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Abstrac. This study examines factors influencing customer information quality and
salesperson performance. Data collected were 450 salespersons in the field of small and
medium enterprises. The analysis used is structural equation modeling (SEM). Then, the
data were analyzed using Amos version 21 software. The results indicate that customer
information quality creates a linkage between adaptive selling and salesperson
performance. In addition, communication ability and trustworthiness have a significant
positive effect on salesperson performance. Further discussion, limitations and direction
for future research are also discussed in this study.
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1 Introduction

Salespersons play important role in a company (Ahearnea and Gruenb and Jarvisc, 1999;
Basir and Ahmad and Kitchen, 2010)[1]. Raymond and Tanner (1994) [2]explain that they can
create competitive advantage, and they are also good critical market intelligent. Further, they
are people who interact with potential customers (J. Kim and Kim, 2014; Lee and Dubinsky,
2017; Simintiras and Cadogan, 1996)[3], share values (Gillis and Pitt and Robson and
Berthon, 1998; Naylor and Frank, 2000)[4], and connect (Douglas Amyx and Bhuian and
Shows, 2016; Drollinger and Comer, 2012; Yu and Tung, 2014)[5] with customers. These
salespersons are supposed to maitain the trust of the customers (Twing-Kwong and Albaum
and Fullgrabe, 2013; Yu and Tung, 2014)[6]. Some important factors related to salespersons
are adaptive selling (Limbu and Jayachandran and Babin and Peterson, 2016; Rakesh Singh
and Gopal Das, 2013) [7]and the customer information quality. The performace should be kept
well because good performance gives impact to companies. Therefore, the companies should
develop and empower the salespersons based on the companies’ capability (Ahearnea and
Jones, 2008; Yao and chen and Cai, 2013)[8].

Information is very important for a company. Currently, there are many irrelevant and
unreliable information received by managers (Gelle and Karhu, 2003)[9]. Based on the
phenomenon of “garbage in-garbage out”, the quantity of the customer information will give
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impact to managerial decision. The information can be useless if it is not well managed for
companies’s benefit (Hu and Huang and Kuse and Su and Wang, 1997)[10]. The unreliable
information will give impact to wrong decision making and performance. Many companies
make use of technologies to collect, save, and analyze information (Madnick and Wang and
Lee and Zhu, 2009)[11]. One of them is using CRM system (Chuang and Lin, 2013). The use
of the system will make companies easier to gather information fast (Chen and Popovic,
2003)[12].

The success of the performance by the employees are influenced by various factors. One
of them is the ability to communicate which is regarded as an important factor determining the
success of salesperson’s task (Bahaa Abdul-Hafez and Al-Nady, 2016 )[13]. Besides, the
capability of salesperson to build customers’ trust upon their offered products. In fact, the
customors’ trust which is built is as a result of a long process and time (Raj Agnihotria and
Krushb, 2015; Fang Yulin and Israr Qureshi and Heshan Sun and Patrick McCole and Elaine
Ramsey and Lim, 2014)[14]. The capability of salespersons to adapt well during their
interaction with customers will result on the good perfomance lead to the increases of selling.

Meanwhile, it is found that there is still inconsistency of the result of the research between
adaptive selling and salesperson’s performance. There are still contrary between the previous
results. Some researches mention that the adaptive selling influences the salespersons’s
performance (Kidwell and McFarland and Avila, 2007; Ramendra Singh and Gopal Das,
2013); (Chirani and Matak, 2012); (Ramendra Singh and Das, 2011); (Kidwell et al., 2007;
Pettijohn. and Schaefer and Burnett, 2014)[15]. On the contrary, some show that the adaptive
selling has no positive impact towards the salesperson’s performance (Abed and Haghighi,
2009; Binu Markose, 2011; Bolander and Satornino and Hughes and Ferris, 2015)[16]. This
research investigates factors influencing customer information quality and salesperson
performance.

2 Literature Review
Adaptive Selling Behavior

Adaptive selling behavior is one of the most important capabilities of a salesperson needs
to acquire. This involves adjustment (Weitz and Sujan and Sujan, 1986)[17]. Pettijohn and
Pettijohn and Keillor (2000)[18] explains that effective selling occur when salespersons are
able to adapt with their customers. The salesperson should understand that every customer has
different needs and beliefs (Spiro and Weitz, 1990)[19]. Salesperson must be motivated to
approach the customer. Each customer has each characteristics and uniqueness that
salespersons should pay attention to (Chai and Zhao and Babin, 2012)[20] in order to give
positive impact on selling performance (Hughes et al., 2012). Adaptive selling allows the
sellers to customize the products to fit the customer needs and preferences (Rakesh Singh and
Gopal Das, 2013)[21]. Positive perceptions of customers to adaptive selling behavior will
have an impact on increasing the customer’s confidence (Guenzi and De Luca and Spiro,
2016)[22]. Adaptive selling behavior must also be based on a sense of empathy for customers
in which salespersonsshould understand and respond emotionally to them(Limbu et al.,
2016)[23].

3 Customer Information Quality



The quality information about customers is very important for the company. Salespersons
should be able to find quality information related to their customers. Kerr (1996) explains that
one of the skills in managing information overload is by being able to select the most
important part of it. Quality information refers to valuable information, not its quantity, and
therefore, it emphasizes the quality and nature of information (Zhou and Benton Jr.,
2007)[24]. Forslund (2007) explains that the quality of information is measured by timeliness,
accuracy and accessibility. Complete and comprehensive information is very helpful for sales
managers to make decisions in selling. In addition, the accuracy of information such as
information correctness, less errors and accuracy level also determine the quality information.
Quality information has an approach to be more customer-focused (Lilrank, 2003).

4  Trustworthiness

Customer trust is an important thing that should be created and maintained by the
company (C. H. Schwepker and Good, 2012)[25]. Sutter and Kocher (2007) explain that
trustworhiness is a fundamental element of efficient interaction. Companies that are able to
create trust have the potential to keep the company alive. Employee integrity and trust are
urgently needed and should be maintained well. Managers who can maintain customers’
integrity makes the company can easily offer its products to them(Adewale and Yusuf and
Mat Ghani and Meera and Manap, 2012)[26]. Fair and honest treatment for customers can
increase customer’s confidence in the company. Honesty meansthat once companies give gifts
for customers, it should be fair and the company must also be honest with the product sold
such as its weakness so that customers can anticipate well (Cheung et al., 2013b)[27].

5 Salespersons Performance

Salesperson performance is very important for the company. Salesperson is one's
contribution to the sales target set by the company (R. Singh and Koshy, 2010)[28].These
targets should be measurable and realistic to achieve. The performance of salespersons can be
based on sales quotas and comparative performance in their departments (Babakus and
Cravens and Grant and Ingram and LaForge, 1996)[29]. Salespersons’ performance can also
be seen from the sales targets and salespersons’ ability to increase market share (Behrman and
Perreault, 1982; Rakesh Singh and Gopal Das, 2013)and to achieve goals (Brown and
Peterson, 1994)[30]. Sujan et al. (1994) explain that the desire to be rewarded is the
motivation of the salespersons in achieving its performance. The performance of the
salespersons will ultimately have an impact on the company's performance. Therefore,
companies should pay attention to encourage salespersons to perform better.

6 Hypothesis
Adaptive selling and customer information quality

Customers have different characteristics that require different approaches (Locander and
Mulki and Weinberg, 2014)[31]. This is very important for salespersons in relation to
customer information needs. Salespersons desperately need accurate information from
customers. Accuracy and completeness of information obtained from customers can determine
the quality of information. Information from customers can be obtained depending on the



ability of the salesperson in understanding the needs and demands of the customer.
Salespersons can optimize information technology in relation to customer information search
(Khudri and Sultana, 2015)[32]. Through the use of information technology, there is a high
efficiency and effectiveness. The use of information technology process is simple while the
accuracy is high. Simple process means practical which can be carried out anywhere and
anytime such as by using androidhandphone. The behaviour of an adaptive salesperson will
greatly affect the quality of customer information.

6.1 Adaptive selling can improve customer information quality.

Adaptive selling and salesperson performance

Salespersons should understand customers well (Douglas Amyx and Sharma and Alford,
2014; Bolander et al., 2015; Fred and R., 2013)[33]. Through experiment, a salesperson can
easily understand the needs and desires of the customer. It requires patience and persistence.
The uniqueness of each customer requires a different approach for different customers. The
skills of a salesperson are needed in carrying out the selling tasks (Piercy and Cravens and
Lane, 2012)[34] The skill includes mastery of various approaches in sales so that if the
approach used does not run well, then they can easily replace with another approach that is
more appropriate to the situation and real condition. This is important because this action has
the potential to improve the performance of salespersons.

The ability of salespersons who can adjust when interacting with customers is likely to
improve selling performance (Yilmaz, 2001)[35].Salespersons who can understand well the
needs and desires of customers resulting in satisfied customers. This consumer satisfaction can
lead to repeat purchase and will not be easy to move to another brand. Loyal customers have
an impact on increasing the company's sales volume (Xiabing and Christy and Matthew and
Liang, 2015)[36]. In addition to repurchasing, as customers feel satisfied with the products,
the customer will recommend to friends and relatives to buy certain products. Increased sales
volume can result in company profits. Increased profit can be used to improve the strategy for
market share expansion. Thus, the hypothesis that can be proposed is:

6.2 Adaptive selling can improve salespersons performance

Communication Ability and Customer Information Quality

The ability to communicate effectively of a salesperson is one of the key factors for
obtaining quality information from customers (B. Kim and Kim, 2016; Seyoon and Jungwoo,
2014)[37]. The forms of communication can be various, among others: conversations via
telephone, via electronic mail and can also communicate face to face. Communication
effectiveness can be measured from customer response rates (Jun-Gi Park and Lee, 2014;
Ponduri and Bala, 2014)[38]. If the customer responds well, it can be said that the
communication is effective. In addition, the quality of communication can be measured by the
benefits obtained through communication. The more useful the communication is, the better
the response from the customer. Relevance and content in communication greatly determine
customer’s satisfaction (Jun - Gi Park and Lee and Lee, 2014)[39]. Customers who get
relevant and quality information as required make them satisfied. The more qualified and
relevant information obtained from the salespersons, the quality of relations with customers
can be increased.



Good and structured communication tends to create better relations quality with
customers(Veenraj and Ashok, 2014)[40].Having good communication will lead to objective
critics. This objective critic is needed for future betterment. The organisation that can pay
attention to other parties tend to professionally develop.

(Bahaa Abdul-Hafez and Al-Nady, 2016; Toyese, 2014)[41]. The more the quality
information obtained, the more precise the decision making process the company will make.
Therefore, to gather good quality information, salespersons should have good communication
skills. Hence, the proposed hyphothesis is:

6.3 Communication Ability is able to improve Customer Information

Quality
Trustworthiness and Customer Information Quality

Trust is an important factor in maintaining the quality of information obtained from
customers (Agnihotria & Krush, 2015; Cheung et al., 2013a; Fang Yulin et al., 2014)[42]. The
salesperson's job is how to build and maintain customer trust. Customer trust is a very
strategic way to maintain good relationships with customers which canmake quality of
information better (Animesh et al., 2011; Tsai et al., 2010). If the customer's trust is detected,
then the salesperson should have to maintain and develop the confidence through providing
certainty to the customers for the product he has purchased. The form of maintaining the
quality of customer information can be carried by giving warranty on the goods that have been
purchased (Schwepker & Good, 2012b; Shpétim Cerri, 2012)[25], providing the best service
and being honest with customers. In addition, high integrity will determine the success of
salespersons to maintain the quality of relationships with customers.

Customer trusts to salespersons tend to increase customer openness to them (Chu & Yuan,
2012; Fang Yulin et al., 2014)[42]. Building customer trust is a process and takes place in a
relatively long time. In the process of building customer trust, this is a tough task for a
salesperson. The salesperson must be honest to the customer. This honesty has the potential to
increase the level of customer satisfaction (Cheung et al., 2013a; Shpétim Cerri, 2012).
Further, satisfied customers tend to be able to provide very useful quality information to a
salesperson. Based on the above analysis, hypothesiscan be proposed:

6.4 Trustworthiness can improve Customer Information Quality

Communication ability and salesperson performance

A quality communication skill for a salesperson is one of the key success factors in
meeting customer needs and demands (Abdul-Hafez & Al-Nady, 2016; Toyese, 2014)[43].
Quality communication can increase customer’s satisfaction that makes customers ultimately
tend to include purchasing decisions. Interacting with customers regularly and systematically
is a must for them (Kim & Kim, 2016; Ponduri & Bala, 2014)[3]. Through this interaction,
there will be information about the products which can be delivered effectively. Further,
through face-to-face approach, interaction with customers would be very helpful for them to
make decisions (Park et al., 2014; Zielinski, 2013)[44]. In order to make communications run
effectively, the salespersons can use telephone, electronic or email media. Through this
method, itwill reduce costs, so that communication becomes more efficient and effective. The
efficient communication tends to improve the performance of the salespersons.



The role of salespersons to improve selling performance is critical (Bolander et al., 2015;
Pettijohn et al., 2014)[44]. Thus, the ability of a salesperson in expanding the network and
building relationships with customers as wide as possible is a very urgent and absolute and
should be carried out. Broad and quality networks tend to support the performance of
salespersons so that the selling performance continues to increase (Miao & Evans, 2013;
Piercy et al., 2012). A quality network of subscribers is widening if it is accompanied with the
ability of salespersons to adapt when interacting with the customers (Miao & Evans, 2013).
The salesperson who can apply a good approach with customers using interesting
presentations makes customers feel satisfied. Consumers who are satisfied with the product
they have purchased, they will make a re-purchase (Piercy et al., 2012). With this increasing
redistribution, it tends to improve the performance of salespersons.

Salespersons should acquire quality communication if they want to improve his selling
performance (Chengiz Yilmaz, 2002; Parka & Deitzb, 2006). The accuracy of the information
for the customer is the key to succeed in communicating with customers. Salespersons who
can respond well to customers’ complaints and are able meet their needs and demand will
make them satisfied (Amyx et al., 2014). Moreover, if they are supported by the ability to
provide appropriate and useful information for customers. Relevant and useful information for
customers has the potential to improve selling performance. The increased sales is one of the
key indicators to measure the success of salespersons (Basir et al., 2010b)[44]. However, there
are many indicators that can be used to determine the success of a salesperson, among others;
increased market share, sales growth, increased profitability of the company, and less
complaints by the customer. Therefore, the ability to communicate well has the potential to
improve the performance of salespersons. Thus, the researcher proposed the following
hyphothesis:

6.5 Communication ability can increase salesperson performance

Customer Information Quality and Salesperson Performance

Quality information from customers is very useful for the company (Setia et al., 2013).
The company will find it helpful to obtain the information which can be used properly. It
means that the company will easily make strategy to use (Nevo & Wade, 2010; Ou et al.,
2013; Ponduri & Bala, 2014)[38]. In fact, salespersons customers can re-purchase. This re-
purchase can improve selling performance which ultimately can increase company profit. If
this can be maintained, it is possible that salesperson performance will increase and it will
affect the employee's welfare (Xiabing et al., 2015; Zhu Dong Hong, 2015). So that, the profit
of the company can occur in a relatively long run because the profit achieved by the company
due to customer’s satisfaction. In addition, the honesty of information given by customers can
also help the company to determine what strategy which will be used to satisfy customers.
Thus, the proposed hypothesis is:

6.6 Customer Information Quality and Salesperson Performance

Trustworthiness and Salesperson Performance

Customer safety is a key consideration in relation to salespersons (Agnihotria & Krushb,
2015; Chu & Yuan, 2012; Fang Yulin et al., 2014)[42]. Customers who feel secure in the
transaction will not hesitate to spend money to conduct transactions with salespersons. The job
of the salesperson is to build and maintain trust from the customer. Trust can be built by



providing the best service and always paying attention to what the customers’ needs and
demands (Tsai et al., 2010). Consistency between the information available to the product
should be absolutely carried out by the company. We are supposed not to make customers
disappointed. In addition, honesty to customers is needed in building customers’ trust (Cheung
et al., 2013a; Chu & Yuan, 2012; Shpétim Cerri, 2012). Honesty can be realized by providing
precise and accurate information about the product. For example about the superiority of a
product and the proper use of the product. Customer trust that can be built through consistent
quality of products and satisfactory services which can affect the performance of salespersons.

The Increased market share is as one of the ways to improve selling performance (Basir et
al., 2010b; Parka & Deitzb, 2006; Piercy et al., 2012)[45]. Some expand the market share.
Further, expanding customer networks is an effective way to increase market share. Through a
vast network of information about the needs and demands of customers can be known more
quickly and better. Communication occurs through a wide customer network which can
improve the effectiveness and efficiency of communication with customers and reduce
incorrect information about the products (Ahearne & Jones, 2008; Park & Deitzb, 2006)[8].
Broad networks can increase the intensity of communication with customers. Sales targets can
be met if supported by a wide customer network (Chengiz Yilmaz, 2002). Therefore, through
a wide network, the performance of salespeople can be improved.

6.7 Trustworthiness is able to increase Salesperson Performance
Research methodology

Sample frame and data collection.

Health Insurance Company is selected as a research object because the public awareness
on health in Indonesia is very high. This can be seen from the number of insurance
participants which always increases from year to year. Further, the number of hospitals also
continues to increase every year and the public health service also keeps increasing.

The ability of the salespersons to explain well and correctly about the health products
helps customers to make the decision to purchase the products. This ability is required to
understand well the needs of customers. Thus, professional services should be provided. These
can be carried out through different approaches for different customers. Adaptive approach is
neeeded if the applied one does not run well. The professional salespersons can easily
overcome the difficulties faced by the customer, adaptable to the conditions and circumstances
of the customers and they can easily understand well customer behavior (David A et al., 2014;
Subhra Chakrabarty et al., 2013). In addition, the salespersons are required to understand well
about the product knowledge. Mastery of product knowledge is an important factor and
determines the success of the selling (Dulger et al., 2016; Zhu Dong Hong, 2015)[46]

The data of this study were collected through questionnaires, while the unit of analysis
was the salesperson of the health insurance policy in Yogyakarta, Indonesia. The object of the
research is a number of insurance companies in Indonesia. Respondents were taken by
purposive sampling method. Respondents fill out the questionnaires that have a minimum of 5
years work experience in selling of insurance policies. Further, the age of respondents at least
17 years old with minimum education level of senior high school. Number of respondents was
400 with 91% return rate. Data were collected from January to June 2017. Then, the data
collected were tested which involve validity test, reliability, non-response bias test, logical
connection test (Ferdinand, 2013).



1.1 Measurement

Small sample is used for pre-test. This is carried out to test the validity of a questionnaire
especially its indicator. The data test was performed with non-response bias technique,
validity and reliability test. The tests are continueslyconducted until all the data meet the valid
criteria and reliability. A valid and reliable questionnaire will be able to capture good and
correct data. Thus, the questionnaire is feasible and reliable to collect research data. The 10-
point Likert scale questionnaire is used from 1 (from strongly disagree) to 10 (strongly agree)
to measure all indicator variables (Imam Ghozali, 2011).

2. Results
2.1 Validity and Reliability

Questionnaires used in the research should be first tested its validity and reliability.
Validity is the ability of instruments to measure what need to be measured. An indicator is
said to be valid if the indicator has a loading factor value of minimum 0.60. Then, if it has the
loading factor is below 0.60, it means that that the item is not feasible to measure the variables
(Imam Ghozali, 2011). The research questionnaire should be valid and must also be reliable.
The quality of research data is determined by the quality of the questionnaire. The more valid
and reliable a questionnaire, the higher the quality of research data (Imam Ghozali, 2011).
Thus, it can be said that the quality of data analysis can be determined by the data collected
during the research.

Non response bias test is conducted aiming to see whether the characteristics of
respondents fillingin the answers to the questionnaire timely with those who are late fillingout
different questionnaires. If it is different, it will affect the results of data analysis and it is
regarded as a serious problem if response rate is low. Non-response bias test is appliedusing
independent sample t-test by looking at the average of the respondent's answers in the group at
the time they fill inthe questionnaires timely with those who are not. The significant difference
between the population variance to the two samples can be seen in the levene's test for
equality of variance which can be seen intable 4:20.

A logical connection between the indicator variables of the two hypothesized variables
should be performed. This needs to be carried out to ensure that the indicator of the
independent and dependent variableswere hypothesized to have a logical causality relationship
(Ferdinand, 2014). Thus, it can present logical connection of each indicator in one research
variable. In addition, it is necessary to test the role of mediation variables in a research model.
Sobelt test analysis (Oper, D.S. 2014) is an analysis tool to test the role of variable mediation
of a variable that is the role of indirect effect between the dependent and the independent
variables. This test can provide information showing the significance of the role of mediation
variables to fill the gap in this study.

Confirmatory factor analysis and construct validity (lihat di disertasinya)

The model feasibility evaluation is undertaken to confirm how far the model is
hypothesized according to the sample data. The model feasibility evaluation refers to some of



the following selected criteria (Hair et al., 2010)[47]. Indicators that have loading factor below
0.50 were dropped. It is found that the statistical models are declared fit and can be accepted
with the value of y2 = 77.334; df = 94; p <.894; RMSEA = .000; CFI = 1,000; AGFI = .924;
GFI = .948; NFI = .967. While the overall y2 is significant, the 2 / df ratio = .823.

Then, the researchers assessed convergent and discriminant validity. The convergent and
internal validity actually measure constructs that should theoretically be measured. This is
achieved through an analysis of the reliability. Each construct has a Cronbach alpha above
0.75 (Hair and F. and Black and Babin and Anderson, 2010)[47]. The whole construct with the
loading factor, the composite reliability and the avarage variance extracted (AVE) are
presented in Table 1.

Table 1. Scale item with loading factor, CR and AVE

Standardized

Construct loadings
Adaptive sellingbehavioral(Chena and Jaramillob, 2014; Maroofi and Sadegh and Sadegh and

Fathi, 2011) AVE = .526; Composite Reliability = .816

When | feel my approach does not work, then | can easily change with other approaches .838
I use different approaches for different customers. .710
I can easily solve customer problems. 761
Customer information quality(Raj Agnihotria and Vieirab and Senrab and Gablerc, 2016; Jun

- GiPark et al., 2014) AVE = .514; Composite Reliability = .834

I always think about the long-term benefits for customers who buy my products. .953
I think that the time customers spend a long term investment 931
I am interested to maintain long-term sales relationships .943
| easily develop long-term relationships with customers .937
Salesperson Performance (Abed and Haghighi, 2009; J. C. H. Schwepker and Schultzb, 2015)

AVE = 501 Composite Reliability = .750

I always generate higher levels of sales, when compared with my colleagues .954
I have always exceeded the sales targets set by the company. 731
I have always been able to increase company profit .930
Trustworthiness(Pousa and Mathieu, 2014), AVE=.561; Composite Reliability = .793

I emphasize the significance for consumer satisfaction 731
I emphasize the significance of customer needs 719
I am a good listener for the customer 734
Communication ability (Dulger and Alpay and Yilmaz and Bodur, 2016; Hassan and Qureshi

and Hasnain and Sharif and Hassan, 2013) AVE=.629; Composite Reliability = .829

The information provided by him/her was very useful for my work .908
I was very satisfied with the content of the information provided him/her .944
The information provided by him/her was highly relevant to may work .908

2.2 Parameter Value Estimation

Figure 2 shows that adaptive selling has a significant positive effect on salesperson
performance through customer information quality. Furthermore, the adaptive selling,
communication ability and the trustworthiness have a significant positive effect on the
customer networking quality and the salesperson performance. Thus, the role of the variable of
the customer information quality is a key factor to improve salesperson performance.
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Chi-Square = 77 2365
Probabilitas = .595

DF = 84
CFl=1.000
AGFI = 925

GFl = 850

RMSEA = .000

TLI = 1.009
NFl = 958

Chi Squarse/DF = 822

Figure 1 Structural Equation Model Analysis

Hypothesis testing

The hypothesis testing can be seen from the results of the

regression. The estimation results are presented in table 2:

Table 2. Standardized Regression Weights: (Group number 1 — Default mode)

standardized coefficient

Path S Sig Comment
H1  Customer information quality € Adaptive Selling behavioral 122 133 Rejected
H2 Salesperson Performance < Adaptive Sellingbehavioral .201 .002 accepted
H3  Customer information quality € Communication ability .328 Hhx accepted
H4  Customer information quality < Trustworthiness 219 .011 accepted
H5 Salesperson Performance < Communication ability .230 Hx accepted




H6 Salesperson Performance < Customer information quality .533 fale

H7 Salesperson Performance < Trustworthiness 131

.061

accepted
Rejected

N = 259; * p<.05; ** p< .01; ***p< .001.

The adaptive selling has a significant positive effect on the customer information quality
with the standardized coefficient of .182 and the probability value is .011 (Hypothesis-1).
Meanwhile, the adaptive selling does not have an effect on the salesperson performance with
the standardized coefficient of .109 and the probability value of .091 (Hypothesis-2). The
customer orientation has a significant positive effect on the selling relationship quality with
the standardized coefficient of .318 and the probability value is .000 (Hypothesis-3). The
learning orientation has a significant positive effect on the selling relationship quality with the
standardized coefficient of .296 and the probability value is .000 (Hypothesis-4). The
customer orientation has a significant positive effect on the salesperson performance with the
standardized coefficient of .227 and the probability value is .000 (Hypothesis-5). The selling
relationship quality has a positive significant effect on the salesperson performance with the
standardized coefficient of .531 and the probability value is .008 (Hypothesis-6). The learning
orientation has a significant positive effect on the salesperson performance with the
standardized coefficient of .187 and the probability value is .008 (Hypothesis-7).

Testing a mediating role: customer information quality

Testing for the important role of customer information quality is considered as a new
concept to overcome the adaptive selling gap with salesperson performance. The important
role of this new concept can be carried out using Sobel Test calculations. Sobel Test is used to
assess the significance of indirect effects or the effect of mediation in structural equation
model (Sobel, 1982). The result of the calculation on line is available at
http://www.danielsoper.com in which its result is presented in the attachment.

Calculation Sobel test is used to test the significance of moderation variables as presented
in Figure4-10explaining that customer information quality plays a significant role as a
mediator to bridge the gap between adaptive selling with salespersons performance. Its evident
is at the first track test Sobel value which is 2.661 with a probability value (two sides) is equal
to 0.007.Then, the second line is 2.561 with a probability value (two sides) is equal to 0.006
(see appendix), where this value is below 0.05. Next, the third line is 2.44 with a probability
value (two sides) which is equal to 0.007. It means that the result of the significance test of the
mediation variable gives an indication of how important the role of customer information
quality variable is as a mediator to bridge the research gap between adaptive selling with
salesperson performance.

Discussion



Adaptive selling behavioral has no effect on customer information quality with beta value
of 0.122 andits significance is 1.33. This can happen due to by the lack of qualified
salespeople in adapting the approach during the interaction with customers. Therefore, the
ability of salespersons needs to be improved. It means that the salespersons can be more
flexible using the approach when interacting with the customers. This is very important
because each customer has different characteristics. These differences require different
approaches. In addition, presentation materials must also be qualified and new. The quality of
the product knowledge delivery is very decisive to the customer's interest whether they prefer
to buy or not. The clearer the information received by the customer, the more easily
understood by the customer. The costumers who already understand the clarity of the
information received, the easier it is for him to make decisions. In line with the research
conducted by Chena and Jaramillob (2014)[48] who found that adaptive selling has no effect
on customer information quality. Furthermore, the researcher states that the salesperson who
can adapt well when interacting with the customer does not necessarily get the information in
accordance with the expected. Thus, there are still many factors that need to be considered in
order to obtain information of the customers. As a research conducted by Singh and Das
(2013b)[21], it is found that salespersons who can adapt when interacting with customers have
a significant positive effect on customer information quality. Salespersons are supposed to be
able to easily overcome the customers’ difficultyby providing quality information.

Communication ability affects customer information quality. Its beta value is 0.201, and
its significance value is 0.002. The salesperson's communication skills are good enough and
reliable. But it still needs to be improved. The ability of salespersons to provide quality
information to customers is very important. Then, through high quality information on
information obtained by the customer is very helpful for customers in making decisions. In
addition, relevant information presented by salespersons must also be able to meet the needs
and expectation of the customers. If the information submitted is not relevant, then the
customer will feel disappointed. The customers receiving relevant information can be used to
make more informed purchasing decisions. Therefore, the information relevant to customer
needs is very seminal for the customers to make purchasing decisions. In line with the
research conducted by Fernando et al. (2016), it is found that quality information, relevant
information and customer-friendly information had a significant positive effect on customer
purchasing decisions.

Customer information quality is a variable that can overcome the research gap between
adaptive selling behavioral and salesperson performance. Adaptive selling behavioral variable
affects salesperson performance through customer information quality. Hence, the adaptive
selling behavioral can only affect salesperson performance if there is customer information
quality. In this case, the role of the customer information quality variable is very meaningful
to be able to improve the salesperson performance. It means that salespersons who can adapt
during the interaction with the customers are characterized by, among others: using a different
approach for different customers, adaptive to any changing needed when once certain
approach do not run well, and they can easily understand the customers and can overcome
customers’ difficulties, and the salesperson performance will not necessarily improve without
going through customer information quality.

Customer information quality is the variable that gives the largest contribution among
other antecedent variable such as communication ability variable, trustworthiness and adaptive
selling behavioral, in relation to the increase of salesperson performance. The role of customer
information quality is very important. Increasing customer information quality increases
salesperson performance. Even adaptive selling behavior does not have a significant impact on



salesperson performance if it is not through customer information quality. Therefore, it is
expected that salespeople must place customer information quality as the main variable to be
able to improve salesperson performance.

Conclusion

Customer information quality is influenced by communication ability, trustworthiness and
adaptive selling behavioral. Further, salespersons can develop better relationships with
customers to get quality information. Good customer relation is characterized by building
good relationships, developing long-term mutual benefits and taking into account of the
customer needs and desiresconsidered as a long-term investment. Customers can provide
quality information to the salesperson so that the salesperson can also provide quality
information to the customer. Quality and relevant information helps customers to make
purchasing decisions easier. Salespersons who are able to adapt when interacting with the
customers make it easier during the selling to get quality information from customers. In
addition, the ability of salespeople to understand the needs and desires of customers is crucial
for the success in obtaining the quality information from customers.

Salesperson performance can be improved because it is influenced by customer
information quality, communication ability, trustworthiness, and adaptive selling behavioral.
Further, the increase of the customer confidence will improve the performance of the
salespeople. The satisfied customers of the salesperson's service lead to re-purchase the
products. It is because the consumers feel satisfied due to their needs and desires can be met.
To be able to understand the needs and desires of the customer, the salesperson must be good
and sincere listeners for the customer. A good listener can give comments as needed and can
understand the customer’s feeling and provide solutions to the problems faced by the
customer. If this can be carried out well by the salesperson, then the volume of the selling may
increase. Increased sales mean increased profits. Therefore, the profits which are obtained by
the company and the expansion of the market can be started in which it proves that
salesperson's performance is increasingly high.

Implication Managerial

The salespersons can improve their quality through joining trainings and reading articles
relevant to selling, consumers’ taste which changes dynamically. Besides, salespersons need
to improve new strategy in to sell the products for example by optimizing emotional bound
strategy to improve their performance. Further, they also need to pay attention on the
customer’s service appropriately and timely.

Limitation and Future Research

The limitation of this study is the research area. From the scope of research, the research
should be conducted in the whole island of Java so that the samples would be better. Sample
adequacy determines the accuracy of research results. From the research pattern, the research
pattern should be supported by longitudinal research. This study can complement the results of
the cross section study. Using longitudinal research aims to gather more accurate data because
the time is enough to dig the data so that the results can be more accurate.



Then, it is suggested that the future research sample intake should be carried out
throughout Java Island. Thus, the data will be obtained more representatives and the result
would be more in-depth and better. In addition, it needs to do a longitudinal research so that
more complete information can be gathered. Further, this research is considered new because
it is from the perspective of salespersons so that it is necessary to do dyadic research to get
more comprehensive research results.
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