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Abstract—Selling as a foremost part of business organization depends on the human driven interaction. Supershop as a retail chain is 

such type of business where every singly minute customer is interacting with the salespeople. The decision of buying or not buying majorly 

depends if the interaction was fruitful or not. Traditional role of a salesperson is to influence customer’s decision by providing logical 

arguments on differentiating products or brands. The salesperson’s personality traits create a big impact on this interaction and its output. 

So this research focuses on finding the traits that customer care more from the salesperson of a Supershop. Different types of trait factors 

related to the success-failure of this interaction between the customer and salesperson are being examined by the researcher. Total 385 

respondents participated in this research from 18 Supershop branches of three influential areas of Dhaka city. Importance scale is being 

used to collect data. SPSS 19 and Microsoft excel is used to analyze frequency, Mode and Weighted average score. The finding shows 

that customer consider Good communication as the most significant skill of Supershop salespeople. Although all the traits are considered 

important the less significance is given to Friendliness. 

Index Terms— Salesperson, Personality, Traits, Customers’ view, Supershop, Dhaka, Bangladesh 

 

——————————      —————————— 

1 INTRODUCTION                                                                     

CCORDING to Dixon A. L., & Tanner J.F (2012), ‘Selling’ 
is “The phenomenon of human driven interaction be-
tween and within individuals/organization in order to 

bring about economic exchange within a value creation con-
text” (Tanner J. F. & Castleberry F. B., 2019). The sale is sup-
posed to proceed along a linear and controlled process (Dixon 
A. L., & Tanner, J.F., 2012; Haas, A., Snehota, I., & Corsaro, D., 
2012). Sales literature for long time is focusing on these pro-
cesses and pertinent strategic tools-techniques. In recent years 
there is been increased talk about the interactive nature of the 
process of sales (Blocker, C.P. et al., 2012; Dixon A. L., & Tan-
ner, J.F., 2012). Literature couldn’t make it clear how or by 
which factors the whole interaction is influenced in real life 
scenario by which values are co-produced (Haas, A., Snehota, 
I., & Corsaro, D., 2012; Vargo, S.L., & Lush, R.F., 2004). Majori-
ty of the factors are directly related to the traits of the salesper-
son.  
 
Traditional role of a salesperson is to influence customers de-
cision by providing logical arguments about the way one 
product or service is different with another, or why should 
one brand is superior thus be selected  (Alamaki A. & Kaski T. 
2015). 
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In addition, long term survival of the firm fundamentally de-
pends on value creation which depends on in-depth 
knowledge of customer’s world and situation in which they 
are living (Vargo, S.L., & Lush, R.F., 2004; Dixon A. L., & Tan-
ner J.F., 2012).  So, sales person’s role and more precisely their 
expected skill and traits from customers view point are ex-
tremely necessary. 

2 LITERATURE REVIEW 

 

2.1 Customer relationship and Salesperson’s traits: 

Furthermore, literature of personal selling proposes that, a 
customer relationship where customer and salespeople inter-
act frequently and exchange information helps to create close 
friendship (Grayson 2007; Price &  Arnould 1999; Swan et al. 
2001). Practitioners and academic for the past two decades 
have shown reappearing interest on the development of long-
term relationship between sellers and buyers (Foster and Ca-
dogan 2000; Grönroos1994; Parsons 2002). Different types of 
factors related to the success-failure of this relationship be-
tween the buyers and sellers are being examined by the re-
searchers (Crosby et al. 1990; Morgan and Hunt 1994; Parsons 
2002). Good-quality buyer-seller relationships are being creat-
ed by the customer-oriented behaviors by salespersons (Wil-
liams & Attaway, 1996). The quality of this type of relationship 
determines the continuity of interchange (Crosby et al. 1990). 
The individual personality traits of salespeople are extremely 
important factors to consider in a buyer-seller relationship 
(Dion et al. 1995). Business performance on the basis of cus-
tomer loyalty, satisfaction and word of mouth are affected by 
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the customer-salesperson relationship (Beatty et al., 1996; 
Boles et al., 1997; Parasuraman et al., 1991; Reynolds and Beat-
ty, 1999; Sivadas and Baker-Perwitt, 2000). And if this sort of 
relation is successful, it is capable of creating positive emo-
tions, thus creating positive outcomes for both parties (Beatty 
et al., 1996; Boles et al., 1997). Since frequent negotiations on 
price, quantity, 
delivery, other terms, and product specifications are required 
mostly in a buyer-seller relationship, it needs cooperation in 
the area of  needs and conflicting interests. That’s why the 
traits of salespeople impacts relationship management, influ-
ence the customer’s perception regarding service quality. The 
literature regarding salespersons personality traits shows that 
purchasing behavior is linked with individual salesperson’s 
traits and those results in the shape of a better and longer-term 
relationship (Barrick and Mount 1991; Dion et al. 1995; Lamont 
1977; Tabassum F. et at., 2014).  
 

2.2 Retail environment and Salespeope’s traits: 

The marketing paradigm has changed its focus to mutual, in-
teractive relationships since the 1980s (Williams 1998). Sellec 
buyer relationship is now focused more in marketing litera-
ture (Crosby et al. 1990; Dwyer et al. 1987; Ganesan 1994; Mor-
gan and Hunt 1994). As in retail environment salespeople are 
the one who are communicating to customer, their behavioral 
traits are crucial relationship and customer retention (Crosby 
et al. 1990; Sharma 1997; Williams 1998). There are two com-
ponents that lead to a consumer’s behaviour: cognition and 
affect (Bagozzi et al. 1999; Cohen and Areni 1991; Shiv and 
Fedorikhin 1999; Zaltman 2000). In general, affect can be de-
fined as a valenced feeling state (Cohen and Areni 1991). Ac-
cording to many researchers, emotion is one of the specific 
mental processes and a subset of affect, although there is no 
clear definition. It has been interchangeably used with affect, 
moods and attitudes (Bagozzi et al. 1999; 
Cohen and Areni 1991; Erevelles 1998; Richins 1997). Although 
emotions and moods are not easy to be defined, one core dis-
tinction is that emotions are derived from an object (stimulus), 
but a mood may not be (Clore et al. 1994). Therefore, a defini-
tion of emotion can be a valenced affective reaction to percep-
tions 
of situations (Clore et al. 1987; Ortony et al. 1988; Richins 1997). 
According to Menon and Dube (2000), interpersonal commu-
nication is the reason for arousal of emotion. Considering the 
interpersonal retail shopping experience, a key influence on 
emotions are retail salespeople. After all, they are a primary 
source of the service experience and communication for cus-
tomers (Bitner 1990; Sharma 1997). Customers feel excitement, 
delight, comfort, and contentment, while they are interacting 
with polite, empathic, and knowledgeable retail salespeople. 
On the other hand, they may feel worry, frustration, and an-
ger, when they are dealing with annoying, aggressive, or un-
trustworthy retail salespeople. Emotions can be derived from 
the retail salespeople’s perceived interpersonal attributes such 
as empathy, courtesy, expertise, friendliness and forcefulness 
(Baker et al. 1992; Baker et al. 1994; Wakefield and Blodgett 
1999; Yoo et al. 1998).  

 

2.3 Salespeople’s traits factors: 

According to the study of trait theory which explores salesper-
son’s personality argues that, salesperson’s performance is a 
function of traits which in other words means “sales success 
may be a result of degree to which an individual possessed 
certain personality traits” (Dion et al. 1995).  Barrick & Mount, 
(1991) stated that, the performance of different occupation 
may expect to vary based on different personality. There is a 
widely accepted classification known as Five-factor classifica-
tion of personality (Digman 1990; Barrick & Mount 1991 and 
1993). The Big-five model talks about the individual difference 
of personality are classified on the basis of five domains (Gos-
ling et al. 2003; John & Srivastava 1999; McCrae et al. 1998). 
This has been utilized in theoretical frameworks, with a varie-
ty of samples and instruments (which includes samples from 
diverse cultures) with ratings, obtained from several different 
sources (Barrick and Mount 1993; Barrick et al. 2002; Digman 
1990; McCrae and Costa 1985; Norman 1963). The five-factor 
are- Extraversion, Agreeableness, Conscientiousness, Open-
ness to experience, Emotional (in) stability, has different 
meanings. Extraversion may mean sociable, assertive, talka-
tive, and active (McCrae and Costa 1985; Norman 1963). 
Agreeableness could be described as flexible, trustworthy, 
forgiving, soft-hearted, good-natured, cooperative and toler-
ant (Guilford and Zimmerman 1949; McCrae and Costa 1985). 
Conscientiousness may mean being careful, thorough, respon-
sible, organized, resourceful, hardworking, achievement-
oriented and persistent (Norman 1963). Openness to experi-
ence could be featured as curious, original, broad-minded, 
imaginative, cultured, intelligent, and artistically sensitive 
(Digman 1990; Norman 1963). Emotional (in) stability which is 
considered from the negative pole, is featured as being tensed, 
angry, embarrassed, worried, anxious insecure, depressed, 
and nervous (Barrick and Mount 1991). Two assumptions are 
considered while generating the above features; One- 
certain personality traits have been seen as more suited to a 
sales process than to others (Barrick and Mount 1991; Dion et 
al. 1995; Lamont and Strom L., 1977) and Two-similarities in 
seller/buyer personalities lead to positive outcome in sales 
(Barrick and Mount 1991; Crosby et al. 1990; Dion et al. 1995; 
Gosling et al. 2003). 
Salesperson’s personality traits, types and behavior are con-
sidered as one of the vital components in buyer seller relation-
ships (Dion et al. 1995). This paper considers personality traits 
of retail salespeople in Supershops that are likely to influence 
customer behavior and buyer seller relations are considered. 
By reviewing the germane literatures 11 key traits are found in 
common which are: Motivated, Trustworthy, Knowledgeable, 
Logical/Analytical, Good communication, Creative, Confi-
dent, Empathy (Understanding customers), Manages good 
relation, Flexible, and Friendliness.  
Motivation is component of enthusiasm. It is a vital trait that 
sales managers consider when selecting new salespeople 
(Churchill et al. 1997). Anselmi and Zemanek (1997) stated 
from customers perspective that the amount of salespeople’s 
eagerness is positively related to customer satisfaction. Cus-
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tomers perceived employee effort during their interaction.  
Perceived effort is defined as the level of motivational strength 
salespeople expend on a service behavior for customers (Mohr 
and Bitner, 1995). This trait refers to the tendency to pursue 
instrumental, work-related goals (C. F. Lounsbury et al., 2004). 
It is related to salesperson success because of the salient rela-
tionship between work effort and work outcomes in the sales 
profession (Brown and Peterson, 1994). 
Trust is one of the vital element to be considered for creating 
human interaction which effects longterm relationship. 
(Czepiel 1990; Dion et al. 1995; Dwyer et al. 1987; Ganesan 
1994; Gundlach and Murphy 1993; Leuthesser 1997; Morgan 
and Hunt 1994). Trust involves interpersonal state of customer 
that reflects the extent to which they can predict a salesper-
son’s behavior. In a situation where high trust is devoted cus-
tomers are likely to maintain a relationship with the salesper-
son despite having a uncertain future (Hawes et al. 1989). 
 
According to Beatty et al. (1996), a customer who is initially 
attracted to a knowledgeable salesperson will feel positive 
about the salesperson.  Salesperson knowledge becomes even 
more important when customers have expectations that the 
relationship will be continued (Beatty et al. 1996; Crosby et al. 
1990) 
Previous researches of decision making recognized intuition, 
much of this scientific work focused on deliberative judgments 
rather than intuitive inferences (Tversky & Kahneman, 1974). 
Analytical processes are integral to rational decision making, 
which consists of utilizing relevant information, such as costs 
and benefits, and eventually coming to a deliberative decision 
(Alexander, 1979). According to Ryals L. and Marcos J. (2012), 
Cognitive skills and capabilities include innovative problem 
solving; the ability to identify opportunities; the ability to 
work under pressure; and mental toughness and resilience. 
These cognitive skills are important in a consultative selling 
role because the best future sales opportunities may be found 
within existing customers, not necessarily within new custom-
ers, and the sales person needs the skills to recognize and de-
velop these opportunities. Dvorak D. (2016), states about 
communication skill of sales people  like- “When it comes to 
sales, knowing how to say something eloquently is often more 
important than knowing exactly what to say. Mastering effec-
tive communication skills is extremely important for any sales 
person”.  Andrews A., (2016) saids that, selling is all about 
persuasion in which a salesperson will fail unless being  a 
good communicator.  
Openness to experience is the idea of an individual’s willing-
ness to listen to others’ ideas and perspectives (Borghans, 
Duckworth, Heckman, & Ter Weel, 2008). It talks about an 
individual who is intellectually curious, open to new ideas, 
and possesses a creative cognition style (Waheed, Yaang and 
Weeber,(2017);Johnson & McGe-och, 1997).   
According to Megan Ingenbrandt, social media assistant, General 
Floor- 
" If you don't believe in your product, you aren't going to 
make a customer believe in your product. If you can confi-

dently explain how your product or service is going to solve a 
problem for the customer, then you've got the customer in the 
palm of your hand." 
Another vital trait of a salesperson is empathetic helping 
(Comer and Drollinger 1999). Empathetic concern refers to the 
idea of internal emotional reaction which creates understand-
ing of another’s feelings (Davis et al. 1999; Duan and Hill 
1996). The previous researches provide evidence that empathy 
contains a salutary influence on perceived service quality, 
sales performance, and successful selling (Greenberg and 
Greenberg 1990; McBane 1995; Parasuraman et al. 1988; Para-
surman et al. 1991; Plank et al. 1996). According to Beatty et al. 
(1996) empathetic skill allows customer relationships to form 
and become enhanced, ultimately leading to customer loyalty. 
According to Karin Hurt, founder, Let's Grow Leaders - "Your 
customers want to know you; understand their challenges, 
dreams and goals, and have carefully considered why your 
solution makes sense. And, they want to be sure you have 
their best interests at heart. They have to be sure you care 
[more] about their mission and the greater good, than your 
numbers."  (Fernandes P., 2016) 
Weitz and Bradford (1999) consider that managing good rela-
tion is applied to a number of different marketing activities 
ranging from consumer frequency marketing programs to 
selling activities. (Weitz, Barton A., & Bradford, Kevin D. 
(1999). 
Giving priority to Flexibility Boyette M. (2011) said that sales-
people who are successful aren’t necessarily the extroverted 
and persuasive-sales type person. But all of them have one 
distinctive trait- flexibility which refers to the idea of adjusting 
the personality to match the demands of the situation in which 
the salesperson exist.  
Friendliness refers to the level to which an individual portrays 
a pleasant, cheerful demeanor toward another person. This 
can be considered to be a critical attribute for successful retail 
salespeople (Anselmi and Zemanek 1997; Hawes et al. 1993; 
Jap et al. 1999). According to Ostrom and Iacobucci 1995, 
friendliness of service personnel is crucial to increase satisfac-
tion. It is a non-verbal form of communication which helps 
foster an atmosphere in which the interaction between a cus-
tomer and salesperson functions smoothly and allows the two 
to share openly and collaboratively ( Jap et al. 1999). Custom-
ers likely to have enhanced feelings of stimulation or excite-
ment in terms of salespeople who they perceive to be helpful, 
friendly and positive (Wakefield and Blodgett, 1999). In addi-
tion, Customers may hold favourable or unfavourable percep-
tions of retail salespeople based on whether sales personnel 
look professional. Potential indicators of salesperson profes-
sionalism might be, for example, clothing, neatness, hairstyle, 
articulateness and behaviour. Such factors are considered crit-
ical to selling success (Anderson 1995; Molloy 1983). 
 

3 RATIONALE OF THE RESEARCH  
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Retail shops are considered as places for salespeople and con-
sumers to socialize (Hu and Jasper, 2006). From the core char-
acteristics, Supershop is considered as a kind of retail stores. 
Most retailing researches tried to explain customer shopping 
behavior on the basis of environmental influence on emotional 
response (Babin and Darden 1995; Bellizzi and Hite 1992; Do-
novan and Rossiter 1982). The retail environment is combined 
of three factors- ambient factors (e.g. temperature, lighting, 
music), design factors (e.g. colour, layout, space), and social 
factors (e.g. the number, type, and behaviour of salespersons) 
(Baker et al. 1994; Baker et al. 1992; Sherman et al. 1997). Inter-
estingly ambient and design factors are considered in most 
researches but some researchers have found that salespeople 
are an important social stimulus that influences customer 
emotion (Baker et al. 1992; Sherman et al. 1997; Wakefield and 
Blodgett 1999; Yoo et al. 1998). Even though the salesperson’s 
role is a very critical element in the process of enhancing cus-
tomer shopping experience, few researches has been conduct-
ed to investigating which psychological values of customers 
can be fulfilled through salespersons traits in a Supershop. 
 

4 RESEARCH METHODOLOGY 

Sample and procedures: Receiving approval of engaging re-
spondents in the research, a survey is conducted through a 
structured questionnaire. In total, 18 supershop branches, lo-
cated in Dhaka, Bangladesh, were selected as the retail chain 
context for the research. These Superstores are located in Ut-
tara, Banani and Dhanmondi, which are known as the re-
nowned and populated most influential areas in Dhaka. Pur-
posive sampling method is used in order to fulfill the criteria 
of the sample, which is participants are regular customer of 
those specific shops. 4 student volunteer team each containing 
10 members participated in data collection. All the volunteers 
received one ballpoint pen and notebook as souvenir gift.  
A total of 450 questionnaires were distributed, of which 385 
were returned to the researchers. All the 385 were properly 
filled and there wasn’t any missing value. The majority of the 
respondents were male (68.3 per cent) and rest 31.7% were 
female. A great percentage of the respondents (83.1 per cent) 
were aged from 18 to 29 years. Table 2 and 3 contains more 
characteristics of participants.  
Measures: Importance scale is being used to collect data where 
weights are given on four category- very important is 
weighted by 4, somewhat important is weighted by 3, Not too 
important is weighted by 2, Not at all important is weighted 
by 1.Weighted total score is calculated by multiplying total 
respondent (Frequency- f) by weight (x). Then Average scores 
are calculated by dividing the total weighted score by total 
number of respondents (n=385). Descriptive statistic Mode is 
also being calculated. SPSS 19 and excel are used for analyzing 
and presenting the analysis and findings. 
. 

5 ANALYSIS AND FINDINGS 

For this research 11 key traits - Motivated, Trustworthy, 
Knowledgeable, Logical/Analytical, Good communication, 

Creative, Confident, Empathy (Understanding customers), 
Manages good relation, Flexible, and Friendliness are being 
selected based on germane literature. The data are being ana-
lyzed by the measure of weighted average. Descriptive statis-
tic Mode is also being calculated by using SPSS 19. 

 
Table 1 provides the statistics of 11 traits variable and two 

demographic variables. Total 385 respond is being valid and 
there is no missing value. The Mode analysis shows that most 
of the respondent were male (Male is characterized by 0 and 
Female by 1). Also most respondents are from age group (18-
29) which is represented by Mode 1. Now according to data 
input ‘Very important’ is represented by 1. As for the entire 
trait factors the mode is 1, it represents that all these traits are 
very important from customers’ point of view.  

 
Table 2 represents gender of respondents. Among the 385 

respondents 263 are male 68.3% and 122 are female represent-
ing 31.7% of total respondents.  

Table 3 is about age of respondents. Among the 385 re-

spondents, 83.1% are from 18-29 years of age, 14.8% is 30-44 
years age, 1.8% is from 45-59 years age, and 0.3% is 60+ years 
age.  

According to Table 4, out of 385 respondents 266 represent-
ing 69.1% of total respondents, thinks that it is very important 
for Supershop salespeople to be highly motivated towards 
their job. 89 respondents representing 23.1% of total, think that 
it is somewhat important. 20 respondents representing 5.2% of 
total, think that it is not too important. And 10 respondents 
representing 2.6% of total, think that it is not at all important 
for Supershop salespeople to be highly motivated towards 
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their job. The total weighted score of ‘Highly Motivated’ is 
1381. The average score is 3.587013 or 3.59 (Rounded) 

Table 5 states that out of 385 respondents 271 representing 
70.4% of total respondents, thinks that it is very important for 

Supershop salespeople to be Trustworthy, dependable and 
ethical. 81 respondents representing 21.0% of total, think that 
it is somewhat important. 27 respondents representing 5.2% of 
total, think that it is not too important. And 6 respondents rep-
resenting 1.6% of total, think that it is not at all important for 
Supershop salespeople to be Trustworthy, dependable and 
ethical. The total weighted score of ‘Trustworthy, dependable 
and ethical’ is 1387. The average is 3.602597 or 3.60 (Rounded) 

Information on Table 6 represents that out of 385 respond-
ents 275 representing 71.4% of total respondents, thinks that it 
is very important for Supershop salespeople to have good 
knowledge about the products and services. 89 respondents 
representing 23.1% of total, think that it is somewhat im-
portant. 18 respondents representing 4.7% of total, think that it 
is not too important. And 3 respondents representing 0.8% of 
total, think that it is not at all important for Supershop sales-
people to have knowledge about the products and services. 
The total weighted score of ‘Knowledge’ is 1406. The average 
is 3.651948 or 3.65 (Rounded) 

 
According to Table 7, out of 385 respondents 215 represent-

ing 55.8% of total respondents, thinks that it is very important 

for Supershop salespeople to be logical. 123 respondents rep-
resenting 31.9% of total, think that it is somewhat important. 
37 respondents representing 9.6% of total, think that it is not 

too important. And 10 respondents representing 2.6% of total, 
think that it is not at all important for Supershop salespeople 
be logical. The total weighted score of ‘Logical Decision’ is 
1313. The average is 3.41039 or 3.41 (Rounded) 

Table 8 represents that out of 385 respondents 295 repre-
senting 76.6% of total respondents, thinks that it is very im-
portant for Supershop salespeople to be good in communica-
tion. 72 respondents representing 18.7% of total, think that it is 
somewhat important. 16 respondents representing 4.2% of 
total, think that it is not too important. And 2 respondents rep-
resenting 0.5% of total, think that it is not at all important for 
Supershop salespeople be good in communication. The total 
weighted score of ‘Communication’ is 1430. The average is 
3.714286 or 3.71 (Rounded) 

Based on Table 9, out of 385 respondents 199 representing 
51.7% of total respondents, thinks that it is very important for 
Supershop salespeople to be creative. 126 respondents repre-
senting 32.7% of total, think that it is somewhat important. 42 
respondents representing 10.9% of total, think that it is not too 

important. And 18 respondents representing 4.7% of total, 
think that it is not at all important for Supershop salespeople 
be creative. The total weighted score of ‘Creative’ is 1276. The 
average is 3.314286 or 3.31 (Rounded) 
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According to Table 10 out of 385 respondents 245 represent-

ing 63.6% of total respondents, thinks that it is very important 
for Supershop salespeople to be confident. 102 respondents 
representing 26.5% of total, think that it is somewhat im-
portant. 30 respondents representing 7.8% of total, think that it 
is not too important. And 8 respondents representing 2.1% of 
total, think that it is not at all important for Supershop sales-
people be confident. The total weighted score of ‘Confident’ is 
1354. The average is 3.516883 or 3.52 (Rounded) 

 

Table 11 states that, out of 385 respondents 201 represent-
ing 52.2% of total respondents, think that it is very important 
for Supershop salespeople to have Empathy/understanding of 
Customers' Emotion. 129 respondents representing 33.5% of 
total, think that it is somewhat important. 40 respondents rep-
resenting 10.4% of total, think that it is not too important. And 

15 respondents representing 3.9% of total, think that it is not at 
all important for Supershop salespeople to have understand-
ing of Customers' Emotion. The total weighted score of Empa-
thy/Understanding of Customers' Emotion’ is 1286. The aver-
age is 3.34026 or 3.34 (Rounded) 

 
Table 12 represents the ‘Good Relation with customer’. Out 

of 385 respondents 250 representing 64.9% of total respond-
ents, thinks that it is very important for Supershop salespeople 
to have Good Relation with customer. 103 respondents repre-
senting 26.8% of total, think that it is somewhat important. 29 
respondents representing 7.5% of total, think that it is not too 
important. And 3 respondents representing 0.8% of total, think 
that it is not at all important for Supershop salespeople to have 
Good Relation with customer. The total weighted score of 
‘Good Relation with customer’ is 1370. The average is 3.558442 
or 3.56 (Rounded) 

 
 
According to Table 13 out of 385 respondents 193 represent-

ing 50.1% of total respondents, thinks that it is very important 
for Supershop salespeople to be Flexible in Customer Deal-
ings. 137 respondents representing 35.6% of total, think that it 
is somewhat important. 41 respondents representing 10.6% of 
total, think that it is not too important. And 14 respondents 
representing 3.6% of total, think that it is not at all important 
for Supershop salespeople to be Flexible in Customer Deal-
ings.. The total weighted score of ‘Flexible Customer Dealings’ 
is 1279. The average is 3.322078 or 3.32 (Rounded) 

Based on Table 14, out of 385 respondents 195 representing 
50.6% of total respondents, thinks that it is very important for 
Supershop salespeople to be Friendly Personality. 113 re-
spondents representing 29.4% of total, think that it is some-
what important. 53 respondents representing 13.8% of total, 
think that it is not too important. And 24 respondents repre-
senting 6.2% of total, think that it is not at all important for 
Supershop salespeople to be Friendly Personality. The total 
weighted score of ‘Friendly Personality is 1249. The average is 
3.244156 or 3.24 (Rounded). 
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The overall finding is projected by Figure 1 and Table 15. 
Figure 1 represents Salespeople's Traits with their respective 
weighted average score.  Among the 11 key traits ‘Communi-
cation’ has the highest importance score (3.714285714), then 
the next is Knowledgeable scoring 3.65, and lowest scored trait 
(3.244155844) is Friendliness. Which means in a Supershop the 
first characteristic a customer prefer for the salespeople to 
have is good communication skill and next is adequate 
knowledge about the products and services. The least likeable 
characteristics customers of Supershop expect from salesper-
son is friendliness. 

Finally, all the weighted scores are ranked based on their 
rounded weighted score (Table 15). The 1st important trait of a 
salesperson of a Supershop of Dhaka city to a customer is 
Good in Communication (Score 3.71) , 2nd is Knowledgeable 
(Score 3.65), 3rd is Trustworthy, Dependable and Ethical (Score 
3.60), 4th is Highly Motivated (Score 3.59), 5th is Maintains 
good relation (Score 3.56), 6th is Confident (Score 3.52), 7th is 
Logical (Score 3.41), 8th is Empathy (Score 3.34), 9th is Flexible 
customer dealing (Score 3.32), 10th is Creative (Score 3.31), and 
the last or 11th trait is Friendly (Score 3.24).  

 

6 CONCLUSION 

Sales persons’ personality traits impact their interactions 
with customers. Customers also expect some traits while they 
interact with salespeople. Especially in Supershop of Dhaka 

city salespeople every day uses majority of time dealing with 
customers. This is the reason this study finds out what traits 
customer expects more from the salespeople of Supershop. 
Previous researches and literatures talked about various traits 
based on success of the sales but there was no research which 
focused on customers view on salespersons’ traits. In this re-
search the salesperson’s trait criteria (Motivated, Trustwor-
thy, Knowledgeable, Logical/Analytical, Good communica-
tion, Creative, Confident, Empathy (Understanding custom-
ers), Manages good relation, Flexible, and Friendliness) were 
selected based on germane literatures and then they were 
scrutinized based on customers view and opinion. So it’s been 
found that the most significant traits among all from custom-
er point is the ‘Good communication’ of sales person of Su-
pershop. In fact not of the traits got insignificance in the re-
search but comparatively the least significant is the ‘Friendli-
ness’ of salesperson.  

The finding can be utilized by the management of the Su-
pershop. Especially when it comes to train the sales force these 
factors can be utilized to develop the training contents and the 
depth can be considered by utilizing the weighted average 
ranking found in this research. Finally it can be concluded by 
saying that, more in-depth researches can be conducted based 
on each of these traits and their impacts on consumer behav-
ior. As well as their relationship with each other could be a 
topic for further researches. 

 
 
 
 

ACKNOWLEDGMENT 

The author wishes to thank the volunteers who helped to col-
lect data and also the Supershop management who helped in 
the process.  

REFERENCES 

[1] Alamaki A. & Kaski T. (2015), ”Characteristics of Successful Sales Interaction 

in B2B Sales Meetings”, World Academy of Science, Engineering and Technology 

International Journal of Social, Education, Economics and Management Engineering 

Vol:9, No:4  

[2] Alamäki, A. & Dirin, A. (2014) “Designing mobile guide service for small 

tourism companies using user centered design principle.” Proceedings of 

International conference of computer science, computer engineering and 

social media, Thessaloniki, Greece.  

[3] Alexander, (1979), ‘How Do Salespeople Make Decisions? The Role of Emotions and 

Deliberation on Adaptive Selling, and the Moderating Role of Intuition.’, Available 

from: 

https://www.researchgate.net/publication/261771115_How_Do_Salespeop

le_Make_Decisions_The_Role_of_motions_and_Deliberation_on_Adaptive_S

elling_and_the_Moderating_Role_of_Intuition [Accessed Dec 21 2019]. 

[4] Andrews A., (2016), “7 Must-Have Communication Skills for Success in 

Sales” , online: https://www.activia.co.uk/blog/7-must-have-

communication-skills-for-success-in-sales, Accessed: 12/11/2019 

[5] Blocker, C.P. et al. 2012, “The Role of the Sales Force in Value Creation and 

Appropriation: New Directions for Research,” Journal of Personal Selling & 

Sales Management, Winter 32 (1), pp. 15-28. 

IJSER

http://www.ijser.org/
https://www.researchgate.net/publication/261771115_How_Do_Salespeople_Make_Decisions_The_Role_of_motions_and_Deliberation_on_Adaptive_Selling_and_the_Moderating_Role_of_Intuition
https://www.researchgate.net/publication/261771115_How_Do_Salespeople_Make_Decisions_The_Role_of_motions_and_Deliberation_on_Adaptive_Selling_and_the_Moderating_Role_of_Intuition
https://www.researchgate.net/publication/261771115_How_Do_Salespeople_Make_Decisions_The_Role_of_motions_and_Deliberation_on_Adaptive_Selling_and_the_Moderating_Role_of_Intuition
https://www.activia.co.uk/blog/7-must-have-communication-skills-for-success-in-sales
https://www.activia.co.uk/blog/7-must-have-communication-skills-for-success-in-sales


International Journal of Scientific & Engineering Research Volume 11, Issue 1, January-2020                                                                                                      858 

ISSN 2229-5518  

 

IJSER © 2020 

http://www.ijser.org  

[6] Barrick, Murray R., Stewart, Greg L., and Piotrowski, Mike (2002), “Personali-

ty and job performance: Test of the mediating effects of motivation among 

sales representatives”, Journal of Applied Psychology, 87, 43-51. 

[7] Blocker, C.P. et al. ,(2012) , “The Role of the Sales Force in Value Creation and 

Appropriation: New Directions for Research,” Journal of Personal Selling & 

Sales Management, 32 (1), pp. 15-28. 

[8] Beatty, S.E., Mayer, M., Coleman, J.E. and Reynolds, J. (1996), “Customer-sales 

associate retail relationships”, Journal of Retailing, Vol. 72 No. 3, pp. 223-247. 

[9] Boles, J.S., Barksdale, H.C. Jr and Johnson, J.T. (1997), “Business relationships: 

an examination of the effects of buyer-salesperson relationships on customer 

retention and willingness to refer and recommend”, Journal of Business & In-

dustrial Marketing, Vol. 12 Nos 3/4, pp. 248-258. 

[10] Bagozzi, R.P., Gopinath, M. and Nyer, P.U. (1999) ‘The role of emotions in 

marketing’, Journal of the Academy of Marketing Science, 27: 184–206. 

[11] Baker, J., Levy, M. and Grewal, D. (1992) ‘An experimental approach to mak-

ing 

retail store environmental decisions’, Journal of Retailing, 68: 445–60. 

[12] Baker, J., Grewal, D. and Parasuraman, A. (1994) ‘The influence of store envi-

ronment on quality inferences and store image’, Journal of Academy of Market-

ing Science, 22: 328–39. 

[13] Bitner, M.J. (1990) ‘Evaluating service encounters: the effects of physical sur-

roundings and employee responses’, Journal of Marketing, 54: 69–82. 

[14] Clore, G.L., Ortony, A. and Foss, M.A. (1987) ‘The psychological foundations 

of the affective lexicon’, Journal of Personality and Social Psychology, 53: 751–66. 

[15] Clore, G.L., Schwarz, N. and Conway, M. (1994) ‘Affective causes and conse-

quences of social information processing,’ in Wyer Jr, R.S. and Srull, T.K. (eds) 

Handbook of Social Cognition, 2nd edn, vol. 1, Hillsdale, NJ: Lawrence Erlbaum 

Associates, pp. 323–417. 

[16] Cohen, J.B. and Areni, C.S. (1991) ‘Affect and customer behavior,’ in Robert-

son, T.S. and Kassarjian, H.H. (eds) Handbook of Customer Behavior, Englewood 

Cliffs, NJ: Prentice Hall, pp. 188–240. 

[17] Crosby, L.A., Evans, K.R. and Cowles, D. (1990) ‘Relationship quality in ser-

vices selling: an interpersonal influence perspective’, Journal of Marketing, 54: 

68–81. 

[18] Dixon, A., & Tanner, J.F. (2012) “Transforming Selling: Why it is Time to 

Think Differently about Sales Research,” Journal of Personal Selling & Sales 

Management, , 32 (1), pp. 9-14. 

[19] Dion, Paul, Easterling, Debbie, and Miller, Shirley Jo (1995), “What Is Really 

Necessary in Successful Buyer/Seller Relationships?” Industrial Marketing 

Management, 24, 1-9. 

[20] Dixon, A., & Tanner, J.F. ,(2012) ,  “Transforming Selling: Why it is Time to 

Think Differently about Sales Research,” Journal of Personal Selling & Sales 

Management, 32 (1), pp. 9-14 

[21] Dvorak D. (2016), ‘Effective communication skill for sales professionals’, 

Online: https://www.business2community.com/sales-

management/effective-communication-skills-sales-professionals-01466231, 

Accessed: 10/ 12/2019 

[22] Dwyer, F.R., Schurr, P.H. and Oh, S. (1987) ‘Developing buyer–seller relation-

ships’, Journal of Marketing, 51: 11–27. 

[23] Erevelles, S. (1998) ‘The role of affect in marketing’, Journal of Business Research, 

42: 199–215. 

[24] Foster, Brian D. and Cadogan, John W. (2000),“Relationship selling and cus-

tomer loyalty: Anempirical investigation”, Marketing Intelligence andPlan-

ning, 18 (4), 185–99. 

[25] Fernandes P., (2016), ’14 Important Traits Successful Salespeople Share’, Busi-

ness Daily Contributor 

[26] Gosling, Samuel D., Rentfrow, Peter J., and Swann,William B. (2003), “A very 

brief measure of the BigFive personality domains”, Journal of Research in Per-

sonality, 37, 504–28. 

[27] Grönroos, Christian (1994), “From Marketing Mix to Relationship Marketing: 

Towards a Paradigm Shift in Marketing”, Management Decision, 32 (2), 4-20. 

[28] Ganesan, S. (1994) ‘Determinants of long-term orientation in buyer–seller 

relationship’, Journal of Marketing, 58: 1–19. 

[29] Haas, A., Snehota, I., & Corsaro, D. ,(2012) ,  “Creating Value in Business Rela-

tionships: The Role of Sales,” Industrial Marketing Management,  41(1), pp. 94-

105.  

[30] John, Oliver P. and Srivastava, Sanjay (1999), “The Big Five trait taxonomie”, 

in Handbook of personality: Theory and research, L. A. Pervin and O. P. John, 

eds. New York: Guilford. 

[31] Lamont, Lawrence M. and Lundstrom, William J. (1977), “Identifying Suc-

cessful Industrial Salesmen by Personality and Personal Characteristics”, 

Journal of Marketing Research, 14, 517- 29. 

[32] McCrae, Robert R. and Costa, Paul T. (1985), “Updating Norman’s adequate 

taxonomy: 

Intelligence and personality dimensions in natural language and in question-

naires”, Journal of Personality and Social Psychology, 49, 710-21. 

[33] Morgan, Robert M. and Hunt, Shelby D. (1994), “The Commitment-Trust 

Theory of Relationship Marketing”, Journal of Marketing, 58 (3), 20-38. 14.  

[34] Menon, K. and Dube, L. (2000) ‘Ensuring greater satisfaction by engineering 

salesperson response to customer emotions’, Journal of Retailing, 76: 285–307 

[35] Ortony, A., Clore, G.L. and Collins, A. (1988) The Cognitive Structure of Emo-

tions, New York: Cambridge University Press. 

[36] Price, Linda L. and Arnould, Eric J. (1999), “Commercial Friendships: Service 

Provider-Client Relationships in Context”, Journal of Marketing, 63 (4), 38-56. 

 

[37] Parasuraman, A.A., Berry, L.L. and Zeithaml, V.A. (1991), “Refinement and 

reassessment of the SERVQUAL scale”, Journal of Retailing, Vol. 67 No. 4, pp. 

420-450 

[38] Price, L.L. and Arnould, E.J. (1999), “Commercial friendships: service provid-

er-client 

relationships in context”, Journal of Marketing, Vol. 63 No. 4, pp. 38-56. 

[39] Richins, M.L. (1997) ‘Measuring emotions in the consumption experience’, 

Journal of Customer Research, 24: 127–46. 

[40] Ryals L. and Marcos J. (2012), ‘The (New) Skills You Need to Succeed in Sales’, 

Online: https://hbr.org/2012/08/the-changing-face-of-sales), [Accessed Dec 

21 2019]. 

[41] Sharma, A. (1997) ‘Salesperson attributes and the customer–salesperson inter-

action’, 

in Sheth, J. and Parvatiyar, A. (eds) Research in Marketing, Greenwich, CT: JAI 

Press, pp.185–209. 

[42] Swan, John E., Goodwin, Cathy, Mayo, Michael A., and Richardsson, Lynne 

D. (2001), “Customer Identities: Customers as Commercial Friends, Customer 

Coworkers or Business Acquaintances”, Journal of Personal Selling and Sales 

Management, 21 (1), 29-37. 

[43] Tanner J. F. & Castleberry F. B., (2019),”Selling-building partnership”, 10 

edition, McGrawHill Education, pg-4 

[44] Vargo, S.L., & Lush, R.F. , (2004), “Evolving to a New Dominant Logic for 

Marketing,” Journal of Marketing, 68 (1), pp. 1-17  

[45] Waheed, Yaang and Weeber,(2017),The Effect of Personality Traits on Sales Perfor-

mance: An Empirical Investigation to Test the Five-Factor Model (FFM) in Pakistan. 

Available from: 

https://www.researchgate.net/publication/320637950_The_Effect_of_Perso

nali-

ty_Traits_on_Sales_Performance_An_Empirical_Investigation_to_Test_the_Fi

ve-Factor_Model_FFM_in_Pakistan [Accessed Dec 21 2019].  

[46] Weitz, Barton A., & Bradford, Kevin D. (1999). Personal Selling and Sales 

IJSER

http://www.ijser.org/
https://www.business2community.com/sales-management/effective-communication-skills-sales-professionals-01466231
https://www.business2community.com/sales-management/effective-communication-skills-sales-professionals-01466231
https://hbr.org/2012/08/the-changing-face-of-sales
https://www.researchgate.net/publication/320637950_The_Effect_of_Personality_Traits_on_Sales_Performance_An_Empirical_Investigation_to_Test_the_Five-Factor_Model_FFM_in_Pakistan
https://www.researchgate.net/publication/320637950_The_Effect_of_Personality_Traits_on_Sales_Performance_An_Empirical_Investigation_to_Test_the_Five-Factor_Model_FFM_in_Pakistan
https://www.researchgate.net/publication/320637950_The_Effect_of_Personality_Traits_on_Sales_Performance_An_Empirical_Investigation_to_Test_the_Five-Factor_Model_FFM_in_Pakistan
https://www.researchgate.net/publication/320637950_The_Effect_of_Personality_Traits_on_Sales_Performance_An_Empirical_Investigation_to_Test_the_Five-Factor_Model_FFM_in_Pakistan


International Journal of Scientific & Engineering Research Volume 11, Issue 1, January-2020                                                                                                      859 

ISSN 2229-5518  

 

IJSER © 2020 

http://www.ijser.org  

Management: A Relationship Marketing Perspective, Journal of the Academy 

of Marketing Science, Vol.27, No. 2, pp. 241-254 

[47] Williams, M.R. (1998) ‘The influence of salespersons’ customer orientation on 

buyer–seller relationship development’, Journal of Business & Industrial Market-

ing, 13(3): 271–87. 

[48] Williams, M  R. and Attaway, Jill S. (1996), “Exploring salesperson's customer 

orientation as a mediator organizational culture’s influence on buyerseller re-

lationships”, Journal of Personal Selling and Sales Management, 16 (4), 33-52 

[49] Wakefield, K.L. and Blodgett, J.G. (1999) ‘Customer response to intangible 

and 

tangible service factors’, Psychology & Marketing, 16: 51–68. 

[50] Yoo, C., Park, J. and MacInnis, D.J. (1998) ‘Effects of store characteristics and 

in-store emotional experiences on store attitude’, Journal of Business Research, 

42: 253–63. 

 

 

 

[Contact Author: 

     Kazi Md. Fahim Ahmed,  

Senior Lecturer, College of  Business Administration,  

International University of Business Agriculture and Technology (IUBAT), 

Dhaka, Bangladesh.  

MOB-01796587492.  

E-mail: (Office: kazi.ahmed@iubat.edu ) (Personal: k4zi.ahmed@gmail.com)] 

 

IJSER

http://www.ijser.org/
mailto:kazi.ahmed@iubat.edu



