenaga penjual/agen I R D T
! 18 Mengevaluasi hasil pen;uaian yang dilakukan afeh 1 2 ;3 4 5 j
; setiap tenaga penjual/agen _ ] P

3.’? Mengevaluasi kualitas presentasz yang é;!a%&kan elf:zii 1 ;2 I3 4 5

tenaga penival/agen : 1 §

18. Mengevaluasi pengembangan profesionalitas tenaga {1 2 3 14 | §
~ penjual B f i

Rewarding (Pengha rgaanj E

1%, Memberikan umpan balik terhadap kinerja tenaga | 1 ‘ 2 i3. 4 5
~ penjual/agen secarareguler 7 ,,j,, I N

2{3 Memberikan kompensase kepada tenaga pen;u&;’ageﬁ 1 ]2 13 4 5

beﬂi&ﬁafkan kualitas aktgf;tas penjualan %i—- 3 I ’

22 Menggunakan :nsemzf sei}agaz sarana utama ﬁnfuk 1 2 3 3 4 5
. memotivasi tenaga penjual/agen : ) {

L 22, Memberikan insentif berdasarkan hasil yang di capai |1 2 -3 !4 s
E B oleh tenaga pen;uat;’agen i 7 E E ]

' 23. Memberikan Reward kepacia tenaga penjuaffagen 1 .2 3 4 5
‘ berdasarkan h pencapaian penjualan :

i 24 Menggunakan reward non-financial untuk  hasil 1 2 3 T4 i 5
< pencapaian tenaga pen;uai;’agen ! | :

| 25. Memberikan  imbalan  berdasarkan  kuantitas | 1 3 a4

.

§ penjualan/closing mereka
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Bagian E: Karakteristik Tenaga Penjual

Berikut ini adalah beberapa pernyataan untuk mengukur tingkat Karakteristik Tenaga
Penjual. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pernyataan berikut dengan melingkari nomor yang paling menggambarkan
pendapat Anda terhadap setiap pernyataan menggunakan skala vang diberikan.

Silahkan lingkari atau silang jawaban vang sesuat.

2. Tidak Setuju | 3. Setuju atau | 4.

Tidak Setuju

1. Sangat
Tidak Setuju

Setuju

5. Sangat
Setuju

Sebagai seorang manajer penjualan, saya dapat melihat tenaga penjual...:

Affects/Atti;ﬁdes {Pengaruh dan Sikap)

1. Bersed;a menerima g arahan dan manajer penjualan | 1 2 3 |4 5
2. Bapat beker;a sama sebagai bag ian dari anggota 1 ) 3 45
tim pen;uaiar‘; |
3. Dapat Menerima otoritas manajer penjualan 1 12 13 1415
Cogmti{)ns{fiapabi ities {i(ogms; / Kemampuan)
4. Memiiiki kezhlian menjual 1 12 ;2 (4.5 |
5. Mem;i:k; pengetahuan yang da!am terhadap ?
1 2 3 4 5 :
B pmduk atau jasa B 0 |
intrmsnc motivation {MotwaS| Intrinsik) :
6. Dapat merasakan prestasi dari pekerjaanmereka |1 |2 [3 |4 |5
Dapat merasakan pertumbuhan dan ?
. , . 1 2 3 4 15
perkembangan pribadi dalam pekerjaan mereka :
B. Dapat merasakan stimuylasi dan rasa keterlibatan 1 5 3 4 j 5 ’
yang menantang dalam pekerjaan mereka % 3 ;
WRez:ogrzztzf}n &éotzvatzon {?engakaan Met vasz}
f9, M kan sik L
9, endapat an sikap hormat vang tzngg; dar 12 3 405
I manajer o h
10, Mendapatkan s:kap hormatyang tmgg; dan teman 1 : 2 3 PR
| Sejawat I S RO R
' Behawerai Strategy (Stra‘;eg: Per!laku) )
: 11 Méiakukan kegiatan non pen;ua!an secara efektif 1 2 3 L4
12, Meiakakan aktifitas pendukung pen;uatan 1 2 3 4 :
13 ?Gkus untuk memuaskam kebutuhan peiangggp ’.;177 § 2 3 4 3
14. Menyesuazkan teknik penjualan dilapangan {beda ; § §
1 ? 2 13 4 |5
pelanggan beda teknik penjualan) | § §
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Bagian F: Otomasi Tenaga Penjual / Salesforce Automation {(SFA)

Berikut ini adalah beberapa pemnyataan untuk mengukur tingkat Otomasi Tenaga
Penjual. Mohon diisi sejauh mana Anda setuju atau tidak setuju dengan masing-
masing pernyataan berikut dengan melingkari nomor yang paling menggambarkan
pendapat Anda terhadap setiap pernyataan menggunakan skala yang diberikan.
Silahkan lingkari atau silang jawaban yang sesual.

L

Sangat 2. Tidak Setuju | 3. Sefuju atau | 4. Setuju 5. Sangat

Tidak Setuju Tidak Setuju

Setuju

Sebagai manajer penjualan, saya pikir tenaga penjual...:

Perceived of Usefulness (Kegunaan vang Dirasakan)

1. Menggunakan sistem SFA dapat meningkatkan efisienst | 1 2 3 4 15
waktu dan biaya operasional sehari-hari
2. Menggunakan sistem SFA akan meninggalkan budaya 1 5 3 4 s
poperfess  karena  semua  menjadl  sistem
mengotomatisasi :
3. Menggunakan sistem SFA dapat menghemat waktu 1 2 3 4 E 5 ;
4. Menggunakan sistern SFA  dapat meningkatkan | 1 pJ 3 4 5 E
efektifitas kinerja f
5. Menggunakan sistem SFA dapat mempermudah
X ; ; . - . 1 2 3 4 15
pekerjaan, bisa dilakukan kapan saja dan di mana saja,
_ asalkan ada koneksi internet . 1
5. Menggunakan sistem SFA  dapat meningkatkan | 1 2 3 4 15
________ produktivitas 7 o o
7. Menggunakan sistem SFA dapat meningkatkan layanan 1 5 3 4 i
kepada pelanggan karena semua informasi vang /
. diberikan adalahrealtime A A
Perceived Lase of Use (Persepsi Kemudahan Penggunaan)
8. Interaksi dengan sistem SFA jelas den dimengerti 1 12 3 14 5
! : ; :
e e e s e e I RN NSV SRS S —
9, Sistem SFA mudah untuk digunakan oleh tenaga 1 (2 ‘3 4 !5
- eenjual S R
10. Mudah uniuk  menjalankan  sistem  SFA untuk § 1 2 3 4 :5 {
! ]

melakukan apa yang tenaga penjual ingin lakukan

Note: SFA adalah sistem informasi tenaga penjual vang digunakan perusahaan
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Appendix B
Statistic Results

TEST OF NON-RESPONSE BIAS

Group Statistics

Stet, Error
Group B Mean Sid. Deviation Hean
Profitabiity Group 1 135 30832 70586 08161
Group 2 135 32356 B2649 (8332
Sales Volume Group 1 135 4.3283 B7igE (B7R3
Group 2 135 33578 e iaers {8283
Sales Organization Group 1 135 3.2093 B5BE1E L5082
Effacliveness Group 2 135 3.2068 57876 04n81
Salasforee Perfarmance  Group 1 1358 3.2488 4564 Rizpas:
Group 2 135 32188 67288 BR791
Sales Management Group 1 135 3.3432 35488 03054
Contral Strategy Group 2 135 32453 32081 BR76
Salesforee Group 1 138 31715 BzUg2 L7065
Charantenstics Group 2 138 3.234% 45364 0BB2E
Salesforee Automation Group 1 135 33337 BE78h 7468
Sroup 2 138 3.2800 BIEZD 4981
ncependent Ssmpler Te=t
LeveEnes Tesl for
Lously 3! Varences Lieat for Equaity of Menns
BEN% Confdense
Wervsl of the
Wess | Sl Ervor Ditterence
.. _ F =) 1 a1 Sig. (2-takedd) | Difterence | Differoncs | tower Uit
Frothandty Eqalvarance 3% P 6 675 | .AdSH [ 0BMZ | 30571 | OME
Ecqual varmnons yes | Aoz 075 | uasat b oz | onesrs | st
Ealos Vokme T
b 853 57 347 268 P e basae toagrre | 13880
el vorAT
T ~MT | 26181 | e 0055 | LrEr ] At
s irghaeaion Eepasl varanies 26T 605 | 1232 3 a0 | .sesr | one | WmEa ] R
{%‘" Yarmaces Az3z | TN 24| e grez | sl s
Snrsior e Pelfo I ! o
rog Periompice BAGL IS | g on 202 373 %8 sy | mwm | smwes . ama . e
Erepal vk . .
o anaued 323 | 2eEans 7 S0 EENT O EMT L 207
ﬁ;&mz e 1 fi::'fm 891 345} 2378 5 o HEa BR1I7 . OWEE | 69
ﬁ‘;’::;:mm 2378 0 MMEI o5 0793 SAET | WS | 3YH
Salegtirce Eopint; enrancas 4950 227 712 b Ll FECTo RS L 11445
ﬁgf:;:u‘":g” .72 | 5178 43 ] o BEOBE | 28425 | Av4Et
fa
m: s 16795 o 368 %8 sae Baere o8050 | s | e
ﬁ“" varanoes a8 meT a8 B34 B0 | 4 | gemm
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FACTOR ANALYSIS RESULTS

KMO and Bartlett's Te st

Kaiser-Meyer-Qlkin Measure of Sampling
Adequacy. 6
Bartlett's Test of Apprax. Chi-Bquare 686,000
Sphericily of 28
Sig, 000
Anti-image Batrices
o1 gQg Eon R, EQE EQS EQ? ECS
Ang-ivage Cowrance  EQH 7R ~ 258 A3 w G} -413 23 -.04% -033
EGZ -258 Jag - 281 e ) -872 « 521 ~018 -025
EC3 524 - 251 it ~ 818 [ ¥ L9E =101 -021
EC4 868 004 018 721 2 ¥4 578 - 168 - 123
ECS - 313 - 572 - 121 - 54F B4 - 134 -.088 -037
ECs 923 - 821 946 o978 ~ 1% 57 - 19% -.100
EGY - 545 -8 « 151 - 160 ~ 568 - 181 381 -.145
EGS -85 - 528 e - 1E 53 - VR - 146 BE4
Ang-#nage Comeiation EGH BT - 356 S8 - &80 8312 034 -.082 - 05
ECZ - 388 k115 - 45 BL - L ¥ = - 335 -.034 -.045
EC3 183 B HgeR - D37 197 184 ~218 -037
EC4 - GEG A48 ~&27 766 -G8t Az -.302 - 198
EGS -Gt ~122 - 197 - 31 5927 -ZM1 ~12& ~062
EL6 a4 Pkt 64 A2t - 220 FEBIF -.403 ~ 178
EQ7? - {62 -034 - 210 - 302 ~126 - 483 e ~312
EQ8 - 051 - 045 - 037 - 185 - 862 -.178 -.312 Lk

a. Measures of Sampling Adequacy{MSA)

Communalities

348
.78
55
481
507
544
i
B45

Inijia Extraction
EO 1.00606
EDZ2 1.900
EQ3 1.9G0
EQ% 1900
EQS 1.000
EQB 1066
EO? 1.000
EOB 14000

Ex¥raction Methoeg: Pancipal Component Anslyss,

Totnf Variznee Explained

nital Bgemeamns Faraetion Bomes of Souared Loadngs Rotatios Swns of Seusred Loadings
Sorponest Tatal Y of Vanance | Sarsiatin 5 Yot % of Yaranos urmslabve % Toial % of Yaranes | Denwlelive %
1 3438 42 478 AZAT8 3438 42878 42878 2.588 32 492 34T
2 Ha 24 53 Fe ek 113 1 58 15¢ z 0583 25882 48 154
E 4% 11 348 68 550
4 863 19.643 TEEAS
% 858 £ 856 88 498
L 138 B 472 31871
7 Pz 4475 B 446
& T84 1554 O O0G

Extrastion Methag, Presipal Componenl Anaisis.
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Component Matrid

Component
1 2
EO1 435 .400
EQ2 618 646
EQ3 612 430
EQ4 526 -452
EOs T10 048
EQ6 .664 -321
EQ7 842 -.240
EO8 .748 -2

Exracticn Method

a. 2 components extracted.

Rotated Component Matrik

: Principal Cormponent Analysis.

Component
1 2
EO1 .098 .583
EOQ2 .092 889
EO3 218 715
EO4 693 -.034
EO5 631 475
EO6 721 154
EQ7 .812 .328
EO8 768 .230

Exiraction Method

a. Rotation converged in 3 iterations.

Component Transformation Matrix

: Principai Cemponent Analysis.
Rolation Methed: Varimax with Kaiser Normalizalion.

Compenent

1

2

1
2

789
-.614

614
.789

Extraction Methed: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling

Adequacy.

Bartletl's Test of

Sphericity

Approx. Chi-Square

df
Sig.

.964

8589.387
351
.000
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Communalities

Initial Extraction
KTP1 1.000 Rz
KTP2 1.000 A1
KTP3 1.000 647
KTP4 1.000 NiE
KPS 1.609 i
KTPe 1.089) rgaisy
HTRP7 1.600 751
KTP8 1.00343 BOR
KTFS 1.00G8 824
KTPid 1,088 0D
KTPT Y 1,004 806
KTeiz 1.460 B
KTP13 1.060 Fig
KTP14 1.408 B4
KTPiE 10030 g7
KTF18 kRt e B
KTP17 1.068 JE:cex)
KTF18 1006 Ri s
KTP1Z 1068 K]
KTP20 1,000 B9
KTPZ4 10686 Fi7
KTP2Z 1003 BG4
KTRF23 1.0G0 738
KTF24 1060 378
KTFZ25 1000 T3
KTP26 1.000 ¥ Vi
KTP27 1000 BB3

Extraction Method: Principal Comaonent Analysis.

Total Variaeee Expiained

infliat Eigenvalups Eutraotion Sunis of Souared Londings Sotation Sums of Squarad Loadmies
Componenl Tatal % of Vanange | Cumlalive % Total % of Yoranos | Curnuintive % Tuotat % of Vanance | Cumishive %
1 18 240 67 555 g7 .88 18240 57 £85 &7 556 §572 o315y FIET
2 1.26% 4BBS -t 1265 4655 FII8G 5818 25242 58 B4
2 1.034 3816 055 3036 HES Xl %647 17213 76 638
4 5t - 5 875
8 543 201% HHg7
£ 485 1502 vt
H 453 1878 &4 387
g £29 1 §aé A4 554
& 4 1488 BF 443
W 381 1418 8,852
EXS 356 1358 B0 207
12 395 1136 #1347
13 o3 Hed ¥ 358
14 (237 878 921
kS 218 B0 SL02%
%5 207 F48 34775
17 180 R 95 478
18 183 £78 w158
" 178 e 8 786
0 147 544 57 3%
21 P k) 452 7222
2 13D 48 98303
P m 43z w6774
24 162 382 98005
<] i 2 5 545
% 050 Fio 99744
27 ] 256 106,004

Extracko Melhod: Principai Compoenent Anaiysis.

269




Component Matrig Rotated Component Matrix

Component Corpongnt
1 z 3 1 2 3

KiP1 727 00 228 KTP1 35 82z 224
KTP2 Rab! ~143 003 KTP2 564 360 63
KTP3 801 - 801 D08 RT3 543 BB .357
KTP4 882 Reod 146 KTR4 A97 841 341
KTPS 841 - 168 055 KTRE 668 452 251
KTPs .g88 -1z2z A2z KTPg 858 528 287
RTP7 882 - 358 067 KTy B20 .81% 212
KTP8 .B53 -254 -129 KTPg 78 296 .342
KTeg BT -235 -050 KTPg 70 371 305
KTP10 B2% -128 0314 KTP10 556 440 277
KTpPit BER .715 112 KT#11% 706 A 368
KTp'iz gaa 428 ..004 KTP12 ,?10 467 .348
KTP13 804 251 037 KTP13 782 332 285
KTP14 85O 087 472 KTP14 764 262 368
KTP15 s -7 a7 KTP15 18 229 332
KTP1H 851 iz 75 KTP16 Bad 562 497
KTPT7 874 REY 0% KTR17 FH 426 ?g“
T I T
KIP19 . 282 311 .
KTP20 ;ii 202 ars KTPz B7E 326 798
KTP21 787 301 312 KTP2t 340 354 732

y . Kipzs 218 780 388
Krpps EFE 384 245 i p o y
KTP2s _B3D 201 091 . - 1 Py
KTPo4 et 164 348 i P P s
KTP2S 792 245 A23 » o ) A A
KTP28 82T 81 264 KTP27 258 e a4
e h2/ u' A0 ol Exirattion Method: Principal Companent Analysis.

Extrattion Method: Principal Component Analysis.  Rotation Mehod: Varimax with Kaiser Normaiization.
4. 3 components extracted. a. Rolation convergad in 7 iterations,

Component Transformation Matrix

Comzongnt 1 2 3

4 BB 578 454
2 - 725 424 543
3 - 121 G98 - 748

Exiraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Nomalization,

KMO and Bartleti's Test

Kaser-Mayer-Olkin Measure of Sampling

Adequacy. 788

Barllett's Test of Approx. Chi-Sguare 1961.482

Sphericily df 300
Sig, 000




Communalities

Initial Exiraction

SM1 1.000 717

SM2 1.000 .651

SM3 1.000 .654

SM4 1.000 .568

SM5 1.000 331

SM6 1.000 .609

SM7 1.000 .305

SMsa 1.000 .670

SM9 1.000 444

SM10 1.000 .526

SM11 1.000 .286

SM12 1.000 .386

SM13 1.000 579

SM14 1.000 .566

SM15 1.000 541

SM16 1.000 .465

SM17 1.000 590

SM18 1.000 .288

SM19 1.000 727

SM20 1.000 .635

SM21 1.000 .634

SM22 1.000 .382

SM23 1.000 .489

SM24 1.000 458

SM25 1.000 527

Extraction Method: Principal Component Analysis.

Total Variance Explained
Initial Eiqenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Componant Total % of Variance | Cunulative % Total % of Variance | Cumulative % Tatal % of Variance | Cumulative %
1 4.423 17692 17692 4.423 17.682 17692 4348 17.398 17 238
2 3.047 12.187 20879 3.7 i2.187 29.879 2.398 2.591 26 588
3 2.254 9.016 3B.895 2.254 9.016 38.695 2.348 9.391 36279
4 2.080 8321 47.218 2.080 8.321 47215 2.142 8.568 44,948
5 1.222 4.888 52.103 1.222 4868 52103 1.788 7.155 52103
& .92 3.970 56.073
7 .950 3.802 59.875
8 .887 3.547 63421
] 879 3517 66 939
10 833 3.330 70.269
11 7656 3.064 73333
12 73 2.937 76 269
12 702 2.808 79.077
14 530 2.518 81595
15 507 2.428 84025
16 546 2.185 85210
17 s21 2 085 88.294
18 505 2.020 90 214
19 437 1.746 92 0650
20 423 1692 93754
21 378 1.506 95.260
22 .358 1.432 95 691
23 316 1.263 97 954
24 265 1.081 99.015
25 248 .985 100.000

Extraclion Method. Principal Component Analysis.
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Component Matrid

Companent
1 2 3 4 5
SHt CRI9 - 206 673 - 058 -176
SM2 193 ~12% 081 R - 838
SMA rae -855 g et RES
S84 146 825 064 046 60d
S35 832 - 180 bh7 147 820
M6 4% -514 087 ~am 226
5847 i B i -318 gl -G08
S8 et - 14z 597 G52 -054
889 861 - 153 -179 B11 - 054
8810 - 080 -087 - 102 TR -.038
S84 8% -134 026 (BUE 061
SM12 053 -245 238 ATE 305
SM13 - 004 233 -84 ;i - 954
SM14 -am 387 By 258 139
EM1E 027 364 K3t 487 080
EMI1B - 28 A58 R+ 18 ~2%4
8M17 g8 as6 £ R vsl -225
88818 801 226 A ] 057
SM18 242 e -AB7 it -421
SH20 189 580 ~ 388 049 =301
SM2t 186 E7B BB 23 249
SMz R 475 308 184 -003
SME 054 485 ] 064 470
SMzd A74 4B1 LR 059 269
SMzE A20 560 - 126 - B5B 424

Extraction Methad: Prncipal Gomiponent Anafysis,
@, 5 components extracted.

Rotated Cemponent Matrk

Compongn
4 2 3 4 5
B B24 -g4e o078 26 -178
Sz 303 014 R 654 -0%7
M3 792 079 Rerd:] 087 146
$M4 744 581 072 ] 050
585 558 407 038 -pa7 -017
S5 738 040 - 032 - 002 247
SM7 5as 087 013 108 -058%
GM8 B8 013 034 - 827 -.082
sME -007 -052 028 7] -.05¢
BMi0 -.098 o082 058 743 -017
SM1t .09G a7z 616 48 - 087
Stz 087 - 208 - 187 508 245
i -002 -03 -G06 756 - 878
SM1i4 - (24 22z -~ (54 046 igB
SM15 Kia¥ 718 - 081 - pE2 134
EM1I6 - 054 848 R ~085 -88%
SM37 Ecod 747 R -~0A% - 138
S8 - 806 B2% ~ 350 087 082
SM1G aua - DAy 845 - 020 066
$M20 L25 -g10 778 -017 188
$M21 024 103 752 - 82 225
SM22 030 014 A9G 24 540
SM23 -.0d4 071 148 -0 B7G
SM24 084 009 pals ~002 £37
8M25 fus 402 Jeiord <158 B70

Extraciion Mathod: Prncipal Componant Anulysis,
Rotation Meihod: Varimax with Kaiser Normalization.

# Rotation converged in & deralions
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Component Transformation Matrix

Compongnt 1 e 3 4 &
i 977 010 83 011 113
2 - 185 455 BET -.238 BT
3 07 .B36 “ 442 w 205 ~228
4 ~035 285 074 .g948 OFG
5 A2 - {078 - 508 A07 821
Extraction Melbod: Principal Compaonend Analysis.
Rolation Methad: Varimax with Keiser Normalizason.
KMO and Barllett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy. 549
Barfleif’s Tesiof Approx. Chi-Sguars APRT 736
Sphericity af &1
Siy, kL3
Kafimage MRteces
KARY KARZ HART EARE RARE EAS ? AR EARS RS  : EABa FEREY %ig EARID kAR
ek ragE Covavante  RAR1 ) To83 () 75 ey -@y (= TR T CE oF T i
KARZ N 34 -2 -gey -1 bl T - DEE e ofa e 313 <0y
#ARL iy ~iFd ¥m o -J=7 I - s g5 R M3 =4 15 27
wARe ! R e peed ~ERT O oo -8y R ] 228 6 i+
ARE ~gaF 43 23z -87 et Y N ) ~or¥ -tk At fe S 13 -BEE
#ARE 9% ¢t orn 3 ot g, - 005 | BEOR =) ) = -
xART Lpid s g ®e o0 - 8t g B ] - tiis -2y
Hafd e 3 3 -7 T ®6 1 - DRE kL - i o] - 2ol o
e G2 P33 s ~tB |4 BEDOS g17 -1 8 o w5 -] 7]
-01e 8 <13 -7 -0 ors ¢ - D fras] PERY A - 558 PR val 4]
554 -the wh I 0% LT -3 6 13 EESS -t 2t
7] -8aB .21 =4 s I ] .11 -ty [T - 013 oy
- G2 Bt LY s .1l o6 ] - 084 - 05 =3 i
L ez -0 b g .ERR OB oMLEL PR i L o) AR
A image Comeizion LRI ) B e@e | -ES BTE ] - 1BF =5 31 o2 12
s o7 15 B R g M4 - 138 5 155 - “E
-3 B -1 SEET SBET | - 18% B 4 -hE = 937 P FETEY o L0T7 ITe)
[~ 152 fickd o -1 ] o8r - 18 - 140 R 11§ Bt
KARK a4 134 cuf -t il 1] B H NFF 104 F 2 et
YRS ) o7 -pER - 28 g oL BT 050 e = 4% 1y L7
Ramy ER N 1z 3 3 o -84 BehE - &P oee Y - DA e ~f2R
KARa o3 .21g B 838 72 ] ~&nn awrl L 05 L5y o 157
HARS g7 155 Nk - iR - 1% b i} JhE B 3 a35° e 2 kLY -
KaR ot 155 N -4 154 =] - 1852 e - Wt R 1T A5
EARTY S 3 18 s - s 5 - ER - g - 13F Rl 1 4340 v HE S13E
wARZ 1 148 b4 a4 iy ] 155 20 I N 1] =Y = Y
KAR L -o12 - - 02T 4G DR S 128 *# 08 R ‘ [l - 383 it <182
KAR 4 138 - G5 113 <82 - A ke - 157 vl 0y 1 $ 373 - 362 BEIF
2 Mhensutes of Samplng AdeguaspMaR
Communalities
initial Extraction
KAR1 1.000 587
KARZ 1.000 681
KAR3 1.000 128
KAR4 1.000 .782
KARS 1.000 725
KARS 1.000 760
KART 1.000 NIa
KARS 1.000 754
KARD 1.00C 857
KAR1O 1.000 441
KAR11 1.000 644
KAR12 1.000 649
KAR13 1.000 A2G
KAR 14 4600 A78

Extraction Metod: Pancipal Component Analysis.
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Total Variance Explained

Initigl Eigenvatues Extraction Sums of Souared Loadings
Component Tots % of Variance | Cumidative % Total Yo of Varanee | Cuelstive %
1 0.087 B84 763 4,763 8087 54,763 54 743
2 893 5.381 71444
3 702 5.011 THISES
4 537 3,784 A58
5 478 3401 83317
8 484 3.245 86 561
7 348 2.483 23,044
3 336 2.388 81 442
i 268 1813 23358
19 258 1.845 95 200
11 215 1.537 @B 737
12 184 1317 25 054
13 148 1.063 117
14 124 B3 060
Extraction Method: Principal Componant Analysis.
Companent Matrid
Compane
ot
i
KAR1 753
KARZ 825
KARS 853
KaR4 884
KARS 852
KARS B2
KAR? 878
KARS 888
KaRS Rk
KAR10 864
KAR11 B0Z
KAR12 B0B
KAR1Z E55
KaR 14 594
Exiraction Method: Prncipal Componeni Analysis.
a. 1 components extracied.
Ruotated Component Matrik
& Only one comporem was extracted.
The solution cannot be related.
KMCO and Bartlett's Test
Kaser-Meyer-Glkin Measure of Sampling
Adeguacy. 645
Barleit's Test of Approx. Chi-Sguare 1987.966
Sphericity df 45
Sig. .000
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Fati-age Matnces

L i SFAS BEnL SFAS SEAE BFaT SEAS SIAS SFALD
Aptiomage Dovaranme BFAT &93 ~GR% - 48 ~31E - 335 ~GT4 Eired - 026 ~OR3 - 5%
SFAZ 044 41 - %4 ~518 534 et ~ard -DZE 4] 5%
SFAL - 4t 084 - -3 24 - 817 08t Bt -ada 626
Gtad B+ E -1 ~012 41 =] 2 -348 -8 081 67
LFRL - 536 534 ~AriE - 150 i - 884 - P35 - 008 - 947 861
SFAS - 874 1] R 73 =] 334 - 381 -B38 -7 i34
S e -] - 063 - G4 P11 -5t 0 - G54 M7 547
LFag - 826 525 - -8 = - 838 3894 &4% ol -513
SFA3 - 043 3] A -5 -G -} w7 570 445 G55
SEAYE L G - 5% 036 o7 523 -817 T 013 -85 580
Aribmage Gowelaten BFA1 o 47 333 ~G52 558 +18% 151 - 4% 122 PRTE]
SFRE - 147 R2rad 3] - G588 -~ 137 - 148 - G64 -583 - 056 - 548
8Faz - i3 -~ 3G 54 B ~ 883 ~ S ~226 -3 - 135 1
G 857 - 48 ~usF e -85 o586 - 127 - 838 P 24 813
HFag - 593 <127 ~ 065 B £ -5 - $AT 137 -B24 - 121 - 54
SFAS .37 - 148 - 66 k- 147 §57* - 258 - 100 -a87 -£38%
HEa? 151 it M -~ iz SN ~Z5% §34% ~258 518 G
EFAS =] - 83 v 15 -3a% b - 380 288 RS E2-] -825
&Fag -« 2E - 958 I =4 -38% w1z} -7 O1E .DE0 8732 555
SFAIG A F14 A48 R B - 154 . £18 -11% -B2% ..028 et
P of Barmpling Ad MEAL
Commuraities
it Exirachion
BF&Y 1.060 543
SEAZ 1060 84
BFA% 1000 84
BFad 1.060 87
SFaS 1.660 728
SFAG 1050 Fis
SFad 1,800 N
EF &S 1,604 589
SFAQ 1.550 438
SFMIG 1,830 487
Fxtemclion Method Principat Compoenent Analys’s.
Total Varance Expiained
inttial Bigervaiee Extraction Sums of Souares L pedngs
Cempenent Tetai % of Vanance | Cunuiative % Tol %% ol Vgnance | Cumutatie %
1 6492 54.918 #4918 6457 64 235 &4 218
2 BEH 8 585 71.502
3 589 5687 77.189
4 541 54089 87 598
5 ABH 4 885 BY.286
& 357 3570 30,856
7 288 2.978 43834
B 233 2 332 56,168
4 220 2198 55 364
10 164 1.636 100.000

Fairaclion Method' Frincipal ©omponent Anilysia

Camponenl Matrid

Lompone

ri

4
EFAT 77
BFA2 897
SFA% 888
SFad 753
SFAE 280
SFEAR 845
SFAY 846
SFAB T74
SFRAD Fan
EFAT SB3

Extraction Method: Principal Corepanent Anaysis.
At componsnis extracied
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Appendix: Reliability Result

Reliability (SOE factor 1)

Reliability Statistics

Cronbach's
Alpha N of ilems
.800 5
Hem Statistics
Mean Std. Deviation N
EOQ4 3.2074 72754 270
EOS 3.4593 76409 270
EOS 3.1556 69375 270
EGQT 3,3630 77226 270
[{e:} 3.0741 74304 270
Item-Total Statistics
Scale Cormected Cronbach's
Scale Meanif | Variance if Hem-Total Alpha if item
ltem Deleted ltem Deleted Correlafion Deleted
EO4 13.0519 5.581 437 .804
EOS 12.8000 5.224 517 782
EOQE 131037 5.305 571 765
EQO? 12.8963 4.539 753 703
EQ8 13.1852 4.032 645 741
Scale Statistics
Mean Variance [ Std. Deviation | N of ltems
16.2593 7613 2.75914 5
Relfability (SEO factor 2)

Reliabillty Statistics

Cronbach's
Alpnha N of ltems$
642 3
Item Statistics
Mean Std. Deviation N
EO1 2.8593 73836 270
EO2 3.1185 95280 270
EO3 3.4815 70423 270
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if Item- T otal Alpha if ltem
ltem Deleted tem Deleted Cormrelation Celeted
EO1 6.8000 2.137 337 686
EQ2 6.3407 1.177 640 231
EO3 5.9778 2.044 432 578
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Scale Statisties

Mean Varance |Sid Deviation | N ofllens
3.4503 2,409 1.84634 k3
Reliability (BFP factor 1)
Refability Statistics
Cronbach's
Alnba N offterms
a74 15
item Statistics
Mean Stdl. Boviation M
KTF2 33514 (B3BZ3 270
KTE3 3880 FRTOG 270
KTEg 3.4704 B388C 270
] 3578 82037 278
KYF? 35338 74872 Z75
KTEPE 33704 a6221 27e
KTEG 35185 (GHZEBO 278
TR 34863 JFrast 276
KYP¥4 34481 88143 270
TPz 35481 JB7EEh 270
HYPu3 3.2037 B2z 270
KTP14 3.3889 (BRGSE 270
KTPis 34704 BaZ00 270
TP 25444 114084 270
KTP17 34868 87586 270
Itemi-Total Statistics
Geale Comacied Cranbach's
Scate Mean i | Variance if tem-Total Alphia if iem
ltem Deleted | llam Deleted | Conmelagon Deleted
KTP2 47 8481 112,781 B89 874
KTFP3 47 8111 108 827 785 873
KTPS A7 7 xas 407 185 845 97z
KTP& £7R222 5886 848 372
KTP? 47 8887 1G8.870 Bl 972
KTF3 47 83268 168851 885 71
KTPg 47 8815 134 225 834 a7
KTP10 47 7037 108.722 813 9Tz
KTP1 477519 107.42¢ 871 471
KTPiz 47 B519 105.521 .602 971
KTP13 479963 106.442 811 872
KTP14 478111 Hi6.682 862 871
KTP15 47 7296 106,228 854 G2
KTP16 48,2556 1602957 832 873
KTP17 47 7141 106,860 .&78 871
Beale Statistics
Mean Varnance & Std Deviation | Nofllems
51.2000 122,840 1108877 16
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Reliability {SFP factor 2)

Reliability Statistics

Cronbach's
Alpha Nofitems
538 5
ltem Statistics
Maan Sid Deviation N

KTF1 A7 B0785 270
KTP4 3.64581 FILHTY 276
KTp22 2.6815 FA43Z7 276
KTP22 274407 o828 76
KTP24 3.50637 1.14310 276
KTP25 3.5074 1.04807 276
KTP28 3.337G 1.07081 276
Kyezy 34704 1.98561 270

Hem-Tolal Statistics

Scale Comected Cronbach’s
Scale Meanif | Variance o fem-Tolal Aloha #hem
e Deleted #am Dslelad Correlation Delaied
KTP1 22 BR8Y 32828 583 B3
KTF4 2208519 22 444 531 B30
KTF22 23 8185 32425 BT 831
KTpP22 23 8583 31 850 BOR Rex &
KTP24 230063 28504 878 87g
K7P25 230928 2877 7o G851
KYPz8 232636 25,012 844 827
KTpP27 231286 28 E25 778 32
Scale Statistics
Mes Variance | Std. Deviation § N of fems
26.6000 kKikiyl 831897 8
Reliability (SFF factor 3}
Reliability Statistics
Cronbach's
Alpha N of llems
631 q
ltem S$tatistics
Mean Std. Deviation N
KT18 3.0222 7144 270
KT 32815 G6521 270
KTP20 3.1148 1.01557 270
KT 24 3.0963 BO81Y ZED
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ftem-Total Statistics

Scaie Corecied Cronbach’s
Spate Meanif | Variance ¥ ftere-Tofal Alpha if fem
. ltem Deleted | ltem Delefed Correlation Dedatad
KTF18 9.4925 5723 8B4 8BS
KTP18 9.2333 5819 855 B8
KTP20 44000 58601 BE1 GGG
RTFE2Y 84185 7.768 805 L8348
Scale Stalistics
Meean Vadance | Std. Deviation § Nofltems
125448 10 868 3.29664 4
Reliability (SMCS factor 1)
Refkability Statistics
Cronbach's
Alpha N of kems
B73 8
ltem Statistics
Mesn Sid. Deviation N
SMt 35111 106563 270
Smz2 33815 113036 275
SM3 34553 1.12929 270
M4 35630 1.06382 270
SME 35383 112953 270
SMB 35563 113178 270
SM7 1448 1.0880¢ 270
S8 L72E0 1.08607 270
ftemTotal Sfatistics
Scale Comrecied Cronbach's
Seals Meann F 1 Vanenos i e Tota Aipha if Bern
Hom Deleded | Yo Deletad | Corelafion Oeleted
Skt 28704 31168 732 847
B2 24 BOOO 30800 Fi2 .B4B
SM2 2. 1002 30878 706 .84t
884 245185 32.088 B48 855
588 24 8481 331813 451 B77
SMB 246222 31515 647 855
5847 P K] 34283 434 BT8R
388 24 A555 31230 732 847
Scale Siatistics
Mear Variance 1 8td Deviation | N of ltems
281815 41.012 §,40403 8
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Reliability (SMCS factor 2)

Reliabilify Sintistics

Cronbach's
Alpha N pf Hems
£2% 5
ftem Statistics
Mean S, Deviation ]
Sk 3.8658 BZZH0 270
SM1G 3.8467 8468 70
SM11 38889 85041 276
SMi12 3.5370 1.64744 gl
M1 3.7519 B7164 2740
Item-Total Statistics
Scale Cronragled Cronbach’s
Scale Meanif | Vardance if Fsern T olat Alnha if tern
itern Delated ftem Deletend Cuorrefation Lielsted
EMY 14 6185 6378 397 5HEY
MG 14 §333 8211 454 B4
Skt 14 5852 £.588 297 618
SM2 14.7370 §.425 skl £76
SM13 14 5722 £.139 BG4 518
Scale Statistics
Maan Varznce | Std. Devistion | N of Henrs
18.2741 8.077 3.461281 =
Reliability (SMCS factor 3)
Reliability Statistics
Cronbach's
Alpha N of ltems
708 <]
Rem Statistics
Mean Std. Deviation N
SMI4 3.6558 1487548 270
SM13 37407 405820 270
SM18 35444 1. 12585 270
SMI7 36867 183830 270
HRE13 38558 . $8153 272
lem-Tolal Siatiatics
Soale Cofrected Cronpach's
Scale Meani! | Vanance i ftermn T otal Alpha if liem
ftem Deloted Hem Delsted Lorelgton Deletad
ShM14 14,8074 #4681 528 B35
SIS 14 F2EE 8633 588 44
Rl 14,8185 8737 438 G74
BMIT 14,7863 B.887 5as B33
SME 146074 8.927 328 712
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Scale Statistics

Mean Variance | 3td. Deviation | N of ltems
184630 12.919 3.59426 5
Reliability (SMCS factor 4)
Reliability Statistics
Cronbach’s
Alpha N of ltems
760 4
Item Statistics
Mean Std. Deviation N
S5M19 3.7852 95540 270
SM20 3.6519 1.07225 270
SM21 3.6519 1.07225 270
SM22 3.8444 .83034 270

Item -Total Statistics

Scale Corrected Cronbach's
Scale Mean if | Variance if ltem-Total Alpha if ltem
ltem Deleted | hem Deleted | Correlation Deleted
SM19 11.1481 5.301 652 654
SM20 112815 4.999 612 674
SM21 11.2815 5.043 600 681
SM22 11.0889 6.721 .388 .783
Scale Statistics
Mean Variance | Std. Deviation | N of ltems
14.9333 9.081 3.01348 4
Reliability (SMCS factor 5)
Reliability Statistics
Cronbach's
Alpha N ol ltems
575 3
Item Statistics
Mean Sid. Deviation N
SM23 3.9259 82372 270
SM24 3.9296 87438 270
SM25 3.9037 86977 270
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[tem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if | Variance if [ter-Total Alpha if ltem
ltem Deleted ltem Deleted Comelation Deleted
SM23 7.8333 1.998 382 478
SM24 7.8296 1.911 368 488
SM25 7.8556 1.856 402 445
Scale Statistics
Mean Variance | Std. Deviation | N of ftems
11.7593 3.566 1.88848 3
Reliability (SFC)
Reliability Statistics
Cronbach's
Alpha N of llems
.956 14
Item Statistics
Mean Std. Deviation N
KAR1 3.5111 1.00827 270
KAR2 3.6074 1.01730 270
KAR3 3.5741 1.04191 270
KAR4 3.6926 98970 270
KARS 3.7259 94794 270
KARS 3.6111 94881 270
KAR7 3.5000 98596 270
KARSB 3.5222 1.00439 270
KARS9 3.7407 .90404 270
KAR10 3.9370 79946 270
KAR11 3.6963 1.05798 270
KAR12 3.9111 57799 270
KAR13 3.8333 93566 270
KAR14 3.8741 .B6596 270
Hem-Total Statlatics
Scale Corrected Cronbach's
Scale Mean if Variance If Item- T otal Alpha if tem
Item Deleted | Item Deleted Comelation Deleted
KAR1 48 2259 95 789 714 954
KARZ 48,1296 94 240 T 952
KAR3 48 1630 93 342 820 952
KAR4 48,0444 93 507 .B58 851
KARS 480111 94 851 B21 952
KARE 481259 94 408 B4B 951
KAR7Y 48,2370 93 728 849 951
KARE 48 2148 93 641 836 951
KARS 47 9963 96 375 Nxys 953
KAR10 47 BOOO 100 265 524 956
KAR11 48 0407 93 957 772 953
KAR12 476259 104.624 767 954
KAR13 47 9037 95 563 815 956
KAR 14 A7 BEIN 98 951 .B50 955
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Scale Statistics

Mean Variance | Std. Deviation | N of llems
51.7370 110.901 10.53095 14
Reliability (SFA)
Reliability Statistics
Cronbach’s
Alpha N of llems
938 10
Item Stalistics
Mean Std. Deviation N
SFA1 3.6556 1.05070 270
SFA2 3.5556 1.03591 270
SFA3 3.4963 1.04098 270
SFA4 3.5259 1.01534 270
SFAS5 36704 98627 270
SFA6 3.6037 98426 270
SFA7 3.6148 1.01282 270
SFAS 3.4815 1.01916 270
SFAS 3.4296 1.02417 270
SFAI0 3.5667 1.04952 270

Item -Total Statistics

Scale Comected Cronbach's
Scale Mean if | Variance if Iterr: Total Alpha if ltem
Item Deleted Itemn Deleted Coirelation Deleted
SFA1 31.8444 55458 677 .935
SFA2 32.0444 53.084 .862 .926
SFA3 32.1037 53231 846 .927
SFA4 32.0741 55845 .692 .935
SFAS 31.9296 53.969 .B43 927
SFAB 31.9963 54 539 .B02 929
SFA7 31.9852 54.238 798 .930
SFA8 32.1185 55294 714 934
SFA8 32,1704 56.001 .660 .936
SFA10 32.0333 £6.203 620 938
Scale Statistics
Mean Variance | Std. Deviation | N of ltems
35.6000 67.163 8.19529 10
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REGRESSION ANALYSIS RESULTS

Regression (Sales Organization Effectiveness)

Varables Entered/Removell

Variables
Shoi el Entered

Varables

Removed

Method

1 Sasslores
Characten
sHcs,
Salssforce
Parforman
e, Sales
Managem
eniConfrol
Siralegy

Enter

2. Al requesied varables enlered.

b. Dependent Variable: Sales Organization Effectivenass

Model Summary

Adjusted | St Ereor of
Modsl R R Square | R Sgusre | fha Eslimate
i . 780% 608 &04 Ag774

a. Predicters: {Constant), Satesforce Characierisics,
Sasforce Performance, Sates Management Conbol

Strategy
ANDY A
Sum of
Model Squares df Mean Sauare F Sig.
1 Regression 55,781 3 18 594 A7 482 .0oe2
Residual 35872 266 138
Total 91,753 2695

4. Predicters. {Constant), Salesforce Characterisics, Salesforoe Performance, Sales
Management Confrol Stategy

b. Dependent Verdable: Sales Qruanizstion Effectiveness

Coefficintd
Urstandadimd Siandardized
Ceoetfidents Cogfficients
Model 2 St Lrror Beta t Hig.
1 {Constant) - 582 ARG <2845 009
Salesforse Performanse (288 38 374 8239 865
Sales Managemeni
Cantrol Strategy 887 R+ vd 348 7.504 Riidl
Salesforee
Characteristics 294 633 373 8628 .oDo

2 Dependent Variabie: Sales Organizmbtorn Efecliveness
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Regression

Varjables Entered/Removed

fkvdel

Varables Vanables
Enterad Removed

Method

Salesforce
Automatio
n,
Salesforoe
Characteri
stics,
Salesforce
Performan
ce, Sales
Managem
ent Congrol

Strategy

Erder

. All requested vanables antered.

b. Dependent Variable: Sales Organization Effectiveness

Model Summary

Adiusted | Bid. Error of
Megel ] £ Sguare | B Sougre  the Esimale
L rag? Rt Eiya 38387

a. Prediclors: (Constani), Salesforce Automalion,
Salesforee Charaderistics, Salesiorce Performancs,
Sates Management Conlrol Skalegy

ANOV &
Sum of
Model Squares df Mean Square F Sig,
1 Regression 56.704 4 14.176 107.154 Relitg
Residual 35.04¢ 265 132
Total 91 758 2BG
a. Prediciers: (Gonstard), Seiesforce Altomation, Salesforce Characteristics,
Balegiorce Pedomance, Sales Manage ment Control Stalegy
b Dependert Varable: Sates Organization Efledivencss
Confliciantd
Urstandaniized Standardized
Losthoias Coefficients
Model & St Error Beta i Sig.
1 {Conslani} 876 226G <3067 ety
Salestron Perkrmanse 288 B34 JB¥Y 8,388 G
Sales Management
Cantral Sirak gy 837 084 54 #3589 G
Salgstares
Charscte Hstics 208 832 7 %178 RetH
Salesfarce Autamaton 84 832 4§ 2842 864

& [ependent Varable: Sales Organization Efectiveness




Regression

Varishles Entered/Remov el

Mogel

Vaniables
Entared

Variables
Removed

Methad

Characten
slik™
Automalio
n,
Salesforee
Parforman
o8, Sales
Mznagem
enl Control
Sirategy,
Salesforce
Avfomalio
a,
Salesforce
T haraclesn
silics,
Ferforman
ce”
Automatic
i, Canirol
Sirategy*
Agomatio
]

Entar

& A requesied yanables entered.

D Dependent Varianie: Sates Organizafion Effecivensss

Model Summary

Adiusted | St Error of
Model R R Square | R Sauare | the Estimate
1 7928 G627 B17 36162

a. Predictors: (Constant), Characteristik*Automation,
Salesforee Perforrmance, Sales Management Control
Sirategy, Salesforce Automation, Salesforce
Characisdstics, Perfornance® Autemation, Control

Strateny* Adomation
ANDVA
Sum of
Model Sauazes o tean Sauare F i,
1 Regreusgion 57 402 7 B.213% 62 807 i
Residual 34 287 28z A2
Total &% 783 e

a. Predictors: {Constant], Characteristik*Automation, Salesforce Performance, Sales
Management Contro! Stategy. Salssioroe Automation. Salesforce Characteristics,
Performance*Auionaion. Contrdd Strategy* Automaton

B Dapendent Varatie: Sses Organization Efectiveness
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Coefilnis mé

Dosiandardized Sinrdardized
Lonlfigems Lostfigients
Model g £y Eraor Bela £ Sig.
* Lanstant) 448 B854 535 BOG
Saleatarss Pardornanes g b JHY JP4B 31638 003
Soles Mapugement "
Contrest Sirateny « 2T 358 <181 -75% 243
Splesone
Ehet aeteretics b 154 646 3.25% oot
Salesforcs Autamaton R 248 -297 ~ 852 342
Perismmanca Auiomaion ~ DR fHE ~ 53t -1.541 7
Comtret . .
Stalegy Automation i A 1715 3% 020
Lrarscipns ik Agomaton e Py 578 .3 388 178
#* Depsndare Veripble: Satex Orgavizsins Effacivensss
Regression (Profitability)
Variables EnterediRemovel
Vatables Variables
Moded Entered Removed Motk
1 Satastoren
Characten
stics,
Saleslorce
Perforrman Enfar
ce, Sales
Managem
ent Gonjrol
Strategy
a. Al mquested variables entered.
b. Dependent Yariable: Profitabiity
Model Surmm ary
Adjusted | Sid Error of
Moded R B Sauare 1 R Sgusre | the Estmate
1 6639 A87 451 405
2 Predgictors: (Oonsiant}, Salesbree Characlanebcs,
Salesforce Performance, Sales Management Control
Strategy
ANOV
Hum of
Aodel Seuipres dr Hean Saquare F Sig.
1 Ragresgian 56 680 3 18587 77.733 anas
Resiual B4 584 a5 243
Tt 124254 264

2 Pragiclors {Constant), Salesforce Chargsiensios. Salesiores Performance. Sales
Managerment Control Strafegy

4. Bepsmient Yatiable: Profiabily
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Coefficie nts

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta L Sig.
1 (Censtant) - 177 295 -28635 009
Saleslorce Performance 278 047 315 5965 .000
Sales Management 658 10 334 6.004 000
Control Strategy
Salesforce 273 044 30 6.243 .000
Characterislics
a. Dependent Vanable: Profitabiity
Regression
Variables Entered/Re movedl
Variables Varables
Model Entered Removed Method
1 Salesforce
Automatio
n,
Salesforce
Characten
stics,
Salesforce Enler
Perlorman
ce, Sales
Managem
ent Conjrol
Strategy
a. All requested variables enlered.
b. Dependenl Variable: Profilabiity
Model Summary
Adjusled Std. Errer of
Model R R Square | R Square | the Estimale
1 6942 .481 473 48740
a. Prediciors: (Constant). Salesforce Automation,
Salesforce Characieristics, Salesforce Performance.
Sales Management Control Stralegy
ANOVR
Sum of
Modet Squares df Mean Square F Sig.
1 Regressicn 58 401 4 14600 61480 .opo?
Residual 62.953 265 .238
Total 121.354 2689
a. Predictors: {Constant), Salesforce Aulomalion, Salesforce Characteristics,
Salesforce Performance. Sales Management Control Strategy
E. Dependent variable: Profilabiity
Coefficie nts
Unstandardized Siandardized
Coefficents Cosfficients
Modei B Std. Errer Beta t 819
1 {Constant) - 805 295 -3 064 002
Salesforce Perdormance 281 046 319 £ 100 oco
Sales Management
Control Strategy 577 113 293 5124 .goo
Salesforce
Characlenslics 275 043 304 £.369 .ooo
Salesforce Automation 14 .043 125 2.584 008

2. Dependent Vanable' Profilabiity
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Regression

Yariahles EnteradiRemovall

Varables Varables
Rogel Entered Removed HMethod
k4 {haracien
s#k*
Autcmatio
n
Salesiorce
Parforman
ce, Sales
Managem
eni Coniral
Sirategy,
Salesiorce
HAutomalic Enler
A
Salesioren
Characler
slics,
Parfpmay
o'
Aytormalio
r;, Control
Slrategv®
Aém}maliﬁ
£
& Al requesled vaiisbles enjered,
& Daperdent Yariable: Peohlabiity
Model Summary
Adjusted | Sid. Erior of
Mexied R R Squars | R Soquars i ihe Estimate
1 B JAB8 475 48884
A Predictos: {Congtant), CharadleristikActomation,
Salesforce Perdormance, Sales Management Conkol
Strategy. Salesforce Aulomation, Saloslorce
Characterstics, Performance” Autormation, Corgrol
Sirategy* Autorration
ANCY #
Sum of
Lbaodel Sguaies 2] Mean Square d Sig,
1 Hagression 59256 7 8485 35718 0og?
Rasidusi 62,098 %2 237
Total 121354 269
4. Pmpefotors: (Constanty Charsstecdstik " Agtomation, Ssleslarce Performance, Sales
Maragement Confrol Strategy, Saiesh ET tion, Salesioree Charscteristies,
Parformmese Aulome fos, Control Srategy Automadon
b Dependent Venabls: Proflabiiy
Coeflicioats
P I —
Conihioarts Coefhicierds
Fanist -] i Eesn Bty H B
1 et et -1 4 1,342 1.2%8 224
Satnstoroe Perfarranes 582 P8 552 2801 e
Sxles Mansagemery -y
Coriss Srateay e At L R i
Saesiorte
©rarnsterstes 554 208 B3 2554 Eees
Ealertoros Automakon =0 k] i3] BE3 o]
Ferfenmante” Aidoralion e et W 4,447 %ag
Caonbsl -
Srsatsgy Fertoination B =13 £20 855 am
CharantedelB’ A fowpsisg e o8 o . 74
2 Weanie; P
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Regression (Sales Volume)

Variakles Entered/Ramovell

Maodal Entared

Vorsbles

Varables
Removed

Salesforee
Characlen
slics,
Saleslorce
Performan
ce, Sales
Mariagem
enl Confrol
Strategy

Method

Enter

a. & iequested variables enteragd.

b. Bepandenl Varzble: Sales Volume

Mode! Summary

Admested | 8td. Errer of
Modat R R Square | ® Sguare | the BEstimate
1 G487 817 411 53768

a. Prediclors: {Constant), Salestorce Characipstics,
Salesforce Performance, Sales Management Conlrol

Sirateqy
ANOVA
Sum of
Modet Squares ot Blean Syumre ¥ Big.
1 Regression 58076 2 18358 83508 8008
Residual 76801 266 286
Tolal 131.977 268

a. Predictors: (Constant), Salesforce Characledstics, Salesfarce Parfarmance, Sales
Management Control Strategy

b. Dependent Varizble: Sales Voluae

Coettl lentd
Unstandardin g Slandardized
Coeffivients Coeffidents
Mogel B Bid Error Beta 1 Sig.
1 iConsiant} -« A8 Aze -1 207 230
Salesfores Pedermance 284 B8 321 580 .oo¢
Saies Mensgererd
Centre! Straleay 38 iR 251 4486 Kol
Salestoree
Characlernatics el it 334 4.520 000

& {3epenient Vanabie: Sales Volume
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Regression

Variables Entered/Removel

Modei

Variables
Entered

Variables
Removed

Method

Salesforce
Aulomatic
n,
Salesforce
Characteri
stics,
Salesforce
Perferman
ce, Sales
Managem
ent Confrol
Strategy

Enter

a. All requested variables entered.

b. Dependent Variable: Sales Volume

Model Summary

Adjusled Std. Error of
Model R R Square | R Square | the Estimate
1 .648° 420 411

53737

a. Prediclors: {Conslant), Salesforce Aulomation,
Salesforce Characteristics, Salesforce Performance,

Sales Management Control Strategy

ANOV
Sum of
Model Squares df Mean Square F Siy.
1 Regression 55453 4 13,863 48.008 .0002
Residual 76.524 265 288
Total 131.977 269
a. Predictors: (Constant), Salesforce Automation, Salesforce Characteristics,
Salesforce Pedormance, Sales Management Control Strategy
b. Dependent Variable: Sales Volume
Coefficientd
Unslandardized Standardized
Coefficients Coefficients
Maodel B Std. Error Beta 1 Sig.
1 {Constant) -447 326 -1371 AT
Salesforce Performance 296 05 322 5.831 000
Sales Management
Conlral Strategy 498 24 .243 4.014 000
Salesforce
Characleristics a7 048 335 6.645 1000
Salesforce Aulcmation 054 .047 .056 1.143 254

a. Dependenl Variable: Sales Volume
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Regression

variabies Enteredife movell

Model Entered

Variahles

Vatabien
Removed

Mathod

Characted
atik*
AuRdmatio
B,
Balesfarce
Perfaman
ca, Sales
Managam
eni Tontral
Steatony,
Salesforce
Agseratic

#,
Satesioree
Characien
shs,
Perfomman
e’
Auiomatin
, Conird
Stateny
Agtomatio
n

Enles

A Al requested yariables entered,

b. Miependent Vartabte: Sates Volume

Madet Suenenary

Model [ R Sauare

Aedjusied

R Sguare | the

Bid, Error of

Estimale

1

6509 434

A19

5300

A, Predicions (Canstant), Characlerislix*Aulamation,

Satesforee Performance, Sales Management Control
Stralegy, Salesforee Stormation, Salesfomre
Chargotenslics, Performance’ Autamation, Conbral

Strateny* Auteration

ANOVA
Sum of
fAodt Suuares df Maan Square I Sig
4 Regreasion 57288 7 £181 26 888 R
Resirual FA71E 282 285
Tukal 1514977 288

a. Pradiclors: {Consant), Characteristik®Autempdion, Salesforce Performance, Sales
Managame i Coniro) Stralegy, Salesforce Auiomalion, Sals sferce Characierislics,
Parforrance Aciormion, Conlrgl Srategy Autonaton

b Dependent Voniable: $aies Volume

Lol wnid
+ T
Cosficerts . SRssens
Mt 8 &g Breor Betn i Sig
i Lensiant) 2798 1263 1 EZ3 Rz
Suteglores Posfurmme Y P &% 2435 K1
Hales Manapement
Crrof Biralegy - PRE A28 - 353 -1 38t 8%
Salosiores " "
Gharastarsides A s A%t 2548 g42
Galssiorse Aulamaion -753 .BEE - rEg 2858 g4
Fernpaancy’ Aulonatan ~07E R ~ 40 ~E.137 235
Conieed
4
Strategy" Aumatian 53 KLl 157 2380 Kt
Chargsiansii Automalan gt s 58 593 553

4. Deperwlirsl Vanisbde: Sales Volung
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Regression {SOE)

Hodel Summaryd
Durbin-
Model Walsen
1 1.768

b. Dependent Varisble: Salas Organization Effecivensss

Coefficients

Colinesrly Siatisics
Modal Igierance Vi
H Balesforee Peformance Ji6 £.308
Zales Management
Contrnl Strategy -599 1.669
Balesforee
Characteristics -8e0 1.162
Balesforce Autorsiion a3 1108

a. Dependeni Variabie: Seies Urganizetion Efectivencss

NPar Tests

One-Sarmple Kolmogorov-8mirmov Test

Unstandardiz
ed Residual
N 270
Nonmal Parameders®®  Mean .0000000
Std. Deviation 360959848
Most Exdreme Absolate 080
Ditterences Positive .028
Negalive - -.059
Koimogoroyv-Smimov £ .GR9
Asymp. Sig. {Z-tailed) 282
4. Test distribution is Normal.
b. Caloulated from data.
Nonparametric Correlations
Lorrslations
Unsiandardiz
2d Residial

23 s rhe Gal a8 P [ ni Codfficiant - 857

Sig. (2-tafled) 272

M 279

Sales Managarent Corelation Coeificient -805

Sorgro! Sirategy Sigy, (2.1g0ed} on4

8 274

Lalpsteroe Sometation Coetficient 215

{rmracionsties iy {2-iailed} 805

N 20

Batesfores Autorrsion Cusrolafion Cooffdent ~ 508

Siy. [2-tailed} 895

® a0
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Descriptives

Descriptive Statistics

N Mean Sid. Skewness Kurtosis
Statistic Statistic | Std. Error | Statistic Statistic | Std. Error | Statistic | Std. Error
Setes Organization 270 | 3.2530 | 03854 | 58403 -412 148 001 205
lecliveness
Salesforce Performance 270 3.2346 04643 76292 048 148 229 .295
Sales Management
Conlrol Stralegy 270 3.2043 02076 34120 449 148 1.076 265
Salesforee
Characte fistics 270 3.2032 04511 74127 -063 148 352 .295
Salesforce Automation 270 3.3163 04473 73404 -318 148 .560 .295
Valid N (listwise)} 270
Regression (Terhadap Y1)
Model Summary
Durbin-
Model Watson
1 1.709
b. Dependent Variable: Profitabiity
Coeflicie nté
Collinearity Statistics
Model Tolerance VIF
1 Salesforce Performance 716 1.396
Sales Management
Control Strategy 599 j 569
Salesforce
Charactenstics -860 L
Salesforce Automation 803 1.108
a. Dependent Vanable: Profitabiity
NPar Tests
One-Sample Kolmogorov-Smirnov Test
Unstandardiz
ed Residual
N 270
Normmal Parameters?®  Mean .0000000
Std. Deviation 48376191
Most Extreme Absolute 040
Differences Positive 040
Negative -.037
Kotmogorov-Smirnov Z 663
Asymp. Sig. (2-alled) 772

a. Tesl distribution is Normal.

b. Calculated from d

ata.
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Nonparametric Correlations

Cornrelatlons

Spearman's rho

Unslandardiz

ed Residual
Salesforce Performance  Correlatan Ceefficient -048
Sig, (2-1aled) A49
N 270

Salss Managemenl Corelalion Coefficient 014
Coniral Sirategy Sig. {2-lalled) 813
N 270
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% Dependent Variable: Saltes Volume
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Nonparametric Correlations
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