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ABSTRACT 
This study aimed to determine the success factors in personal sales in a wealthy market environment. 
For this purpose, a quasi-experimental design was formulated and the Swiss automotive market was 
selected. This market has some peculiarities in comparison to other markets, such as generally wealthy 
customers who demand fuel-efficient cars with significant horse power in the higher price range. Videos 
of personal sales conversations were produced and shown to the study participants for evaluation. The 
sales took place in the automotive sector, but the results can be transferred to other sectors. The 
theoretical concept of personal sales is introduced, sales theories, techniques and strategies are discussed. 
The different types of communication are introduced and explained. As a result, a factor analysis is 
conducted in order to interpret the results. The paper provides then conclusions by discussing and 
construing the results. Theoretical and managerial contributions and possible limitations are derived. 
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INTRODUCTION 
An unpredictable market environment, 

increasing competitive pressure, and ever-
increasing demands on the satisfaction of 
customer requirements can be identified as 
challenges for sales. Consequently, salespeople 
are an important pillar in sales success. Their 
knowledge about their market, products, and 
consumers have a major impact on the sales 
process. Furthermore, according to Pufahl 

(2015), along with their knowledge, their 
attitude, ability, and empathy during the 
personal sales conversation can also be among 
the most relevant factors for sales success. As a 
result, personal interaction will influence the 
customer’s purchase decision. Consequently, 
based on Homburg et al. (2012), the aim of the 
study is to determine the relevant factors with a 
positive impact on consumers during the sales 
conversation, leading to a sales decision. This 
study focuses on Switzerland’s car selling 
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business, using video material produced at an 
automotive dealership in the United States  
enabling to generalized the findings to other 
business markets and to compare cultural 
environments in further research (see also Říha, 
Heinze & Stros, 2017; Stros, Říha & Möslein-
Tröppner, 2018; Stros, Heinze & Říha, 2017). 

The Swiss automotive market has some 
peculiarities with regard to other markets, 
which are of interest in research. According to 
Weber (2017), Swiss consumers value fuel 
efficiency and horsepower when buying a car, 
while they prefer light cars over heavy ones, 
with an increasing importance given to fuel 
efficiency. Furthermore, low-price sensitivity is 
present. This means that price is not the only 
decisive factor, but other sales-related criteria 
are of significance as well. A successful sales 
outcome is influenced by the salesperson’s 
behaviour. In personal sales, different sales 
techniques and sales styles are established; 
however, the actual sales communication is 
conducted via verbal and non-verbal 
communication patterns.  
  

THEORETICAL FRAMEWORK 
Sales talk takes place between the salesperson 

and the potential buyer. The goal is to obtain the 
buyer’s interest, to convince the buyer of the 
product, and to end the sales talk with a positive 
outcome (Springer, Fachmedien & Wiesbaden, 
2013). Hereby, sales talk is a relevant 
component within the overall sales process. 
Personal sales talk can be, depending on the 
industry and on the requirement of a product 
explanation, a central instrument in 
communication and sales, and therefore 
significant during the sales phase (Foscht et al., 
2015). In general, the literature often proposes 
standardized sales procedures. Due to the 
standardization of sales processes and 
questions, the conversation’s planning is 
facilitated. This controlled procedure can 
increase the salesperson’s authenticity and 
persuasive power. Thus, s/he can concentrate 
better on the single reactions of his/her 
conversation partner and react in an 
appropriate way (Wage, 1991).  

Sales talk is typically divided into three 
phases: (1) conversational “opening” phase, (2) 
“reasoning” phase and (3) “completion” phase. 
During the first phase, the “opening” phase, the 
customer is not sure whether s/he is going to 
purchase the specific product. At this stage, the 

salesperson mainly presents the product or 
service by providing an overview of the whole 
offer. As soon as the product of interest to the 
customer has been detected, the salesperson 
supports the buyer in his/her search for 
information. In general, a pleasant atmosphere 
between the salesperson and the potential 
buyer should be ensured (Fischer, 1982). During 
the second part of a sales talk, the “reasoning” 
phase, the customer evaluates the product 
options. While there is existing information and 
related processing, individual arguments are 
being contrasted with each other and 
questioned. In the literature, this is called the 
beginning-end effect. This effect describes the 
customer’s concentration during information 
intake, as the buyer receives most information 
at the beginning and at the end of the reasoning 
phase. If the customer expresses critical 
comments or concerns, the salesperson can be 
sure that the customer is thinking about the 
product. In the best case, the strongest 
arguments are mentioned at the beginning of 
the reasoning phase (Weis, 1994). Finally, 
during the third stage, the “completion” phase 
of the sales talk, the salesperson might have to 
deal with the customer’s decision-making risk. 
If this risk occurs, it needs to be addressed by 
the salesperson (Fischer, 1982). The customer 
might show his/her indecisiveness regarding a 
purchase decision by asking for the price, 
delivery times and guarantee conditions as well 
as display non-verbal signals, such as changing 
position, taking a deep breath or reaching for 
the sales object (Weinberg, 1986). 

A uniform structure for a sales pitch was 
proposed by St. Elmo Lewis (1903), who 
introduced the AIDA formula. The abbreviation 
AIDA stands for “attention”, “interest”, “desire” 
and “action”. This formula provides a guideline 
for the individual phases of a conversation 
between a salesperson and a potential 
customer. “Attention” typifies the customer’s 
attention, which is triggered by the salesperson 
and, in particular, the promoted product. 
“Interest” describes the phase in which the 
customer’s interest in a specific product or 
service is awakened. “Desire” describes the 
customer’s desire to purchase the product or 
service. In the last stage, the customer decides 
to make the purchase – this phase is known as 
“action” (Wage, 1991, p.13). In summary, it can 
be concluded that the AIDA formula is a feasible 
approach in personal sales and applicable to any 
sales situation, such as offensive or defensive 
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customer involvement in sales talk. We should 
add that actual product marketing is an 
additional factor influencing sales success 
(Springer Fachmedien Wiesbaden, 2013). The 
theoretical concept of the AIDA formula is based 
on the elaboration likelihood model (ELM) of 
persuasion (Petty et al., 2004), which is a dual-
process theory describing changes in attitude. 
The ELM was developed by Richard E. Petty and 
John Cacioppo in 1980 (Kruglanski et al., 2012) 
and explains different ways of processing 
stimuli and their outcomes in terms of attitude 
change.  

Regarding salesperson behaviour, Kirchgeorg 
and Wübbenhorst (2017, p.56) divide 
“purchasing behaviour” into two areas of 
relevant purchase characteristics: (1) the 
transmission of goods or service to a different 
economic entity and (2) the emergence of a 
financial liability. Furthermore, Kirchgeorg and 
Wübbenhorst (2017) suggest that “purchasing 
behaviour” is influenced by the following five 
core factors: 

1. Choice amongst different brands  
2. Diffusion of various behaviour patterns  
3. Choice of shopping location  
4. Type of buying person  
5. Quantity and quality of the purchased 

goods  
Furthermore, it is regarded as essential to 

distinguish between the different processes of 
purchasing behaviour that begin when 
individuals or groups purchase products or 
services, in order to develop appropriate sales 
strategies (Solomon et al., 2003). In addition, the 
buyer’s product requirement might change 
during the sales process. As a result, the buyer 
could suddenly ask for a different product or 
service and express his/her actual desire 
(Solomon et al., 2003). As already highlighted, 
several factors play a role during a personal 
sales conversation. On the one hand, the buyer 
(customer) can influence the conversation, 
while, on the other hand, the salesperson can 
leave different impressions through his/her 
behaviour, both non-verbal and verbal. Through 
emotions, knowledge, gestures and facial 
expressions, s/he conveys relevant information 
to the buyer and provokes certain reactions 
(Solomon et al., 2003). Sigmund Freud (1938) 
described the ideal condition of the inner 
equilibrium in his work. He differentiated 
between body-related (body language, 

behavioural), emotional (feeling), and rational 
characteristics (cognition), which, if balanced, 
lead to an ideal emotional and mental state 
(“easiness”). The encounter with a person who 
is in the emotional state of being “uneasy” 
results in an inner uneasiness in the other 
person (see also Bauer, 2005) and therefore an 
imbalance in both people. An authentic 
appearance needs a state of balance. This is of 
significance as the success of the sales 
conversation itself is largely determined by the 
salesperson’s authenticity (see also Bauer, 
2005). 

The salesperson’s behaviour includes only 
those activities that are of importance for the 
sale, and support or confirm the company goals 
in any form. In addition to the advice and 
service given to the customer, his/her duties 
include responsibilities such as receiving new 
goods, article surveillance, presentation or 
visual merchandising, collecting, cleaning and 
caring for the sales area, and being involved in 
exchanges of or complaints about products. 
These activities vary from one company to 
another (Schuckel, 1999). This is in support of 
Churchill et al.’s (1985) statement: “what 
salespeople do are the tasks on which they 
expend effort while working“. It can be 
concluded that the salesperson’s task is to win 
the customer’s trust. The salesperson can 
exercise his/her influence over various 
behavioural patterns, such as different sales 
techniques and styles. The salesperson’s 
“authenticity” is of central relevance. 

In terms of non-verbal and verbal 
communication, personal interaction uses 
different channels for communication. Sales talk 
does not only contain “verbal” components, 
such as speaking, but also “non-verbal” 
components, such as body language. Besides 
linguistic signs, the speaker sends various non-
linguistic signs. The term “non-verbal 
communication” includes miscellaneous 
opportunities of expression, which are neither 
linguistic nor verbal (Allhoff & Allhoff, 2014). 
The listener or conversation partner receives 
non-verbal signals – although mostly 
unwittingly – and is significantly influenced by 
these signals in his/her communication 
behaviour and subsequent attitude towards the 
speaker (Allhoff & Allhoff, 2014). As a result, it 
can be concluded that “personal impression” is a 
decisive factor in personal sales. This conclusion 
is supported by Ambady et al.’s (1993, 2006) 
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results, which highlight the relevance of the first 
impression in sales. 

Non-verbal communication fulfils various 
functions. It supports verbal expression, for 
instance, hand movements that underline 
something or rising the voice during important 
announcements. It can also weaken or 
strengthen verbal expressions, or even replace 
them (shaking the head instead of saying “no”). 
Furthermore, non-verbal communication can 
contradict verbal expression: thus, 
sympathy/antipathy, interest/disinterest or 
honesty/dishonesty can become apparent 
through non-verbal signs such as body posture, 
voice timbre, gaze behaviour or facial 
expression. Another function of non-verbal 
communication is expressing the opinion of the 
communication partner. By his/her behaviour, 
the listener or partner expresses 
comprehension, incomprehension (nodding or 
brow raising) or an evaluation (averting his/her 
gaze, leaning back, folding his/her arms, 
shrugging). Furthermore, non-verbal 
communication can express the emotional state 
and the subjective condition of the 
communication partner. Examples include so-
called body-oriented movements such as 
rubbing hands or the chin, through which 
insecurity, thoughtfulness, inner absence, 
engagement and much more are shown (Allhoff 
& Allhoff, 2014). For instance, people in a 
standing position tend to adopt an attitude with 
crossed arms if both people dislike each other, 
compared to if they were fond of each other. 
Moreover, people with entirely crossed or half-
crossed arms are judged as being dishonest, 
cold, rejecting, rigid or shy, insecure and passive 
(Allhoff & Allhoff, 2014). When a person leans 
back, this leads to the perception of being 
rejected, for both men and women. Allhoff and 
Allhoff (2014) have identified several types of 
non-verbal expressions. These are mainly 
visible, but also audible, expressions. Regarding 
body language, the following main elements are 
identified: 

1. Body posture and body movement  
2. Gestures 
3. Facial expression 
4. Eye contact 

 For a vocal expression, the following 
elements are identified:  

1. Voice and voice timbre  
2. Pronunciation and dialect  

3. Emphasis 
 According to Allhoff and Allhoff (2014), other 

significant ways of communication include: 
1. A person’s attitude towards the topic  
2. His/her mood  
3. His/her relationship to the conversation 

partner  
Mehrabian’s (1972) study revealed that face-

to-face communication is essentially conducted 
via three channels: body language at 55% (non-
verbal), tone of voice at 38%, words at 7% (both 
verbal). The percentages give an indication of 
the importance of each element. As can been 
seen, the verbal content of sales talk is of 
relevance as well. Petty et al. (2004) concluded 
that central cues involve the logical 
dissemination of information via the spoken 
word, while peripheral cues influence attitudes 
via non-cognitive means, such as body language 
and gestures. In conclusion, it can be said that 
“spoken word” and “personal impression” are 
relevant factors for a successful sales pitch. 

Regarding sales styles, the scientific literature 
distinguishes between “soft-selling” and “hard-
selling” approaches (Springer Fachmedien 
Wiesbaden, 2013). The “soft-selling” approach, 
also known as customer-oriented selling, takes 
the customer’s needs into account. The main 
intention is to build a long-term relation with 
the customer by ensuring his/her satisfaction 
(Springer Fachmedien Wiesbaden, 2013). In 
contrast, “hard-selling” does not focus on 
customer satisfaction. Rather, this approach 
aims to sell the product or service as fast as 
possible. During the sales process, the buyer’s 
needs are not considered. This sales approach 
does not aim to gain customer loyalty and/or 
build a customer relationship. Nevertheless, a 
new style of hard-selling, which not only aims 
for a fast sale, but also for long-lasting customer 
loyalty, has been established in recent years 
(Springer Fachmedien Wiesbaden, 2013). 

Beyond these selling techniques, various 
questioning techniques can be differentiated as 
follow: (1) “expedient” questions, (2) 
“scrutinizing” technique, (3) “converting” 
technique, (4) “immunizing” and (5) 
“alternative” questions (Kiwus, 2016, p.137). 
The questioning technique for “expedient” 
questions is applied when the salesperson does 
not want to lose unnecessarily time. Thus, clear 
questions with the objective of receiving clear 
answers are asked. In this way, the salesperson 
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will soon know which interests the customer is 
pursuing (Kiwus, 2016). By employing the 
technique of “scrutinized” questions, the 
salesperson gains valuable time to give an 
appropriate answer. In many cases, the 
customer’s questions are answered too quickly 
and often incorrectly. As a result, false and 
unnecessary information is forwarded to the 
customer, for example, the delivery time. In this 
case, it would be better to ask the customer 
about the preferred delivery time. This should 
result in a discussion that avoids false or 
irrelevant information (Kiwus, 2016). Another 
strategy is the “converting” technique, which 
transforms the customer’s concerns into 
questions. As a result, the tension in the 
situation is allayed as the customer has the 
possibility to view the case from a different 
perspective (Kiwus, 2016). The technique of 
“immunization” seeks to deal with the 
customer’s excuses. Customers are often 
reluctant to sign up for loyalty cards, giving a 
lack of time as an excuse. By immunizing, the 
salesperson directly addresses these excuses 
and offers the customer different options. For 
example, the salesperson can suggest that the 
customer takes the loyalty card application form 
home, where s/he can read and to fil it out 
calmly (Kiwus, 2016). Finally, the technique of 
“alternative” questions is applied for the 
acquisition of new customers. If the customer is 
under time pressure and wants to end the 
conversation, the salesperson should try to 
arrange an alternative appointment for the sales 
talk. When asking about the customer‘s 
availability, it is useful to initially enquire about 
general information. For example, the 
salesperson should ask for the appropriate time 
of day first, not propose an explicit date. 
Otherwise, the customer might feel pressed and 
not agree to another appointment (Kiwus, 
2016). The car dealer business can, in the 
context of sales strategies, be viewed as an 
illustrative example. Seven sales tactics among 
car salespeople have been identified by Dratch 
(2018):  

1. Playing out the clock. Some car 
salespeople draw out the sales process 
until the buyer becomes tired and 
hungry, “which weakens you,” Crotch 
says.  

2. Psychological profiling. Car salespeople 
might use psychological profiling to 
accelerate the sales process by asking 

scripted questions, which will guide the 
sales talk in a favourable direction.  

3. The pressure of the ‘impending event’. 
The application of pressure on the buyer 
to decide right now by pretending that 
circumstances will change, or the 
product will shortly become 
unavailable.  

4. The ‘porcupine close’. With this strategy, 
the seller “sticks” to the potential buyer 
a question such as: “If I could get you 
this monthly payment, would that be 
what it takes to get you to buy this car 
today?” All selling is about getting them 
to buy today. If a person walks out of the 
dealership, they are not going to buy 
today.  

5. The ‘Ben Franklin close’. The salesman 
draws a line down the middle of a piece 
of paper, listing reasons to buy the car 
on one side and reasons not to buy on 
the other side. The salesperson suggests 
good reasons to buy and lets the buyer 
figure out the “don’t buy” reasons. This 
could result in an uncomfortable silence, 
which says that the buyer cannot think 
of a reason not to buy the car.  

6. The ‘alternate choice close’. A choice of 
two things is offered, such as: “Would 
you prefer that model in blue or red?” 
Good car salespeople never ask yes-or-
no questions because they do not want 
to give consumers a chance to say “no”.  

7. The trip to the back office. The finance 
manager is one of the most skilled 
people at the dealership. The approach 
takes shape this way: “Well, you’re 
spending a lot of money on the car. 
You’d better get tyre protection.” 

In conclusion, it can be said that, despite the 
fact that the customer remains an unpredictable 
factor, the sales talk can be directed by the 
salesperson and the customer can be partially 
manipulated by various sales styles (Kiwus, 
2016). Soft- and hard-selling approaches can be 
applied by employing various questioning 
techniques. In addition, there are different sales 
strategies that can be applied. There is a lack of 
scholarly research in the field of sales, 
considering that most of the sales concepts and 
guidelines are based on practical experience 
rather than scientific evidence. Consequently, 
the aim of the survey is to investigate factors 
influencing sales behaviour. This research also 
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intends to determine the differences between 
the sales styles and the salesperson’s behaviour. 
  

METHODOLOGY 
A quasi-experimental design was chosen for 

the present study (Koch, 2012). The set-up was 
based on Ambady’s (2006) survey. The object 
used was a motor car sales situation in a car 
dealership. Two different salespeople (male and 
female), during a sales interaction with a mock 
customer (hardly visible to the observer), were 
videotaped. The salespeople were asked to 
conduct the sales pitch according to a given 
script (verbal and non-verbal content). 

Four two-minute videos were produced. Each 
video featured a “salesperson” talking to a 
“customer”. The videos were filmed so that the 
viewer could see the upper body of the 
salesperson but not the customer’s facial 
expressions. In each video, the independent 
variables (“spoken word”, “personal impression” 
and “authentic impression”), as the “verbal” and 
“non-verbal” components, were differently 
manipulated. In relation to the spoken word 
(verbal), both positive and negative versions of 
the sales dialogue were scripted (see Appendix 
A) and acted. The sales script was based on the 
AIDA formula. The aim was to apply a “soft-
selling” approach by facilitating “defensive” 
customer involvement to produce a seller-
driven (-influenced) sales script. Furthermore, 
“expedient”, “scrutinizing”, “converting”, 
“immunizing” and “alternative” questions were 
included. The sales strategy of psychological 
profiling was used. For personal impression 
(non-verbal), we asked for emphasis of either 
high or low levels of pleasure, arousal and 
dominance. In total, four short videos with an 
“actor-customer” and with two female 
salespeople were recruited for this experiment. 
In turn, four different videos with the properties 
shown in Table 1 were produced. Each video 
had an original length of about two minutes. 
 
Table 1: Video characteristics 

 Salesperson A 
(male) 

Salesperson B 
(female) 

Script 
(positive) 

Video 1 (A+) Video 2 (B+)

Script 
(negative) 

Video 3 (A-) Video 4 (B-)

  

Each of these short videos contains three main 
sequences: 

 The first sequence represents the 
“opening” part 

 The second sequence shows the sales 
pitch with the product presentation 
(“reasoning”) 

 The third sequence includes the final 
phase of the sales call (“completion”) 

For this study, a slightly adapted 
questionnaire from Ambady (2006) was used. 
The main question categories were “spoken 
word”, “personal impression” and “authentic 
impression”. The spoken word variable was 
divided into four items (content, organization, 
style, tone), which were then divided into a total 
of six sub-items. The personal impression 
variable was categorized according to three 
items (pleasure, arousal, dominance), which 
were divided into 12 sub-items. The authentic 
impression variable was categorized according 
to four items (authentic living, accepting 
external influence, self-authentication, self-
alienation) – for this specific scale, see also 
Wood (2008) and Barret-Lennard (1998). For the 
judgements, the questionnaire used a Likert 
scale (Likert, 1993) from 1 to 7 (1 – strongly 
disagree, 7 – fully agree). This questionnaire 
contained a total of 26 questions. 

This survey was carried out at a Swiss applied 
science university over a period of 5 weeks, 
from the end of July 2017 to the end of August 
2017. In total, 154 people participated, all of 
whom were students. It should be stated here 
that the students were viable participants: they 
are potential automotive customers and will, at 
some point, find themselves in a similar sales 
situation and making a purchase decision that 
will be influenced by the salesperson. Every 
participant received general instructions before 
taking part in the survey. Before watching the 
videos, they were handed an instruction sheet 
with general information about what the survey 
was about, how long it would take and what 
they were being asked to do. To ensure the 
opinions were as unbiased as possible, the study 
participants were not previously informed as to 
the purpose and set-up of this study. Only the 
product was presented and sales material 
handed out before the start. After reading the 
instructions, the participants were handed a 
questionnaire, then given time to read it and 
look up unknown words. Only then was the first 
video played. After the video has been played 
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entirely, the questionnaire was completed by 
the participants and collected afterwards. 
  

DATA EVALUATION, FACTOR ANALYSIS 
THEORY 

Factor analysis is one of the more widely used 
procedures found in the market researcher’s 
arsenal of analytic tools. Despite its wide-scale 
usage, factor analysis is not a universally 
popular technique and has been the subject of 
much criticism (Ehrenberg, 1968; Ehrenberg & 
Goodhart, 1976). Factor analysis is a 
multivariate statistical technique, which is 
concerned with the identification of structure 
within a set of observed variables (Stewart, 
1981). As Stewart stated, its appropriate use 
includes the study of interrelationships among 
variables in an effort to discover a new set of 
variables (latent factors), with a smaller number 
of variables, which highlight the commonality 
among the original variables. The main aim of 
factor analysis is to find dimensions within the 
data and thus it serves as a data reduction 
technique. There is one general issue that can be 
resolved with the help of factor analysis: the 
number of variables can be minimized while the 
amount of information in the analysis is 
maximized. In other words, the original data set 
can be reduced to a smaller data set, while 
retaining much of the variation in the original 
data set. There are two types of factor analysis: 
exploratory (EFA) and confirmatory factor 
analysis (CFA) (Jöreskog, 1969). In broad terms, 
EFA is heuristic; it involves the orderly 
simplification of interrelated measures and has 
traditionally been used to explore the possible 
underlying factor structures of a set of observed 
variables without imposing a preconceived 
structure on the outcome (Child, 1990). In EFA, 
the researcher has no expectations regarding 
the number or nature of the variables (Pett, 
2003; Henson, 2006; Thompson & Daniel, 1996; 
Swisher, 2004). Conversely, researchers use CFA 
to test a proposed theory or model. CFA is a 
form of structural equation modelling, which 
utilizes a priori assumptions and expectations 
regarding the number of factors and the factor 
theories or models that will provide the best fit. 
The current study used EFA to accomplish the 
following: 

1. Determine the number of factors 
underlying a set of items (variables) 

2. Provide a means of explaining variation 
among items (variables) using only a 

few newly created latent 
variables/factors (e.g., condensing 
information) 

3. Define the content or meaning of the 
variables/factors 

According to Meloun and Melitky (2006), the 
process of EFA includes the following five steps:  

1. Descriptive statistics are used to help 
ensure that variables have been 
correctly selected. Both the position and 
dispersion of the data are reviewed 
(averages, standard deviation and 
communality). Communality is an 
important characteristic showing how 
well the variable under consideration is 
predicted by the selected factors.  

2. The correlation matrix is calculated in 
order to assess the total correlation of 
the data. Bartlett’s sphericity test is used 
to assess whether factor analysis can be 
utilized; if the total correlation is more 
than 0.30, factor analysis can be utilized.  

3. To select the proper number of factors 
using eigenvalues or cumulative 
percentages.  

4. The factor weights are calculated for 
each factor. 

5. The factor scores are used to determine 
each factor and describe the results. 

  
ANALYSIS AND RESULTS 

The original Switzerland data set includes 154 
points (after the deletion of missing dates) and 
26 variables. The distribution normality of the 
data set and subsequently correlation matrix of 
the data were analysed. To conclude the 
analysis, data obtained from the survey and 
video coding were merged and standardized for 
analysis using MATLAB. The quality of the 
collected data was assessed in terms of outliers, 
missing values, skewness and kurtosis. All 
tested values were within the acceptable range, 
according to Bortz and Doering (2006). Based on 
this review, 12 variables were excluded from 
the factor analysis. Due to the small size of the 
data set, gender breakdown was not performed. 
The variable ratio for the current study’s data 
was 1:14. The Kaiser-Meyer-Olkin measure of 
sampling adequacy (Kaiser, 1970, 1974) is 
suggested in cases where the variable ratio is 
less than 1:5. In the current study (with a ratio 
of 1:14), only Bartlett’s (1950) test for sphericity 
was required. Bartlett’s test is used to test the 
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null hypothesis: the correlation matrix is an 
identity, while the counted significance level is 
less than 0.05. The latter test proved significant 
and factor analysis is therefore appropriate for 
the studied data sets (see Table 2). 
 
Table 2: Results of the test for sphericity 

Bartlett’s test for 
sphericity 
Switzerland 

App. chi-
square  
Df  Sig. 

1003.001 
1152 
0.000 

The purpose of data extraction is to condense 
a large number of items into a set of factors. 
When determining these factors, the 
simultaneous use of multiple decision rules is 
recommended (Thompson & Daniel, 1996). Hair 
et al. (1995) confirmed this point by 
highlighting that the majority of factor analysts 
use several criteria. Typical criteria include 
Kaiser’s criteria (eigenvalue greater than 1), the 
scree test (Cattell, 1966), and the cumulative 

percentage of variance extracted (Horn, 1965) 
(see Table 3).  
 
Table 3: Eigenvalues for the data set 
(Switzerland) 

Index Eigenvalues Cumulative 
percentage 

1 2.114564 40.11 

2 1.102568 74.00 

3 1.000511 88.25 

4 0.809901 100.00 

 
Based on the above decision rules, the authors 

concluded that the data set should be analysed 
for three factors, since the eigenvalues in this 
case are greater than 1 for three factors (see 
Table 4).  

 
Table 4: Factor loadings – correlations between factors and variables for the data set (Switzerland) 

Latent Factor 1 Latent Factor 2 Latent Factor 3 Variables 

0.8814 -0.1002 -0.0398 Happy 

0.8701 -0.0425 -0.0474 Pleased 

0.8001 -0.0987 0.1041 Frenzied 

0.7415 -0.1400 0.1100 Satisfied 

0.6300 -0.0982 0.1025 Contented 

-0.1223 0.8452 -0.0504 The speaker’s points flow logically from 
one to the next  

0.1098 0.8141 -0.0444 The content and style of the speech does 
refer to what is spoken  

-0.0974 0.8011 -0.0447 The speaker is convincing  

0.0907 0.6018 -0.0231 The content and style of the speech does 
refer to what is spoken 

-0.0584 -0.0635 0.7040 S/he feels alienated from him/herself 

0.1585 -0.0741 0.6999 S/he is not influenced by others  

-0.0245 0.1574 0.6325 S/he communicates according to his/her 
values and beliefs  

0.1025 -0.0421 0.6105 S/he is giving his/her own opinion 

-0.1788 -0.0201 0.6008 S/he is true to him/herself 

  
As can be seen in Table 3, the first factor is 

most affected by the variable “happy” (0.8814), 
followed by the variable “pleased” (0.8701), 
then by the variables “frenzied” (0.8001) and 
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“satisfied” (0.7415), and finally by the variable 
“contented” (0.6300). The second factor is most 
affected by the following variables (in order of 
importance): “The speaker’s points flow 
logically from one to the next”; “The content 
and style of the speech does refer to what is 
spoken”; “The speaker is convincing”; “The 
content and style of the speech does refer to 

what is spoken”. Meanwhile, the last factor is 
most affected by the following variables: “S/he 
feels alienated from him/herself”; “S/he is not 
influenced by others”; “S/he communicates 
according to his/her values and beliefs”; “S/he is 
giving his/her own opinion”; “S/he is true to 
him/herself”. 

 

 Figure 1: Personal sales model 
 

The purpose of the rotation step is to simplify 
the factor structure of a group of items (Costello, 
2005). Rotation maximizes high-item loadings 
and minimizes low-item loadings, thus 
producing a simplified solution that is easier to 
interpret. There are two rotation techniques: 
orthogonal (varimax/quartimax) and oblique 
(olbimin/promax) rotation. Orthogonal varimax 
rotation, first developed by Thompson (2004), is 
the most common rotational technique and 
produces factor structures that are uncorrelated. 

Oblique rotation produces correlated factors. 
Results are often considered more accurate for 
research involving human behaviours, or when 
data do not meet a priori assumptions (Costello, 
2005). Regardless of which rotation method is 
used, the primary objective is to provide 
parsimonious solutions that are easy to 
interpret (Kieffer, 1999). Factor loadings and 
rotations were used to calculate the factor 
scores, and the variables included within each 
factor were then determined. Next, the 

Latent Factor 3
“Authentic Perception” 

S/he feels alienated from him/herself 
S/he is not influenced by others 
S/he communicates according to his/her 
values and beliefs 
S/he is giving his/her own opinion 
S/he is true to him/herself

Switzerland

Latent Factor 2
“Spoken word”  

The speaker’s points flow logically from 
one to the next 
The content and style of the speech does 
refer to what is spoken 
The speaker is convincing 
The content and style of the speech does 
refer to what is spoken 

Latent Factor 1
“Personal impression” 
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correlations between the obtained factors were 
calculated and the results indicated insignificant 
correlations between obtained factors. The 
factor results are shown in Figure 1. 
 

DISCUSSION AND CONCLUSION 
This study has revealed some interesting 

findings on the relevant factors for a successful 
salesperson in a wealthy market environment. 
Based on this, some theoretical and practical 
conclusions can be drawn. For the non-verbal 
variable (personal impression), the sub-item of 
pleasure appeared to be the most relevant 
criterion. This means that personal appearance 
(such as smiling), friendliness and personal 
empathy are regarded as the most relevant 
factors. As a result, a salesperson needs to 
emphasize these personal attributes.  

At this point it should be stated that besides 
the investigated Swiss automotive market, other 
markets also demand high-quality customer 
service and high quality products, such as the 
Japanese automotive market. According to 
Kaynak and Herbig (2013), “door-to-door selling 
is popular in Japan. As many as half of the cars 
sold in Japan are sold by door-to-door salesmen. 
Toyota Motor Corporation alone has more than 
100,000 door-to-door salespeople.”  

For the verbal component of sales (spoken 
word), it could be identified that the 
organization, content and style of speech are the 
most relevant items. In practical terms, this 
means that clearly structured sales talk is of 
importance, such as by following the AIDA 
formula. Consequently, every sales talk should 
be carefully prepared beforehand. This 
controlled procedure can increase the 
salesperson’s authenticity and persuasive 
power. 

Besides these two criteria (“personal 
impression” and “spoken word”), the literature 
clearly states that an authentic impression is of 
relevance to sales success (Bauer, 2005). This 
study has identified that the criteria of “not 
feeling alienated by him/herself”, “not being 
influenced by others”, “communicating 
according to his/her beliefs and values” are the 
main factors for an authentic impression. 
Despite the fact that authenticity is portrayed by 
the personality of the sales representative, it can 
also be influenced by training programmes. In 
general, it can be said that soft-selling 
approaches are preferred and offensive 
customer involvement should be targeted. It 

also needs to be emphasized that sales talk 
should be guided by the salesperson. This can be 
done by applying different sales strategies and 
questioning techniques. 

As a result, this study offers several practical 
applications. First, today’s marketing and sales 
managers must understand the importance of 
salesperson authenticity. Perceptions of 
authenticity are largely dependent on non-
verbal communication. This immediately raises 
the practical question: Can a salesperson be 
trained to systematically make a better 
impression? Feiertag (2004, p10) suggested that 
a “learning program to improve the first 
impression should be a self-imposed part of a 
person’s training.” Therefore, sales training 
programs are encouraged to include impression 
management techniques. The emotional 
regulation required for personal impression 
management may be generated by surface 
acting or deep acting (Grandey, 2003; Reyers & 
Matusitz, 2012). Surface acting focuses on 
changing external behaviors, while deep acting 
focuses on modifying inner feelings in the hope 
that modification will consequently lead to the 
ideal authentic state (Halpern & Luba, 2003; 
Henning-Thurau et al., 2006). Research indicates 
that impression management via surface acting 
often spawns emotional exhaustion and should 
not be encouraged as a long-term impression 
management technique (Reyers & Matusitz, 
2012). Thus, deep acting methodologies are 
preferable, and further research is required to 
determine approaches by which to teach deep 
method acting in sales training scenarios. 

Furthermore, at a time when consumer 
behaviour is characterized by various factors, 
such as information retrieval from the Internet, 
influencing needs through social contacts and 
networks, bonding with customers is greatly 
challenging. An important criterion for creating 
a unique feature for a company is hiring and 
employing qualified salespeople. This is a major 
cost factor in business management. 
 

LIMITATIONS AND FUTURE RESEARCH 
In summary, it can be stated that a more 

uniform selection of subjects with consideration 
of their gender and age would have been more 
appropriate. This would have allowed for a 
more regular distribution of age and gender and 
made the sample more representative. The 
survey period does not reflect the number of 
subjects. The sample is too small for this. For 
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further empirical studies, a larger sample should 
be produced. Second, the location of the study 
poses a potential limitation. The fact that the 
experiment was conducted using an automotive 
dealership from the United States raises the 
question about whether the findings can be 
generalized to other business markets and 
varying cultural environments (see also Říha, 
Heinze & Stros, 2017; Stros, Říha & Möslein-
Tröppner, 2018; Stros, Heinze & Říha, 2017). 
Another possible limitation could relate to the 
fact that university students were used as 
participants rather than existing customers. 
However, considering that the students are 
potential automotive customers, we do not view 
this limitation as significant.  

Regarding future research, there is a need to 
study the influence of other marketing factors in 
relation to the derived model. In particular, 
marketing activities related to product, pricing, 
distribution and promotional activities should 
be assessed in terms of the AIDA concept (see 
also Lewis, 1903). Additionally, a comparison 
with other markets or regions might also be 
valuable. In a sales situation, the customer will 
assess the salesperson and the salesperson will 
assess the customer. This immediately points to 
venues for further research. to evaluate if an 
salespeople can be trained to secure better sales 
by improving their psychological profiling skills 
and enabling them to assess the customer’s 
willingness to buy quickly? Not losing too much 
time with the wrong prospect is a mantra in 
business-to-business sales situations.  
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Appendix A 
 
Car Sales Script – Positive Example 

Introduction (Attention, Expedient Question) 
S: Good afternoon, my name is Steven Johnson 
of Imperial Autos. How may I help you or should 
I leave you alone?  
C: Thanks, I’m just looking around right now. 
S: Is there anything you’re particularly 
looking for? 
C: Well, yes, I want a car with better gas 
mileage. 
 
Value Statement (Attention, Expedient 
Question) 
S: Great, if you don’t mind can I ask you a few 
more questions, and then I’ll recommend a few 
vehicles that might be a good fit for you. My 
intention is to help you determine if there is a 
vehicle on our lot that will better meet your 
needs than your current car.  
C: OK, that sounds fine. 
 
Disqualify Statement (Attention, Scrutinizing 
Question)  
S: Wonderful. Since I’m not certain if we have a 
car that is right for you, let me ask a couple of 
questions? 
C. Sure. 
 
Qualifying Questions (Interest, Converting 
Questions)  
S: How satisfied are you with your vehicle at the 
current time? 
C: Somewhat dissatisfied. 
S: What are you currently driving? 
C: A Honda Accord. 
S: How old is your Accord? Did you purchase it 
brand new or what was the mileage when you 
first brought it? 
C: About eight years old. 
S: If you could change anything about your 
Accord, what would you change? 
C: Better gas mileage. I’d like to get at least 40 
miles to the gallon. 
 
 
 

 
 
 
Common Pain Points (Interest, Converting 
Questions)  
S: Besides the gas mileage, are there any other 
features or functional or quality concerns that 
you have with your Accord. For example, some 
customers want a bigger car, a better safety 
rating or a new style.  
C. Not really, I’m pretty satisfied with my car. I 
just want to get better gas mileage.  
 
Building Interest Points (Desire, Immunizing 
Question)  
S: Oh, ok. I understand. So, tell me about the 
type of gas mileage you would like. You said you 
would like an average of 40 miles per gallon? 
C: Yes, that’s right. I want to average around 40, 
between the highway and the city. 
S: Well, then, I might recommend the Ford 
Fusion Hybrid. It averages around 40 mpg, and it 
handles very nicely as well. 
C: Yes, but I did some research on the Internet, 
and the Fusion Hybrid is more expensive than 
the Honda Accord. 
S: You are right. It is more expensive. But are 
you more concerned about upfront expense, or 
long-term operating costs? 
C: So, you think the gas savings of the Fusion 
Hybrid will more than compensate for the 
higher cost? 
S: Yes, you are right.  
 
Close (Action, Alternative Question)  
S: Would you like to walk into the dealership 
with me, and we can discuss some specific 
numbers? 
C: OK, yes, let’s do that.  
S: Great. Here at Imperial Autos, we have a no-
haggle sales approach, so you can be assured 
that we will offer you a straightforward price 
that will be very competitive. Let’s go and figure 
out how we can make this work for you.  
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