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ABSTRACT 

Title DEVELOPING SCALE AND EVALUATING TRAINING PROGRAM FOR MICRO-
SKILLS OF SELLING FOR SALESPEOPLE IN THAI PETROCHEMICAL 
INDUSTRY  

Author EKHARINTHR PHONGKHAJEERATHIBHA 
Degree DOCTOR OF PHILOSOPHY 
Academic Year 2022 
Thesis Advisor Assistant Professor Dr. Kanu priya Mohan  
Co Advisor Assistant Professor Dr. Sudarat Tuntivivat  

  
This research explored the meaning and identified the factor of the micro-skills of selling, 

developing and testing a new micro-skill of a selling scale, and to develop a training program and assessed 
the effectiveness of a training program for the development of micro-skills of selling for salespeople in the 
Thai petrochemical industry and other related industries. This research was an exploratory sequential mixed 
methods design, consisting of three phases.  First, the qualitative data was gathered through semi-structured 
in-depth interviews with 10 experienced sales professionals to explore the main factors of the micro-skills of 
selling. The results were used to develop a questionnaire to be administered to 202 petrochemical industries 
sales professionals in Thailand. Two primary themes were identified through deductive content analysis. 
Second, the quantitative data was collected by micro-skills of selling scale and be analyzed by multivariate 
statistics, exploratory factor analysis (EFA).  The results revealed three factors: (1) presentation skills; (2) 
questioning skills; and (3) listening skills. Third, the intervention phase aimed to assess the effectiveness of a 
training program for the development of micro-skills of selling for salespeople. A pre-experiment pretest 
posttest design used eight sessions and the activities were conducted with a sample of 20 salespeople who 
worked for distributors in the petrochemical industry and related industries in Thailand. The results of paired-
samples t-test, the micro-skills of selling pretest (M = 62.75, SD = 3.78) and posttest (M = 58.50, SD = 4.12), 
t (19) = 7.98, p < .000; showed that the program could increase the behavior of micro-skills of selling 
behavior during sales call of salespeople. The implications in this study would help to enhance knowledge 
about micro-skills of selling, which were accountable factors for the performance of sales professionals in the 
petrochemical industry and related industries in Thailand. 

 
Keyword : Sales skills, Micro skills of selling, Exploratory sequential mixed method research 
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Chapter 1  
Introduction 

Background of Research 
The petrochemical industry is one of the major industries in the world and 

especially for Thailand and petrochemical product prices have historically been 
changed in the cyclic pattern (Khanunthong, 2020). To survive in this competitive market 
and still achieve a profitable business while selling at lower prices in an oversupply 
situation, salespeople assume an important role to maintain revenue and continued 
profitability for the petrochemical industry. Besides, customers expect salespeople to be 
more knowledgeable, respond faster, and provide value-added, customized solutions to 
their problems (Ricks, Williams, & Weeks, 2008), therefore, to understand the wants and 
needs of customers and also persuade or lead customers to buy appropriately, the 
sales skills are essential, which include – listening, questioning and presentation skills.  

The industry faces increasing challenges, i.e., impact from Covid-19 pandemic, 
advancing technological development, pricing fluctuations as a result of myriad market 
mechanisms, expanding complexity of competitive advantages, improved customer 
experiences that lead to sophisticated customer expectations. Customers demand 
faster and smarter responses, contemplate value-added or customized solutions 
calculated to solve their unique specifications and seize new opportunities from more 
knowledgeable salespeople (Jones, Dixon, Chonko, & Cannon, 2005). These drive 
salespeople need to know more about, and have a closer, more durable and 
sustainable relationship with their customers in the normal environment. With the Covid-
19 pandemic, the “new normal” environment has been practiced everywhere, including 
the business world, Ray (2020) indicated that a non-face-to-face communication with 
supplier organizations is a preference for customers increasingly. However, the sales 
process still carries on, salespeople need to provide services and sustain relationship 
with their customers through the digital means with the even more critical listening, 
questioning and presentation skills (Rangarajan, Sharma, Lyngdoh, & Paesbrugghe, 
2021). Hence, salespeople not only change their roles from the past substantially, but 
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they also need to develop themselves to respond quickly to all changes (Ricks et al., 
2008). The cost of developing a single sales professional may exceed 100,00US$ in the 
technical product markets such as chemicals, computers and imaging systems (Ricks 
et al., 2008). It can take organizations as long as two years to realize the profit from the 
new sales professional with this high initial cost (Ricks et al., 2008).  

Selling is an example of persuasion which almost everyone experiences 
(Sternberg & Horvath, 1999). Selling is to persuade through adjusting the beliefs, 
attitudes, and behavior of others (Sternberg & Horvath, 1999). People’s desires are 
typically prioritized by their wants and needs. These wants and needs build up 
internally, and cause people to wish to buy products or services. People also buy for 
both practical (rational) and psychological (emotional) reasons (Futrell, 2011). Therefore, 
salespeople require translatable skills, qualifications and knowledge, in order to 
understand the specific specifications, emotional wants and practical needs of 
customers and persuade and anticipate how to lead customers to buy appropriately. 
For example, fundamental questioning skills for not only asking customers the more 
obvious but also designed to do the “ probing and insightful questioning that uncover 
their buying situation and needs” (Shoemaker & Johlke, 2002). Effective listening for fact 
finding from customer or buyer has been agreed among industrial salespeople as the 
most important skill needed to be successful (Shepherd, Castleberry Stephen, & 
Ridnour Rick, 1997). On the contrary, sales executives agree that poor listening skills is 
the most important factor contributing to the salespeople’ failure (Shepherd et al., 1997). 
More recent research indicate that customer-oriented salespeople express their care 
toward customers through listening and salesperson relationships and sales 
performance driven by listening through direct and mediated mechanisms (Itani, Goad, 
& Jaramillo, 2019). 

Sales presentation skills related to the selling process, which salespeople need 
to engage with, persuade or influence customers (Johlke, 2006). Both salespeople 
(Chonko, Tanner, & Weeks, 1993) and sales managers (Peterson & Smith, 1995) report 
that sales presentation skills are necessary for sales success. Furthermore, the recent 
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research findings showed identified 110 sales skills, including listening skills, 
questioning skills and presentation skills, were important to a salesperson’s success 
(Razmak, Pitzel, Belanger, & Farhan, 2022). These are the essential selling skills in 
which organizations invest as the core competency for their salespeople (Ryals & 
Marcos, 2012). Businesses prioritize selling as the highest priority in the organization. 
Not product or services availability, not potential customers nor sufficient numbers of 
salespeople, but the skills and knowledge in selling that salespeople master during their 
sales routine that impacts business performance (METTL. & India, 2017). In other words, 
sales skills or sales competencies are the accountable factors for the salespeople ’
performance (Punwatkar & Varghese, 2014). 

Selling is an art and science. Salespeople need skills beyond classroom 
teaching for success. Sales skills are like sports training, they require practice and 
experience. Selling skills include listening, objection handling, nonverbal 
communication, and closing sales. These skills can be learned only from experience 
(Futrell, 2011).  

Proficiency in sales is defined as the individual's ability to perform the 
necessary tasks for the sales job, and it is composed of three distinct components: 
interpersonal skills, salesmanship skills, and technical skills. Interpersonal skills involve 
handling and resolving conflicts, salesmanship skills include making presentations and 
closing sales, and technical skills involve knowledge of product features and benefits, 
engineering skills, and the procedures required by company policies (Rentz, Shepherd, 
Tashchian, Dabholkar, & Ladd, 2002). A meta-analysis conducted by Churchill et al. 
(Rentz et al., 2002) discovered that much research has been focused on two primary 
areas of selling skills: (1) A micro-skill stream identifies three types of skills —
“interpersonal skills,” such as knowing how to manage and resolve conflicts; 
“salesmanship skills,” such as knowing how to present; and “technical skills,” such as 
knowing  the features and benefits of a product. (2) A macro-skill stream focuses on 
knowledge and knowledge-related capacities of salespeople (such as the amount and 
richness of customer category information that is recalled). 
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An evaluation and synthesis of the relevant literature of micro-skills of selling 
identified several areas that should contribute towards overall selling skills. For example, 
salesperson cues and questioning (Rentz et al., 2002) or listening skills (Rentz et al., 
2002) are posited as being representative of overall selling skills. Similarly, presenting 
the sales message or knowing how to make a presentation to customers has been 
captured in the second dimension of selling skill – salesmanship skills (Rentz et al., 
2002). The micro-skills stream of research has focused on individual sales skills for 
example, listening skills or interpersonal listening skills, questioning skills and 
presentation skills (Rentz et al., 2002). 

Most of sales training and development programs focus on a diversity of 
knowledge, skills, and abilities— KSAs, which are  viewed applicable for sales 
effectiveness (Dubinsky, 1996). KSAs are divided into three categories: task-related, 
growth-related, and meta-KSAs. Task-related KSAs pertain to sales functions, growth-
related KSAs facilitate expanding one's repertoire, and meta-KSAs aid in articulation, 
cognizing, and manipulation of one's KSAs (Cron et al., 2005). Usually, task-related 
KSAs relate to critical sales factors for promoting company’s offerings. These KSAs are 
closely tied to sales and can be assessed behaviorally. Behavioral change is influenced 
by modeling, role-playing, and reinforcement principles taught in training (Cron et al., 
2005). Skill acquisition involves general and specific skills (Schunk, 2012). Ohlsson 
(1993 as cited in Schunk, 2012) proposed a three-step model of skill acquisition: 
generating task-specific actions, recognizing mistakes, and rectifying them. This model 
has general and task-specific processes. Learners adapt to task conditions as they 
learn (Schunk, 2012). With practice and learning, therefore, general methods become 
more specialized” (Schunk, 2012). Romiszowski (2009) introduced the skill development 
theory.  Skills are the ability to perform a task efficiently and effectively (Romiszowski, 
2009). Skill develops through experience and practice, while knowledge is either 
possessed or lacking (Hajaraih, Bell, Pellegrini, & Tahir). Repro skills focus on 
procedures, while productive skills use principles and strategies. Skill type affects 
instructional strategy more than its category. Skills subsist along a spectrum of 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

5 

complexity from reproductive to productive. Reproductive skills focus on procedures, 
while productive skills use principles and strategies (Hajaraih et al.). Skill type affects 
instructional strategy more than its category (Romiszowski, 2009).  

Probably the best way to develop or teach skills-oriented disciplines are 
actively practicing the skills in situations and with exercises that approximate the way 
the skills will be deployed or utilize on the job (Healy, Taran, & Betts, 2011). Professional 
sales is also a skills-based discipline that practitioners have used active techniques 
such as role plays, exercises, simulations, coaching and others to train professionals in 
skills-oriented disciplines (Healy et al., 2011). Obviously, this has been done by 
applying the principles of experiential learning in the sale straining program. Healy et al. 
(2011) examined two courses that based on existing sales training programs used in 
practitioner settings and found that the exercises and activities are shown to follow the 
established cycle of experiential learning - concrete experience-reflective observation-
abstract conceptualization active experimentation. The results also bring in Bloom’s 
taxonomy of educational objectives and show how repeated iterations of the experiential 
learning cycle incrementally move students up the taxonomy. 

The learning process is rather constructing knowledge than receiving 
knowledge alone (Schunk, 2012). Therefore, the goal of adult learning is an emphasis 

on actively constructing knowledge through activities such as case studies, role-playing, 
simulations, brainstorming, etc.  

Salespeople's learning class is adult education. The learner must have practical 
reasons, prior knowledge, and be motivated to learn in a self-directed environment. The 
teacher promotes learning with appropriate methods (Chanyawudhiwan, 2012, pp. 43-
44).  Artis and Harris (2007) suggested using self-directed learning to supplement 
salesforce training for better sales performance. Adults learn by connecting new 
information to existing knowledge, prompted by real-world events, and focusing on 
competency-based learning (Maes, 2008). Research suggests a medical sales training 
program can apply andragogical principles With the echoing from the findings from the 
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research in the sales training areas suggested that a medical sales training program 
can apply andragogical principles (Washington II, 2016).  

The effort and persistence that people will spend on a task depends on Self‐

efficacy judgments. Those with stronger self‐efficacy beliefs employ greater efforts to 

cope with challenges while those with weak self‐efficacy beliefs are likely to decrease 
their efforts or even quit (Staples, Hulland, & Higgins, 1998). However, a person’s 
awareness of their true ability can either promote or hinder learning. Objective self-
awareness is the ability to accurately perceive and understand one ’s feelings, thoughts 
and emotions. It is concerned with the self-reflexive quality of consciousness (Silvia & 
Duval, 2001). Influencing self-focus attention with a mirror, video cameras or observers 
increases self-evaluation in affection and behaviors(Silvia & Phillips, 2013). Self-focus 
increases self-attribution (Silvia & Duval, 2001), so the continuous self-focus promoted 
an attribution of the self-discrepancy (Silvia & Duval, 2001). Hence, objective self-
awareness in one’s own skills and behaviors for salespeople is the ability to accurately 
perceive reality, which leads to self-discrepancy for sales skills and appropriate working 
behaviors. However, the results obtained from the meta-analytic for sales training 
interventions were limited by the small number of available studies and the relatively 
large proportion of those that were unpublished when compared to the enormous 
financial commitment to training by the majority of organizations (Farrell & Hakstian, 
2001) such as in the sales presentation skills area, there is a need to explore further the 
"effective sales presentation skills" that provide what the customer desires (Cicala John, 
Smith Rachel, & Bush Alan, 2012). Besides, there is quite limited study of sales training 
for salespeople, in the areas of contents and implementation and geographical regions, 
as most of the research-oriented studies were either in North America or Europe, which 
was UK centric with fewer empirical studies (Singh, Manrai, & Manrai, 2015). Until 2020, 
the study of sales education in the board range of topical coverage in an international 
context has still got quite minimal attention (Cummins, Nielson, Peltier, & Deeter-
Schmelz, 2020). Furthermore, regarding systematic and critical review of the sales 
education literature, although it was limited to the pedagogical field in USA, this also 
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indicated that much more research could be conducted in the field of sales education to 
continue to identify best practices, teaching-practices, etc., including study covering 
topics and opinions outside of academia specifically pertaining to business 
professionals (Spiller, Kim, & Aitken, 2020). Furthermore, there is quite a limited measure 
of micro- skills of selling such as listening, questioning and presentation skills for 
salespeople that contain the small number of items. The available scale are for three 
main selling skills dimensions, in which measuring general interpersonal skills more than 
sales-related actions (Rentz et al., 2002) , a 142-item questionnaire for measuring sales-
related actions during five steps is sales (Inamizu, Sato, & Ikuine, 2017) or only specific 
skills such as listening (Stephen B Castleberry, Shepherd, & Ridnour, 1999; Drollinger, 
Comer, & Warrington, 2006; Inamizu et al., 2017), and presentation skills (Inamizu et al., 
2017; Johlke, 2006), in which, all of them contain quite a number of items. This exhibited 
the lack of a more “practical items number” scale that measure of micro-skills of selling 
during the sales call.  

The lack of analysis in the study of sales skills in the petrochemical industry has 
prompted the need to develop a set of measures for micro-skills related to selling, such 
as listening, questioning, and presentation skills. The aim is to include a more practical 
number of items. Additionally, it is crucial to design training and development programs, 
utilizing objective self-awareness techniques and methods to enhance the sales skills of 
salespeople. This is becoming increasingly important for the success of petrochemical 
businesses in the future. 

Research Questions  
1. How can we measure the micro-skills of selling for petrochemical and related 

industries sales professionals in Thailand?  
2. How can we develop a micro-skills of selling scale and a training program to 

develop the micro-skills of selling for petrochemical and related industries salespeople 
in Thailand look like, and what are their components? 

3. Is a training program to develop the micro-skills of selling for petrochemical 
and related industries salespeople in Thailand effective? 
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Objectives of Research 
1. To explore the meaning and identify the factors of micro-skills of selling for 

petrochemical and related industries sales professionals in Thailand. 
2. To develop a scale for micro-skills of selling and a training program to 

develop the micro-skills of selling for petrochemical and related industries sales 
professionals in Thailand. 

3. To evaluate the effectiveness of the training program to develop micro-skills 
of selling for petrochemical and related industries salespeople in Thailand. 

Scope of the Research 
Populations of research 

Petrochemical Industries salespeople in Thailand. 
This research was an exploratory sequential mixed methods design (Creswell, 

2018).  It consisted of three phases.  
Phase I – Qualitative phase  
Participants of research  

Key informants  
10 key informants who were experienced petrochemical industries 

salespeople with a minimum of 10 years of experience in sales in petrochemical and 
related companies in Thailand, with one of the following qualifications – receipt of the 
sale award, holding the management or executive level at the present or meet at least 
90 % of the sale target (in average) during the sales career.  

Phase II - Quantitative phase - samples  
A sample of 20 petrochemical industries salespeople – salespeople who 

work for petrochemical industries and related companies both manufacturers and 
distributors in Thailand, for pilot testing an instrument to measure micro-skills of selling.  
A new instrument was administered to a sample of 202 petrochemical industries 
salespeople who were selected randomly from petrochemical industries salespeople in 
Thailand for administration of a new instrument.   
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Phase III - Quantitative phase - samples  
Pre-experimental design - A sample of 20 petrochemical industries 

salespeople who worked for distributor for petrochemical and related industries in 
Thailand, for both before and after attending the training program.  

Phase I - Qualitative phase procedure 
First, qualitative data (from the interview) was gathered from 10 key 

informants who were experienced petrochemical Industries salespeople with a minimum 
of 10 years of experience in sales in petrochemical and related companies in Thailand, 
with one of the following qualifications – receipt of the sale award, holding the 
management or executive level at the present or meet at least 90 % of the sale target (in 
average) during the sales career, and analyzed. Then the analyzed data was used for 
developing items for an instrument to measure micro-skills of selling and the micro-skills 
of selling for petrochemical and related Industries salespeople in Thailand training 
program. 

Phase II – Developing micro-skills of selling scale and training program 
(quantitative phase). 

Having the results from phase I for developing items for an instrument to 
measure micro-skills of selling and the micro-skills of selling for petrochemical and 
related Industries salespeople in Thailand training program.  

The micro-skills of selling scale was developed from the results of first 
phase of this study. The developed micro-skills of selling scale for petrochemical and 
related industries sales professionals in Thailand was created in both Thai and English 
and tested for reliability. All items were reviewed by five experts in the field for content 
validity. The index of item-objective congruence (IOC) was examined for reliability. The 
25 items had an Item Objective Congruence (IOC) higher than 0.6. Then the new 
developed instrument to measure micro-skills of selling administered for pilot testing to a 
sample of 20 petrochemical industries salespeople – salespeople who work for 
petrochemical industries and related companies both manufacturers and distributors in 
Thailand. The responses from the pilot study were analyzed to check the validity and 
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item total correlation of the instrument. Then, in the last phase, a new instrument was 
administered to 202 petrochemical industries salespeople who were selected randomly 
from petrochemical industries salespeople in Thailand. Then, the quantitative data was 
analyzed using the EFA (factor analysis) to explore the factors in the micro-skills of 
selling for petrochemical and related industries salespeople in Thailand. 

The training program objectives was to develop the micro-skills of selling for 
petrochemical and related Industries salespeople. The training program was validated 
for the objectives, contents, activities, and implications of learning theories by three 
experts.   All objectives, contents, activities, and implications of learning theories had an 
Item Objective Congruence (IOC) higher than 0.6. 

Phase III - Evaluating the effectiveness of the training program to develop 
micro-skills of selling for petrochemical and related industries salespeople in Thailand 
(quantitative phase).  

pre-experimental design - In this part of the study the researcher used the 
instrument to test the micro-skills of selling in both pre and post intervention to assess 
the effectiveness of a training program that was developed from phase II. Having 20 
salespeople from petrochemical industries salespeople in Thailand, A purposive 
selection method was used to choose 20 salespeople who voluntarily participated in the 
evaluation, designed based on Phase II, both before and 4-6 weeks after the training 
program.  

Operational Definitions 
Micro-skills of selling –The actions of individual sales skills used during the 

interaction between customers and salespeople for understanding how to handle, 
resolve issues and knowing how to present. Micro-skills of selling consist of listening, 
questioning and sales presentation skills. 

Listening skills –The actions of listening to customers in order to accurately 
receive and interpret messages in the communication process.  

Questioning skills – The action of asking customers questions, in order to 
explore an issue, an idea or captivating something effectively.  
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Sales presentation skills – The actions of presenting information about a 
product or service that attempts to persuade customers with a planned sales 
presentation strategy to initiate and close a sale.  

The participants were asked to evaluate their behaviors prior/during/after the 
sales calls/customer meetings on a 5-point Likert-type micro-skills of selling scale of 
items ranging from “Never” to “Always”. 

Definition of Terms 
Petrochemical Industries salespeople – Salespeople who work for 

petrochemical Industries and related companies, both manufacturers and distributors in 
Thailand during 2022. 

Experienced Petrochemical Industries salespeople – Petrochemical Industries 
salespeople who have a minimum of 10 years of experience in sales in petrochemical 
and related companies in Thailand prior 2022, with one of the following qualifications – 
receipt of the sale award, holding the management or executive level at the present or 
meet at least 90 % of the sale target (in average) during the sales career. 

Training Program – The micro-skills of selling training program for 
petrochemical and related industries salespeople in Thailand. It was aimed at building 
knowledge, awareness and developing the micro-skills of selling (listening, questioning 
and sales presentation skills) through practice.   

Significance of Research 
To knowledge 
Due to the lack of existing studies of sales skills in the petrochemical industry in 

Thailand, the findings could give a better understanding of the micro-skills of selling 
construct after investigating it in the petrochemical industry in Thailand. Additional 
information, knowledge, and insights about micro-skills of selling might be discovered. 
In addition, a micro-skills of selling scale would be developed. This development could 
contribute to the betterment of concept of micro-skills of selling, which was drawn from 
the micro-skills stream of research, in which focusing on individual sales skills (Rentz et 
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al., 2002). Besides, this study proposed a sales training program based on adult 
learning, experiential learning theory, social cognitive theory, and objective self-
awareness. It enhances micro-selling skills and encourages their use and improvement 
by salespeople. 

To Practice 
The petrochemical Industry is one of the major and large industries in the world 

and for Thailand. The petrochemical market is a large market that is connected globally, 
therefore, petrochemical product prices have historically been determined by global 
supply and demand, including production cost, as they relate to the concept of 
Laggard-driven pricing. To survive in this competitive market and still achieve a 
profitable business while selling at lower prices in an oversupply situation, salespeople 
assume an important role to maintain revenue and continued profitability for the 
petrochemical industry. These drive salespeople needed to know more about,  and have 
a closer more durable and sustainable relationship with their customers. Hence, 
salespeople need to develop themselves to respond quickly to all changes. Therefore, 
the skills and knowledge of salespeople are crucial for understanding customers’ needs 
and enticing customers to buy appropriately through micro-skills of selling – listening, 
questioning and presentation skills. The primary contribution of this research was the 
creation and testing of a new micro-skill of selling scale, as well as the development and 
evaluation of a training program for the development of micro-skills of selling. This will 
lead to a better understanding of the micro-skills of selling in the petrochemical 
business. Understanding the relative capital expenditure of developing a sales 
professional is costly both in terms of time and money, this research endeavors to 
provide appropriate cost-effective micro-skills of selling training program which are 
intended to increase their utilization and encourage enhancement of micro-selling skills 
for salespeople in the petrochemical and related industries.  
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Chapter 2  
Review of Literature 

The research consisted of three phases to develop and test a new micro-skill of 
selling scale, and to develop a training program and assess the effectiveness of a 
training program for the development of micro-skills of selling for salespeople in Thai 
petrochemical Industries and related industries. A literature review was conducted to 
explore gaps and derive implications for the current research. In this chapter, the 
reviewed literature related to the search was divided into eight sections: 

1. Salespeople in Thai petrochemical and related industries 
2. The concept of selling 
3. The Sales Process 
4. Selling skills 
5. The theoretical background of research 

5.1 Social cognitive theory 
5.2 Objective Self-awareness 
5.3 Experiential learning theory 
5.4 Adult learning 

6. Exploratory sequential mixed methods research 
7. Training Development  
8. Proposed conceptual framework 
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Salespeople in Thai petrochemical and related Industries 
The salespeople’s roles or activities can vary from company to company, 

business to business or industry to industry (Futrell, 2011). In general, in order to sell 
more, salespeople must close sales and create connections or build up relationships 
with the same individual and/or organization. To achieve both, salespeople must solve 
problems, provide service, assist with reselling, teach how to use the purchase, 
generate goodwill, and keep employer up-to-date on customers’ needs and attitudes 
toward product and service (Futrell, 2011). Therefore, the proposed nine most 
significant work functions for professional salespeople are “1. Generates new 
customers. 2. Increases sales to existing clients. 3. Establishes long-term customer ties. 
4. Resolving consumer issues. 5. Provides customer service. 6. Assists customers in 
reselling things to their own customers. 7. Assists customers in using things once they 
have purchased them. 8. Increases consumer loyalty. 9. Provides market information to 
the company” (Futrell, 2011).  

Petrochemical complexes usually receive continued investment from the 
petroleum industry (Khanunthong, 2020). This process uses petroleum products as 
feedstocks or raw material in the production of final petrochemical products typically 
referred to in the industry as the downstream petrochemical industry. The final products 
from this industry are the raw materials and important basic materials for other industries 
i.e., packaging, automobile, electronics, construction, and etc. (Khanunthong, 2020). 
The export value of the Thai petrochemical industry in June 2021 was approximately 
1.1756 billion US$, an increase of 47.11% from the same period in 2020. In addition, the 
import value for the same industry in June 2021 was approximately 0.62161Billion US$, 
an increase of 100.92% compared to the same period in 2020 (Economics, 2021). The 
petrochemical market is a large market that is connected globally, therefore, 
petrochemical product prices have historically been determined by global supply and 
demand, including production cost, as they relate to the concept of Laggard-driven 
pricing. Laggard-driven pricing associates the market prices of petrochemical products 
as determined by the cost of the raw materials which are used for producing those end 
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products, hence, the upstream and downstream petrochemical product prices are 
correlated with the raw material (Khanunthong, 2020). As the petrochemical market is a 
substantial and globally connected market, therefore, petrochemical product prices 
have historically been driven by global supply and demand, including production cost, 
as they relate to the concept of Laggard-driven pricing (Khanunthong, 2020). Not only 
the nine important job functions for professional salespeople that they have to perform, 
but to compete in this “cut throat” market and still be a profitable business while selling 
at lower prices in the oversupply situation, salespeople assume important role to, at 
least, maintain revenue and continued profitability through their sale skills. These drive 
salespeople need to know more about, and have a closer, more durable and 
sustainable relationship with their customers. Hence, salespeople need to develop 
themselves to respond quickly to all changes. Therefore, the skills and knowledge of 
salespeople are crucial for understanding customers’ needs and enticing customers to 
buy appropriately. In order to understand the wants and needs of customers and also 
persuade customers, the micro-skills of selling are essential, which include – listening, 
questioning and presentation skills. Although a review and synthesis of the relevant 
literature of micro-skills of selling identified several areas that could contribute to overall 
selling skills (Rentz et al., 2002), the study of sales education in the board range of 
topical coverage in an international context has still got quite minimal attention 
(Cummins et al., 2020). Therefore, the study of the micro-skills of selling for 
petrochemical and related industries salespeople in Thailand can be contributed to this 
gap. 

The Concept of Selling 
There are several ways to approach the concept or definition of selling. The 

spectrum ranges from the conceptual approach to the "How it is done" approach 
(Jobber & Lancaster, 2009, p. 4)  In business, a traditional selling definition refers to the 
communication of information to persuade a prospective customer to buy something—a 
good, service, idea, or something else—that satisfies that individual's needs (Futrell, 
2011). As the business environment changes, especially, in the area of business ethics 
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(Futrell, 2011), selling now refers to the more ethical communication of information to 
unselfishly persuade a prospective customer to buy something—a product, a service, 
an idea, or something else—that satisfies that individual’s needs (Futrell, 2011). 
Increasingly as the competition in business dramatically increases, selling is also 
defined as a process of relationships development; discovering and anticipating needs; 
matching the appropriate products with these needs; and communicating benefits 
through informing, reminding, or persuading (Manning, Ahearne, & Reece, 2012). From 
another point along the conceptual spectrum, the term selling embraces a variety of 
sales situations and activities according to the nature of businesses (Jobber & 
Lancaster, 2009). Hence, selling is a positive customer relationship development, 
identifying needs and responses, ultimately serving customers with products or services 
via communicating benefits through informing, persuading and other communication 
means. 

The Sales Process 
To properly plan and execute a sales call, salespeople must first master certain 

fundamental selling skills—the skills that that serve as the foundation for everything 
salespeople do throughout their careers. The steps that make up the sales process 
represent fundamental selling skills (Manning et al., 2012). In most cases, the sales 
process includes the following activities (Manning et al., 2012): 

1. Approach. Making a good first impression during the first contact, getting 
the prospect's attention, and attaining their interest in the product are all parts of the 
approach preparation.  

2. Need discovery. The need discovery is a vital component that can begin 
during the qualifying or asking for the information and requires listening in order to 
construct the customer prospect database. Sales can be lost if the salesperson is 
unable to identify the customer’s purchasing requirement and select product solutions 
that meet those demands. 
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3. Presentation. After settling on a strategy, the salespeople meticulously 
prepare the presentations in accordance with the criteria provided. To illustrate and 
prove the benefits given, selling tools or proof devices are employed.  

4. Negotiation. During the negotiation, salespeople recognize and 
understand verbal and nonverbal clues, validate the problem through questioning and 
listening, find some point of agreement, answer customer’s concern and be alert for 
closing clues.  

5. Close. There may be more opportunities to confirm and complete the 
deal, as the sales presentation develops. Salespeople must learn to recognize closing 
signals.  

6. Servicing the sale. Post-sale service frequently results in the significance 
of maintaining a long-term value-adding relationship with the prospect. Learning to 
service the sales is an essential part of selling.  

The above proposed sales process is similar to the sales study results in Japan 
which indicates that there are five steps in sales process (Inamizu et al., 2017). 

1. Preparation is an activity in which salespeople gather customer-related 
information and compare the company's products and services to those of the 
competitors before meeting with the customer. 

2. Approach refers to the activities of the salesperson in order to establish a 
trusting relationship with the customer and obtain a foothold in order to proceed to the 
next phase. This trusting relationship leads to a detailed interaction between customers 
and salespeople.  

3. Interview is an activity in which the salespeople listen to information 
provided by the customer. Salespeople use a variety of queries to elicit information from 
customers. At this stage, the salesperson understands the customer's issues and 
expectations, as well as the customer's budget, decision-makers, implicit beliefs, and 
potential needs.  

4. Presentation involves salespeople suggesting products and services or 
removing customer unhappiness, doubt, and resistance. By including these elements in 
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a presentation, a consumer is more likely to make a purchase or enter into an 
agreement. 

5. Closing is gently nudging the customer toward a decision; this results in a 
contract if the customer is in agreement, or an arrangement for a further meeting if the 
customer is not.  

The above sales process, at each step, clearly represents fundamental selling 
skills e.g., listening, questioning, presentation and the more complex as process one 
such as negotiation skills. 

Selling Skills 
“Skills are abilities we gain through training and practice such as motor skills 

used to perform complex movement and serial behavior, smoothly, quickly and 
precisely. It is the capability that enables a person to achieve his particular goals” (N., 
2013). Skills may be categorized as general skills and specific skills (Schunk, 2012). 
Expertise is mostly classified as a specific skill set (Schunk, 2012).  

Successful selling requires salespeople to become more capable and be 
prepared for the challenges of the business environment. Acquiring conceptual, human, 
and technical skills are necessary for salespeople to be successful (Futrell, 2011). 
Professional selling is defined as the personal presentations by an organization’s sales 
force or salespeople for engaging customers, making sales, and building customer 
relationships (Philip, Armstrong, & Opresnik, 2018). 

As Churchill et al. ( 1997 p.367 as cited in Johlke Mark, 2006) definition of 
selling skills describes two general types relevant to professional salespeople: (1) 
Vocational skills. (2) Sales presentation skills, which are related to effectively conducting 
the personal selling process. 

Selling skills comprise three distinct components (Rentz et al., 2002). 1. 
Interpersonal skills 2. Salesmanship skills 3. Technical skills. Churchill et al. revealed in 
a meta-analysis that most study has been concentrated on two key areas of selling 
skills: (1) A micro-skill stream distinguishes three sorts of skills: "interpersonal skills," 
such as understanding how to handle and resolve issues; "salesmanship skills," such as 
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knowing how to present; and "technical skills," such as knowing a product's 
characteristics and benefits. (2) A macro-skill stream focuses on salespeople's 
knowledge and knowledge-related capacities (Rentz et al., 2002). Also, the majority of 
sales literature considers the interaction between a buyer and a seller or a manager and 
a salesperson as the primary unit of analysis, is a micro-theoretical focus (i.e., focus on 
interactions of individuals and small groups). It obviously indicated that sales-related 
activities are highly specialized and therefore limited to micro theorizing (Hartmann, 
Wieland, Vargo, & Ahearne, 2020). 

Micro-Skills of Selling  
A review and synthesis of the relevant literature of micro-skills of selling 

identified several areas that could contribute to overall selling skills. For example, 
communication style (Rentz et al., 2002) salesperson cues and questioning (Schuster & 
Danes, 1986; Stafford, 1996; Whittler, 1994, as cited in Rentz et al., 2002) or listening 
skills (Castleberry & Shepherd, 1993; Comer & Drollinger, 1999, as cited in Rentz et al., 
2002) are posited as being representative of overall selling skills. Similarly, presenting 
the sales message or knowing how to make a presentation to customers has been 
captured in the second dimension of selling skill – salesmanship skills (Ford, Walker, 
Churchill & Hartley, 1987 as cited in Rentz et al., 2002). The micro-skills stream of 
research has focused on individual sales skills for example, listening skills or 
interpersonal listening skills, questioning skills and presentation skills.  

Rentz et al. (2002) proposed and tested a scale incorporating three main 
selling skill dimensions, which consisted of micro skills of selling identified several areas 
(e.g., listening skills, questioning skills, and etc.) that could contribute to overall selling 
skills: (1) “interpersonal skills” (e.g., verbal and non-verbal communication proficiency); 
(2) “salesmanship skills” (e.g., sales presentation abilities); and (3) “technical skills” 
(e.g., the salesperson’s knowledge of the technical capabilities and features of his/her 
products and product portfolio) (Rentz et al., 2002). The final questionnaire, which is the 
self-rated one, included 15 items covering the three components. The items were a 
Likert type response format (l=highly unskilled to 7=highly skilled) (Rentz et al., 2002).  
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Listening skills  
This has been recognized as a crucial basic skill, especially the importance 

of effective listening for a business-to-business sales position (Shepherd et al., 1997). 
Interpersonal listening has been defined as the “cognitive process of actively sensing, 
interpreting, evaluating and responding to the verbal and nonverbal messages of 
present or potential customers in the selling context” (Stephen B. Castleberry & 
Shepherd, 1993). Active empathetic listening was proposed as being a means by which 
salespeople established good communication skills, developing trust and mutually 
beneficial relationship with customers (Drollinger & B. Comer, 2013). This aligns with the 
definition of listening as “the selective process of attending to, hearing, understanding 
and remembering aural symbols, by which listening is judged one of the communication 
skills that are significant to direct sellers in achieving their sales goals” (Omar, 2017). 

Listening skills in this research is the ability to accurately receive and 
interpret messages in the sales communication process with customers. There are 
several studies regarding the importance of listening skills in the context of selling. 
Castleberry and Shepherd’s research concluded a positive relationship between 
listening skills and sales performance (Rentz et al., 2002).  Effective listening that 
extracts facts from the customer or the buyer has been agreed upon among industrial 
salespeople as the most important skill needed to be successful (Shepherd et al., 1997). 
Result from research has also indicated that active listening improves sales 
performance (Arndt, Rippé, & Castleberry, 2018). Active empathetic listening, defined 
as listening practiced by salespeople in which active listening is combined with 
empathy to achieve a higher form of listening, was proposed as antecedent to a 
salesperson’s communication skills, impacting the quality of the relationship between 
the buyer and seller and their mutual ability to build trust (Drollinger & B. Comer, 2013). 
More recent research suggests customers assess the attentiveness of sellers’ listening 
skills by observation of body language and signals of inattentive visual communication 
(Omar, 2017). In addition to that, sales executives agree that poor listening skills are the 
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most important factor contributing the salespeople’ failure (Shepherd et al., 1997). More 
recent research indicate that customer-oriented salespeople express their care toward 
customers through listening and salesperson relationships and sales performance 
driven by listening through direct and mediated mechanisms (Itani et al., 2019).  

In the sales research field, the listening skills measurement instrument in 
sales context, has been developed and adopted from Salesperson Listening (Ramsey & 
Sohi, 1997); Interpersonal Listening in Personal Selling (Stephen B Castleberry et al., 
1999); and Active Empathetic Listening (Drollinger et al., 2006). All these three 
instruments have been utilized to determine the dimensions of listening in a sales 
context, specifically, the salesperson ability to demonstrate the listening skills in the 
customer/salesperson interaction. The scales were arrayed on both 5-points Likert 
scales (Stephen B Castleberry et al., 1999) and 7-point Likert scales (Drollinger et al., 
2006; Ramsey & Sohi, 1997).  

Questioning skills  
The salesperson questioning skill is “the ability to ask customers probing 

and insightful questions that uncover their buying situation and needs” (Shoemaker & 
Johlke, 2002). The natural corollary to insightful questioning is effective listening, 
therefore, questioning skills also has been defined as a key component of active 
listening in the response stage within the selling process (Drollinger & B. Comer, 2013). 
Hence, questioning skill is the action of asking customers questions, in order to explore 
an issue, an idea or something intriguing effectively. Several studies have been done 
regarding the importance of questioning skills for sales. Both salespeople and sales 
managers emphasized the importance of having listening skills, the ability to ask 
questions, and of engaging in dialogue with the customer (Koponen, Julkunen, & Asai, 
2019).  Acquiring facts from the specific customer or buyer is agreed among the 
industrial salespeople that it is the most important skill required for success (Shepherd 
et al., 1997). Research has shown that questioning also improves customers' purchase 
intention (Arndt et al., 2018). The ability to ask questions pertinently to understand the 
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situation and the customer's needs actually plays a role that results in greater sales 
performance (Sugiyarti, 2018).  

Sales researchers have developed the scales to measure questioning skills 
in sales context by either following a procedure commonly used to develop sales-related 
scales (Shoemaker & Johlke, 2002) or developing from the interviewing expert results 
(Inamizu et al., 2017). Both questioning skills measurement items utilized 7-points Likert 
scales (Inamizu et al., 2017; Shoemaker & Johlke, 2002) which measure the salesperson 
ability to ask questions in the customer/salesperson interaction or customer interviewing 
phase. 

Presentation skills   
Sales presentation skills are related to the selling process, which salespeople 

need to engage with, to persuade or influence customers (Johlke Mark, 2006). Sales 
presentation acts as the “main body” of the sales call (Moncrief & Marshall, 2005). 
Hence, sales presentation skills are the actions of presenting the information about a 
product or service that attempts to persuade customers by using a planned sales 
presentation strategy of a product or service designed to initiate and close a sale of that 
product or service. Several studies showed that both salespeople (Chonko et al., 1993) 
and sales managers (Peterson & Smith, 1995) report that sales presentation skills are 
necessary for sales success. Furthermore, the salesmanship dimension – sales 
presentation abilities, was found to be the principal set of skills that leads to greater 
sales performance (Wachner, Plouffe, & Grégoire, 2009). This aligns with the results 
from the study of developing soft skill training for salespersons to increase total sales 
that indicated presentation skills is among the several factors that influence the level of 
salesperson’s sales (Mardatillah, Budiman, Tarigan, Sembiring, & Hendi, 2018). 
Research on developing a conceptual model of sales force performance targeted 
empirical examination of the effects of presentation skills, questioning skills and 
adaptation skills on selling skills. The study suggests a focus on sales training to 
develop and improve presentation skills will influence sales success and establish better 
relationships with customers in the future (Sugiyarti, 2018). In which more recent 
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research confirms that aspects of B2B seller skills, including interpersonal presentation 
and communication skills, provide a solid foundation for evaluating and tracking sales 
performance (Høgevold, Rodriguez, Svensson, & Otero-Neira, 2021). 

In the sales research field, several sales presentation skills measurement 
instruments had been developed. Johlke Mark (2006) developed the questionnaire to 
assess or measure sales presentation skills by following a procedure commonly used to 
develop sales -related scales. The questionnaire was designed to measure several skills 
– active listening skill, handling objections skill, sales closing skill, negotiation skill and 
prospecting skill. While the questionnaire which was developed from the interviewing 
expert results for the presentation section in the selling process. This questionnaire 
measures the salesperson ability to effectively suggesting products, services or 
solutions, eliminate customer resistance, dissatisfaction and objections, and persuading 
customer to make a purchase or get into an agreement (Inamizu et al., 2017). Both sales 
presentation skill measurement items utilized 7-points Likert scales (Inamizu et al., 2017; 
Johlke, 2006).  

The Theoretical Background of research 
The following reviews is to understand the theoretical views such as social 

cognitive theory, objective self-awareness, experiential learning theory and adult 
learning for developing the training program to develop micro-skills of selling for 
salespeople in Thai petrochemical Industries and related industries in this research.  

Social Cognitive Theory  
Social cognitive theory believes that much of our learning arises in a social 

environment and through observation of others, whether others acquire information, 
skills, beliefs, and attitudes. Individuals also learn from models the usefulness and 
appositeness of behaviors and the consequences of such behaviors. People’s actions 
are based on beliefs about their capabilities and the expected outcomes of their actions 
(Schunk, 2012). Some assumptions about learning and behavior are made by social 
cognitive theory. 
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These assumptions address the reciprocal interactions between people, 
behaviors, and environments, as well as enactive and vicarious learning (how learning 
occurs), the distinction between learning and performance, and the role of self-
regulation (Schunk, 2012). 

Reciprocal Interactions. From the perspective of social learning, 
psychological functioning involves a continuous reciprocal interaction between 
behaviors and controlling conditions (Bandura & Walters, 1977). Later, human behavior 
may be explored through triadic reciprocality, considering reciprocal interactions among 
behaviors, environment, and personal factors like cognitions. (as shown in the figure 1) 
(Schunk, 2012). 

 

 

Figure  1  Model of Triadic Reciprocal Causation 

These interacting antecedents can be illustrated using perceived self-
efficacy, or beliefs regarding owns competence to organize and implement actions 
necessary to learn or perform behaviors at designated levels (Schunk, 2012). This refers 
to the dynamic and reciprocal interaction of a person with experiences, environment 
(which is external social context), and behavior. 

Modeling is a critical element in social cognitive theory or is a general 
term that refers to behavioral, cognitive, and affective changes deriving from observing 
one or more models (Schunk, 2012). Functions of Modeling, Bandura (Schunk, 2012) 
distinguished three key functions of modeling: response facilitation, 
inhibition/disinhibition, and observational learning.  
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Response Facilitation refers to modeled actions that serve as social 
prompts for observers to behave accordingly (Schunk, 2012). Social cues provide 
observers with motivational incentives to model specific actions ("going along with the 
crowd"). Models can help to reinforce existing behaviors. (For example, applause in 
theaters – we already know the behavior, but when we see others doing it, we tend to 
copy them). We can also learn behaviors that we were unaware of before observing 
models.  

Inhibition/Disinhibition. Modeling can either enhance or lessen person’s 
given inhibition(s). Inhibition happens when models are penalized for engaging in 
certain activities or actions, which subsequently stops or prohibits spectators from 
partaking in those activities or actions. When models engage in threatening or 
prohibited actions without suffering negative repercussions, this is referred to as 
disinhibition. This may cause onlookers to behave similarly. Because the modeled 
displays have identical implications for spectators if they perform the modeled 
behaviors, they have inhibitory and disinhibitory effects on behavior. Such knowledge 
can also influence emotions and motivation (Schunk, 2012). Self-imposed restrictions on 
one's own behavior are referred to as inhibitions.  

Observational learning through modeling occurs when observers show 
new behaviors, in which these behaviors never been existed, even the motivation is 
high, before exposure to the modeled behaviors (Schunk, 2012). A key mechanism is 
the information conveyed by models to observers of ways to produce new behaviors 
(Schunk, 2012). Bandura (Schunk, 2012) posited that the process of observational 
learning was governed by four key aspects: attention, retention, reproduction, and 
motivation. 1) Attention is a process in which people selectively observe and extract 
information from the ongoing modeled activities. 2) Retention involves a process of 
“transforming and restructuring information in the form of rules and conceptions” and 
storage of that information into memory. 3) Reproduction is the act of performing the 
exact behavior that was observed. The fourth factor is the motivation that drives the 
learner to begin the process of observational learning. This demonstrates that humans 
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may witness and observe the behaviors of others and subsequently replicate those 
actions. This is frequently demonstrated through "modeling" of behavior. Individuals can 
successfully complete an activity after witnessing a successful presentation of the 
behavior.  

Modeling is a general term that refers to behavioral, cognitive, and affective 
changes deriving from observing one or more models, which may include oneself. 
Several studies use modeling as a tool to refine or emend learning in various contexts. 
The study of training self-regulated learning skills with video modeling examples showed 
that the effectiveness of self-regulated learning in an online environment on biology 
problem-solving tasks is enhanced when self-assessment and task-selection are 
preceded by video modeling examples (Raaijmakers et al., 2018). This aligns with the 
results from the study of imitating the virtual self to accelerate interpersonal skills which 
uses Doppelganger-based training showing that effective training includes the use of 
videos in which role models perform the desired behaviors that trainees can learn 
through behavioral mimicry (Kleinlogel, Curdy, Rodrigues, Sandi, & Marianne Schmid, 
2021).  

Hence, observing one or more models, which may include oneself, through 
videos, so called modeling, can act as a teaching practice in sales training courses for 
refining or emending learning in sales training setting.  

Objective Self-awareness 
According to the objective self-awareness theory, people compare 

themselves to a standard or ideal and decide to explore and amend relationships to 
themselves based upon self-discrepancy theory (Silvia & Duval, 2001).  

Objective Self-Awareness is the self-reflexive quality of the consciousness 
or ability to accurately perceive, and understand the feelings, thought and moods of 
oneself, one’s own existence and accurate awareness of it (Silvia & Duval, 2001). 
Manipulating self-focused attention—such as with mirrors, video cameras, and 
observers—increases many affective and behavioral markers of self-evaluation (Silvia & 
Phillips, 2013).  Self-focus increases self-evaluation (Silvia & Duval, 2001), and 
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continuous self-evaluation promotes the self-attribution process of behavioral analysis 
and investigations related to self-discrepancy theory.  

Ehrlinger, Johnson, Banner, Dunning, and Kruger (2008) found that poor 
performers largely overestimate their performances because their incompetence hinders 
them of the skills needed to recognize their deficits. This aligns with findings from 
Vaccaro (1987, as ctied in van Minden & Breman, 2015), whose research shows 
salespersons over-rate their performance on six dimensions (communication skills, 
interpersonal relations, product knowledge, problem-solving, self-management and 
overall) when compared with the ratings from their sales managers. Interestingly, when 
compared with their clients’ ratings, differences in salespersons’ over-and-under-ratings 
of their performance remain statistically small. However, when compared with their 
peers, the congruence per dimension is very high. Besides, the results from the study of 
imitating the virtual self to accelerate interpersonal skills which uses Doppelganger-
based training showing that effective training includes the use of videos in which role 
models perform the desired behaviors that trainees can learn through behavioral 
mimicry (Kleinlogel et al., 2021).  

Therefore, objective self-awareness in sales skills for the salesperson is the 
ability to self-focus and accurately self-evaluate one’s own sales skills and to utilize a 
process of self-attribution that leads to enhancing and improving acquired necessary 
and specific professional sales skills.  

Experiential Learning Theory 
Experiential Learning Theory propose the fundamentally different view of the 

learning process from the behavioral theories or learning based on an empirical theories 
of learning that underlie traditional educational methods (Sugarman, 1987). It draws on 
the work of theories of human learning and development – to develop a dynamic, holistic 
model of the process of learning from experience and a multi-linear model of adult 
development (Kolb & Kolb, 2009). It  integrates the works of the foundational experiential 
learning scholars around six premises : (Kolb & Kolb, 2009) 
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(1) Learning is best viewed as a process rather than an end result. 
The primary focus of improving higher education learning should be on engaging 
students in a process that best increases their learning - a process that includes 
feedback on the effectiveness of their learning efforts.  

(2) All learning is re-learning. The optimal technique for supporting 
learning is one that draws forth students' beliefs and ideas about a topic so that they 
can be evaluated, tested, and combined with new, more refined concepts.  

(3) Learning necessitates the resolution of conflicts between 
dialectically opposed modes of world adaptation. Conflict, differences, and 
disagreement are what drive the learning process and cause reflection, action, feeling, 
and thinking.  

(4) Learning is a comprehensive adaptation process. It is the result 
of the total person's thinking, feeling, perceiving, and behaving, not just the result of 
cognition. It includes problem-solving, decision-making, and creative abilities. 

(5) Learning is the result of a synergy between the individual and the 
environment.  

(6) Learning is the process of creating knowledge. Social knowledge 
is created and recreated within the learner's personal knowledge.   

Experiential Learning Theory defines learning as the process whereby 
knowledge is created through the transformation of experience (Kolb & Kolb, 2009). 
Experiential learning is a process of constructing knowledge. An experiential learning 
cycle model describing the components of experiential learning (as shown in the figure 
2) (Kolb & Kolb, 2009). These components include Concrete Experience, Reflective 
Observation, Abstract Conceptualization, and Active Experimentation.  
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Figure  2 Experiential Learning Cycle 

This process describes a learning process that includes the learner's actual 
experience, reflection on the experience, information and reflections from the 
experience, and the application of those ideas to new experiences. These new 
experiences may re-ignite the learning process, encouraging further reflection, abstract 
conceptualization, and active experimentation. (Inks & Avila, 2008).  

There are several studies demonstrate that sales training is adaptive to 
experiential learning principles. Inks and Avila (2008) found that a series of active 
learning projects that include a combination of simulated and real-world learning 
experiences not only improve students' comprehension of sales and selling skills, but 
also begin to socialize students to the world of the sales professional. Later, Healy et al. 
(2011) examined two courses from existing sales training programs used in practitioner 
settings and found that the exercises and activities are followed the established cycle of 
experiential learning - concrete experience-reflective observation-abstract 
conceptualization active experimentation. The results also show how repeated iterations 
of the experiential learning cycle incrementally move students up Bloom’s taxonomy of 
educational objectives. Recently, according to the study, which examines the extent to 
which client-based experiential projects are used in sport sales courses and determines 
whether teaching practices differ in client-based and non-client-based courses, 58.3% 
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of online survey responses used a client-based experiential sales project as a key 
component to the sales course of sport sales courses (Pierce, 2021).  

In sales education, experiential learning can take many forms, including 
role-playing, videotaping, salesperson observation, contests, client-based projects, and 
others. Therefore, all these methods can serve as teaching practices in sales training. 

Adult Learning 
Organizing a training program for salespeople, who are mature adults, is 

adult learning. Working with adult trainees such as salespeople needs to understand 
how adults learn and how to support adults become more adequate learners (Ross, 
2014). Therefore, Knowles’s concept of andragogy or adult learning acts as the core of 
sales training program development.  Knowles’s concept of andragogy is premised on 
the five important assumptions characteristics of adult learners.  

1. “The Learner’s Self-Concept 
2. The Role of the Learner’s Experience 
3. The Learner’s Readiness to Learn 
4. The Learner’s Practical reasons to Learn (Knowles, 1996)  
5. The Learner’s Internal Motivation to Learn, which relates to the 

desired or goal in life – career or etc. “(Knowles, 2002)  
Besides, Knowles proposed three reasons for self-directed learning-  

1. “Proactive learners learn more things, and learn better, than 
reactive learners.  

2. Self-directed learning is more in tune with our natural processes of 
psychological development.  

3. Many of the new developments in education put a heavy 
responsibility on the learners to take a good deal of initiative in their own learning.” 
(Knowles, 2002)  

From the three reasons, educators and learners can take the proposed 
activities, which are listed in the five-step model involved: 

1. “diagnosing learning needs. 
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2. formulating learning needs. 
3. identifying human material resources for learning. 
4. choosing and implementing appropriate learning strategies. 
5. evaluating learning outcomes.” (Knowles, 2002)  

As salesperson learning is adult learning, several studies demonstrate that 
sales training is adaptive to adult learning concepts. The research findings from Artis 
and Harris (2007) showed that sales managers can use the adult education concept of 
self-directed learning to enhance traditional salesforce training and educational 
approaches in order to increase salespeople's performance. Later, adults engage in 
self-directed learning, connecting new material to existing knowledge, their learning 
needs are prompted by real-world events, and adults are primarily competency-based 
learners, according to the findings of an action research study of training newly hired 
salespeople in a mid-sized financial institution (Maes, 2008). With the echoing from the 
research findings in the sales training areas suggested that it was possible to design a 
medical sales training program that applies andragogical principles (Washington II, 
2016). 

Hence, the sales training program needs to be adaptive to the concept of 
adult learning as salespeople are mature adults. The need to understand how adults 
learn and how to support adults to become more adequate learners is essential. 

Exploratory Sequential Mixed Methods Research 
An exploratory sequential mixed methods will be used for acquiring the 

information regarding micro-skills of selling from salespeople in Thai petrochemical and 
related Industries.  

The intent of this design was to contain developing variables accommodated to 
a precise populace being studied earlier than administering instruments (Creswell, 
2018). The exploratory sequential mixed methods was begun by exploring with 
qualitative data and analysis, then builds a feature to be tested such as a new survey 
instrument, experimental procedures or new variables, and tests this feature in a 
quantitative phase (Creswell, 2018).  Although the exploratory sequential design is 
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normally used for development and administration of a new survey instrument (Munce, 
Guetterman, & Jaglal, 2021), Nastasi et al. (2007) indicated that exploratory approaches 
(including the exploratory sequential design) can be used for intervention/program 
development. There are several studies that have been using exploratory sequential 
mixed methods to develop instrument and intervention/program. Drollinger et al. (2006) 
developed the active empathetic listening scale by using exploratory sequential mixed 
methods, starting with literature review for listening and empathy scales, in order to 
generate items for the scale. Follow with interviews with key informants and then 
administered for pilot testing before the confirmation construct validity in the form of 
discriminant and nomological validity. Similarly, Munce et al. (2021) using the 
exploratory sequential design for complex intervention creation, integrating qualitative 
and quantitative findings from a series of previously published research on the 
considerations for a customized self-management program for people with spinal cord 
injury.  

Hence, the results from the exploratory sequential mixed methods will be used 
to explore the factors in the micro-skills of selling for Thai petrochemical and related 
Industries Salespeople. Also, the instrument was used as a test or a scale for the micro-
skills of selling pre and post an intervention to assess the effectiveness of a training 
program that would be developed based on the results of the exploratory sequential 
mixed methods.  

Training Program Development 
Foundation-level training is a crucial component of the sales training program. 

To properly plan and execute a sales call, salespeople must first master certain 
fundamental selling skills abilities—the skills that serve as the foundation for everything 
salespeople do throughout their careers. The steps that make up the sales process 
represent fundamental selling skills (Manning et al., 2012). 

Business organizations realize the importance of sales skills development for 
salespeople as demonstrated by the training expense for salespeople across industries. 
From a salespeople’s point of view, being equipped with the essential competencies, 
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will not only ensure a well-rewarded performance but also enhance career growth 
(Punwatkar & Varghese, 2014). 

Training objective and training program design lead to the benefits gained from 
training. The training objective or purpose contributes focus, and design establishes 
deliberation of the important matters that promote the optimal learning which should 
favorably effect employee performance (Ross, 2014). Furthermore, the implementation 
of the training program is the critical part for success in trainees achieving their goals of 
their learning.  

Instructional design and Instructional strategies are linked in the training 
program. As defined by Gagné (Gagne, Wager, Golas, Keller, & Russell, 2005), learning 
new knowledge is a manner that leads to trade in a learner's disposition 
and capabilities that can be mirrored in behavior. Human beings pick out and process 
information that some of it is filtered out and some of which is retained in our memory. 
These modifications affect our gaining knowledge of skills and the actual learning 
situations (Gagne et al., 2005).  Then, Conditions of learning, which is the relationship 
between the learning situations and the changes in behavior; and exist in both external 
and internal to the learner, enable learning to occur. The essential factors for 
instructional design revolve around understanding the learner and the context within 
which the learner operates, including sociocultural expectations, values and public 
knowledge (Gagne et al., 2005). No less important in the training program, instructing 
strategies are methods instructors use to guide or help learners come to be 
independent and strategic learners. These strategies are learning strategies for learners 
independently pick out the suitable ones and use them successfully to entire their tasks 
or meet their goals. The strategies to use to train depend on the content, learners’ 
experiences, knowledge, interests, learning patterns and the development of the 
learners. Also, it links to ongoing learner evaluation that is linked to learning goals, 
objectives and processes (Education, 1991). 

Learning a process skill such as listening skill, questioning skill and sales 
presentation skill by applying in a context and integrated into a real-life learning task is 
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obviously better than viewing only the demonstration (Merrill, 2002). Role-playing is 
widely utilized in sales educations for teaching and improving personal selling skills and 
helps salespeople develop sales process skills such as listening, questioning and sales 
presentation skills, through application (Viosca & Cox, 2014). Role-playing is one of the 
learning exercise or teaching strategies (for instructors) in active learning, in which 
learners not only passively listening, but also, participating in the process by doing 
something (Bonwell & Eison, 1991). In active learning, doing is required more than just 
listening during the learning process for learners. Learners have to engaged in thinking 
of solving problems or doing activities, by which learners promote both comprehension 
and memory (Bonwell & Eison, 1991). Especially, learners involve themselves in 
analysis, synthesis, and evaluation (Renkl, Atkinson, Maier, & Staley, 2002).   

Watching learner owns’ role-play in the video is video self-modeling (Davis, 
2019). It is manipulating self-focused attention (Silvia & Phillips, 2013) and it increases 
self-evaluation (Silvia & Duval, 2001). Continuous self-evaluation promotes the self-
attribution process of behavioral analysis and investigations related to self-discrepancy 
theory. Therefore, creating objective self-awareness through video self-modeling during 
the training for the salespeople can lead to enhancing and improving acquired 
necessary and specific professional sales skills. 

Also, several research studied on the “sales skills development program”. An 
action research study using a recorded role-play used in educating newly hired 
salespeople in a mid-sized financial institution found that participants improved their 
skills and gained confidence in meeting the requirements of the commercial lending 
role. The instructor's expertise; appropriate materials; constructive and helpful 
feedback; active participation in role-play modification; and videotaped role-plays were 
factors ascribed to their learning (Maes, 2008). Also,  Viosca and Cox (2014) 
investigated how role-play scenarios affect the learning process and proposed an 
innovative, process-focused method for accelerating sales skill development in students 
and found out that complex role-play scenarios can be over burdening to a student’s 
cognitive load when learning a new skill, thereby impeding learning.  
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Hence the training program design will have the instructing strategies adaptive 
to active learning and Objective Self-Awareness creating through Video Self-Modeling.  

Proposed Conceptual Framework 

 

Figure  3 Conceptual Framework for Developing Scale and Evaluating Training Program 
for Micro-Skills of Selling for Salespeople in Thai Petrochemical Industry Research 

This research would consist of three phases (as shown in figure 3).  
Phase I – Qualitative phase  

The related literatures were first reviewed in order to understand factors of 
micro-skills of selling & scale Items for micro-skills of selling. A series of semi-structure 
interviews with 10 key informants (experienced salespeople) were conducted in order to 
provide further insight into the factors of micro-skills of selling. All of the key informants 
have a minimum of 10 years of experience in sales in petrochemical and related 
companies in Thailand, with and one of the following qualifications – receipt of the sale 
award, holding the management or executive level at the present or meet at least 90 % 
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of the sale target (in average) during the sales career. After the interview, qualitative 
data (from the interview) was gathered and analyzed. Then the analyzed data was used 
for developing items for an instrument to measure micro-skills of selling and the micro-
skills of selling for petrochemical and related Industries salespeople in Thailand training 
program.  

Phase II – Developing micro-skills of selling scale and training program 
(quantitative phase). 

Having the results from phase I for developing items for an instrument to 
measure micro-skills of selling and the micro-skills of selling for petrochemical and 
related Industries salespeople in Thailand training program.   

Phase III - Evaluating the effectiveness of the training program to develop 
micro-skills of selling for petrochemical and related industries salespeople in Thailand 
(quantitative phase).  

In this part of the study the researcher used the instrument from phase II to 
assess the effectiveness of a training program that was developed from phase II. First, 
having the participants did the test from phase II before attending the training program. 
Then, assess efficiency the effectiveness of the training program to develop micro-skills 
of selling for petrochemical and related industries salespeople in Thailand by 
administering the test to training program participants, 4-6 weeks after training. 
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Chapter 3  
Research Methodology 

This research was an exploratory sequential mixed methods design (Creswell, 
2018).  It consisted of three phases. The purpose of phase I was to explore the meaning 
and identify factors of micro-skills of selling for petrochemical and related industries 
sales professionals in Thailand. The purpose of the phase II was to develop the micro-
skills of selling scale and a training program to develop micro-skills of selling for 
Petrochemical and related industries salespeople in Thailand by using the results from 
phase I. Phase III was to evaluate the effectiveness of the training program to develop 
micro-skills of selling for petrochemical and related industries salespeople in Thailand. 
This chapter presented the methodology, the design, and the details of each study of 
this research.   

Design 
This research consisted of three phases. Phase I began with a qualitative 

method that aimed to explore the meaning and identify factors of micro-skills of selling 
for petrochemical and related industries sales professionals in Thailand. For phase II, a 
micro-skills of selling scale and the training program to develop micro-skills of selling for 
Petrochemical and related industries salespeople in Thailand were developed based on 
phase I results. Then the effectiveness of the training program to develop micro-skills of 
selling for petrochemical and related industries salespeople in Thailand was evaluated 
in phase III. The details for each phase of this research are presented as followed. 

 
Phase I – Qualitative phase  

Participants of research  
Key informants  
This phase included 10 key informants who were experienced 

petrochemical industries salespeople with a minimum of 10 years of experience in sales 
in petrochemical and related companies in Thailand, with one of the following 
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qualifications – receipt of the sale award, holding the management or executive level at 
the present or meet at least 90 % of the sale target (in average) during the sales career. 
To explore the meaning and identify factors of micro-skills of selling for petrochemical 
and related industries sales professionals in Thailand, a semi-structured interview 
technique was used to gather data from 10 key informants. To protect the confidentiality 
of key informants, they were coded anonymously. 

Details of each key informants as shown in the table 1 

Table  1 List of key informants 

Name Years of sales 
experience 

Present Job title Petrochemical and 
related to Petrochemical 

Industries 

Organization 

1. Mr. A 25 Head of Commercial -
Industrial Solution 

Distributor Multinational 
company 

2. Ms. B 10 Industrial Manager – 
Industrial Chemical 

Distributor Multinational 
company 

3. Ms. C 10 Industrial Manager – 
Coatings & Adhesive 

Distributor Multinational 
company 

4. Mr. D 33 Regional Sales Manager Manufacturer Multinational 
company 

5. Ms. E 22 Business Unit Manager – 
Personal Care 

Distributor Multinational 
company 

6. Mr. F 14 Key Account Manager Manufacturer Multinational 
company 

7. Mr. G 24 Customer Manager – 
Plastic Additives 

Manufacturer Multinational 
company 

8. Mr. H 21 Account Manager – 
Thailand,  

Manufacturer Multinational 
company 

9. Mr. I 15 Business Unit Manager – 
Rubber 

Distributor Multinational 
company 

10. Mr. J 25 Business Development 
Manager 

Manufacturer Multinational 
company 
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Phase I - Qualitative phase procedure 
The goal of the qualitative phase was to explore the meaning and 

identify factors of micro-skills of selling for petrochemical and related industries sales 
professionals in Thailand. The procedure of the qualitative phase is presented as 
follows. 

1. The researcher submitted the proposal to the Ethics Review 
Committee, Srinakharinwirot University for data collection. This study was approved for 
research ethics by Ethics Review Committee, Srinakarinwirot University Certificate No. 
SWU EC/G-039/2565E 

2. The micro-skills of selling concept was reviewed in order to 
understand the concept, meaning. This step was done to help gather information and as 
a primary data for developing factors of micro-skills of selling.  

3. The researcher met key informants and introduced himself. Clarify 
the purpose of the research and ask for cooperation in participating in the experiment. 
Explained the nature of the program, time spent and rights, including protection of the 
rights of research participants.    

4. A qualitative technique was used to collect data by using semi-
structure interview technique on key informants. 

5.  Every in-dept interview occurred during February – March 2022. 
All in-dept interview lasted between 34-52 minutes and was recorded via the 
https://zoom.us/ and a web-based recorder. During the interview, the participant 
responded to open-ended questions related to his or her sales experience; and the 
follow up questions were asked based on the responses of the participants, the 
interview questionnaire, and the research objectives.  

6. The data was gathered from key informants and the interviews 
were transcribed by researcher and reviewed for accuracy by key informants. The 
significant data gathered from interview were analyzed through deductive content 
analysis (Krippendorff, 2004). The gathered data were condensed into meaning units, 
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such as words or sentences, relating to similar content. These units were then labeled 
with a code and were grouped together if they reflected the same main concept. 

7. The developed factors of micro-skills of selling for petrochemical 
and related industries sales professionals in Thailand was investigated with the micro-
skills of selling concept. 

Measurements 
The semi-structured questionnaire included open-ended questions 

that were used when interviewing the experts, as shown as follows.  
- In your view, what are the sales skills that most contribute to 

your success in your sales professional career in the petrochemical industry in 
Thailand? 

- In the scope of skills, which sales skills are important/crucial to 
your success? 

- (Follow up #1, if key informants did not mention sales skills) In 
your view, could you please list the 5 important sales skills? 

- (Follow up #2.1) Can you elaborate further regarding those 
sales skills that you mentioned?  

- (Follow up #2.2 if key informants did not mention micro-skills of 
selling) Consider those skills that you mentioned, in your opinion, could you please 
share if there any basic skills that provide important support or foundation for those 
skills? 

- Can you elaborate/explain more about why and specifically 
name which basic skills are important to your success? 

- Can you specifically name these basic skills and illustrate how 
you utilize each to advance your career?  

- How have you developed your basic selling skills (Micro-skills of 
selling)? 
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 All questions were reviewed by three experts in the field for content 
validity. The index of item-objective congruence (IOC) was examined for reliability. All 
questions had an Item Objective Congruence (IOC) higher than 0.6. 

Phase II – Developing micro-skills of selling scale and training program 
(quantitative phase). 

Populations and samples  
The population in this study included 300 petrochemical industries 

salespeople, as estimated by the experts from petrochemical industries. A purposive 
sampling technique was used for selecting the sample. The sample was categorized 
into two separate groups. A sample of 20 petrochemical industries salespeople – 
salespeople who work for petrochemical industries and related companies both 
manufacturers and distributors in Thailand, for pilot testing an instrument to measure 
micro-skills of selling.  According to Nunnally (1978), for EFA analysis, the ratio of 
participants to items recommended a 10 to 1 ratio or ten cases for each item to be factor 
analyzed. Due to the items number in this research, an adequate size of using EFA was 
at least 230 petrochemical industries salespeople in Thailand. The scale for Micro-skills 
of Selling was sent to 250 petrochemical industries salespeople who were selected 
randomly from petrochemical industries salespeople in Thailand for administration of a 
new instrument.   A sample of 202 completed questionnaires were received, therefore, a 
new instrument was administered to a sample of 202 petrochemical industries 
salespeople who were selected randomly from petrochemical industries salespeople in 
Thailand for administration of a new instrument.   

Phase II - Quantitative phase procedure 
The goal of the quantitative phase was to develop scale items & 

training program, including validation of the training program & test a micro-skills of 
selling scale for petrochemical and related industries sales professionals in Thailand. 
The procedure of the quantitative phase is presented as follows. 

Developing micro-skills of selling scale items  

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

42 

 1. The analyzed data from phase I was used for developing items 
for an instrument to measure micro-skills of selling. 

 2. The researcher informed participants to clarify the purpose of 
the research and ask for cooperation in participating in the experiment. Explained the 
nature of the program, time spent and rights, including protection of the rights of 
research participants. 

 3. The developed micro-skills of selling scale for petrochemical 
and related industries sales professionals in Thailand was created in both Thai and 
English and tested for reliability. The procedure is as follows. 

 - These items were reviewed by five experts in the field for 
content validity. The index of item-objective congruence (IOC) was examined for 
reliability. The 25 items had an Item Objective Congruence (IOC) higher than 0.6. 

- Total 25 items were kept and 10 items of these 25 items 
were amended for the English statement by the independent bilingual specialist.  

- The 25 items micro-skills of selling scale tested on 20 
petrochemical industries salespeople for pilot testing an instrument to measure micro-
skills of selling (Try out phase). These 20 petrochemical Industries salespeople were 
asked to evaluate their behaviors prior/during/after the sales calls/customer meetings on 
a 5-point Likert-type scale of items ranging from “Never” to “Always”.  

- Reliability was tested to validate the 25 items micro-skills of 
selling scale. Two items were removed from the 25 items micro-skills of selling scale. 

- Exploratory factor analysis (EFA) was conducted to validate 
the 23 items scale for Micro-skills of Selling using a different sample of salespeople from 
the sample of salespeople in the try-out phase. The 23 items micro-skills of selling scale 
tested on 202 petrochemical industries salespeople for validating an instrument to 
measure micro-skills of selling. These 202 petrochemical Industries salespeople were 
asked to evaluate their behaviors prior/during/after the sales calls/customer meetings on 
a 5-point Likert-type scale of items ranging from “Never” to “Always”. 
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Developing a training program to develop micro-skills of 
selling for Petrochemical and related industries salespeople in Thailand. The procedure 
is presented as follows. 

Step 1: The study of theoretical concepts  
1. Researchers examined concepts, theories, and findings 

related to the development of micro-skills of selling for salespeople, including various 
factors that influence the micro-skills of selling development for salespeople. 

2. Develop a program to promote micro-skills of selling for 
salespeople. It combines concepts, theory, and research that support the effectiveness 
of the program. 

Step 2 Create an activity structure in the program. 
Based on the study of relevant documents in Step 1, the 

researcher developed an activity framework to be used as a guideline for the 
construction of activities in the program to encompass ideas, theories, and indicators 
evaluated in phase 1, which is separated into two parts as follows.  

Part 1: Activities relating to salespeople's understanding of 
micro-skills of selling.  

Part 2. Activities linked to the development of micro-skills of 
selling for salespeople, as well as techniques for teaching and learning based on the 
concept of adult learning concept, experiential learning theory, social cognitive theory – 
modeling & objective self-awareness. Training approaches included trainer lectures, 
class discussion, experience sharing among participants, role-plays, watching role-
plays videos, and feedback. In addition to arranging the learning process in accordance 
with Gagne's concept. 

Step 3 Develop a micro-skills of selling development program 
for petrochemical and related Industries salespeople in Thailand. 

Step 4 Validating the developed program. The researcher 
then did the following. 
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1. Consider the suitability of each component of the 8 
activities - activity names, objectives, and related concepts. activity methods, materials, 
and assessments. 

2. Three experts validated the training program’s objectives, 
contents, activities, and implications of learning theories by 3 experts.  All objectives, 
contents, activities, and implications of learning theories had an Item Objective 
Congruence (IOC) higher than 0.6.  

3. Taking the advice from experts to improve the activity 
program. 

Tools  
Micro-skills of selling scale  

 The micro-skills of selling scale was developed from the first 
phase of this study. The developed scale aimed to measure the behaviors 
prior/during/after the sales calls/customer meetings in petrochemical industries 
salespeople by using a 5-point Likert-type scale of items ranging from “Never” to 
“Always”. The questionnaire included 14 items after conducting EFA. The three 
dimensions of micro-skills of selling included listening skills, questioning skills and 
presentation skills, with a Cronbach alpha reliability coefficient of 0.88 for the whole 
scale. 

 
Example of micro-skills of selling scale  
a) ฉนัตัง้ใจฟังลกูคา้อย่างจรงิจงั (I tend to listen to customers seriously.) 
         ----          -----    ----         -----       ----- 
สม ่าเสมอ Always  บ่อยครัง้ Very often   บางครัง้ Sometimes  นานๆครัง้ Rarely   ไม่เคย Never 

 
b) ถา้ลกูคา้เลี่ยงที่จะตอบในครัง้แรกที่ถาม ฉนัจะปรบัเปลี่ยนค าถาม เพื่อที่จะใชถ้ามภายหลงั  
( If the customers seem to avoid answering my question first, I will "rephrase" my 
question before asking again later.) 
         ----          -----    ----         -----       ----- 
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สม ่าเสมอ Always  บ่อยครัง้ Very often   บางครัง้ Sometimes  นานๆครัง้ Rarely   ไม่เคย Never 
 
c) ฉนัน าเสนอคณุค่าของสินคา้และบรกิารที่โดดเด่นใหก้บัลกูคา้ไดอ้ย่างมีประสิทธิภาพ 
 (I can effectively present a unique value proposition to the customer.) 
         ----          -----    ----         -----       ----- 
สม ่าเสมอ Always  บ่อยครัง้ Very often   บางครัง้ Sometimes  นานๆครัง้ Rarely   ไม่เคย Never 
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Phase III Evaluating the effectiveness of the training program to develop micro-
skills of selling for petrochemical and related industries salespeople in Thailand. 

Participants   
A sample of 20 salespeople who work for a distributor in the petrochemical 

Industries and related industries in Thailand. A purposive sampling technique was used 
for selecting the sample. All salespeople were trained in two days (~17 Hours).  

Procedure 
In this study, the researcher conducted a micro-skills of selling development 

program for petrochemical and related industries salespeople in Thailand. Here is the 
process: 

1. Using the petrochemical and related industries distributor as a 
sample, the researcher contacted the executives of the company to organize a micro-
skills of selling development program for petrochemical and related industries 
salespeople in Thailand. The program lasted two days where the researcher explained 
the purpose of the study and the benefits that would come from it. 

2. The researcher met the sample group and introduced himself. Clarify 
the purpose of the research and ask for cooperation in participating in the experiment. 
Explained the nature of the program, time spent and rights, including protection of the 
rights of research participants.   

3. A micro-skills of selling development program for petrochemical and 
related industries salespeople in Thailand was launched. The program lasted two days 
(~17 hours). 

4. Pre-experiment research was employed in this study since the sample 
was purposively selected into the experimental group and there was a restricted 
quantity of samples. As a result, there was no control group in this study, although there 
were pre- and post-tests. 

5. Prior to the program, the researcher gathered data by giving the 
questionnaire to the sample group and explaining how to answer the questionnaire in 
detail using Google Form. The sample was provided with the opportunity to ask further 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

59 
 

questions. Throughout the questionnaire answer, the researcher was present with the 
sample. 

6. Examine the questionnaire for completeness. 
7. Upon the completion of the program and the collection of surveys, the 

researcher conveyed his thanks to the sample group and answered further questions. 
Additionally, after 4-6 weeks of the program, notified the sample about the data 
collection by providing questionnaires to the sample group to answer the questionnaire 
using Google Form. 

Tools & Measurements 
1. A micro-skills of selling scale, which was developed from phase II. 

The developed scale aimed to measure the behaviors prior/during/after the sales 
calls/customer meetings in petrochemical industries salespeople by using a 5-point 
Likert-type scale of items ranging from “Never” to “Always”. The questionnaire included 
14 items with a Cronbach alpha reliability coefficient of 0.88 for the whole scale. 

2. A micro-skills of selling development program for petrochemical and 
related Industries salespeople in Thailand. The training program included 8 activities 
with an Item Objective Congruence (IOC) higher than 0.6.  for all objectives, contents, 
activities, and implications of learning theories had an Item Objective Congruence (IOC) 
higher than 0.6.   

Data analysis 
A micro-skills of selling scale for petrochemical and related industries 

sales professionals in Thailand from phase II was administered before and four to six 
weeks after the training date. The data was analyzed by the pre-test and post-test 
measurements of one group (Paired t test). SPSS was used for the statistical analysis of 
data.  

Ethical considerations and confidentiality  
After the proposal was approved, and before data collection started, the 

researcher applied to the Research Ethics Committee at Srinakarinwirot University for 
approval. All ethical practices of research were followed. These included that, 
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participants received a letter which included an invitation to participate, a brief 
explanation of the study, a consent form, and demographic questionnaire. Generally, the 
consent form included (1) the participant’s right to withdraw consent at any time, (2) the 
purpose of the study and procedure, (3) the steps for protecting confidentiality, (4) any 
known risk, and (5) the expected benefit of participation. 
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Chapter 4  
The Research Findings 

Phase I – Exploring the meaning and identify the factors of micro-skills of selling for 
petrochemical and related industries sales professionals in Thailand.  

The aim of this phase was to explore micro-skills of selling for sales 
professionals in Petrochemical Industries in Thailand. 

Data analysis 
The data analysis was done through deductive content analysis 

(Krippendorff, 2004) . The collected data was compressed into semantic units such as 
words or sentences related to similar content. These units were then coded and 
grouped together if they reflected the same underlying concept, in which response to 
the concepts and theories. The themes not only reflected the participants’ original words 
and thoughts but also, the researcher’s interpretations. 

Results 
First Phase  
The findings from the first phase were organized by 2 main themes from the 

interviews: definition of micro-skills of selling and measurement of micro-skills of selling. 
These themes were identified through deductive content analysis (Krippendorff, 2004). 
The themes are explained in detail.   

Theme 1: Definition of micro-skills of selling  
Micro-skills of selling focus on interactions of individuals and small groups in a 

sales call.  A micro-skill of selling identified various areas that should contribute to 
overall selling abilities. Using micro-skills of selling during a sales call is thus essential.  
As a result, these micro-skills of selling – listening skills, question skills and presentation 
skills were used altogether within a sales call-in sales career. As Regional Sales 
Manager, Manufacturer, mentioned,  
“These three skills – listening, questioning, and presenting are all important. From my 

experience, in my sales call process, all these skills are in there. They are mixed, 

cannot miss any skills. However, the use of each one is different in each individual 
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situation. For example, if we meet with customers that love to talk, we listen more than 

we ask and present. We may just ask and probe a little, customers will just talk – how 

they are, what they want. In contrast, if we meet the quiet customers, we must ask a 

lot and listen a lot.” 

 Male, Regional Sales Manager, Manufacturer   

Furthermore, others further stated that micro-skills of selling were used at all in 
a more complex way depending on the circumstances at the front. As Industrial 
Manager – Industrial Chemical, Distributor, explained,  

“I will have a set of open-ended questions and some information to share with 

customers… It is difficult to explain “how to ask”. It depends on the situation. For 

example, I will ask about the market situations, their plans or any new products launch, 

these are general, then I will wait for the reply. Not really asking personal wise, 

however, some customers like to talk about their families. This type of customer is 

easier to talk and to get the information… At the end of the meeting, mostly, I will use 

the close-ended question such as “how about some sample for testing?”. Prior to that, 

I will expand a little bit by presenting some information such as the how the product 

can help, how the performance of customer’s product would be better and end up with 

the question “500 g of sample is enough for your testing?” 

Female, Industrial Manager – Industrial Chemical, Distributor  

Moreover, Business Manager, Distributor, indicated that micro-skills of selling 
were applied in a more complicated manner based on the conditions at hand.  
“There is a customer who produces hair coloring products. Because of COVID-19 

pandemic, the business slowed down, he went back to his hometown. We ask what 

kind of alcohol gel being used in this area. Customer replied they use the not-quite -

standard one, can see the gel separation, does not look good. Then I told the 

customer “If you want to do the nice one, there is one that can use and give the clear 

and nice look. No need to worry for precipitation as the stability is excellent. He asked 
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if the product was expensive, since he knew that our product was high price. I present 

to him that compared to the efficiency; the formulation cost is minimal. We try not to 

use negative words such as expensive. This is how we present.” 

  Female, Business Manager, Distributor 

Likewise, Business Development Manager, Manufacturer, further stated that 
micro-skills of selling were employed collectively during a sales call in a more 
complicated order with varying tactics depending on the scenario at hand:   
“For example, if we want to get the competitors’ information, some customers do not 

want to share but want to listen from us. We may have to go in and ask questions 

such as customer keep the inventory locally or not, is my understanding correct?... If 

we ask open-ended questions such as “can you tell me how BB sell to you or How BB 

provide you, their service?” we will not get the answers as customers may not want to 

tell us all….it depends on the situation, same skills are not fit all situations. We need to 

do homework first, what we want from the meeting. Sometimes we must talk a lot, 

sometimes we listen a lot, and sometimes we must question more.” 

Male, Business Development Manager, Manufacturer  

Furthermore, participants in this study cited several sales skills, including 
micro-skills of selling, as important /crucial to their success. As Business Unit Manager, 
Distributor claimed,    
“The micro-skills of selling is necessary for communicating with customers. Personally, 

I think “opportunity seeking” is the one that is crucial to my success. Actually, these 

skills work together.” 

Male, Business Unit Manager, Distributor 

Specific micro-skills of selling such as questioning skills was mentioned as it 
provided the opportunity to explore customers’ needs and lead to providing the solution 
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for customers’ problem. As Industrial Manager – Coatings & Adhesive, Distributor 
claimed,  

“Actually, it is how we choose questions to ask to help us to sell. If we ask good 

questions to customers and get wither the pain points or key points for the project. It 

would be easier to succeed. Can solve customer ‘s problems better.” 

Female, Industrial Manager – Coatings & Adhesive, Distributor  

Also, individual sales skills such as presentation skills, listening skills, 
negotiating skills, questioning skills, sales closing skills, and technical skills were all 
emphasized as important/crucial to success, as Account Manager, Manufacturer and 
Industrial Manager – Industrial Chemical, Distributor emphasized,  
“The importance depends on the situation. Questioning, listening, presenting, and 

negotiating, I think they are equally important, depending on the situation that we are 

going to utilize.” 

Male, Account Manager, Manufacturer  

“Yes, all these skills – technical skills, questioning skills, listening skills, presentation 

skills, and negotiation skills are important to my success.” 

Female, Industrial Manager – Industrial Chemical, Distributor 

The findings illustrated that micro-skills of selling are the actions of individual 
sales skills used during the interaction between customers and salespeople for 
understanding how to handle, resolve issues and knowing how to present. 

Theme 2: Measurement of micro-skills of selling  
 When the question “which sales skills contributed the most to your success?”, 
was asked, most participants in this this study indicated that the sales skills that most 
contribute to their success in sales professional career in Petrochemical industry in 
Thailand were communication skills. One of the participants described his experience 
this way:      
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“Looking back, I would say I use three skills: Communication and meetings with 

customers. After talking with the customer, you also need to listen and understand the 

message. I'm not sure if the third one I looked at was for sales abilities or not. I believe 

it is a personality trait.” 

Male, Customer Manager, Manufacturer 

However, when asking participants to elaborate communication skills were 
meant to them, the three subthemes were revealed within the communication skills - 
listening or questioning or presentation skills. Therefore, three subthemes emerged as 
factors that contributed the most to salespeople’s success: listening, questioning and 
presentation skills.  

Listening skills  
This subtheme was mentioned as the most contributor to their success as 

listening skills was the key fundamental sale skills. As Head of Commercial, Distributor 
mentioned,   

“There are a lot of skills within the sales skills area. To make it simple, I think, 
personally, listening is the important and basic sales skills that contribute to the sales 

success.” 
Male, Head of Commercial, Distributor  

 In addition, listening skills would be utilized to develop other sales skills that 
important to the selling process, as Business Manager, Distributor claimed,  
“Listening is the first one. First thing, we need to study and understand our products 
before going out to sell. In terms of technical knowledge, it is from learning, listening, 
and understanding. Once we understand, we must put it into the easy-to-understand 
language, know how to summarize the key messages or key points, and develop the 

introduction to get customer’s attention and listen to us”  
Female, Business Manager, Distributor  

Questioning skills 
This subtheme was mentioned as the most contributor to salespeople’s 

success because of their experiences in their careers. Questioning skills was helping 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

66 
 

 

salespeople to uncover the demands faster and more effectively, when meeting new 
customers or even meeting an existing customer on a regular basis. As Regional Sales 
Manager, Manufacturer elaborated,   
“There are 3-4 skills. I think the first one is questioning skills, followed by listening skills 
and the third one is closing skills. I have been practicing these skills for more than 20 
years…. Whether you're meeting new clients or have older clients you meet regularly, 

asking the right questions can help make your shoot effective and direct.” 
Male, Regional Sales Manager, Manufacturer  

Furthermore, questioning skills is the key fundamental sale skills that helping 
salespeople in determining customers’ needs, as Industrial Manager – Industrial 
Chemical, Distributor claimed,  

“I think there are technical issues that we have to provide to our customers, and 
problems with our ability to identify customers’ needs… It may be questioning, probing 

or even general talking, then observing for what customers want from the 
communication.” 

Female, Industrial Manager – Industrial Chemical, Distributor 

Presentation skills 
Presentation skills was mentioned as the subtheme as the most contributor 

to salespeople’s success. Business Development Manager, Manufacturer elaborated 
the importance of presenting or “talking” as encountering the situation of “silence” 
customers,     

“Personally, I think it is the talking. Many may think he needs to listen, but if the 
customer doesn't speak, they keep silent. It is important to speak to obtain information 
or speak to present it, but we need to follow it for people to listen and understand what 

we are trying to present…. So, talking is my number one.” 

Male, Business Development Manager, Manufacturer 

 Moreover, having technical knowledge or technical expertise is required, but 
presenting abilities are required to help buyers picture the benefits that they will receive. 
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Therefore, presentation skills are highlighted as the most contributor to salespeople 
success by Account Manager, Manufacturer,  

“Although, technical knowledge is a must, however, it needs the presentation skills to 
make the customers visualized the benefits that they would get.” 

Male, Account Manager, Manufacturer   

Furthermore, the combinations of individual sales skills from a micro-skills of 
selling such as presentation skills, listening skills, negotiation skills, questioning skills, 
sales closing skills and technical skills were equally highlighted as important/crucial to 
success, as Account Manager, Manufacturer and Industrial Manager – Industrial 
Chemical, Distributor emphasized,  
“The importance depends on the situation. Questioning, listening, presenting, and 

negotiating, I think they are equally important, depending on the situation that we are 
going to utilize. 

Male, Account Manager, Manufacturer  

“Yes, all these skills – technical skills, questioning skills, listening skills, presentation 
skills, and negotiation skills are important to my success.” 

Female, Industrial Manager – Industrial Chemical, Distributor  

Analytical skills was highlighted as more importance to success than other 
sales skills, as it led to decision making. However, a micro-skills of selling such as 
interpersonal skills, listening skills and questioning skills were indicated as the important 
base before analysis. As Key Account Manager, Manufacturer commented, 
“It is still the analytical skills to find customer needs and response or match those 

needs. I think this still is the key. However, other contribution causes – interpersonal 
skills, listening skills; these are the important foundation. To be able to analyze, you 

need to have enough raw materials, enough information. This will lead to the analytical 
part – taken place or not, right or wrong, it is all from appropriate relationship, 
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obtaining the right information from customers, good listening skills, right questioning. 
All these are giving the input for analyzing.” 

Male, Key Account Manager, Manufacturer  

 

The summary of the mentioned skills by number of participants as shown in table 4  

Table  4 Summary of the mentioned skills by number of participants 

Skills mentioned Number of participants 
Presentation skills 10 
Listening skills 10 
Questioning skills 10 
Negotiation skills 4 
Sales closing skills 4 
Technical skills 5 
Analytical skills 3 

As indicated in table 4 all key informants ranked listening skills, questioning 
skills, and presenting skills as the top three most critical micro-skills of selling. As a 
result, in the construction of the questionnaire, the micro-skills of selling - listening skills, 
questioning skills, and presenting skills - served as the foundation for the micro-skills of 
selling scale. 

Phase II - Developing a scale for micro-skills of selling and a training program to 
develop the micro-skills of selling for petrochemical and related industries sales 
professionals in Thailand. 

The goal of this phase was to develop scale items & training program, including 
validation of the training program & test a micro-skills of selling scale for petrochemical 
and related industries sales professionals in Thailand.  
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Participants   
The population in this study included 300 petrochemical industries 

salespeople, as estimated by the experts from petrochemical industries. A purposive 
sampling technique was used for selecting the sample. The sample was categorized 
into two separate groups.  

In the tryout phase, a sample of 20 petrochemical industries salespeople – 
salespeople who work for petrochemical industries and related companies both 
manufacturers and distributors in Thailand, for pilot testing an instrument to measure 
micro-skills of selling.   

In the scale validation phase, according to Nunnally (1978), for EFA 
analysis, the ratio of participants to items recommended a 10 to 1 ratio or ten cases for 
each item to be factor analyzed. Due to the items number in this research, an adequate 
size of using EFA was at least 230 petrochemical industries salespeople in Thailand. 
The scale for Micro-skills of Selling was sent to 250 petrochemical industries 
salespeople who were selected randomly from petrochemical industries salespeople in 
Thailand for administration of a new instrument.   A sample of 202 completed 
questionnaires were received, therefore, a new instrument was administered to a sample 
of 202 petrochemical industries salespeople who were selected randomly from 
petrochemical industries salespeople in Thailand for administration of a new instrument.   

Data collection & analysis 
A scale for Micro-Skills of Selling was developed from the results from the 

first phase as the following steps.  
Step 1 - Quotes were grouped by category code – constructs and sub-

constructs.   
Step 2 - A list of 3 dimensions was generated from this analysis, namely, 

listening, questioning, and presenting.  
Step 3 - Information from the themes served as constructs and emerging 

sub-constructs for the item development. 
Quantitative part - This part consisted of two steps. 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

70 
 

 

Step 1: Try out 
All Items from Micro-Skills of Selling scale in the qualitative part were 

reviewed for an Item Objective Congruence (IOC). The IOC score higher than 0.6 items 
were given to 20 salespeople to evaluate the reliability of the scale. A purposive 
sampling technique was used for selecting the sample. The data was analyzed by 
multivariate statistics, item-analysis from SPSS. 

Step 2: Scale Validation 
According to Nunnally (1978), for EFA analysis, the ratio of 

participants to items recommended a 10 to 1 ratio or ten cases for each item to be factor 
analyzed. Due to the items number in this research, an adequate size of using EFA was 
at least 230 petrochemical industries salespeople in Thailand. All items from Micro-Skills 
of Selling scale in the tryout step were given to 250 salespeople to validate the scale. A 
purposive sampling technique was used for selecting the sample. The data was 
analyzed by multivariate statistics, exploratory factor analysis for item analysis, principal 
component analysis and reliability assessment.  SPSS was used for the statistical 
analysis of data. 

Results 
In this part of the research, a micro-skills of selling scale was developed.  

The items in this measurement were generated by using data from the experienced 
petrochemical industries salespeople interviews. Behaviors discovered from the 
experienced petrochemical industries salespeople interviews were utilized in order to 
create items for a questionnaire.  

After the items for the micro-skills of selling scale were developed, the index 
of item-objective congruence (IOC) was used to test for content validity. Five experts in 
the field were asked to rate if the developed items represented Micro-Skills of Selling in 
listening skills, questioning skills and presentation skills dimensions. Based on the IOC 
scores, the items were removed or the contents in the items were revised to make it 
more understandable if they presented IOC below 0.5. The scale had 25 items after the 
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IOC test. Items with correlated item-total correlation below 0.42 (Weathington, 
Cunningham, & Pittenger, 2010) were removed to increase the reliability of the scale. 

The scale was primarily created with 30 items covering three developed 
dimensions investigated from the interviews. The scale then was reduced to 14 items 
with a Cronbach alpha reliability coefficient of 0.88 for the whole scale. It included 14 
positive items. The first dimension, presentation skills which contained six items. The 
Cronbach's alpha coefficient was 0.84 after removing four items. Questioning skills 
contained five items after five items were removed. The reliability of this dimension was 
0.74. The third dimension, listening skills, included three items after seven items were 
removed and the Cronbach's alpha coefficient was 0.76. 

The purpose of this scale was to measure the self-report of micro-skills of 
selling behavior during sales call of petrochemical industries salespeople in three 
dimensions. using a five-point Likert scale. The scale requested petrochemical 
industries salespeople to evaluate their behaviors prior/during/after the sales 
calls/customer meetings on a 5-point Likert-type scale of items ranging from “Never” to 
“Always”.  The items are shown in table 5 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

72 

Ta
ble

  5
 C

re
ati

ng
 S

ca
le 

Ite
ms

  

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

1 
•
 
โด
ยท
กัษ

ะท
ีค่ดิ
วา่
จ  า
เป็
นท
ีส่ดุ
 ก
็จะ
เป็
นเ
รือ่
งข
อง
กา
รฟั
ง น

ะค
ะว
่า ว

า่ ส
ิ ่งท
ีลู่ก
คา้

ตอ้
งก
าร
 ค
อือ
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จฟั
งม
าก
 จ
ะไ
ม่ห
ลบ
ตา
ลูก
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 c
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 c
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คณุ
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 c
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s c
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f p
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คญั

ออ
กม
าท
ัง้ห
มด
ว่า
 

Ne
ed

s ท
ีลู่ก
คา้
ตอ้
งก
าร
 ม
ีอะ
ไรบ

า้ง
 1
 2
 3
 4
 ท
วน
ให
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 c
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 re
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ขอ
งก
าร
สน
ทน
า

ให
ก้บั
ลกู
คา้
 เพ
ื่อท
ี่จะ
ได
เ้ขา้
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 d
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 c
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ะพู
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สิ ่ง
ทีเ่
ขา
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ลว้
เรา
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ใจ
คว
าม
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f t
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 m
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 ถู
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, c
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 p
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ใน
ขณ
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ีเ่รา
ฟัง
 เร
าก
็ตอ้
งเก

็บร
วบ
รว
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อ้ม
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ปร
ะม
วล
ผล
จา
กก
าร
ฟัง
วา่
 ลู
กค
า้ม
ี

คว
าม
ตอ้
งก
าร
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ะไ
ร ลู

กค
า้ม
ีปัญ
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อะ
ไร 
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 p

ro
ce

ss
ing

 th
e 

da
ta 

fro
m 

lis
ten

ing
 

for
 w

ha
t c
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เพ
รา
ะก
าร
ฟัง
จะ
ท  า
ให
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รูแ้
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รถ
วเิค

รา
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ได
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า้ฟั
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า้
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า้ใ
จย
งัไง

 ค
วา
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คอื
อะ
ไร 
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t c
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t c
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ือ่ใ
หเ้
ขา
ย  า้
วา่
ทีเ่
รา

เข
า้ใ
จน
ะอ
ะไ
รง
ี ้ห
รือ
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 c
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ตอ้
งฟั
ง

อย
่าง
ตัง้
ใจ
 แ
ลว้
ก็พ
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I k
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ถา้
เก
ิดลู
กค
า้ม
ีปัญ

หา
 อ
นัน

ัน้อ
าจ
จะ
ตอ้
งใ
ช ้

sk
ills

 ใน
กา
รฟั
งข
อง
 m

ee
tin

gs
 น
ัน้

ให
ม้า
กข
ึน้ 
เพ
ือ่ใ
หเ้
ขา
ค่อ
ยๆ
ปล่
อย
ปัญ

หา
ขอ
งเข

าอ
อก
มา
 แ
ลว้
เรา
ก็เ
ก็บ
ขอ้
ม ูล
ไป

 
If 
cu
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me
rs 
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ve
 p
ro
ble

ms
, t
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 m
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 re
qu
ire
 “m

or
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ten

ing
 sk

ills
 in
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me
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ng
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r c

us
tom

er
s t

o 
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 th
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 p
ro
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 c
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ma

tio
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 D
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er
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re
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คง
ตอ้
งร
อใ
หลู้
กค
า้อ
ธิบ
าย
ให
จ้บ
กอ่
นน
ะ 
แล
ะก
็ ข
อแ
ทร
ก 
ขอ
อน
ญุ
าต
คร
บัเ
มือ่

สกั
ครู่
ผม
ไม
่เขา้

ใจ
ใน
จดุ
นี ้
แบ
บน

ีถ้ ูก
ตอ้
งไห

มค
รบั
 จ
งัห
วะ
ใน
กา
รถ
าม
อา
จจ
ะต
อ้ง

รอ
ให
ลู้ก
คา้
เข
าอ
ธิบ
าย
จบ
ก่อ
น 
แล
ว้เร
าค
่อย
เด
นิห
นา้
ถา
มต
่อ 
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l c
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 d
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l c
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 c
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l, D
ist

rib
uto

r 

•
 
คอื
หล
งัจ
าก
ทีถ่
าม
ไป
แล
ว้ก
ต็อ้
งฟั
งส
ิ ่งท
ีลู่ก
คา้
พูด
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 w
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 w
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 c
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, D
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จน
กร
ะท
ั ่งเข
า้ส
ู่จุด
ทีพ่

อจ
ะรู
ไ้ด
ว่้า
ตอ
นน
ีเ้ข
าก
 าล
งัต
อ้ง
กา
รอ
ะไ
รอ
ยู่ 
เส
ร็จ
แล
ว้พ
อรู
ว่้า

ตอ้
งก
าร
อะ
ไรเ
นีย่
 เร
าก็
จะ
มา
แช
ร์ก
บัท

มีแ
ลว้
ว่า
 อ
ืมต
อน
นี ้

UU
UU

 ท
มีน
ีก้  า
ลงั
ท  า
นีท่

 า
นีน่
ะ 
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ce

 w
e 

kn
ow

 w
ha

t c
us

tom
er

s w
an
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 w
ill 

sh
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 te
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do
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, D
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ผม
จะ
สรุ
ปเ
พือ่
 c

on
firm

 ก
บัเ
ขา
ว่า
 ผ
มไ
ดข้
อ้มู
ลม
าเน

ีย่ถู
กต
อ้ง
ตา
มท

ีเ่รา
คยุ
กนั
รึเป

ล่า
คร
บั 
เพ
ือ่เ
ป็น

กา
รส
รุป
ขอ้
มูล
ว่า
เรา
สือ่
สา
รก
นัไ
ดถู้
กต
อ้ง
นะ
คร
บั 
พอ
ได
ข้อ้
มูล
ทีถู่
กต
อ้ง

เส
ร็จ
แล
ว้ ผ

มก็
เอ
าก
ลบั
ไป
ท  า
กา
รบ
า้น
ต่อ
ว่า
ต่อ
ไป
ตอ้
งท
 าอ
ย่า
งไร

บา้
ง ล

ูกค
า้ส
นใ
จถึ
ง

ระ
ดบั
ไห
นแ
ลว้

 
I w
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 c
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 c
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, c
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ก็อ
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จะ
บอ
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ูกค
า้ว่
า เ
ดีย๋
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ลบั
ไป
ท  า
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รบ
า้น
ก่อ
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ีย๋ว
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กล
บัม
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t b
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คา้
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ก็ค
อืฟั
ง ฟั

งท
ีลู่ก
คา้
พูด

จริ
งๆ
 ห
รือ
 เป

ล่า
 ไม

ใ่ช
่แบ
บเ
ขา
พูด

ไป
แล
ว้ แ

ต่ไ
ปโ
ฟก
สั

อย
่าง
อืน่

 
It 

is 
re

all
y l
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en

ing
 to

 c
us

tom
er
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No

t s
om
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ing
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cu
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me
rs 
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tal
ke
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t w
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 o
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, D
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ไม
่ใช
ว่่า
ฟัง
เขา

ไป
แล
ว้ก
็หล
บด
ูโท
รศ
พัท

ท์หี
นึ่ง
อย
า่ง
เงีย้

 ด
ูนา
ฬิก
าท
หีน
ึ่ง ผู

พู้ด
ก็ไ
ม่

อย
าก
 จ
ะพู
ดต
่อล
ะ 
ขอ้
ม ูล
ทีเ่
รา
ได
ก้็อ
าจ
จะ
ไม
่คร
บ 
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sh
ou

ld 
no

t b
e 

lik
e 

lis
ten

ing
 to

 c
us

tom
er

s a
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 sn
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 lo
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ing
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 w
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 c
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เรา
กต็
อ้ง
มีพ

ยกั
หน
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 ้แ
สด
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ลบั
ไป
ว่า
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ฟัง
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 re
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t c
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สน
ใจ
ฟัง
 แ
ละ
ตอ
บร
บั 

ac
kn

ow
led

ge
 ว่า

สิง่
ทีเ่
ขา
พูด

นัน้
 เร
าต
าม
เค
า้ท
นั 
แล
ะเร
า

เข
า้ใ
จ 

Sh
ow

 th
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จริ
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แล
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นัก
็คอื
เรา
เป็
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ฟั้ง
ทีด่
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อง
วา่
ทา
งก
าย
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พอ
ย่า
งแ
รก
เล
ยก
็คอื
เรา

คง
ตอ้
งส
บต
าลู
กค
า้เพ

ือ่ท
ีจ่ะ
ฟัง
 เร
าก
็ตอ้
งม
ีพย
กัห
นา้
รบั
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ลบั
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ลงั
ฟัง
เขา

อย
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สงั
เก
ตจ
าก
ปฏ

ิกิริ
ยา
ทีเ่
ขา
คยุ
กบั
เรา
คร
บั 
อย่
าง
บา
งค
นถ
า้ค
ยุด
ว้ย
กนั
ต่อ
หน
า้ จ

ะ
เห
็นช
ดัเ
ลย
ว่า
เขา

สน
ใจ
มา
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อ้ย
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ไห
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บา
งค
นก
็จะ
มีป

ฏิก
ิริย
าค
่อน
ขา้
ง

ชดั
เจ
นค
รบั
 เพ

รา
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า้เค

า้ส
นใ
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กปั้
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าไ
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เพ
รา
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คร
บั 
ปฏ

ิกิริ
ยา
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 re
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ey

 h
av

e 
be

en
 su

ffe
rin

g 
a 

lot
 fo

r t
his

, 
the

 re
ac

tio
ns

 w
ill 

ch
an

ge
 a

nd
 o

bv
iou

s   -
 M

ale
, B

us
ine

ss
 U

nit
 M

an
ag

er
, D

ist
rib

uto
r 

•
 

หรื
อไ
ม่ก็
สงั
เก
ตจ
าก
กา
รต
อบ
ขอ
งล
กูค
า้ห
รือ
ปฏ

ิกริ
ยา
ทีล่
ูกค
า้ต
อบ
 เมื
อ่ไ
ดร้
บัฟั

งข
อ้มู
ล

คร
บั 

Or
 o

bs
er

vin
g 

fro
m 

cu
sto

me
rs 

re
ac

tio
ns

 o
r h

ow
 th

ey
 a

ns
we

re
d 

wh
en

 th
ey

 
lis

ten
 to

 th
e 

inf
or

ma
tio

n 
 - 

Ma
le,

 A
cc

ou
nt 

Ma
na

ge
r, 

Ma
nu

fac
tur

er 

•
 
เวล

าท
ีเ่รา
คยุ
 เร
าส
งัเก

ตอ
่ะ 
สงั
เก
ตส
ิ ่งท
ี ่ไม่

ว่า
จะ
เป็
นส
าย
ตา
 ก
าร
ฟัง
 บ
าง
คน
แบ
บ

ก  า
ลงั
พูด

คยุ
กบั
เรา
 แ
ต่ต
าข
อง
เข
าล
อ่ก
แล
่กแ
บบ

ดูมื
อถื
ออ
ะ่ค่
ะ 
ทกุ
อย่
าง
มนั
มี

คว
าม
หม
าย
หม
ดเ
ลย

 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

Lis
ten

ing
 

 
ฉนั
ใส
่ใจ
ใน
คว
าม
หม
าย
ขอ
งน
 า้เสี

ยง
แล
ะ

ท่า
ทา
งข
อง
ลกู
คา้
ที่แ
สด
งอ
อก
มา
  

I a
nti

cip
ate

 th
e i

nte
nt 

be
hin

d 
cu

sto
me

rs'
 no

n-
ve

rb
al 

cu
es

 
 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

82 

Ta
ble

 5 
(C

on
t.)

 

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

 
W

he
n 

we
 ta

lk,
 w

e 
ob

se
rve

 a
ll –

 e
ye

s e
xp

re
ss

ion
, h

ow
 th

ey
 lis

ten
. S

om
e 

cu
sto

me
rs,

 th
eir

 e
ye

s w
er

e 
on

 th
e 

ph
on

e 
sc

re
en

, e
ve

ryt
hin

g 
ha

s m
ea

nin
gs

 
   

- F
em

ale
, B

us
ine

ss
 M

an
ag

er,
 D

ist
rib

uto
r 

 
 

 

11
 

•
 
เรา
กจ็
ะเร่ิ
มเ
ขา้
ใน
ส่ว
นห
มว
ดธุ
รก
จิแ
ลว้
 ว่า

เป็
นย
งัไง

บา้
งค
ะใ
นส่
วน
ขอ
งปี
ทีแ่
ลว้
 

สถ
าน
กา
รณ์

โค
วดิ
หน
กัม
าก
เล
ย 
ทา
ง U

UU
U 
เป็
นย
งัไง

บา้
งไป

นะ
คะ
 ใน

ส่ว
นข
อง
 

sk
inc

ar
e 
ยงั
ดอี
ย ู่ไ
หม
หรื
อว
า่ย
งัไง

ค่ะ
 ก
็เร่ิม

เข
า้ไ
ปเ
รือ่
ยๆ
 แ
ลว้
พอ
ถา้
สม
มตุ
วิ่า
เค
า้

บอ
กว
่าด
 ีแ
ลว้
ก็เ
ร่ิม
เจ
าะ
วา่
ตวั
ไห
นด
 ีแ
ลว้
แน
วโ
นม้
ตวั
นีปี้

นี ้
จะ
ดขี
ึน้ไ
ม๊ 
จะ
มกี
าร

ขย
าย
อะ
ไรร
ึเป
ล่า
 ก
จ็ะ
เห
มือ
นก
บัข
ยา
ยก
าร
สือ่
สา
รอ
อก
ไป
เรือ่

ยๆ
  

W
e 
wi
ll s
tar
t f
or
 th
e 
bu
sin
es
s p

ar
t, 
“h
ow
 w
as
 la
st 
ye
ar
 fo
r U

UU
 a
nd
 

sk
inc

ar
e 
pa
rt?
 T
he
 C
OV

ID
 si
tua

tio
ns
 re
all
y i
mp

ac
ted

 h
ea
vil
y”
. I
f t
he
y s

aid
 

go
od

, w
e 

sta
rt 

to 
ge

t in
to 

wh
ich

 o
ne

 g
oo

d,
 th

is 
ye

ar
 tr

en
d 

wi
ll b

e 
be

tte
r, 

an
y e

xp
an

sio
n 

pla
n. 

Ju
st 

sp
re

ad
 o

ut 
the

 c
om

mu
nic

ati
on

 c
on

tin
uo

us
ly.

 
 - 

Fe
ma

le,
 B

us
ine

ss
 M

an
ag

er
, D

ist
rib

uto
r 

•
 
แล
ว้ก
็พย
าย
าม
ถา
มค

 าถ
าม
ทเี
ป็น

ปล
าย
เปิ
ด 
เพ
ือ่ใ
หลู้
กค
า้พ
ยา
ยา
มพู

ดต
อบ
 เช
่น

ลูก
คา้
มีปั

ญ
หา
เก
ีย่ว
กบั
กา
รผ
ลิต
สนิ
คา้
ชิน้
นีต้
รง
ไห
นอ
ย่า
งไร

 แ
ลว้
กเ็
พือ่
ให
เ้ขา

อธิ
บา
ยเ
พิม่

เต
มิ 
หล
งัจ
าก
นัน้
ก็พ
ยา
ยา
มจ
ะใ
ชค้
 าถ
าม
จา
กค
 าต
อบ
ทีเ่
ขา
ให
น้ะ
คร
บั

ต่อ
ยอ
ดค

 าถ
าม
ต่อ
ไป
ขอ
งเร
า เ
พือ่
จะ
ได
เ้ก
็บข
อ้ม
ูลต
่าง
ๆ 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Qu

es
tio

nin
g 

 
 

ฉนั
สอ
บถ
าม
ลกู
คา้
ดว้
ยค
 าถ
าม
ที่ถ
าม

เก่ี
ยว
กบั
ขอ้
มลู
แล
ะค
 าถ
าม
ตา
ม 

I a
sk

 in
for

ma
tio

na
l a

nd
 fo

llo
w 

up
 

qu
es

tio
ns

 w
ith

 cu
sto

me
rs 

 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

83 

Ta
ble

 5 
(C

on
t.)

 

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

 
Tr

y t
o 

as
k t

he
 o

pe
n-

en
de

d 
qu

es
tio

ns
 fo

r c
us

tom
er

s t
o 

an
sw

er
 i.e

. d
o 

the
y 

ha
ve

 a
ny

 p
ro

ble
ms

 w
ith

 p
ro

du
cin

g 
thi

s p
ro

du
ct?

 H
ow

? T
he

n 
as

k c
us

tom
er

s 
to 

ex
pla

in 
mo

re
, w

e 
try

 to
 b

uil
d 

the
 q

ue
sti

on
s f

ro
m 

the
ir 

an
sw

er
s f

or
 

ga
the

rin
g 

inf
or

ma
tio

n. 
 

- M
ale

, C
us

tom
er

 M
an

ag
er

, M
an

ufa
ctu

re
r 

 
 

 

12
 

•
 

เรา
ก็จ
ะพ
ยา
ยา
มค
ยุ 
เพ
ือ่จ
ะห
า 

Pa
in 

po
int

s ข
อง
เข
า ก

าร
ฟัง
เป็
นต
วัเร่ิ
มต
น้ 

W
e 

tal
k w

ith
 c

us
tom

er
s t

o 
fin

d 
the

ir 
pa

in 
po

int
s. 

Lis
ten

ing
 is

 th
e 

be
gin

nin
g 

 - 
Fe

ma
le,

 In
du

str
ial

 M
an

ag
er 
– I

nd
us

tria
l C

he
mi

ca
l, D

ist
rib

uto
r 

•
 

แล
ว้ก็
พย
าย
าม
ถา
มค

 าถ
าม
ทเี
ป็น

ปล
าย
เปิ
ด 
เพ
ือ่ใ
หล้
ูกค
า้พ
ยา
ยา
มพู

ดต
อบ
 เช่
น

ล ูก
คา้
มีปั

ญ
หา
เกี
ย่ว
กบั
กา
รผ
ลิต
สนิ
คา้
ชิน้
นีต้
รง
ไห
นอ
ย่า
งไร

 แ
ลว้
ก็เ
พือ่

ให
เ้ข
าอ
ธิบ
าย

เพ
ิ ่มเ
ตมิ
 ห
ลงั
จา
กน
ัน้ก็
พย
าย
าม
จะ
ใช
ค้  า
ถา
มจ
าก
ค  า
ตอ
บท

ีเ่ข
าใ
หน้
ะค
รบั
ต่อ
ยอ
ด

ค  า
ถา
มต่
อไ
ปข
อง
เรา
 เพ

ือ่จ
ะไ
ดเ้
ก็บ
ขอ้
มูล
ต่า
งๆ
 ท
ีจ่ะ
เป็
นป

ระ
โย
ชน
ก์บั
เรา
ใน
กา
ร

น  า
เส
นอ
โซ
ล ูช
ั ่นต่
าง
ๆใ
หก้
บัล
ูกค
า้ 

Tr
y t

o 
as

k t
he

 o
pe

n-
en

de
d 

qu
es

tio
ns

 fo
r c

us
tom

er
s t

o 
an

sw
er

 i.e
. d

o 
the

y 
ha

ve
 a

ny
 p

ro
ble

ms
 w

ith
 p

ro
du

cin
g 

thi
s p

ro
du

ct?
 H

ow
? T

he
n a

sk
 c

us
tom

er
s t

o 
ex

pla
in 

mo
re

, w
e 

try
 to

 b
uil

d 
the

 q
ue

sti
on

s f
ro

m 
the

ir 
an

sw
er

s f
or

 g
ath

er
ing

 
inf

or
ma

tio
n. 

 
 - 

Ma
le,

 C
us

tom
er

 M
an

ag
er,

 M
an

ufa
ctu

re
r 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Qu

es
tio

nin
g 

 
 

ฉนั
ถา
มค

 าถ
าม
ที่ช
ว่ย
คน้
หา
แล
ะท
 าค
วา
ม

เข
า้ใ
จต
่อก
าร
เป
ล่ีย
นแ
ปล
งท
ี่ส่ง
ผล
กร
ะท
บ

กบั
ธุร
กิจ
ขอ
งล
กูค
า้ 

I a
sk

 q
ue

sti
on

s t
o i

de
nti

fy 
an

d 
un

de
rst

an
ds

 ch
an

ge
s t

ha
t e

ffe
ct 

cu
sto

me
r’s
 bu

sin
es
s 

 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

84 

Ta
ble

 5 
(C

on
t.)

 

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

 
•
 
อา
จจ
ะเร่ิ
มจ
าก
ค  า
ถา
มก
่อน
วา่
 ลู
กค
า้ม
ีเจ
อปั
ญ
หา
อะ
ไรใ
นก
าร
ท  า
งา
นม

ัย้ 
หรื
อว
่า

ปัจ
จุบ
นัท
ีเ่ขา

ใช
ผ้ลิ
ตภ
ณั
ฑ์อ

นัอ
ืน่อ
ย ู่ 
เขา

มีอ
ะไ
รท
ีอ่ย
าก
จะ
ปร
บัป

รุง
  

Be
gin

 w
ith

 th
e 

qu
es

tio
n 

su
ch

 a
s c

us
tom

er
s h

av
e 

an
y p

ro
ble

ms
 w

ith
 th

eir
 

wo
rk 

or
 w

ha
t d

o 
cu

sto
me

rs 
wi

sh
 to

 im
pr

ov
e 

at 
pr

es
en

t, 
if t

he
y u

se
 o

the
r 

pr
od

uc
ts 

- M
ale

, A
cc

ou
nt 

Ma
na

ge
r, 

Ma
nu

fac
tur

er
 

 
 

 

13
 

•
 
กา
รถ
าม
 ก
าร
ฟัง
อย
่าง
ทีบ่

อก
 ก
าร
ฟัง
คอื
 เป็
นก
าร
สร
า้ง
วตั
ถดุ
บิส

 าห
รบั
กา
ร

วเิค
รา
ะห
์คร
บั 
ซึ่ง
มนั
เป็
น 

ke
y ส

 าห
รบั
ผม
 ท
กุอ
ย่า
งจ
ะ b

uil
d 

ar
ou

nd
 ก
าร

วเิค
รา
ะห
์เรือ่

ง v
alu

e 
กบั
ลูก
คา้
เป็
นห
ลกั
 ต
รง
นีเ้
ป็น
 ra

w 
ma

ter
ial

 ท
ีส่  า
คญั

 
เพ
ือ่ใ
หก้
าร
วเิค

รา
ะห
์เรือ่

ง v
alu

e 
ขอ
งลู
กค
า้ถ
ูกต
อ้ง

 
Qu

es
tio

nin
g 

an
d 

lis
ten

ing
 a

re
 th

e 
ra

w 
ma

ter
ial

 g
en

er
ato

r f
or

 a
na

lys
is.

 It
 is

 
the

 ke
y f

or
 m

e. 
Ev

er
yth

ing
 w

ill 
be

 b
uil

t a
ro

un
d 

the
 va

lue
 a

na
lys

is 
an

d 
cu

sto
me

rs 
as

 th
e 

pr
inc

ipl
e. 

Th
is 

is 
the

 im
po

rta
nt 

ra
w 

ma
ter

ial
 fo

r c
or

re
ct 

cu
sto

me
r v

alu
e 

an
aly

sis
 

 - 
Ma

le,
 K

ey
 A

cc
ou

nt 
Ma

na
ge

r, 
Ma

nu
fac

tur
er

 

•
 
กา
รถ
าม
ค  า
ถา
มใ
นท
ีน่ีไ้
ม่ไ
ด ้
หม
าย
ถึง
ว่า
ถา
มต
รง
ๆ 
วา่
อะ
ไร 
จะ
เก
ิดข
ึน้ 
หรื
อปั
ญ
หา
 

หรื
อข
อ้ม
ูล 
หรื
อถ
าม
อะ
ไรต

่าง
ๆ 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Qu

es
tio

nin
g 

 
 

ฉนั
ใช
เ้ท
คน
คิใ
นก
าร
ถา
มเ
พื่อ
ท า
คว
าม

เข
า้ใ
จก
บัเ
รื่อ
งท
ี่ส า
คญั

ขอ
งล
กูค
า้ ซ

ึ่ง
ลกู
คา้
ไม
่ตอ้
งก
าร
พดู

ถงึ
 

I u
se

 th
e q

ue
sti

on
ing

 te
ch

niq
ue

 to
 

un
de
rst
an
d 
cu
sto

me
rs’
 w
ith
he
ld 

co
nc

er
ns

   
 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

85 

Ta
ble

 5 
(C

on
t.)

 

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

 
Qu

es
tio

nin
g 

he
re

 is
 n

ot 
dir

ec
tly

 o
r s

tra
igh

tfo
rw

ar
d 

as
kin

g 
wh

at 
ha

pp
en

, 
wh

at 
pr

ob
lem

s a
re

 o
r i

nfo
rm

ati
on

  
 - 

Fe
ma

le,
 In

du
str

ial
 M

an
ag

er
 – 

Co
ati

ng
s &

 A
dh

es
ive

, D
ist

rib
uto

r 

•
 
ถา้
เรา
ใช
ค้  า
ถา
มท

ีม่ีป
ระ
สทิ
ธิภ
าพ
พอ
คว
ร แ

ลว้
ก็เ
รา
จะ
ทร
าบ
คว
าม
ตอ้
งก
าร
ขอ
งเข

า
ว่า
 เข
าต
อ้ง
กา
รอ
ะไ
รบ
า้ง
 แ
ลว้
ก็อ
ะไ
รท
ีอ่ย
ู่ใน
ใจ
เขา

 แ
ลว้
ก็ปั
ญ
หา
ค  า
ถา
ม 
อะ
ไรท

ี่
อย
ู่ใน
ใจ
ขอ
งเข

าก
็จะ
เปิ
ดอ
อก
มา
ได
อ้ย
่าง
รว
ดเ
ร็ว

 
If 
we
 a
sk
 th
e 
eff
ec
tiv
e 
qu
es
tio
ns
, w

e 
wi
ll k
no
w 
cu
sto
me

rs’
 n
ee
ds
. W

ha
t h
e 

wa
nts

 a
nd

 w
ha

t in
 h

is 
mi

nd
 is

, w
ill 

be
 re

ve
ale

d 
qu

ick
ly 

 - 
Ma

le,
 R

eg
ion

al 
Sa

les
 M

an
ag

er
, M

an
ufa

ctu
re

r 

 
 

 

14
 

•
 
แต
่บา
งค
รัง้
กา
รถ
าม
ลูก
คา้
โด
ยต
รง
 บ
าง
ลูก
คา้
ก็อ
าจ
จะ
ไม
่ตอ
บเ
รา
 เร
าก
็อา
จจ
ะ

ตอ้
งใ
ชล้
กัษ

ณ
ะถ
าม
ทา
งอ
อ้ม

 
So

me
tim

es
 a

sk
ing

 c
us

tom
er

s d
ire

ctl
y, 

cu
sto

me
rs 

ma
y n

ot 
an

sw
er

 u
s. 

We
 

ma
y n

ee
d 

to 
as

k i
nd

ire
ctl

y 
 - 

Ma
le,

 A
cc

ou
nt 

Ma
na

ge
r, 

Ma
nu

fac
tur

er
 

 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Qu

es
tio

nin
g 

 
 

ถา้
ลกู
คา้
เล่ี
ยง
ที่จ
ะต
อบ
ใน
คร
ัง้แ
รก
ที่ถ
าม
 

ฉนั
จะ
ปร
บัเ
ปล่ี
ยน
ค า
ถา
ม 

If t
he

 cu
sto

me
r s

ee
ms

 to
 av

oid
 

an
sw

er
ing

 m
y q

ue
sti

on
 fir

st,
 I 

"p
ar

ap
hr

as
e" 

the
 q

ue
sti

on
 be

for
e 

as
kin

g 
ag

ain
 la

ter
  

 

1
2

6
0

0
6

9
7

1
4



 

S
W
U
 
i
T
h
e
s
i
s
 
g
s
6
2
1
1
5
0
0
4
1
 
d
i
s
s
e
r
t
a
t
i
o
n
 
/
 
r
e
c
v
:
 
1
1
0
5
2
5
6
6
 
1
0
:
2
2
:
2
2
 
/
 
s
e
q
:
 
4
5

  

 

86 

Ta
ble

 5 
(C

on
t.)

 

Ite
m

  
No

. 
Qu

ali
tat

ive
 D

ata
 

Co
ns

tru
cts

 
Su

b-
co

ns
tru

cts
 

Su
rv

ey
 It

em
s 

 
•
 
ถา้
เรา
จะ
หา
ขอ้
ม ูล
ขอ
งค
ู่แข
ง่น
ะ 
ลูก
คา้
บา
งเจ

า้ก
็ไม
่ค่อ
ยอ
ยา
กจ
ะพู
ดห
รอ
ก 
แต
่

อย
าก
จะ
ฟัง
มา
กก
วา่
 แ
ลว้
เรา
ก็ค
งจ
ะไ
ปล
กัษ

ณ
ะข
อง
ถา
มว
า่ ป

ระ
มา
ณ
นีไ้
ม๊ 

อย
่าง
เช
่นลู
กค
า้เก

็บส
ต๊อ
กใ
นป

ระ
เท
ศห
รือ
เป
ล่า
 อ
นัน
ีผ้ม
เข
า้ใ
จถ
ูกไ
หม
คร
บั 
อา
จจ
ะ

ตอ้
งเป็

นค
 าถ
าม
น  า
ลกั
ษณ

ะน
ี ้
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we

 w
an

t t
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tio
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 c
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” m
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 D
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เพ
รา
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อา
จจ
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ฉซ
า้ย
เฉ
ขว
าไ
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า้ง
 เพ

ือ่จ
ะไ
ม่ใ
หลู้
กค
า้รู
ส้กึ
ว่า
เรา
ยงิ

ตร
งเก

ินไ
ปค
รบั
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•
 
เต
รีย
มต
วัฝ่ั
งข
อง
เรา
 va

lue
 ค
รา่
วๆ
 เร
าจ
ะข
าย
อะ
ไร 

va
lue

 ท
ีลู่ก
คา้
มอ
งค
ร่า
วๆ
ขอ
ง

เข
าค
อือ
ะไ
ร เ
มือ่
มีก
าร
เต
รีย
มต
วัท
ีเ่ห
มา
ะส
มแ
ละ
เขา้

สู่ก
าร
คยุ
 ม
นัจ
ะล
าก
เขา้

สู่ 
kil

lin
g 

zo
ne

 ข
อง
เรา
ได
ง้า่
ยข
ึน้ 
เขา้

สู่ข
อ้ม
ูลท
ีเ่รา
ตอ้
งก
าร
ได
ง้่า
ยข
ึน้ 

Pr
ep

ar
ing

 o
n 

ou
r s

ide
, w

ha
t o

ur
 va

lue
s a

re
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hic
h 

va
lue

s c
us
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er

s l
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k 
for

. W
he

n 
we

 h
av

e 
an

 a
pp

ro
pr

iat
e 

pr
ep

ar
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nte
rin

g 
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 d
ial

og
ue

 w
ith
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sto

me
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r t
o 
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ra
g”
 c
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er
s t
o 
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ur
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llin
g 
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t w
e 
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จริ
งๆ
แล
ว้ก
็คอื
กา
รท
ีเ่รา
เลื
อก
ค  า
ถา
ม 
เพ
ือ่ใ
หไ้
ดใ้
นส
ิ ่งท
ีจ่ะ
มา
ช่ว
ยใ
นก
าร
ขา
ย 
อ่ะ
ค่ะ
 

ก็ค
อืถ
า้เร
าเลื

อก
ค  า
ถา
มท

ีถ่า
มลู
กค
า้ไ
ดด้
แีล
ว้ ไ
ดค้

 าต
อบ
ทีม่
นัเ
ป็น

 P
ain

 P
oin

t 
หรื
อ 

Ke
y p

oin
ts 
ขอ
ง P

ro
jec

t น
ัน้ๆ

 
It 

is 
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w 
we

 c
ho

os
e 

qu
es

tio
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r a

cq
uir

ing
 th

e 
he
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ng

 to
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 sa
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 th
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go

od
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r k
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 p
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 p
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, D
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ฉนั
เต
รีย
มค

 าถ
าม
แล
ะเท

คน
ิคใ
นก
าร
ถา
ม

ไว
 ้เพ
ื่อค
น้ห
าค
วา
มต
อ้ง
กา
ร เ
ป้า
หม
าย
 

แล
ะว
ตัถ
ปุร
ะส
งค
ข์อ
งล
กูค
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utl

ine
 an

d 
us

e q
ue

sti
on
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ตอ้
งท
 าก
าร
บา้
นไ
ปก
่อน
 เร
าไ
ปเ
พือ่
เรา
อย
าก
ได
อ้ะ
ไร 
บา
งค
รัง้
อา
จจ
ะต
อ้ง
พูด

ให
้

เย
อะ
 บ
าง
คร
ัง้อ
าจ
จะ
ตอ้
งฟั
งใ
หเ้
ยอ
ะ 
บา
งค
รัง้
ก็อ
าจ
ตอ้
งถ
าม
ให
ม้า
ก 

Ne
ed

 to
 d

o 
ho

me
wo

rk 
be

for
e, 

wh
at 

we
 w

an
t fo

r t
his

 c
us

tom
er

 c
all
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me
tim

es
 w

e 
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y h
av
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to 
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 lo
t. 

So
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tim
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, m
us

t li
ste

n 
mo

re
 o

r a
sk

 
mo
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 fo
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 tim
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 D
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•
 
ลูก
คา้
เป็
นแ
บบ

ปิด
 เร
าก
ต็อ้
งเลื

อก
ถา
มค

 าถ
าม
ทีม่
นัป

ลา
ยปิ
ด 

ye
s o

r n
o 
ไป
กบั

เข
าก
่อน
 เพ

ือ่ใ
หเ้
รา
ได
 ้in

for
ma

tio
n 
กล
บัม

า แ
ต่ถ
า้เก

ดิลู
กค
า้ เ
ป็น

แบ
บเ
ปิด
 ค
ยุ

ง่า
ย 
อนั
นีส้
บา
ย 
เรา
เลื
อก
ค  า
ถา
มไ
ดเ้
ลย
วา่
จะ
เป็
นแ
บบ

ไห
น 
เพ
ือ่ท
ีจ่ะ
ให
ไ้ด
ข้อ้
ม ูล
ที่

จ  า
เป็
นก
บัก
าร
ขา
ยข
อง
เรา
กล
บัม

า 
Cl

os
ed

-c
us

tom
er

s, 
we

 m
us

t u
se

 c
los

e-
en

de
d 

qu
es

tio
n, 

ye
s o

r n
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wi
th 

the
m 

firs
t f

or
 g

ett
ing

 th
e 

inf
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ma
tio

n. 
W

ith
 o

pe
ne
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sto
me

rs,
 ea

sy
 to

 ta
lk,
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wi
ll b
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ea
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, w

e 
ca

n 
ch

oo
se

 a
ny

 ty
pe

s o
f q

ue
sti

on
s f
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 a
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uir
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 th
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ne
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for
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ur
 sa
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ns
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ฉนั
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มป
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ยเ
ปิด
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 าถ
าม

ปล
าย
ปิด
กบั
ลกู
คา้

 
I te

nd
 to
 us

e b
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ผม
คดิ
วา่
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า่ง
แร
กค
อืพ
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ึงจ
ุดท
ีเ่รา
ตอ้
งก
าร
จะ
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วด
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ะถ
าม
วา่
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ปล่
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k w
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ถา้
พูด

นอ้
ยก
็เป็
นค

 าถ
าม
ปล
าย
ปิด
นดิ
นงึ
 อ
าจ
จะ
อย
่าง
นีถ้
กูไ
หม
 อ
ยา่
งง
ัน้ใ
ช่ไ
หม
 

แต
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เข
าพู
ดเ
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กเ็
ป็น

ค  า
ถา
มป
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ปิด
ก็ไ
ด ้
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ว้เข

าก
็ยิน
ดที
ีจ่ะ
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เอ
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, c
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 th
is 
co
rre
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ถา
มอ
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il เ
พือ่
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รีย
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ือ่ท
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น  า
เส
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ing
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 d
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ผม
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ป็น
เช
งิก
วา้
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่า ส

นใ
จเค

มีต
วัไ
หน
บา้
งม
ัย้อ
ะไ
รเง
ีย้ค
รบั
 แ
ลว้
ก็อ
ยา
กจ
ะ

ให
เ้รา
ช่ว
ยใ
นส่
วน
ไห
นม
าก
ขึน้
เห
มอื
นต
อ้ง
กา
รข
อ้ม
ูลเ
คม
ีอะ
ไรบ

า้ง
คร
บั 
ผม
ก็จ
ะ

ถา
มค

 าถ
าม
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า้ง
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่อน
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uit
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ra
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hic
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 c
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k p
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อา
จจ
ะถ
าม
งา่
ยๆ
คร
บัเ
รา
ไม
เ่ข
า้ใ
จต
รง
ไห
นแ
ลว้
เรา
กถ็
าม
ตร
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y s
im
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 a

sk
, if

 w
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•
 
ถา้
 p

ro
be

 ไป
แล
ว้ เ
กิด
เข
าห
ยดุ
ชะ
งกั
ไม
่ตอ
บอ
ะไ
รอ
่ะ 
อา
จจ
ะรู
ไ้ด
ว้า่
เขา

ไม
่อย
าก

ตอ
บห

รือ
ไม
่มีค
วา
มส
ะด
วก
ใจ
ทีจ่
ะต
อบ
 แ
ลว้
ก็อ
าจ
จะ
เลี
ย่ง
ไป
ปร
ะเด

น็อ
ืน่ 
หรื
อ

พูด
คยุ
ใน
ปร
ะเด

น็อ
ืน่ 

if p
ro

bin
g,

 th
en

 c
us

tom
er

s s
top

, n
ot 

an
sw

er
ing

 a
ny

thi
ng

. T
his

 m
ay

 m
ea

n 
cu

sto
me

rs 
do

 n
ot 

wa
nt 

to 
an

sw
er

 o
r n

ot 
co

mf
or

tab
le 

to 
an

sw
er
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e 

ma
y 

ch
an

ge
 th

e 
su

bje
ct 

 - 
Ma

le,
 A
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ou

nt 
Ma

na
ge

r, 
Ma

nu
fac

tur
er

 

•
 
บา
งท
เีรา
อย
าก
ได
ค้  า
ตอ
บ 
ตร
งน
ีม้า
กๆ
 แ
ต่ว
า่เร
าไ
ปจ
ี้ๆ  
ตร
งน
ีม้า
กๆ
 โด

ยท
ีลู่ก
คา้
ไม
่

อย
าก
พูด

อย
่าง
นีค้
่ะ ม

นัจ
ะไ
ม่ด
น่ีะ
 ม
นัจ
ะไ
ม่ไ
ดอ้
ะไ
รก
ลบั
มา
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าจ
จะ
ตอ้
งเว
น้ร
ะย
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อม
นัก
จ็ะ
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 าถ
าม
บา
งค
 าถ
าม
ทีเ่
ขา
ตอ
บไ
ม่ไ
ด ้
เขา

ไม
่อย
าก
ตอ
บ 
ก็ต
อ้ง
มอ
งเห็

น
นะ
คร
บั 
หรื
อไ
ม่ก
็ ต
อ่ไ
ปน

ัน้ก
็ตอ้
งพ
ยา
ยา
มส
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•
 
สม
มต
วิา่
เรา
ถา
มว
า่เข

าใ
ช ้

alc
oh

ol 
ge

l อ
ะไ
รก
นัใ
นแ
ถบ
นัน้
 ลู
กค
า้ก
็บอ
กว
า่เค

า้ก
็

ใช
แ้บ
บไ
ม่ค
่อย
มีม
าต
รฐ
าน
เห
็นแ
บบ

ตวั
เจ
ลม
นัก
็แย
กไ
ม่ส
วย
เล
ยน
่ะค
่ะ 
กเ็
ลย
บอ
ก

เน
ีย่ถ
า้เก

ดิว
า่ค
ณุ
ลูก
คา้
อย
าก
ท  า
นะ
คะ
 ม
นัม
ีตวั
นงึ
ทีส่
าม
าร
ถใ
ชแ้
บบ

 a
lco

ho
l น
ี่

เค
ลีย
ร์เล

ย 
ไม
่ตอ้
งห
ว่ง
เรือ่

งต
กต
ะก
อน
 เพ

รา
ะ 

sta
bil

ity
 ด
มีา
กเ
ลย
นะ
คะ
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r e
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le,

 w
e 
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k w

ha
t k

ind
 o

f a
lco

ho
l g

el 
be

ing
 u

se
d 

in 
thi

s a
re

a. 
Cu

sto
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r r
ep

lie
d 
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se
 th
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e 
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an
da
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, c
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 se
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el 
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n, 
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k g
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 c
us
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an
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e 
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 c
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, D
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ก็จ
ะถ
าม
กล
บัว
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อ้ม
ูลท
ีน่  า
เส
นอ
 เข
าม
คีว
าม
เห็
นอ
ย่า
งไร

ว่า
 ผ
ลิต
ภณั

ฑ์ข
อง
เรา

สา
มา
รถ
เข
า้ไ
ปช
ว่ย
ปร
บัป

รุง
อะ
ไรเ
ขา
ได
ไ้ห
ม 
หรื
อเ
ขา
มีปั

ญ
หา
อะ
ไรท

ีค่ดิ
วา่
ทา
งเร
า

สา
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รถ
เข
า้ไ
ปช
ว่ย
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ลือ
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 c
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t c
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ล้กู
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นกั
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ตน้
ทนุ
ท่ีแ
ทจ้
รงิ
จา
กส
ิง่ท
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คา้
เลื
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•
 
แต
่ถา้
เรา
ตัง้
ค  า
ถา
มป

ลา
ยเ
ปิด
 ม
นัก
็ท  า
ให
เ้ข
าเห

มือ
นก
บัเ
ปิด
ใจ
ทีจ่
ะอ
ธิบ
าย
ให
เ้รา

ฟัง
วา่
 เข
าต
อ้ง
กา
รอ
ะไ
ร เ
ขา
ตดิ
ขดั
อะ
ไร 
ปัจ
จยั
อะ
ไรท

ีเ่ป็
นปั

จจ
ยัท
ีเ่ขา

คดิ
ว่า
ส  า
คญั

ส  า
หร
บัเ
ขา

 
If 
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•
 
ดงั
นัน้
ใน
ระ
หว
่าง
กา
รฟั
ง เ
มือ่
ลูก
คา้
พูด

แล
ว้ เ
รา
ยงั
ไม
เ่ค
ลีย
ร์ เ
รา
ก็จ
ะถ
าม
ต่อ
 

เพ
ือ่ใ
หเ้
รา
ได
ข้อ้
ม ูล
ทีเ่
คลี
ยร์
มา
กข
ึน้ 

Du
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, if
 c
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y s
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, w
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 c
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ถา้
พอ
ทร
าบ
แล
ว้ว
า่ ค

วา
มต
อ้ง
กา
รข
อง
เขา

เน
ีย่ 
เค
า้ส
นใ
จเ
คม
ีกล
ุ่มไ
หน
บา้
ง ผ

มก
็
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เร่ิม

เจ
าะ
เค
มีก
ลุ่ม
นัน้
ๆ 
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t c
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น
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เรา
ก็พ
ยา
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มฉ
บบั

ดงึ
ปร
ะเด

น็น
ัน้น่
ะข
ึน้ม
า แ

ลว้
กเ็
อา
มา
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ยา
ย 
ขย
าย
ปร
ะเด
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ออ
กไ
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่ะ 
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สิ ่ง
ทีเ่
รา
มตี
อบ
โจ
ทย
์ลูก
คา้
ยงั
ไง 
แล
ว้เร
าก
็น  า
เส
นอ
ไป
กบั
ลูก
คา้
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e 
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 w
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 c
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ลูก
คา้
เขา

เขา
มีค
วา
มต
อ้ง
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รแ
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าก
จ็ะ
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็คอื
 ก
าร
พูด
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าร
อธิ
บา
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นส่
วน
ย่อ
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าร
พูด
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อธิ
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ลู้ก
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รข
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ผส
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แต
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ตอ
นน
ีเ้ข
าก
 าล
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I o

bs
er

ve
 fo

r u
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mo

n c
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um
sta

nc
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t s
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st 
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•
 
คว
าม
สน
ใจ
ขอ
งลู
กค
า้จ
ะอ
ย ู่แ
คช่
่วง
ช่ว
งต
น้แ
ละ
ช่ว
งท
า้ย
ขอ
งเว
ลา
นัน่
เอ
ง แ

ต่ถ
า้

กา
รน
 าเส

นอ
ทีย่
าว
นา
นเ
กิน
ไป
ลูก
คา้
อา
จจ
ะ 
หล
งป
ระ
เด
น็ห
รือ
ไม
่มสี
มา
ธิ จ

บั
ปร
ะเด

น็ไ
ม่ไ
ดว้
า่เร
าต
อ้ง
กา
รจ
ะพู
ดอ
ะไ
ร ด

งัน
ัน้ห
ลกั
ใน
กา
รน
 าเส

นอ
ขอ
งผ
มค
อื

กร
ะช
บั 
ตร
งป
ระ
เด
น็แ
ลว้
ก็อ
ธิบ
าย
ให
ลู้ก
คา้
เขา้

ใจ
 

Cu
sto

me
r’s
 a
tte
nti
on
 w
ill 
be
 in
 th
e 
be
gin

nin
g 
an
d 
the

 e
nd
. If
 th
e 

pr
es

en
tat

ion
 is

 to
o 

lon
g,

 c
us

tom
er

 m
ay

 g
et 

los
t o

r c
an

no
t f

oc
us

 o
r d

o 
no

t 
kn

ow
 a

bo
ut 

wh
at 

we
 sa

id.
 T

he
re

for
e, 

my
 p

re
se

nta
tio

n 
pr

inc
ipl

es
 a

re
 sh

or
t, 

pr
ec

ise
 a

nd
 m

ak
e 

su
re

 c
us

tom
er

 u
nd

er
sta

nd
 

  -
 M

ale
, H

ea
d 

of 
Co

mm
er

cia
l, D

ist
rib

uto
r  

•
 
ระ
ยะ
เวล

าท
ีเ่รา
ใช
ใ้น
กา
รน
 าเส

นอ
สนิ
คา้
ไป
 ม
นัก
จ็ะ
ไม
่มีป

ระ
สทิ
ธิภ
าพ
เท่
าท
ีค่ว
ร 

เพ
รา
ะว
า่ลู
กค
า้ไ
ม่ไ
ดส้
นใ
จต
รง
นัน้
เล
ย 
ใน
คว
าม
ตอ้
งก
าร
ขอ
งเข

าเน
ีย่ 
เข
าอ
าจ
จะ
มี

คว
าม
ตอ้
งก
าร
อย
ู่ใน
ใจ
แล
ว้ ซ

ึ่งเร
าอ
าจ
จะ
ไม
่ทร
าบ
 แ
ลว้
เรา
ใช
ร้ะ
ยะ
เวล

าใ
นก
าร

น  า
เส
นอ
มา
กเ
กิน
ไป

 
W

e 
too

k t
oo

 m
uc

h 
tim

e 
to 

pr
es

en
t, 

it i
s n

ot 
eff

ec
tiv

e. 
Cu

sto
me

r i
s n

ot 
int

er
es

ted
 in

 th
at.

 W
ha

t c
us

tom
er

 w
an

ts,
 m

ay
 h

av
e 

in 
his

/he
r m

ind
, w

e 
do

 
no

t k
no

w.
 T

he
n 

we
 sp

en
d 

too
 lo

ng
 th

e 
tim

e 
to 

pr
es

en
t  

- M
ale

, R
eg

ion
al 

Sa
les

 M
an

ag
er

, M
an

ufa
ctu

re
r 

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Pr

es
en

tin
g 

 
 

ฉนั
น า
เส
นอ
ขอ้
แน
ะน
 าใ
หก้
บัล
กูค
า้ไ
ด้

อย
่าง
มีป

ระ
สิท
ธิภ
าพ
ใน
เวล

าท
ี่จ า
กดั

 
I o

ffe
r e

ffe
cti

ve
 p

re
se

nta
tio

ns
 an

d 
re

co
mm

en
da

tio
ns

 w
ith

in 
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sto
me

r 
tim

e c
on

str
ain

ts 
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•
 
ถา้
คยุ
กบั
ลูก
คา้
ทีเ่
ป็น

แบ
บส
ไต
ล์เ
จา้
ขอ
ง ซ

ึ่งเว
ลา
เขา

มีค
่าเห

ลือ
เก
ินเ
ลย
ใช
่ไห
มค
ะ 

กา
รพู
ดค
ยุเ
ยิ ่น
เย
อ้เ
นีย่
จะ
ไม
่ได
 ้ม
นัจ
ะต
อ้ง
แบ
บต
รง
ปร
ะเด

น็ 
ชดั
เจน

 รว
ดเ
ร็ว
นะ
คะ

 
If 

we
 ta

lk 
to 

bu
sin

es
s o

wn
er

s, 
the

ir 
tim

e 
is 

pr
ec

iou
s. 

W
e 

ne
ed

 to
 b

e 
qu

ick
, 

rig
ht 

to 
the

 p
oin

t, c
lea

r a
nd

 d
on
’t b

ea
t a
ro
un
d 
the

 b
utc

h 
  -

 Fe
ma

le,
 B

us
ine

ss
 M

an
ag

er
, D

ist
rib

uto
r 
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•
 
จะ
 P

re
se

nt 
เฉ
พา
ะ 

Po
int

 น
ัน้ท
ีลู่ก
คา้
ตอ้
งก
าร
ค่ะ
 ใน

ส่ว
นข
อง
 P

ow
er

po
int

 
pr

es
en

tat
ion

 ก
็จะ
ส่ง
แบ
บ 
เต
ม็รู
ปแ
บบ

กล
บัไ
ปใ
หอ้
กีค
รัง้
หน
ึง่ แ

ต ่
ณ
 ข
ณ
ะท
ีค่ยุ
ก็

คอื
ตอ้
งโฟ

กสั
ใน
สิ ่ง
ทีเ่
รา
จะ
แก
ปั้ญ

หา
 ห
รือ
คยุ
กนั
จริ
งๆ
ค่ะ

 
W

ill 
pr

es
en

t o
nly

 th
e 

po
int

 w
ha

t c
us

tom
er

 w
an

t. 
Fo

r t
he

 fu
ll p

ow
er

po
int

 
pr

es
en

tat
ion

, w
ill 

se
nd

 la
ter

. A
t t

he
 p

re
se

nti
ng

 tim
e, 

mu
st 

foc
us

 o
n 

wh
at 

we
 

wa
nt 

to 
so

lve
 o

r t
alk

 
 - 

Fe
ma

le,
 In

du
str

ial
 M

an
ag

er
 – 

Co
ati

ng
s &

 A
dh

es
ive

, D
ist

rib
uto

r  

Mi
cr

o-
sk

ills
 of

 
se

llin
g 

 
Pr

es
en

tin
g 

 
ฉนั
น า
เส
นอ
แผ
นก
าร
หร
ือค
วา
มค
ดิข
อง
ฉนั

ได
อ้ย
่าง
มีป

ระ
สิท
ธิภ
าพ

 
I p

re
se

nt 
my

 id
ea

s t
o c

us
tom

er
s 

eff
ec

tiv
ely
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•
 
ขอ้
ม ูล
ดบิ
ตร
งๆ
เน
ีย้ 
สา
มา
รถ
น  า
เส
นอ
ได
 ้ถ
า้เร
าค
ยุก
บัลู
กค
า้แ
ลว้
 ลู
กค
า้แ
สด
งอ
อก

ว่า
ไว
ว้า
งใ
จแ
ละ
เช
ือ่ใ
นข
อ้ม
ูลท
ีเ่รา
ให
 ้ส
 าห
รบั
ลูก
คา้
ทีเ่
รา
เพ
ิง่เจ

อน
ะค
รบั
 แ
ต่ถ
า้

ลูก
คา้
ทีเ่
พิง่
เจ
อ 
ยงั
ไม
่เปิ
ดใ
จ 
แล
ว้ก
็ยงั
ไม
เ่ช
ือ่เ
รา
 ข
อ้ม
ูลท
ีใ่ห
อ้า
จจ
ะต
อ้ง
มกี
าร
อา้
ง

อกี
แห
ล่ง
ขอ้
ม ูล
ทีน่่
าเช

ือ่ถ
ือ 

If 
cu

sto
me

r t
ru

st 
an

d 
be

lie
ve

 in
 o

ur
 d

ata
, w

e 
ca

n 
pr

es
en

t th
e 

ra
w 

da
ta.

 F
or

 
the

 n
ew

 c
us

tom
er

, h
e/s

he
 m

ay
 n

ot 
tru

st 
us

 ye
t, 

the
 g

ive
n 

da
ta 

mi
gh

t n
ee

d 
to 

ha
ve

 th
e 

re
fer

en
ce

s 
 - 

Ma
le,

 A
cc

ou
nt 

Ma
na

ge
r, 

Ma
nu

fac
tur

er
 

•
 
ทกั
ษะ
ทีส่
อง
ใน
กา
รน
 าเส

นอ
หรื
ออ
ยา
กใ
หค้
นเ
ขา
ตดิ
ตา
มเ
รา
ต่อ
เน
ีย่ 
ตร
งน
ีส้  า
คญั

มา
ก 
เพ
รา
ะว
า่บ
าง
คน
พูด

เน
ีย่ 
กร
ะโ
ดด
หน
า้ก
ระ
โด
ดห
ลงั
 บ
าง
ทพูี

ดต
รง
นี ้
แล
ว้ก
็ไป

อกี
เรือ่

งน
งึ ใ
นแ
ง่ข
อง
 lo

gic
 ห
รือ
ใน
แง
่ขอ
งส
มอ
งค
น 
บา
งท
ฟีงั
ไป
แล
ว้ ม

นัไ
ม่

ต่อ
เน
ือ่ง
 แ
ลว้
มนั
ไม
ต่ดิ
ต่อ
เป็
นเ
รือ่
งเด

ยีว
กนั

 
Th

e 
se

co
nd

 sk
ill 

in 
pr

es
en

tin
g,

 o
r h

ow
 to

 m
ak

e 
au

die
nc

e 
to 

fol
low

 u
s, 

is 
ve

ry 
im

po
rta

nt.
 S

om
e 

ca
nn

ot 
de

liv
er

 th
e 

go
od

 se
qu

en
cin

g,
 ke

ep
 ju

mp
ing

 
ar

ou
nd

. W
he

n 
lis

ten
 to

 th
is,

 it 
do
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 n

ot 
giv

e 
the
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oo

d 
flo

w,
 n

ot 
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nti
nu

e 
as
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ry 
 - 
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•
 
อา
ศยั
ดว้
ยค
วา
มท

ีเ่ป็
น 

re
lat

ion
sh

ip 
 จ
าก
ปร
ะส
บก
าร
ณ์
แล
ว้ก
็เห
มอื
นก
บัค
ยุก
บั

เพ
ือ่น
มา
กก
วา่
 ไม

จ่  า
เป็
นต
อ้ง
ใช
เ้ท
คน
คิแ
พร
วพ
รา
วม
าก
นกั
ก็น
 าเส

นอ
ได
ต้ร
งจ
ุดอ
ย ู่

คร
บั 

Fr
om

 e
xp

er
ien

ce
, if

 w
e 

ha
ve

 g
oo

d 
re

lat
ion

sh
ip,

 w
e 

ma
y t

alk
 lik

e 
frie

nd
s. 

W
e 

ca
n 

pr
es

en
t a

nd
 h

it t
he

 p
oin

t, n
o 

ne
ed

 to
 u

se
 so

ph
ist

ica
ted

 te
ch

niq
ue

s 
 - 

Ma
le,

 C
us

tom
er

 M
an

ag
er

, M
an

ufa
ctu

re
r 

•
 
เรา
จะ
น  า
เส
นอ
ให
ก้บั
ลูก
คา้
 เร
าก
ต็อ้
งม
ีทกั
ษะ
ทีจ่
ะโ
นม้
นา้
วห
รือ
วา่
ตบ
ให
เ้ขา้

สู่
ปร
ะเด

น็ท
ีเ่รา
จะ
เส
นอ
กา
รข
าย
ขอ
งเร
าค
รบั

 
If 

we
 p

re
se

nt 
to 

cu
sto

me
rs,

 w
e 

mu
st 

ha
ve

 th
e 

pe
rsu

as
ion

 sk
ills

 o
r g

ea
r t

o 
the

 p
ar

t th
at 

we
 w

an
t t
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se
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Ma
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 R
eg
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al 
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Mi
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llin
g 

 
Pr

es
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tin
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ใน
ขณ

ะท่ี
น า
เส
นอ
 ฉ
นัจ
ะส
งัเก

ตก
าร

ตอ
บส
นอ
งข
อง
ลกู
คา้
 แล

ะป
รบั
วิธี
กา
ร

น า
เส
นอ
ตา
ม 
เพ
ื่อท
ี่จะ
โน
ม้น
า้ว
ลกู
คา้
ให
้

ได
 ้

I ta
ilo

r m
y p

re
se

nta
tio

n a
pp
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h t
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ad
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•
 

เพ
ือ่ใ
หไ้
ดม้
าใ
นส
ิ ่งท
ีเ่ข
าก
 าล
งัส
นใ
จ 
แล
ะเร

าก็
ตอ้
งป
รบั
เรือ่

ง ป
รบั
อะ
ไรใ
หม้
นัต
รง
กบั
สิ ่ง
ที่

เข
าต
อ้ง
กา
รใ
หไ้
ดม้
าก
ทีส่
ดุ 
อนั
เน
ีย่ 
ไม
่รูว่้
าม
นัจ
ะไ
ปใ
ชไ้
ดไ้
หม
แต่
มนั
เป็
น 

se
ns

e 
จร
ิงๆ
ว่า
 

เวล
าท
ีเ่รา
คยุ
 เร
าส
งัเก

ตอ
่ะ 
สงั
เก
ตส
ิ ่งท
ี ่ไม

่ว่า
จะ
เป็
นส
าย
ตา
 ก
าร
ฟัง
 บ
าง
คน
ก  า
ลงั
พูด

คยุ
กบั
เรา
 แ
ต่ต
าข
อง
เข
าล
่อก
แล
่กแ
บบ

ดูม
ือถื
ออ
่ะค่
ะ 
ทกุ
อย่
าง
มนั
มีค
วา
มห

มา
ยห
มด
เล
ย 

W
e 
ne
ed
 to
 a
me

nd
 o
r c
ha
ng
e 
to 
ma

tch
 c
us
tom

er
s’ 
ne
ed
s. 
No
t s
ur
e, 
if t
his
 c
an
 

wo
rk 

for
 o

the
rs,

 it 
is 

my
 o

wn
 se

ns
e 
– w

he
n 

we
 ta

lk,
 w

e 
als

o 
ob

se
rve

 e
ye

s 
ex

pr
es

sio
n, 

ho
w 

the
y l

ist
en

. S
om

e 
cu

sto
me

rs,
 th

eir
 e

ye
s w

er
e 

on
 th

e 
ph

on
e 

sc
re

en
, e

ve
ryt

hin
g 

ha
s m

ea
nin

gs
  

- F
em

ale
, B

us
ine

ss
 M

an
ag

er
, D

ist
rib

uto
r 
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•
 

กา
รน
 าเส

นอ
ขอ
งผ
ูน้  า
เส
นอ
หร
ือผ
มใ
นฐ
าน
ะข
อง
ผ ูน้

 าเส
นอ
 ก
าร
พูด

หร
ือก
าร
น  า
เส
นอ
นัน้

จะ
ตอ้
งม
ี B

od
y L

an
gu

ag
e 
มีโ
ทน
เส
ยีง
ทีเ่
หม

าะ
สม
 แ
ละ
ก็เ
ขา้
ใจ
ง่า
ย 
มีก
าร
ใส
่อา
รม
ณ
์

เข
า้ไ
ปด
ว้ย
 แ
ต่ไ
ม่ใ
ช่ก
าร
ใส
่อา
รม
ณ
์แบ
บต
ะค
อก
ๆน
ะ 
คอื
จะ
ใส
่อา
รม
ณ
์คล
อ้ย
ตา
มใ
นส
ิ ่งท
ี่

เรา
พูด

 เพ
ือ่ใ
หล้
ูกค
า้ไ
ดเ้
ห็น
 B

od
y L

an
gu

ag
e 
เพ
ือ่ป
ระ
กอ
บค

วา
มเ
ขา้
ใจ
ขอ
งเข

าใ
น

เน
ือ้ห
าท
ีเ่รา
พูด

ได
ด้ขี
ึน้ 

W
he

n 
I p

re
se

nt,
 n

ee
d 

to 
ha

ve
 th

e 
bo

dy
 la

ng
ua

ge
 –

 a
pp

ro
pr

iat
e 

vo
ice

 o
tne
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Quantitative part  
Step 1: Try out 
The scale first listed and defined the 3 dimensions. Each dimension 

consisted of 10 items.  All 30 items in a 5-point Likert-type scale of items ranging from 
“Never” to “Always.” Table 6 presents the “First listed” Micro-Skills of Selling scale. 

Table  6 The “First listed” Micro-Skills of Selling scale. 

Item Never Rarely Sometimes Very 
often 

Always 

Listening skills      

1. I tend to listen to customers seriously  1 2 3 4 5 
2. I repeat details of a conversation to make sure 
that I understand what the customer is saying  

1 2 3 4 5 

3. I think about what the customer means, not just  
     what he/she says  

1 2 3 4 5 

4. I listen actively; attentive and interactive to verify 
my understanding from what customer said 

1 2 3 4 5 

5. I keep listening to customers, even if it is not 
related to the sales/work  

1 
 

2 3 4 5 

6. I listen without interruption when customers 
speak 

1 2 3 4 5 

7. I note down the key details of the conversation 
with customers  

1 2 3 4 5 

8. I ignore the distractions around me when talking 
to customers  

1 2 3 4 5 

9. I display interest in conversation with customers,  
     i.e. make eye contact, nod, or smile 

1 2 3 4 5 

10. I anticipate the intent behind customers’ non-
verbal cues  

1 2 3 4 5 
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Table 6 (Cont.) 

Item Never Rarely Sometimes Very 
often 

Always 

Questioning skills      

11. I ask informational and follow up questions with 
customers 

1 2 3 4 5 

12. I ask questions to identify and understands 
changes that affect customer’s business  

1 2 3 4 5 

13. I use the questioning technique to understand  
customer’s withheld concerns 

1 2 3 4 5 

14. If the customers seem to avoid answering my  
question first, I will "rephrase" my question before 
asking again later 

1 2 
 

3 
 

4 
 

5 
 

15. I outline and use question techniques to explore  
customers’ needs, goals, and objectives 

1 2 3 4 5 

16. I tend to use both “open-ended” and “close-
ended” questions with customers 

1 2 3 4 5 

17. I use questions to successfully find out what my  
customers expect and what they value 

1 2 3 4 5 

18. If customers avoid answering certain questions  
more than once, I save the questions for asking 
later if needed 

1 2 
 

3 
 

4 
 

5 
 

19. I effectively ask questions to help customers 
determine the true cost of their choices 

1 2 3 4 5 

20. I use more probing questions with customers 
when I do not understand or “get a clear picture” 
of the business 

1 2 
 

3 
 

4 
 

5 
 

Presentation skills      

21. I effectively present recommendations for 
solutions to customers 

1 2 3 4 5 

22. I have clear objectives before planning a 
presentation to the customer 

1 2 3 4 5 

23. I effectively present a unique value proposition to  
the customer 

1 2 3 4 5 
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Table 6 (Cont.) 

Item Never Rarely Sometimes Very 
often 

Always 

24. I develop an introduction that will catch the 
attention of customer 

1 2 3 4 5 

25. I present a cost/benefit argument that is tailored 
to the customer 

1 2 3 4 5 

26. I observe for uncommon circumstances or 
behavior that might suggest customer concern 
when I present 

1 2 3 4 5 

27. I offer effective presentations and 
recommendations within customer time 
constraints 

1 2 3 4 5 

28. I present my ideas to customers effectively 1 2 3 4 5 

29. I tailor my presentation approach to persuade  
customers by reading their responses 

1 2 3 4 5 

30. While I am presenting, I pay attention to my  
nonverbal behavior such as eye contact, to make 
sure I stay engaged with the customer 

1 2 
 

3 
 

4 
 

5 
 

 
All 30 items in the “First listed” Micro-Skills of Selling scale version were 

validated for the content and language (Thai and English). Only 25 Items had an Item 
Objective Congruence (IOC) higher than 0.6. Therefore, items # 4, 11, 19, 24 and 28 
were removed from the list. Furthermore, Items # 5, 14, 17, 18, 21, 22, 23, 25, 26 and 30 
were amended for the English statement. Table 7 presents the 25 items scale for Micro-
skills of Selling. 
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Table  7 The 25 items scale for Micro-skills of Selling 

Item Never Rarely Sometimes Very 
often 

Always 

1. I tend to listen to customers seriously  1 2 3 4 5 
2. I repeat details of a conversation to make sure 

that I understand what the customer is saying  
1 2 3 4 5 

3. I think about what the customer means, not just  
     what he/she says  

1 2 3 4 5 

4. I keep listening to customers, even if it is not 
related to the sales/work  

1 
 

2 3 4 5 

5. I listen without interruption when customers 
speak 

1 2 3 4 5 

6. I note down the key details of the conversation 
with customers  

1 2 3 4 5 

7. I ignore the distractions around me when talking 
to customers  

1 2 3 4 5 

8. I display interest in conversation with customers,  
     i.e. make eye contact, nod, or smile 

1 2 3 4 5 

9. I anticipate the intent behind customers’ non-
verbal cues  

1 2 3 4 5 

10. I ask questions to identify and understands 
changes that affect customer’s business  

1 2 3 4 5 

11. I use the questioning technique to understand 
customer’s withheld concerns 

1 2 3 4 5 

12. If the customers seem to avoid answering my 
question first, I will "rephrase" my question 
before asking again later 

1 2 
 

3 
 

4 
 

5 
 

13. I outline and use question techniques to 
explore customers’ needs, goals, and 
objectives 

1 2 3 4 5 

14. I tend to use both “open-ended” and “close-
ended” questions with customers 

1 2 3 4 5 

15. I use questions to successfully find out what my 
customers expect and what they value 

1 2 3 4 5 

16. If customers avoid answering certain questions 
more than once, I save the questions for 
asking later if needed 

1 2 
 

3 
 

4 
 

5 
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Table 7 (Cont.) 

 

Item Never Rarely Sometimes Very 
often 

Always 

17. I use more probing questions with customers 
when I do not understand or “get a clear 
picture” of the business 

1 2 
 

3 
 

4 
 

5 
 

18. I effectively present recommendations for 
solutions to customers 

1 2 3 4 5 

19. I set clear objectives before planning a 
presentation to the customer 

1 2 3 4 5 

20. I can effectively present a unique value 
proposition to the customer 

1 2 3 4 5 

21. I present a cost/benefit argument that is 
tailored to each individual customer 

1 2 3 4 5 

22. When I am giving presentations, I can observe 
any uncommon circumstances or behavior 
that might suggest customer concern 

1 2 
 

3 
 

4 
 

5 
 

23. I offer effective presentations and 
recommendations within customer time 
constraints 

1 2 3 4 5 

24. I tailor my presentation approach to persuade 
customers by reading their responses 

1 2 3 4 5 

25. While I am presenting, I pay attention to my 
nonverbal behavior such as eye contact, to 
make sure I stay engaged with the customer 

 

1 2 
 

3 
 

4 
 

5 
 

 

 
Calculation, Interpretation, and reporting Cronbach’s alpha reliability 

coefficient for Micro-Skills of Selling Scale 
The 25-item scale for Micro-skills of Selling was developed and given to 20 

salespeople to evaluate the reliability of the scale. 
Table 8 shows the item-analysis the micro-skills of selling scale. A 

description of the sections and related terms are as follows: 
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1. Statistics for Scale—These are summary statistics for the 23 items 
comprising the scale. The total scores can range from 23 to a high of 115. 

2. Item means—These are summary statistics for the twenty-three 
individual item means. 

3. Item Variances—These are summary statistics for the twenty-three 
individual item variances. 

4. Inter-Item Correlations—This is descriptive information about the 
correlation of each item with the sum of all remaining items. In the example in table 8 , 
there are 23 correlations computed: the correlation between the first item and the sum of 
the other twenty-two items, the correlation between the first item and the sum of the 
other twenty-two items, and so forth. The first number listed is the mean of these twenty-
three correlations (in this scale .45), the second number is the lowest of the twenty-three 
(-.11), and so forth. The mean of the inter-item correlations (.45) is the r in the _ = rk / [1 
+ (k -1) r] formula where k is the number of items considered. 

5. Item-total Statistics—This section should be getting the highest 
attention. The items in this section are as follows: 

5.1 Scale Mean if Item Deleted—Excluding the individual item listed, 
all other scale items are summed for all individuals (20 in this try-out phase) and the 
mean of the total items is provided. In table 8 , the mean of the total scores excluding 
item 1 is 94.95. 

5.2 Scale Variance if Item Deleted—Excluding the individual item 
listed, all other scale items are summed for all individuals (20 in this try-out phase) and 
the variance of the total items is provided. In table 8, the variance of the total scores 
excluding item 1 is 113.42. 

5.3 Corrected Item-Total Correlation—This is the correlation of the 
item designated with the total score for all other items. In table 8 , the correlation 
between item 1 and the total score is .81. A critical values for Pearson’s correlations 
coefficient for any given df is that these values should be at least .42 when df =20 and 

Level of Significance of a Two-Tailed or Nondirectional Test or α = .05 (Weathington et 
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al., 2010). Therefore, items 5 and 7 were removed. The correlation between items 5 and 
7, and the total score is .42 and -.05 respectively.  

5.4 Cronbach’s alpha if Item Deleted—This is probably the most 
important column in the table. This represents the scale’s Cronbach’s alpha reliability 
coefficient for internal consistency if the individual item is removed from the scale. In 
Table 8, the scale’s Cronbach’s alpha would be .94 if item 1 were removed for the scale. 
This value is also compared to the Cronbach’s alpha coefficient value at the bottom of 
the table to see if the item was selected to delete. The present scale has only 23 items 
whereas the original scale had 25 items. Using the above information, removing items 5 
and 7 increased in Cronbach’s alpha from .93 to .94. Items with an item-total correlation 
of less than .42 (Weathington et al., 2010) were removed to improve the reliability of the 
scale. 

5.5 The Cronbach’s alpha coefficient of internal consistency. This is 
the most frequently used Cronbach’s alpha coefficient. 

5.6 Standardized Item Alpha—The Cronbach’s alpha coefficient of 
internal consistency when all scale items have been standardized. This coefficient is 
used only when the individual scale items are not scaled the same. 

Table  8 Item-Analysis for the micro-skills of selling scale 

Statistics for Scale N Mean Variance SD 

23 99.50 124.26 11.15 

 Mean Minimum Maximum Range Max/Min Variance 

Item Means 4.33 3.45 4.80 1.35 1.39 .08 

Item Variances 51 .27 1.10 .83 4.03 .04 

Inter-Item 
Correlations 

.45 -.11 .85 .96 -7.93 .03 
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Table 8 (Cont.) 

 Scale Mean Scale Variance Corrected Cronbach’s Alpha 

Item Total Statistics If Item 
Deleted 

If Item 
Deleted 

Item Total 
Correlation 

If Item 
Deleted 

Item 1 94.95 113.42 .81 .94 

Item 2 95.25 112.93 .59 .94 

Item 3 95.05 113.52 .70 .94 

Item 4 95.00 117.58 .48 .94 

Item 6 94.90 112.94 .67 .94 

Item 8 94.70 116.12 .70 .94 

Item 9 94.80 114.38 .78 .94 

Item 10 95.00 115.37 .65 .94 

Item 11 95.20 114.69 .52 .94 

Item 12 95.45 113.63 .56 .94 

Item 13 95.45 111.10 .66 .94 

Item 14 95.25 113.88 .64 .94 

Item 15 95.35 113.29 .74 .94 

Item 16 95.20 110.80 .84 .94 

Item 17 95.15 116.98 .47 .95 

Item 18 95.45 118.15 .44 .95 

Item 19 95.05 113.10 .55 .94 

Item 20 95.15 115.19 .69 .94 

Item 21 96.05 109.21 .64 .94 

Item 22 95.10 113.15 .84 .94 

Item 23 95.35 116.55 .50 .94 

Item 24 95.20 112.06 .75 .94 

Item 25 94.95 113.31 .82 .94 

Reliability Coefficients for Item 23 Cronbach’s Alpha Cronbach’s Alpha Based on 
Standardized Item 

.95                     .95 
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Cronbach’s alpha reliability coefficient ranges between 0 and 1, however, the 
closer Cronbach’s alpha coefficient to 1.0, the better the internal consistency of the 
items in the scale. A rule of thumb is that the Cronbach’s alpha coefficient > .9 - 
Excellent,  > .8 – Good, > .7 – Acceptable, > .6 – Questionable, > .5 – Poor, and  < .5 – 
Unacceptable (George, 2011). Satisfactory values of Cronbach’s alpha of .94 - .95 for 
the range of all items and .95 for the total items together. 

Scale Validation 
A second survey was conducted to validate the 23 items scale for Micro-

skills of Selling using a different sample of salespeople from the sample of salespeople 
in the try-out phase. According to (Nunnally, 1978), for EFA analysis, the ratio of 
participants to items recommended a 10 to 1 ratio or ten cases for each item to be factor 
analyzed. Due to the items number in this research, an adequate size of using EFA was 
at least 230 petrochemical industries salespeople in Thailand. The scale for Micro-skills 
of Selling was sent to 250 salespeople. A sample of 202 completed questionnaires were 
received, a response rate of 80.8%.  The items are presented in table 9 

Table  9 Item statements to measure the self-report of micro-skills of selling behavior 
during sales call  

Item Never Rarely Sometimes Very 
often 

Always 

1. I tend to listen to customers seriously  1 2 3 4 5 
2. I repeat details of a conversation to make   
     sure that I understand what the customer is  
     saying  

1 2 3 4 5 

3. I think about what the customer means, not  
     just  what he/she says  

1 2 3 4 5 

4. I keep listening to customers, even if it is 
not related to the sales/work 

1 
 

2 3 4 5 

5. I note down the key details of the  
     conversation with customers  

1 2 3 4 5 

6. I display interest in conversation with  
customers, i.e. make eye contact, nod, or smile 

1 2 3 4 5 
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Table 9 (Cont.) 

Item Never Rarely Sometimes Very 
often 

Always 

7. I anticipate the intent behind customers’  
     non-verbal cues  

1 2 3 4 5 

8. I ask questions to identify and understands 
changes that affect customer’s business  

1 2 3 4 5 

9. I use the questioning technique to 
understand customer’s withheld concerns 

1 2 3 4 5 

10. If the customers seem to avoid answering 
my question first, I will "rephrase" my 
question before asking again later 

1 2 
 

3 
 

4 
 

5 
 

11. I outline and use question techniques to 
explore customers’ needs, goals, and 
objectives 

1 2 3 4 5 

12. I tend to use both “open-ended” and 
“close-ended” questions with customers 

1 2 3 4 5 

13. I use questions to successfully find out 
what my customers expect and what they 
value 

1 2 3 4 5 

14. If customers avoid answering certain 
questions more than once, I save the 
questions for asking later if needed 

1 2 
 

3 
 

4 
 

5 
 

15. I use more probing questions with 
customers when I do not understand or 
“get a clear picture” of the business 

1 2 
 

3 
 

4 
 

5 
 

16. I effectively present recommendations for 
solutions to customers 

1 2 3 4 5 

17. I set clear objectives before planning a 
presentation to the customer 

1 2 3 4 5 

18. I can effectively present a unique value 
proposition to the customer 

1 2 3 4 5 

19. I present a cost/benefit argument that is 
tailored to each individual customer 

1 2 3 4 5 

20. When I am giving presentations, I can 
observe any uncommon circumstances or 
behavior that might suggest customer 
concern 

1 2 
 

3 
 

4 
 

5 
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Table 9 (Cont.) 

Item Never Rarely Sometimes Very 
often 

Always 

21. I offer effective presentations and 
recommendations within customer time 
constraints 

1 2 3 4 5 

22. I tailor my presentation approach to 
persuade customers by reading their 
responses 

1 2 3 4 5 

23. While I am presenting, I pay attention to 
my nonverbal behavior such as eye 
contact, to make sure I stay engaged with 
the customer 

 

1 2 
 

3 
 

4 
 

5 
 

 
The data was analyzed by exploratory factor analysis for item analysis, principal 

component analysis and reliability assessment.  SPSS was used for the statistical 
analysis of data. 

 
Item Analysis  

The sampling adequacy test (K-M-O test) and test for assessing 
normality of data (Barlett’s test of sphericity) were conducted prior to conducting 
analysis. KMO value was observed as 0.92, Barlett’s measure of 2204.93 was found 
highly significant (p < 0.001) with 253 degrees of freedom. Therefore, it was concluded 
that the sample is acceptable and suitable for applying factor analysis on the surveyed 
data. 
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Table  10 KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .93 
Bartlett's Test of Sphericity Approx. Chi-Square  2204.93 

df  253 

Sig.  .000 
 

 

Principal Component Analysis 
As a result of the initial EFA analysis, principal component analysis with 

varimax rotation was chosen for extracting the initial factors and eigen value >1 was 
applied as the criterion. The 23 items were grouped under four factors to explain 
58.04% of the total variance, as shown in table 11 below. All communalities’ values were 
between 0.40 and 0.72. Pallant (2011) indicated that the common variance 
(communalities) values below .30 were not suited with other items in the same factor; 
however, a value below .30 was not found in any items in the current scale.  

Table  11 Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% Of 

Variance 
Cumulative 

% Total 
% Of 

Variance 
Cumulative 

% Total 
% Of 

Variance 
Cumulative 

% 
1 9.32 40.54 40.54 9.32 40.54 40.54 4.58 19.92 19.92 

2 1.62 7.05 47.59 1.62 7.05 47.59 3.23 14.04 33.96 

3 1.35 5.85 53.44 1.35 5.85 53.44 3.07 13.34 47.30 

4 1.06 4.60 58.03 1.06 4.60 58.03 2.47 10.74 58.03 

5 .96 4.19 62.23       

6 .80 3.47 65.70       

7 .78 3.40 69.10       

8 .74 3.23 72.33       

9 .72 3.14 75.47       
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Table 11 (Cont.) 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% Of 

Variance 
Cumulative 

% Total 
% Of 

Variance 
Cumulative 

% Total 
% Of 

Variance 
Cumulative 

% 
10 .58 2.54 78.01       
11 .58 2.52 80.53       

12 .54 2.34 82.86       

13 .50 2.16 85.02       

14 .47 2.06 87.08       

15 .45 1.97 89.05       

16 .42 1.84 90.89       

17 .40 1.75 92.64       

18 .36 1.57 94.22       

19 .31 1.35 95.57       

20 .29 1.28 96.85       

21 .27 1.15 98.00       

22 .24 1.06 99.06       

23 .22 .94 100.00       

Extraction Method: Principal Component Analysis. 

 
 At this point, significant cross-loading suggests a flawed factor structure or 
insufficient item creation. Cross-loading items have a high loading on more than one 
component and a differential in loading of less than.10. The items that did not have a 
cross-loadings greater than .10 were selected for removal from the scale (Acar 

GÜVendİR & ÖZer ÖZkan, 2022). Therefore, the removed items were Item #8,9,11,20 
and 23. Additionally, for all subscales to be effectively identified, a minimum of three 
items must load significantly on each factor in a multidimensional scale (Raubenheimer, 
2004). Hence, the further removed items were item# 2 and 12 in component 4. Also, Hair 
Jr Joseph, Black William, Babin Barry, and Anderson Rolph (2009) provide guidelines 
for determining the practical relevance of standardized factor loadings and the sample 
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sizes required for each factor loading value to be deemed significant factor loadings 
of.40 and higher, for example, are significant in a sample of 200 respondents. Therefore, 
item#13 and 17 were further removed. 

Table  12 Rotated Component Matrix 

Rotated Component Matrixa 
 Component 

Items 1 2 3 4 
19 .76 .18 .01 -.13 
18 .73 .28 .09 .19 
16 .69 .21 .15 .16 
21 .67 .06 .34 .21 
13 .62 .50 .19 .10 
22 .60 .05 .40 .27 
17 .58 .42 .11 .17 
 3 .50 .17 .25 .36 
 8 .39 .31 .36 .27 
10 .13 .67 .16 .15 
14 .14 .63 .30 .21 
 5 .19 .55 .25 .08 
 9 .10 .54 .12 .52 
11 .49 .54 .00 .19 
15 .34 .46 .15 .32 
 1 .28 .45 .30 .19 
 6 .03 .21 .78 .16 
 7 .26 .22 .76 .18 
 4 .13 .35 .65 -.06 
20 .56 .06 .56 .20 
23 .33 .17 .50 .47 
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Table 12 (Cont.) 

Rotated Component Matrixa 
 Component 

Items 1 2 3 4 
2 .09 .20 .08 .81 
12 .24 .24 .20 .74 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 9 iterations. 

  
Prior to conducting final EFA analysis, KMO value was observed as 0.88, 

Barlett’s measure of 1042.93 was found highly significant (p < 0.001) with 91 degrees of 
freedom. This final EFA analysis, principal component analysis with varimax rotation was 
chosen for extracting the final factors and eigen value >1 was applied as the criterion. 
The 14 items were grouped under three factors to explain 57.48% of the total variance. 
The communalities’ values rotated factor loads for the scale and the variances explained 
by different factors are presented in table 13 

Table  13 Communalities’ values and Factor load values  

Items 

 Component 

Communalities’ values 1 2 3 

19 .58 .76   
18 .66 .73   
16 .60 .72   
21 .63 .72   
22 .55 .63   
3 .45 .56   
10 .62  .77  
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Table 13 (Cont.) 

Items 

 Component 

Communalities’ values 1 2 3 

14 .59  .71  
15 .52  .60  
5 .42  .57  
1 .42  .43  
6 .76   .86 
7 .76   .79 
4 .49   .62 

Total Variance explained %57.46 %23.38 %17.45 %16.65 

Cronbach's Alpha Based on Standardized Items α = .88 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

 

a. Rotation converged in 5 iterations.  

 
 The final EFA results offered a three-factor structure, as presented in table 1 3 
The first factor included 6 items with factor loads within the range of .56 and .76; the 
second factor included 5 items with factor loads within the range of .43 and .77; and the 
third factor included 3 items with factor loads within the range of .62 and .86. It was 
observed that all factors explained 57.46% of the total variance. The first factor 
explained 23.38% of the total variance and named as presentation skills” with the 
guidance of the developing items phase. The second factor explained 17.45% of the 
total variance and named as “questioning skills.” The third factor explained 16.65% of 
the total variance and named as “listening skills.” Analysis results showed that all items 
matched with the hypothesized dimensions except for three items. These three items (1, 
3 and 5) were considered under listening skills dimension during the developing items 
phase, however EFA results categorized that these were under presentation skills 
(item#3) and questioning skills (items# 1 and 5) dimensions. Post-analysis expert 
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opinion agreed that these 3 items could be placed under the dimensions determined by 
EFA results. 

The 14 items from final EFA were tested for their reliability by item analysis 
using item-to-total correlations, as presented in table 14. Item analysis results show that 
item-total test correlations for listening skills factor ranged between .46 and .62. item-
total test correlations for questioning skills factor ranged between .49 and .57. For 
presentation skills factor, item-total test correlations ranged between .45 and .64.  
Although, item-total correlations were implied whether each item in the scale had the 
capability to measure the factor it aimed to measure, and able to differentiate individuals 
based on the factor they measure. Cronbach alpha internal consistency coefficient 
indicated the reliability of the scale. Conducted reliability analyses produced a 
Cronbach alpha reliability coefficient of .88 for the whole scale. 

Table  14  Item-Analysis for the micro-skills of selling scale 

Statistics for Scale N Mean Variance SD 

14 61.56 36.77 6.06 

 Mean Minimum Maximum Range Max/Min Variance 

Item Means 4.40 3.86 4.80 .94 1.24 .07 

Item Variances .49 .20 .83 .63 4.10     .44 

Inter-Item 
Correlations 

.35 .09 .66 .57 7.35      .01 
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Table 14 (Cont.) 

 Scale 
Mean 

Scale Variance Corrected Cronbach’s Alpha 

Item Total Statistics If Item 
Deleted 

If Item 
Deleted 

Item Total 
Correlation 

If Item Deleted 

Item 1 56.84 33.06 .55 .87 

Item 3 56.98 32.55 .57 .86 

Item 4 56.94 33.32 .49 .87 

Item 5 57.22 31.50 .49 .87 

Item 6 56.77 34.16 .46 .87 

Item 7 56.86 32.84 .62 .86 

Item 10 57.41 30.93 .50 .87 

Item 14 57.36 30.42 .55 .87 

Item 15 57.25 31.62 .57 .87 

Item 16 57.33 31.75 .61 .86 

Item 18 57.23 31.52 .64 .86 

Item 19 57.71 31.62 .45 .87 

Item 21 57.35 31.34 .63 .86 

Item 22 57.12 31.56 .62 .86 

Reliability Coefficients for Item 
14 

Cronbach’s Alpha Cronbach’s Alpha Based on 
Standardized Item 

.86                     .88 

 
Further evaluating factor-based Cronbach alpha coefficients showed that 

Cronbach alpha coefficient was 0.76 for listening skills factor; 0.74 for questioning skills 
factor; and 0.84 for presentation skills factor, as presented in table 15. Therefore, it 
could be concluded that the Micro-Skills of Selling scale has an acceptable level to 
measure it aimed to measure. 
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Table  15 Cronbach alpha internal consistency coefficient 

Reliability Coefficients  Micro-Skills 
of Selling 

scale 

Listening 
skills factor 

Questioning 
skills factor 

Presentation 
skills factor 

Cronbach's Alpha 
Based on Standardized 
Items 

.88 .76 .74 .84 
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Developing Micro-Skills of Selling Development Training Program  
Having the results from phase I for developing the micro-skills of selling for 

petrochemical and related Industries salespeople in Thailand training program. The 
training program objective was to develop the micro-skills of selling for petrochemical 
and related Industries salespeople.  

The training program was divided into two consecutive days (08:30 a.m. to 
05:30 p.m. with 3 breaks) at the company office in Bangkok. The first day was aimed at 
building the knowledge and awareness of micro-skills of selling (listening and 
questioning) and then developing the micro-skills of selling through practice. The 
second day was focused on building the knowledge and awareness of micro-skills of 
selling (sales presentation skills) and then developing the micro-skills of selling through 
practice. Training methods included lectures by the trainers, discussion in the class 
among participants, experience sharing among participants, role-plays, watching the 
role-plays video and feedback. With the training methods, the discussion and 
experience sharing in the class among participants will enhance the learning for 
participants through the adult learning concept as participants or salespeople are adult 
learners who have experiences or existing knowledge. The adult learners will combine, 
integrate, or build up knowledge from additional learning or experience with their 
existing knowledge base to form their new understanding. With the experience sharing 
among participants and role-plays, participants will learn through principle of 
experiential learning, in which participants will get actual experience, reflection on the 
experience, information and the reflections from the experience into new ideas, followed 
by the application of those ideas to new experiences. These new experiences may 
serve to initiate the learning process again, promoting additional reflection, abstract 
conceptualization, and active experimentation. Watching the role-plays video, the 
participants will learn through modeling – social cognitive theory. When participants 
watch the role-plays video, they will accurately perceive the reality from the role-plays 
video, in which acts as a model, modeling refers to behavioral, cognitive, and affective 
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changes deriving from observing one or more models, which may include oneself. This 
leads to objective self-awareness in participants’ own skills and behaviors, which leads 
to self-discrepancy for the behaviors or micro-skills of selling.   

The training program consisted of eight activities and was conducted on the 
face-to-face basis, as there were practice sessions with the video recording during the 
practice sessions.  Then, assess efficiency of development and effectiveness of the 
training program to develop micro-skills of selling for petrochemical and related 
industries salespeople in Thailand by administering the test to training program 
participants both before, and four weeks after, training. 

The training program was validated for the objectives, contents, activities, 
and implications of learning theories. All objectives, contents, activities, and implications 
of learning theories had an Item Objective Congruence (IOC) higher than 0.6. Table 17 
presents micro-skills of selling development training program. 
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Phase III - Evaluating Micro-Skills of Selling Development Training Program 
Measurement instruments 

Behavioral improvement in trainee performance resulting from micro-skills of 
selling development training program were measured by 14 items from a micro-skills of 
selling scale for sales professionals in petrochemical industries in Thailand from  
phase II. A five-point Likert scale was employed, where “5” represents “Always” and “1” 
represents “Never”. This study utilized self-appraisal. 

Participants   
24 salespeople who work for a distributor in the petrochemical industries 

and related industries in Thailand. All salespeople were trained in two days (~17 Hours).  
Data collection procedures & analysis 

A micro-skills of selling scale for sales professionals in petrochemical 
industries in Thailand from phase II was administered immediately before and four 
weeks after, training. The data was analyzed by the pre-test and post-test 
measurements of one group (Paired t test). SPSS was used for the statistical analysis of 
data. 

Results 
Data was collected from 24 participants prior to the training. 20 completed 

questionnaires were received after the training, a response rate of 83.33%.  
Evaluating the effectiveness of the training program to develop micro-skills 

of selling 
The data was analyzed by the pre-test and post-test measurements of 

one group (Paired t test). SPSS was used for the statistical analysis of data. 
Pre-test and post-test measurements of one group (Paired t test) 

As a result of paired -samples t-test, the micro-skills of selling pretest 
mean score is 58.50 and the post-test mean score is 62.75. A paired-samples t-test of 
these data yielded a statistically significant gain (t=7.98; n=20; p=0.000). This means 
that the behavior of the 20 participants improved significantly from the pre-test phase to 
the post-test phase. 
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Table  18  Paired Samples Statistics 

  Mean N Std. Deviation Std. Error 
Mean 

Pair 1 Pretest 58.50 20.00 4.12 0.92 

 posttest 62.75 20.00 3.78 0.85 

Table  19 Paired Samples Correlations 

  N Correlation Sig. 

Pair 1 Pretest & posttest 20 .82 .000 

Table  20 Paired Samples Test 

  

Paired Differences 

t df 
Sig. 
(2-
tailed) 

Mean 
Std. 
Deviation 

Std. 
Error 
Mean 

95% Confidence 
Interval of the 
Difference 
Lower Upper 

Pair 1 
Pretest - 
posttest 

 
-4.25 

 
2.38 

 
.53 

 
-5.36 

 
-3.14 

 
-7.98 

 
19 
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Chapter 5 
Discussion and Conclusion 

This chapter provides a discussion and conclusion for the study regarding 
Developing scale and evaluating training program for micro-skills of selling for 
salespeople in Thai petrochemical industry. This research consisted of three phases.  
 

Objectives of Research 

1. To explore the meaning and identify the factors of micro-skills of selling for 
petrochemical and related industries sales professionals in Thailand. 

2. To develop a scale for micro-skills of selling and a training program to 
develop the micro-skills of selling for petrochemical and related industries sales 
professionals in Thailand. 

3. To evaluate the effectiveness of the training program to develop micro-skills 
of selling for petrochemical and related industries salespeople in Thailand  
Discussion 

Objective 1: To explore the meaning and identify factors of micro-skills of 
selling for petrochemical and related industries sales professionals in Thailand.  

The research findings show the meaning of micro-skills of selling and identify 
factors of micro-skills of selling for petrochemical and related industries sales 
professionals in Thailand, which emerged from a deductive content analysis approach.  
The results demonstrated that the micro-skills of selling refer to the actions 
encompassing the sales proficiency that is specifically employed by a salesperson 
during the customer-salesperson interaction. These micro-skills of selling pertain to the 
skills employed for comprehending the appropriate approach for issue resolution, 
effective handling of customer queries, and adeptness in developing compelling sales 
presentations. The findings were found to be consistent with a concept of selling skills 
which is two primary areas of selling skills: a micro-skill stream and a macro-skills 
stream (Rentz et al., 2002).  A micro-skills stream identifies three types of skills — 
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“interpersonal skills,” such as understanding how to handle and resolve issues; 
“salesmanship skills,” such as knowing how to present; and “technical skills,” such as 
knowing  the features and benefits of a product (Rentz et al., 2002). The research results 
point out that micro-skills of selling, especially interpersonal skills and salesmanship 
skills, which were the skills that most contribute, important and essential to the success 
in sales professional career in petrochemical industry in Thailand, were communication 
skills. However, participants elaborated communication skills were meant as listening or 
questioning or presentation skills. This aligns with the evaluation and synthesis of 
relevant literature on micro-skills of selling highlighted key areas to enhance overall 
selling skills. Salesperson cues, questioning, and listening skills are considered as 
crucial components of selling skills. Making sales presentations is part of salesmanship 
skills in the second dimension of selling skill (Rentz et al., 2002). Although other micro-
skills of selling – negotiation skills, sales closing skills, technical knowledge and other 
skills such as analytical skills, were considered as required skills. Furthermore, 
interpersonal skills, presentation skills, listening skills and questioning skills were 
indicated as the important base before utilizing other sales skills, for examples, 
presenting abilities are required to help buyers picture the benefits that they will receive. 
This indicated micro-skills of selling – listening or questioning or presentation skills, 
served as an important base or the important foundation for other micro-skills of selling – 
negotiation skills, sales closing skills and technical knowledge or technical skills.   
 

Objective 2: To develop a scale for micro-skills of selling and a training 
program to develop the micro-skills of selling for petrochemical and related industries 
sales professionals in Thailand.  

As shown from the results of phase II, a 14 items scale was developed to 
measure the micro-skills of selling – listening, questioning and presentation skills, in the 
context of sales professionals in Thai petrochemical industries. A systematic procedure 
of scale development was followed based on an exploratory sequential mixed methods 
(Creswell, 2018). A rule of thumb is that the Cronbach’s alpha coefficient should 
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be  > .7, which is acceptable (George, 2011). The new scale items matched the 
requirements of test validity and reliability. The Cronbach’s alpha coefficient for the 
micro-skills of selling scale was .88 for the total items together. Furthermore, exploratory 
factor analysis of the micro-skills of selling scale was conducted, and three distinct 
factors were identified. Additional analyses showed high internal reliability for all the 
three factors of the micro-skills of selling scale. Factor-based Cronbach alpha 
coefficients showed that Cronbach alpha coefficient was 0.76 for listening skills factor; 
0.74 for questioning skills factor; and 0.84 for presentation skills factor. Each factor was 
examined and discussed from theoretical and research perspectives.  

Listening skills - The micro-skills stream of research has focused on 
individual sales skills such as listening skills or interpersonal listening skills, questioning 
skills, and presentation skills. Listening skills in this research explains the ability to 
accurately receive and interpret messages in the sales communication process with 
customers, there is supporting evidence for the listening skills factor from the previous 
research. As Drollinger and B. Comer (2013) defined active empathetic listening as 
listening practiced by salespeople in which active listening is combined with empathy to 
achieve a higher form of listening, impacting the quality of the relationship between the 
buyer and seller and their mutual ability to build trust. More recent research indicate that 
customer-oriented salespeople express their care toward customers through listening 
and salesperson relationships and sales performance driven by listening through direct 
and mediated mechanisms (Itani et al., 2019). However, the findings from phase I 
indicated that listening skills factor is more than the ability to accurately receive and 
interpret messages in the sales communication process with customers. Listening skills 
is also pointed out as an important sales skill that increasing the efficiency in selling and 
contributing to their success.  

The findings of phase II in terms of the other two factors – questioning skills 
and presentation skills. 

Questioning skill is the action of asking customers questions, in order to 
explore an issue, an idea or something intriguing effectively. Previous research result 
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has indicated that questioning also improves customers' purchase intention (Arndt et al., 
2018). Another research also show that the ability to ask questions pertinently to 
understand the situation and the customer's needs actually plays a role that results in 
greater sales performance (Sugiyarti, 2018). Sales presentation skills are the actions of 
presenting the information about a product or service that attempts to persuade 
customers by using a planned sales presentation strategy of a product or service 
designed to initiate and close a sale of that product or service. Several studies showed 
that sales presentation abilities, was found to be the principal set of skills that leads to 
greater sales performance (Wachner et al., 2009). This aligns with the results from the 
study of developing soft skill training for salespersons to increase total sales that 
indicated presentation skills is among the several factors that influence the level of 
salesperson’s sales (Mardatillah et al., 2018). In which more recent research confirms 
that aspects of B2B seller skills, including interpersonal presentation and 
communication skills, provide a solid foundation for evaluating and tracking sales 
performance (Høgevold et al., 2021). Furthermore, the recent research findings showed 
identified 110 sales skills, including listening skills, questioning skills and presentation 
skills, were important to a salesperson’s success (Razmak et al., 2022). However, the 
findings from phase I indicated that both questioning skills and presentation skills are 
also highlighted as important sales skills that not only contribute but also crucial to 
salespeople’s success. 

 In phase III, the training program for the development of micro-skills of 
selling that was developed based on the results of phase I, resulted a significant 
improvement in the self-report of micro-skills of selling behavior during sales call as 
expected. The implications from learning theories were reflected as training methods 
included lectures, discussion in the class among participants, experience sharing 
among participants, role-plays, watching the role-plays video and feedback. 

With the training method, the discussion and experience sharing in the 
class among participants enhance the learning for participants through the adult 
learning concept as participants or salespeople are adult learners who have 
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experiences or existing knowledge. This aligned with Artis and Harris (2007) proposed 
that the adult education concept of self-directed learning can supplement traditional 
salesforce training and educational methods to improve the performance of 
salespeople. Also, the findings from the research in the sales training areas suggested 
that it was possible to design a medical sales training program that applies 
andragogical principles (Washington II, 2016).  

Furthermore, the training method such as experience sharing among 
participants and role-plays, participants learn through principle of experiential learning. 
This supported the results from several studies demonstrate that sales training is 
adaptive to experiential learning principles. The results from the study that examined two 
courses from existing sales training programs used in practitioner settings and found 
that the exercises and activities followed the established cycle of experiential learning 
and showed how repeated iterations of the experiential learning cycle incrementally 
move students up Bloom’s taxonomy of educational objectives (Healy et al., 2011). Also, 
the recent study that examines the extent to which client-based experiential projects are 
used in sport sales courses and determines if teaching practices are different in client-
based and non-client-based courses indicated that 58.3% of the online survey 
responses utilized a client-based experiential sales project as a key component to the 
sales course of sport sales courses (Pierce, 2021).  

Watching the role-plays video, the participants will learn through modeling 
(Davis, 2019) – social cognitive theory. When participants watch the role-plays video, 
they will accurately perceive the reality from the role-plays video, in which acts as a 
model, modeling refers to behavioral, cognitive, and affective changes deriving from 
observing one or more models, which may include oneself (Silvia & Phillips, 2013). This 
leads to objective self-awareness in participants’ own skills and behaviors, which leads 
to self-discrepancy for the behaviors or Micro-skills of selling.  This supported with the 
results from the study of imitating the virtual self to accelerate interpersonal skills which 
uses Doppelganger-based training showing that effective training includes the use of 
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videos in which role models perform the desired behaviors that trainees can learn 
through behavioral mimicry (Kleinlogel et al., 2021) 

 
Objective 3: To evaluate the effectiveness of the training program to develop 

micro-skills of selling for petrochemical and related industries salespeople in Thailand. 
From the findings of phase III, the self-report of micro-skills of selling behavior 

during sales call of trainees improved through positive paired -samples t-test means 
scores, a month after the end of the training date (M = 62.75, SD = 3.78) compared to 
the day of the beginning of the training date (M = 58.50, SD = 4.12), t (19) = 
7.98, p < .000. This means that the self-report of micro-skills of selling behavior during 
sales call of trainees improved significantly from the pre-test period to post-test.  

As predicted, the training program for the development of micro-skills of selling 
established during phase II resulted in a considerable improvement in self-report of 
micro-skills of selling conduct during sales calls. 

The implications of learning theories were represented in training techniques 
such as lectures, class discussion among participants, experience sharing among 
participants, role-plays, role-plays video viewing, and feedback.  

With the training methods, the discussion in the class among participants 
enhance the learning for participants through the adult learning concept as participants 
or salespeople are adult learners who have experiences or existing knowledge. 
participating in discussion, learners learn from discussions that deepen their resources 
for learning.  Furthermore, the training method such as experience sharing among 
participants and role-plays, participants learn through principle of experiential learning. 
This supported the results from several studies demonstrate that sales training is 
adaptive to experiential learning principles. By watching the role-play video, participants 
can learn through modeling - social cognitive theory (Davis, 2019). The video role-plays 
will help participants accurately perceive reality and model behavioral, cognitive, and 
affective changes through observation. This creates objective self-awareness in 
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participants' skills and behavior, resulting in self-discrepancy for sales skills or micro-
skills.  

Limitation and future research avenues 
This research was limited in its scope as it only examined the sales 

professionals in the Thai petrochemical industry in Thailand. Therefore, further 
development and evaluation of scale and training program are needed.  

While the sample was purposefully selected into the experimental group and 
there was a limited number of samples, pre-experimental research was used in this 
study (Phase III). As a result, although there were pre- and post-tests, there was no 
control group in this study. As a result, additional study of the effectiveness of training 
programs is required.   

The data used in the current survey is specific in both industry and geographic. 
Replication in other industries or businesses is a priority for future research. Although 
sales activities are considered industry-specific, the micro-skills of selling, especially, 
listening, questioning and presentation skills, could be generalized across all sectors.  

Implications 
Implication in knowledge  
The findings of phase I & II revealed that micro-skills of selling highlighted 

critical areas for to enhance overall selling skills (Rentz et al., 2002). The findings also 
deepened awareness of other selling micro-skills such as negotiating skills, sales 
closing skills, technical knowledge, and other abilities such as analytical skills. 
Furthermore, micro-skills of selling such as listening, questioning, and presenting skills 
served as a vital basis for other selling micro-skills such as negotiating skills, sales 
closing skills, and technical knowledge or technical abilities. 

The results from phase III resulted in a significant improvement in the self-report 
of micro-skills of selling behavior during sales call as expected. This supported that 
learning a process skill such as listening skill, questioning skill and sales presentation 
skill, training program with various instructing strategies such as lectures, class 
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discussion among participants, experience sharing among participants, role-plays, 
watching role-plays videos and feedbacks, can enhance selling behavioral micro-skills 
during sales calls. The implications from learning theories were reflected as training 
methods included lectures, discussion in the class among participants, experience 
sharing among participants, role-plays, watching the role-plays video and feedback.  

Implication for practice 
1. The findings of phase I besides revealing that micro-skills of selling 

highlighted critical areas for to enhance overall selling skills, also deepening the 
awareness of other selling micro-skills such as negotiating skills, sales closing skills, 
technical knowledge, and other abilities such as analytical skills. Furthermore, micro-
skills of selling such as listening, questioning, and presenting skills served as a vital 
basis for other selling micro-skills such as negotiating skills, sales closing skills, and 
technical knowledge or technical abilities. Thus, it benefits businesses to gain a better 
understanding of selling skills, which may lead to future practices. 

2. From the findings of phase II, in exploring this scale in petrochemical and 
related to petrochemical industries in Thailand, this study exclusively investigated the 
sales professionals in petrochemical and related to petrochemical industries in Thailand. 
Because of this, to generalize this new micro-skill of selling scale for use in every 
industry. Businesses may need to test this scale before using it in order to ensure that 
the scale will be reliable and valid for salespeople in the industry. 

3. The results from phase III resulted a significant improvement in the self-report 
of micro-skills of selling behavior during sales call for sales professionals in 
petrochemical and related to petrochemical industries in Thailand. However, in 
exploring this training program in petrochemical and related to petrochemical industries 
in Thailand, this study exclusively investigated the sales professionals in petrochemical 
and related to petrochemical industries in Thailand. Because of this, to generalize this 
new micro-skill of selling development training program for use in every industry. 
Businesses may need to test this training program before using it in order to ensure that 
the scale will be reliable and valid for salespeople in the industry. 
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Conclusion  
According to the objectives, the main contribution of this research was to 

develop and test a new micro-skill of selling scale, two primary themes were identified 
through deductive content analysis, and to develop a training program and assess the 
effectiveness of a training program for the development of micro-skills of selling. The 
emerging micro-skill of selling scale consists of three factors and has shown good 
validity and reliability. The self-report of micro-skills of selling behavior during sales call 
of trainees improved significantly from the pre-test period to post-test.  

Measuring sales skills, especially, micro-skills of selling – three crucial basic 
skills, should be useful for researchers studying the behavior of highly skilled 
salespeople. The results from phase II & III offer a training program for the development 
of micro-skills of selling with various training methods, also improve self-report of micro-
skills of selling behavior during sales call of salespeople. Identifying the characteristics 
that distinguish experienced salespeople can aid in the selection and training of 
salespeople. This means that sales leaders can start by selecting sales candidates with 
this behavioral process, and train existing salespeople with the training program for the 
development of micro-skills of selling with various training methods, to strive these 
positive traits.  
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