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Abstract

Developing extraordinary relationships between sales personnel and customers is
essential to corporate success. To meet the increasing demands of customers within the
hospitality industry, corporations must ensure they pair customers with salespeople who are
highly competent, possessing refined and adaptable skill sets that directly increase customer
satisfaction and account profitability. Corporations spend billions of dollars annually on hiring
and training salespeople; yet, salespeople often quit or miss their quota targets. Considering this
industry-wide business problem, the purpose of this dissertation study was to determine how
sales competencies influence customer satisfaction and account profitability while taking into
consideration the duration of the customer-salesperson relationship. This study was the first to
empirically measure the views of casino operators as they evaluated purchasing behaviors and
satisfaction levels with the primary slot salesperson. By use of a mixed-methods approach—
first, via one-on-one interviews followed by a survey to be sent to 4500 casino operators, n=529
responses indicated salespeople who possessed product knowledge, understanding the needs of
the customer, honesty, and high communication skills, yielded the greatest profitability and
customer satisfaction. The moderating variable of duration of the salesperson-customer
relationship revealed the longer the length of the relationship, the higher the yield of profits and

customer satisfaction.

Keywords: sales competencies, casino gaming, sales, slot machines, customer satisfaction,

account profitability, customer lifecycle
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Chapter 1 - Introduction

“Nothing of permanent value has come down to us from the past, save by the grace of good
salesmanship on the part of somebody.” Glen Frank, former President of the University of
Wisconsin. (Nichols, 1991)

The sales profession has changed significantly over the last thirty years, advancing
swiftly, while responding to an ever-changing marketplace. As businesses become increasingly
more competitive, salespeople must adapt to more pressure to achieve higher quotas.
Correspondingly, sales teams in organizations have increased in strategic importance and in size
to meet the demands of competition (Piercy, 2006; Rakham,2000). The most productive
salespeople are not bound by traditional practices; instead, they work in ways that yield
successful outcomes (Rosenbaum 2001). Corporations can best support top-selling salespeople
through investing in their knowledge and skills, just as corporations invest in equipment,
knowing the economic impact will be favorable to not only the salesperson but also the
organization (Becker, 2002; Busch, 2013). Rackham (2000) indicated that the effectiveness of a
company’s goals depends directly on the quality of the sales team. Quality is directly equated to
the skills a salesperson has developed (Hughes, Le Bon & Rapp, 2013) and a professional
salesperson’s skills should be explored and developed.

There is a gap in empirical research related to specific sales competencies of individuals
within the casino gaming industry. Previous literature, while readily available, has been either
historical, regional, or descriptive and did not identify the key competencies of salespeople

within the gaming industry that directly impact customer satisfaction and account profitability,

two key performance measures that indicate the health and strength of an organization. Thus, an



investigation is required of the current state of salesperson characteristics in the hospitality
industry and more granularly, within the casino gaming industry.

This study had two essential goals: first, to ascertain which sales competencies had the
greatest impact on customer satisfaction and account profitability and second, to determine the
appropriate length of the customer-salesperson relationship to assuage the law of diminishing
returns.

It was anticipated data would reveal the which sales competencies were strongly
correlated to customer satisfaction and account profitability. These findings are pertinent to
human resources managers and sales managers who wish to be more selective in the hiring
process to reduce turnover. Managers can also use the findings to better train their sales team by
helping them develop more core sales competencies. Findings from the study indicated
managerial implications of pairing a salesperson with a specific customer which was found to be
relevant to the success of the salesperson and the customer. The customer-salesperson
relationship dyad should be evaluated frequently to minimize the law of diminishing returns and
keep the account continuously profitable. This work contributed to the body of academic
literature by directly investigating correlations between sales competencies, customer satisfaction
and profitability while considering the length of the customer-salesperson relationship.

Problem Statement

The casino gaming industry is highly competitive and slot machine manufacturers seek
out the most highly competent salespeople to gain an edge over competitors. Yet, hiring
managers and sales directors are not always in tune with the competencies that make a
salesperson successful and how these competencies affect sales performance within the account,

costing gaming companies millions in lost profits. Hiring the wrong salesperson in fact can cost a



company upward of annually 2 million dollars in profit per the wrong person hired (Bruce,
2014). Once a salesperson is hired, an estimated 29% of corporations spend a minimum of
$2,500 annually per person to help each salesperson succeed; yet, some companies still miss
annual sales targets as the salesforce does not possess the qualities needed to achieve their
quotas (The Controllers Report, 2008). This in turn leads to much of the salesforce voluntarily
or involuntarily leaving the company.

The casino gaming industry is not an exception to this challenge in hiring the right
salespeople. Often, the casino industry has been referred to as a “good old boys" network, being
primarily male-dominated and lacking in the employment of minority groups (Davies, 2021).
Due to this traditional culture, it is customary practice for salespeople to move from
manufacturer to manufacturer aided by their friendships and contacts; yet, they seldom improve
their skills, nor are they held accountable for increasing customer profitability. Many
salespeople have worked in the field their entire career and have had long-standing relationships
with their customers, some spanning decades. Being overly comfortable, and forging friendships
between customer and salesperson can oftentimes blur professional lines either making it more
difficult to say no or easier to say yes to an undesirable sales proposition (Backstrom et al.,
2009). This is where the role of the customer-salesperson lifecycle becomes tenuous and begs
the question, where is the “sweet spot” in the relationship cycle, i.e., when is the relationship
most profitable?

The formulation of the primary research question came from the following business
problem: business leaders and hiring managers are unclear about which sales competencies most
impact customer satisfaction and account profitability within the casino gaming industry. When

the wrong salespeople are employed, this costs corporations collectively millions of dollars in



training and lost revenue through employee turnover (Smart, 2005; Clifton, 2011). If hiring
managers and business leaders within slot machine manufacturing companies are not aware of
the importance of sales competencies and the dynamics of the customer-salesperson lifecycle,
then there are risks of lost sales, and market share to competitors, potentially causing
corporations millions in lost revenue (Fatemi, 2016).

Purpose Statement

The purpose of this mixed-methods study was to describe and explore which sales
competencies had the greatest impact on customer satisfaction and account profitability when
moderated by the duration of the customer-salesperson relationship.

This study revealed which sales competencies of salespeople in the gaming industry most
impacted customer satisfaction and account profitability when moderated by the tenure of the
customer-salesperson lifecycle. Moreover, the study accounted for the interaction of customer
and salesperson demographics on account profitability and customer satisfaction.

Outside of the extant literature, there is a need to find at which point the law of
diminishing returns applies to the relationship between the salesperson and the customer,
answering the research question, “At what point does the relationship no longer yield increased
sales revenues?” The findings from this study aids business organizations to optimize their
salesforce with salespeople who have optimal sales competencies which yield higher satisfaction
and account profits as measured by the customers.

Key Definitions
There are key terms used throughout this dissertation study relating to the overarching

topic of sales. The main concepts of the terms are defined as:



Account profitability — continued growth of a sales account as determined by the
corporation that services the account. Growth can be measured in many ways, e.g., units sold,
percentage growth, or market share. (Mullins et al. 2014).

Casino gaming industry — gambling facilities that offer table wagering games and other
gambling activities, such as the application of Class 1l and Class 111 electronic gaming devices,
otherwise known as slot machines (Eadington, 1984).

Commitment — an enduring desire to maintain a valued relationship (Moorman et al.
1992).

Customer lifecycle — duration and strength of the customer-firm relationship (Bolton,
1998).

Customer orientation — the philosophy and behavior directed toward deciding and
understanding the needs of the target customer and adapting the selling organization’s response
to satisfy those needs better than the competition, thereby creating a competitive advantage
(Saxe & Weitz, 1982).

Customer relationship quality — a concept that stands for the depth and magnitude of a
relationship and its ability to endure (Shemwell & Cronin, 1995; Paulin et al. 2000; Barnes and
Howlett, 1998; Mangus, Bock, Jones, & Folse, 2020).

Customer-salesperson dyad —an intricate relationship between the customer and the
salesperson, also known as the buyer and seller, contingent on both the customer's and
salesperson’s characteristics (Williams, Spiro & Fine 1990).

Customer satisfaction — an individual’s feelings of satisfaction or dissatisfaction which
result in comparing a product's perceived performance or outcome against expectations (Kotler,

2003; Hill, Brierley & MacDougall, 1999).



Effective Listening — “qualities of being able to pay attention to others, withhold
judgments, reflect, clarify, summarize, and share in either verbal conversation or through other
forms of written communication” (Sullivan, 2011).

Empathy - the ability to understand another person’s ideas and feelings with a specific
degree of accuracy (Comer & Drollinger, 1999).

Hard Skills - skills that deal with concrete problems and specific knowledge that help a
person perform their job, i.e., computer programming, accounting, and advertising (Zang, 2012;
Lyu & Liu 2021).

Market share — the percentage or portion of the total sales in a market going to a
particular company (Kurtz, & Dodge, 1991).

Personal selling — an interpersonal persuasive process designed to influence some
person’s decision (Kurtz, & Dodge, 1991).

Product Knowledge — of or relating to a salesperson’s knowledge of all the products
offered by a company (Park & Moon, 2003).

Sales Competencies — composed of activities and a cluster of related knowledge,
attitudes, and skills that are correlated with performance, can be measured against standards, and
can be improved through educational initiatives (Parry, 1998).

Soft Skills — "personal transversal competencies such as social aptitudes, language and
communication capability, friendliness, and ability to work in a team and other personality traits
that characterize relationships between people" (Cimatti, 2016).

Trust — confidence in an exchange for a partner’s reliability and integrity (Morgan &

Hunt, 1994).



Significance of the Study

This study is significant adding to the existing body of academic knowledge in sales,
customer satisfaction, consumer behavior and account profitability. This study was the first to
query casino gaming operators on their sales representatives and exclusively focused on the
duration variable of the dyadic relationship between customer and salesperson. Within the
casino gaming industry, it is commonplace for salespeople to be assigned to service customers
for years without any changes, and the relationships are rarely evaluated or quantified. This
research supplied a managerial blueprint for corporations which served as guidance for employee
hiring, best practices for salespeople, customer-salesperson lifecycle management, sales training,
and proper account management. Clearly understanding that not every customer-salesperson
dyad will be productive provides business organizations latitude to make changes to the dyads.
Through effective pairing of the salesperson and customer, while taking into consideration a
salesperson’s competencies, improves customer relationship quality and account profitability.
Organization of Study

This study is structured into five chapters. The introduction to the study, problem
statement, purpose, scope, research questions, definitions, limitations, and significance have
been identified in Chapter 1. Chapter 2 is a detailed account of the literature related to the topic,
broken into five sections. The first section gives the reader some context regarding the history of
sales and personal selling up to the modern age. Section 2 delves into which sales competencies
have been the focus of previous research studies. Section 3 highlights the meaning of customer
satisfaction along with the theory that provides support, and how customer satisfaction relates to
the topic whereas Section 4 explores how companies evaluate the success of salespeople through

quotas and measures which include continuously increasing account



profitability. Section 5 concludes the chapter with the moderating variable of the duration of the
customer-salesperson relationship and its influence on the dependent variables of customer
satisfaction and profitability. Chapter 3 describes the rationale behind the research designs and
methodology and includes the implementation of instruments in a survey format. In Chapter 4
there is a comprehensive analysis of the data and the statistical support for testing the study’s
hypotheses. Lastly, Chapter 5 discusses the findings of the study and details the theoretical

contributions, practical implications, and recommendations for future research.



Chapter 2 - Literature Review

The purpose of this study was to explore which sales competencies of salespeople within
the casino gaming industry had the greatest impact on customer satisfaction and account
profitability when moderated by the duration of the customer-salesperson relationship.

The review of applicable literature provided a concentrated overview of the research
focused on the study which examined ideas and concepts about sales competencies, customer-
salesperson relationships, customer satisfaction, account profitability, and customer-salesperson
lifecycle. Topics were searched and synthesized for this study providing a theoretical and
conceptual framework for the research. A review of the literature was conducted to gain an
understanding of relevant topics related to sales competencies, customer-salesperson
relationships, and the relationship lifecycle.

There were scarce scholarly articles that deliberately addressed the topic of sales
competencies within the hospitality industry, specifically - the casino gaming industry. For this
reason, the literature search extended to other industries such as education, retail sales,
economics, marketing, sociology, and psychology.

To provide a thorough background and structural framework for this research, the review
of the literature consists of five sections: Background of Personal Selling, Sales Competencies,
Customer Satisfaction, Sales Performance as Measured by Account Profitability, Moderating
Role of Duration on the Customer-Salesperson Relationship, and Research Gap. The first
section, Background of Personal Selling, presents an overview of the history of sales as a
profession and the relevance of sales within corporations. The section Sales Competencies
provides the reader a variety of definitions of competencies and how competencies are

imperative for successful salespeople to achieve their goals. Customer satisfaction delves into



what makes customers happy and how satisfaction is measured; also, this section aligns the
theories and the hypotheses statements that support the research questions. The fourth section,
Sales Performance Measured by Account Profitability analyzes sales success factors and account
profitability as a measure of success and expounds on theories and the hypotheses statements that
support the research questions. The next section, Moderating Role of Duration on the Customer-
Salesperson Relationship provides insight into how the variable tenure of a relationship impacts
factors relating to sales and customer satisfaction.

In the concluding section of Research Gap, the literature is briefly summarized as well as
the gap in the literature and the need for this research are explained.
Background of Personal Selling

Personal selling is a profession as old as the historic story of humankind. Accounts from
The Holy Bible spoke of Sadducees selling goods in the markets of ancient Greece and Rome.
The book of Leviticus chapter 25 and verse 14 offers an historic account of a sales transaction,
“If you sell land to any of your own people or buy land from them, do not take advantage of each
other” (The Holy Bible, 1796). As it relates to our modern age, in his 2004 work, Freidman
attributed the “birth” of the modern salesperson to the development of mass manufacturing in the
late nineteenth and early twentieth centuries. American corporations such as Coca-Cola,
Carnegie Steel, Wrigley's Chewing Gum, General Electric, and PepsiCo, to name a few,
developed modern sales techniques to compete and drive revenues. A salesperson’s role, during
the late nineteenth and early twentieth centuries, was accepted to be that of the facilitator of
negotiation and transferer of goods from the seller to the buyer (Hartmann, Wieland, & Vargo,

2018). This style of selling became known as transactional. Combined with nearsighted goals
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and short-term outcomes, the primary intent of a salesperson was to convince buyers to purchase
a product regardless of a buyer’s needs (Jolson, 1997).

Eventually, sales, as a profession, began to become more respected as it offered
individuals a pathway to personal success (Kurtz, Dodge & Klompmaker, 1982). As the sales
profession gained popularity in America, more people were reading books to enhance their sales
skills during this era. The book The Man Nobody Knows (Bruce Barton, 1926) portrays Jesus
Christ as a successful sales executive quickly became a bestseller in the mid to late twenties.
Another sales classic that gained popularity during the early 20" century was Dale
Carnegie's How to Win Friends and Influence People (1937), which shares stories Carnegie
learned in his experiences working as a salesperson for Amour.

In the 1970s, there was a shift in paradigm within the sales profession from transactional
selling to relationship selling. Relationship selling began to focus on developing and growing
the relationship with the customer for ongoing mutual long-term benefits (Hartman, Weiland, &
Vargo, 2018; Nunes, 2019; Weiner, Greenwell, & Shreffler, 2021). Jolson (1997) clarifies
“Instead of viewing selling as a series of struggles that the salesperson must win from a steady
stream of prospects and customers of all sizes and shapes, relationship selling or partnering
focuses on the building of mutual trust within the buyer-seller dyad with a delivery of
anticipated, long-term, value-added benefits to buyers” (p.76).

To this day, professional selling continues to grow as a career. As of the publication
date of this dissertation, there were approximately thirteen million sales professionals in the
United States, which represented 4.5% of the adult working population. The profession of sales
is expanding and is projected to grow at a rate of 7% from 2020 to 2030 (Bureau of Labor

Statistics, 2021).
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From 2009 to 2019, sales occupations contributed as much as 20% to the gross domestic product
within the United States (Bureau of Economic Analysis, 2019).

Because sales professionals contribute trillions of dollars annually to the U.S. economy
(Bureau of Economic Analysis, 2021), sales professionals are a critical component of not only
the US economy but also corporations worldwide. Personal selling remains a crucial process for
corporations to generate profits (Raynor and Ahmed, 2013). Chief Executive Officer of Mobee,
Hal Charnley, praises sales professionals with this statement, “Sales associates are, arguably, the
most strategic competitive advantage that a company has” (McGregor, 2016, p. 1). Major
corporations in the United States spend over $15 billion annually on sales training and another
$800 billion on sales incentives (Kodwani, & Prashar 2019) as corporations recognize a highly
trained salesforce is one of their most important investments (Singh, Manrai, & Manrai, 2015).

Yet, when the wrong salespeople are hired or are not successful, millions of dollars are
wasted as these salespeople become lost from organizational turnover (Lai & Gelb, 2019; Harris,
Mowen, & Brown, 2005) thereby escalating the costs of sales recruitment and account
management (Galea, 2005). Hiring successful salespeople with the best-fitting skillsets can yield
dividends to the corporation. Both salesperson skills and the frequency with which preferred
modeling behaviors are performed tend to result in high employee performance (Dahling et al.,
2016).

Salesperson Competencies

Conventional wisdom informs us that successful salespeople possess an optimal skill

base and competencies. A basic search for books on “sales skills” in the Amazon books section

yields over 80,000 results, indicating an elevated level of interest in the topic of sales. Modern-
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day sales expert Harvey Mackay (2011), in his book The Mackay MBA of Selling in the Real
World, warns, “Without the right sales skills, something terrible happens: nothing.”

Professional salespeople must be competent in their ability to mitigate the spread of
losses in businesses and organizations. Competence permits an individual to evaluate and reflect
upon one’s work efficiently as well as to be accountable for the results of one’s work (Ordon,
2008). Sales competencies can be defined as activities and a cluster of related knowledge,
attitudes, and skills that are correlated with performance that is measurable against standards and
can be improved through educational initiatives (Parry, 1998). Lucia and Lespinger (1999)
define competency as, “a cluster of related knowledge, skills, and attitudes (behaviors) that
affects a major part of one’s job (a role of responsibility), that correlates with job performance on
the job, which can be measured against well-accepted standards, and that can be improved via
training and development.”

Regardless of the numerous definitions of competence, sales competencies can be
interpreted via multiple academic angles. A study by Pettijohn et al. (2007) found that customers
preferred salespeople who were experts in their company’s product lines and their industry.
Customers also prefer salespeople who can facilitate clear communication, expedite orders,
resolve issues, understand their needs, and respond to their needs accordingly (Garver &
Mentzer, 2000). Comer & Drollinger (1999) delineated the principle of having effective
listening skills as a salesperson. The authors argued that the most significant listening stage
entailed both active listening and empathetic skills. Further, Comer & Drollinger (1999) defined
empathy as the ability to understand another person’s ideas and feelings with a specific degree of
accuracy. Empathy also entails listening to an intuitive and literal understanding of meanings.

Similarly, Locander et al. (2020), identified empathy as an obligatory element and vital part of
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being a successful salesperson because it helps in satisfying customers’ needs and interests.
According to Wieseke et al. (2013), the distinction of empathy in sales and marketing was
introduced by Lipps in 1909. Empathy is considered a stable trait (Comer & Drollinger, 1999),
although psychologists argue that empathetic listening is a cognitive skill that can be acquired
through social experience.

Prior research from marketing and sales used cognitive explanations of empathy such as
the ability to guess various behaviors of normative people (Wieseke et al., 2013) and the ability
to comprehend another person’s condition or state of mind without having to experience the
feelings of another (Comer & Drollinger, 1999). Several scopes of empathy have been proposed
by prior studies conducted on the topic. These include perspective-taking, empathic concern, and
emotional contagion. Perspective-taking entails adopting the viewpoints and opinions of another.
In this domain, two forms of information must be considered and critically synthesized:
background information about people and how they react in different environments and
situations, and perceptual contribution from the cue source. When a person tries to adjust to
understand the perspective of others, it is believed that the person is in a better position to accept
and anticipate the reactions of others; therefore, the salesperson should be able to identify the
needs of a customer and take appropriate actions to fulfill the needs.

Empathy is a paramount competency in that it not only improves the proficiency and
professionalism of a salesperson but also helps in customer satisfaction (Reinartz & Kumar,
2003). Ramsey & Sohi (1997) argued that salesperson listening skills and competency are
evaluated from customers’ perspectives. Therefore, a competent salesperson should aim to

understand the interest of the customers and should be capable of accepting customers’
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bargaining points using the best words to convince them to buy products. Empathy has long been
viewed as critical in personal selling.

Apart from salesperson empathy, various firms deploy the skill of salesperson
intelligence in the marketing approach to boost sales performance. However, Mullins et al.
(2014) argued that this approach could be problematic if the data is pegged on inaccurate
perceptions. Salespeople constitute crucial informatical strategic planning and critical adoption
of various marketing concepts. Hughes & Ahearne (2010) argued that marketing organizations
highly depend on sales input to make major decisions concerning the general operations of the
corporation. Hence, various organizations have heavily invested in applications such as
consumer relationship management (CRM) approaches to aid salespeople to collect essential
customer information and consequently advance personal and organizational decision-making
procedures (Columbus, 2013). However, concerning a salesperson’s perceptions of the buyers,
organizations may face financial implications when these opinions fail to depict accurate
customer-salesperson relationships. For instance, Homburg et al. (2008) highlighted salesperson
perceptions and quantitative metrics such as levels of profits are often used concurrently to
determine and to guide customer decisions. With inaccurate information, salespeople are often
tempted to prioritize relationships that do not depict a customer’s ideal profit capacity and, more
specifically, an organization’s extensive long-term plans. As a result, a top salesperson must be
selective in choosing which directives to implement and which to disregard. The company will
hold the salesperson liable for losing customers even if the mistake emanates from misleading
managers’ directives.

Subsequently, Rosenbaum (2001) identified the traditionally oriented managers as those

who oftentimes instruct salespeople to adopt directives even though they do not yield a positive
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customer-salesperson relationship. For example, these managers can discourage the use of
technology in sales organizations. They believe that the time for computer interactions between
customers and salespeople can be invested in other important things in the organization, not
knowing that the modern sales organization is dynamic and requires technology to match the
highly-competitive global market. Salespeople should have the ability to listen beyond just a
customer’s product needs. The salesperson should be equipped to listen emphatically at all
costs and be ready to immerse themselves in the "shoes" of customers to understand why they
have made decisions to buying or not buy certain products. The selling skills in this context
revolve around improving the relational skills of salespeople to aid them in understanding
customers’ concerns. (Weitz, 1991).

Weitz (1991) meant that managers and sales leaders sometimes do not interact with
customers as personally as salespeople do. For example, Shaw (2007) posited that selling skills
should guide salespeople as they are the ones who interact with customers most often. As
mentioned in the previous literature, corporations should teach empathetic communication skills
to their salespeople to enable them to improve their selling skills. This explains the reason Shaw
(2007) documented that realism in sales and marketing can be achieved through service learning.
In the service-learning approach, salespeople are trained to give the best services to customers
even if the customers will not purchase the products. Shaw (2007) highlighted that service-
learning entails optimizing customer consultation, and giving feedback, among other services
related to sales. Many sales managers want their salespeople to focus on the customers who buy
products and focus less on the customers who do not purchase products.

Sales managers further seek out salespeople who are highly motivated and innovative.

Rajabi et al. (2018) argued that salespeople require entrepreneurial motivation to improve their
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competencies. Additionally, salespeople with higher entrepreneurial motivation have skills to
tackle sales-related challenges. Toytéri et al. (2011) supported the claim made by Rajabi et al
(2018) and suggested that successful selling entails being unique and competent. Successful
salespeople understand and recognize the value of new business developments such as selling
single products as opposed to dealing with multiple or integrated products. Modern clients have
access to vast amounts of information that surpass the traditional sales approaches. Therefore,
salespeople should be equipped with entrepreneurial motivation allowing them to define and to
approach the ever-changing demands of their customers. Toytari et al. (2011) defined
entrepreneurial motivation as goal orientation directed towards identifying new business
opportunities, creating, and starting identified opportunities, and avoiding challenges in business
activities. Further Toytéri et al. (2011) argued that literature revolving around the entrepreneurial
orientation of organizations or sales focuses on how salespeople can adapt to challenges they
meet when they interact with customers.

The competency of salespeople requires that they be consistent in creating innovative
ideas. Creativity and innovation, as explained by Rajabi et al. (2018), are core factors that
determine success and competency among salespeople. Further, Rajabi et al. (2018) highlighted
that those business-minded and motivated salespeople should think creatively when dealing with
new and existing clients. As explained in previous literature, it is more expensive to get new
customers than to maintain existing ones. This assumption aligns with the work provided by
Rajab et al. (2018) in which salespeople should be creative when dealing with different clients.
Not all customers reflect similar attributes. Some are easy to communicate with yet resist
opinions presented to them by salespeople. Based on this assumption, a salesperson who lacks

an entrepreneurial orientation can easily give up on resistant customers and lose them to

17



competitors because of failing to develop a rapport with them. This explains the reason Toytéri et
al. (2011) listed entrepreneurial skills as a determinant for competency among salespeople.

Various academics have identified many essential competencies and skills used as
business strategies within corporations. Weber et al., (2009) determined that soft skills include
cognition, communication, management, relationship, and organizational skills. Another idea is
the skill of competitive intelligence translates into a larger share of the customer’s budget as the
salesperson uses the information to position products against competitors (Kakeesh, Al-Weshah,
& Dababneh, 2021). Different contexts require different competencies. In a strictly transactional
setting (the buyer purchases a product one time from a salesperson), salesperson competencies
are likely to be of lower importance. Conversely, in a customer setting (ongoing sales
transactions), the salesperson will require a higher level of competency (Piercy, Cravens & Lane,
2009).

Perspective is one key competency that requires a higher level of expertise. Perspective,
as a dimensional skill expounded from communication, is accepted in the sales literature (Jap,
2001). Nonetheless, Moncrief (2001) echoed that most of the communication barriers can be
avoided when salespeople place themselves in buyers’ shoes. When a professional salesperson
seeks to understand the world through the buyers’ perspective, the salesperson becomes better at
understanding the prevailing conditions affecting the buyers’ decision-making process.
Correspondingly, Piercy et al. (2009) argued that the salesperson should be more informed and
adept to satisfy the needs of the buyers to improve performance and professionalism. Even
though, this theoretical perspective could have been inaccurately extended to the sales context
because it fails to synchronize the essential advocacy attributes of a salesperson’s activities. As

Piercy et al. (2009) posited, even though salespeople are focused on arriving at solutions to
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customers’ (problems that consider long-term satisfaction of these needs), salespeople and their
managers prefer solutions that maximize the products they are selling (Amyx et al., 2009).
Following this, Mark criticizes the meaning of this from an empathic point of view “Empathy is
not without its cost to the salesperson. To develop empathy, salespeople must agree to
themselves, ‘I will never sell customers a product or service they do not need” (Mark, 1991).
Considering perspective may therefore limit a salesperson from, doing things that would
maximize profit, and increase sales at the expense of causing negative implications on customers
and not all salespeople follow Mark’s code of honor in selling.

Further, various scholars have supported their assumptions of what they perceive to be
promoting competency in salespeople. Wiedmier et al. (2002) credited technological adoption as
a key issue in promoting professionalism in sales business firms. According to the authors, they
explain modern sales require interaction within a globalized scope. The degree of
professionalism of a salesperson in a contemporary business organization can only be measured
by how globalized the salesperson is. To meet this standard, Wiedmier et al. (2002) advocated
technological knowledge and skills as prerequisite requirements for salespeople. Technological
awareness provides the salesperson with the ability to direct the flow of the sales call to an
advantage.

The degree to which a salesperson controls sales interactions is explained as one of the
significant determinants of salesperson efficacy that may be contingent upon the resources of the
salesperson resources, such as empathy. Whenever a salesperson adopts behaviors intended to
direct the flow of interaction on a sale, this may assist the customer in eliminating the number of
possible options and help them to evaluate these options (Olshavsky, 1973). Regulating

behaviors are perceived to be an expression of how frequently a salesperson tries to lead a buyer
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during a sales interaction process. Thus, this domain is comparable to being assertive (Bolton &
Bolton, 1994). Similarly, Norton (1977) argued that when a salesperson tries to direct the
process of interaction between customers and the buyers, they are not in any way trying to
dominate the buyers and deceive them into purchasing products they are not interested in and
instead create trust and build a high-quality customer-salesperson relationship. In addition,
having such high-quality relationships typically promotes and creates platforms for increased
communication levels between the buyer (customer) and the seller (salesperson). Johnston &
Lewin (1996) explained that the first strategic plan for improving salesperson competencies and
proficiency is helping the salesperson nourish a good rapport with the customers, which leads to
a higher level of customer satisfaction.
Hypotheses Development

Exploring the roles of a salesperson’s various competencies is important to comprehend
the relationship among the study’s constructs as well as the processes which lead to relationship
development. The overarching question in this study is, what sales competencies most impact
customer satisfaction and profitability? that guided the study’s purpose, which was to
investigate sales competencies and the impact on customer satisfaction and customer account
profitability while at the same time considering the moderating variable of relationship lifecycle,
answering the secondary research gquestion, how does the customer-salesperson lifecycle impact
customer satisfaction and account profitability? The final research question, how do
demographic characteristics affect customer satisfaction and account profitability? explored
the ways demographics affect customer satisfaction and account profitability. The two
dependent variables are customer satisfaction and account profitability. The independent
variables are considerable and include age, gender, education level, years in the industry, years

of professional
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selling experience, and a list of various sales competencies. research questions and hypothetical
statements are detailed as follows:

Research Q1: Which sales competencies have the greatest effect on customer satisfaction
and profitability?

H1: The greater the number of competencies a salesperson possesses, the stronger the
effect on customer account profitability.

H>: The greater the number of competencies a salesperson possesses, the stronger the
effect on customer satisfaction.

Research Q2: How does the customer salesperson lifecycle impact customer satisfaction
and profitability?

Hz: The longer the tenure of the customer-salesperson relationship, the stronger the effect
on customer account profitability.

Ha: The longer the tenure of the customer-salesperson relationship, the stronger the effect
on customer satisfaction.

Research Q3: How do demographic characteristics affect customer satisfaction and
account profitability?

Hs: Age, gender, education level, years in the industry, and years of professional selling
experience significantly and positively affect customer satisfaction and account profitability.

This research is further advanced by determining whether the customer-salesperson
relationship tenure moderates the effects of customer relationship quality on account
profitability. A moderating variable explains the process through which two variables are related,
namely a predictor variable, and often represents an individual difference, part of the causal
pathway of an effect (Thakur, & Srivastava, 2018). Moderating variables change the nature of a
relationship between the original independent and dependent variables (Zikmund, 2013).
Rephrasing the definition for this study, the specific sales competencies a salesperson possesses

will transform the effect of a customer’s satisfaction with the salesperson’s organization and, in
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doing so, will account for the relationship between the tenure of the customer-salesperson

relationship and customer account profitability.

The conceptual research model developed indicates competencies of the salesperson

impact customer relationship quality and customer account profitability. These phenomena are

further moderated by the life cycle of the customer-salesperson relationship in hypotheses Hz and

Ha. The research model indicates the relationship between the variables as detailed in the

conceptual framework model in Figure 1.

Figure 1
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Note. Sales competencies is the independent variable, customer relationship quality and customer

account profitability are the dependent variables. Relationship lifecycle is the moderating

variable.

The following sections detail the development of theories that support each hypothetical

statement.
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Customer Satisfaction

Salespeople play a pivotal role within an organization both as ambassadors to the seller’s
brand as well as customer relationship builders. Salespeople are so important that Comite
Champs Elysees' Vice President commented, “Salespeople are the most important people in our
company. They are in front of the customer. They make the difference. Customers buy when
they are satisfied” (Merck, 2014). Further, Neslin et al. (2013) established that consumers are
always changing, and business success today involves salespeople understanding and addressing
customer needs with the goal of customer satisfaction. Shaw (2007) informs us that marketing
philosophies advise corporations to implement strategies focusing on customer satisfaction in
which to develop the ongoing relationships needed to accelerate long-term competitiveness.
Salespeople must routinely interact and grow their relationships with customers using strategic
planning and sales skills while incorporating value-added selling techniques to increase customer
value and satisfaction (Michael, 2020). Johnston and Lewin (1996) showed in their seminal
research that when there are conditions of high-purchase risks, a buyer will be more likely to
purchase from a salesperson who has invested the time into developing the relationship with
another vendor or competitive salesperson. Shaw (2007) confirmed that business success today is
in understanding and proficiently addressing the changing demands of customers. This can
sometimes limit organizations from registering good profits, but it has positive consequences
overall. As explained by Weitz (1991), salespeople must consistently interact with customers
through strategic planning in a manner that the customers will value their relationships with the
salespeople (Swan et al., 2001).

Additionally, at times, customers display poor decision-making in their choices of

products. Thus, it calls for proficient salespeople to help customers realize and satisfy their taste
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in products. This ability is referenced as Value Opportunity Recognition (VOR). Bohm et al.
(2020) explained that the concept of value opportunity recognition emanated from
entrepreneurship. Similarly, Rapp et al. (2017) compared entrepreneurship and value
opportunity recognition to knowing how to identify new opportunities and resources from the
already existing ones.

Available evidence shows that existing (established) customers can be much more
profitable than new ones (Johnson & Lewin, 1996). Buyers prefer salespeople who are
communicative and are flexible to those with fixed mindsets. Besides, Boles et al. (1997)
supported this claim by explaining that positive interactions and communication between
customers and salespeople can make the customer more likely to initiate a purchase. The
authors’ argument justified the claim that positive communication and interaction are essential in
establishing greater trust and loyalty to a specific salesperson and confidence in the corporation.
This is because the salesperson can interpret and understand the concerns, needs, and demands of
the customer and be willing to devise applicable strategies for meeting these demands and
concerns.

Bowl et al. (2020) examined the roles and responsibilities of salespeople in identifying
and satisfying customers’ interests. The authors argued that a salesperson should always invest
time and effort in uncovering existing customer issues and then resolving them with appropriate
and relevant resources. A salesperson is responsible and accountable for the customer’s
satisfaction (Jap, 2001). The salesperson is the representative of the organization. Within the
salesperson-customer dyad, customer satisfaction is correlated with a salesperson determining

customer expectations; the salesperson delivers customer service and provides solutions to
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customers concerns. These behaviors synergize to influence the degree of customer satisfaction
(Pilling & Eroglu, 1994).

A sure way of improving customer satisfaction is to prioritize customers’ expectations
and wishes. When this takes place, a salesperson has a higher degree of desired
achievement (Harris, Mowen, & Brown, 2005). Similarly, McFarland et al., (2006) indicated
the skillset of salesperson accuracy, when used correctly in interpreting customers’
communication styles, improves the profit salespeople generate from customers via increased
customer satisfaction. In general, when salespeople possess an extensive degree of
professional skills, they are more successful at not only retaining customers but also at keeping
customers satisfied. The theory of reasoned action (Ajzen & Fishbein, 1980) posits that if a
customer receives superior service, increased attention (salesperson competencies), and
favorable prices, the customer will continue to be satisfied and the number of business
transactions between the salesperson’s company and the customer will increase. The theory of
reasoned action describes the correlation between mindsets and behaviors in human
connections. The theory is used to predict how individuals will behave based on their pre-
existing attitudes and behavioral intentions. Related to this study, if customers have been
satisfied in the past and present, they will continue to be satisfied through their salesperson’s
actions @iddpetize/ibeo(etiogbdtackground, it is hypothesized:

H1: The greater number of competencies a salesperson possesses, the stronger the effect
on customer satisfaction.

Salesperson Performance Measured by Account Profitability

Delpechitre et al. (2019) explained successful selling as being determined by the degree

to which the parties involved have achieved a common consensus through effective
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communication and successful selling, which can be determined quantitatively by the number of
products sold to the customer. Correspondingly, the study of salesperson performance is a
notable focus within the area of sales force management (Ingram, LaForge, & Schwepker, 2007).
Rapp et al. (2017) explained that not all salespeople can convince customers to love a
businesses’ product offerings. Thus, a firm should invest in training their salespeople in solution
selling to make them competitive since the level of competency of a salesperson is measured in
the number of sales made and the customer retention rate (Bohm et al.,

2020).

The control measure by which a salesperson is held accountable varies from corporation
to corporation and within industries. For example, one method of a formal control measure is
referred to as outcome-based control. Outcome-based control holds employees responsible for
their performance; however, employees still have the freedom to choose their techniques to
achieve their goals (Anderson and Oliver 1987). Sales quotas, also known as sales targets and
part of compensation plans, are outcome-based measures and provide corporations with an
indication of how successful a salesperson is. Quotas are a ‘report card’ and indicate to the sales
manager if the salesperson is performing on the job. Sales quotas can be defined as specific
goals set for salespeople who are responsible for attaining them over a set duration, typically,
this period is one year. (Good & Stone, 1991). Normally, a sales quota is quantitative and
based on the number of products sold or the value of the products sold which increases account
profitability (Schwepker & Good 2012). Within the casino gaming industry, the industry being
investigated for this study, sales quotes are based on account profitability, or the dollar value

sold (Orr, 2012).
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Sales quotas are achieved when customer expectations are met. When a salesperson
invests in the relationship and puts a focus on improving professional sales competencies, the
goals of both the salesperson and the customer align. Marketing literature indicates that meeting
customers’ expectations is financially beneficial to the seller as customers feel obligated to
increase purchase behavior (Homburg, Koschate, & Hoyer, 2005).

A customer’s obligation to purchase can be thought of as reciprocity. The notion of
mutual benefit is supported by social exchange theory which posits if a customer’s needs are
met, they are likely to help salespeople meet their needs (Gouldner, 1960; Huston & Burgess,
1979). Customers experience emotions like that of a person receiving a favor — meaning, a
feeling of gratitude to someone who showed them kindness and feeling they owe something in
return (Kolyesnikova, Dodd, & Wilcox, 2009). Emerson (1981) describes the interaction
between two people as a social exchange, with each party offering benefits to the other and
conditional upon rewards from the other with relations likely to develop when both parties trust
that they are benefiting more from the interaction than they are giving up. Social exchange
theory is one of the most impactful ideas of research to understand people’s reactions. The
classic theory has been used in many fields including psychology, anthropology, social
psychology, economics, tourism, and hospitality (Nunkoo & Ramkissoon 2013). One of the
first social theorists, Homans (1961) described social behavior as party A’s behavior influencing
party B’s behavior followed by party B’s behavior reinforcing party A’s behavior in return.

In a sales-customer dyad, various communication exchanges transpire between the two
parties and each exchange is dependent on the other party’s actions. When there is positive
social communication and exchanges, there are joint advantages to the customer and the

salesperson (Cropanzano and Mitchell, 2005) and thus reciprocity occurs.
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Specific to sales, reciprocity encompasses giving back certain advantages to a customer
in exchange for profits attained (Molm, 2010). Social exchange theory posits that salespeople
will get the sale when they exchange other favors to customers such as first to market with the
product, higher discounts, and even gifts or “perks” such as concerts, sporting events and other
events of interest to the customer. This is referred to as “rules of exchange.” The rules are
defined and adopted by the participants within the exchange (Cook, Rice, & Nakagawa, 2013).
A particular antecedent that leads to interpersonal associations in the buyer-seller dyad is
referred to as social exchange relationships (Cropanzano et al., 2001). Within the realm of the
buyer-seller dyad, Huston, and Burgess (1979) indicate as salespeople show concern for
customers, social exchange interactions magnify producing optimal outcomes (e.g., additional
purchases, recommendations, and future commitments).

Given the theoretical background, it is hypothesized:

H>: The greater number of competencies a salesperson possesses, the stronger the effect
on account profitability.

Moderating Role of Duration of the Customer-Salesperson Relationship

Boles et al. (1997) explained the essence of building customer relationships is mandatory
when a salesperson considers that it is more expensive to get new customers than to keep the old
ones. Besides, the authors argued that existing customers have higher purchasing power than
new ones. Similarly, Johnston & Lewin (1966) posited that in circumstances of high purchase-
related risk, a buyer is more apt to purchase from salespeople who have invested their resources
to establish and maintain a close relationship with that customer. Boles et al. (1997) further
point out customer retention is among the most discussed results of a positive relationship

between buyer and salesperson. A critical cost-saving measure in selling to existing customers is

28



that it takes fewer sales contacts and calls to make a sale (to the current customers) than to
prospective customers (new customers). This leads to greater profits for the firm via maintaining
good personal relationships between their salespeople and customers.

Retaining the existing customers is not only less expensive than finding and convincing
prospective customers but also more profitable for buyers and suppliers. When a supplier retains
a customer, it is easier for the customer to discover more about the seller’s product line. It
becomes cheaper and easier to meet customers’ demands; thus, customer satisfaction improves.
This creates more opportunities for a supplier to serve the customer(s) better and increases the
level of sales in a firm. Ajzen and Fishbein’s (1980) theory of reasoned action insinuated that if
a customer or a buyer receives unigque and superior services such as increases and undivided
salesperson attention to their demands, and best deals in terms of prices, then the positive
intentions of extending the contract with the salesperson or the supplier will increase.
Consequently, such positive intention will lead to higher levels of relationship quality. Boles et
al. (1997) argued that maintaining high-quality relationships with buyers or customers appears to
be significant in increasing long-term salesperson performance and competencies.

To simplify the issue, Swan et al. (2001) argued that organizations should see their
customers in three specific ways. The only three identities that firms should accord to their
customers are customers as commercial friends, customers as coworkers, and customers as
business acquaintances. In other words, Swan et al. (2001) implores firms to invest in ways and
strategies to satisfy their customers because the three identities discourage disloyalty between
customers and organizations. Swan et al. (2001) explained that firms often try to be loyal to their
business partners to avoid any form of abuse or fraud. Based on this assumption, when

organizations perceive their customers as co-workers, they would not like to see them purchasing
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or transacting with other firms when they can offer the services and products the customers
demand. Equally, as a customer builds confidence in the salesperson’s forthrightness, the
customer is more inclined to reveal information in general (Hughes, Le Bon & Rapp, 2013).

At times, salespeople within organizations perceive their customers as friends and vice
versa. There is a benefit to creating friendly relationships between seller and customer as these
relationships can enhance the goals and profits of the seller’s corporation over time. Customers
and salespeople are labeled as friends when they spend significant amounts of time with one
another both during work hours and outside of working hours and have elevated levels of
intimacy and self-disclosure (Price & Arnould, 1999; Swan, 2001).

Spending time with customers impacts the level of customer satisfaction (Frankwick,
Porter, & Crosby, 2001). The duration of the customer-salesperson dyad can be referred to as the
relationship lifecycle and represents a critical moderating effect on other context variables that
may influence attitudes such as customer satisfaction and salesperson success (Dwyer and Oh,
1988). Kalwani and Narayandas (1995) described salespeople engaged in long-term
relationships with customers have reduced costs over time at a rate comparable to sales growth.
Verhoef et al. (2002) observed the age of the customer-salesperson dyad moderates the
connection between relational structures (trust, affective commitment, and customer satisfaction)
as well as the volume of services purchased.

Naturally, all relationships move through a series of stages. A salesperson’s influence on
customer satisfaction differs over time as customers also progress through various stages of the
relationship with the highest level of customer satisfaction occurring in the later stages of the
relationship (Wilson, 1995). Jap and Ganesan in 2000 provided researchers with a measure

referred to as the Relationship Phase and Relationship Duration. This measurement tool assessed
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the stages of a relationship between two business parties. The first stage is exploration in which
both parties are testing compatibility. The second stage is buildup in which both parties are
receiving benefits and a level of trust has been established. Maturity is the following Stage in
which the parties have an ongoing and long-term relationship. Decline is the penultimate stage
in which one or both members are experiencing dissatisfaction and contemplating terminating
the relationship. Last is the deterioration stage in which both parties are discussing termination of
the relationship.

Just as in an intimate relationship, customers progress in relationships with their
salesperson and the corporations they represent just as a product goes through various life-cycle
phases. A product can be a tangible item, a service, or an individual (salesperson). Product life-
cycle theory states that products are broken down into four segments — introduction, growth,
maturity, and decline (Mitchell, & Clark, 2019). Corporations use this theory to make major
decisions as to when it is appropriate to increase or reduce prices, improve service, expand
service, redesign packaging, change salespeople, and reconfigure sales territories to name a few
(Nadeau, & Casselman, 2008). Kotler (1968) introduced the product lifecycle model, as shown

in Figure 2, to assist management in making new product decisions.
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Figure 2
Product Lifecycle Model

N
Sales

> Time

Introduction Growth Maturity Decline

Note: From “Computer simulation in the analysis of new-product decisions.” By Kaotler, P.,
1968, Applications of the sciences in marketing management (pp. 281-331) by John Wiley &
Sons.

As previous literature has revealed, customers with relationships in the growth and
maturity phases with their salesperson report higher levels of satisfaction (Jap, 2001). This is
true as both the customer and the salesperson become more cohesive at the levels of inter-firm
communication and shared social standards, increasing the mutuality between partners (Jap and
Ganesan, 2000, Thorelli, 1986). When the customer has had an extended and positive
relationship with the salesperson, Crosby et al., (1990) found that there is an increased likelihood
of doing business with the salesperson in the future.

Customers decide whether to engage in long-term commitments (by making future
purchases) or, in cases of considerable disagreement, whether to discontinue working with the
salesperson or the company they represent. This pattern of behavior may be attributed to the
lifecycle theory, like product lifecycle theory; (Dwyer, Schurr, and Oh, 1987) informs the reader

that relationships naturally proceed through a sequence of stages, following a trajectory as the
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relationship moves from phase to phase (Van de Ven and Poole, 1995). Several studies show
that the life cycle of a relationship, or duration, of the customer-salesperson relationship, is a
highly relevant variable that explains factors that influence customer purchases over time, with
more long-term account relationships yielding higher profits when relational standards are
present (Fink et al., 2008; Reinartz & Kumar, 2003). This notion of nurturing relationships is
recapitulated by authors Kelley and Thiabaut (1978) who propose that interactions between two
parties intensify as the parties meet and communicate more frequently. This behavior leads to
customers having a higher level of satisfaction and purchasing more frequently from the
salesperson. From a financial perspective, customer satisfaction becomes a derivative of
relationship volume with a positive correlation between relationship duration and purchase
behavior (Storbacka & Luukinen, 1996).

Given the theoretical background, it is hypothesized:

Haz: The longer the tenure of the customer-salesperson relationship, the greater the effect
on customer account profitability.

Ha: The longer the tenure of the customer-salesperson relationship, the greater the effect

on relationship quality.

Customer Demographics Effect on Customer Satisfaction and Account Profitability

Customers in different age brackets have diverse opinions on what it takes for a
salesperson to provide an elevated level of satisfaction (Cardoso, Costa, & Novais, 2010).
Homburg and Giering (2001) reasoned mature customers are frequently constrained in their
information managing capability when compared to younger customers. Daughtrey, Vowles,

and Black (2013) established as customers grow older, their loyalty increases.
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One study investigated the moderating role of age on customer satisfaction and revealed
satisfaction was a strong predictor for loyalty with young customers but was inconsequential for
older customers who appeared to behave more rationally in consumer decision-making
(Thaichon, & Quach, 2016). Another key demographic within the literature is that of gender.
Gender classification is a social structure that is interwoven with all facets of human behavior,
not excluding customer satisfaction and account profitability. Due the differences, researchers
have long been studying gender and consumer behavior. Thaichon & Quach (2016) advised
women had a stronger feeling of obligation to purchase than do men. Women commonly make
purchasing decisions on an emotional basis, while men decide armed with facts and
information.

Considering time as a component of purchasing behavior, men tend to make purchasing
decisions based on immediate needs and how well the product or service will satisfy needs right
now into the near future (Herter, Dos Santos & Costa Pinto, 2014). Further gender purchasing
considerations by Sreen, Purbey, and Sadarangani (2018) indicate women react more strongly
than men to personal interaction with sales associates, while men are more likely to respond to
more utilitarian aspects of the experience.

Regardless of demographics, age, gender, education level, etc., social psychologists argue
purchasing decisions are based on an individual’s identity (Burke & Stets 2009). Sniderman
(1975) stated that a person's description of the self is frequently a function of one's disposition
and professional tendency.

People long to be part of groups and gain a sense of belonging in their social world. This
phenomenon is explained by social identity theory which states a person’s identity shapes one’s

self-image. The more people relate with a distinct group, the more that group plays a role in
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shaping how people view themselves, e.g., | am poor, | am educated, | am old, | am a male, | am
experienced, | am inexperienced, etcetera (DeLamater, 2006).
Given the theoretical background, it is hypothesized:

Hs. Age, gender, education level, years in the industry, and years of professional selling
experience significantly and positively affect customer satisfaction and account profitability.

Summary and Research Gap

This research contributes to the existing body of literature by detailing the complexity of
how sales competencies affect customer satisfaction and account profitability within the casino
gaming industry. The various sales professionals working within the casino gaming industry are
faced with the prospect of responding to the constant changes in their internal and external
environments. Salespeople must possess specific competencies not only be effective but also to
thrive in a highly competitive environment. One of the key targets of this dissertation was to
identify key competencies that belong to the most successful salespeople as evaluated by their
customers.

To optimize the benefits of strategies that synchronize salesperson intelligence, a primary
sales competency, organizations need more orientation in comprehending how to manage
salesperson perceptions. Homburg et al. (2013) acknowledged the existing interest in addressing
and examining this phenomenon in recent years. However, VVosgerau et al. (2008), explained
that there are still three important research gaps that remain unaddressed. Primarily, even though
existing literature captured empirical evidence that substantiated the roots of inaccuracy at an
organizational level, studies on the causes of inaccuracy within the scope of salesperson
competencies are still not sufficient (Homburg et al., 2013). This is integral research because
sales leaders should understand why and when salesperson competencies best apply to the

context. Second, there have been mixed findings on the effects of perceptual inaccuracy as a
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competency. According to Homburg et al. (2013), some findings proposed that salesperson
perceptual inaccuracy has a negative influence on salesperson behavior. In contrast, Vosgerau et
al. (2008), explained that overestimating relational intimacy reduces conflicts and increases
relationship functioning. Besides, extant research studies fail to clarify whether the
consequences of specific sales competencies within the level of the firm are manifested or
extended to the salesperson-customer dyads. This research question cannot be overlooked
because the relationship between a salesperson and customers is more interpersonal than that
between a salesperson and an organization.

While numerous empirical research studies examine sales competencies in various
industries, there is yet to be a study that examines salespeople in the casino industry. This study
fills the gap of evaluating and exploring the sales competencies of salespeople within the highly
competitive casino gaming industry while examining the effects of competencies on customer
satisfaction and account profitability. This research will add context to the industry and
scholarly literature relating to the scope of sales relationships, competencies, customer
satisfaction, and account profitability. Furthermore, this work will contribute to the knowledge
base of how the customer-relationship lifecycle can be maximized by lessening the law of
diminishing returns and maximizing the most effective duration of the relationship, e.g., what is
the optimal duration of the customer-salesperson relationship where the account yields the

highest profits.
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Chapter 3 - Methods

Research Design and Methodology

This chapter highlights research designs employed to answer the overarching research
question: What sales competencies most impact customer satisfaction and profitability? and at
the same time, to explore the customer-salesperson lifecycle as a moderating variable.

This topic of sales competencies and customer account profitability may be approached
either with qualitative or quantitative measures, and neither method is superior (Cook &
Reichardt 1979). However, according to Ennis (1998), the most worthwhile studies on
competencies use multiple data gatherings and mixed methods engineered to reveal salesperson
competencies. Additionally, when applying a mixed method approach, the researcher has an
opportunity to expand the scope of data collected providing a comprehensive response to the
research questions asked (Hong, Gonzalez-Reyes & Pluye, 2018).

Studies Overview

The research portion consisted of two studies. Study 1, the qualitative portion, explored
and interpreted customers’ views of which salesperson competencies were the most important
and the relationship of salesperson competencies to the customer’s level of satisfaction and
account profitability. Study 2, the quantitative study, also evaluated which sales competencies
had the strongest impact on customer satisfaction and account profitability as well as interpreted
the moderating effect of the customer-salesperson lifecycle on customer satisfaction and
customer account profitability. The subsequent sections justify the use of a mixed-method
approach, design of the studies, operationalization of the variables in the studies, and measures

of the dependent variables.
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Qualitative Method: Study 1

While operating within a scope of research that has limited publications, applying a
qualitative approach is more than acceptable (Drumwright, 1994). Qualitative research allows a
researcher to provide elaborate interpretations of rich human experiences which can explore new
phenomena (Glesne 2016). It encompasses generating research propositions to discover a new
area.

The literature in this study informed the reader that because the topic of salesperson-
customer dyads and salesperson competencies remain topics in the infancy stages of research,
specifically in the casino gaming industry, one acceptable application of analysis is a qualitative
methods approach (Heath & Cowley, 2004).

Sample and Data Collection

Study 1 involved a small group of ten participants who are gaming operators that had
interacted with a slot machine salesperson within the last 3 months. These customers
(participants) were selected by the researcher and took part in one-on-one, semi-structured
interviews. Based on the researcher’s professional experience in the casino gaming industry, the
participants were carefully chosen to participate based on their professional experience and
willingness to provide authentic and rich responses. Personal interviews paved the way for the
exploration of topics and facilitated the preparation of the quantitative survey following Study 1
(Tracy, 2010). The personal interviews consisted of respondents answering open-ended questions
about their salesperson experiences including the salesperson’s skillsets and characteristics.
Deeter-Schmelz & Sojka (2007) instructed that personal interviews permit participants to speak
comfortably and in detail about their experiences. For example, the interview began with “Do

you recall the first time you met your salesperson? Please tell me more about that including your
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first impressions.” According to Michel, Merk, and Eroglu (2015), by creating an intimate
atmosphere, interviews will help a researcher obtain detailed and accurate information from the
respondents

A non-probability purposive sampling method was used in Study 1 as the researcher had
a clear idea of which customers were willing to take part in the study. The ten participants were
recruited either via a personal phone call, text or asked in person by the researcher. Interviews
took place in the participant’s casino office, coffee shop or restaurant if the area was private
and free from excessive distractions.

Twenty-one semi-structured questions were asked to assess the customer’s (the
participant’s) interaction with their primary salesperson as well as intentions to purchase from
the primary salesperson. All questions were open-ended to capture as much detail as possible
while guided by the researcher to keep the subject focused and on task. To minimize biases and
errors in interview questions, structured questions, which were pre-determined, guided and
systematic, supported data with a higher rate of generalization and quantitative analysis.

During the interviews, customers began with sharing demographic information such as
age, gender, education level, and years in the industry, followed by an overall assessment of the
buying experience with the customer’s primary salesperson. The customer was then asked for a
precise description of their interaction with the primary salesperson and proffered an opinion
about the selling approach of the salesperson. Thirdly, customers were probed regarding any
negative impressions of the salesperson they may not have mentioned previously. Customers
were directed to expand on which sales competencies were most important to nourish the
customer-salesperson relationship and why the customer ranked each characteristic in the order

they did i.e., “Name the top 3 most important characteristics in a salesperson.” “Why did you
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rank them in that particular order?” Then those questions were followed by “Name the top 3
characteristics your salesperson possesses.” To determine intent to purchase, customers were
asked “Describe how relevant your salesperson’s behaviors and traits are in your purchase
decisions.” To evaluate account profitability, questions relating to the customer’s purchasing
behavior were probed, for example, “How has your relationship with your primary salesperson
impacted your purchases?” Lastly, to explore the moderating variable of customer-salesperson
relationship lifecycle, customers were asked to expand upon the duration of the relationship they
have with their primary salesperson. For example, “How long has your salesperson worked with
you?”, “Thinking of the time you have worked with your primary salesperson, how has the
relationship impacted your pu